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How to Sell Your Shit

This is where we metaphorically sort the men from the 
boys. Because this is where we start poking at the much 

(and wrongly) maligned art of selling.

For reasons I can kind of understand, selling has got a bad 
name for itself over the years, and I think it’s true no one likes 
the hard-sell or the stereotype of the too-sincere and cheesy 
salesman who’ll promise anything to make a sale and get your 
money. And none of this has been helped by the sleazy Internet 
marketers who’ve sprung up since the online world became easily 
accessible to anyone and everyone. It’s a trivial matter nowadays 
to throw up a website, proclaim yourself as the expert in solving 
some problem or other, and start taking people’s money.

So, yeah. I get it.

But I contend sales is not only a skilled job, but it’s a 
noble endeavour if it’s done honestly and with integrity.

Consider the last Workbook in which we identified the Burning 
Problem you solve for your clients, how having it solved changes 
their lives, and the suffering they endure if their situation is 
allowed to continue unsolved or unaddressed.

So let me ask you this...

... if you have a prospective client in front of you and 
their lives are being made miserable by a problem you genuinely 
believe you can solve, are two things not true:

1. You have a DUTY to do whatever it takes to sell them the 
solution... so long as your actions are ethical, legal, 
moral, and above board; and

2. It is ethical and moral to ask a fee commensurate with 
the value they place on the solution. Meaning, it is 
ethical and moral to charge a premium price for a product 
or service which eases their suffering; and

3. You have neither the right nor the ability to decide what 
that value is. Meaning, you simply can’t and don’t get 
to decide how much easing their pain is worth to them or 
how much they are able or willing to afford.

The logical conclusion of these questions and this line of 
reasoning leads us unequivocally to a single answer: as long as 
we’re behaving ethically and morally and with integrity, we’re 
serving our clients’ needs to the best of our ability when we 
sell them our products or services.

And is that not the highest moral goal we should have if 
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we’re paying anything more than lip-service to our claim we’re 
in business to serve others?

So, please, don’t let me hear any bullshit about how you don’t 
like or need to sell, or how your prospective clients don’t like 
being sold to (because if they have a problem and you have the 
solution, they’ll be pissed off at you if you don’t sell to them).

Now, I’m not going to give you a full sales training here. 
That’s way beyond the scope of the programme.

But what I am going to do is give you a framework you can use 
effectively to attract prospective clients and get in front of 
them to work your magic.

Am I coming up short in my promise to you?

Possibly in a few cases, yes.

But for the most part, no.

And I feel confident in saying that because almost everyone I 
get to speak to tells me once they get on the phone with or in 
front of a prospective client their closing-rate is 70% to 90%. 

Frankly, that’s fine and it’ll only improve with better 
targeting and some tweaks you can make now you’re more aware of 
whom you’re selling to, what their problem is, and the outcome 
they get from having it solved (we do look at sales in some detail 
in our mentoring group, but unless you’re a complete klutz what 
we’re doing here in Business Acceleration is gonna give you a 
massive boost).

So, with all that said...

... what’s the big problem business owners have with selling 
(other than the fact they’re squeamish about it)?

A lack of processes and systems.

And one reason they find it hard to develop processes and 
systems is they haven’t done what YOU have done in the first three 
Workbooks (think about it: if you don’t understand in the most 
extreme detail whom you want to serve, the problem they have, and 
what they ultimately get from  having it solved for them, how can 
you know where to find them and what to say to them to gain their 
trust and sell to them when you have found them?).

So, now you have those things under your belt (assuming you’ve 
done your homework diligently), I’m gonna give you a simple 
framework for creating the processes and systems you need.

NOTE: what I’m NOT going to do is go into detail on any one 
platform or technique because I’m covering fundamentals here, and 
it’s on you to figure out the tactics relevant to and appropriate 
for your specific business. 
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The Framework

Your sales and conversion process comprises X stages. 
Each one is deliberately distinct so you can (and should) 

test and tweak each one in isolation.

The components are:

1. Lead source (traffic). Where you find the people in your 
target market.

I can’t stress how important this is. The results you 
get from your marketing will be largely determined by 
the quality of the traffic you pull into your sales system 
(which is why we put so much time and effort into the first 
three Workbooks).
Fact is, most business owners are lazy and pick a 

Facebook at their default (and often only) source of 
finding new leads. Not only does this leave your business 
in a perilous situation because you have a single point 
of failure for your entire sales process and it’s not 
under your control, but sometimes targeting your desired 
market just isn’t possible. So I strongly urge you to 
diversify your lead-generation and use offline as well as 
online methods to get people into your funnel.
Here are a few examples off the top of my head:

•  LinkedIN
• Youtube
• Quora
• Facebook
• Instagram
• Google Adwords
• Google Display Advertising
• Print advertising
• Kindle
• Amazon
• Direct mail
• Radio
• Referrals

And so on. The list is practically endless. Yet very 
few business owners do any lead generation other than 
generic and organic Social Media posts and Facebook 
advertising.

2. Lead magnet. What you offer your target market to get 
their interest, raise their hand, and say, “Yes, tell me 
more!”. This series of videos and workbooks is a lead 
magnet.
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The principle you want to keep in mind is you’re going 
to begin your relationship with your potential clients 
by giving. And while there are no hard and fast rules 
about what to give, a good rule of thumb is make it too 
good to throw away. 
The simplest way to ensure this and offer something 

virtually none of your competitors have even dreamed 
about, is to give them a copy of your book (and if you 
don’t have one, then you should write one because there’s 
no better “business card” on this or any other planet. 
This is not optional, and it’s something I badger my 
mentoring students about constantly).
But however you choose to get people to raise their 

hands, the way NOT to do it is by offering discounts and 
making the claim you won’t be beaten on price. Not only 
does it lack imagination and guarantee you’ll get the 
worst possible clients out there, it’s a waste of your 
marketing budget and cuts insanely deep into your profits.

3. Lead nurture. What you give people who respond to your 
lead magnet to take them from just knowing you to trusting 
you have the ability to solve their problem.

I’m amazed at the number of business owners who once 
they have a lead do nothing to follow up with them if 
they don’t buy something immediately. People will buy 
from you when they’re ready to, and while it does make 
sense for us to identify those who are ready to buy 
immediately, it also behooves us to ensure we don’t let 
those who need a little more time to slip through our 
fingers.
How can we follow up?
The very simplest way is with a daily email (and 

if you’re not collecting email addresses and emailing 
them every day, I guarantee you’re missing out on a 
shitload of sales. But there’s loads more we can do, 
too. For instance, we can preferentially target them 
with “remarketing” ads on Facebook, LinkedIN, Quora, 
Google, Instagram, and probably others, too; or you can 
send them a printed 1-page newsletter each month; or 
pick up the phone and talk to them (not something I do 
myself, to be sure, but if you’re a people-person and 
it’s appropriate, then it’s an excellent way to stay in 
touch and drive sales).

4. Pre-selling and qualification. How you qualify potential 
clients to ensure they’re a good fit for your business.

Most business owners get this wrong. They seem to 
assume because the client is the one with the money, then 
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they have all the power and control. While it’s true the 
client has the power to buy or not buy at his or her 
whim, what you need to understand is you also have the 
power to sell or not sell at your whim. And the truth is 
most people don’t say “no” anywhere near often enough 
to unsuitable clients (probably through fear — because 
they don’t have robust and reliable sales and marketing 
systems their lead-flow is unpredictable and so they grab 
whatever business they can, whenever they can).
So what you should have is a simple set of qualifying 

criteria clients must meet before you’ll consider taking 
them on, and then you should qualify each one as early 
as possible (to avoid wasting time with unsuitable 
prospects).

5. Selling. How you get them to say “yes” to your offer of 
help to solve their problem.

How?
It depends. 
Again, as a rule of thumb, if what you’re selling is 

less than £2,000 or so, you can typically automate the 
process and simply use a sales letter, webinar, or other 
hands-off method; but if it’s more than that, then you’re 
probably going to do better with a face-to-face meeting 
or a telephone call.
But this really is only a rule of thumb — I know someone 

who’s selling a $30k 12-month programme by email (and he 
doesn’t even have a sales letter on the payment page).

An example
So, here’s what a full process might look like. You could 

adapt and use this to sell pretty much anything, from a new house 
to professional services.

1. Send out postcards to a targeted list inviting them to 
hit your website for a copy of your book. Your site will 
have the relevant scripts installed, so anyone landing 
on it will get retargeting ads on all the main Social 
Media platforms urging them to take the next step in your 
process.

2. Send them your book. Include a friendly letter with the 
book, selling them on the idea of reading the book rather 
than buying your shit.

3. Follow up with them. Use email, post, and the remarketing 
ads I mentioned above. At this point you’ll be inviting 
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them to take the next step.

4. Pre-qualify them. Offer them a free 15-minute “triage call” 
where you’ll quickly go through some simple questions to 
determine if they’re a good fit for working with you (you 
might want to cover income, attitude, and the nature of 
their problem, for instance).

5. Sell to them. If they pass the triage call, then get them 
on the phone for a structured sales call. You’ll have 
a script for this, and while you won’t be following it 
verbatim, you will follow the outline. The idea is to 
make the call worth their time even if they say “no” or 
you decline to work with them for reasons of your own.

At the same time as setting up this simple process you’ll 
also do well to ensure all your telephone calls and meetings 
are booked online through a proper scheduling system. One of the 
most powerful things you can do for your positioning and effective 
use of time is to STOP taking random and unscheduled calls from 
prospective clients, clients, and employees. Most people resist 
doing this when I tell them to, but that’s a mistake. No one is 
going to object (and if they do, then they’re not the kind of 
people you should be working with because they are not respecting 
your boundaries).

M82
If you wanted to get really smart about this, you can do what 

we call the M82.

What you do is hand-pick a relatively small number of “dream 
clients” and relentlessly pursue each of them with a highly 
personalised and high-quality marketing campaign (think high-
value clients, so you might, say, send them a Kindle Fire with 
pre-recorded and pre-loaded videos. Obviously, to make this 
profitable you need to have done your homework and know your 
numbers inside out and back to front).

In the M82, this essentially replaces steps 1 to 3 above. This 
is what we have at the core of what we teach in our mentoring 
programme.
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Next Steps
If you’ve enjoyed this Workbook and the accompanying video 

and — most important of all — found it useful, then you have 
three options:

1. Agree with me... and yet do nothing with what I’ve shared 
with you and continue to struggle and bash your head 
against that glass ceiling you’ve been frustrated with 
for Lord knows how long. Bad idea.

2. Agree with me... and the exercise in this workbook... 
either before or after you hop on to the next video and 
workbook... lather, rinse, repeat (either approach is 
fine, so long as you actually do the fucking work).

3. Decide you love what I have to say and you want my 
personal help with it. A smart choice, because the devil 
is always in the detail. Ultimately you’ll want to put 
all this into a plan — and that’s why you might want to 
book an Acceleration Call with me.

You’ll first have a short Discovery Call with Connor, 
who’ll walk you through a quick questionnaire and give 
you the information you’ll need to make the most of your 
call with me.
Then you’ll schedule a second call where you and I will 

hop onto Zoom for a one-hour one-to-one where I’ll help 
you work out a step-by-step plan for plugging Business 
Acceleration into your business.
Best of all it’s free — no charge, no hard-sell, no 

strings, and no obligation. No kidding.

Why am I doing this?
Because I know a certain number of people I speak to will want 

my help going forward and ask to join me in Mentoring. 

And of those who ask me, I’ll invite maybe half of them into 
the group. If I don’t invite YOU, then please don’t take it 
personally because I turn away more people than I invite, so it’s 
wise to set your expectations for the Strategy Call as being you 
WON’T be invited into Mentoring. 

That’ll help you focus on getting as much value as you can 
from our time together because you will walk away with a powerful 
and actionable plan, no matter which way it ultimately goes.

To book your Discovery Call with Connor, click below, and 
follow the simple on-screen instructions.

https://evilbaldgenius.com/discovery


