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CRACKING THE CELEBRITY CODE

with Nick Nanton and Neil Stafford

NEIL: Hi, this is Neil Stafford from “The Internet Marketing Review.”
And this month, we've got a very special guest. It's a gentleman |
first met over in Nashville, Tennessee, over in the States, and we had
a good evening together. Then we met up again in Baltimore for a
business meeting. And it was after the business meeting that we got
to talking and | got to know him a little bit better. And one piece of
information that you gave us at that meeting has led to a 150,000 to
200,000 pound business so far this year.

Now his resume is far too long for me to go into detail. So I'll introduce
Mr. Nick Nanton. Nick, can you tell us a little bit about your background
and how you started working in the business that you're in?

NICK: sure Neal. It's obviously always great to talk with you and I'm
only disappointed you're not here in front of me because we always
have a little more fun when we go out together.

NEIL: we certainly do, we certainly do.

NICK: But a little bit about me - | was born actually on the island
Barbados to my family who has been there for over 300 years. And we
actually came there as Welsh pirates in the 1600s.

NEIL: My word.

NICK: Imagine that. And so as | was growing up, | kept talking to

my dad, kind of having fatherly talks about what | wanted to do and
what | wanted to be - and we'd go through the family tree and | always
kept going back to pirates. So | kept telling my dad, “Dad, | think the
coolest thing we have in the family are pirates - and | want to be a
pirate” And he said, “Well, Nick, I'll tell you what, being a pirate is a
little bit out of vogue but if you become a lawyer, you can still pillage
and plunder.”

NEIL: And we won’t mention the lawyer jokes today.
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NICK: | probably know them all. | probably know some better ones
than you do. No, but | am from the island of Barbados. We moved to
the U.S. when | was one. Sorry for all you Brits today. We did secede
from the British Union there in the 60s but | wasn't around then. So
it’s not my fault.

NEIL: we'll welcome you with open arms, don’t worry.

NICK: There you go. So | started playing guitar at age of six, kind of
started my entertainment background. Started song writing at the
age of 16. Put out my first record at 18. And then | got a song writing
deal actually in Nashville, Tennessee when | was in law school. |
produced a bunch of records when | was in college and in law school.
And | made about one trip a month to Nashville and produced records
and worked with bands. | actually had a hit song on the radio, on
college radio over here, that | co-wrote and produced, a song called
“Daddy’s Little Girl" It got on 50 stations in 20 states.

And then while | was doing this, | was still going to school. And |
figured out this interesting secret. The university had 50,000 students.
And every student that attended had to pay, obviously, tuition - and
included in that was what they called a student activities fee. So

let’s just assume that it was a hundred dollars per student that went
towards a student activities fee. Well, you can do the math yourself
pretty quickly. We got 50,000 students each paying $100 dollars. They
had a lot of money to do cool things.

So | made friends with the people who brought in speakers and the
people who brought in bands. And so | got the opportunity then

to bring in some of the finest talent in the world and work with

them and work on the events to bring them in. So during my time
there, | actually got the opportunity to work with Christopher Reeve,
President Bush (the first one), Bobby Knight, the big basketball coach,
Bill Cosby, the comedian and a litany of others.

Then, on the music side, | was working professionally as well and | got
to work with the drummer from Tom Petty and the Heartbreakers, the
producer who discovered The Judds and won five Grammy'’s - and so
my whole world got entangled in entertainment while I was in school.
Because it was what | had always wanted to do.
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And what ended up happening was | really saw the guts, the insider’s
view, the behind-the-scenes in the entertainment business and |
started asking questions and | found it interesting how everyone was
very reluctant to answer my questions. What | figured out was there
was a method, really, a system of creating a Hollywood celebrity and
then creating Hollywood dollars off of that — a system that no one
was willing to share because, obviously, if the word got out, it would
change their business. And so | spent time working on it and asking
the right questions and getting a little bit of information here and
there. | cracked the celebrity code and | figured out how business
people can take Hollywood lessons and create Hollywood dollars,
recreating themselves in the business place as a celebrity.

And that kind of leads us to where we are today. We have a best-
selling book out called “Celebrity Branding You!,” which is available
online and in a bunch of bookstores in the U.S. Probably not many
in the U.K.

NEIL: 1 think they can get it on Amazon in the U.K., no problem.

NICK: There you go. So | think that takes us to where we are now.

In terms of my current endeavors, | am a lawyer and | run a business
where we handle franchising for clients who we help build their
business. We do a lot of trademark work and intellectual property.
We have a web firm that develops Celebrity Branded websites for our
clients, and then we have our Celebrity Branding Agency, which has
just become a franchise in the U.S. We are actually selling to Celebrity
Branding Agents, who will now be in every city, and we'll be selling
our products and services, which we'll talk a little bit more about
because of the lessons behind them.

Obviously very interestingly, and so you actually will probably believe
me over there in the U.K,, | have nothing to sell you. So | literally am
going to tell you all about the behind-the-scenes secrets of what | do
and how it works and why it works.

NEIL: Super. And you've got some spare time on the weekend?

NICK: That's right. And | have two kids, one that'’s four, one that's
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18-months and a beautiful wife and they all think I'm crazy. They all NOTES
know I'm crazy.

NEIL: veah we know you're crazy but we love you for it. | think there
are a few things that came out in the introduction. One is that our
members are always amazed at what we get through and what we get
accomplished, but, | think, Nick, having met you and dealt with you a
few times, that we need to step up our games to your level.

The second thing that came out of it was | have not heard your record,
so next time we're over, | want to have a listen to that. And the third
thing is, and it’s mainly what we're here to talk about today, is this
business around Celebrity Branding that you've developed, from
which the book, “Celebrity Branding You!,” came out of. So let’s delve
into that and really break down what is Celebrity Branding.

NICK: if people shut off between here and the end, let’s say, and |
assume they won't, but even if they did, the only thing that you must
understand and start thinking about is that people buy people. And
what do | mean by that? Well, there’s been a bunch of studies done on
it and at the end of the day, people make purchasing decisions based
on the person who sold it to them, whether that’s Tiger Woods on a
TV commercial that got them interested in buying here in the States,
or you selling automobiles and razor blades and deodorant, watches,
whatever else.

NEIL: Yeah, we have it over here as well.

NICK: Okay. Or a salesperson who's literally selling you a house or
a car. And, interestingly, a house and a car, as you know, Neil, are
probably two of the most expensive purchases an individual will
ever make in their lifetime. In a study, it said that over 90 percent of
people made purchase decisions on their house or their car based
on the person who sold it to them. When they had narrowed down
their purchase to one or two things they really liked, | mean, if you're
looking for a Mercedes, you're not going to go buy a Yugo based on
the guy who sold it to you, most likely.

But if you're deciding between a Mercedes and a Lexus, or a Mercedes
and a Porsche, things on a similar level, the final purchase decision
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was actually made based on the salesperson who sold it to them. So NOTES
at the end of the day, people buy people. The inanimate objects that

we buy are really just embodiments of who we want to be and what

we want to represent. So when you attach that to a person, then you

actually get a lot of different emotional connections around a product

or service.

As another example, Nike Shoes. They're great shoes, but so are
Reeboks, and now | haven’t even seen a pair of Reeboks in years.
And why is that? Well mostly because Nike got on the train and paid
guys like Michael Jordan, Tiger Woods and a bunch of other huge
athletes to wear their shoes. Why? Because as a kid growing up, |
would see Michael Jordan wearing Nike Shoes. He would promote
his shoes and | could see him dunking from the free throw line. Well,
for any kid who wants to be like Mike, there’s only one choice - you
can't wear the Reeboks. You got to buy the Air Jordans. You got to
buy the Nikes.

So instantly you have an emotional connection surrounding an
inanimate product or service. And here’s what'’s interesting - we have
brands that pay billions of dollars to get us to know their trademark,
sayings, what they represent, the whole thing. Well | don’t know
about you, but | don't have billions of dollars to compete with them

- but there’s one secret that can allow me to and that’s Celebrity
Branding, that’s becoming a spokesperson, becoming the celebrity

in your business for your products and services. Now, instead of
having to spend billions of dollars on a corporate logo that I'm trying
to brand and make people have associations with that are positive,

or hiring Michael Jordan or hiring the Dixie Chicks or Michael Phelps
who could end up having a faux pas that causes your customers to go
against you, | got myself.

And | know | can rely on myself. | know | can get where | need to
get every day on time. | know I'm not going to only ask for green
M&Ms in my waiting room and I’'m not going to be a pain in the
butt. | know that if | go out and represent my business and get out
in front of my business instead of hiding behind it, | can become the
person associated with the brand - and then all | have to do from
there is develop my celebrity status in order to become the guy who
represents the product or service. And most importantly, the go-to-
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person, the only person people think of when they want my specific NOTES
product or services.

NEIL: well 1 know you've got a lot of people’s attention now because
our members, our Gold members and Gold Plus members, are all
people who are positioned in their own niche markets, selling their
own products and services. What do they need to do first to start
positioning themselves as the celebrity in their market?

NICK: Okay, so the key to becoming a celebrity in your market, as
you just said, is niche marketing. | always say that the only people
who need to know who you are are your prospects, your interested
prospects and clients, your target market. Those are the only people
who need to know who you are, because a lot of people tell me, “Well,
Nick I’'m not Paris Hilton or Richard Branson. | mean everybody knows
who they are. They're celebrities. | am not.”

Well, a celebrity really, if you look at the definition on Wikipedia, is
actually just a well-known or highly recognized person who demands
a high degree of media or public attention. So if you are a highly
recognizable figure that demands a high degree of attention, media
attention and public attention, then you are a celebrity. How do you
do that? Well I'm here to tell you, it's not that hard. All you have to do
is choose a target market that actually cares about what you have to
say and then penetrate that market.

My next door neighbor probably doesn’t even know who I am and
that’s great - it makes life easier. But my target market who wants the
services and products that | have, they know exactly who I am. It’s the
equivalent of one of my bands. | can walk through a shopping mall
with one of my bands and the 6 year-old little girls are crying, the 16
year-old girls are texting and giggling, the 22 year-old girls who are in
college are lifting up their shirts and the parents are saying, “Who is
this? What's going on here?” The parents obviously are not the target
market. It’s the kids. And my bands are doing just fine without the
parents having any idea who they are.

Here’s the secret — first thing, as I'm sure you've coached them well
on, Neil, is you have to pick a niche. You have to pick a target market
because most small businesses, and even most large businesses, don’t
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have the amount of money they need to reach everyone. So while NOTES
your product or service may be perfect for everyone, well, as soon

as you have the budget to reach everyone, you come to Neil and me

first - and we'll spend it for you. Beyond that, it really is just picking

a target and then going to penetrate that market to become big.

And then you can start going into multiple niches. You don't have to

stick in one niche, but you have to niche in order to most effectively

penetrate and be able to become a household word in that niche.

So you pick your niche. You pick your target market and then you
become a celebrity expert to those people. How do you do that? Well
the first step, Neil, is you have to be an expert at something. Most
people don't think that they’re actually an expert. And | say, you
know what? There’s something that you do everyday or on a regular
basis that you're an expert at. It could be the intake process when
clients call your office. It could be your conversion rate if you look at
it. If you're a cosmetic dentist, your conversion rate could be through
the roof and all your colleagues might be asking you, “How are you
getting 20 out of 30 people to say yes?”

But you're probably an expert at something and you have to look for
what that is because the key is once you figure out what that is, you
can then display your expertise. The problem is most people don’t
display their expertise. Once you become an expert on something,
you have to display your expertise. You have to show you're an expert.
Just because it’s in your head does not mean anything to most people.
They can't seeit. It's not tangible. They don’t understand it. So you
have to find a way to tangibly express, usually in written format or in
video format or audio format, your knowledge so that people can see
that you're an expert.

And I'll give you some ways to do that but I've just spouted off an
awful lot very quickly. So, Neil, feel free, if you want to stop for me
a second, I'm fine to go back and answer questions. If not, I'll roll
forward with how to display your expertise.

NEIL: Something you've told those in the past to pay more
attention to is paying attention to the image. | know, in the past,
that’s probably equivalent to, like, we know it as message to market,
don’t we, when the market’s an arena? So could you just talk a little
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bit about that one, when you say pay attention to image? What do NOTES
you mean by that?

NICK: veah...soI'm a lawyer right? And most people might say,
“Oh well, Nick means you need to wear a suit and tie and look like

a barrister” No, I'm not saying, be traditional. I'm saying you want
to pay attention to exactly that message to market match. It's my
celebrity wording for it. Butit’simage. You know me, Neil, and |
always wear a sports coat, a designer button-up shirt and jeans. And
so | look presentable and we'll say hip, and unlike most lawyers who
wear a suit and tie, because my thing is a little more relaxed, a little
more L.A./Hollywood than your typical lawyer.

So my message here is, just that because of my message, my image
matches my message. If | were to be wearing a Hawaiian shirt and, |
don’t know, cut-off jean shorts and sandals or whatever, it wouldn’t
make sense. So you have to think about, be who you are. I'm not
saying be traditional. I'm not saying don’t stray from the norm. |
think you absolutely should do what it takes to be noticed and be
recognizable, but make sure it’s congruent with what you're teaching,
what you're doing.

There are very few people who can get away with looking very sloppy
and making millions of dollars. Some people do. But pay attention to
who your audience is - your audience always wants to know,” What’s
in it for me?” And as you teach, I'm sure, Neil, and | do too, when
you're writing a sales letter or trying to sell somebody something, stop
talking about yourself, start talking about their needs that you can
fulfill, that they have problems with, their points of pain, their points
of pressure.

Same thing with your image. Look at what they're looking for or
what would make sense in their mind that fills the gap and pay
conscious attention to that - because if you don't, then it just really
isn't congruent. When you step out in front of your business, you
now become the physical embodiment and representation of
your business. How you look and how you act should be a good
representation of the business you're in and the people that you're
trying to sell to.
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NEIL: one of the things that we’'ve also spoken about in the past NOTES

is about developing a USP. Now | think every business owner has
that question put to them - what is their USP? So have you got any
hints and tips for anybody who's developing a USP, so they become
celebrity branded within their market?

NICK: Yeah. Well, the best part about Celebrity Branding is,.,you are
your USP. So while you need to have a quality product and service,
the best thing, even on the most basic level and you can get deeper
and deeper, the more your product service has a USP based on

that, no one else can go get that particular thing the way you do it
anywhere else. That obviously drives your business higher and higher.
But if you're just starting out and you can'’t figure out this whole
unique selling proposition, USP, think about it and become your own
- be good at what you do, even if just your customer service is good,
and | don't mean, “Oh we have a good customer service,” because
most people don't.

If you literally are great at it and you're personable, you get to know
your clients and customers as you're starting out your business, and
you are different than everybody else, you are your own USP - because
if you are the expert (and we'll go into how to become the expert and
how to display your expertise), then they don’t want to work with
anybody else because they have to come to you if they want you. And
if we've all done our job well enough of creating you as the celebrity
in that space, in that industry, in that niche, then you absolutely are
your own USP because they have to come to you to get you. No one
else can compete because they don't have you.

NEIL: Yeah I think one of the good examples of customer service
taken to the extreme is Zappos and Tony Hsieh isn't it? They've really
taken that forward.

NICK: itis, and actually I have an interview with Tony in two weeks.
We just got invited by Tony to bring our mastermind group to Las
Vegas and to go meet with Tony and do a question and answer with
him. You and the other Neil should come along with us.

NEIL: Well, be careful, we’'ll hold you to that one.
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NICK: And the interesting thing about Tony is he says, “Look | never NOTES

wanted to get in the shoe business and | don’t actually consider
myself in the shoe business. I'm in the service business and we just
happen to sell shoes.” And if you really take a minute and stop and
think about that, that’s pretty incredible that they’re doing a billion
dollars a year in shoe sales and he doesn’t consider himself to be

in the shoe business. Much like we all say, Neil, we should all be in
the marketing business where it doesn’t matter what you're selling -
you've got to be a marketer first.

And | think his spin on that would be to go into the service business
first, which is extremely interesting. And by the way, they actually
have a publication they put out, like an ezine, that'’s all about the
culture and the story behind Zappos. | think it's very worthwhile. You
can look on our website and find it or | can send it to you and you can
send it out. But it’s very worth looking into because their culture and
what they’ve been able to create is obviously astounding.

NEIL: 1 think you'll have a fantastic time over in Vegas with him and
| shall pick your brain about that the next time we meet up. Moving
forward then...

NICK: Let’s talk about how you display your expertise just a little bit.
NEIL: Yes, please.

NICK: There is a bunch of ways to do it. The easiest and the cheapest
for anyone to start out is online. Anyone can start a blog, a website.
You can go to Blogger.com or any website and start a free blog. You
can post articles online. The key now is you need to develop keywords
for what your audience is looking for and you're probably very well
aware of the reason why. Most of you are in the marketing, online
marketing space, so | won't take too much time on it. And if you don’t
know much about it, talk to Neil. I'm sure he must have some product
or something somewhere so you can explain it better.

NEIL: one or two.
NICK: There you go. But Google is the behemoth. Google tracks

keywords and they spider the internet looking for relevant websites
to serve up to people as they search their service and they do it based
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on a lot of things. But one of the biggest things is based on keywords.  NOTES
So it’s optimizing your website and your text so within your blogs and

your articles, you're talking about the things people are searching for

that you have a solution to. So me, I'm an entertainment attorney.

| started out advertising or writing articles and putting out press

releases as Nick Nanton, entertainment attorney, and | wasn’t getting

any traffic at all. | switched it up and did some keyword research,

because the key is we all think we know what are clients are looking

for but we don’t. So do some research.

And Orlando.. first of all, | made the mistake of putting my name first
because people don’t know me and weren't looking for me by name.
They were looking for an entertainment attorney, but they really were
looking for a music lawyer and then, distilling it down further, I'm
licensed in the state of Florida and I’'m out of Orlando, good old Disney
World. And so “Orlando music lawyer” is what ended up pulling.
When | started writing articles and blogs and press releases leading
off with Orlando music lawyer Nick Nanton does whatever, whatever,
whatever, that’s what ended up driving traffic into my site.

So you have to display your expertise online first. The easiest way —
blogs, articles and press releases. | can actually send to Neil a press
release format that is written on how to write a press release, but it's
written as a press release. It's very good and | can send it along and
you can pass it along. But the key to press releases is you can talk
about what an expert you are and it doesn’t look like you said it.

Fortune 500 and Fortune 100 companies, the big behemoths of the
world, have been keeping a secret forever. When you watch a news
channel, and they tell you about the new automobile or the razor blade
or whatever , it’s all coming straight off of press that those companies
are feeding directly to those newscasters. So if you stop and think
about it, it’s like a testimonial and maybe a little better. | guess it’s on
equal ground. | can’t say that because testimonials are the best thing
ever, but you get to write exactly what you want said about you and
you can put it out on the internet with keywords and when people are
looking for those keywords, they find your press release and no one
knows you wrote it. It’s all about you and how great you are.

When people search for “Orlando music lawyer” or they search for me
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by name now, one of the first things that comes up is a press release NOTES
that | was awarded a Grammy vote. You think I'm not going to get the

business when they say, “Wow, Nick has a Grammy vote?” So press

releases are amazing for displaying your expertise because you can

talk about what an expert you are.

Second - articles and blogs. There’s really not much difference. | try,
in my mind, kind of separate them out by blogs. | do like 300 to 500
word blogs and articles, 500 to 2,000 words or whatever. The key is
you want them to be short and actionable. You want to display your
expertise. Neil, this is one thing that makes people look at me funny
when | say this, but you want to give away your biggest secrets in
your articles and blogs because people will be convinced that if you're
telling them this stuff for free, God if they would only pay you, the
amount of knowledge they would get would be unbelievable.

NEIL: Absolutely.

NICK: And that's a principle you shouldn’t forget. And number two,
even if | tell you every secret | know, you're not going to do it. You
have a business to run. You have your own path that you're on. You're
just going to hire me. | can tell you how to make your website sing
songs, light up in neon code. | can tell you how to code a website
inside and outside, well | couldn’t, but my coders could. But you're not
going to do it. Nobody wants to get into that stuff, the HTML code.
You're just going to pay someone to do it.

So display your expertise through articles, blogs, press releases and
give away your secrets. Make sure you use keywords, but by using
this, people are going to start to say, “Wow, this guy’s got great
information.” And | always say start out, make it personable. Include
a little bit of who you are, what you're doing, as | call it, kind of the
‘hey how you doing’ paragraph about, “Hey, | just got back from XY
and Z and | met with Neil and we talked about this and it reminded
me about something | probably haven’t told you enough about.
Here are five steps that Neil and | discussed on how to become a
better marketer in your niche” And you tell them some actionable
content and then the people who get that feel like they can go out
and make a difference today. They're not going to do it. We both
know that. They're lazy. But they feel like they can and they're
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going to know you’re an expert and they’re going to want to read NOTES
your content. At the end of the day when they really want you,
they're going to have to hire you.

Now the key to really driving traffic and creating celebrity status
off this is syndicating your articles, syndicating your blogs and
syndicating your press releases. There are a bunch of websites —
Neil, | don’t know if you have any you love in particular - that you
can just Google those terms, like article syndication, press release
syndication and blog syndication. And once you write a blog, an
article or press release, you syndicate it out, you make sure you
have a by-line in it about who you are and what you do and most
importantly a link back to your website because you can generate
traffic...they’re not the most valuable links ever, but they’re good
links and their quantities are good. You can generate links back to
your website, which ends up being a vote in Google for you having
relevant content on your website.

And I'll just say a free press release site that | really like, because the
paid ones are good, but | actually found that this free one, SEQ, is
better. You ready for this one?

NEIL: Go on.

NICK: it PRLog.org. It's free to post press releases there and | find
that an SEO is better than just about anything else.

NEIL: Articlemarketer.com and Ezinearticles.com are fantastic for

the article side and | was going to ask you on press releases, because
every one knows the biggest - PRWeb.com and PRNewswire.com - but
I've never come across PRLog before. So that’s a good one for our
members to take note of and go and use.

NICK: Yep. So that’s in the online world. You can generate a lot of
expertise in the online world because, let’s be honest, most people
who come to do business with you are going to Google you and find
out a little bit about you. So let’s give them a lot of content, a lot

of knowledge. Make sure whenever you have a blog or articles or
whatever else, when you lead them back to your website make sure
you have some sort of direct response mechanism. | recommend a
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down-the-side column or something where people can optin to get NOTES
more information from you monthly, from your ezine or get a physical
newsletter sent to them or to get a special report.

We want to try to capture the person’s information who comes

to your website from the moment they come there, because the
thing that is such a waste that | see so many companies doing - I'm
consulting for one right now, they just brought me on because | saw
their website and said, “Look, if you don’t capture someone the first
time they visit your website you're probably never going to see them
again.” And it’s not because they don’t want to do business with you,
it's because life gets in the way. | can be Googling to try to find the
best video camera ever, because | got two kids and | want to video
them and blah, blah, blah.

And then one of them punches the other one or something falls down
or one gets hurt and | get called away. Got to close the computer,
shut it down. And then | go back and search next time and different
pay-per-click ads are up. There might be a new article that comes

up. | can’t remember the exact term | typed in before so | get totally
different results. And so had that video camera manufacturer said,
“Hey Nick if you want to know the real secrets on this camera and you
get a discount, just give us your information here and we'll send you
something in your e-mail,” wow - | would've never gone anywhere
else because I'd say, “Oh, even though | had to go and hang up or | had
to shut down because the kids were coming, I'm never going to lose
track of this because they're sending me some information. | don’t
have to look anymore. This is the one.”

NEIL: 1t is amazing how many companies don’t actually capture
names and e-mails as you go through. Now | do have a question
about the positioning of you as a celebrity and you're talking about
articles, press releases, blogs. It's a question on video because at this
moment in time it's so much easier these days to put video online.
But would you use video to position yourself as a celebrity, keeping in
mind that most people would have a camera pointed at them, won’t
have the correct lighting, won't have the correct set-up to use it in
the way that would make them shine? Now I'm a big believer in using
video to build relationships with your subscribers, prospects and
customers once they’re in. But what are your thoughts on using video
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to position yourself as a celebrity? And if you are going to use it what
would you recommend the set-up to be?

NICK: Okay. Well, I obviously absolutely recommend video. Look,
like everything else, it's a double-edged sword. If you look like an
idiot, you got stuff all over the place and you can see behind you if
you're recording at your house that you're talking about riches and
you live in a dump...well, that ain’t going to work. That'’s back to
image and message match.

So | would suggest doing video in a clean, clear place on a couch or
something, that is totally fine. Just pay attention to the image behind
you and make sure there’s nothing distracting. Like Neil, you can

see my webcam right now. Although there’s nothing messy or dirty
behind it, this is not an angle | would use in order to promote myself
just because it’s a bit of a funny angle. But just try to find a good
space where you can get away from other people, loud noises and be
who you are, maybe at your desk, just clear off everything. It doesn’t
have to be professional video. Actually, are you familiar with the
country singer LeAnn Rimes at all?

NEIL: Yes, yep.

NICK: | posted a blog on my website a while back about all you
need in a video. And actually, because LeAnn Rimes posted a video
about something she was doing and it was literally just her and a
Flip camera - and even someone who has that much money realized
that the down home feel of a home video would actually serve her
purpose very well. It's very similar to marketing. Sometimes high
production value is wonderful. Sometimes it seems too slick and
people don't trust it.

So be balanced. But | would say never shy away from a homegrown
video as long as you can use it to communicate well. | absolutely
believe in video. | think you have to pay attention to how you do

it like anything else. But hey, just try to be who you are and try to
come across well on the camera. If you're doing Internet video,
deliver directly to the camera as if you're talking to the person - like
I’'m doing right now.

NOTES
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NEIL: Absolutely. NOTES

NICK: rm talking to you and focusing on you as if you were literally
right in front of me. You've got to do that. Don't shift your eyes from
left to right or up to down. That means, in body language, that you're
untrustworthy. So just do some video. The key is get out there and
make video. You're going to get better at it because after you do some
and see yourself and critique yourself, you'll get better and better.

And by the way | think, Neil, that should be our new t-shirt that we sell
- Get Out There and Make a Video.

NEIL: Get out there and make a video. Not telling what type of
videos, but we'll get out there and make video. Very quickly then,
your blog, you mentioned your blog. If people wanted to go and read
your blog where they can find it, Nick?

NICK: They can find me at CelebrityBrandingYou.com. And then
let’s talk for a moment too, Neil, about the offline space - because
people rely on online an awful lot and online is certainly the future,
it's certainly the present ,but there is another dimension of credibility
you can get by being in the offline space. A book is absolutely the
trump card. If you are in any way competing against someone else
for the business and you have a book and someone else doesn’t, then
99 percent of the time you're going to win the business anyway if it's
a competitive service with competitive pricing and everything else.
And likely even if you're more expensive.

Most people won't ever read the book, don’t mind that. But make the
book as good as you can, because obviously the better it is, the more
people will talk about you and make it viral. So a book is a trump card.

But special reports, newsletters are also great. So if you wrote a great
blog, well, what’s stopping you from turning that into a special report
that’s printed that you can hand out next time you're at a networking
meeting or the next time you meet with someone? People just do
this so rarely and it just shocks me. | mean, take the content you've
already written and created and make a tangible printed form out of it
and include it in your “Shock and Awe” kit or box, the things you hand
out, the things you send out. It’s only one more step.

www.CelebrityBrandingAgency.com 17

800-980-1626



Y CRACKINGTHE CELEBRITY CODE Y

NOTES
When | go to networking meetings | hand out some of my eight tips for
working less and making more or top 10 strategies you need to know
to grow your business. The response is unbelievable because no one
else is doing that — and all that stuff’s on my website, but a lot of those
people have never been there and even if they did go, they just decided
they didn't want it, whatever. So it’s another way to capture people.

And then newsletters - if you don’t have a physical newsletter,
shame, shame, shame on you. | will say that is the one strategy
that will grow your business faster than anything else and build
credibility and expert status. There’s something very different about
getting a piece of mail in your mailbox from someone every month.
You will never forget that person. | don’t care what kind of business
itis, if it's a pest control person, a mortgage broker, there’s so many
of those guys competing, but if | would just get a piece of semi-
personal mail, a newsletter every month from that person that told
me a little bit about them, who they are, what they're doing, some
tips for keeping my house pest-free if it's a pest control guy or tips
for getting a better mortgage, you know what? When | go to get a
mortgage, I'm not going to open the phone book. I’'m not going to
Google it. I'm going to say, “I've got a friend in the business. This
guy sends me stuff every month and | know him.” Whether | know
him or not, I'm going to feel like | do.

So let me give you just a little bit of philosophy behind this -
e-newsletters are awesome. You should have one no matter what.
It's a way to reach a lot of people very inexpensively. The problem
is everyone else is reaching them very inexpensively too. So there’s
no filter on who reaches them and people for the most part get real
frustrated because they get too much e-mail. I'm sure like | do, Neil,
you get 400 or 500 e-mails a day.

NEIL: At least, yep.

NICK: Half is stuff that’s e-newsletters and other things that | don’t
have to literally respond to. The other half or more are people saying,
“Nick, what should I do? Nick, can | have a quote?” And they’re asking
me a direct question that | have to respond to literally. Solgeta
bunch of personal correspondence in my e-mail as well as a bunch
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of stuff that doesn’t require my response. Well, just because of my NOTES
workload, everything that doesn’t require my response 99 percent of

the time just gets deleted because I'm just pillaging and trying to get

down to the e-mails that | need to see.

On the other hand, in your mailbox, | don’t know about you, Neil, but
| very rarely get personal correspondence, letters, cards, other than
Christmas and my birthday. I'm not getting anything in the mail that
requires a response or is even somebody who | know well telling me
what’s going on in their life. It used to be what happened in the past.
Now all personal correspondence, most of it, goes through e-mail.

So the difference is in your mailbox, when you get a newsletter that'’s
well written and introduced to you correctly, and I'll talk about that
in a second, then it’s the closest thing most people are getting in
their mailbox to personal correspondence. So that is elevated above
the mail they get because the rest is junk or bills. That’s the highest
quality of correspondence they get in their mailbox. It's the lowest
quality of correspondence in their inbox and in their e-mail. So just
by sending out a physical newsletter, you automatically elevate
yourself to a different place in people’s minds because you’re coming
through in the competition. Your positioning is entirely different than
everything else that they’re seeing in their mailbox.

NEIL: That's one thing | like to bring up here, we preach to convert
with those. We've had a printed newsletter which is all about
marketing online. | know it’s a bit of an oxymoron, but we've been
publishing that for nine years and that made us stand out. Now
there’s a lot more people, including some famous marketers, who now
have a printed newsletter.

However, our members will look at the newsletter that we send out,
which is, believe it or not, 20 pages long. Now we say to people
when you start a printed newsletter, and you should, don’t look at
our Internet Marketing Review as the standard because 20 is unusual,
very, very unusual. What length would you recommend, Nick?

NICK: 1o get started?

NEIL: veah.
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NICK: 1 would say even a postcard is fine.
NEIL: There you go.

NICK: | encourage a lot of my clients to just write a letter and then
mail-merge it and send it out to everybody. It doesn’t have to be

even really a newsletter. The more you get, the bigger you get. We

do newsletters. We do magazines for clients. You can go as far as

you want but all that’s really important is a little bit of personal
correspondence every month and staying in front of them month after
month after month. That's where you start.

Believe me, once you get started and see the response...l used to hate
writing because | had to write for professors who | didn’t really care
what they thought. But now, when I’'m writing to my audience and
they respond to me and they write me fan mail - where they come
up and talk to me and they tell me their side of the story when they
see me at the conventions....they'll be, “Hey | read your newsletter
six months ago and I've been waiting to tell you this...” Itis a totally
different experience and you will want to deliver more and more and
more. And obviously, if you start getting into the paid newsletter
realm, it’s in your best interest to give them more, because then the
value goes up and you can charge even more.

NEIL: veah, and I think if people start, some of our members are
more info marketers online with electronic products. When we first
started our coaching website, it was a membership site. We’'ve now
introduced a full page printed newsletter, again to make us stand
out because more and more competitors are coming into the market.
We have other people who work in the golf niche who are sending
out printed newsletters as well as a business side. So absolutely 100
percent, agree with Nick there, that a printed newsletter is the best
way to keep in front, in touch with your customers.

NICK: Yep. And the key then also is to make sure that all of your
copy in your newsletters, yet again, provides some agitation and
motivation, some response, some sort of offer to make people take
action particularly if it’s a sales piece. People do, for the most part,
especially...when you build trust with somebody they do what you
tell them to do as long as it’s not ridiculous. So most people will have

NOTES
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a button on their website that says, “Free report, 10 ways to...” blah, NOTES
blah, blah. And it’s just a button like that. Well people go, “Oh cool,

they have a free report” And that's where they stop. They key is

saying, “Click here now to download it.” If you would just add those

few words, your response rate will skyrocket. So, as they read through

it, “Free report. Click here now,” they think, “okay, I'll click here now.”

And they click here now to download, because people are used to

glossing over stuff and just taking in everything they see - and not

taking any action. You've got to make them take action.

And it's the same, Neil, there’s a strategy we use for trade show
booths. We have a lot of clients who come to us at trade show booths
and they have these great monstrosities and they look great but we
have simple banners. Ours looks good too, and we design it well, but
even a simple banner, a simple lemonade stand sign that you write on
cardboard that says, “Ask me how you can do XY and Z in the next 12
days,” or whatever. Just by making people read, “Ask me how?” They
go, “Okay.” And they do it. They say, “I'm asking you how.” And even
sometimes a little funny, “Well, you said ask me how and so I'm going
to ask you how.” It starts the conversation, gets people in the booth
much more so than a beautiful big booth with plasma screens on it.

NEIL: Tip number 703, | think, in this excellent call at the moment.
Bringing it back to the Celebrity Branding we've been talking about,
people now have their USP, they’ve decided that they’re going to
become the person who is a celebrity in their market. They've started
writing articles, blogs. They've put some video together. What should
do they next after taking those steps? How can they tell that what
they’re doing is working?

NICK: wel if you're not tracking all of your marketing efforts than
you've absolutely...you're just spitting in the wind, if you will. You
have to track it. Obviously online is easiest to track. Google Analytics
offers free tools to plug into your website and monitor your traffic

to see where things are coming from. You need to be using forms

in order to track conversions. If you're going to give away a special
report, for Pete’s sake, please don't do it without capturing their
information first.

You should be able to monitor how everything is working. And then
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obviously if you're making money based on the leads you get, that’s NOTES
kind of where you start, and online you’ve got to track your traffic and
conversion of leads.

And offline, there’s a bunch of different methods. | don’t know what
you have over there but we have, actually a client of ours, YourROIGuy.
com, he sells 800 numbers, toll free numbers that you get multiple
different numbers and you put those on each different marketing
piece, even if it's the same marketing piece. If it’s in a different
magazine or different publication, you separate the numbers so you
can tell literally where your leads are coming from and what’s working.
And you might get more leads from one publication but they might
not convert nearly as well as a place you're getting less leads from.

So you have to track, man. And you have to find the most innovative
ways you can to track.

Online, you can certainly give unique URLs and other things like
that. The point and answer to your question is, you've got to track
your results.

NEIL: 1 think online we all know now about Google Analytics. It's
free. You'll be able to see which part of your website’s getting hit the
most, which part of your website is creating the most leads. Google
Analytics is free. It's great. Get it installed. It's quite simple to use
once you get itinto as well, isn't it?

NICK: i1t absolutely is. Is there anything, Neil, that you can suggest on
top of that?

NEIL: 1 would actually say we can do the 800 numbers here. If you're
advertising in magazines and driving people to websites, obviously
drive them to either different URLs or different parts of your website
so you know exactly where people are coming from and from what
magazine, what media, what newspaper they’re coming from.

NICK: Yeah and when you go to place advertisements, the designer
there will sell you on the most beautiful, minimalistic design they can,
that'’s very artsy. Well, don't do that either. Make sure that you have
some sort of an offer in that ad, because, without an offer, you're not
going to make any money.
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NOTES
NEIL: There’s an interesting point that you made on the promotion
side, which is radio shows. Now in the U.K. we haven’t got the
number of radio shows that you have over in the U.S. The set-up is
slightly different. But | think the overriding aim of a radio show would
be how to get on one. Now, Neil and | have been fortunate that
we've been on a number of radio shows, but that’s because, | think,
we've positioned ourselves within one of our markets as the expert.
We're the first person that comes up on pages one, two and three if
somebody searches for us. Have you got any hints or tips for people
to try to get onto radio shows?

NICK: veah. | actually do. The key, yet again, is to develop a list of the
shows you want to get onto and then start communicating with them.
| often add those people to my newsletters. | drip on them with press
releases and other things. And you just have to create awareness
because, look, radio shows have to fill 24 hours a day, seven days a
week. They need content. So if you can give them good content, they
will have you on. The key is, here’s the absolute secret - you have to
join the conversation that’s already going on in their heads. We've

all heard the concept that life is a moving parade. The same concept
as when the student is ready, the teacher will appear. We all think
about different things as we move on through our life and throughout
the day. You have got to pay attention to what they’re talking about
and find a way to pitch them on how what they're talking about is
completely relevant to your expertise. Because if you go out and say,
“Hey | got this new concept you need to talk about,” unless it's a show
that talks about new concepts and new things, they’re going to say,
“Nope.” Here in the U.S., we're talking a lot about President Obama.
So for me I've got to talk about Celebrity Branding and how President
Obama did a wonderful job or a crap job, however | want to spin it, of
Celebrity Branding.

But they go, “Oh, you're talking about Obama...oh, | can use that.”
Even though it’s just the way you're pitching it. You have to join the
conversation they’re having. You're not going to get them to switch
up what they want to talk about, because they want to talk about
what they want to talk about, and you have to find a way to fit in.

Now let me bring up even a more important concept here that
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| think is truly groundbreaking. Mass media - television, radio NOTES
and newspaper - they’re amazing for one thing. They're amazing

for building credibility. For the most part, they’re absolute crap

for getting new business unless you can have a direct response
mechanism on it. And if you go on a radio show they’ll often let you
give your website or whatever else, sometimes on TV. But I'm talking
about the message | want to give like a sales pitch...if I'm goingon TV,
the real valuable TV if you have a product that works in that market

is an infomercial. 30 minutes long, like a sales letter and I drive you

to action. Same thing with a radio show, same thing for an article in
the newspaper or magazine. | want to agitate people to action and
it’s very hard when you're being interviewed because they have an
agenda that’s usually different from yours. They're trying to provide
content and you're trying to sell stuff.

And you can do both, but I'm just saying, mass media is great for
credibility, not the best thing for new business. Even if someone hears
you on the radio, or sees you on TV, most of the time they don’t go,

“I need that guy. I'm going to go to his website right now.” Because
you never know who’s listening. So the secret that you and | both
know, Neil, is that targeted, or as we call it, direct media, is the secret
to getting more business. Targeted media - sales letters, newsletters,
websites, blogs — places where you develop a fan base and a culture
of people who have raised their hand and are interested in what you
have to offer - that’s where all the money is in the direct media. So
here, drum roll please, is the secret for media success. You've got to
get mass media credibility and insert it in your direct media.

The next time someone comes across your website for the first time,
the next time someone reads a sales letter from you for the first
time, the next time someone gets a piece of direct mail from you

for the first time, it says, “Hi I'm Neil Stafford and you might’ve seen
me recently on the BBC or might have heard me on the radio and

‘X, or might’'ve seen me in the London Times,” or whatever it is. So
we're now going out in direct media, where there are people who are
interested what | have to offer and, instead of trying to pitch to the
whole world that mostly doesn’t care, I'm going out to people who
do care. And I'm going to position myself as the expert instantly with
that media credibility. When you see the media credibility, people are
going to say, “Have | been in a coma? How do | not know this expert
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exists?” So that is really the secret and why you need media. NOTES

| actually teach a lot of strategies over here, Neil, of buying good media
and making it look good - and also using direct response in order to
utilize that media in direct media. So, hey, | was on TV and you can see
my video on You Tube because, by the way, if you're on someone else’s
TV show, you can't just get a copy of that and send it out to all your
friends, clients, even your mother. They own that content. You can only
do what they say you can do and it’s usually very, very, very expensive
to license it for use for a period of time to use it.

| advocate creating your own media and placing it, paying to place
it in big media so you can say you've been seen in it and then you
also say, “Here’s what it was.” And you send them a copy because
ultimately then, you have your video, your message, whatever
that’s doing the selling for you. You not only get the benefit of

the credibility, you now also get the benefit of the media and the
message, and you are then taking it and sending it to your targeted
demographic. That’s the secret to all of this.

NEIL: veah, that's one of the things | was going to ask you, and | think
you've covered it, because | know it’s part of your coaching group, the
people who have asked to be in that. You're getting them in “The Wall
Street Journal,” “USA Today.” You're getting them on NBC, is that right?
CNN, is that the one you're getting them on?

NICK: we do NBC, CBS, ABC, Fox, “The Wall Street Journal,” “USA
Today,” “Newsweek” and we also turn them into a best-selling author,

with a book written for them in 12 months.

NEIL: And the strategy there is, well, part of the strategy with some
of them is buying placements in that media or getting them in that
media through the channels that you know.

NICK: Absolutely.

NEIL: so bringing it together then, if you could just gel it down...
in fact, I'll come back to your coaching group actually, Nick. We've
got a lot of members in Internet Marketing Review here, who sell

worldwide, who may be interested in finding out more about that
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coaching and becoming a celebrity in the market because their NOTES
biggest market is the USA. If anyone is interested in that, if they can

e-mail me and I'll pass the details onto you, Nick, rather than you

being inundated by thousands and thousands of different people or

they can e-mail you direct, whichever you prefer.

NICK: No. 1d prefer to come to you, Neil, because | want to know if
they came from Neil. Then I'll take extra special care of you.

NEIL: Great. soif your market is the USA predominantly, which |
know is true of a lot of members, e-mail me and I'll put you in touch
with Nick and his Celebrity Branding coaching program.

Bringing it back then to wrapping this up, it's nearly been an hour. My
word, that'’s flown by. We've talked about Celebrity Branding. Can you
give us some simple steps on how people can just get going today?
What would you recommend they do first of all?

NICK: 1 would go out and start a blog and | would start writing some
content. And | would start paying attention to what I'm doing in

my life that | can tell people about, make it interesting and turn it
into actionable content. That's the first thing | would do -and then
syndicate those blogs.

And then the second thing is, | would start writing some press releases
with keywords based on the things that I'm doing. Your audience
doesn’t know what you’re doing unless you tell them and most
people...you don't call up your best customer and say, “Hey | just
closed another big deal.” You don’t do that. So put out press releases.
Let them know that there’s activity being generated because there’s
nothing worse than finding someone online and it says, “Thank you
so much for awarding us Restaurant of the Year 2001." It’s like, “Wow,
have these people not won any awards since 2001?” That'’s a little bit
old. So you have to constantly be creating content, generating new
stuff and letting people know that there’s activity happening.

| think blogs, press releases, articles - like | said before, starting

with the online stuff and then actually using that same content and
converting it to offline content. That’s a great way to get started. And
if you're not already building a targeted list of fans who are hungry
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for what you have to offer, that's also crucially important or you will NOTES
starve next year too.

NEIL: we've gone through a tremendous amount of information. Is
there anything that you want to add in there, Nick?

NICK: No. 14 just say don't hide behind your business. Get out
in front of it and show people what you can really do. You will be
shocked as | was, how much your business turns around.

NEIL: Reminders again of the URL of your blog.

NICK: CelebrityBrandingYou.com.

NEIL: And that is the same title for the book? It's on Amazon UK., so
we can go and get it, - “Celebrity Branding You” - is that right?

NICK: That's it.

NEIL: Super. Well it's been an absolute pleasure Nick. It's been a
long time coming. I'm glad you've taken the time out. | really do
appreciate it.

NICK: My pleasure. And | look forward to seeing you again soon. I'm
sure we'll be talking.

NEIL: Yeah. we'll see you in the next couple of months.

NICK: see ya.
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