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LOGIN/JOIN

Entering though this link will
transport you into the
Cybertown Plaza

On-line community of people from 155 countries interacting in a 3D Virtual

click here

Reality off-world town set about 100 years in the future.
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¢ late "90s for the Web is Cybertown, a
0 created with Blaxxun Interactive soft-

ty auditorium, spaceport, news center,

facilities such a park with a pool.
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Chat v

Your Voice v Al Basics Videos v Groups News v Resources v  Tools v Events
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Tony Rockliff & > @ 22 Al for Entreprencurs updated group cover

‘ 6 days ago

Contact

Welcome to the upcoming
Al Connection Club, a
welcoming and interactive
free community centered
around real-world Al,
where regular people can
learn, share knowledge,
stay up to date, and
support one another.
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To help business owners refine
their offers by identifying key
transformations, addressing
client objections, and enhancing
the overall experience to create
compelling, valuariven journey
for their clients




“There is no relationship between being
"good" and getting p

There iIs a huge relationship between
getting good at marketing and getting
paid.”

- Peng Joon
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The top 3 (4) moneynakl jects

The 2 major things that most people
get wrong B

The 4 main ingredients In the
OWi ndow of Oppo’

What to really focus on

Key important thlngs to know »

If time, powerful exercises




W Ise Words Heard A Long Time Ago
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1) Find out what
the arich/
S | , 2) Create an
successful / person offer that takes 3) $$%
does on aday to Kofftham
day, and what they
hate doing
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THE TOP THREE MGWSUBJECTS
.

1) HEALTH ! 1. HEALTH

2) WEALTH 2. WEALZH ¥
3) RELATIONSHIPS 3. REL'§ uNSHIPS

and d N e W O. % \‘m‘ ‘ e
b |

4) ARTIFICIAL INIELJ_IGENCé\ »




BASIC THINGS THAT MAZ¢

GET WRONGL %
Being a generalist is a major mistake

- generalists are generally broke belng\
broad and gener aI(\g

-

For example, a generalist marketer might work witle-differentindugtries or se
(e.g., health, tech, education), or they might €reate campaigns that are designed to r
with a broad demographic, such as all age groups or geographic regions.

on.
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CONS OF BEING A ERALIST

——r _ -
A ess Personalization : Broaqftmg NEVAETS
targeting that resonates deep‘ with particular ni

result In lower engagement or conversLons

ecific
es, which can

e
Ailuted Messaging : Trying to appeal wéoﬁgi%“
everyone can lead to generic messagmg~ (GENERAL MARKET

that might not stand out to any particular®\ g ANJE
group. MA@KED

ACompetition : Generalist marketing ma%:aée\stjff cohipetitio
from specialized brands or markeéters who focus on a/specific
audience and can create more targeted, compelling clémpaigns.
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NARROW DOWN!

AKA NICHE DOWN

dSPECI FI ClL.TYA\S
- Peng Joon




PROS OF NARROW DOWN

1. Clear Messaging: . A
When you focus on a niche, you can cr
targeted messaging that speaks directly
audl enceo0os pai n pwe.l
leads to a clearer, more compelling marketin
approach that stands out to the people you

to reach.

thigh cLeaR

IS CONCISE, |
N1 speciFic, ’W ~€
AND EASILY =

UNDERSTANDABLE. e




PROS OF NARF&WJ/NG. DOWN

CLEAR =l
MESSAGING_ /7~ "\

2. Higher Conversion Rates: ol IS CONCISE, W
Nichingdown often leads to better conversion iﬁ%‘@gl— Y/ "
rates because your products, service «_ UNDERSTANDABLE.
marketing campaigns are designed s ically »-
that audience.When your message aligns\with
focused groupos nee

trust you and buy from youl.



3. Reduced Competition:
In a broad market, you're competing
other businesses trying to appeal to a'wi
down hel ps you car

many generalists and
udi"‘ence Nichy

more easily.



PROS OF NARROW

4. Expert Authority:
When you specialize in a niche, you c@# hosition. yourself as an
expert or authority in that area. This credilility-attgacts-peopl@lookir

which i1s more difficult to achieve when you spre\a(iacrgs varie
or audiences.







6. Efficient Use of Resources:
When you market to a niche, your efiQi§ are nfore focused
and efficient. Youu. n 0.t



BASIC THINGS THAT MANY GET WRBNC
.

There Is no strategic a%age to bel
or even the 2d cheapest in the market.

the cheapes

There Is abigadvantage In
being the most expensive.

0 Peng Joon S B~



BASIC THINGS THAT M

The perceived value ta%a

grumbling bargain hunters.

Y GET WRONC
. .

Clients who are focused on g
the lowest price tend to have the
highest demands and can be more
difficult to work with.




BASIC THINGS THAT MANY GET WRONC

.
al Investm

Higher prices boost ematl
you get more commitment.

Clients who pay more for sery
often value quality, trust the
professi onal 0s
less likely to micromanage. RULEU TN gt
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FXP FENS

HOW CAN | GO DEEPEWZ MY MAR
CAN NARROW DOWN MSOFRER,TO R
PRICESAND SELL EASIER? » .~

- B =
Explain your products and service ~3 xMENSIVE g | %
the Al, and ask the question. \ '.‘-.. ' PAIUM399 | posto) =

PREMIUM ' ,.-" “spevnooy "



RAFTING YOUR ER" '

Four main ingredients in the
Window of Opportunity:

A PROBLEM INTENSITY

A INVESTMENT CAPABILITY
A ENGAGEMENT POTENTIAL
A TRENDING

N ‘
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PROBLEM INTENSITY ~ ® 22
L

How severe are the challenges your
audience faces? What keeps them
awake at night, and why could solvin
this mean everything to them?

Use Al to find theirPain Points.




CRAFTING YOUR OBEER®  °
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INVESTMENT CAPABILITY . )

Can your audience afford the solutiol
youdre offering? =% «

How can your solution become a
no-brainer for them?

s




ENGAGEMENT POTENTIA

Consider the places they freguent,
both online and offline, and how you
can position yourself mmmes
to catch their attentiong e

IG,YT, FB, X,TT, LI, Reddit,
Associations, Groups?



CRAFTING YOUR O

TRENDING -

Is your market growing or shrinking?
If growing, how can you stay ahead ¢ gy
the curve? y

Ask Al re both of these things.



YHOCUS ON

WHAT TO REALL
Many marketers focus on

features n t hel r of

é but for most audiences,
features are truly secondary to
the benefitgesultsand the
transformatiothat they want to ,,
experience or achieve.The latter}
is what they care about. . |

»



WHAT TO RE%%QQEC)N

For your products or services,

Make 3 columns:
1) The features
2) The benefits of each feature
3) The result or transformation

Can ask Al for iIdeas




THE BIG BUTS AND HOW TO USE Tk

Once youoOve @,-\A wnaf

how youdre g@i n , mdtﬁ
Think of the journey for the mkbo s
transformation and list all possiblge”
objections or hesitations that your
audience could hawethe things
where they milght
BUTeO

. » . :
e.g. ol want to | ose weilight,/ but N
exercise.o . .




THE BIG BUTS A

COMMON BUTS: G e, SO
1) Not having Time or Money %S M

thmk bot it

D Tb_USE Tk

2) oDondot know h

3) ol donot wa 1
more things=~o
4 ) Ol t OSML 00 C

®* ©




THE BIG BUTS AND

1) Not havingTime or Mo
convincingly how your solutio
you can save them money, and even how
t heyod | ose | f th?%

2) oDonoOot Kk n 6snh olwo W e
need to know how

W TO USE TF
» .

show

3) ol donot want tC

t h 1 négh#kdof viable DFY solutions to give your offe
even more value

I} \

T~y
4) Ol tds t o@skcaowmmb w cyaotuedd 6 ma\k e

It supessimple for them

34
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Link each to an opportunity to a
offer

One workable and effective way is look
how you could add a huge increase of valtg
solving some of these as DWY or DFY

Ineedto
'Notattlun.k it
Ineedto
t

T need to UL I .
think bot it

DWY costs more, DFY costs even more
Ask Al for idedsr this and for objections

https://chatgpt.com/gng?:.llE(}Baleszaackpro

In selling [your product] to [your audience], what are kg
"BUTS" that they might have, such as "Youn offeriinakes
sense, BUT....,and what are good handlings for each?"

35

k)


https://chatgpt.com/g/g-uUj3llE0t-sales-coach-pro

NOW

RGN 4 ThingsWant 1 Don't WanT |

IMPORTANT THINGS

4 things that entrepreneursg@nds, | |
: 1 = | SOMETHING NEW! | something new |
CO m pan IeS d O n t Want N =<1 Don't want Learn | & How+ st &

\\5 SI‘ # something new g, 900: acks‘

[l Fi00+0 Features i | B
1.They do not want to learn something nevigs / == f R - Q
2.They do not want to have another thing to do S-LOST = 1
3.They do not want to train somebody in their | _
business to do something more |
4.They are not interested in 900 plus features ¥ .,

- Frank Kern

- -



GS

There are 4 types of peopl&in *ﬁs:

IMPORTANT THI

@

o

a.only want 1t if =i ts warrr S
‘ e IF 1T’S FREE R &

b. Cheapo peopl® who only buy it E

i f itds cheap ¥ T

c. Reople willing to invest a fair fee r ' ..,

d. Feople who are W|II|th8 Invest a prem

amount for the best

PREMAM |




IMPORTANT TH|

al t os VI TAL to | 1 eve

b.You have to change any minsset tha\sales |
some kind of sleazy thing, to the mindset
sales Is serving and helping

c.You have to be prepared to hehblemcha.
any seHimiting mindsets

d. Facts tell, stories sell

e. People buy based on emotions, and Justi

with logic p—

GS




IMPORTANT THINGS #Q KNOW
e. People give much more cr%o Wh& othgks

say about you, than what you say about you
f. Scarcity and urgency sells (but mustyg rea
g.Use comparative valugposition your
offer next to a higher priced one to me
more affordable

h.lgnorance is the most expensive thing uhﬁ y 1™ ‘ A
(taxes 2nd) not knowing how to generatene milliop © |

dollars a year iIs way more expensive thamea\r.mng ho
to do it. ¢
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IMPORTANT THIHGS

A Showing off with complex terma
causes a disconnect and you cﬁase ;
communicat eé

Alnformation al o
can you add community coaching or

accountabllity? S
: -

e

NOW




