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Joe Lavery:

Alright, we’re gonna get started now, everyone.  This is Joe Lavery, and on the phone 
tonight is Mike Filsaime.  We’re starting the Brain Dump session number five of the 
Insider Secrets to Backend Marketing.  And I’ve known Mike on and off now for quite a 
while.  And let me just check and make sure he’s there real quick.  Mike, are you there?

Mike Filsaime:

Yeah, I’m here.  Can you hear me?

Joe Lavery:

Yeah, absolutely.  Okay, just wanted to make sure.  So I actually first came into contact 
with Mike nearly two years ago with his Carbon Copy Marketing.  And just a little site 
that he created.  Some video tutorials and I bought that.  And then I kind of followed his 
progress along the way, and he’s come a long way.  He started with that.  And he’s got 
many different sites, too many to list here.  But he went on to do Instant Buzz, 
Listdotcom.com, Paydotcom.com, Butterfly Marketing.  

Now he’s got his own seminar event.  And he’s totally mastering this information 
marketing game, and taking it to a level of – that surprised everybody that’s watched his 
evolution and his progress from where he was to the level that he’s at now.  So Mike, I 
just wanna say thanks for being on the call, and how are you doing tonight?

Mike Filsaime:

Sorry about that, Joe.  My line was out.  Doing good.  Glad to be here.  And ready to get 
rock and rolling.  It’s gonna be a good call.

Joe Lavery:

Absolutely.  I know that you’ve got some amazing information to share with us and all 
the listeners.  If you don’t mind starting on, you can do it better than I could ever do, if 
you want to tell us a little bit about your background.  Many of us have probably heard a 
little bit.  But just briefly go over how you got involved with Internet marketing and 
information marketing, and how you’ve turned that into a real business of the stature that 
you’re at today.

Mike Filsaime:

Sure.  I was never into direct marketing like doing anything offline as far as mail order or 
anything like that.  But my background came from being in the automobile business.  I 
started selling cars.  Before that, I was a frozen food manager in the supermarket business 
in the late ‘80s.  1990, I was 23 years old.  I started selling cars, and in about three years, 



worked my way up to management and dabbled between sales manager and finance 
manager, and then eventually general sales manager.  

And the last few years of my career in the early part of the 2000’s, I was the general 
manager of a Toyota and a Hyundai dealership.  And while working on trying to get a 
training manual together for my sales people, I ended up spending a lot of time on the 
Internet doing research, and I came across some – actually it was an e-mail that was sent 
to me on how to make money online.  

And I purchased that course.  Very similar to Carbon Copy Marketing.  It was Frank 
Kearns’ product, which is no longer on the market anymore today.  But it was a resale 
rights product with videos that showed you how to register a domain and get a host and 
FTP and put a payment button and everything like that.  And that was in October of 2002. 
At this point, I’m still a general manager in the car dealership.  So this was just a little bit 
of fun. 

I think everybody experienced that when they first got on.  Hey, let me see if I can 
actually put up a web site.  Wow, look at that.  I can change something on my computer 
and then I can have it on the World Wide Web in just a couple of minutes.  So I never 
looked at it as I was gonna be an online marketer at all.  It wasn’t my original dream. 
And so I started trying to find different ways to drive traffic to my web site.  And didn’t 
know a single name in Internet marketing.  

And I just thought it was all about e-mail marketing.  So I went out and I bought a million 
e-mail addressed and loaded it into a desktop mailer.  And I sent out 100,000 e-mails, and 
got my account shut down, and got in trouble with Paypal, and lost my web host and lost 
my high-speed Internet access.  And it was a big nightmare.  And I quickly realized, well 
this isn’t how you do it.  

So continuing to go back and forth to the dealership and playing around with the web 
site.  And in March of 2003, I came across a web site.  I don’t use them anymore, and I 
don’t recommend mailing from your server, but the web site was called 
AutoResponsePlus.com, and I purchased that script, and there was something on there 
that said the average person visits your web site three to four times before they decide to 
buy.  

So what you need to do is capture their name and their e-mail address, and then you can 
follow up with them.  And then that led me into watching a video that Mark Joyner did 
called Target, Tie-in and Collect.  And that’s when I came across the concept of not 
trying to sell people anything.  Just trying to target an audience, tie-in a free bonus, and 
collect their name and e-mail address.  

And I was driving all my traffic to these types of pages now where the only call to action 
was to give away a free bonus to get a name and an e-mail address.  And I quickly 
realized that you don’t have to go after the sale.  Once you have their name and e-mail 



address, you can continue to market to them and review products over and over, and you 
can bring those people from suspect to prospect to customer to client to affiliate.  

And once I started understanding that that’s where you can drive your – the visitors to 
your web site, that became my main focus online, and that’s why I started so aggressively 
taking on list building.  

Joe Lavery:

Okay.  Now one thing that you just said there stuck out like a sore thumb to me, and I 
want you to repeat it if you could.  You said from suspect to prospect – can you repeat 
that?  

Mike Filsaime:

Sure.  When somebody comes to your web site, they don’t know anything about you.  So 
at this point, they’re a suspect.  They’re at your web site.  They become a prospect when 
they opt in to your auto responder, because they’re still not a customer yet.  But at least 
now they’re a prospect.  They’re a warm market prospect.  

Now you can either convert them immediately on the sales page, or you can follow up 
with this prospect and convert that prospect to a customer.  Now there’s a big difference 
between a customer and a client.  A customer is somebody that buys a product from you 
and doesn’t have a relationship with you.  A client is somebody that you have a 
relationship.  

They bought multiple products from you.  They have a relationship.  If you have a 
product out, and the competition has a product out, they’ll probably buy from you and 
pay more because they like the quality of your products, the interface of your products 
and services, your customer service, and the relationship and trust that they have with 
you.  

And then after – especially online, once they become a client, then the final phase is 
turning that client into a partner – I think I said affiliate.  But same thing.  It’s showing 
that client how they can work with you to become your partner by promoting your 
product.  So just to repeat that, it was suspect, prospect, customer, client, partner.   

Joe Lavery:

And turning people into affiliates is a theme that’s continued to come up on several of 
these calls.  It was the overall focus of the call with you on the other night.  And that’s a 
dot that I’ve failed to connect over many years until very recently.  And that’s so 
important.  

And most people just overlook it.  They’ve heard of the affiliate program.  But it’s so 
important.  Most people just say what you said, but they stop at the affiliate part.  They 



don’t mention that part.  They just go to client.  And turning them into the affiliate, that’s 
where you’re gonna get your leverage.  

That’s where you’re gonna be able to grow your business and create systems that are self-
perpetual, meaning you get x amount of people in your system, you know x amount of 
people are gonna graduate to each subsequent level.  And a certain number are gonna 
become affiliates that can send you more traffic, which is gonna start the whole process 
over again from prospect to – a suspect, prospect, customer, client.  So that’s such a 
powerful thing.  

And that’s one of the underlying – underlining secrets and strategies behind your 
Butterfly Marketing is building those sites and making people instant affiliates.  And I’m 
sure we’ll get to talk about that in a little bit here.  Now the first thing on the cheat sheet 
here is the important of the marketing funnel.  

Now from when you built your first site to when you made your first dollar, to making 
hundreds of thousands of dollars a month today, could you feasibly explain what you’ve 
learned about the importance of having a marketing funnel?

Mike Filsaime:

Yeah.  You know, Joseph, I was very happy when you asked me to be on this call and go 
over these things about structuring the backend and the marketing funnel, because I 
didn’t do anything with the marketing funnel for probably – let me see, probably from 
October – it was March 2003 to – it was probably a good two and a half years until I 
really got it.  

I kept hearing it, the marketing funnel.  You have to have a backend product and 
everything like that, and I just never got it.  And people used to tell me you know, Mike, 
you’re doing pretty well.  But you need to deliver – you need to develop a backend 
product, and I didn’t – I still didn’t grasp it until I started studying it, and going through 
some things with Richard Schefren and his coaching program as well, really allowed me 
to understand the importance of designing a funnel.  

And a lot of people think that your marketing funnel starts at your $19 product, or your 
$47 product, and it doesn’t.  Your marketing funnel is very wide at the top, and very 
narrow at the bottom.  And wide at the top means that it starts, as we said, turning those 
suspects into prospects.  So the free opt in is where the marketing funnel starts.  

And necessarily, the marketing funnel doesn’t end, because you want – basically, people 
talk about the lifetime value of a customer, and the lifetime value of a customer, we can 
get into that a little bit later.  But sometimes the lifetime value of a customer can’t be 
determined because a customer could be with you for 30 years.  So it’s very hard to get 
the exact lifetime value of a customer.  



But towards the bottom of the funnel, if you were to draw on your legal pad, if you’re 
taking notes, a funnel by making a very wide elliptic circle at the top, and then a very 
small one at the bottom, and then drawing those two lines together, you would draw a 
funnel.  And at the bottom of that funnel, you have a lot less sales.  But that’s where most 
of the profit comes in.  

So it’s a lot less work at the bottom of that funnel, but the profits are leveraged 
tremendously at the bottom there.  So what I started doing was I started looking at the 
way my sites work, and I realized that I had a very haphazard way of marketing.  I had no 
congruency between any of my sites.  

I had a lot of sites that were very similar in nature, but basically what was happening is 
they would join the site, and I would keep the member enclosed within that site, and I 
was just trying to maybe upgrade them within that particular site.  And then I thought I 
was smart by thinking that okay, you know what I’m gonna do?  I’m gonna cross-
pollinate all of these sites.  

And if I get somebody to join JV network, well then I’ll send that person an e-mail to join 
Instant Buzz, and the person that joins Instant Buzz, I’ll send them to join List.com.  The 
guy that joins List.com – and I thought I would make it round robin and try to get 
everybody that’s already a member of mine to join these other sites because I was 
monotizing those sites after they joined.  

But then I realized you know what?  What I really need to do is I need to find a core 
product, and I need to bring people into my marketing funnel directly, whether they come 
in from Instant Buzz, or whether they come in from List.com, or Fire Sale Secrets, Pre-
Launch Secrets, Outsource Secrets, JV Network, or Free Advertising Blog, or an opt in 
for the best deal ever, or Carbon Copy Marketing, or whatever it is, and certainly try to 
make the sale at that time for that membership, but then immediately start driving those 
people into one tightly drill down funnel.  

So that’s when I set out to develop Butterfly Marketing, and it wasn’t the only reason 
why I decided to create Butterfly Marketing.  I had my heart set on that product a year 
and a half before it launched.  It launched on January 31st of this year, 2006.  And I 
registered the domain, I believe, on August 30th of 2004.  So almost a year and a half 
before it went live, I had my heart set on that project.  

So now my focus became taking people into the marketing funnel, and then driving them 
into the home study course.  But if we can, what I’d like to do, Joe, is if everybody’s 
taking notes that’s on the call or listening to the call on the replay, I’m gonna open – I’m 
gonna take my easel here, and I’m gonna draw this out so I can think about it as I’m 
saying it to you.  

If you take out a fresh legal pad, and at the top draw that elliptical circle like a stretched 
rubber band, and then maybe about eight inches down, draw a very small circle, maybe a 
size of a penny.  And now draw those two lines together, and now you have your funnel. 



At the top, what I want you to do is I want you to draw an arrow into the funnel that says 
free opt in. 

And now basically divide this funnel into about six to seven different even lines here. 
And the first line under the funnel, we’re gonna put our $19 e-book, or software.  That’s 
where we’re gonna bring the customer.  And then after that, what we’re gonna do is 
we’re gonna put a price of $97 to $197, and we’re gonna call this some type of audio 
MP3, maybe put flash transcripts.  

See, and what I’m going over right now is the perceived value of a product.  It’s true that 
you could get the Butterfly Marketing manuscript, and you can read it, and potentially it 
could make you $300,000 over the next couple of years.  And that’s true with many 
information products.  However, being that it is what it is, it’s an e-book in a PDF format, 
even though it could make you $300,000 over the next couple of years, I can’t go out and 
sell that e-book for $4,000 because it is what it is. 

It’s an e-book.  I would have to repackage it in a completely different way to get more 
money for it.  So $97 to $197, that’s where you’re gonna see products that are offering 
some type of report with audio and transcripts.  And now underneath that, let’s label this 
category a multimedia course.  And this is something kind of like what Eric Rockefeller 
released today at my list monster.  

And the price here goes from $297 to $497.  And basically what you’re delivering here is 
some type of content, usually in the form of audio and DVD.  But that’s really about it. 
And then the next part here, underneath the multimedia, I want you to write down home 
study course.  And we’re starting to hear things like big box, is a term people say.  I have 
to develop my big box.  But that’s the $997 to $1997 product.  Now that can go up to 
$2497.  It can go to $4797.  

Of course it’s going to be depending on your – how well you’ve established yourself as 
an expert in the field, how unique the content is, how good the content is, and everything 
like that.  But generally, home study courses are gonna go from $997 to $1997.  They’re 
gonna consist of written reports, not necessarily transcripts.  

They can include transcripts, but it usually should have a well produced, bound, written 
report.  It should have not just MP3s, but it should have Audio that was burnt onto the 
CD-ROM in Compact Disc – well, how do you call that?  Just regular CD Audio.  Yeah, 
CD quality.  Not MP3.  You want, if you can, to have DVD.  You’d like to have some 
additional multimedia like Camtasia videos and things like that.  And it could have a 
complimentary software as well.  

Things like that should have a user community.  There should be a forum.  There should 
be some ongoing tele-seminar series and things like that.  And that’s what you usually get 
in your home study course.  Now after the home study course, what we wanna put here is 
we wanna put speaking.  And in speaking, you wanna break that down into your own – 
well let’s just put own live event, or other people’s live events.  



You’re a featured speaker at other events.  Underneath speaking – and now what do you 
do when you’re speaking.  When you’re speaking, you sell your home study course and 
things like that.  You actually go and you give 90 minutes of great, or 85 minutes of great 
content, and then you give people that wanna work with you or like what you’re saying, 
you give them your accelerated learning program, which is your home study course.  

Underneath that, what you wanna do is you wanna write down group coaching.  And I’m 
writing it down, so I apologize.  But I hope everybody else is at the same time.  Now 
group coaching normally – and you know what?  Somewhere in here I left it out, but you 
can have a paid newsletter for $47 or $97 a month, which is what we refer to as your 
continuity program.  

Some people call that having a tail, and some people prefer to work without a tail because 
that means you have to make a sale, and you have to continue to work for it.  Or some 
people like to cut off the tail.  They like to make the $997 and not have a tail.  But I 
would recommend considering a continuity program for $47 or $97 a month, if the 
market will call for it.  

So underneath the events, we said group coaching.  Group coaching is something that you 
can charge $197 up to $497 per month for.  Some people charge more.  But generally if 
you’re gonna have a coaching program, if you’re gonna be delivering any type of good 
content, it’s gonna be between $197 and $497 a month.  Underneath group coaching, 
what you’d wanna write, you’re getting really down tight into the funnel over here.  What 
you wanna write down is workshops.  

Now a workshop is something that you charge people anywhere between $5,000 and 
$25,000 per person to attend.  And we’re not talking about a seminar.  You may have one 
or two guest speakers.  You may wanna allow them to sell.  But definitely not a hard sell. 
But generally your workshop is gonna be you or you and your partner, or another expert 
giving three to five days of hardcore, intensive, real step-by-step techniques, advanced 
techniques.  

Stuff that you may not even be able to put into the home study course, or stuff that you 
continue to learn.  And you generally wanna do this in a nice, posh location and 
everything like that, especially if you’re charging ten to $15,000 or something like that. 
And again, you can do this for four or five days, or three days, or something like that. 
Underneath the workshop, you would then put one-on-one coaching, which is personal 
consulting, basically.  

And again, depending on how you’ve established yourself, and what you feel your time is 
work, and what you can do for other people, you can charge anywhere from $500 to 
$5,000 an hour, depending on who you are.  Certainly Donald Trump, he may not even 
sell his one-on-one-time.  And then underneath one-on-one-time, the only other thing I 
would say is maybe have something, if you definitely work to establish yourself this way, 
would be something like an elite inner circle program, or a platinum program.  



And that’s where the funnel would end.  And Mark Victor Hansen and Robert Allen, they 
have their program, I think it’s called the Elite Inner Circle Program, and I think they 
charge 30 or $35,000 a year to belong to that.  And basically, they basically just take you 
on four vacations per year with other of the world renowned millionaires.  It’s an inner 
circle program.  So I’ve kind of outlined there what a marketing funnel should look like.  

Now this is something that you wanna set up a vision, but you’re not gonna set this up 
overnight.  But you wanna be aware of it, because if you’re not aware of it, you’ll never 
create it.  And by doing so, as some of the important things to be able to have a marketing 
funnel is to establish yourself as an expert in your industry.  And that doesn’t – we’re not 
just talking Internet marketing here.  

We’re talking about whether you’re teaching people how to date or how to cure 
insomnia, or whatever it comes to, you’re the guru on Texas Hold’Em, or Poker or 
Blackjack, or whatever it is, you can set up a marketing funnel just like this.  Whether – if 
you’re a golf expert, or – the possibilities are endless.  

But basically we know the more passionate the niche, and we’re not here to talk about 
niche marketing, but the more passionate the niche, the easier it’s gonna be able to design 
a marketing funnel like this.  So when I started to look at this funnel, that’s where 
Butterfly Marketing came in, and then after Butterfly Marketing is the speaking that I do 
at the events, and after the speaking, I have the I5 gold mentoring program, which I do.  

So I have many parts of these things already going into the funnel.  There’s a lot of 
different things that I don’t have.  So I know I went a little bit long here, Joe, but I 
wanted to basically outline that for everybody.  So when I started to realize that, you 
know, I shouldn’t be sending everybody round robins through all my different web sites, 
what I need to do is once I get into my web site, I need to drive them through this 
marketing funnel, and that’s when I started to design it, and started to implement it.  

Joe Lavery:

My question is, what is your core product?  You mentioned that before you were just 
kind of – had different web sites, and they all had their own opt in list.  But you weren’t 
congruent in anything.  What is that core product?  Is that gonna be your $19 second – 
your first hit offering?  Or is – what is your core product in your business right now?

Mike Filsaime:

The front-end product?  Or the back-end product?

Joe Lavery:

Both, I guess.  



Mike Filsaime:

Butterfly Marketing – well the Butterfly Marketing manuscript is the core front-end 
product, and then the core backend product is Butterfly Marketing.  Everything – I have 
now designed everything around those two, because the Butterfly Marketing manuscript 
is something that I could tie into anything once somebody joins – let’s say they join 
List.com, or something like that, or Fire Sale Secrets, or anything like that.  

I can immediately tie that story into Butterfly Marketing.  And the product has a great 
brand.  It has a great presence in the marketplace.  It’s a very well written sales letter.  It 
converts very well.  It’s a very good product.  Very low refund.  Very happy customers, 
and great success stories.  

So the first thing that I do is that when somebody comes into one of the octopus tentacles 
out there that’s pulling people into the funnel, they immediately get driven into the 
Butterfly Marketing manuscript where I’m gonna follow up with them for six days 
straight consecutively, one day after the other, to bring them into the – onto the sales page 
for the Butterfly Marketing manuscript.  I’m not gonna bring them straight to Butterfly 
Marketing.  

In fact, I don’t even want them going to Butterfly Marketing.  The page is just not gonna 
convert as high without a strong endorsement from another marketer because it’s a high 
ticket item.  But when I bring them in through the Butterfly Marketing manuscript, that 
gives me an opportunity as soon as they buy it to offer them an upsell to get Butterfly 
Marketing, and I can package an offer together with some of my other products, offer 
them a discount for the Butterfly Marketing manuscript for Butterfly Marketing, and the 
sales on Butterfly Marketing on the backend are exploding because we’re doing that with 
the manuscripts on the front-end.  So everything ties in between the manuscript and the 
home study course.  And then –

Joe Lavery:

So even though you didn’t – sorry.  So even though the way it actually happened is you 
made the manuscript, and you made it part of the big course first, now you’re redesigning 
it so everyone in the future, it’s gonna make more sense.  It’s gonna slow down the 
funnel more properly.  You’re gonna take them in out of the main course, and that’s your 
core product that you wanna push everyone through because it’s quality.  

Everyone loves it.  Like you said, it’s got results for people that use it.  And so now 
you’re using that as your maximum leverage point for every – like you said, every 
tentacle, every single touch point that you have in different web sites, they’re all getting 
immediately promoted into the Butterfly manuscript, correct?

Mike Filsaime:

That’s correct.  Yeah, because –



Joe Lavery:

And then from there, you have a very – and then from that manuscript, then you design a 
very advanced follow up strategy and conversion strategy to bring them through the next 
levels.

Mike Filsaime:

Yes, because what happens, Joe, is to get people to buy a good – to go straight to the – 
just to Butterfly Marketing, I’ll be straight up front with you, I was selling five to six 
Butterfly Marketings a month going into May, June and July.  We were selling maybe 
one a week, two a week, because we’re looking at a $1497 product that I was – I realized, 
I didn’t even have an affiliate link at the bottom of the page.  

There was not even an affiliate link.  So the only people that were promoting it were 
people that just bought it because I had a closed door affiliate program.  So recently I 
went back and I changed that.  So basically there was a big launch of the product, and we 
had all the joint venture partners.  But other than that, it was just organic, hey, what was 
this Butterfly Marketing I heard about in the forum that somebody was talking about? 
Maybe I should go check it out.  

So the – so I wasn’t effectively getting people to my core backend product, and I felt 
what better way then to break down the – the way the course should have been made 
originally should have been Butterfly Marketing manuscript first, and the home study 
course second.  So I actually created the backend without having a true front-end product 
because they have to tie into each other.  

There has to be a frame where people are looking at one to consider the other.  I didn’t 
have that.  So by creating Butterfly Marketing manuscript up front for $97, they read that 
sales page, and they almost get into a hypnotic trans about what’s gonna happen with 
Butterfly Marketing.  Now once they buy it, I have a customer that just made a 
commitment to this style of marketing.  

What better time than now to make this customer an offer for the $1497 course for them 
to buy it at the old price of $997, and then give them $100 discount because they just paid 
for the PDF, so I don’t want them to pay it twice.  So I give them a quote, one-time offer, 
to buy the manuscript for – the home study course for $897, and the backend conversion 
is 22% on the one-time offer.  I mean, that’s totally incredible.  

Joe Lavery:

$897 is what you said you were charging?



Mike Filsaime:

$897 – it’s $997, and then right on the sales page, I give them $100 discount because they 
just paid $97 for the manuscript.  So the final price for them is $897.  

Joe Lavery:

Now I haven’t actually seen the sales process because I already had the course.  So I 
didn’t buy it again when you just relaunched this.  But I read just today an e-mail from 
Marlon Sanders who actually complemented you on doing the best of video upsell he’s 
ever seen.  And I haven’t seen it, so I really don’t know what you do.  But if you could 
describe maybe how you did that video upsell, and what exactly it entailed, I’d –

Mike Filsaime:

Would you like to see it right now?

Joe Lavery:

Yeah, sure.

Mike Filsaime:

Okay.  Here’s what we do.  We go to www.thebutterflymarketingmanuscript.com and 
remember to put the word “the” in the front. 
www.thebutterflymarketingmanuscript.com/LINK_CENSORED and then hit enter.

Joe Lavery:

Did you say full offer, F-U-L-L?

Mike Filsaime:

Yeah.  So that’s www.thebutterflymarketingmanuscript.com/LINK_CENSORED.   So 
it’s www.thebutterflymarketingmanuscript.com/LINK_CENSORED

Joe Lavery:

Is this what they see as soon as they process through Click Bank?

Mike Filsaime:

As soon as – this is their thank you page at Click Bank.  So what – see, what I wanted to 
do is as that’s playing, Joe, I’ll tell everybody what my thinking here is.  I talked to Tom 
Beal, who’s my VP of Operations, and I talked to Paulie Sabol, and we’ve been talking 

http://www.thebutterflymarketingmanuscript.com/LINK_CENSORED
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about this concept of bigger, better, stronger, faster, and which means that you always 
have to reinvent something, because once you start talking about the secrets, everybody 
else starts doing it, and then it still is effective, but it’s not quite as effective, because now 
you start joining people’s free sites and newsletters, and you’ll start to notice a trend now. 

You’re starting to see wait, before you continue, I’m gonna present you with an offer. 
You’re only gonna see it once.  If you close this page, it’ll never be made to you again. 
So what I said is I said, you know, I wanna create a better one-time offer.  So what I did 
is I created this video, and it automatically loads.  They cannot stop it.  They cannot 
pause it.  They cannot rewind, and they cannot scroll forward.  They have to watch the 
entire audio, and I have a little link up there –

Joe Lavery:

So they can’t continue to the download page until they’ve watched it, basically?

Mike Filsaime:

Yeah, they can – if you look up at the top right it says no, do not close this page.  So in 
case they were going with their mouse over to that x, I didn’t wanna close the page.  But 
however, let’s say the video froze, or they didn’t have Flash, or something like that, I had 
to let them out.  Otherwise, I’d have – I wouldn’t be fulfilling on the product.  So there is 
a link next to the yellow do not close this page, very light gray.  Do you see it says skip 
video?

Joe Lavery:

Yes, sir.  

Mike Filsaime:

Okay.  So that’s where they can skip this video.  So basically, understand – let’s break 
down the process here of what just happened.  The customer just read the manuscript 
sales page, 23 pages, whatever it is, of great testimonials, and they’ve just made a 
commitment to buy something for $97.  And now they’re committed that hey, I wanna 
see what  this stuff is all about.  So at this time, they’re greeted with me saying hi, this is 
Mike Filsaime.  

I wanna personally congratulate you for buying the Butterfly Marketing manuscript.  But 
before you go, give me just a couple of minutes.  I wanna share something with you. 
And now what I’m doing is a presentation for the Butterfly Marketing home study 
course.  I’m pulling up every CD, every DVD, every bonus item.  I talk about the 
software, and then at the end of the video, which you’ll probably see in just about a 
minute, it says, so I’m gonna redirect you right now to a page where you can save $1,000 
off the price.  



At September 1st, the price goes to $1,997.  It’s currently $1,497.  I’m gonna give you an 
opportunity to buy this for only $897.  So stay tuned.  We’re gonna redirect you right 
now.  And automatically, they’re brought to the traditional one-time offer, which is wait, 
you’re only gonna see this page once, type of thing.  So if you want, what we can do – if 
you wanna bookmark this page, Joe, if you ever wanna come back to it, go right ahead.  

But right now, you can click on the skip video link.  And here’s your traditional one-time 
offer.  So what I’m doing now is I have the – I basically have a mini sales page for 
Butterfly Marketing, tons of bonuses.  Basically, how do you convert?  You make an 
irresistible offer.  I’m the Godfather.  I’m gonna make you an offer you can’t refuse, that 
type of thing.  

Joe Lavery:

Can I ask you a question, Mike?  There’s – a lot of people hate and they talk crap about 
the bonus pile on, and it’s out of control.  But the bottom line is, it works, and I don’t like 
doing it.  But I found that when I do it, it works.  Is that your experience?

Mike Filsaime:

Yeah.  If you look at the Butterfly Marketing manuscript original sales page, the only 
bonus on there is a very exclusive bonus.  It’s a mind map of my product launch that I did 
with my JV partners and with the customers, along with Rich Heffron and Jeff Walker 
going over that mind map with me.  We went from December 15th all the way to January 
31st, and we outlined every single step that we did in that launch.  

Every step to JV partners, all the social proof, the urgency, the scarcity, every single 
trigger that we could during that launch.  So bonuses do work.  And here, these are pile 
on bonuses.  But if you notice, we’re not talking about private label rights and master 
rights and everything.  Basically they’re my products.  And nobody else could make a 
bonus like this.  

What you’re getting is you’re getting the $97 Power Link Generator.  You’re getting 
some of the older products like Carbon Copy Marketing and the Best Deal Ever.  But you 
get an elite membership to Instant Buzz.  You get your own free tele-conference line. 
The $250 platinum membership to JV network, 100,000 Instant Buzz bar ads.  Elite 
membership here, there, all these other different products and things like that.  

So – and then we continue to go down – so to answer your question, bonuses do work. 
They definitely do work.  They sweeten the pot.  Not what we have in retrospect, the 
Butterfly Marketing manuscript sales page, every testimonial on that sales page were 
only based on people that had read the manuscript but did not use the software to get their 
success.  

What we have on this page are people that had success by using the software.  So it’s 
now like hey, you’re gonna read the manuscript.  And I’m so confident – this is basically 



the pitch.  I’m so confident that after you read the manuscript, you’re gonna wanna go out 
and get the full home study course of Butterfly Marketing.  And that price is going to 
$1,997 on September 1st.  

However, here’s what I’m gonna do for you.  I’m gonna make you an offer.  I’m gonna 
allow you to buy it at the old price and save you $100 for what you just paid, and you can 
get it for $897.  And I’m gonna sweeten the pot by throwing in all these bonuses.  You 
have no risk.  The only reason why you shouldn’t buy this is because you can’t afford it, 
because I’m gonna give you a 30 day money back guarantee.  

If you read the manuscript, and you decide it’s not for you, or if you love the manuscript, 
and you get the home study course, and it doesn’t work for you, don’t worry.  We’ll 
refund your money.  So that’s where this whole sales page comes in.  And then we offer 
it to them down there at the bottom, shipped to their door for $897.  

Now here’s something, Joe, that probably is what blew Marlon Sanders away.  And I’m 
very happy to know that he made that comment.  And for him to say that, I love it.  Now 
take a look at the very bottom of the sales page, and tell me what you see there.

Joe Lavery:

To skip this offer read below to go to Manuscript Download Page.  I want to Skip this 
offer.  I will pay more –

Mike Filsaime:

Click on that.  I wanna pay more later.  Alright, this is something that we don’t see very 
often on a one-time offer.  And this is – you see, when people talk about one-time offers, 
this is how the conversation goes.  Oh yeah, what I’m doing is I’m giving away this on 
the front end, and I got a one-time offer for $197.  And the other person says oh, great. 
What’s your upsell?  

Oh, for the people that buy the one-time offer, I’m gonna sell them next year’s package, 
which will be $297, but I’m gonna sell to them at this year’s half price.  So now they can 
buy that for $97.  So people are always upselling the people that paid.  What I wanted to 
experiment with is hey, what about all these people that are passing on the one-time 
offer?  How about doing a downsell?  

And the downsell needs to be the same product – the same benefits of the product, but 
maybe have to take a couple of things out of it.  So what we have here in the downsell – 
it’s a very little sales page.  It’s basically an order box.  And it says hi, I have one final 
option for you.  If you want the course, but the $897 was just a bit out of reach for you, I 
can offer you the exact same package you just saw in a digital version.  

What that means is you get everything in Butterfly Marketing, plus all of the $2794 real 
bonuses for only $497.  That's it! This simply means instead of me shipping the course to 



you, yadda, yadda, you can burn it on your own CDs.  You print it at your own leisure. 
You’ll get access as soon as you hit this button.  Get the entire course and all the bonuses 
for $497.  So let me give you some stats here, Joe.  Remember when I told you 22% of 
the people that buy the manuscript are buying on the backend, which is huge.  22% --

Joe Lavery:

So 22% takes the $897.

Mike Filsaime:

No.  22% will buy one or the other.  And it breaks down to 12% of the people buy the 
$497, and 10% of the people buy the $897.  So that means this lousy little page that you 
see right here, if I did not put one HTML page on that site, I’d be talking to you today 
about a 10% conversion on the backend.  
Joe Lavery:

Hey Mike, here’s an idea.  You could add one more option.  You could say this is – at the 
bottom of that, you can have one more option be like, go to this page.  And then when 
they go there instead of the download, give them the option of okay, well how about you 
just pay for shipping, I’ll mail it to you, and you can pay later?  

Mike Filsaime:

They’d probably be like what, can I finally get to the thank you page for what I paid for? 
So this is actually –

Joe Lavery:

That’s kind of like the same concept that Mark Joyner does at Simpleology.  He basically 
has a one-time offer.  And I’ve been meaning to try the same kind of thing.  $97 one-time 
offer, and then if you say no to it, he sends you to another page, okay, well how about if I 
let you try it out for a dollar first?  So basically it’s giving them another way to say yes. 
That’s awesome.

Mike Filsaime:

Yeah.  And so, we’re getting a 22% conversion.  And if there’s anybody on this call 
that’s using a one-time offer, simply by putting a downsell, you’ll increase your profits 
by 50%, and that’s based on a massive amount of purchases of the manuscript that we’ve 
been able to get an incredible about of statistical data.  

So what that means if you’re making $10,000 a month currently on your one-time offer 
that you’re selling for $197, simply by trimming the offer down a little bit, taking out 
some of the bonuses, and now taking the price from $197 and moving it down to $97, 
you will sell the same number on the downsell that you do on the upsell.  



And if you’re making $10,000 a month, you’ll pick up an additionally $5,000 for a net of 
$15,000 a month.  If you’re making $1,000 a month on your one-time offer, put a 
downsell in, and you’ll make an additional $500 for a net of $1,500.  So this is a good 
case study here for everybody.  And if they like, they can bookmark that video to watch it 
later.  

The only thing that I ask you, Joe, and anybody on here, please do not share this 
information out in free reports or PDFs or in forums or anything like that, and certainly 
that technically is a thank you page, guys.  And it does eventually get you access to the 
manuscript.  

So congratulations, everybody gets a free copy of the manuscript today.  So Joe, I do ask 
that we don’t make this public.  And if you do, if it’s gonna be in any type of public 
arena, I do ask that you take that URL and just – and mute it out so that nobody can see 
it.  Obviously we can’t let that get out to the public, and that’s why I’m asking the people 
listening to this call, don’t go out and share it to your newsletter.  

Wow, I just got a call with Joe Avery and Mike Filsaime.  This is genius.  Check out 
Mike’s one-time offer, because then you’re giving away my product.  And I think 
everyone can understand that.

Joe Lavery:

You’re very generous.  I had no idea that you were gonna do this tonight.  So yeah, I 
definitely will make sure that I protect your information there, Mike.  I have a question 
for you now related to this.  Now people promote that front end product through Click 
Bank.  Now are they making commissions on these backend sales?  Or is that all yours?

Mike Filsaime:

That’s all mine.  Now the important thing to note here, and remember with – some of the 
things we’re probably gonna talk about, Joe, is like how you can lose money on the front 
end, how you can pay your affiliates more when you know your metrics and all that type 
of stuff.  

The truth is there’s no advantage of me selling the Butterfly Marketing manuscript for 
$97 and paying a 70% commission on the front end.  But that’s what I do.  I give people a 
70% commission on the front end, and I’m making 30% on the backend.  So after Click 
Bank fees, I’m making about $22 or $26 – I think about $26 per sale.  The big chunk of 
it, the $65 or $66 goes to the affiliate.  

So what I wanted to do was deliver a great sales page, provide great promotion tools for a 
good product with low refund rates, happy customers, on a sales page that converts very 
well, and then pay 70% commission on a pretty decent price tag of $97.  So basically 
anybody can send traffic to this site and earn a pretty decent amount of money, because 
they’ll get $65 per sale, and it converts at 11%.  

http://mhminc.bfmscript.hop.clickbank.net/


I mean it’s incredible what it converts on the front end with endorsed traffic.  That’s 
important to say.  That’s endorsed traffic.  So if I could have given the traditional 50% 
commission, and then paid on the backend.  But here’s pretty much the truth here.  At the 
prices that I’m selling the home study course for, and the prices that I’m selling the 
digital package for, it wouldn’t have been an advantage for me to fulfill all that and 
possibly get a $250 commission.  

So what I said is I’m gonna move the commission from 50 to 70%, and I’m gonna give 
the affiliates the bulk of the sale on the front end, and I’ll make my money on the 
backend.  And I’ve had very happy affiliates.  They’ve made a lot of money promoting 
the manuscript.  

Joe Lavery:

Excellent.  So now I’ve got my ideas and my juices flowing here.  If someone had 
already been promoting the main course, and there was a cookie on the person’s machine, 
would they get credited through the link that way?

Mike Filsaime:

Possibly.  If the – no, because it’s a different product, Joe.  So it could be – it’s a 
different, because the price is $497 and $897.  It’s not the actual Pay.com sales page 
product.

Joe Lavery:

Okay.  So they’re not actually signed up for the right affiliate program on Pay.com?

Mike Filsaime:

Correct.

Joe Lavery:

Just curious, because I was like hmmm, maybe I could do some stealth cookies and 
_____ on both.  That would be tricky.

Mike Filsaime:

Well this is where JV marketing comes in.  And this is where you and I start saying 
things like well, we’re gonna start talking about knowing your metrics.  And when you 
know your metrics, you can make a JV with somebody.  See, I know what my metrics are 
with this here.  Basically, my – what I net per sale is about $111.  



I make $26 for each sale, so 111-26 – for every sale that’s made, I make $85 potentially 
on the backend.  So I know that I’m gonna make $111 per sale.  So what I can do is make 
a deal with you, because I know these metrics, I can say to you Joe, I tell you what. 

If you sell the manuscript, and you can make me 100 sales, I’ll double your commission. 
So you follow what I’m saying?  So instead of getting paid $62, I’ll pay you $135 for 
every sale, because I know my metrics, and I know I can do that, that type of thing.  So 
that allows you to make joint ventures with people, because you know that you’re gonna 
make a 20% conversion on the backend, or 10% for the home study, and 10% for the 
digital version.  

So you could actually potentially go out and cut deals with people where they’ll look at 
you and say hey, what are you, insane?  You’re gonna sell a $97 product and give me 
$135 per sale?  I’m in.  I’ll do it right now.

Joe Lavery:

Greed glands will be out.

Mike Filsaime:

Exactly.  

Joe Lavery:

And money does talk in this game, no matter how many people wanna pretend it doesn’t. 
Okay, so you’ve kind of gone over why you’re killing your business by not knowing your 
metrics.  Do you wanna expand on that at all?  Or do you think that covers it?  Basically, 
if you know how much you’re gonna make, and you know your numbers, and you know 
what a customer value is worth, and you can talk about lifetime value if you’d like, then 
basically that’s how you can do that.  

Obviously, if you only have one product, and you have – because throughout this course, 
I’ve been trying to explain to people, the more products you have, the more leverage you 
have.  If you only have one product or no products, then you have next to zero leverage. 
And every subsequent product you have, your leverage increases, which is what you 
want.  It’s all about leverage.  

And so nobody with one product is just gonna pay you more than the product costs.  It’d 
be impossible.  So obviously, the money’s gotta come from somewhere, and that comes 
into play with different offers, different products.  Is there anything you wanna talk 
about?



Mike Filsaime:

Yeah, well you know, you have – it’s important to know the metrics for a couple of 
reasons, and one, we’re probably gonna segue right into being able to lose money on 
advertising.  But there’s a lot of things that you can do when you know your metrics. 
You can produce the product for – and sell it for less than what it cost you to make.  

So we’re talking here about a digital product, you know what I mean?  So it can’t apply 
here.  But let’s say, Joe, let’s say that I was selling a folding chair, or something like that. 
Or a – let’s call it a DVD player.  A home television DVD player.  And let’s say it cost 
me as a manufacturer $49 to produce and actually ship it to somebody’s door.  Now what 
is my competition gonna sell it for if they’re getting it from China, I’m getting it from 
China, I’m getting – we’ll find the cheapest place where we can get these things built. 
And the cheapest you can get it anywhere in the world is $49.  

Well, most of your competition is gonna sell it for $59 at best, if not, more.  But if you 
know your metrics, because you set up your backend, you can go and sell this DVD 
player for $29.  And people are gonna say to you, what is this guy doing?  How is he 
selling his DVD player for $29?  And where is he possibly buying this thing?  We’re 
paying $49.  We’ve been researching for years.  Nobody can produce a DVD player for 
less than $49.  

Why is he losing $20 on every sale?  Because what business A doesn’t understand, 
number one, they don’t know their metrics, and they’re not using a backend.  What 
business B is doing is he’s selling it for $29 because he knows that every single person 
that buys the DVD player is gonna get a phone call from the telemarketing department 
selling them an inventory of Sony LCD TVs that they have that normally retail for $3997 
that they can sell for $1997 or $997 and make a $600 profit.  

And what they know is that for every DVD that they sell, their profit is gonna be $165 
when it’s all said and done because they selling TV’s to one out of every ten people.  I 
don’t know if the math is working here.  But basically what I’m saying is for every DVD 
that they lose $20 on, they’re gonna make $150 in profit on the television in the backend. 
So the truth becomes they can’t lose enough money on the front end.  

They wanna find more ways to sell more of these DVDs and start losing money.  And in 
the car business, Joe, what we used to do when we were a large volume – we were a large 
volume Hyundai and Toyota dealership, we would sell our cars on the front end, and we 
would lose $300 on the front end.  Net loss after hold back and everything like that, what 
we’d advertise in the paper.  

And we would never tell a customer that because if they came in, and we said you know, 
we’re losing money on this car, the customer would say come on, give me a break.  Don’t 
insult my intelligence.  You’re not losing money.  Obviously you’re getting paid.  Look 
at this dealership.  It doesn’t keep the lights on and pay everybody by losing money.  But 



what the customer didn’t understand, and we would never tell them is that we had a 
backend strategy.  

Once you’ve bought the car, you would go into the finance department, and we would 
offer you financing, and credit lines, and credit disability, and an alarm system, and a 
Lojack, and an extended warranty, and mud guards and paint sealant and all these types 
of different things.  And what we knew is that for every customer that went into the 
finance department, we averaged about $1100 in backend profit.  

So we could sell as many cars as we wanted, lose as much money on the front end, 
because we made it up on the back end.  The other dealers didn’t understand that.  All 
they did was cry to the Toyota reps.  These guys are ruining the business.  How are we 
supposed to be able to sell cars and advertise cars when they’re putting them in the paper 
to lose money?  

Because the people, the dealers that don’t understand their metrics, or any business that 
doesn’t understand their metrics, doesn’t understand how they can potentially lose money 
on the front end if they have a backend strategy in place.  And that brings us into 
advertising.  With the Butterfly Marketing manuscript, if I didn’t know my metrics, or if I 
wasn’t testing my metrics, I would a Google Adwords campaign to drive traffic to the 
Butterfly Marketing manuscript, and if I was to spend $1,000 in Pay-Per-Click 
advertisement for a week, and only make $600 in sales, the average person would turn 
around and say oh man, how do you get this Adwords to work? 

I’m spending $1,000 and I’m getting traffic, but I’m only making $600 in sales.  See me, 
I’d be happy about that, because I know I’m spending $1,000 and I’m bringing in $600 in 
sales, but I know those $600 in sales is gonna be bringing me $3,500 additional profit on 
the backend.  So now I brought in $4,100 total revenue on $1,000 in Adwords.  So I made 
$3,100 profit on the campaign.  

So now, because I know my metrics, instead of spending $1,000 for the week, I can now 
spend $10,000 for the week, and I’ll only bring in $6,000 on the front end, but I’d bring 
in $35,000 on the back end.  And so that’s why it’s so important to know those metrics 
because it allows you to lose money on the promotion of the product, or on the 
advertising of the product, or on the creation and fulfillment of the product.

Joe Lavery:

But you won’t ever know that if you don’t track it and you don’t know your numbers 
really intimately?

Mike Filsaime:

Yeah.  You gotta take this game very seriously.  You have to take it seriously.



Joe Lavery:

Yeah, but once you know that, that’s a business competitive advantage.  Once you know 
that x amount of people in the front end is gonna convert on average this many people in 
the backend – what’s your time frame for evaluating a backend or LTV?  You’re just 
giving some hypothetical examples there.  

Now is there a certain time frame that you have in your mind that that customer has to 
turn into that extra money?  Is it within a one-week period?  Is it on the immediate 
upsell?  Is it within a one-month period?  How do you do that?

Mike Filsaime:

Being that this campaign is structured basically around the one-time offer, it’s basically a 
point of sale.  Now I will make an attempt later to convert those customers into I5 gold. 
For years and years to come, I’m gonna be inviting those people to the Internet marketing 
main event.  Perhaps they’ll see John Childress and say yeah, I wanna go to a speaker 
training and sign up for $6,000 where I’ll make $3,000.  

Those are things I don’t track very well, Joe, because – and that’s what I was saying in 
the beginning of the call.  It’s very difficult to really look at the lifetime value of a 
customer until you have ten years of data and actually followed and statistically tracked 
all of these customers, and then found out where they’re paying.  And I have to tell you, I 
don’t do a very good job, or a good job at all, at doing that.  

However, I think it’s important to look at the lifetime value of a customer when you’re 
talking about something that has a continuity program.  So let’s say that somebody that 
bought the manuscript.  I made them an offer, let’s say instead of Butterfly Marketing, or 
after Butterfly Marketing, but let’s say that offer was hey, would you like to get on to my 
stealth underground marketing newsletter?  It’s gonna be $47 a month.  

I’m constantly testing out new stuff.  Kind of like this one-time offer with the downsell. 
This stuff isn’t in the manuscript because I did it after I sold the manuscript.  So I would 
say I’m gonna be releasing this type of information and my case studies with you on a 
monthly basis in a PDF newsletter that none of my subscribers are gonna get, not even 
the people that have Butterfly Marketing.  

This is an additional opportunity for you to get this for $47.  I probably would be able to 
make a couple of sales from that.  But what would have to happen is I probably have to 
need about six months to a year of data to start to see that okay, somebody pays the $47. 
The lifetime value of that customer is 4.5 months.  So that means some people stay on for 
years, some people drop out after their first month, some people pay it and will ask for a 
refund three minutes later.  

But you get all that data, and you find out that for every person that buys, they stay on for 
the continuity program for four and a half months.  Well now that I know that I’m selling 



it for $47, and you have to figure out, am I paying my affiliates on that?  Or do I keep all 
that profit?  So you would take $47 times 4.5 and you would say okay, the lifetime value 
of the customer is $211, plus the $97 they paid for the manuscript, is $308 for every sale. 
And then again, you have to figure out what portion of that was paid to the affiliate.  

And now if you realize okay, the lifetime value if you factor in the affiliates is $211. 
Well now, if the manuscript sale is $97, it’s really double.  It’s really $200 now.  So now 
you know that you can spend more money in your Pay-Per-Click advertising and things 
like that.  You can’t just look at the front end product, because sometimes it’s okay to 
lose money selling the product up front because you know your metrics on the backend.  

Joe Lavery:

So you’ve broken a lot of people’s hearts who thought that get a free Ipod deal was just 
people giving them away out of the generosity of their heart.  Must be some madness 
behind that, huh?

Mike Filsaime:

Yeah, they just have – they went out and said hey, you know what?  Let me buy 10,000 
Ipods, and then they said you know what?  I don’t need 10,000.  Let me just start giving 
them away for free on the Internet.  That’s it.  Those people know that by getting you to 
sign up for a Capital One application, they get $50, or sign up for a Columbia House 
registration.  

Maybe they get a little amount of money.  And then you have to tell your friends, and 
unless you get five people to complete that offer, they don’t give you the Ipod.  So what 
ends up happening is I think it’s something like 3% of the people actually go through and 
get the Ipod.  But everybody has to complete one offer.  

So they’re making a ton of money by having – knowing their metrics on the backend for 
all these different things, and then you start to see the Ipod actually go to a Sony 
Playstation because they realized hey, we’re making enough money.  We can actually 
make the offer even better, and by making the offer even better, even more people are 
gonna come back.

Joe Lavery:

It’s because they realize, and they fully embrace, that most people are unbelievably lazy, 
and they’re not gonna follow through on what they commit to.

Mike Filsaime:

That’s correct, unfortunately.



Joe Lavery:

It might not be something you want to admit, but it’s the truth, and they’re using it to get 
rich.  So tell me what you know about e-mail marketing.  How did you used to market 
your list?  How has that changed over time as far as frequency, types of e-mail you send? 
You have multiple lists, multiple touch points for people coming in your systems.  So you 
have all these different overlapping subscribers.  How do you manage it all?  And then 
what are your tips on how to follow up with people?  Kind of a big question there.

Mike Filsaime:

Great question.  No, that’s good.  And something very dear to my heart, e-mail 
marketing.  First important thing is the proper software.  At the beginning of the call, I 
said I originally started with Auto Response Plus, and I said I don’t recommend that 
anymore.  Great people over there.  I have a lot of respect for them.  It’s great for a small 
list.  

But when you start getting over $15,000, it’s gonna make your life pretty complicated for 
a couple of reasons; one, it puts a lot of tremendous resources on your server.  The script 
will lock up once you get over 20,000 people.  And you’re mailing from the same IP 
address, and what you’re gonna end up doing is banning your IP, and you’re not gonna 
get to Yahoo, Gmail, MSN, AOL, and spam filters are gonna pick you up and just start 
blocking you.  

And I had a talk with a top marketer named Craig yesterday.  Not Craig Brien, but he told 
me that his e-mail delivery has plummeted, and I said are you using ARP?  He said yes, 
ARP.  So my recommendation is for people to use professional third party system like 
Aweber.  I like them so much I got a private label with them called prosender.com.  My 
good friend Gary Ambrose has e-mail oasis.  

So you’d wanna use one of those three.  E-mail oasis, Pro Sender or Aweber.  I 
recommend using double opt in.  I switched over to it – I’m not gonna get into a debate 
with it, but basically, if somebody is not willing to at least confirm their e-mail address, 
how willing are they gonna be to actually ever pay you for anything?  

So the next thing is, when it comes to e-mail marketing, certainly you need to take your 
auto responder very seriously.  Don’t be lazy.  If you don’t have the time to do it, then 
don’t even bother doing one.  Find a day later in the week where you can set aside one to 
two hours, shut off the messenger and the phone and everything like that to get into a nice 
sales copy mode, and write a good eight to 12 to 15 follow up series to get people to buy 
the product, or whatever it is that you’re driving through your marketing funnel.  

Whatever it is you’re trying to do.  The second thing is, a lot of people will talk about, 
Mike, Joe, what’s the right frequency that you should mail your members?  And what I 
like to say is, I don’t necessarily think the question should be what’s the right frequency. 
I think the question should be – or it should be geared towards consistency.  If you 
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promise people that you’re gonna mail them once a month, well then you need to be 
consistent to that.  

Myself, I’m – my – I mail my members pretty often.  If you’re on my list, you’ll probably 
get on a slow week three e-mails from me, and on a good week, five e-mails from me.  So 
I e-mail on average four times a week.  So that’s almost every other day that you’re 
gonna get an e-mail from me.  Sometimes six, seven days a week.  And quite frankly, 
there are some people that will just say this is too much, and that’s okay.  

They’ll unsubscribe.  And then there are other people that will say no, keep it coming.  I 
appreciate that you’re always giving me the freshest information online.  And I can 
decide for myself what’s bad or good.  I get enough e-mail in my inbox; to get one more 
e-mail from you, Mike, doesn’t bother me.  So it’s – you will build your own relationship 
with your own subscriber base.  

The important thing to remember is it’s like being a politician.  You can’t be all things to 
all people.  You never can.  First of all, there’s whackos out there.  And everybody here 
that’s ever sold a product online knows that there are just whackos out there.  We all get 
these types of e-mails.  And we’re talking about the 1% of 1%.  

So you just can’t please everybody.  99% of the people are really good people, and you’re 
gonna have a good relationship with them.  So the – and that leads me into building a 
relationship with the people.  I like to tell stories in my e-mail.  I like to train or have a 
message at least, if I can’t train, in every e-mail, even when I’m endorsing a product, 
which is very often when I’m reviewing or endorsing a product.  

I don’t like to flood it with links, like two paragraphs, have a link, another two 
paragraphs, have a link, one paragraph, have a link.  I usually tell my story.  I’ve gone 
away from short copy in an e-mail.  Most people will tell you to test it, and they found 
that short copy could be better.  

Let the sales letter do the selling.  But what I found is that if I can tie in a good story, 
captivate the buyer, then maybe I’ll have a lower click through.  See, because a lot of 
people just can’t – they – all they’re concerned about is the click through in the e-mail. 
But I can show you how you can get a real high click through.  Send a subject that says 
“Free sex”  and just put a link inside of the e-mail.  

And I’ll tell you, you’re gonna get a tremendously high click through rate.  But that’s not 
the important thing.  The important thing is how many people are buying.  And I’ll tell 
you, you’ll also get a high subscribe rate if you do that, too.  So I found my click through 
rates are a little bit lower than what they used to be.  But my conversion rates are just 
through the roof.  

When I promote for somebody, we do very well because I write a real good story in the 
e-mail.  I don’t drive them away halfway through the story by putting a link in the 
middle, or saying things I used to, like if you’re in a rush, click here.  I let them read the 



entire thing.  I put a link at the bottom.  And then I put a P.S.  The P.S.  I usually like to 
tie around the scarcity or urgency, if there happens to be anything like that on the sales 
page.  

Something like there’s only 34 seats left.  Or this expires on Sunday, and the price is 
going up.  Anything like that, if it’s true.  I totally eliminate all the hype from the e-mails. 
I tend not to use pre-written sales copy.  I am very busy, so I may say something like Joe, 
can you do me a favor?  

Can you send me over the copy that you have for your promotion so I can get a sense of 
the direction to go, but I’m gonna rewrite it myself?  And then I rewrite it, and I take out 
all the things that say first thing, you’ll kick yourself in the morning if you don’t act on 
this right now.  I couldn’t believe it.  When I got this product, it totally blew me away.  I 
don’t like that type of hype.  

I used to do it.  People used to e-mail me back and say Mike, get over yourself.  I’m not 
gonna kick myself in the morning.  I’ll be just fine with or without this product.  And I 
started saying you know what?  There’s no reason to do that.  You need to send the e-
mail like you would sending it to Joe Avery.  I wouldn’t send Joe an e-mail, me and you 
are friends.  

I’m not gonna send you an e-mail saying Joe, make sure you get to the site right now. 
You’re gonna kick yourself in the morning.  I gotta write my e-mail to my subscribers 
just how I would send it to you.  Hey Joe, I just wanted to let you know, last week when I 
was in San Antonio, I met this guy.  You’d probably really like him if you ever had an 
opportunity to meet him.  

Anyway, he created this product.  I think you’d might wanna check it out.  Take a look, 
see if it could help your business.  Here’s the link.  Go there now.  Blah, blah, blah.  And 
that’s it.  And I’ve taken – I’ve tried to really reduce the hype and really personalize the 
e-mails a little bit more.  So I hope I didn’t run too long on that answer.

Joe Lavery:

No, that was great.  I’ve noticed that, and I like that.  And I’ve noticed that since you’ve 
got your – your profile’s gotten a lot bigger since your launch, and you’ve got a lot more 
exposure in the marketplace that you’ve been taking it more serious like that and just 
being – you don’t overhype.  You wanna take care of your list and really nurture it and 
build their respect and trust, and that’s awesome.  

One thing I do that’s a tweak on what you do, you do a longer e-mail, you said.  And I 
don’t know if you do multiple follow ups.  Sometimes you do, but most of the time it’s 
usually just one e-mail from what I’ve noticed.  And what I do usually is I always use 
multiple e-mails.  And the first one is usually the longer one like you were talking about. 
A story possibly.  



Void of hype, of course.  And the link or whatever.  But then the second e-mail I send, or 
the third e-mail, depending on what the promotion is, that’s when I use the short e-mail, 
and I make it real – oh, just – I just wanted to do a courtesy reminder there’s only 14 
copies left before it sells out.  If you had a – if you’re procrastinating, and you wanted to 
get a copy, and you just put it off for whatever reason, you might wanna grab it now in 
the next couple hours.  Here’s the link.

Mike Filsaime:

Great point.  Follow up is, believe it or not, follow up is – here’s an example for you, Joe. 
When I did Traffic Secrets for John Reese, when he relaunched in August of 2005 – April 
of 2005, I sent out an e-mail for him.  And I sold eight copies on the first e-mail.  I sent 
out a follow up e-mail, and when it was all said and done, I ended up selling 48 copies. 
So I sold 40 copies in the follow up, eight in the original.  

That’s how important the follow ups can be.  Unfortunately, as you noticed, I don’t do 
very many follow up, and that’s because of – yeah, I get pretty booked with the e-mail 
promos with people.  And contrary to popular belief or opinion, I don’t enjoy doing that. 
But I am the type of person – I’m not an underground type of guy.  I try to help people.  I 
answer the phone in my own office.  

I’m not at home, the phone rings.  I’m here.  My staff is here.  I make myself available.  I 
travel to events.  I make relationships.  You and I got to meet in person in Atlanta last 
year in the big seminar.  And because of that, people do a lot of things for me, and I do a 
lot of things for people.  And you can’t be one sided.  

If you wanna be able to launch a product and have everybody jump on board, well you’re 
gonna have to be there for people.  And if you don’t have a lot of affiliates, well then you 
can turn around to people and say I’m sorry, I can’t promote your product.  But a lot of 
people do a lot of good things for me, and I have to reciprocate.  

And I have to be able to endorse their product if I believe that they’ve done a good job 
with it.  And most of the people that we hang out with have some real quality products. 
So yes, I do tend to get asked a lot, and you know, Joe, you would know.  The amount of 
JV requests that come in between you, me and _____ and things like that.  

Right at my help desk, there’s a sign basically at the door that says I’m not doing any 
joint ventures at this time.  You send an e-mail to me at mikefilsaime@gmail.com, and 
it’s gonna reply automatically that says I’m not doing a joint venture at this time because 
if I don’t know you, I’m not even gonna reply to you because I know you already got an 
auto responder from me saying that I’m not doing any joint ventures, because if I’m 
taking the time to do joint ventures with all the people that I’ve got a chance to meet, and 
I’m not just talking the experts and the gurus.  

I’m talking the people that come up to me that sit with me, and I have dinner with, or we 
have a drink at the bar, or we have coffee, we have lunch, I’m gonna have a – I’m 
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definitely gonna do – have a much better relationship with somebody that I meet at an 
event that I know I like and I trust, than somebody that just says to me, hey Mike, just 
wanted to let you know I’m launching a product next week.  

Here’s your link where you can sign up.  If you send this out to your list, you can 
probably make a fortune.  I have to be honest with you, Joe, I can’t even respond to those 
e-mails.  There’s just – 

Joe Lavery:

I understand what you’re saying.

Mike Filsaime:

And it’s not about the money, you know.

Joe Lavery:

I love that, when you get to the point where you are, it’s not about the money.  And then 
– but for the people that are just starting out, that’s all they’re thinking about because 
they need money.  And I can understand what that is like.  But still, I love your e-mail 
that you send.  You were talking about, very briefly, reply to e-mail.  

You use Gmail, and if someone sends a personal e-mail to you, you have an automatic 
vacation e-mail, which is what it technically is inside Gmail, and it basically responds, I 
probably won’t respond to this.  Don’t expect a reply back.  I’m swamped.  

I’m tying up eight commitments, and no more JVs, which is awesome, because it 
basically – there’s not as much pressure to reply to every e-mail and stuff, and people 
basically know he might not reply back to me.  Don’t think anything less of me or 
whatever.  I think it’s a great little thing there.  

Mike Filsaime:

And I do go on to say that the e-mail will be read though.  But I do want them to know 
that they just didn’t spend ten minutes writing an e-mail, and it went into some e-mail 
heaven somewhere.  It does get read.  But I try to have the response already pre-written 
for them.  And in many cases I do respond.  More than 90% of my e-mail does get 
responded to.  

Joe Lavery:

Right.  And Gmail does a pretty darn good job of getting the spam out of there.  So most 
of the e-mails are probably personal.  So as far as follow up with individual products, if 
someone comes in to one of your thank you page sites, for instance, like Fire Sale 



Secrets, Outsource Secrets, one of those, how do you follow up with them in a system 
like that?  

Before you stop e-mail through that system, are you trying to get them into one central 
system through your Pro Sender?  Or – I’m just curious how you manage all the e-mail, 
because with people in all these different systems, they could be getting eight different e-
mails if you have a 50-part e-mail Auto Responder in every single site, you know what I 
mean?  Mike?

Mike Filsaime:

I’m sorry.  I hit the opposite mute button.  I thought I was shutting off.  What I do is, if 
somebody subscribes to my – to any one of my sites, they go into a main database.  And 
it’s all in one section.  So if you belong to Fire Sale Secrets and List.com and Instant 
Buzz, and you subscribed with the same e-mail address, you’ll only get one e-mail.  

But I still have a lot of my e-mails on the old server.  Just too many names, and you can’t 
import them into A Webber.  So I do send from my old Auto Response Plus system, and 
when I converted over to A Webber Pro Sender, I send from there.  So people will get 
two e-mails from me if they’re on both of those lists.  

And if that’s the case, I would recommend they just unsubscribe from one and continue 
to get from the other, because I will always send from both.

Joe Lavery:

Hopefully they’ll unsubscribe from the Auto Response Plus one.  So how do you – the 
next thing right here is how to make money on the backend automatically.  How do you 
set up your system?  Or how are you going to set up your system?  Now you said your 
core product is the manuscript.  

And then you have the upsell.  Now what happens if they don’t take the upsell, or if they 
do I suppose, they both go into the same Auto Responder in that case?  Or there are 
separate Auto Responders whether they take either upsell, or?

Mike Filsaime:

Yeah.  The Auto Response Plus and Pro Sender, and I’m using Pro Sender for that, has a 
feature that if they join one, you can unsubscribe them from the other.  So I continue to 
follow up if anybody opts in, let’s say, for free at the Butterfly Marketing manuscript site, 
if they opt in, they will get seven follow up e-mails over seven days.  

And as soon as they buy, they go into the paid follow up, which them upsells them to 
Butterfly Marketing.  And if they buy the Butterfly Marketing, that shuts off, and they 
become a Butterfly Marketing customer.  So they don’t continue to get solicitations if 
once they purchase.  



Joe Lavery:

And everyone probably knows that that’s a smart thing to do.  But very few people just 
go and set it up.  It’s a one-time setting, and it’s so important to set that up so you know 
where people are in that database.  I screwed it up just recently with Invisible Squeeze 
Pages.  

I had them all in the sublist, and then I didn’t do that setting.  And then so I had all my 
customers, and they’re getting messages on both accounts, and I have to manually go 
through one of these days.

Mike Filsaime:

And sometimes they’ll actually respond back and say why do you keep asking me to buy 
this?  I purchased it three days ago.  And it’s a good thing.  And every Auto Responder 
that I know, whether it’s One Shopping Cart, or Auto Response Plus, E-mail Aces, Get 
Response, or A Webber Pro Sender, they all have a feature that allows when somebody 
subscribes to one auto responder that you can remove them from the other.  

Joe Lavery:

Now do you have a – for the paid, either of the paid auto responders, whether it’s just a 
manuscript or if it’s the digital or the full course, do you have a huge auto responder 
selling them more products that are pre-programmed?  Or at that point, you just have a 
couple stick auto responders, like stick strategies, and then basically they’re just on the 
database, and they can get your real time broadcast?

Mike Filsaime:

Well I’ll be perfectly frank with you, I’m a little bit weak when it comes to my free sites, 
such as like Free Advertising Blog.  That actually does have a follow up.  In fact it does. 
Yes, I just checked that out the other day.  But some of the like Fire Sale Secrets or 
something like that, I don’t have an extensive follow up program with that because I tend 
to send a lot of daily regular broadcast e-mails.  

So I don’t wanna completely inundate them.  But one thing I do, do is something very 
interesting with Paypal.  And if you wanna see how it works, just send an e-mail – 
anybody can do this right now, send an e-mail to paypal@milefilsaime.com.  Now this is 
a great tip for anybody that’s using Paypal.  If you’re using Paypal, no need to get Paypal 
notifications that you made a sale.  You log into your Paypal account.  

You’ll see you made a sale.  You don’t need to get every notification.  So turn it off from 
your personal e-mail account and set up an account at Paypal@yourdomain.com.  So I 
have Paypal@mikefilsaime.com.  So the nice thing about Paypal is that if somebody 
makes a payment to you, the way that Paypal sends you notification is that it doesn’t 
come from service@paypal.com.  
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It comes from the person that made the purchase.  It comes from their e-mail address. 
Paypal for some reason, which is beautiful, sends you a notification from that person’s e-
mail address.  So let’s say Joe@Joelavery.com made a purchase to me.  Paypal is gonna 
send a notification to Paypal@mikefilsaime from joe@joelavery.com. 
Paypal@mikefilsaime.com is an auto responder.  

And that auto responder, I don’t know the subject line, but it’s probably something like 
product registration and support information.  Like Re: product registration and support 
information.  So as soon as somebody makes a payment to me at Paypal, they 
automatically get an e-mail with a subject line that says product registration and support 
information.  

And you can see that e-mail again by sending an e-mail to Paypal@mikefilsaime.  Then 
what that does is that tells them that if you need support, go to the 
customerhelpdesk.com, and I outsource my support with Nancy and the staff that does 
my support.  

And then what it does, it says you will not receive any support for this e-mail, which is 
not the truth, or it says something like in order to qualify for support, you need to register 
the product.  I think that’s the words that I say.  

So I say please register your product here, and it’s probably a link like 
Mikefilsaime.com/registervip, and they click on that link, and when they get there, it’s a 
form that goes into A Webber, and they enter their name, their first name, their last name, 
their home phone, their cell phone, their work phone, their fax number, their full address, 
and then a drop down that asks where they can – no, it says – no, there’s a drop down for 
what product they purchased.  

In fact that reminds me, I gotta add a couple more in there.  And then after that, it says 
how did you hear about us?  So I can go into Pro Sender, and every day I see registration 
for all the sales that I made for people that register as VIPs on my list, and I get their full 
contact information.  Their address, I can follow up by mail.  I can do a voice broadcast.  

I know what product they purchased, so I can do a sort tag by product.  And I can – and I 
also go through the how did you hear about us.  I like to see where the payments come in. 
And here’s the other thing.  Let’s say somebody didn’t get their download link, or three 
days later, they have a support question.  Well, they log into Paypal, and they see who did 
I make a payment to?  And they see Paypal@mikefilsaime.  

And what they’ll do is they’ll write an e-mail to paypal@mikefilsaime, and they’ll say 
hey, I wanted to ask a question.  I lost the download link, or my computer crashed, or my 
hard drive crashed, and I purchased this two months ago, and I forgot how I get to 
download link.  

As soon as they send that e-mail, boom, it automatically responds with that e-mail that 
says registration and support, and the first link in there says if you need support, go to the 
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help desk.  So they click on the link, go to the help desk, copy the e-mail that they 
originally made, they paste it in there, and my help desk takes care of it.  

So I don’t have to deal with the amount of flooded e-mails that may come in for support. 
It goes where it should.  It funnels to the help desk because that’s the function of the help 
desk to get to those people sooner than I can.

Joe Lavery:

I don’t know if everyone on the call listening realizes how cool this is, because they 
probably – if you don’t have a lot of products, if you aren’t making sales on a regular 
basis, if you haven’t dealt with customer support and people e-mailing you at your 
personal address just because you haven’t taken the time to set up a really cool support 
system like myself, then you would realize how cool and how sophisticated this actually 
is.  

Now my questions is, is this just a registration?  So if someone goes to that link, they 
can’t just select any product in the – and the Auto Responder’s not gonna send them 
download info, is it?

Mike Filsaime:

No, it does not.  That is simply just a registration form.  If they need any download 
information or anything, they have to go to the help desk.  So basically it’s just an auto 
responder with a link to the help desk, and a link to the VIP form.  If they go to the VIP 
form, all they’re doing is really – is getting on to my VIP newsletter, which is no 
different than anything else if they just get my normal broadcast.  

It allows me to keep a database of my paid customers, if I ever did wanna e-mail my – 
just my paid customers an offer.  You know, a lot of people sometimes say well why 
would you wanna have – why would you wanna segment your list to paid customers and 
non-paid customers?  Wouldn’t you always wanna make an offer to everybody?  And the 
truth is that sometimes you realize that your paid customers are the gold of your list.  

So sometimes somebody may have something like 50christmasgifts.com or something 
like that, and they say hey, can you promote this?  Maybe what you might wanna do is 
send out an e-mail to promote that, and exclude your paid customers, because that’s your 
gold list right there, and sometimes you don’t wanna send your paid customers through 
squeeze pages.  So you can satisfy your JV partner by promoting, but you could exclude 
sending your premier VIP customers to a squeeze page.  

You work hard for those leads.  You don’t always wanna give them away.  So that’s why 
it’s good to segment your list.  But to answer that question, no, just because they register 
and say they purchased Power Link Generator because they found that form, it does not 
supply them with Power Link Generator.  It’s only strictly for tracking purposes.  But to 



answer the very early part of your question, what happens when they get into that VIP 
form?  Now I know that I have a paid customer.  

So they are going to get a five day – four day follow up for the manuscript.  Why? 
Because I know it’s my best converting product, and it filters them right into the Butterfly 
Marketing if they buy that into the backend.  

So everybody – if you were to buy a one-time offer at Instant Buzz, or if you were to buy 
Power Link Generator, or if you were to buy Carbon Copy Marketing, anything, you’re 
gonna get that VIP registration form.  As soon as you register, I’m gonna now start 
moving you through automatically into the manuscript.  

And then after, if you don’t buy that, I start presenting my other products.  But I start 
with the manuscript.  So everybody – every purchase that is made, and I use Paypal a lot, 
all gets funneled into the same exact auto responder.

Joe Lavery:

Okay.  I just wanted to clarify.  It’s the product name drop down box.  That’s not an 
actual different auto responder for the product.  It’s the same product.  You’re just 
creating a different tag based on what the product is so you can filter it?

Mike Filsaime:

Right.  So when you buy – I’m not gonna make you register separately for – I may make 
you – on the thank you page, you may register for Power Link Generator or something. 
But basically, my goal is to not set you up in nine different product registrations.  I put 
you all – doesn’t matter what you purchase to be, you’re going into one form.  And that’s 
called VIP customer registration.

Joe Lavery:

So then you have every single customer, no matter what they bought, on one place.  Now 
all you need to do is try and get all your affiliates and JV partners to send you all the 
names of people who bought through your affiliate links.  

Mike Filsaime:

Exactly, yeah.  

Joe Lavery:

And you’ll have double your customers.

Mike Filsaime:



Yeah.  And if I wanted to send just to you the people who purchase Power Link 
Generator, then I simply do a filter in A Webber that says find product ID tag equals 
PLG.  And then I’ll get a list of, let’s say like 2,000 people that purchased Power Link 
Generator, and I can send them a specific e-mail about an update.  

Joe Lavery:

It could be targeted to what they bought.  And actually, most people don’t take the time 
to do it.  But when I was working the Nitro Marketing, something they did, they’re very 
anal about doing stuff like this.  Whatever product they bought, you always follow up oh, 
hey, and you mention the product in the first paragraph that they already bought.  

And then because you bought that, I thought you’d be interest in this, and they go into a 
special offer for some other product.  And by just doing that, they realize hey, I did buy 
this.  This guy’s not just scamming me.  And it just – the more information you have that 
they can relate to, their name, all their personal information, the more customized it can 
be, the more your response is gonna be.

Mike Filsaime:

And like marketing tips, _____ used to talk about it is regional marketing as well.  Now 
that I’m collecting what states they’re in, or their zip code or something, I can do a 
wildcard search and search for everybody that starts with 11, because I know that might 
be the Northeast or something like that.  Or what’s nice about A Webber is they track 
people by region, by IP address.  

So I can actually do a region of a country, or by state, and if I’m gonna let’s just say have 
a marketing breakfast here on Long Island, I can do a search of just people that live in the 
Tri-State area over here and send them an e-mail to come without having to invite my 
entire list that lives in Japan and Malaysia and Singapore and Australia, the U.K., 
California, and things like that.  

Joe Lavery:

And that’s a really cool feature that I never heard anyone talk about.  But I’ve actually 
used that feature in A Webber.  And those of you that are listening that don’t know what 
it is, basically A Webber, like Mike said, grabs the geographical data, the longitude and 
latitude, figures out where the person is living in the world based on their IP and puts it 
into the database automatically.  

It’s there no matter what.  It’s not something that you have to set up or anything.  It 
automatically collects it with every form submission.  And if you know how to use the 
right variables in your e-mail message, you can customize it.  

So what I was doing at the time was, I was promoting a product on – Jeff Mulligan’s 
product on how to beat speeding tickets, and my little headliner said how people in – and 



I just inserted the city tag, whatever their city was, how people in Queens or how people 
in Manhattan are beating speeding tickets.  And –

Mike Filsaime:

Yeah, that’s incredible when people get that.  I remember Derek Ghehl used to talk about 
that, and you can actually tag that in the letter, in the body of the e-mail by putting a tag 
saying something like, being that you live in State, First Name.  So being that you live in 
New York, First Name, you may realize gas prices are going through the roof.  And 
people are like hey, that’s pretty neat.  

And I’ll give you an example.  My friend Craig Heywood, he said to me hey, Mike, I’m 
having a seminar in South Africa.  And by any chance, would you happen to know any of 
your people that live in South Africa?  And I said no, I wouldn’t.  And we’re talking, and 
I said hey, you know what?  I know that A Webber has an IP.  Let me see if it just gives 
me the region, or if it actually gives me the country.  And it turns out it does give me the 
country.  

So what I was able to do is do a search for everybody that lived in South Africa, and 
believe it or not, out of all the hundreds of thousands of people that are on my list, I 
actually had about 650 people that lived in South Africa.  And many of them were 
customers, and I had even more data for him with phone numbers and stuff like that. 

So I exported the list of 650 people with name and e-mail address and everything like 
that, and I sent it over to him, and I said just make sure that you tell them that you got this 
– you’re a friend of Mike Filsaime and everything like that.  And he was able to put 120 
people from South Africa with his marketing as well, not just from my list, but 120 
people into a seminar in South Africa with three weeks of promotion.  So that’s how 
powerful it could be for targeting when you have that statistical data.

Joe Lavery:

And you can do the same thing with any state in the United States if you’re having a local 
seminar, get all your JV partners to just mail the people in that state so they don’t have to 
burn their whole list for nothing.  Depending on the seminar, some people wanna travel if 
it’s worth it.  But if it’s just like a small introductory seminar, or something you’re doing 
local, then you can target it like that.  

And I know Cory and at the Marketing Center, they do that because I used to get target 
follow ups when I used to live in Myrtle Beach for the South Carolina seminar that was 
coming to my town.  And they have them all across – they have Dallas, Seattle, all the 
different.  They targeted –



Mike Filsaime:

That’s how they ran the free seminar in Manhattan, they sent e-mails just to the people in 
the Northeast region to go to their free seminar in Manhattan, and I ended up going for 
that.  And they do that stuff very well.  

Joe Lavery:

I wish I had gone.

Mike Filsaime:

Yeah, it was good.  One of the things they do is – well one of the things I do with the VIP 
registration form is I ask for phone numbers.  And that allows me to do a voice broadcast, 
which costs 14 cents per call.  But – which really isn’t a lot because you’re not talking 
about hundreds of thousands of people.  

You’re talking about your paid customers.  And your paid customer could be 500 or 
5,000 people.  So if you take a thousand people at 14 cents.  So 100 would be $14, so 
1,000 people is only $140.  And if you have 10,000 people over a couple of years, it’s 
only gonna cost you $1,400.  No, it’s 11 cents.  So it’s only gonna cost you $1,100 to 
send out to 1,000 people – I mean to 10,000 people.  

You can call 10,000 people for $1,100.  And when you have a home study program or a 
seminar that you’re selling for $797, just one sale is gonna pay for itself.  But imagine 
being able to reach 10,000 people and leave a personal message for them to go to a web 
site on their answering machine, and they hear your voice, they absolutely love it.  And it 
increases conversion incredibly.

Joe Lavery:

Yeah, the power of the emotion of voice is something that no other media can do.  Direct 
mail can’t do it.  You build a relationship through the power of the human voice.  And we 
had a whole call – I don’t know if you know this, Mike, with Jeff Troyer.  He’s the 
President of Automaticresponse.com, and it was an amazing call that everyone should go 
listen to at some point again if they haven’t yet.  

But he talked all about really cool ways to use voice broadcast and toll-free recorded 
messages and just how to automate a 12-month campaign for all your customers, just like 
a – just friendly – just to build rapport.  You don’t have to sell something every time. 
You can just have a monthly, oh hey, this is Joe Lavery.  Sorry I missed you.  I just 
wanna say thank you, I appreciate you.  

About a month ago, you bought x product, and I just wanted to make sure that 
everything’s going okay.  You don’t have any questions.  How all is well.  Talk soon. 
Just something real short like that, and making it sound real – leaving it on their 



voicemail, and just build the rapport, and people are gonna start remembering you. 
You’re gonna get mind share.  And you’re gonna stick out of the crowd, and they’re 
gonna read your e-mails when you send them.  So really powerful.

Mike Filsaime:

Good point.  That’s a good resource.  

Joe Lavery:

Absolutely.  Okay, so now Butterfly Marketing Secrets.  We haven’t really talked about it 
explicitly, even though we’ve been dancing around it all night.  How to make money on 
the backend by cutting out the front end.  Tell us what you know.  What does that mean, 
cutting out the front end?

Mike Filsaime:

Well, cutting out the front end basically means that – we spoke about the marketing 
funnel starts very wide at the top, and that’s by getting people to give their name and e-
mail address by giving them something for free.  So in the Butterfly Marketing 
manuscript, what I talk about is something called the Pringle formula.  And so where you 
spend a little money up front to give people a free taste.  

So maybe if you’re gonna stand in the aisle at the supermarket, you’re gonna have 20 
different cans of Pringles.  And as people come by, you’re gonna give them a little taste 
with a Pringle potato chip.  But the expression with Pringles is once you pop, you can’t 
stop.  So the thing is that Pringles is just sitting on the shelf in the supermarket, chances 
are the majority of people are just gonna walk by it like they normally do, and they’re 
gonna sell their ten or 12 cans a day.  

But if you are willing to stand and move out in front of the aisle and spend a little bit of 
money up front by giving it away free, chances are 90% of the people are gonna take a 
potato chip and walk away.  But it’s those 10% of the people that never would have seen 
you to begin with, maybe a tenth of 1% might have bought it.  

Now you’re getting 10% of the people that you’re giving the potato chip to are gonna say 
hey, this is pretty good.  Where can I get more?  Well I just happen to have two for $1 
right here.  Here you go.  And they become a customer for life, hopefully.  And you just 
made a sale.  So Butterfly Marketing, one of the things we talk about is why it’s 
important to lead with a free offer instead of a paid offer in many cases.  

And what you do is you can offer something that is of great value, but it’s basically the 
light version.  It’s not the full-blown version.  And after they subscribe to get the light 
version, you can present them with an offer for the full-blown deluxe or platinum or elite 
or whatever pro version you wanna call it.  



You can make your offer right at that time.  But what the advantage is that, if 100 people 
are coming to your site, and you tried to make a $47 sale the first time, we know that 1% 
to 3% of those people are gonna buy.  However, if you now give it away for free in a 
light version, we know that 30 to 40% of the people are gonna take action when they 
come to the sales page.  

And you can have a seven to 10% conversion on your sales on those 40 people.  So your 
sales ratio goes – it doubles, it triples, and the other thing that you’re doing is you’re 
getting more people into your funnel that you can follow up with after.  So maybe they 
didn’t buy the one-time offer, whatever the case is.  

But you can still continue to follow up with them on consecutive offers, and worst-case 
scenario, you’re building a subscriber list.  So that’s one of the things that we talk about 
in Butterfly Marketing, why it’s important to lead with a free offer.  One of the things 
that we spoke about was something called a thank you page concept.  

There’s a kid, I think his name was – I won’t say, because it’s on the page, and I can’t 
remember it.  But I met him in Seattle.  He’s a Butterfly Marketing member.  He came 
out with a product.  I think the launch is on Thursday, but he’s giving a free report that 
you can read right now at promo code secrets.com.  

And Joe, I love this idea that he has.  What he’s doing is he gives you – he gives the joint 
venture partners a promo code.  And the promo code gets filled in right underneath the 
Paypal button or the order button.  And it’s a feature – the promo code is a feature that 
comes with Butterfly Marketing.  

It allows people to upgrade to a membership without paying.  Normally you’d give it to a 
JV partner or something, or you would tell your joint venture partners hey, when 
somebody buys your product, give them this promo code, and they can get my product 
for free.  

But what he’s done is he’s created a sales page process that looks like a traditional sales 
page.  It has a headline.  It has testimonials.  It has a story.  It has the P.S’s, the guarantee, 
and everything like that.  And it has a $47 product that you can buy with an active button 
on the site.  And underneath it, there’s a promo code.  

So basically what happens is all of the affiliates that join the site, and all the joint venture 
partners basically get their e-mail copy that tells people where – I used to call it the thank 
you page process by telling people they can go directly to the thank you page.  What he’s 
doing is he’s created a concept where you tell people hey, you can go to this sales page, 
and the product is $47.  

But I made special arrangements with the owner.  Underneath the order button, don’t 
order.  Simply paste this five-digit code in where you see promo code, and it’ll 
immediately direct you to the thank you page without paying.  Well all along it was a free 
offer to begin with.  



But it’s driving an incredible conversion percentage on the front end, and then after the 
people buy, he presents them with a pro offer for basically everything they saw on the 
sales page, plus all these added features, and these additional bonus products.  And I 
think that that concept is just awesome.  So if anybody wants to read up on that, you can 
go to promocodesecrets.com.  

Joe Lavery:

Yeah, that’s a great idea.  In fact, I’ve used that kind of concept before.  Lee Vinson had 
a script where basically you can – you block off a page, and you give your JV partners a 
special code that people have to access or put in to access the page for a special discount 
or something.  Similar concept.  But it’s a really good idea, and it works very well. 
People think that they’re special.  They’re getting a deal.  And it makes the more likely to 
take action.

Mike Filsaime:

It increases conversion, right.  

Joe Lavery:

Okay, so another concept; how to make your Internet business self-perpetual.  Now, you 
in Butterfly Marketing, one of the major concepts is convert every single person that 
comes in your door as a prospect into an affiliate.  Create that instant affiliate link.  Have 
all the affiliate tools, put it in their face and try and get them to promote immediately.  

And so that kind of goes right along the lines of making your Internet business self-
perpetual.  Could you speak to that?  What are the secrets?  Why is it important?  How 
big a part is your affiliates and your JV partners to your overall business?  I’m guessing 
it’s a tremendous part of your business.

Mike Filsaime:

Yeah.  You know, when we spoke at the beginning of the call, we spoke about suspect, 
prospect, customer, client, partner or affiliate.  And that’s a natural progression.  But in 
Butterfly Marketing, the partner phase comes in as soon as they become a prospect.  So 
they go from suspect to prospect affiliate, customer affiliate, client affiliate, and then also 
affiliate affiliate.  

So what we do is we get them to become an affiliate even if they don’t buy.  So if they 
just take us up on the free offer, and they don’t buy the one-time offer, we’re not gonna 
give up on them, and we’re not gonna say well too bad.  We don’t want your help. 
There’s a lot of times where you may get a person with a 55,000 member opt in list, and 
they’ll say yeah, let me join Instant Buzz.  



And then they turn around and not buy the one-time offer, but they turn around and say 
hey, I think I can promote this to my list.  This is a great traffic exchange.  I’m gonna 
promote it to my list.  And so I didn’t have to make him a customer before I made him an 
affiliate.  He’s still a prospect, but he still has leverage.  

So it’s very important that – what we like to do is we let even our prospects to become 
affiliates.  Now self-perpetuating is another term for automation or viral marketing.  And 
the three things that are important in any viral marketing campaign are these three things: 
number one, it must be buzzworthy.  

And buzzworthy means, basically means it must be worth sharing.  It must be cool 
enough in some way that it’s funny, it’s innovative, it’s fresh, it’s emotional, it’s a secret, 
or it can make people money by sharing it.  So it has to be buzzworthy.  The second thing 
is, the people that are asked to promoted it subconsciously or consciously, but better 
when it’s conscious, have to have an overwhelming understanding of the what’s in it for 
me.  

They have to know what’s in it for them in order to promote, because the truth is, if you 
turn around and you tell them hey, by promoting our site, if anybody buys any of our 
products or services on an upgrade, we will pay you 3% commission, and we’re gonna 
keep 97% commission.  Well the person at this point is gonna say well, what’s in it for 
me?  3% commission, you’re gonna get 97.  

There’s nothing in it for me.  They’re not gonna be interested in promoting it.  So you 
need to make the what’s in it for me factor very high by offering a commission of 50% or 
more.  And as you start going higher, it starts increasing your conversion – the viral 
aspect of it.  And remember, when you know your metrics, you can give people 100% 
commission. 

I can give away 100% commission right now on the manuscript because I’m still making 
– Click Bank wouldn’t allow it, but I’m still – I’m making a great amount of money, a 
greater amount of money on the backend products.  So sometimes in the manuscript, we 
even talk about why you can give 100% commission in some cases.  But generally, you 
wanna go with 50% commission.  

And you wanna sell them on why it’s important to do these things now.  And then third is 
the delivery mechanism.  If the delivery mechanism becomes complicated for them to 
share the message, the viral aspect, or the self-perpetuating factor, is just gonna plummet. 
So we see things very often where people are asked to join a third party affiliate program. 

So they’ll join your site, either through a squeeze page or through a member’s area.  But 
then you tell them alright, please promote our site.  And you say step one, click here to 
sign up for your One Shopping Cart account.  After you sign up, you’re gonna receive a 
confirmation e-mail.  When you get the confirmation e-mail, step three, confirm your e-
mail address.  



Step four, get the e-mail from One Shopping Cart and in there you will see something 
that’s called your affiliate ID.  After you get your affiliate ID, close the e-mail, come 
back to this page.  Now you see the link underneath here, it says IMCCSL CGI-BIN 
Admin- 557xxxx.  Insert your affiliate ID where you see xxx.  Now copy your affiliate ID 
and paste it in this banner promotion.  

Paste it in this e-mail promotion.  And insert it where it says insert your link here.  And at 
the bottom, go down, and where it says insert your name, make sure to put in Joe Lavery. 
And then that’s like 11 steps to promote a product.  And what happens is the delivery 
mechanism becomes that complicated, people are sitting there waiting, oh man, I didn’t 
get this confirmation e-mail.  

They go to help desk.  You know, I submitted three times to get the confirmation e-mail. 
Oh, check your bulk mail account.  It just becomes a total joke.  You know what?  This 
isn’t worth it.  And people are busy.  So what we know in Butterfly Marketing is in order 
for something to be viral or self-perpetuating, it’s very important that as soon as they 
enter their named and their e-mail address, they’re instantly an affiliate.  

And we propagate all of the tools already with their name and their affiliate ID.  So every 
time when they log in and they click on promotion tools, we provide them with ten to 15 
different promotion tools with their link already filled in, and with their name already 
added into all of the promotion tools.  

And we don’t just do something like here’s your affiliate link, and then say now go out 
and do the best you can.  We give a tell a friend.  We give two to three types of e-mails 
for them to promote.  Multiple subject lines.  We write a blog review.  We write a blog 
review in HTML so they can paste it in a nice format on their site.  We encourage press 
releases, articles, ezines, top sponsor ads, banners, logout HTML text.  

After they join your newsletter, HTML text.  Thank you page text.  In fact, here’s a case 
study for everybody listening.  If you go to 
www.thebutterflymarketingmanuscript.com/affiliate, you’ll see exactly what I’m talking 
about.  You enter your name and your Click Bank ID, and you hit submit, and every type 
of tool that I just named, plus several more prepropagated with your affiliate link on the 
page, you copy, paste and go, and you got everything all set for you.  

And that’s some of the things – I was able to get number one in the Click Bank 
marketplace for the manuscript.  I would venture to say that’s – a technique becoming 
number one at Amazon.  You get a lot of people to promote, and you give a good 
percentage, and you can get to number one.  But you’ll drop down eventually if you don’t 
make it self-perpetuating.  

So what I did for the manuscript is I made promotion tools that if you click, there’s a link 
that says turbo charged tools, where I’m using integration marketing to get my affiliate 
program going, and these are things that the Butterfly Marketing sites, they provide all 
these tools.  And what I also did in the promotion tools, if you look in Click Bank, and 
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you go to the promote products, and then you get to the marketplace and you click on 
business to business, you’ll see I’m number one.  

What I’m doing in Click Bank is I don’t look at that as a marketplace for customers.  I 
look at that as a marketplace to sell my program, my affiliate program to other affiliates. 
So rather than talking about my product, I talk about the affiliate program.  

So instead of saying Butterfly Marketing, the greatest product on Earth, it says pay 70%, 
the Butterfly Marketing manuscript.  And underneath that, it says to get awesome 
promotion tools, go to www.thebutterflymarketingmanuscript.com/affiliate.  So I’m 
driving people in the Click Bank marketplace, I don’t want them clicking on that little 
link that says earn 70% and getting their hotlink.  

I want them to see that it says go to www.thebutterflymarketingmanuscript.com/affiliate 
so that they can get a great promotion tools page to find all these tools to start promoting 
my product.  And this is what we call Butterfly effects.  These are the small effects that 
have a dramatic effect over time because it’s gonna allow me to stay number one at Click 
Bank, and by staying number one at Click Bank, it’s almost like being number one in the 
Google search engine.  

I’m gonna continue to make more sales.  Those sales are gonna keep me at number one. 
Staying at number one is gonna give me more exposure to more affiliates.  More affiliates 
are gonna sell my products, and that’s gonna rank me at number one again in Click Bank 
the following week when they reset the marketplace, and then that becomes self-
perpetuating.  

So it’s all these types of different concepts that we talk about in Butterfly Marketing, the 
Butterfly effect, the small flapping of a Butterfly’s wings has dramatic effects on weather 
over time.  Butterfly Marketing, the small things that you do in your marketing that have 
a dramatic effect over time.  

And so you need to provide multiple promotion tools for your affiliates and make them 
instant affiliates as soon as they join, and propagate the tools with their name and their ID 
as soon as they log into the members area.  Make it very easy for them.

Joe Lavery:

Two or three questions: what do you do specifically to turn all your customers of the 
manuscript into affiliates as soon as possible?

Mike Filsaime:

As soon as they buy the manuscript, the e-mails at this point go out basically focus on 
congratulations and here’s how you can earn your investment back very quickly.  Not 
only can you learn from Butterfly Marketing, but if you make just two sales, you’ve 
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gotten the product for free, and you’re in the profit.  Go to this page to get some 
incredible tools.  

And the other thing is, in the member’s area, the download page, there’s a pretty visible 
link at the top for affiliates.  So we’re picking up affiliates at the rate, signing on the form 
at www.thebutterflymarketing.com/affiliate, we’re picking up 65 new affiliates every 
single day.  

Joe Lavery:

Wow.  That’s not a bad position to be in.  And that Click Bank, you know something, that 
Click Bank marketplace, that’s exactly what it should be for.  Once you get the visibility 
in the top ten, it’s like a moneymaker.  People are gonna keep coming to you if you have 
all the tools, and you’ve got the conversion.  So very smart.  

Now here’s the question everyone’s asking.  You just talked about a lot of stuff.  Most 
people, that’s gonna overwhelm them.  How do I create all those tools?  How do I do 
that?  Now I’m not saying you have the answer, but is there a service that you know of 
where someone can go and pay someone just to create all that stuff for them?  And if 
there’s not, when are you gonna create it?

Mike Filsaime:

Like the page on the manuscript?

Joe Lavery:

And all the affiliate tools, like creating all the tools for the affiliate program.  Is there a 
service that you know of where you can pay someone, and they’ll go and create every – 
the e-mail ads, the ezine ads, the integration marketing, the text ads, the headlines, 
everything?

Mike Filsaime:

No I don’t.  I’m sure you can outsource that.  You can probably get a copyrighter 
involved.  I get my graphics done at Bannersmall.com.  So those are the people that did 
those kick butt banners that you see on the site right there.  But yeah, what I would 
recommend anybody do is take a look at what I do at 
www.thebutterflymarketingmanuscript.com/affiliate.  

You’ll get a good idea of how you should set up an affiliate member’s area.  There’s 
some incredible stuff there.  There’s multimedia.  There’s audio.  There’s stuff – I give 
people HTML to paste on their logout page on their member’s area.  So rather – I wrote 
an article called Dead Real Estate and Internet Marketing.  It’s Dead Real Estate if 
somebody logs out, and you just say you are now logged out.  
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Why not put a little thing there that says next step, turbo charge your marketing.  Click 
here, and send them to a product.  And in this case, the Butterfly Marketing manuscript 
sales page.  Why subscribe somebody to your newsletter and say thank you for 
subscribing.  Click your browser’s back button.  

Open up your e-mail utility and confirm the link.  Why not say we just sent you an e-mail 
to confirm your e-mail address.  Before you do that, step two, turbo charge your 
marketing.  So simply by putting advertising on this real estate page, you can start 
making money.  Then we give people copy, paste codes to put on their thank you pages 
of their product.  

Download the product, step two, turbo charge this product by clicking here on Butterfly 
Marketing manuscript.  So I would definitely recommend people study that page and see 
what I did there.  There’s even a link to a viral PDF.  I’ve taken the lead chapter.  I’ve 
made it into a viral PDF where every single place it mentions Butterfly Marketing or the 
Butterfly Marketing manuscript, you put your Pay.com ID and your Click Bank ID, and 
you can give away – I then tell people that they should give away that PDF in their auto 
responder as soon as somebody subscribes.  

On day two, give them a link to this great free chapter of the manuscript for free, but 
embedded with it is your ID for the manuscript.  So, that’s –

Joe Lavery:

And that’s very smart, because if you get people to actually do that and follow your 
advice, they’re never gonna change it.  It’s gonna stay there for years, and you’re gonna 
have –

Mike Filsaime:

Exactly.  And that’s why the text that I use in the turbo charged section, I said doing a 
one-time promotion can make you some good money tomorrow, but if you wanna make 
ten times that money over the next – every year for the next several years, take ten 
minutes out of your busy day to use these integrated marketing steps right now, and 
you’ll continue to make sales every day for the next few years.  

So that’s really where I wanna focus.  That’s a lot of the stuff about Butterfly Marketing. 
It gets into integration marketing.  It’s the small things that you get your affiliates to do 
that makes sales over and over.  And that word you said, self-perpetuating, because of 
that, it’s those extra few sales that are made every day that keep you number one at the 
marketplace.  

And because you’re number one, gets you more affiliates that will add that PDF to their 
auto responder, or put these forms on their logout pages and their newsletters, and it just 
becomes self-perpetuating.  And it’s gonna be very difficult to take the manuscript down. 



It’s gonna be up there hopefully for a minimum of six months.  And I would like to see it 
in the top ten for at least two years.

Joe Lavery:

Well I think it can do that.  We’re running out of time here, so I wanna speed this up. 
Bumps, upsells and cross sells.  We talked a lot about that.  Is there anything you’d like 
to make very briefly, the biggest secrets, the biggest takeaways that you could talk about?

Mike Filsaime:

Well we learned one today.  So we can call it bumps, upsells, cross sells and downsells, 
because one thing we learned today is the downsell that we went over earlier in this call. 
But it’s important to understand the difference between a bump, an upsell and a cross 
sell.  A bump is really a mini-upsell.  And a cross sell, the difference – I’ll give you an 
example.  

You can go to McDonalds, and the first thing that they try to do is they try to give you an 
upsell.  And the upsell goes like this: hi, I’d like to have a number three please with a diet 
Coke.  And here comes the upsell.  They say, would you like to Super Size that?  And 
you say, well I don’t even know if they’re doing that anymore.  But bear with me.  Yeah, 
I’ll Super Size that.  So now they’re giving you large fries and a large Coke, and they’re 
picking up 60 cents.  And now here comes the cross sell.  They say to you, would you 
like an apple pie with that?  

And you say yeah, okay.  I’ll have the apple pie.  And here comes the bump.  Would you 
like two for a dollar?  Yeah, how much is it?  It’s 89 cents for one, two for a dollar. 
Okay.  I’ll do that, because they know the apple pie cost them five cents.  So they’re 
picking up six cents on every sale with that little bump right there.  So that is your classic 
upsell, cross sell, bump right there.  And that’s the best way I can explain it.  So you 
wanna look at how you can do that into your marketing.  Let’s look at some companies 
that do that.  

Go Daddy, believe it or not, loses money on domain registrations.  And why do they lose 
money on domain registrations?  Because they know their metrics.  So when you go to 
Go Daddy, what they’re gonna do is immediately, they give you a bump.  You go to 
Name Cheap, you don’t get the bump.  Say Mike, what’s the bump?  I’m not sure if I saw 
the bump.  The bump is you go to register your domain, the very next page, it says two 
year registration.  

Now everybody knows that the minimum you can register a domain for is for one year, 
and most carts are gonna ask you to register for one year.  Go Daddy defaults it to two 
years, and forces you to drop it back down to one year.  So they’re doing a bump 
immediately when you buy it.  Now after you buy it, they try to – the next page tries to 
upsell you to hosting.  



If you buy the hosting or don’t buy the hosting, you hit continue.  Now they try to cross 
sell you into doing things like search engine indexing, or whatever you call that.  What do 
they call that?  Search engine registration.  You need to get registered in the directories. 
And now they start doing upsells for other products, and cross sells for other products.  

Like would you like to have this on page web editor?  Would you like this turbo thing? 
Or whatever, and now they try to upsell you.  And what they probably know, and I’m 
gonna make up a number.  I have no idea.  That for every person that registers a domain, 
they’re probably making $13 in profit on bumps and cross sells and things like that.  

And then what they also do is put you into a continuity program if they can get you with 
the hosting.  So Go Daddy is a great way to look at a sales process that uses upsells, cross 
sells and bumps.  And you can do it in your marketing.  As soon as you make a sale, 
don’t send them to the thank you page.  

Find a way to offer them an upsell, and if they buy it or they don’t buy it, as soon as they 
land on your thank you page to download your product, you should have a cross sell. 
And that’s what I did with the manuscript.  I give people code they could put on their 
thank you page that says hey – let’s say they bought a split testing software.  

Hey, if you bought – now that you bought the split testing software, you might wanna 
buy this report written by marketer XYZ on how to double your profits in 30 days with 
the power of split testing.  Click here.  So now that’s a cross sell.  You’ve already made 
your sale. 

But now on your thank you page, you’re finding a complimentary product that 
compliments your software.  Or maybe you’re the guy that’s wrote the software – you’re 
the guy that wrote the report on split testing.  

After they buy the report on split testing, you wanna cross sell them on your thank you 
page and in your auto responders on software from another vendor, or maybe you created 
it, or you can sell them on a software that compliments your ebook or something like that. 
So that’s the way you wanna start thinking in your marketing.  

Joe Lavery:
Absolutely.  And Go Daddy, they have not one, not two, not three, they have so many 
_____.

Mike Filsaime:

It doesn’t stop.  And you have these big buttons that say continue, and these tiny little 
links that say no thanks.  It’s very –

Joe Lavery:



It’s like casino marketing in Las Vegas.  You have these big entrance ramps, and they 
have an automatic walkway that brings you into the casino.  It’s only a one way.  You 
can’t get out that way.  Then once you’re in, there’s no clocks.  There’s no doors.  You 
have to basically search for the exit.  You have to go all the way through the casino to the 
back to find the exit.  

So once you’re there, you’re pretty much committed.  You have a product – I can’t 
remember exactly what it’s called, let’s all work together, that package is basically a 
thank you page, one-time offer kind of thing that you got other people to put on their web 
sites.  

Mike Filsaime:

Oh, yeah.  That was – that I did – the domain that handles that is 
www.letsallworkathome.com.  And basically what I did is I created a one-time offer for 
people to sign up, and they put their name and e-mail address and their Paypal ID, and 
what it does is it allows them to point to that URL after somebody subscribes to their 
newsletter.  

So instead of – like I said, instead of using that dead real estate that says go confirm your 
link, they get to point to this URL, and www.letsallworkathome.com, after somebody 
subscribes to their newsletter.  And it sells the Best Deal Ever, which is $47 and a one-
time offer of $29, and it splits the profits with me and the affiliate.  

Joe Lavery:

So now the reason I brought that up is because that is what we’re talking about here, how 
to quickly boost your product sales by tapping into other people’s marketing processes. 
You spoke about this a little bit, basically integration marketing.  Any time you can plug 
into someone else’s marketing process, either sign up for the newsletter, or a 
confirmation page after they order something, and you have a tremendous amount of 
leverage there.  

And once people put it in once, it’s gonna be a continual stream of traffic for you, and 
ideally if you know what you’re doing with that traffic, it’s gonna turn into sales, money, 
clients and more affiliates, which are gonna continue the process all over again.  

Mike Filsaime:

Yeah.  My intern Jason is creating a product, bookmark the page.  It’s releasing next 
week.  It’s called 404secrets.com.  And basically what Jason has done is he’s found a 
way for people to monotize their 404 error pages by putting a special offer.  And he’s 
created the special offer for all they have to do is paste a line of code into their 404 pages, 
and it sells this product with them as the affiliate.  

http://www.letsallworkathome.com/
http://www.letsallworkathome.com/


And talking about how people think of the same things at the same time, I do that at 
many of my sites.  Like if you were to go to www.letsallworkathome.com, and just type 
in xyz123, you’ll see a special offer.  But Reed Floren contacted me about a one-time 
offer for 404 pages, and I said hey dude, I gave that idea to my intern.  He created 404 
secrets.  But I said let me test out your 404 page.  

So if you guys go to www.carbon-copy-marketing.com, and that’s hyphenated, 
www.carbon-copy-marketing.com, and then just put in /1234567, you’ll see that on that 
page is an integration marketing.  It’s an error page, so if somebody’s trying to mess 
around and look for my thank you page, we provide a special offer for them, and Reed 
Florin and I split the profits.  

But what Reed’s done is created a way where he can integrate with all different marketers 
and say to them, if people are seeing your error page, why not make a special offer?  And 
by doing that, he can have hundreds of people selling his special through 404 error pages.

Joe Lavery:

Yeah.  And then you mail out an article to your list and say here’s a free article about 
this, and then you accidentally give them the wrong link.  

Mike Filsaime:

Yeah.  That’s how Jason came out with 404 secrets.  He sent out an article to his list 
about it, and I said hey, you know what you do, give them an example page, and I bet 
you’re gonna make sales from that page.  And he came up the next day, he says, I had my 
best day ever.  I sold 11 of those packages at $29.  

But what was funny was that a lot of people said to me how did you – how do you get an 
offer on your error page?  And I said to them, I said Jason, once people start asking you 
how do you do that, you know you have a product.  You need to create 404 secrets. 
Jason, he’s my intern.  So he’s not lighting the world on fire.  

But it’s gonna be his first product that he’s bringing to the market, and he’ll be able to 
leverage that list that he grows from this Butterfly Marketing site at www.404secrets.com 
to his next bigger project as he starts to grow as a marketer.

Joe Lavery:

Exactly.  And I’m sure you’re very proud of Keith Wellman with what he’s done with 
List FX and your strategies and everything.

Mike Filsaime:

Yeah, great stuff.

http://www.404secrets.com/
http://www.carbon-copy-marketing.com/
http://www.carbon-copy-marketing.com/
http://www.letsallworkathome.com/


Joe Lavery:

Yeah, he’s got some great stories here.  Alright, finishing up now, I don’t know if you’ve 
had time to really think about this.  I hope you’re not on the spot here.  But what are the 
three most important lessons Mike Filsaime, you, have learned about building wealth on 
the Internet in your three, four, five years that you’ve been online?

Mike Filsaime:

Ooh.  Yeah, that – that’s a very good question.  So I’ll try to think of that improve.  The 
three greatest things that I’ve learned about building wealth.  Number one – yeah, go 
ahead.

Joe Lavery:

I was just gonna say things that knowing what you know now, what would be different 
from how you started and how you do things to how you do things now?  What would 
you totally never do again?  How would you – something along those lines.  The way you 
look at the world now is probably completely different as far as marketing compared to 
when you put up your first site.  

Mike Filsaime:

One thing I would definitely say is the relationships that I built with people I wish I could 
have done that sooner.  So I cannot express the power of the offline events.  Make sure 
that you get off your butt and go create masterminds with like-minded people.  There’s an 
event all over the world every single day of the week it seems now.  So there’s no 
excuses anymore.  

They’re becoming more and more affordable, so make sure that you get to an offline 
event.  That’s one of the things I would definitely say.  Make sure you diversify.  I can’t 
really say this is that much of a secret or anything like that.  But don’t put all your eggs in 
one basket.  I’m diversifying.  I’m going away from just – I’ve been really big with 
Paypal, but I’m diversifying from only working with Paypal.  You need a merchant 
account.  You need different ways to take in money.  

You don’t – basically don’t put all your eggs into one basket.  The other thing that I 
would tell people to do, I wish I would have learned it six months sooner, is don’t 
concentrate on selling.  Concentrate on building a list.  If you’re driving traffic to your 
sales page, try to drive traffic to a page where the only call to action is the name and e-
mail address in exchange for a free product you’re gonna give them.  

And now you have years and years to build a relationship and continue to sell to that 
customer over and over again.  That’s one of the most important things.  I’ll give you two 
more: number three is to stay focused.  Don’t be an opportunity seeker.  Don’t go chasing 
everything from Adsense to Adwords to eBay to list building to joint ventures to 



Butterfly Marketing to traffic secrets and keyword elite and everything like that, and 
Adsense and blog and word press and all this junk.  

Every one of those things are good by themselves.  Putting them all together is just 
nonsense.  I am not the best person in the world at Adwords.  I’m not the best person in 
the world at Adsense.  I’m not the best person in the world when it comes to eBay.  

I do one thing, and I do it well.  And I do everything else good.  

Or I should say I do one thing, and I do one thing great, and I do everything else good. 
And that’s what you need to do.  Anybody listening needs to focus.  You need to stay on 
one project at a time.  If you’re working on a 30-day project, guess what?  You can get it 
done in 30 days.  If you’re working on three 30-day projects at the same time, guess 
what?  The best you can do is monetize those three projects in 90 days.  

So it’s gonna be 90 days before you get to your money.  And what’s gonna happen is 
you’re working on those three projects, you’re gonna get your next brain – super great 
idea, and it’s gonna be project number four, and you’re gonna start that.  And you’re 
gonna have now 120 days of projects.  

And you’re gonna get 90 days into your 120 days of projects, and you’re gonna get on to 
project number five.  And after one year, you’re gonna realize you have five projects and 
you haven’t made any money.  So find the best project you have right now, eliminate the 
other three, get your 30-day project done, bring it to market, make money, and then start 
on project number two.  

And then with that in mind, the final thing I’m gonna say is people say that you need to 
take action.  I disagree – well, I agree, but I wanna say that taking action is one thing. 
But you need to take massive action.  You need to kick butt, shut off the messenger, stop 
the phone from ringing, put it down on the game plan, announce it to your members, your 
JV partners that I’m launching the site on September 29th, make it public.  

Take massive action.  Get it done.  Write down what needs to be done and get it done, 
whatever that project is that you have a burning desire to do, just get it done.  And when 
you get it done, once you know how to do it, it’s like I told Eric Rockefeller, I said write 
this down.  I said put it in quotes, it’s not that complicated.  

And he looked at me and he says, it’s not that complicated to you, Mike.  But it’s 
complicated to me.  And I said, write it down, Eric.  It’s not that complicated.  Once you 
get it done, you’re gonna realize what you thought was hard is not that complicated.  And 
when you’ve done it once, you can go out and do it over and over again.  

But you need to believe in your heart and in your mind that it’s not that complicated, 
because there’s so many people out there that are doing it that you cannot admit to 
yourself that they’re better than you.  You have to understand that it’s not that 
complicated.  



It’s very simple.  Write it down.  Give yourself a date when you’re gonna get it done. 
Take massive action and get it done, because it’s not that complicated.  And that’s about 
it.  

Joe Lavery:

That’s great advice.  Okay, great.  Mike, I appreciate it so much taking the time to do 
this.  Two hours, I don’t wanna know what I have to pay you for that.  

Mike Filsaime:

Well I just wanna say one thing, Joe.  I’ve done a lot of calls.  I don’t know how many 
calls I’ve done, but I’ve had to say it’s about 150 calls.  And this goes down probably in 
the top two to three calls as far as information and there was nothing to sell here on the 
call, and the people that have been on with us for two hours and ten minutes, I can 
honestly say I think I have dumped out my brain and given some of the best information 
concentrated into two hours that I’ve probably ever given out anywhere, whether that be 
another call or another tele-seminar.  So I’m really happy that we got this done today.

Joe Lavery:

Okay, me too.  And I guess that means you wanna work together again.

Mike Filsaime:

Oh, absolutely.  Have me on again, please.

Joe Lavery:

I will, definitely.  Alright, Mike, I appreciate it.  I’ll let you go.  Thank you once again. 
This has been amazing, and everybody will be getting the download info out to you 
probably tomorrow or the next day at the latest.  Thanks again, Mike, and I’ll talk to you 
soon.

Mike Filsaime:

Thank you.  And guys, if you enjoyed the call, let me know about it.  You can go to 
replytomike.com.  There’s no opt in box there.  But there’s a guest book.  If you enjoyed 
the call that me and Joe did tonight, please go to replytomike.com, leave a reply in the 
guest book.  Let us know how much you enjoyed it.  We really appreciate it.  Thanks a lot 
for having me, Joe.  

Joe Lavery:

No problem, Mike.  Thanks again.  Good night.



Mike Filsaime:

Bye everybody.  

If you want to get the FULL course with over 12 Hours of Action Packed Marketing 
Brain-Dump Sessions (just as good as this interview)  –  then sprint on over to:

http://www.backendsecrets.com

http://www.backendsecrets.com/

