
 

 

And if you're loving the podcast and you've got a moment to spare, we'd *really* 

appreciate a short review and 5-star rating on iTunes (if you think we deserve it). 

 

Subscribe via iTunes 
 
Subscribe via RSS 

 

 

CEI 028: Fireside Chat Tim Ferris; the 4-Hour Chef  
 

Speaker 1 Hello, and welcome to another Fireside Chat with Danny Iny. 
 
Today, we're taking a break from our regularly scheduled programming to 
bring you an awesome interview that Danny recently did with bestselling 
author, Tim Ferris. Danny and Tim talked about Tim's new book, The 4-
Hour Chef, as well as messaging, marketing, book launches and 
maximizing the effectiveness of your audience. So sit tight, this is going to 
be interesting. 
 

Speaker 2 Tim, thank you so much for taking the time to be on the call with us today. 
 

Speaker 1 I'm thrilled to be here. Thanks for having me. 

Speaker 2 Absolutely. My pleasure. So I know that your time is very limited. You're 
in the middle of the book launch excitement. There's a ton going on. Let's 
dive right in. Maybe you can start by just telling us really quickly, because 
everyone knows, I'm sure, who you are and we've already shared a little 
bit about your background. But what is this new book about? What is your 
pitch for it? 
 

Speaker 1 The pitch, I would say, just because of the subject matter of our 
conversation. The pitch depends a lot on the market, the audience that I'm 
pitching to. But the general pitch is that this is a cookbook for learning 
disguise as a cookbook for food. So my readers have been asking me for 
four or five years for a book on accelerated learning because of all my 
adventures in learning languages and tango and kickboxing and 
horseback, archery and all these craziness. 

And what this book teaches is the recipe for learning all of those things, 
but the story is told through food. So people also become very good at 
cooking at the same time. 
 

Speaker 2 Also, who is the intended reader for this? I mean in addition to the 
enormous fan base you've accumulated over the last two years? Who is 
this book for? 
 

Speaker 1 This book is for, of course, not only my audience, but people who cook 
books, so the cook book market. And I only became interested in cooking 

http://firepole.bz/itunes
http://firepole.bz/itunes
http://marketing.libsyn.com/rss
http://www.firepolemarketing.com/how-to-start-a-podcast/
http://www.firepolemarketing.com/how-to-start-a-podcast/


 

 

And if you're loving the podcast and you've got a moment to spare, we'd *really* 

appreciate a short review and 5-star rating on iTunes (if you think we deserve it). 

 

Subscribe via iTunes 
 
Subscribe via RSS 

as a lifelong non-cook and even anti-cook. I mean I felt like I worked hard 
to get money, so I didn't have to cook my own food. I go out to eat and 
begin to look at how my girlfriend learned to cook, which is by watching 
her grandmother and then started looking at the cookbook market. 
 
And there are very few cookbooks that teach the techniques and skills in a 
logical progression where you then end up cooking without recipes 
whenever you want. Most of them are just encyclopedic collections of like 
chicken in one chapter collection and deserts in another chapter. And I 
wanted to shake that up. So this is also intended for people who want a 
very, very different funny cookbook. 
 

Speaker 2 Okay. So I want to explore a little bit with your title because it's called The 
4-Hour Chef. The book's title is interesting. But in a lot of ways, it doesn't 
give you a really obvious picture of what the book is about, and I notice 
something that you're very aware of this clearly because both on the back 
cover on your trailer video kind of the first piece of messaging is this is not 
just a cookbook. So explain to me the choice of the title, 4-hour obviously 
is a playoff of your other successful titles. But why chef? Why not the 4-
Hour Master of Everything, or something? 
 

Speaker 1 Right. So this was a tough one. This was the hardest book to title primarily 
because it's trying to do quite a few things at once. And in the end, it does 
it well. And I'm actually proudest of this book of the three, I would say. 
But the 4-Hour Expert, 4-Hour Learner and 4-Hour fill in the learning 
related word, I think, is very intimidating for at least much of the US 
market. And I learn that when I was involved with producing sports 
supplements that were prior to that for cognitive enhancement. And 
Americans just do not really care about cognitive enhancement generally 
speaking. 
 
So I felt like it was very important to present it in a context that could 
appeal to people who like cookbooks if they had no interest in the learning 
aspect, but also appeal to my audience, which is out, say, predominantly 
25 to 35-year old text savvy males. Although certainly not exclusively and 
their interest would not be predominantly in the cooking. Although I 
think by the time they finish the book, it might be. 
 

Speaker 2 Cool. That's a really interesting insight. I guess you have the experience 
from your past businesses to know this. And it just goes to show how 
important it is to know who you're trying to sell to before you go of that 
packaging, naming and producing what you're going to offer. 
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Speaker 1 Yeah. Let me add one more thing to that, and that is that in the case of a 
book or in case of new product, you're not just messaging to your end 
user, you're also messaging to, for instance, potentially retailers. Although 
I'm being boycotted by Barnes & Noble since [indiscernible] less 
applicable. If you're messaging to the head buyers, you're messaging to 
PR, for instance. 
 
So the 4-Hour Chef is a title screams visual demonstration. And for that 
purpose, it is better than 4-Hour expert when we look at, let's say, the 
Good Morning Americas of the world, and so forth and so on. 
 

Speaker 2 That's fantastic. Thank you for sharing that. I want to get into the specifics 
of book launches. You have a history of very successful book launches. 
Now, obviously, a lot of authors, they fail at launching their book because 
they don’t even realize that really need to launch the book. The book goes 
up on Amazon. They're good to go. Let’s put those aside. Hopefully, the 
people listening to this podcast better than that.  
 
There are also a lot of authors who know they need to promote it and they 
do what they can but they still don't have much success. So what is it that 
you kind of get about launching a book that they don't? 
 

Speaker 1 Well, I think there are a few ways that I look at book launches differently 
and launches in general differently because I'm involved with a lot of 
launches outside of books, which perhaps many people do not know. I 
mean I'm an investor or advisor to companies like Uber, Evernote, 
Shopify, you fill in the blank, between 25 and 30 companies. And I work 
with them on their launches as well. 
 
The first rule from my standpoint, and this starts with product design, but 
also for product marketing and book launches is reading Kevin Kelly's 
piece called 1,000 True Fans. Kevin Kelly was the founding editor of 
WIRED Magazine. And the point he makes, although it's really worth 
reading is that if you have 1,000 diehard take-a-bullet-for-you fans, you 
almost never have to do marketing certainly paid acquisition ever again. 
 
And to that extent, when I write my book like the 4-Hour Workweek, or 
more so the 4-Hour Body and the 4-Hour Chef, both of which are kind of 
choose-your-own-adventure book, right? They're big books but you can 
choose to read 100 pages. 
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Speaker 2 Although for the record, I read the 4-Hour Body cover to cover. 

Speaker 1 Nice. Well, thank you. So it's intended to be very modular and you can 
jump around. And each of those small chapters is like a self-contained 
magazine article. So when I'm putting together the book and also thinking 
about PR, and those go hand in hand, or marketing, I want each of those 
self-contained chapters, magazine articles to be good enough to acquire 
1,000 True Fans in a different vertical, if that makes sense. 
 
So, for instance, we have the ultra-endurance chapter in the 4-Hour Body 
and then we have a swimming chapter. So those are two different 
markets, two different editors and two different magazines, and so forth. 
 
In the 4-Hour Chef, we have everything from have a shoot of three-
pointer in basketball, so you might think, let's say, sports illustrated, 
sports fans, basketball player fantasy league people. And then you have 
things like the New York City Food Marathon where people eat. Well, I 
did. That when people can replicate it either 26 dishes, iconic amazing 
dishes, 26.2 amazing iconic dishes in 26 locations in 24 hours. So the 
concept in Food Marathon is appealing to other media, other markets and 
hyper-specific. 
 
One thing I did differently with the 4-Hour Chef, because the world of 
food is so wide. I went to Okinawa to look at the longest living village on 
the planet. I went to Calcutta, India to look at Bengali spices, and that 
type of cooking. But I also focus very heavily on arguably the two biggest 
foodie cities in the US, which is New York City and San Francisco. So a lot 
of the examples I gave are from those cities which will lead me to do very 
hyper local San Francisco based and New York City based promotion. 
 
Just to come full circle, I'm not asking myself how do I sell as many copies 
as possible? That's certainly an objective. The goal is how do I make a 
section of this or a feature of this appeal to a thousand diehard fans who 
will probably be most likely in my 45 to 35 tech savvy male demographic 
in different verticals, whether that’s sports, food, marketing, PR, adage, 
whatever it might be. And when you add all those up, you really a tsunami 
that is very hugely impactful in the concentrated period of time because 
that would be the second thing that I would say, and that is that you 
shouldn't necessarily distribute, in my opinion, your low punch make a 
drift campaign over a long period of time. 
 
Because there are so much noise out there when I launch my books, I'd 
like to have everything concentrated, and literally it's three or four period 
of time like almost everything hits in that period of time so that I appear 
ubiquitous to the market that I want to convert to buyers in this case. 
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Speaker 2 Yeah, that's a critical non-factor. 
 

Speaker 1 Yeah, absolutely. 

Speaker 2 So I want to kind of reiterate something that you just said, which it's 
implicit in everything you said. But I think it's really important to pull it 
out and make it clear to the people listening to this and also give you a 
chance to either say, ‘Yes, I got it,’ or ‘No, Danny, you totally missed the 
point.’ 
 
But what I'm hearing is that a lot of what you're going to do to make your 
launch really work is not something you do when you finish writing the 
book and then you go and you're like, ‘Okay, how am I going to sell this?’ 
It's something that is baked into the book and it's something you think 
about and plan as you go about creating the book or the product, or 
whatever it is, from day one and from before day one before you ever 
touch figuratively speaking pen to paper. 
 

Speaker 1 Oh, actually yeah. Absolutely. I mean the marketing, per se, in mind, I 
have to for the purposes of planning. Separate in my mind marketing, 
sales, business development and so on. So sales is to me how do I 
maximize a product to get an end user to buy it? That is sales. 
 
Business dev would be, how do I form partnerships, let's say, for 
companies or different startups said that they benefit and I benefit from 
co-promotion as it relates to launches. Marketing to me is the first piece, 
and that is knowing exactly who your thousands of fans are for whatever 
you're putting together at that point in time and then maybe different 
components and different markets, but really understanding exactly who 
you are selling to so that you can create the product around that vision 
and then you're done, I mean in a way. 
 
So the marketing for me is 80 percent focused on creating the book and 
20 percent not focus on then getting it to those rights in the market and 
the influence in those markets. But if you've done crafting properly it's 
very easy to do that. 
 
Now, to people who already have a product, like well, I can't go backwards 
in time and so on, that's fine too. But you can certainly improve upon it or 
even think about breaking it out into specific niche market verticals as 
opposed to simply having one product that you try to message to 
everyone. And with the 4-Hour Chef, at one point, we actually tweet 
around with potentially having, ‘Are you a man? Are you a woman’ type of 
path on the website so people would land on 4-HourChef.com and then 
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click. 
 
You will basically go through a short visual survey so that I would know 
exactly what their interest are and then the website they would see would 
appeal directly to them based on their choices. 
 

Speaker 2 So why I didn't do that 

Speaker 1 It's time consuming. Ultimately, just like you have to do it, I'll make this 
all book-specific, but just as you have to or I choose to do a very intense 
80-20 analysis in my content to make sure that my readers are getting the 
most usable 20 pence of the world of this topic so that they can get 80 
percent of the results, whether that's learning Spanish in eight weeks or 
cooking an incredible meal in five minutes for a group of six people, you 
have to do the same for marketing. You can't do everything, which means 
you have to identify your highest leverage activities and highest—the 
Archimedes leverage within a thousand potential things that you could do. 
 
And a big part of that, comes to–and we can jump around certainly, but 
having a very clear target. So my very clear target is on 100,000 books 
sold by the end of week one. Why? Because I expect about 30 percent to 
get discounted, not reported some book scan. That gives me probably 
between 60 and 70,000 on book scan which gives me a very high 
probability and number one rank on the Wall Street Journal bestseller list 
which is directly correlated with book scan. But in New York Time, which 
was on a more diversified reporting from a retail outlet, you are difficult 
for there because of the boycotts from Barnes & Noble because Barnes & 
Noble hates Amazon and I am the first major book in Amazon publishing. 
 

Speaker 2 Explain that to me a little more, why is Barnes & Noble boycotting you? 

Speaker 1 Because they want to scare authors away from signing with Amazon. And 
if authors be able to get in in New York Times, if they sign with the 
Amazon, then Barnes & Noble is doing some, I don't know, ego-gratifying 
way will have won that battle. 
 
Now, I don't think it's about the battle, but it's about the war. And I like 
Barnes & Noble. I mean it has the store. I love browsing in bookstores and 
everything else. I don't think that – I don't hear it with Amazon. I think 
the battle is to have loyal customer. 
 
And if someone is going to browse and then go to Amazon and buy but 
they never had that customer in the first place. That person is not the 
diehard fan. That never will be. But if they have a loyal customer come in 
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and ask for a book and they can't buy it, they just force them to go to their 
art [indiscernible]. When you lose potential diehard loyal fan, and they 
send them straight to Amazon. 
 
So I don't think it's strategically a very good move long term. But who 
knows? I can't predict if they have greater plans that I don't know about. 
 

Speaker 2 But the odds are, they maybe don't. Okay. So Tim, we've kind of 
established that and I think you're absolutely right, 80 percent of the work 
really is—and it's not 80 percent of the work, certainly, 80 percent of the 
results are going to be dictated by the time that you spent making sure 
that what you're creating is actually the best fit for the right people who 
are going to consumer-content spread the word, et cetera. And I want to 
make it clear to everyone who's listening to this, don't skip over that part 
because everything else will be a waste of time. 
 
But having said that, let's now look at that other 20 percent, the tactical, 
‘Okay, my book is pretty much done and I have to do something to get the 
word out about it.’ Can you kind of take us through at a high level? What 
are the key components of a book launch from a tactical actual launch 
window standpoint? And what does the component to make the success? 
 

Speaker 1 There are few things. The first is starting early. So whether it's my book 
launches rest heavily on digital promotion. And that focuses 
predominantly on single author blogs that have, say, 152 several million 
unique visitors per month. 
 
And I depend on not only their help and support when there is a good fit, 
and that should be in bold and underlined four times when there's a good 
fit, which is my job to ensure that I will very frequently give this people a 
heads up or sample of content or ask for the feedback six months in 
advance without a question, not always but very often. 
 
And where people make in the stake with books at least is they wait until 
the very last minute to count back, for instance media or potential 
partners. And that should be done very far in advance. And I think a kick 
start is you get illustration at how you can enlist a thousand true fans to 
help direct the development of product, the manufacturing of a product 
and then later the sales product. And you can take a lot of money very 
quickly when you psychologically get people to invest in your launch. 
 
Now, there are a couple of tools I would recommend. One is the resources, 
the 22 Immutable Laws of Marketing by Trout and Ries. It's a great book. 
It's very short. You get the old edition. So there's an internet addition, 
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which I do not like. The older edition that talks about airlines and 
imported beers, and all sorts of things. It's the one that you should read. 
 
But I subscribed to the general approach of being different as opposed to 
better, or striving to be different and not just better. I think that'd be a 
better way to put it. And the easiest way to dominate the category or 
market and mindshare is to create a category, create a new category as 
opposed to trying to dominate the category. 
 
So I'm not trying to out cookbook, other cookbooks, I'm saying very 
directly. This is a cookbook for people who don't buy cookbooks, and I've 
never seen that positioning done or at least pulled off well. I've never that 
period. But maybe it exists somewhere. 
 
And for that reason, I think that I can very clearly standout in a crowded 
marketplace, in a crowded category. We shall see. We shall see. Time will 
tell. But the indications are very, very positive. Now, from tactical 
standpoint, I will put it together the equivalent of an editorial calendar 
and speck out how I'm going to provide unique content to each of these 
outlets. Let's just say we have 20 potential blogs and you want to go after 
them, then I would like for us to realize my own book and look for unique 
content that can go to each of these outlets to get them resilient because 
they can drive pages and unique based on the content being unique. And 
secondly, drives tremendous value to the end-user because it's a good 
content and custom fit to that outlet. 
 
And then lastly, it's the ideal way to solve a book because its drug dealer 
approach, like here's a free sample if you want more. It's fine. And so that 
brings a single click to purchase. And I found that blogs are far when 
orchestrated well are far more impactful on sales than let's say television, 
unless you get an explicative segment like I've had before on Dr. Ross. 
 
If you get a half hour on Dr. Ross, yes, you are going to sell an incredible 
number of books if he gives a direct endorsement. But for the most part, if 
you're limited both three minutes on a morning show, you're only going to 
be able to get in 30 seconds of talking edge wise. And then people have to 
remember to go to their computer and type it in or to write it down and 
carry it with them, and then later go to a computer or go to a bookstore 
and buy the book, and it's just expecting too much of the end user. 
 

Speaker 2 I like that all things being equal. You're always going to get better results 
with the medium that there's less friction in terms of jumping somewhere. 
They hear you to jump to where they buy you. 

Speaker 1 Yeah, absolutely. And just ask yourself, is the audience for this given 
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outlet, whether it's advertising or PR, buy books, right? You have to be as 
pragmatic about that as you can. And there are certain audiences that 
really buy both and there are audiences like MPR, for instance, that 
definitely absolutely buy books. 
 
It's a good idea to try to focus on people who have already established a 
habit of buying books because you don't want to be a behavioral 
psychologist to try to get people to adapt to 100 new behaviors at the same 
time and justify your book.  
 
The other thing I'd say is for people who don't have contacts with bloggers 
or journalist, or whatever. The least crowded channel for getting to know 
those people is in person. So rather than sending out press releases to a 
thousand people, which will never work with the big folks, by the way. 
 

Speaker 2 And the small folks aren't going to get the press releases. 
 

Speaker 1 Yeah, and the small folks won't get it. So they'll fail. Rather than trying to 
get people fill in in the cold pitch, or whatever the hell the approach might 
be, send the money to go to a conference like South by Southwest 
Interactive or BlogWorld Expo or one of it, and take the time in a very 
human way, not a sales way to meet people who are in that world. It is the 
fastest way to get to know them. And that could mean buying drinks just 
like hanging out. The first event I ever went was – the first effective event 
I went to was CES, the Consumer Electronic Show. But here's the funny 
part, I never went to the conference. There was a blogger lounge called 
Blog House they were sponsored by, I believe, it was [I She guy t the tiem,’ 
And I just hung out in the lounge for two days straight. 
 
And got to know people, ‘Hey, how's it going,’ and ask them questions 
about what they're up to. And eventually, they would ask, ‘Oh, also, what 
do you do?’ I wouldn’t pitch them at all. I'm trying to be interested instead 
of interesting first. And they said, ‘What do you know?’ I said, ‘Actually, 
this is my first tech conference. Can you believe that? I'm working on my 
first book. I'm trying to figure out what to do with the launch when it 
comes around that because it's my first book. I now have a lot of poetry 
support from marketing, or whatever and I'm just flying blind.’ That 
would be a good gauge of their interest and that they're like, ‘Oh, well, 
what's the book about?’ You let them probe and you elicited those 
questions but you never push it. In my cases, this is how I've leveraged it. 
 
And then eventually, if they seem really interested in the subject matter or 
seem to be at least potent to some of the topics, they're like, ‘Huh?’ That's 
really interesting. And then I would say at some point later before we split 
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to do our respective activities, or whatever, I would say, ‘I wouldn't expect 
you to like the whole book or even read the whole book. But there are two 
chapters, that 20 pages I think you'd really like actually.’ I have a bunch of 
books. I don't know who to send them to. If any interest, I would just flag 
this two chapters and send it to you, but I wouldn't expect you to write 
about it or do anything. I'm just happy to send you a copy if you think 
you'd be interested. 
 
And if they said, ‘Yes, great,’ I'd send them a copy. If they didn't, I would 
push it. It was a very, very soft sell that ensured the people who got the 
book with the most qualified, i.e., the most interested and the most likely 
to write about it, especially not despite but especially when I made it at a 
very low pressure proposition most likely if they want a low pressure, 
good fit scenario. And I think that's worth learning, like if it's not a fit, 
other than the product, the PR placement, product placement, paid 
acquisition, if it's not a good fit, sell them harder will not get you better 
appeal. 
 

Speaker 2 And there's also kind of what implicit pulling of the commitment and 
consistency trigger there where, you know, same information to the same 
prospect, same person who would be just as interested if you're pushing it 
on them versus they've asked you for it, they're going to be that much 
more engaged and involved and responsive if it's after they've asked for it. 
 

Speaker 1 Oh, absolutely. And there's other way to look at it. And again, just to make 
a really clear point, the people who helped with 4-Hour Workweek in 
2007, the vast majority of them are still friends until this day. And it's not 
because I want them to help me with my cookbooks. It's because I was 
very deliberate in choosing people who had common interest to mind who 
were fun to hang out with, which meant chances are they're also having 
fun to hang-out with me. 
 
And I build those relationships as opposed to looking for transactions and 
obviously help tremendously when I have a new book to them. Do I expect 
them all? No. Do many of them end up having because they're interested 
in what I'm actually putting out? Yeah, they do. 
 
And I think that it's very worth immolating people you might not assume 
are, or you as marketers, like Ben Franklin. I would encourage every 
person who wants to get better marketing to read The Biography of Ben 
Franklin by Walter Isaacson. He was a master marketer and he was a 
publisher and printer, first and foremost. So his use of the media was 
hysterical really, really effective. But one of the points that he made when 
became a politician is he said it's actually easier to get someone help if you 
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ask them to help you before, which seems very counterintuitive. 
 
But he went up to a senator that he wanted to help at a later point. He 
said, ‘I've heard about your amazing library. I feel really awkward asking 
this. So there's this specific book I've always wanted to read. Is there any 
chance that I could borrow it?’ And as soon as I let him borrow this book 
and then send it back with a thank you letter, and so forth, I'm more 
inclined to help him on everything else. And it wasn't by doing favors for 
the senator, it was by asking the senator for a favor. And I think is 
counterintuitive as it's worth making a study of human nature. But 
ultimately the way that you get the eBook hit in your times list and to stay 
there for or five years not by looking for transaction – those are not trying 
to invite many people. 
 

Speaker 2 Hey, that's a fantastic example. I really appreciate you sharing that. 

Speaker 1 I love Ben Franklin. 
 

Speaker 2 And for anyone who wants to learn more, first of all, obviously, we'll have 
links to all the books and stuff mentioned and definitely check them out. 
This particular example, I'm pretty sure cited in Cialini's book influence, 
and it triggers both. At first commitment and consistency. Then it kind of 
place into our reciprocity chain. So Influence is also really good book to 
look at if you want to learn more about this stuff. 
 

Speaker 1 That's a great one. And I made a study of all the big advertising mavens in 
advertising. I’ve studied, all the direct response guys. This is starting 10, 
15 years ago, so Cables, Clad Hopkins, David [Eyecroft] [indiscernible] 
And even if you don't have a book, good marketing, good sales is 
predicated on good thinking. And the way to develop and show good 
thinking is through good writing. You have to be a good writer. If you’ve 
can never read books, you have to be good at communicating using the 
written word. And there are few books that I found very helpful for that. 
Simple and Direct was one. Another was On Writing Well by Zinsser. 
 
And I could not think of an activity that the pays more dividends than 
[indiscernible] your thought into writing and having someone who's a 
better writer. Edit that down, it will tighten up all of you thinking and 
making more effective in everything that you do. 
 
I was very fortunate to have been taught the graph of non-fiction writing. 
But I got in John McPhee as a staff writer for the New Yorker and who 
appealed to Prize is incredible. I mean he'll always be a better writer than 
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I. 
 
But after two or three weeks of him editing my writing, my grades and all 
my other classes went up, and that's because my thinking was getting 
better. So very worthwhile, even if you hate writing and never had to a 
writer, you tighten your thinking by having someone edit writing exercises 
of yours. 
 

Speaker 2 Also, I couldn't agree more. Tim, we're running up against the time we've 
got. What I'm going to do is I'm going to combine the last two questions I 
want to ask you together because it kind of go well together anyway 
 

Speaker 1 Yes. 
 

Speaker 2 The way I try to wrap up interviews that I do with anyone on Firepole 
Marketing, as I say, if someone is listening to this, the interview has been 
transformative, change their life, change their world. They're like, ‘I have 
to apply this right away.’ I'm going to clear three hours this afternoon to 
put this into practice. 
 
What shall I do with those three hours? Now, in your case, because of the 
title of the book, because of your background, let's say they gave you four 
hours. You've earned that extra hour. What should they do with that time? 
 

Speaker 1 What they should do with that time, I'm going to make sure I make this 
specific to you. Is this about book? 
 

Speaker 2 Sure. 
 

Speaker 1 Or just the marketing in general. I would say, if this is resonated with you, 
then for four hours, what you should do is take the first 20 minutes, 20 to 
30 minutes read. I think it's 12 lessons learning marketing the 4-Hour 
Body to blog post on my blog, four-hour blog, F-O-U-R- H-O-U-R-B-L-O-
G.com and then search Lessons Learned Marketing, and it'll pop right up. 
Read that to lay out exactly the sequence, the timing, the biggest waste of 
time, the best uses of time for that launch, which was more successful 
than 4-Hour Workweek. A lot of people don't realize the 4-Hour Body out 
of the gate was selling five times as many copies and is still neck-and-neck 
with the 4-Hour Workweek. 
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The second thing I would do, so in your first hour, again, would be to read 
1,000 True Fans by Kevin Kelly as well as short reads. So 1,000 True Fans 
by Kevin Kelly. And then I believe it is The Truth of Social Media by Tim 
O'Reilly, O'Reilly with an apostrophe. There's a lot of BS in social media 
and I think O'Reilly is a very famous technologist and extremely good at 
predicting things in the world of tech. But I'll take a look at that. 
 
And that gets us to, say, the end of the first hour. The next three hours I 
would dedicate to doing an 80-20 analysis of your customer base and 80-
20 analysis of your services and products. Looking at two things, what are 
the 20 percent of customers that fit my dream profile of 1,000 True Fans 
identifying them and then what are these products and services, the 20 
percent that would give me 80 percent of the revenue if they will match 
with the 1,0000 True Fans? 
 
Conversely, what are the 20 percent of my customer base that produce 80 
percent plus of the headache consumed 80 percent of my time and do not 
fit in that 1,000 True Fans profile that I expect of? And then similarly, 
with products and services, which are just creating 80 percent of the 
headache and really injecting a lot of psychic drag into your life and 
anxiety and do that spend the rest of the time doing that? And then in the 
last half hour, I would say, if it's not in the calendar, it's not real. So speck 
out the next physical actions before starting to focus on those 1,000 True 
Fans, people who fit that profile, putting the rest of us on the pilot of firing 
them. 
 
And finding your products and service focus so that you can cater to the 
people who are most likely to eliminate the need to do any marketing or 
paid acquisition, paid advertising in the future. That's what I would do. 
Not only will you end up with a more profitable agile elegant business, but 
you will be a hell of a lot happier for it. That's what I would say. That's 
how I should spend my four hours. 
 

Speaker 2 Awesome, Tim. Thank you very much for that. Before we complete to 
wrap this up, where can people – I mean obviously, wherever books are 
sold other than Barnes & Noble, you can go and get the 4-Hour Chef. But 
where can people find you? What should they do when they do find you? 

Speaker 1 Yeah, they should check out Four-HourChef.com, all spelled out, 
FourHourChef.com. And that is where you're going to get the book as well 
as the fastest delivery. But this is the book on how to acquire any skill 
quickly. So I'll explain how to use the next four hours, how I look at 
gathering research, how I identify things like 1,000 True Fans. All of that 
is in the 4-hour Chef, whether you want to become a world-class guitar 
player, you're three-point shooter, language learner, chef or marketer, 
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everything in the book applies. 
 
So what I would say is, certainly in Amazon, the 4-HourChef.com also lots 
of different samples and trailers and whatnot. But for people who would 
like to join an exclusive two-hour live Q&A with me, I have an offer which 
is, if you buy three print copies of the book, it's a beautiful holiday book. I 
mean 1,500 plus photos [Kevin and Hobs]. It's got everything. It's a fun 
book. 
 
If you buy three print copies of the book and send an Amazon receipt to 3 
Books at Four-HourChef.com, so 3 Books, the number three, books@four-
hourchef.com, all spelled out, then I will invite you to an exclusive two-
hour live Q&A with me. I'm going to have a glass of wine. You can ask me 
anything you want after launch week. 
 
So that is for people who might be interested and digging a little deeper 
asking about marketing, certainly after the launch, I will have lots and lots 
of talk. 3 Books and then send the receipt to 3 
Books@FourHourChef.com. And I would then enjoy seeing them on the 
internet. 
 

Speaker 2 Awesome, Tim. Thank you so, so much for taking the time to do this. 
 

Speaker 1 Oh, my pleasure. I enjoyed talking about this stuff. And there are so many 
mistakes made in marketing. So much wasted effort, so much unnecessary 
focus on like the latest through social media diseur, or whatever it 
happens to be. And the good news is these principles are really timeless in 
a way. And if you master a handful of principles, then you can figure out 
all the techniques on your own. 
 
So my pleasure to be here. Thank you. 
 

Speaker 2 That's all we have for you today folks. I hope you've enjoyed this interview 
and gotten a lot of value out of it. All of the resources mentioned are below 
and don't forget to subscribe to the Fireside Chats with Danny Iny over on 
iTunes. Have a great day. Bye bye. 
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