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Hello, and welcome – I’m Naomi from IttyBiz and you are listening 
to the BIG LAUNCH launch multipliers. This track is called Getting 
Great Testimonials and is all about how to go about acquiring the 
kind of testimonials that will tip your “almost buyers” over into 
becoming “actual buyers.” 
 
This is really important to consider when you’re thinking about 
testimonials. A lot of people think there’s something magic about 
testimonials, and that if you just have enough of them or if they are 
juicy and exciting enough, that the hordes will descend upon your 
little sales page and the riches of Babylon await you. 
 
Well … no. Testimonials do not “generate” sales. No one goes to a 
sales page, or sees a commercial, or hears one on a radio ad and says 
to themselves “Wow! I never considered buying this thing before, but 
now that Bob said that Spotlight Toothpaste made his teeth eighteen 
shades whiter, I can’t wait to make six easy payments of only $19.99!” 
 
That’s not how it works. A testimonial does not take the unconverted 
and give them their come-to-Jesus moment. It doesn’t do anything in 
and of itself. 
 
However! What a testimonial does do is take someone who is already 
predisposed to buy – or predisposed to seriously consider buying – 
and tip them over the edge. A good testimonial is like a little nudge 
that finally tips the scale and makes someone go from “I kind of want 
it but … I don’t know …” all the way over to “Ok, I’ll buy.” 
 
Testimonials are persuasion, pure and simple. Not the slimy sort of 
persuasion that gets someone to do something against their will or 
their values, it’s the kind of persuasion that works on a person who is 
thinking “I’m almost there. Now sell me.” 
 
So the average person on the street doesn’t care that Bob’s teeth are 
eighteen shades whiter. But the average person on the street who has 
been thinking about whitening toothpaste for a while, who has 
picked up a tube of it in the grocery store and put it down thinking 
“I’m not sure if this stuff really works,” who has been comparing one 
brand against another and can’t make up their mind … that person 
hears about Bob and says “Ok. Sold.” 
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That’s what you need to know about testimonials from the start – 
because if you don’t know that, then you’re going to fall into the 
same trap that a million other marketers get caught up in. You’re 
going to plaster your sales page or your flyer or your radio ad with 
line after line of “This thing is great! You should buy it because it’s 
dreamy!”, and you’re probably not going to make any extra sales.  
 
In fact, you might lose more than a few, because most people get 
turned off by that kind of testimonial in the first place. You’ve seen 
them before if you’ve been around the block at least once. You read 
the testimonial and roll your eyes, and your confidence in the thing 
you were considering buying goes down. 
 
So let’s not have that happen to you. Let’s talk about how to make 
customer confidence go up, so you can make lots of money and buy 
all of our other training as well. Yes. I just said that. 
 
Ok, let’s start at the beginning, so you know how to get good 
testimonials from people. And by “good”, we’re talking about the 
kind of good that tips “almost buyers” over the edge. 
 

     
 

From a conversion standpoint – and really, the whole point of these 
Launch Multipliers is about conversion – testimonials serve three 
very specific purposes. 
 
The first purpose of a conversion-oriented testimonial is to reduce 
skepticism. Because buyers are, and really should be, pretty skeptical 
of any given purchase. We’ve all been burned before, and we’ve all 
gotten our hopes up and discovered that something we bought didn’t 
turn out the way we’d hoped.  
 
At the same time, we’ve all hesitated because we didn’t want to get 
our hopes up. We’re nervous and afraid. We’re worried that 
something won’t work for us because our situation is different from 
the average person. We think we’re unique and special snowflakes, 
and that the problems and hurdles and roadblocks we’re 
experiencing are generally unsolvable because of some constraint of 
time or talent or willpower or circumstance. 
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So there’s a lot of skepticism at play when someone is considering 
buying something from you or from anyone else. Unless you’re 
starting out with a bad reputation or you’re in an industry that 
people have negative associations, there’s always going to be some 
kind of hesitation at play that significantly affects conversion. These 
are the customer objectives that we talked so much about earlier in 
this class. 
 
A good testimonial is going to come out and acknowledge those 
objections. They’re going to make it real and take the step of bringing 
them out into the light.  
 
This is where you see a lot of testimonials starting out with phrases 
like “I was pretty uncomfortable buying this workout program, 
because I’ve tried a lot of them in the past and they just didn’t work 
out the way I thought they would.” Or “I came into this class 
expecting it to be a lot of the same old crap I’ve heard before.” Or 
“Holy Christ my heart sank when I bought this thing. $500 for a 
blender! I thought my husband was going to divorce me.” 
 
These are real things that real people think. And when they appear in 
a testimonial, real people say to themselves “That’s exactly what I’m 
thinking! I’m pretty sure that this is going to be a big old serving of 
dashed hopes with a side of regret.” And being up front with that is a 
really good thing for your sales.  
 
It doesn’t sound like a good thing because you’re leading with a 
negative, and a lot of people get scared when they hear that you 
should start out with something that sounds like it will send buyers 
packing. But here’s where it works out in your favor. 
 
First, the reader is going to want to see what comes next. Divorce 
over a $500 blender? That’s kind of salacious. “Afraid it was going to 
be crap?” Now we have to know what comes next. And it’s the best 
kind of having to know what comes next, because now the reader has 
identified with the person in the testimonial. Because they can see 
themselves having the same universal concerns, now their brain is 
pretty much equating the testimonial giver’s experience with their 
own experience. 
 
So when it gets better for the person in the testimonial, which we’ll 
talk about next, their brain imagines it getting better for them. And 
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poof – skepticism starts dissolving. It’s just basic human psychology, 
and it works across the board on everyone. 
 
On the very surface this could look like a marketing trick. But it’s not 
a trick, because your testimonials are going to be based on real 
people’s experiences. You’re not making things up here. Whatever 
objection your testimonial addresses, it’s a safe bet to say it’s a 
common experience for your readers. Generally, most objections fall 
into the category of “the human condition.” 
 
And because of that, what we’re also doing while we address 
skepticism is we’re making your customers relatable. To the reader, 
your customers are people like them, and we’re reinforcing that. So 
whether your objection is something is as strong as “I swore I’d never 
buy another Microsoft product after the last time” or something as 
bland as “I had no idea if this thing would help,” we’re presenting 
something that resonates with the reader. And resonating with the 
reader is a key part of building trust. 
 
So that’s the first part of good testimonials. Address objections and 
skepticism so that you’re creating relatability for the reader. If you 
don’t have any testimonials that do that, you can also swing it by 
incorporating personal details about the person giving the 
testimonial to create contextual clues. If you’re selling that whitening 
toothpaste, a testimonial that begins with “I’ve been a smoker for 25 
years” will make the reader automatically imagine the objection 
that’s present there. That smoker has a big problem to solve, and it’s 
unclear whether the toothpaste will be up to the task. 
 

     
 
Now, let’s talk about the second important part of conversion-
oriented testimonials – the buyer experience. This is pretty simple. 
What we’re looking for here is language that explains something that 
happened behind the scenes. If you walked into a salon and your hair 
was a mess, and when you walked out you looked like you could 
steal somebody’s husband with your sexy new hairdo, we kind of 
want to know what happened in between point A and B. How did 
this magic happen? 
 
This touches on two elements important to the buyer. First, they want 
to know what to expect. If they read that when you went into the 
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salon, someone took you through a lookbook of styles, or they asked 
you what was important to you, or they really took their time on that 
back part of your hair that always causes trouble, that’s important 
behind the scenes information.  
 
They want some information about how the process works. It just 
makes people more comfortable to get a better picture of the process, 
not only for their own peace of mind but to be able to see that some 
real person out there had a real experience. And if they’re in the state 
of mind where they’re imagining the experience is their own, they’re 
going to have something to look forward to. Reading something like 
“I thought the people in this salon were going to rush me through, 
but I was really impressed with how they took their time” is going to 
sway them. 
 
The second element here is that people really like gossip. They like to 
hear some kind of juicy details, even if it’s about something inane or 
unimportant. They need to have the experience fleshed out for them. 
So to hear the part about how the hairdresser walked you through a 
lookbook, or managed to wrangle your embarrassing cowlick … well, 
it’s just something to sink their teeth into. 
 
And this is exactly why pandering testimonials don’t work. If you 
read “I was thrilled to consult with Naomi and Dave on my launch – 
they’re the dreamiest and the bestest people ever!!!” you’ve got 
nothing to sink your teeth into. It’s just sizzle without the steak. But if 
you hear “Naomi really helped me calm the hell down about my 
launch” or “Dave walked me through the copy for my sales page and 
fixed the stupid mistake I made in my headline without making me 
feel like an idiot”, now you’ve got something. 
 
So that’s the second part of a good testimonial – detail on the buyer 
experience. This is usually where the objection gets reversed, and the 
details important to the buyer come out. 
 

     
 
And now we come to the third part of the conversion-oriented 
testimonial: The end state. Here’s where we basically communicate 
some kind of happy ending. Maybe it’s a concrete happy ending, like 
“and then my teeth were whiter than they’d been in years” or “my 
income went up so much this year I bought my mother a car.” That 
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last one was actually one of our testimonials for a coaches’ course we 
ran years ago. The weird thing was it was from an artist, not a coach. 
Well, she became a coach for artists after that course, but still. Weird. 
But happy ending? Check. 
 
The end state can also include a message from the customer to other 
potential customers as well as the seller. This is where you see things 
like “Thank you, Sarah – your catering really saved what would have 
been an otherwise drab Christmas party,” or “If you’re looking for a 
acupuncturist who understands people with arthritis, then Jim is the 
guy for you.” These types of closes can do a lot to tip people over the 
edge. 
 
Ok, we’ve covered a lot so far, so we’re going to do a bit of a recap so 
that when you’re working on getting your own testimonials, you 
know what kind of information you should be gathering. Ideally 
you’ll make your own template for people to fill out, with specific 
questions, and we’ll give you some ideas here that you can use for 
your own. 
 
But first, the recap. Testimonials are not complex or intimidating. 
They really come down to three things, which we’ll call before, 
during and after. 
 
Before is “What life was like before I handed you money.” 
 
During is “What you gave me in return when I handed you money.” 
 
After is “What is different now that this whole party is over.” 
 
If you’ve gone through Month 3, the sales page Class Pack, you’ll 
have fleshed out a lot of what that could look like for a customer 
already. Now we’re just getting it in their own words. So let’s give 
you a little bit of specific guidance on the kinds of questions you can 
ask while you’re soliciting testimonials from customers. 
 

     
 

In the before stage, you’re going to be looking for answers to 
questions like these: 
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 What was your situation like before you bought this? How bad 
was it? What problems were you facing? 

 How did that situation make you feel? 
 What made you consider buying this when you did? 
 What were some of your concerns or worries about buying 

this? What were you afraid of? 
 What were you hoping would happen when you bought this? 
 Why did you choose to buy from me (instead of someone else)? 
 How did you find us? 
 What made you trust us? 

 
Now, when you get to the during stage, you’ll be asking questions 
like these: 
 

 What was the experience like working with us or using the 
thing you bought? 

 What were some highlights of that experience? 
 What concerns or worries were taken care of? 
 What specific services did we do for you, or what specific 

things did the product do for you? 
 What was different about this experience compared to other 

experiences you’ve had in the past? 
 What pleasantly surprised you? 
 What was most satisfying about the experience? 
 Would you consider making this purchase again, and why? 

 
Finally, when you get to the after stage, you can ask questions like 
these: 
 

 What concrete results did you get? 
 How do you feel about your results? 
 Who would you recommend this to? 
 Do you have a personal message you want the seller to see? 
 What can you do now that you couldn’t do before? 
 What other things are different, or what’s changed? 
 What negative issues are solved or gone forever? 
 What does your future look like now that this has happened? 

 
So, those are some of the general types of questions you can ask your 
customers to get testimonials that have potential for conversion. 
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You’ll want to tailor them to your industry or your customer type, 
and remember that the questions themselves are there to serve those 
three primary objectives: to reduce skepticism, to describe the buyer 
experience, and to describe the end state. The more detail you can get 
around that, the better they will be at converting readers into 
customers and multiplying the results you get with your launch. 
 
Now that we’ve covered that, let’s talk just a little bit more on how to 
go about getting the testimonials in the first place. 
 

     
 
First, start asking. This is usually the hardest part, because until you 
get used to it, asking for testimonials can be scary. But it’s only scary 
because it feels like people are going to get weirded out if you ask 
them for a testimonial. That’s not true.  
 
Yes, if someone has had a rather lackluster experience, it’s going to be 
weird getting a testimonial from them. If it’s been forever since they 
made their purchase, it might be a little awkward touching base after 
all that time. So it’s ideal to try and get them soon after they made 
their purchase, because the experience is fresh in their mind and 
they’re in a great mood, but no one is going to slander you on 
Facebook because you asked for a testimonial. So don’t go in 
imagining it has to be scary. The worst you’ll get is a no, or a non-
response. 
 
So we want you to assume that people are okay with giving a 
testimonial whether you initiate the process or they give you positive 
feedback some other way.  
 
So when someone says, unsolicited, that the experience they had with 
you was great, that’s your cue to say "Yeah? Can I get a testimonial?" 
Personally, if I know someone well I'll say, "I'll be expecting a 
glowing testimonial about that." It's fine. It's expected. Ebay has 
conditioned this generation of internet goers to assume that a 
testimonial is expected. People rarely do it unsolicited - they're too 
busy thinking about them to think about you and your future sales. 
But if they're asked, they'll almost always give. 
 
If I say on the phone that I'd love a testimonial, I'll follow up with an 
email that says something like, "We're making some updates on the 
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site. I'd love to get that glowing testimonial we talked about." Saying 
the updates thing gives a reason for the request to occur now. I'll also 
add "If you have no idea what to say, I can shoot you over a template 
of questions and stuff that might make it a little less like blank page 
syndrome." 
 
You can also just make it part of your general sales process. A certain 
length of time after purchase, you touch base with them and let them 
know you’re looking for any good testimonials, and you’d love it if 
they could give you one. You could do this via email, regular mail, a 
phone call. Some people will say yes. And the people who don’t say 
yes will either give you a polite no or never return your message. 
 
But in general, you have to expect and assume testimonials are 
forthcoming by people who like to talk about their positive 
experiences, just like you like to talk about your positive experiences.  
 
You have to assume they’re out there for the having. You have to feel 
entitled to them. Not so that you can act entitled - that's the fastest 
way to make sure you won't get them - but so you will feel confident 
and not get all weird thinking that you're bugging them. I promise, 
one request isn't bugging. Ebay bugs them a lot more than you do. 
 
So that’s what we have for this Launch Multiplier. Now you know 
how to get testimonials that tip those “almost buyers” into the “very 
nice people who sent me money” zone. 
 
Thank you so much for being here with us today. I'm Naomi from 
IttyBiz and you have been listening to the BIG LAUNCH launch 
multipliers, Getting Great Testimonials. I'll talk to you very soon. 
 
 


