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Hello, and welcome. I’m Dave from IttyBiz, and you are listening to 
the BIG LAUNCH launch multipliers. This track is called Using High 
Value Samples To Push Sales Higher. 
 
Generally, this is a multiplier that’s going to apply to sellers of 
information, but coaches and consultants have a lot they can gain 
from this as well. Even creative service providers can benefit from a 
healthy attitude towards sampling, so this isn’t just for vendors of 
fine PDFs. 
 
One of the most common questions we get here at IttyBiz HQ is on 
the topic of samples. In an era of Amazon book previews, we have all 
become somewhat accustomed to the idea of significant samples and 
a good degree of “try before you buy”, and it’s an issue of great 
concern to many ittybiz owners. 
 
We’ve given a lot of time and space to discussing information 
product launch content, which is like a sample, but launch content is 
generally only a sample in the most conceptual sense. Launch content 
shows how wonderfully smart and rugged you are, but it is not 
generally an actual sample of the product itself.  
 
You watch a video or read a white paper or listen to a lecture or 
whatever, and it will often show an example of what learning from a 
vendor is like. You think, “Well, they were smart about this, it stands 
to reason they’ll be smart about that, too.”  
 
You are reminded that you like them, and that they’re good at what 
they do, and then when it comes time to buy something on a related 
topic, or a more macrocosmic topic, or even a more microcosmic 
topic, you are more likely to hand over the cash. 
 
Great. But it’s at least one step removed from the product itself. If this 
were fiction, it would be like reading a short story by an author and 
then deciding to buy their novel. That’s wonderful as far as it goes, 
but it’s not exactly the same as reading the first chapter or two, is it? 
 
Today we’re going to talk about reading the first chapter or two. 
We’re talking about chapters, we’re talking about tasty morsels of 
Chinese food, we’re talking about free short massages designed to 
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sell longer ones. We’re talking about outright giving away a chunk of 
the thing in order to sell the thing in its entirety. Make sense? Good. 
Let’s start. 
 
If I had a nickel for every time I heard someone say, “I don’t want to 
give away the farm”, I wouldn’t have to be a marketing consultant. 
(Then again, if I wasn’t a marketing consultant, I’d never hear that, so 
it’s really a moot point.) The issue of giving away the farm is a real 
one, and one that the average ittybiz owner – especially one in the 
field of information marketing – is very concerned with indeed. 
 
It seems like the overarching concern among ittybiz owners is that 
customers are walking around saying to themselves, “Why buy the 
cow when you can get the milk for free?” 
 
There’s a very agricultural feel to the sample issue. 
 
Here’s how today’s multiplier is going to work. First, we’re going to 
talk about common concerns with sampling – the whole cow/milk 
issue. And then we’re going to abruptly transition into best practices 
for big samples that sell. 
 
Sound good? Let’s get started. First, common issues with sampling. 
That sneaky, sneaky customer walking around smugly smirking. 
Why buy the cow when you can get the milk for free, indeed. 
 
But here’s the thing. 
 
One, if they taste your milk and it is very good, they will want to 
secure more of it. 
 
Two, if the free milk is this good, it is generally assumed that the paid 
milk is better. 
 
Three, samples never filled anybody. 
 
Let’s get more detailed. As we go into it, think of the guy in the food 
court giving out samples of Chinese food. You know, you get a little 
toothpick or a Dixie cup with some small morsel of food in it? Think 
of that guy. 
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The worry, for the average ittybiz owner, is twofold:  
 
First, they’re concerned that they’re going to give out a whack of 
samples and nobody’s going to buy.  
 
Second, they’re concerned that because they gave the sample, nobody 
needs to buy. 
 
Let’s tackle those issues now. 
 
What if I give out a bunch of samples and then nobody buys? 
 
This is a reasonable thought. It is entirely possible that you will give 
out a whole bunch of samples and nobody will buy anything. It has 
been known to happen. However, we can address that concern in a 
few ways. 
 
First, if it didn’t cost you anything to give the sample – either the 
sample was digital, or it was your own time that you couldn’t have 
practically received money for anyway – then you have nothing to 
worry about. You didn’t lose anything, so it doesn’t really matter. 
 
Second, if they didn’t buy with the sample, they sure as hell weren’t 
going to buy without one.  
 
Think of the guy handing out Chinese food. Imagine you’re walking 
through the mall, and on your way to wherever you’re going, you 
have to pass the food court. An enterprising young fellow shoves a 
tray in your face, and you take a sample. You eat it, you think, 
“Mmmmm… Chinese food…” and you go buy your shoes at Macy’s. 
 
Did he lose anything? I mean, other than three cents worth of 
chicken? Did he lose a customer because you didn’t buy?  
 
No, he didn’t, because you weren’t going to buy anyway. It’s not like 
you were going to pause on your way to Macy’s, strongly consider 
getting Chinese food, and then when you had the sample, you 
walked away, right? You were not a customer. So he’s out three 
cents.  
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But he’s not, really, because he was going to throw it out anyway. I mean, 
it’s not like he had a lineup all the way to Macy’s, right? So he had 
the chicken lying around anyway and gave out a sample because he 
didn’t have a lineup all the way to Macy’s. So essentially, he gave 
you three cents he was going to have to throw away. It’s hardly a loss 
since he’s basically using his future garbage as a marketing piece. 
 
But let’s take it one step further. Maybe you just had lunch. Maybe 
you’re on your way to dinner with your Aunt Mavis. Maybe there’s 
some perfectly valid reason you are not going to buy Chinese food 
today. And let’s say you liked the sample he gave. 
 
Is it possible you might get Chinese food next time you’re at the mall? 
Aha. So he didn’t lose three cents at all. 
 
Now, to be balanced, let’s look at the other side. Let’s look at 
somebody who was thinking of getting Chinese food. You’re standing 
in the food court and you don’t know what to get for lunch. You’re 
moments away from going with Chinese. You are an almost buyer. 
The guy at the Chinese place gives you a sample and you eat it and 
then you decide you’re going to Macy’s instead.  
 
What does that mean? 
 
That means his food sucked, and he’s got bigger problems than the 
three cents. 
 
So really, if you give a sample and somebody doesn’t buy, it’s not a 
bad thing. It means they weren’t going to buy anyway, it means 
they’ll buy later, or it means you saved yourself the hassle of a refund 
from an unhappy customer. Your loss equals zero. 
 
So that addresses concern number one. Now let’s get on with concern 
number two. 
 
What if I give out a sample and nobody needs to buy now that 
they’ve had the sample? 
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Interestingly, the guy at the Chinese food place seems blissfully 
unconcerned that people will eat his sample and then rub their hands 
together with glee, thinking, “HA! Now I don’t have to buy lunch!” 
He doesn’t seem that worried. 
 
But what if he was? What if he came to Naomi and me and said, “I 
would give out tasty little morsels, but I’m concerned that people will 
eat my samples and then not buy lunch!” 
 
This would be a valid concern if the standard portion size of chow 
mein could fit in a Dixie cup. Since that is not the case, he really has 
nothing to worry about. 
 
Chinese food comes in plates, not toothpicks. Books come in books, 
not chapters. Language learning comes in boxes of tapes, not ten 
minute chunks. 
 
If, having tried your sample, people don’t buy from you because 
they’ll have gotten all they need (or all you have), that means you 
don’t have much. If reading a full chapter (or three) of your book 
means nobody needs the book anymore, you have written a bad book 
and sample size is the least of your problems. 
 
Alternatively, at the other end of a spectrum, let’s say that somebody 
reads a chapter or three and the sample is so unbelievably good that 
the reader doesn’t really need more from you. Let’s look at it from 
that angle. If you read three chapters of a book and it’s so good you 
don’t need more, what do you do? Laugh greedily? Or buy the book 
because if the free stuff was that good, imagine what’s in the rest? 
 
So there you go. You are now required to let go of your sample 
drama for now and evermore. 
 
Alright. Cue the abrupt transition, and we’ll talk about some best 
practices for giving great samples. 
 
First, give away more than you think you can or should. 
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If you’re not a little bit worried, you’re probably not giving enough. 
I’ve said this for years about free items to go in your email incentive – 
if it doesn’t hurt to give it away, it’s not good enough. 
 
Nobody has ever complained that a free sample was too big. Nobody 
ever went to Amazon to buy a book and said that there were too 
many pages in the preview.  
 
Nothing bad will happen if you give away tons, except in one of two 
cases: 
 
One, all the value in your offering takes place at the beginning. In 
that case, your offering is padded with fluff, or your offering is badly 
laid out. Fix it, then give a decent sample.  
 
Two, your offering is just bad. Fix it, then give a decent sample.  
 
Alternatively, find another line of work. 
 
Second, cross reference heavily. 
 
When we sold Online Business School for Coaches, we gave a full 
20% away right on the sales page. There were five modules of the 
course, and each module had five sections. We gave away a section 
from each module, linked directly from the sales page. (This is an 
exception to the Don’t Link Out From a Sales Page rule, incidentally.) 
 
Giving away that much is an all around good idea, but we took it two 
steps further. We designed the product knowing that we were going 
to sample heavily, so we made sure to make frequent references to 
other parts of the course in each section in two ways. Not just the 
sample sections, because then it would have been awkward and 
forced.  
 
But in almost all sections of the class, we mentioned at least one other 
part of the class. We would say, “Now, we talk about this more in 
module X” or “If you’ve already listened to section Y, you’ll 
remember we said Z.”  
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So that was the first thing. We made sure that every listener or reader 
was well aware of numerous other parts of the course so they could 
wish they had them. 
 
Secondly, at the beginning and end of each of the 25 sections, we 
bookended the piece by referencing either what they would have 
already listened to, or what they were about to listen to. So at the 
beginning we would say, “If you’re listening to this course in order, 
you should have just listened to Pushing Conversion Up Through 
Personal Buyer Experience.” And at the end we would say, “If you’re 
listening to this course in order, your next step is Making More Sales 
By Segmenting Likely Buyers.”  
 
Since the samples we gave were from different places throughout the 
course, that meant that every person who listened to or read the 
samples was exposed to at least 15 sections and all five modules. 
They saw or heard us reference other parts of the course multiple 
times throughout the samples, capturing interest, piquing curiosity 
and increasing desire. 
 
So if you’re giving away a big sample, that means you have a big 
chance to show what the rest of your thing is going to be like. 
 
Next, if you’re sampling the beginning of something, lay out a plan 
and make promises. 
 
Now, in many cases, it’s not practical to be diverse in your sample – 
you can only give one piece of one thing. Generally, that one piece is 
going to be the beginning – even with service or coaching. You can’t 
really give away the middle. 
 
If that’s the case for you, design your offering so that it lends itself to 
making a plan and a promise in your sample. If this were a book or a 
course, for example, the introduction would lay out the plan in as 
much detail as you can – more is ALWAYS better here – and promise 
what will happen as the plan unfolds.  
 
The oldest advice in public speaking or presentations is “Tell them 
what you’re going to tell them. Tell them. Then tell them what you 
told them.” That’s what we’re doing here. The introduction to a book 
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or a course is the perfect place to “tell them what you’re going to tell 
them” and that, kids, is sales copy.  
 
“First, we’re going to grab our magnifying glass and take a detailed 
look at what you’re already eating. We’re going to find the places 
where hidden calories are sneaking in unannounced, and we’re going 
to find the places you’re taking in calories that you don’t even care 
about. One thing that a lot of people are concerned about is giving up 
foods they enjoy – they think it’s going to be about willpower. But 
everybody has hundreds of calories a day that they’re consuming 
that they could happily do without. So we’re going to find those extra 
calories. Next, in chapter three, we’re going to lay out the foods you 
really care about – the calories that mean something to you and 
would be painful to give up. We’re going to do everything we can to 
keep those things you care about, and create a strategy for making 
sure you still get to eat lots of what you love.” 
 
In that extremely reductive example – and keep in mind, there’s no 
reason whatsoever this couldn’t take three to five pages in your 
actual product, or even the majority of your sample coaching or 
service appointment – you show them what the plan is, and you 
promise them what they’re going to get at each stage in the process. 
 
Last, but certainly not least, scream your sample from the rooftops. 
 
Opinions vary on whether your sample should be freely given – as in, 
the consumer doesn’t have to give an email address to get it – or they 
should have to do something in exchange for the freebie. There are 
pros and cons to each approach, and it’s not really a light decision. 
 
(Incidentally, when we’re talking about samples and launches, 
whether you give your sample away freely or require an opt-in to get 
it depends on the objective of your launch, like we talked about way 
back in the 9 Decisions. If you’re going for sales or money, you want 
to give it away freely because you don’t want to put anything in 
between you and the sale. Adding friction helps nobody.  
 
If you’re going for list growth, you want to make them opt in. You 
can’t grow your list if there’s no reason to sign up for your list. But if 
you’re going for sales or money, do NOT imitate the people who 
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make every reader or viewer give their email address before they get 
anything – it’s counterintuitive to what you want.)  
 
Anyway, whether you require an opt-in or not, you want to scream 
your sample from the rooftops. If your sample is significant, it’s 
going to be the final piece in the puzzle that turns an almost buyer 
into a buyer. Do not hide this somewhere on the sales page. Do not 
put it low on the sales page. Do not let people find it for themselves. 
Make it big and noticeable by the deaf and the blind. 
 
When we’re doing this, we’ll usually title a blog post “Free samples 
inside!” We’ll put it in the subject line of an email, too. This is one 
place we’re not remotely concerned about annoying people or 
overloading them. A significant sample is worth yelling about. If they 
don’t like you yelling about legitimately free, legitimately great 
content? They don’t like you, and their departure from your sphere or 
tribe or list was only a matter of time. 
 
So shout it from the rooftops, mention your samples repeatedly, and 
if your samples are digital, stick them right on the sales page with a 
big ol’ header that says, “Want a sample? Check it out.” Your sample 
is great, and you have both the right and responsibility to let people 
know it exists. 
 
So that’s what we’ve got for you today. Big samples equal big sales, 
so show us what you’ve got. 
 
Thank you so much for being here with us today. You have been 
listening to the BIG LAUNCH launch multipliers, Using High Value 
Samples To Push Sales Higher. I’m Dave from IttyBiz and I’ll talk to 
you very soon. 
 
 
  


