
Andrew: This session is about how to get a massive audience for your webinar. This 
session is led by this man. He is Robert Coorey who previously founded E-Web Global 
Marketing, a high end performance digital marketing agency. He is also the author of 
"Feed a Starving Crowd" which offers more than 200 hot and fresh marketing strategies 
to help you find hungry customers. You can find out about the book at 
FeedAStarvingCrowd.com where . . . there it is. It's still available for free.

The reason I invited Robert on here because when interviewed him for Mixergy he said 
that people, that entrepreneurs, specifically used to give him a piece of their business in 
order to have him do the marketing for them. One of the key areas of marketing that he 
did was online webinars. He'd get a lot of people to watch and then from there he get a 
lot of those people to buy. And so I said, "Robert, please, please come on here to 
Mixergy and teach us how to get that audience for that webinar." And Robert, that's why 
you're here.

Robert: Hi, good to be on the call.

Andrew: Thanks for being on here. Now I want to show people the pain of not doing 
marketing right, and I hate to bring it up again, but it's a pain that you experienced. Here 
is a photo of you and your wife from back when you guys ran this previous business. 
What was the business?

Robert: It was called Vippo. I look like about 18 in that photo.

Andrew: And you look really happy and eager in that photo. I'm guessing you were 
expecting good times back then.

Robert: Oh, I was pumped. I thought I was going to take over the world and retire after 
12 months.

Andrew: So how many millions of dollars did the business make?

Robert: 0.00003, or something like that. So it wasn't, it didn't work out as well as we 
would have hoped. To cut a long story short, I was working in the corporate world doing 
really, really well, climbing the corporate ladder, and I had a great idea that I would start 
a video production business with my wife. Now the thing is, this was in 2010 and video 
was starting to get a little bit more mainstream for online, but it was still very early days. 
YouTube was only a few years old, and I had this great idea that I could be one of the 
first ones to market and offer online video for clients. I'd go to all these businesses and 
they'd pay me a lot of money to do their online videos and it'd be really easy.



The thing was it didn't work out that way. Because it was so early to market, the cost of 
production was still quite high and it still wasn't as mainstream as it is today, and it was 
a lot harder to convince businesses to take us on than I thought it would be. So we 
spent a good 12 months, me and my wife. We worked not full-time but double full-time, 
all day and all night, the both of us. And you can see that was when we started the 
business and were really happy. After 12 months we were exhausted. We haven't 
worked that hard in our whole life.

Andrew: Hard work, and you only brought in $30,000 a year from that business, after all 
the hard work among the two of you and you ended up closing down the business.

Robert: That's correct, yeah, because it is just too hard. It wasn't working and 
sometimes you've got to swallow your pride and just say, "Look, it didn't work, and we're 
going to pull out and just [inaudible 00:03:16] that does work.

Andrew: We all had the challenges with marketing. That's one of the reasons why 
people are listening to us here today, to avoid that kind of problem and to find 
something that actually works. The way I work here at Mixergy. I'm kind of a jerk 
because you volunteer and everyone volunteers to do interviews here and to teach here 
on Mixergy, and one of the first things I say is if you're going to teach something, prove 
it. You actually did. You said, "Here." Here is a screenshot from proof that you gave our 
producer. What is this that we're looking at, exactly, and why is this proof that you know 
what you're talking about?

Robert: You're looking at the stats from Google Analytics for a webinar that we ran 
about a year and a half ago. This webinar was for a nutritionist and we had, like you can 
see there, over 7000 people register to attend this webinar. That's a huge number. It's 
an absolutely huge number. Most people are lucky to get 100 or 200 on a webinar, but 
this was just an absolutely out of the park raging success because we did everything 
right, and we're going to show you how to do that today.

Andrew: Okay. That's over 7000. 7889 people hit the Thank You page on the webinar, 
which means that they registered to watch a webinar, and every one of them . . . or not 
every one of them will actually show up live, but we'll talk about how to get more of them 
to come to the live event.

But then once they're there at the webinar, you teach and you sell, and that's why these 
webinars are so powerful. If you get enough people in the room it creates an energy and 
they all become potential customers, and you close all those sales right there in one 
day, in one event as opposed to waiting for the ads to work and conversion rates on 
website. Right?



Robert: Absolutely, and it's kind of like, I call these webinars online seminars because 
it's kind of like the way that you used to run seminars back in the day where you get all 
the people in a room, you do a presentation, and you make an offer. And then some 
people buy it and some people don't.

The thing is, if you've got an international audience like you and I do, Andrew, we can't 
run global tours every day of the week. It's just not practical and not cost-effective. So 
we can run webinars where people can have a similar kind of experience but do it from 
the comfort of their own home. And it's great because you'd have to hire an event crew, 
staff, all that kind of stuff. There are so many expenses when you run live events in 
person.

Andrew: Essentially, all you need is a GoToMeeting account.

Robert: That's it.

Andrew: What software do you use for your webinars?

Robert: GoToMeeting, because this one was a lot more than that, we had to use a 
different platform because GoToMeeting cuts out at about 1000 users. It just couldn't 
handle that kind of volume.

Andrew: You guys are getting more than 1000 users to come in all at once? All right. I'm 
getting about this. I want to learn for myself because I've seen that we at Mixergy have 
gotten good sales from webinars. I want to learn how to get more people in there.

Let me go up to the big board here. These are the different steps we're going to use to 
get people to come to our webinars. The very first one on there is to identify your 
starving crowd. The people who have those pain points, you want to find and 
understand those pain points. You actually had a customer who was a nutritional client, 
right?

Robert: Yes.

Andrew: That's what she was doing. She had only so much time in the day. She wanted 
to reach more potential customers. She partnered up with you, and how did you find the 
pain that her customers have? And we'll talk later about how to use it. But how did you 
find it?

Robert: My client spent six years doing one-to-one consultations with women, helping 



their health challenges using nutritional tactics. She had all that data of what women 
were going through in their life. The sad thing about this is I learned way too much 
about women's health than I really wanted to learn, but at the end of the day, women 
have a lot of health challenges and they're really confused about what happens with 
their bodies. That was the biggest thing that came out of what she did.

So I went to the client and I said, "Look, you've worked with women for six years one-
on-one. You've seen literally thousands and thousands of women. Can you tell me the 
eight biggest challenges that women have when they come to you?" So she said, 
"Okay, here's what the eight biggest challenges are. I'm going to write them down." I 
said, "That's good."

Andrew: Here's some of them. I think you've given them to us before this session 
started. We're looking at things like, I routinely feel bloated, I suffer from PMS, I can't 
lose weight no matter how much I diet and exercise, and this is just you writing it all 
down.

Robert: That's correct. This is exactly what she told me, and they're ranked from one to 
eight. The most pain was the bloated one. Nearly all the women that went to her were 
suffering from bloating. That was the biggest pain point.

Andrew: I wonder what it is to suffer from bloating. I hate to sound so ignorant here but I 
don't know.

Robert: What it means is that in practical terms you fit into your jeans perfectly in the 
morning, and then by the end of the day you feel like taking the button off because you 
can't fit in them anymore.

Andrew: I see.

Robert: We're joking about it here, but it's actually quite a serious health challenge that 
women have, and it's very confusing because a lot of them don't know why it happens. 
They're not eating a whole lot of food. They're not going to McDonald's and buying chips 
and burgers and Coke. They're not doing that. There are a number of reasons why it 
happens. I'm not a nutritionist. I don't want to give the answers on here because I am 
not qualified to say, but what we did was we promised that if they came to the webinar 
they would learn the solutions to these problems from my doctor nutritionist client.

Andrew: I see. That's why you want to identify those big problems, because when you're 
talking about feeding a starving crowd, you mean what it that they're starving for a 
solution for? Am I right?



Robert: Yes. Think about it this way. If you've got bloating as a health challenge, if you 
wake up in the morning and you fit into your jeans perfectly; end of the day, you can't fit 
into them anymore, you're wondering what the hell is going on? What is going on here? 
And if you've been to other doctors and people before and they can't help you, and then 
you have a nutritionist who's a doctor, who has a PhD in this that says, "If you come on 
to this webinar, I'm going to show you solutions, how to fix this up." That's a starving 
crowd, and that's a key reason why we had so many people come on, because the 
information was good, and people really wanted to find out what was happening.

Andrew: Robert, I thought what you were going to say is create a survey, find potential 
customers, survey them, and you're saying in this case it was as easy as talking to the 
person who talked to all those customers in the past and having her just remember what 
were those big issues where. Write them down one to eight in order.

Robert: That's right. And look, in my book I've got lots of other ways you can find a 
starving crowd as well. Some people who haven't had six years of experience serving 
clients, and it's not as easy as that. You might have to go do some research. There are 
a lot of different ways you can find a starving crowd. This is one of them, and this is the 
best one. If you've had physical one-to-one interactions with the clients, that's the best 
way to find out what their problems are because they've told you for six years.

Andrew: Good point. I know a lot of entrepreneurs have to go out and talk to customers 
to understand them before getting started because they don't have much experience 
with their customer base. You're saying to understand what their issues are, and if 
you've talked to them already you know it. Sit down, write it down in order, so that you're 
aware of what the top priority issue is, and all the way down the line. And that's what 
you did with this collection here. I don't even know that I need to show it again, but 
there. I just like to see how you've done it. I feel tired and wired, I have trouble sleeping 
at night, I'm a happy person but sometimes I feel sad for no reason, etc.

So now that we've identified the big pain points that our crowd has, the next step to talk 
about is having a success story for each pain point.

Robert: That's why it's okay, because it's all well and good to have this pain points, so if 
you've got bloating or you can't sleep at night or you feel wired, any of those kind of 
things, that's all well and good. A lot of people have those challenges. What they want 
to know is do you actually have a solution and can you help me?

So to get more people to come to the webinar, we gave examples of how my nutritionist 
client actually delivered these results to people already. Her marketing wasn't just 



saying, "Hey, come to the webinar, come to the webinar, come to the webinar," the 
marketing was, "Hey, here's the ten pain points. We're going to send you one email for 
each of these pain points and tell you a story about how someone had this challenge, 
then came to my client and then got all fixed up as a result of the strategies that they 
learned. And we're going to show you these strategies in the webinar.

Andrew: Let me look at one of this emails. This is kind of email that you sent out. Do 
you mind if include this here with the session for people to look at on their own time?

Robert: Yes, that's fine. We include all this in the resources page from the book, so 
that's fine to share.

Andrew: I'm going to read this because of course it's going to be too small on people's 
screens and frankly they pay me to read it out for them. Here's what's the subject line is. 
It says, "Tired, Moody, Stressed Out all Day. How a burned out woman put an end to 
those problems." And then the body says, "Before learning about my secrets, Angela 
was reaching burnout. She couldn't lose weight no matter how hard she tried. She was 
so tired, moody and stressed out all the time. Her life was in turmoil and her 
relationships were falling apart." So right now what we're seeing is that Angela had the 
problem that your audience has.

Let's continue with me reading it. "She tried everything to fix her problems but nothing 
worked but as luck would have it, she discovered my method one evening. Then she 
started applying them. Within a few short months . . . bullet point number one, she could 
manage the ongoing stress in her work and home life, bullet point number two, her 
relationships improved, bullet point number three, and she finally felt in control of her 
health, weight and happiness again."

Continuing on, "Now Angela was just one of the thousands of women who have found 
blessed relief using my simple method. It can work for you, too, if you suffer from any of 
these ailments: bloating, digestion problems, PMS, stressing, anxiety, unexplained 
weight gain, cravings, poor sleep, brain fog, and be sure to . . ." and then hyperlinked, 
"Attend my webinar. Best regards.

So I'm seeing what you're doing here. What you're saying is, "Here's a person who had 
the problem that you have, here is how painful it is, and here are the benefits that she 
got by using this thing that you can get by coming to the webinar." That's the way you 
want us to promote the webinar.

Robert: Absolutely, and see, if you read that email it doesn't feel sales-y. It doesn't feel 
like you're pitching it. It's actually giving a bit of value, and it's quite entertaining to read. 



You can definitely send 10 of those emails with different stories addressing different 
pain points, because if someone has bloating, they don't necessarily care about, you 
know, they can't sleep at night. It's a very different audience.

So by having 10 different stories for the 10 different ailments, that's why we're were able 
to get such a wide range of people to come in. If we just did one on bloating, we might 
have gotten less numbers, maybe about 2000 or 3000. So by having all those different 
symptoms and addressing them all in one webinar and having those 10 different stories, 
that's why we were able to get such a large number.

Andrew: First of all, the format makes a lot of sense. What you're doing is you're telling 
a story of someone who has a problem, talking about how your solution helped, and 
then giving details about how it helped, without saying specifically what the person did. 
You're leaving that gap in people's minds that they want to fill in by coming into the 
webinar. Makes a lot of sense.

Sometimes people are launching a brand new product with a webinar, and they don't 
have these success stories. What I've seen is, actually, what do you say to those people 
if they still want to make people want to come to a webinar but they don't have those 
case studies.

Robert: Look, it's a bit harder. You can definitely sort of run a webinar and get people to 
come, but you're not going to get the thousands and thousands if you haven't got proof. 
There are a few different ways that you can do it. You can actually be really straight with 
people. You can say, "Look, this is a brand new course we're running. We've never run 
it before. We're really excited. Here's why we're excited." Because you will not have 
proof for yourself but you may have proof that it is working in the market for other 
people. And so there are different ways to do it, but the very best proof is the proof that 
you've achieved for your clients. That's always the best one.

Andrew: That's one of the things that I insist on here when we do with one of these 
master classes in Mixergy. I want the person who's teaching it to have an example of 
how what he taught worked for somebody else, and sometimes people don't have that 
and I have to say, "You're just not a good fit."

But when someone who is listening to us wants to do a webinar, if they don't have a 
case study, tell me if this is a fair way to do it, to say one of my steps is to do . . . 
actually, you know what? Let's suppose somebody was starting a webinar trying to 
teach people how to do interviews, and they've never done an interview before. They 
can still say, "Here's a benefit that Andrew got by doing interviews, and here's what he 
did." So you're telling Andrew's story without taking credit for having given Andrew the 



methodology. You're just saying, "Andrew's using one of the methods that I'll be 
teaching you, and here's the success that he got." Is it fair to do that?

Robert: Absolutely. That's what the Napoleon Hill did 100 years ago with "Think and 
Grow Rich." Napoleon Hill wasn't rich when he wrote that book, but he interviewed 50 or 
100 of the most rich people going around. Then he consolidated all the best strategies 
from them, and that book has been an amazing bestseller.

So you can take the reporter route, where it's like, "Hey, look, I've interviewed the 10 
best guys that do interviews. Here's a snippet of what Andrew does, and I'm going to 
show you what the other nine guys do in the webinar. Come along." That's worthwhile, 
and I'd be up for that. I'd check that out, because that person isn't saying, "Hey, I'm the 
guru on interviews." I think you've just got to be authentic and straight with people, and 
just be really . . . if you haven't done it before but you've interviewed 10 guys that did do 
it, and they showed you exactly what they did, that's fine, but just say that, and then 
whoever comes, comes.

Andrew: I remember one of the first courses that we did on Mixergy was with Paras 
Chopra, the founder of Visual Website Optimizer. He said, "Look, you need case studies 
if you're going to be selling these high margin products." I said, "What if you're new and 
you don't have case studies?" He said, "Don't get a case study for your software. Get a 
case study for your methodology as used by someone else when you're getting started." 
So these are workarounds for it.

Here is the next big point. I think we've gotten everything out of this one. The next big 
point is to contact your current audience everywhere. That means Facebook, it means 
email, it means Twitter, it means wherever they are, and invite them to come to the 
webinar. You did this on Facebook. In fact, before we were starting you were saying 
that Facebook is working really well for you. What's working better, Facebook, Twitter, 
something else?

Robert: For this particular market, Facebook.

Andrew: Before this women's health nutrition webinar?

Robert: Absolutely, yes. We only had two traffic sources for this particular webinar. We 
had the email database and we had Facebook advertising. Those were the only two 
ways that we promoted this webinar.

Andrew: And for your book, I know that you've been advertising this landing page, 
FeedAStarvingCrowd.com on Facebook. What's worked best for you there?



Robert: It's running an ad to go directly to the landing page, but I'm actually borrowing 
the credibility that I've got from Brian Tracy and an ad to go fix at the landing page but 
I'm actually borrowing the credibility that I've got from Bryan Tracy and Vishen Lakhiani 
as testimonials.

Andrew: Right there in the center. So are you buying ads with their face, with Brian 
Tracy's face on it and sending it over?

Robert: Yes, absolutely, because they have given me a testimonial and permission to 
use their testimonial. And with testimonials what you find is that it also benefits the 
person that gives a testimonial as well because his brand is getting in front of literally 
hundreds of thousands of people with running the ad. So it helps both people, the 
person that gets the testimonial and the one that gives the testimonial.

Andrew: Okay. So by those ads there . . . let me see here in my notes what you've said. 
You can send out an email, a Facebook post, Twitter message, etc., for each one of the 
pain points that we described. So how do you turn each one of these pain points, like I 
feel bloated, into an ad that delivers a new attendee to your event?

Robert: See, the way that we did this was exactly the same way we did the email 
sequences. We told the stories in Facebook posts. The post didn't feel spammy and 
saying, "Hey, come to the webinar." We actually just gave solutions. We told the stories 
like we did exactly with that email. So exactly the same way we wrote the emails was 
exactly the same way we did the Facebook posts. That's why it got so much 
engagement, because a year and a half ago no one was doing this.

If you look at nutritionists and the way they market, 99% of them say eat green 
vegetables and drink water. Stop eating McDonald's and stop drinking Coke. And it was, 
like, come on, everybody knows that. We all know we've got to eat better food and stop 
eating bad food. We know that, but we're not doing it. When you're in a competitive 
market space like nutrition and there's so many people out there saying the same thing, 
you need to be a bit creative in how you approach it. And that's why story telling works 
so well, because it flies under the radar and it helps people to have a better reaction to 
your marketing.

Andrew: So actually, here. You've been open with me about as much as you can. 
Something strange, you sent us this tweet. It says, "Do you think about the strength 
body? Do you focus on improving your flexibility? Both are critical to a . . . " and then it's 
FB.ME/etc. This is your tweet linking to a Facebook post which I'm assuming then links 
over to the webinar page. Why did you obscure the url? Why don't you want me to see 



the actual ad as you have it in Facebook? Is that intentional?

Robert: I think that's for a different program that we ran. I think that was an example of a 
tweet for a different program. That wasn't for this nutritional webinar.

Andrew: Okay. So are you in fact hiding that webinar from me, too?

Robert: No, not at all. I can't remember which on it actually is for, to be honest with you. 
That was on a few months ago, so I'd have to check it out and see what it's all about.

Andrew: Let me get a little more specific here. So if, for example, we've got a problem, 
I'll keep going back to this "I routinely feel bloated." How do you present it in a Facebook 
ad that gets people to come to a landing page and register? What do you do? What kind 
of ad works for you?

Robert: We use extremely similar copy to that email that you saw. So it's long copy and 
it's a photo. You test different photos, but it's a photo of a woman who's holding her 
tummy in a bit of pain. That's what worked well for that one. And then for each of the 
different symptoms, you have someone who can't sleep at night, you might show them 
in bed trying to toss and turn and things like that, like she was roughing up the sheets.

Andrew: And then you link to the landing page. Does the landing page talk specifically 
about this problem or do you have a general landing page that says "I solve all these 
problems."

Robert: Yes, the same landing page that you showed at the start, that same copy. It 
was a really simple one page landing page, it said, "Hey, if you're suffering from any of 
these symptoms, then you have to attend the webinar."

Andrew: All right, cool. Then let's go on to the next big point. We talked about buy ads. 
The next one is to get affiliate partners. Oh, actually, hang on a second. Let me see. 
Contact current or whatever . . . oh, sorry. We didn't talk about buying ads. Let's talk 
about . . . wait. Contact current audience everywhere. I accidentally lumped these two 
together, but you intentionally in my notes here have separated them. Contact current 
audience everywhere means for you, do a re-targeting campaign, and I think I missed 
that, where you upload your email list to Facebook and you say, "I want to reach my 
people." Is that what you mean by that?

Robert: Yes, absolutely. And even to take it to the next level, if you haven't got an 
existing email database or if you haven't got a budget for ads, what I teach my clients is 
to get down and dirty, and to contact your clients in every single channel that you have. 



If it's LinkedIn, if it's Twitter, if it's email, even if it's business cards. If you've got 
business cards stacked up from a long time, if some of those people would be 
interested in what you're doing, you could email them once personally. You can't upload 
all those into a database and kind of blast them out, but if you met someone at a 
conference six months ago and they could come to your webinar, you can go and email 
them.

When you're getting started and you haven't got a huge database, you're going to roll 
your sleeves up, and if you haven't got a whole lot of money to spend on ads, you've got 
to contact people no matter where they are.

Andrew: I see. So that point, contact the current audience everywhere, means the 
people who you already are engaged with wherever they are. If you have a Twitter 
following go to Twitter and talk to them there. If you have a Facebook following, do that, 
and again, even right down to if you have business cards, email them so that you invite 
them over.

Robert: Get your hands dirty, absolutely. Even if get, you might have to scrape and 
scramble to get 50 or 100 people in a webinar, but for some people, 100 people in a 
webinar, that's a good . . . if you could stand in front of a live audience and talk to 100 
people, that's still good, especially if you're just getting started. So no matter where you 
are, you can still use these strategies and you don't have to buy ads. But the thing is, 
you've got to make an investment somewhere. You've either got to invest your time and 
your sweat where you get your hands dirty and do this stuff, it's not as glamorous, or 
you can run ads if you've budget to spend on that kind of stuff.

Andrew: Now, then, we go back to the one that I accidentally almost skipped, which is 
buy ads to reach a new audience. What you guys did, according to my notes, is you 
advertised a success story for each one of the problems, you did it with a direct call to 
action, you told 10 stories, your budget was $200 per post for a total of $2000, and each 
post told the story of one problem.

Robert: That's right, and all we did was, it was just a normal Facebook post on the fan 
page, and we hit the boost post at the bottom for $200. Nothing fancy.

Andrew: And this is the kind of thing that you were . . . is this really the ad itself? Now I 
see what you were talking about earlier where you said a photo with some text. Is it 
something like this?

Robert: Yes, something like that. But if you have a cat, that's a different example, but it 
was similar to that. There were some of them like that but most of them were actually 



stories, so actually like that story we showed you in the email, but with a better photo 
like I described before.

Andrew: Image, and you do the full text within the Facebook post, even though it's long?

Robert: Yep, long copy is good. People read it. People read long copy. They read it. It 
works really well.

Andrew: So you do that full long text and then you would link back to your landing page, 
and on your landing page you would get them to register for the webinar.

Robert: Absolutely, absolutely. Now, you can take it to the next level, like, we could 
have for each one of those different landing pages, we could have had an article that 
spoke about that problem in more detail, and then had a call to action to come to the 
webinar after that. So you can do that, but it's more work. It's ten times the amount of 
work. You're going to write ten more articles and then each of them has to link back to 
the webinar.

We just found it worked fine. If I was going to run this more often, then you probably 
wouldn't need the ten articles so that you've got a bit more variety. Otherwise, once 
those people have seen that ad and then come to the webinar, then you need to kind of 
mix it up and do different topics.

Andrew: All right. Let's go to the big board, and the next big thing is to get affiliate 
partners. These are people who are getting a share of every sale that you make within 
your webinar.

You approached a big name celebrity and you said, "Hey, would you please promote," 
and the celebrity said, "Absolutely" right from the start.

Robert: Yes. It depends on what your relationships are. I don't want to say you can just 
call any celebrity up and say hey, please promote, and they're going to say yes. This 
was someone that we already had a relationship with for this particular event.

Andrew: Who is the person?

Robert: I can't say, Andrew. That's confidential.

Andrew: Are we talking about television celebrity or online celebrity?

Robert: Well, online for this one.



Andrew: Okay.

Robert: I can talk about my business because that's mine and I can share that. It's not a 
private client. For example, what I've done is with my book, I've deliberately sent my 
book to a lot of influential people that are around, and what tends to happen is if they 
get my book, and I send them an Australian hat as well, quite often they'll actually take a 
photo with the Aussie hate with corkscrews on it which looks pretty tacky. I will send you 
a photo of that as well. And then they'll have the book in their hand and the Aussie hat 
and they'll say, "Thanks, Rob. This is a great book," and they'll post a link to my book.

Now that works fantastically well, and that's what spoke pretty well for my book, and 
that's one way you can approach it. So there are a lot of different ways you can get it to 
happen. I'm saying that it's easy. I'm definitely not saying that that's easy at all. What's 
more traditional is to get traditional affiliate partners. For example . . .

Andrew: You know, what's that? I can't pass up what you just said right there, because 
frankly I've been Googling it on the other screen here. I never heard of an Aussie hat. 
This is what the Aussie hate looks like, with corkscrews just hanging out from it?

Robert: That's it. Yeah, it's exactly like that. And the corkscrews, do you know what the 
corkscrews are for?

Andrew: No.

Robert: They are to kick the flies out of your face.

Andrew: Are you, are you kidding me?

Robert: Yep. So if you got flies, in Australia we've got a lot of flies so you can just wear 
that hat and you can kind of shake your head and get the flies out of your face.
Andrew: Really? It's not just a joke? It actually is being used in Australia?

Robert: That's what they're used, that's why they do them.

Andrew: Wow. All right. So this is what you were passing out to people, and of course 
they would take a photo of it and say thank you, I can't believe you just sent this over.

Robert: And here's a photo of the book, and you know, it works really well.

Andrew: Okay. Clever idea. I can see how that would work out. How do you get people 



who are affiliates to start sending traffic to your webinar? What do you do?

Robert: There's a few different ways. There's a lot of ways you can do it. The easiest 
way is to actually, if you promote them first. It's like the law of reciprocity. If you help 
someone first, they're a lot more likely to help you later. That's the very easiest way to 
do it, because it's the lowest friction. Like if I approach anybody and say, "Look, can I 
introduce you to my audience and kind of promote your work," nearly every single 
person is going to say yes. Why would you say no? And then once that's happened, 
there's a bigger chance that they'll say, "Hey, can you help me as well?" So that works 
really well.

There's other ways you can do it as well. The more traditional way is that you have an 
affiliate manager, and they go and approach 50 or 100 people that are in a similar 
category to you, and they say, "Look, here's what our offer is. Here's the percent of 
commission that we pay. Here's the landing page, here's the [inaudible 00:28:45] copy, 
would you be open to doing this to your list?" That's the most traditional way of doing it.

But like I said, there's a lot more creative ways you can go about it. You can send them 
something in the mail. You can do a favor for them in advance. And that's what I prefer 
to do, rather than going the traditional route of just having all the stats, all the 
techniques, all the things like that. I just think it's kind of been slammed, and I'd rather 
have less affiliate partners but more dedicated ones are better.

Andrew: You might send a gift of a corkscrew hat, not corkscrew, that would be painful. 
A cork hate, and then you'd follow up and say, "Hey, I'm doing this thing," or actually 
even before, you'd offer to email your audience or support them, and then come back 
and ask.

Robert: That's right, and that looks a lot better, because if you think about it from the 
other person's perspective, like if I went to you, Andrew, and said, "Hey, go to all of your 
people that Feed a Starving Crowd. Here's what our stat is . . . " And you're like, "Well, I 
don't even know you, Rob. I don't know if your stuff works, I don't even know if it's a 
good product."

It sounds obvious, but it is important. If the show was on the other foot, you'd want to 
know more about that person and get to know them a lot better before you promote 
anyone's work. It's the same when you're approaching anybody. Everyone's the same. 
Everyone's very protective of their database and they only want to be promoting stuff 
that's good and that works.

Andrew: You know what? I want to ask about a photo, but I've got to tell you, I'm now 



looking at my screen. I'm looking very dark here for some reason. I wonder if somebody 
messed with the lights. Let's try adjusting it.

Robert: Yes, I thought you got a suntan, I thought you'd been hanging on the beach.

Andrew: First of all, I'm always dark. I'm the darkest person in my family. I've got a very 
a white blonde wife and now we have a kid. So she's very light, I am very dark, even the 
kid is lighter than me, so I'm walking around like the foreigner in my own house. But I 
think the light should be helping me out here. I think maybe somebody bumped into the 
lights and is making me look darker. Let's adjust them. There we go. I still don't look 
European but I look better.

All right. Who is this person who we were just talking, who I was just referencing?

Robert: Yes, this from my book, [inaudible 00:30:46]. This is a TV celebrity in Australia, 
and she and her twin sister have been featured on a home renovation show here. So 
what happened was the approached me and asked if I could help them with their online 
business, and I said, "Look, come in, spend some time in my office and I'll help you 
guys out." So I spent an hour with them. I didn't charge them for the session, and at the 
end we took a photo with the book. And then she posted that to her Facebook page and 
she's got 188,000 Facebook fans. What worked really well was that I got 1000 
downloads in 24 hours just from that one post.

Andrew: Just from this post a thousand people had downloaded.

Robert: One post, 1000 downloads.

Andrew: Downloaded the book.

Robert: That's how powerful this can be.

Andrew: A thousand people went from this post to this page, went to the bottom or 
clicked . . .

Robert: And downloaded them. And that's just one celebrity, just one person. So that's 
how powerful this stuff can be. And that's why I'm saying good relationships, because if 
I went to her and I said, "Listen, can we do a sponsorship deal where you can endorse 
my work," she's going to say, "Well, okay. Fine. We're going to spend six months doing 
contracts and things like that, and there's going to be a fee." I said, "Look, come to my 
office. I'll help you out. I'll give you some good tips." I helped them, they started to do a 
lot more business online, and then they, as a result, they wanted to say thank you to 



me. And then they shared my work with their audience. So that worked extremely well 
for me, and that's something you can do for a lot of people. You can just help them, and 
they'll help you back.

Andrew: I wonder how many people are going to hear me to say 
FeedAStarvingCrowd.com, go type it in and go download. There's no way for us to 
know. That's my frustration, not just with this, but with podcasting in general. People 
watch or listen to one of my interviews, and then they'll remember the url and go back to 
it. I'd love to get credit. I'd love for an interviewee to say, "I can't believe it, Andrew. I just 
did this interview with you and as a result 5000 people downloaded, or even 500 people 
downloaded it. Somebody.

Robert: Well, Andrew, I ordered five new servers after that last interview because the 
Mixergy crowd, that's going to be a hungry audience. I want to make sure that the 
website holds up.

Andrew: First of all, more than five and reup with cloud flair. Go to the next level of 
[inaudible 00:32:46].

Robert: I'm going to buy a whole data center, different types.

Andrew: It's the only way that I'll feel good about myself. I don't have naturally feeling 
good about yourself capabilities. I have to have outward results in the world for me to 
feel good.

All right. Everybody who's listening should go over to your site, 
FeedAStarvingCrowd.come, download it, and then find a way to conspicuously let you 
know that it's because of Mixergy. But for now, let's get back on track here. Use a 
reminder sequence. I never know how much to do here because, and frankly, I think I 
sent a reminder the day before, I think I sent a reminder the day of, and then we are 
going live reminder. That's three. To me, that felt like a lot. I got emails from people 
saying I missed it. Why didn't you tell me? I said dude, I sent three. So what's the right 
amount? How do I not irritate people? Or maybe I did the right amount and I should 
accept it and be okay that some people are always going to complain. What is the right 
amount of reminders?

Robert: Look, the best way to do this is actually to tell some more stories in the lead-up 
to the event. We told similar stories to the opt-in sequence, but just kind of made them a 
little bit shorter, and just reminding people about why it's going to be so good to come 
on.



Now, what I've also . . . I didn't do this for this webinar, but I had done this for other 
webinars and it worked extremely, extremely well. 48 hours before the webinar starts, 
you send a PDF workbook, and it's kind of like a fill in the blanks workbook where you 
have all the bullet points but they need to fill in the blanks when they come to the 
webinar to learn about what's happening. The reason why this works so well is because 
firstly, people get a sneak peek of the content. Secondly, they feel that it's going to be 
value, like [inaudible 00:34:27] is going to be a sales pitch. They feel that they're 
actually going to learn something. Especially in our space in the marketing space, the 
number one reason people don't come to webinars is because they feel it's going to be 
just a sales pitch. They're not going to learn anything. So if you can send them a 
workbook in advance, then they know that hey, I can learn some stuff here. And I know 
I'm going to get pitched at the end, but I'm going to learn stuff in the meantime so it's 
worth my time to come on.

Andrew: So I've just actually seen this done. I would think that a workbook is a big PDF 
with lots of pages. It's like I've seen four pages of a workbook.

Robert: That's plenty. I've sent two pages, three pages, that's fine.

Andrew: So we call it a workbook but frankly it could just be a work page, essentially. A 
work two pages, which I ordinarily wouldn't think of as a workbook.

Robert: Yeah, like a worksheet, a work page. As long as it, the whole objective isn't to 
say, "Look, this is good training. You're coming here, you're going to learn some stuff. 
You're not going to be pitched through the whole time.''

Andrew: But I know my audience. Some people are just so anal and, God love 'em, that 
they would sit and write everything in the, that they would fill in the blanks. So if the first 
step, if I say the first step to doing XYZ is blank, they will fill that out because a lot of 
people think that way. They think by writing. Frankly, I guess I shouldn't say that they're 
anal. I'm pretty anal, too. I take notes within an interview, otherwise I'm not on track.

All right. So that's what you mean by it, and it's a reminder but it's also a statement that 
they're going to learn and it's something that keeps them involved within the webinar. 
Give me more. What else? That's 48 hours before. What else do I need to do to remind 
people to actually show up?

Robert: What else works really well is an SMS reminder. If you really want to drive your 
registrations to the next level, you can send two SMS's. You can send one 24 hours 
before, and you can send one one hour before.



Andrew: And so you take, here's one of yours. This is . . . let's see if I could, I'll read this 
again because it's a text message we're looking at. It says, "Phone number, don't forget 
to join the webinar starting in two hours time. Click here to join." And then you give a link 
to it.

Robert: That's it. It's just that simple, and it doesn't need to be anything complex. It's a 
text message, they can't pick up that many things on there, so it's just simple. And a lot 
of this stuff doesn't need to be complex. It's just about execution and doing it well.

So those are the two things that work. I'll say the three things. So if you continue to tell 
stories before the webinar, send them a PDF workbook 48 hours before, and then send 
a couple of text messages. By doing that, that's going to maximize the number of people 
that will come on.

Andrew: But within the last 48 hours all I'm doing is sending a webinar and text 
messages, or am I also sending an email the day before and the day of?

Robert: Well, you're sending it 48 hours before, and you can send one out one day 
before and one hour before. Any more than that, you're going to start annoying people, 
and you really don't want to . . .

Andrew: So three emails within 48 hours plus two text messages.

Robert: Yep, and then if they registered a long time before that, a day or two before that 
as well, you can also send a couple of stories. And that's it, because you don't need to 
kill people. You want them to know about it, you want them to turn up, but you don't 
want to be annoying.

Andrew: All right. Let's go on now to the very last page, or the very last point here for 
today, which is to have the right elements on your landing page and your thank you 
page. Here is this template that you use. A lot of it just seems basic.

Robert: Very basic. Really, really simple.

Andrew: Help me understand what I might ordinarily miss if I were to look at it as a 
stranger. We intentionally kept this as just the key elements. What are the key 
elements?

Robert: Like I said, the event title is huge, because what a lot of people will look at is 
just the event title and make a decision if they're going to come or not based on that 
title. Our title for this nutritionist webinar was "What in the World is Wrong With 



Me?"And the reason that worked so well is that it's a very common question that people 
are asking my client. So they resonated that when they saw it.

The next thing was in that little box at the top we had two options for people to join the 
webinar. We had a 5:00 p.m. option and a 7:00 p.m. option. What blew my mind was 
that we had an almost equal attendance between both of those two options. I had no 
idea. I thought that most people would pick the 7:00 because it's after work, they'd log in 
at home and watch it then. But we had an almost equal between the 5:00 and the 7:00. 
Like I said, it blew my mind.

Andrew: And that's a dropdown menu that you have under, you ask people's name and 
you ask their email address, then you have that dropdown menu underneath it.

Robert: Yeah, select the time. And then underneath the description on the left-hand side 
is we just had those eight bullet points which you showed at the start.

Andrew: There it is, on the left-hand side underneath the date and time, where you 
would have . . . let me see what those bullet points are. Things like, "I routinely feel 
bloated. I suffer from PMS. I can't lose weight, etc."

Robert: Yep, and then we had a little paragraph under that saying, "If you suffer from 
any of these symptoms, then you have to attend this webinar."

Andrew: I see. And that's what you want. But the key elements it seems like you want 
us to have two date options, excuse me, have date . . . wait. Have the dates on it and 
two options for different times.

Robert: Yes, and that's because this was the first time we were running a webinar to this 
audience and we didn't know which time they would want so we offered both. But as 
you get to know your audience better, you may just find that the majority go for one 
time, and then you don't have to offer the two times. But to start with, it's always good to 
offer a few different times so you get to know what people want.

Andrew: Here's something else that you did that I hadn't thought of. You had a . . . let 
me see. On the thank you page you had a call to action which asked them to share the 
event with their friends. What's the incentive that they have for telling their friends?

Robert: That was huge. Nothing, nothing, but that was huge. That was absolutely huge, 
because well, we just had, like, there's a lot of traffic that came to the site where it was 
shares from Facebook, where it wasn't actually from the ad, it was from shares. So that 



was just huge. It was really big, and because I think, especially with this market, people 
might know friends that have the same kind of problems and they want to help out. See, 
if me and you were running an event about how to get more traffic to your website, well, 
I don't know if that many people are going to go share it on their Facebook wall, or 
share that with their friends. So it depends on the market, but for that market it worked 
extremely well.

Andrew: Anything else that you want us to have on that confirmation page? I'm 
guessing a way for them to add the event to their calendars is helpful.

Robert: Yes, absolutely, that works as well. We had that there and that was about it. It 
wasn't too complex. A lot of people are starting to get more fancy with this, and they're 
putting videos on that landing page, and then even trying to make a pitch on that page. I 
haven't done that personally myself so I can't attest to the results, but I'd imagine it did 
do okay.

Andrew: Okay. All right. And there it is. We've covered so many different topics here 
today, or so many different steps to getting people to come to our webinar. Let me ask 
you this, Robert. If we were to do everything here on this big board and everything that 
you just talked about here today, what's the one place where, one thing that might keep 
us from having a big audience for our event? Where is the one place where we'll likely 
to make a mistake?

Robert: It's the first one. It's identifying the pain points, because if you're running a 
webinar about a topic that no one cares about, then who's going to come? You can do 
all these other things perfectly, but if the topic is not good then no one's going to come. 
That's why I wrote my book, Feed a Starving Crowd, because all the reason people 
don't see it online is not because they're not following the tactics or the strategies, it's 
you're selling something that no one wants. And so unless you really know those pain 
points, then all this other stuff doesn't mean anything.

Andrew: All right. Well, thank you so much for walking us through it. I've seen that that's 
actually a problem or a challenge throughout, finding the pain points of your customers 
whether you're trying to get them to come to a webinar, trying to create a product that's 
an information product, or trying to create software for them, wherever it is, the more 
you understand people's pain, the more you can address it and give them a product that 
they're dying to bye.

That is also one of the key ideas that you've been talking about. If people want to see 
how you market and learn from you, they can come to your website, 
FeedAStarvingCrowd.com and buy the book. It's actually free. Is there shipping and 



handling, or something else about the download that we need to know?

Robert: The eBook is for free, and the physical book is $9.00 shipping worldwide.

Andrew: Here, I'm going to hit the download button. Let me see what the next step is on 
your site.

Robert: Oh, fantastic. Now I can spare you, Andrew.

Andrew: This is one simple tweak to just put . . . I hit pause on this because you and I 
are now talking, and then find my major business . . . actually, I shouldn't be revealing 
this. People should just be going over to your site and seeing your marketing plan step 
by step. I like to actually see what you're up to just because I'm curious about how you 
do it. Oh, this is . . . hey, what software are you using to do these multiple choice 
questions?

Robert: Gravity Forms on WordPress.

Andrew: That's just Gravity Forms, where as soon as I click it, it automatically goes to 
the next page?

Robert: I've got a good a developer, Andrew.

Andrew: You really do. I love Gravity Forms. I use it all the time. I just didn't realize that 
you can do it so that as soon as people click . . . oh, that is beautiful. I would pay just to 
learn how to do that. All right. Never mind. This has been great to have you up on the 
site. I'm so glad to have you teach this. I'm looking forward to hearing people use it, and 
frankly, I'm looking forward to using this myself because I know how powerful webinars 
still are. Are they still hot, or is it one thing that people have overdone?

Robert: In the internet marketing space they're a bit harder to fill up. I'm running one in a 
couple of hours. I still work quite well for my audience, but in the internet marketing 
space it is harder to get these massive, massive numbers because think of what a 
market's have kind of screwed it up. But in other audiences, these guys have never, for 
the business webinar, a lot of people never heard what a webinar was at the time, 
because it's some industries don't even know what a webinar is, so there's this 
[inaudible 00:44:11] for it's Greenfields, and sadly now industry is being slammed. But 
you can still do them and do quite well.

Andrew: I feel like in the internet marketing space everything gets slammed like that.



Robert: Marketers ruin everything.

Andrew: No, they help get people to come buy products which means that they fuel 
businesses. All right. But this is still effective outside of the internet marketing space. I'm 
curious to see how it works for people in our audience and I like the way you think in 
general. A lot of these ideas apply for marketing outside of webinars, like finding 
people's pain points, buying ads based on them, and etc. A lot of this applies outside.

I'm so proud to have you on here. The website of course is FeedAStarvingCrowd.com. 
Robert, thanks for being on Mixergy again.

Robert: Thanks, Andrew.

Robert: You bet. Thank you all for being a part of Mixergy. Bye, everyone.


