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MIKE BUONTEMPO
FOUNDER & CEO of CLIENT ACCELERATORS

Mike Buontempo has been marketing online
since 2009 and has spent over $50 million
dollars on paid advertising in this time period.
His agency regularly manages over $1.5
million dollars in ad spend every month and
brings in tens of thousands of customers from across over 25 different
niches. Past clientele includes big-name heavyweights like Anik Singal,

Russell Brunson, and Rob Kosberg.

The right ads, when paired with the right
copy... can increase the likelihood of
conversion by as much as 3x. Any and every
business can benefit from high-converting ad

copy.

Copy is the thing that takes your product

or service and makes it shine for potential
customers. Ad copy can appeal to emotions,
fears, desires, etc.!

Good copy taps into the feelings that make
a prospect want to convert. Is your business
taking advantage of this powerful tool?

WARNING: We seek to add value to society. We
do not condone the use of this methodology
for the purposes of deceit or deception.
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Please use the following case study
responsibly. The ability to guide a prospect to
your product or service by connecting with
them emotionally... This is super powerful
and must only be used for good. Read on for
details on how your business can implement
these techniques...

Email is a surprisingly potent marketing tool
that flies under the radar of most businesses.
That's because most businesses don’t actually
know how to write compelling emails that
resonate with their audience. There are three
kinds of emails we write at our agency: Story-
Copy, Direct-Pitch, and Demonstration-of-
Expertise.

Let’s talk about each.



STORY-COPY

With the right “Story Copy” email, we can connect
to our prospect’s emotions. If the chosen story
gives us a chance to empathize with the prospect,
we can forge a lasting bond with them. This makes
it much easier to “close” them, or make the sale.

The main goal of the Story-Copy is to show you're
human. We want to level the playing field by
showing the prospect you're equal to them. “I
was once in your shoes, experienced the same
problems, dealt with the same struggles, but
found the exact solutions that may help you

EMAIL SEQUENCES

as well” It's about equalizing and having your
prospect feel you're an emotional equal to them.

In our example, “got my dream car... on the top of
the world... Then it all came crashing down,” the
emotional trigger we are actively pulling is fear. In
this case, it's fear of failure. Maybe even the fear
of experiencing success and then failing all over
again. These are common anxieties people face in
the entrepreneurial space, and savvy marketers
know how to tug on those strings.

Sam Ovens' Most Popular Consulting.com Landing

3| CLIENT ACCELERATORS



EMAIL SEQUENCES

THIS COPY
USES STORY TO
CONNECT WITH

HUMAN EMOTION

cccccccc

CCCCCCCCCCCCCCCCCCC



EMAIL SEQUENCES

DIRECT-PITCH

These emails are straightforward and heavy on
product information.

“What will | get?”
“How will | benefit?”
“And what exactly is the process?”

These are the kind of questions a Direct-Pitch
email will address. Because sometimes, prospects
simply want to hear the offer in-a-nutshell and
then take action accordingly.

In our example, we go over the specifics:
« Strategy sessions
Scaling on Facebook
+  YouTube, Google, Instagram...
+  Google
Instagram Ads
« Special offer positioning
Metric tracking
Omnipresence
« Ad creation
1-on-1 Coaching

Bit of a mouthful, yes. But that’s what we're going
for: Direct-Pitch emails appeal to prospects who
value clarity, and brevity.) Plus, if a prospect is
burdened by a specific pain or problem, a Direct-

DIRECTLY SHOWS| =
PRODUCT VALUE

DIRECT-PITCH Example #1
*Mike references this Facebook Ad to illustrate
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*Mike references this Facebook Ad to illustrate
Email Copy Concepts

THIS COPY USES

FACTS, STATS, &

PROVEN RESULTS
T0 GET CLICKS

DoE Example #1
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DEMONSTRATION OF EXPERTISE
(DOE)

These emails show our expertise without a shadow
of a doubt..

Details of our process, proof of our achievement,
proof of customer success, etc.

For Agencies and Consultant, DoE emails are very
effective. We have brought in over $500,000 of
sales thanks to DoE emails and Facebook Posts.

It presents undeniable evidence of your success
and competency, and makes it that much easier to
close a client.

On the left is a recent example of producing $1.1
Million Net Profit for one of our Clients.

DoE emails are all about expertise. The focus
should be on displaying proof of achievements,
proof of customer successes, impressive metrics,
etc.

DoE emails tend to work best for agencies and
consulting offices, but establishing expertise is
important in any niche. We have brought in over
$500K in sales thanks to DoE emails and Facebook
Posts alone.

Sharing proof of experience and competency with
the prospect makes it that much easier to close the
deal.

Generally, when a business provides data-based
evidence of their success, in-market standing and

conversion rate increases.
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Q&A HIGHLIGHTS

Q: In terms of a company... If I'm
promoting my company, would | go out
and promote myself? Or how would |
implement story-copy? How does this
story-copy relate to a business like mine
(window installation and roofing)?

Mike’s Answer: This email Story-Copy

is for follow-up emails. So if someone
opt-ins, you're going to have a follow-
up email sequence.. So you're follow-up
emails can have a story like this..

Q: So if they want to know more about
the founders of the business or the type
of people are backing the product we're
putting in their house, this would be
the backstory to it?

Mike’s Answer: Exactly. If we take
window installations, for example, it's

a commoditized market. When you're
commoditized, it’s better to move
someone with a story. For example, if
a customer is deciding between brands
(between yours and the competition)...
if they’re moved by your story, then
they’ll choose you instead of the
competition.
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Q: | got ya. Okay. That makes a lot more
sense. | just thought, “buying windows,
who cares about my story?”You know?
But that makes more sense now.

Mike’s Answer: Yes. And in your case,

it might be that the founder started
the company because his kid kept
getting sick. Because it was too cold in
the house, and he couldn’t figure out
the problem until he checked all the
windows and noticed... something

to that effect. So that your prospects
might say, “oh, wow, so that’s why he
started the company,”i.e., emotional
connection. If the prospect’s options
are exceedingly similar, then an
emotionally captivating story will help
differentiate you from the competition.



LEGAL DISCLAIMER
AND TERMS OF USE

This newsletter is for research purposes only. All of the webpages and advertising is
copyrighted by the original owners. You may borrow the ‘ideas’in these ads and pages, but you
may NOT use any of the actual advertising copy or designs.

You do not have resell rights or giveaway rights to any portion of this Publication. Only
customers that have purchased this publication are authorized to view it. This publication
contains material protected under International and Federal Copyright Laws and Treaties. No
part of this publication may be transmitted or reproduced in any way without the prior written
permission of the author. Violations of this copyright will be enforced to the full extent of the law.

The information services and resources provided in this book are based upon the current
internet marketing environment. The techniques presented have been extraordinarily lucrative
and rewarding. Because the internet is constantly changing, the sites and services presented
in this book may change, cease or expand with time. We hope that the skills and knowledge
acquired from this course will provide you with the ability to adapt to inevitable internet
evolution. However, we cannot be held responsible for changes that may affect the applicability
of these techniques.

Any earnings, income statements or other results, are based on our own testing and are only
estimates of what we think you could earn. There is no assurance you will do as well as stated in
any examples. If you rely upon any figures provided, you must accept the entire risk of not doing
as well as the information provided.

Screenshots in this book are from publicly accessible field archives. All product names, logos
and artwork are copyrights of their respective owners. None of the owners have sponsored or
endorsed this publication. While all attempts have been made to verify information provided,
the author assumes no responsibility for errors, omissions, or contrary interpretation on the
subject matter herein. Any perceived slights of peoples or organizations are unintentional. The
purchaser or reader of this publication assumes responsibility for the use of these materials and
information. No guarantees of income are made. The author reserves the right to make changes
and assumes no responsibility or liability whatsoever on behalf of any purchaser or reader of
these materials.

COPYRIGHT 2020 © CLIENT ACCELERATORS
ALL RIGHTS RESERVED
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