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 The Genius FlexiFunnels™ Marketing System 

  

How to gain an additional revenue boost because of increased and 

measurable online marketing results without having to work longer or 

harder 
 

 

Let’s talk about why it you need to put a system in place in your business to make money 

for you. 

Think of it this way – does your business make money automatically – even when you’re not 

there? 

If not – you are working too hard. 

I’ve always learnt don’t work hard – work smart. So that’s what I want to show you – how to 

have a system that works smart for you – 24 hours a day.  

This system works because it exploits each and every aspect of the irrefutable law of 

business growth put forth by legendary marketer Jay Abraham: 

There are only three ways to grow a business, 

➢ Increase the number of customers 

➢ Increase the average transaction value per customer 

➢ Increase the number of transactions per customer 

 

We call it the FlexiFunnel™ Marketing Genius System - This is the stuff they don’t teach at 

business school. 
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Let’s Learn the Steps to the Digital Funnel 
 

The following flowchart outlines the FlexiFunnel™ Marketing Genius System. 

Print this PDF version and tack it to the wall next to your workstation.  If you plan to execute 

this plan, you’ll need to reference it often. 

When you’re learning new tactics like Facebook Advertising, Google Analytics or SEO you’ll 

need to constantly remind yourself of the FlexiFunnel™ Marketing Genius System 

process.  Otherwise, you’re wasting time and money. 

This is a warning:  There is little profit in understanding, for example, Pinterest advertising or 

Search Engine Optimization (SEO) in and of itself.  There is enormous profit in understanding 

how to apply these traffic strategies to the FlexiFunnel™ Marketing Genius System process.  
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FlexiFunnel™ Marketing Genius System 
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Here are the steps 

1. Stage 1 Alchemy 

a. Determine your market 

2. Stage 2 Analysis 

a. Determine right traffic for you 

3. Stage 3 Activation 

a. Did they sign-up?  

4. Stage 4 Amplification 

a. Let’s expand our MVF 

5. Stage 5 Attraction 

a. Make it interesting! 

6. Stage 6 Appreciation 

a. Upsell and cross sell 

7. Stage 7 Absorption 

a. Strategy for return purchase 

8. Stage 8 Acceleration 

a. Scale 

  



 

Page 5 of 23 

 

Stage 1 Alchemy  
 

Business is pretty simple. 

We get paid to move people from a “Before” state to a desired “After” state. 

In the “Before” state the customer is discontented in some way. They might be in pain, 

bored, frightened or unhappy for any number of other reasons. 

In the “After” state — life is better. They are free of pain, entertained or unafraid of what 

previously plagued them. 

People don’t buy products or services…  

They buy outcomes. They buy access to the “After” state. A great offer will genuinely move 

a customer to a desired “After” state… 

… and great marketing simply articulates the move from the “Before” state to the desired 

“After” state. 

Ask yourself … 

➢ What does your prospect HAVE in the “Before” state? What does your prospect 

HAVE in the “After” state? 

➢ How does your prospect FEEL in the “Before” state? How does your prospect FEEL 

in the “After” state? 

Strategy Before Tactics  
 

Small businesses always want to grab the idea of the week. And small business owners are 

absolutely the worst at this because they’re doing a hundred things.  

 

So the shiny object that makes the most noise this week is now the marketing plan. The thing 

is, if a business owner gets the strategy part right in marketing, he or she can surround it with 

just about any set of tactics that are performed and measured consistently. That’s how 

important the strategy piece is.  

 

There are two very significant components to getting a marketing strategy down for a 

business: to narrow focus down to an ideal client, and to find some way to clearly 

differentiate one’s business.  

 

Now those may not sound like earth-shattering ideas, but most businesses don’t think about 

them as thoroughly as they should.  
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The focus of your alchemy strategy should be making sure that your products and services 

meet customer needs and developing long-term and profitable relationships with those 

customers. 

  

How do you know when you’re done? 

 

You will have a clear insight into your marketing strategy, what steps it will take, the pitfalls 

there may be, as well as your strengths and weaknesses. 

 

Milestones 
 

➢ Know the difference between Marketing vs. selling 
➢ Will have identified your Marketplace 
➢ You will have defined your Unique Mechanism 
➢ Your will have a Big idea  
➢ Competitors will have been researched 
➢ You will be Using Education-Based Marketing 
➢ You will be familiar with the Potential buyer pyramid 

Differentiate the Business  
 

Small businesses absolutely must find or create, as part of their strategy, a way to 

differentiate their business from all the other businesses that claim to do the same thing.  

This isn’t necessarily a new concept, but it’s one of the hardest to get businesses to actually 

do. Everyone wants to think what they do is so unique. Unfortunately, in most cases, it’s 

something that everyone either can or does claim as well.  

 

Here’s a good way to get a sense of this idea. Cut and paste the first paragraph of your top 

five competitors’ websites, blacking out all references to names, and then pass the 

document around the office to see if anyone can recognize which company each 

paragraph belongs to. Chances are, the descriptions will be nearly impossible to tell apart.  

One of the most effective bits of research you can conduct to help find what really sets 

your organization apart is to sit down and interview a handful of your best customers. Ask 

them these questions:  

 

➢ What made you decide to hire us?  

➢ What’s one thing we do better than others like us?  

➢ What’s one thing we could do better?  

➢ Would you refer us or do you refer us? 

➢ If you would refer us, what would you say?  

If your customer simply tells you that you provide great service, then push a bit with 

questions such as:  

 

➢ What does good service look like?  

➢ Tell me a story, or a time when we provided good service.  
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What did that entail?  

 

It’s amazing how quickly core differences come to the surface, directly from the mouth of a 

satisfied customer. Look for common threads that surface in conversations, then develop a 

core message that supports those themes.  

 

It’s not easy because business owners often want to be like everyone else; they don’t want 

to be the different kid. Everybody in our industry talks about their services in the same way, 

so that’s what business owners think they need to do.  

 

Stepping outside the box is essential. It’s actually how businesses charge a premium for their 

services and products. It’s also one of the hardest things to do.  

If your business is receiving phone calls and inquiries, and one of the First questions is, “How 

much?” there’s a really good chance you’re not differentiating your business.  

If prospects can’t tell how the business is different, they’re going to use the one measure 

that makes sense: price. As many small business owners have discovered, competing on 

price is not fun.  

 

There’s always going to be someone willing to go out of business faster. 

 

What people like most may not sound unique or sexy. It might be the unique products and 

services, but often it’s a company’s way of delivering an experience. It’s the people, 

guarantees, packaging, brand promotion, and special touches. It is how the company 

positions its business to solve a problem that everybody in the industry is having. That’s what 

people buy.  
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Stage 2 Analysis 
 

During this analysis stage, we gain understanding of who makes an ideal customer allows 

you to build your entire business around attracting and serving this group 

 

How do you know when you’re done? 

 

You will have an understanding of who your ideal clients is, your thesis, and big idea, your 

market place and market place sophistication, you will have been able to complete a 

market diagnosis and create an over the top offer. 

 

Milestones 
 

➢ You will have defined your ideal client 
➢ You will have developed Your Funnel Thesis 
➢ The Big Funnel Idea will have been perfected 
➢ You will have created A Superior, Over-The-Top Irresistible Offer! 
➢ You will know all about your 

o The Prospect 
o The Product 
o The Competition 

➢ Marketplace Sophistication will be familiar 
➢ You will understand how to construct the perfect marketing funnel message 
➢ How to discover who your best prospects are... so you can attract those who are 

most likely to buy. 
➢ How to uncover their primary triggers, hot buttons, and objections so you can craft 

the perfect marketing message that brings you daily sales. 
➢ How to dissect your competitors hooks and offers so you can be assured your 

marketing is different, stands-out and gets attention & engagement. 

 

Define the Ideal Client  
 

Many small businesses try to be all things to all people and find it hard to really focus or 

succeed at serving narrowly defined market segments. Small businesses don’t necessarily 

intend to be all things; it just sort of happens from a lack of focus and a prospect on the 

phone asking for some help in an area that’s not really the business’ thing.  

 

While it may seem like growth to take on a new customer, if that customer isn’t a good fit, it 

can actually stunt real growth. In some cases, trying to work with customers who are not 

ideal clients can lead to such a bad experience for both your business and the customer 

that you actually create vocal detractors for your business.  
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Most businesses are best suited to serve a narrowly defined market segment – a sweet spot. 

This doesn’t mean the sweet spot won’t grow, evolve and change altogether over time, but 

at any given time there exists a set, ideal client for most businesses.  

 

The trick is to discover what that ideal client looks like in the most specific way possible, and 

then build an entire marketing strategy around attracting more of these.  

For some, an ideal client might simply be a subset of people who can afford what you offer. 

For others, the ideal client might be comprised of six to eight long-term clients. In the latter, 

a company is probably better of working with people who are a perfect fit or life may get 

miserable.  

 

A perfect fit may mean that the customer has the kind of need your company can really 

help with, but it also might mean the client values your unique approach and treats your 

stay with the respect the relationship deserves. A multiple red tag client, taken because 

they said they can pay, will suck the life out of a small business faster than almost any other 

dynamic.  

 

A less than ideal client can also come in the form of a person with whom a company would 

love to work, but they just don’t really have the need that matches what the business does 

best. Think of a good friend or relative who works for an organization that’s not a good fit, or 

buddy at your golf club who has a company you would like to help, but doesn’t have the 

resources.  

 

The 5 steps below, applied to a current client base and worked in order, will tell small 

businesses more about their true ideal client than any marketing class or book ever will.  

 

1) Find your most profitable clients.  

2) From the above group, identify those that refer.  

3) From that even smaller group, find common demographic characteristics  

4) Take the time now to understand the behavior that makes them ideal.  

5) Draw a fully developed biographical sketch to use as a marketing guide.  
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Stage 3 Activation 
 

In the activation stage, we use the big idea we developed and we get creative, sculpting 

the perfect headlines as well as creating the basic pages 

 

How do you know when you’re done 

 

You will know how to construct your MVF pages, such as your leadmagnet, sales/marketing 

page, order form and thank you page, we will also have tested these and started 

enhancing. 

 

Milestones 
 
➢ Using the big funnel idea you will create the minimum viable funnel 
➢ You will have testing the MVF 
➢ After testing you shall enhance your funnel  

 

The Marketing Funnel 
 

Most marketers are familiar with the concept of the Marketing Funnel: A whole bunch of 

leads are loaded into the top of a funnel, and they’re choked until a few buyers squeeze 

out the small end. With the introduction of Twitter and Facebook, people are even hungrier 

for more leads.  

 

The game is always about putting more and more leads into the top of the funnel.  

But what good are leads if they aren’t converted into sales, repeat business and referrals? 

What if, through remarkable customer experience, a company had the ability to retain the 

same clients and generate a significant number of new leads and referrals from those 

happy customers?  

 

When it comes to lead referral generation, the customer experience is it. The hour glass 

marketing funnel suggests that there’s a logical progression through which every customer 

comes to know, like, and trust a company. Once that occurs, the customer then decides to 

try, buy, repeat, and refer. The diagram on the following page illustrates the logical path a 

lead should follow to participate in a fully developed Marketing Funnel. This concept is one 

of the key elements of the Free Movement Marketing System.  

 

When one overlays the Jennifer Segerius Consulting System definition of marketing: – 

“getting someone who has a need to know, like and trust you” – with the intentional act of 

turning know, like and trust into try, buy, repeat, and refer, the entire logical path for moving 

someone from initial awareness to advocate becomes a very simple process.  
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The key is to systematically develop touch points, processes and product/service offerings 

for each of the phases of the funnel.  

 

1) Know – ads, articles, and referred leads  

2) Like – website, reception, and email newsletter  

3) Trust – marketing kit, white papers, and sales presentations  

4) Try – webinars, evaluations, and nurturing activities  

5) Buy – fulfilment, new customer kit, delivery, and financial arrangements  

6) Repeat – post customer survey, cross-sell presentations, and quarterly events  

7) Refer - results reviews, partner introductions, peer-2-peer webinars, and community 

building 

Far too many businesses attempt to go from KNOW to BUY and wonder why it’s so hard.  

By creating ways to gently move someone to trust, and perhaps even creating low cost 

offerings as trials, the ultimate conversion to buy gets so much easier. In order to start 

thinking about the funnel concept and current gaps, one should ponder these questions:  

 

➢ What is the free or trial offering? 

➢ What is the starter offering? 

➢ What is the “make it easy to switch” offering? 

➢ What is the core offering? 

➢ What are the add-ons to increase value?  

➢ What are the members-only offering? 

➢ What are the strategic partner pairings? 
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Stage 4 Amplification 
 

Following up and amplification, is an art in its own right. While persistence is a key 

component, messaging and activation is perhaps even more critical.  

 

How do you know when you’re done? 

 

You will know how to construct other pages, other that the MVF pages, and these will also 

have been tested and we started enhancing them. 

 

Milestones 
 

You shall follow the 7 steps to amplification 

 
➢ Step 1 – Determine Product/Market Fit     
➢ Step 2 – Choose a Traffic source 
➢ Step 3 – Offer a Lead Magnet     
➢ Step 4 – Offer a Tripwire     
➢ Step 5 – Offer a Core Product 
➢ Step 6 – Offer a Profit Maximizer     
➢ Step 7 – Create the Return Path    

Here’s a shocker, but there is no such thing as a traffic problem. 

You might have a business model problem, an offer problem or a measurement problem. 

But you DO NOT have a traffic problem. 

Here’s why… 

What if I told you that every time you get a visitor to a web page you make $10 in 

profit?  Could you get traffic to that web page? 

Heck yes you could.  You could pay up to $10 to get a visitor to that web page and still 

break even.  In fact, you’ll be able to pay more than $10 to get a visitor to that page when 

you truly understand the whole of the Digital Funnel. 

 “He who can spend the most money to acquire a customer, wins.” 

 

You simply need to understand, 

1. How to measure what traffic is worth 

2. How to extract maximum immediate value from that traffic 
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Tactics are worthless if you don’t understand the FlexiFunnel™ Marketing Genius System 

process. 

The goal, no matter which traffic source you choose, is to drive prospects into the Digital  

These traffic sources include… 

➢ Email marketing 

➢ Social Advertising (Facebook/Twitter/YouTube ads, etc) 

➢ Banner Advertising 

➢ Blogging 

➢ Organic Social Media 

➢ SEO 

 

Your traffic strategy (if the goal is acquiring new leads and customers) begins and ends with 

driving visitors into the Digital Funnel 

It begins with the Lead Magnet… 
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Stage 5 Attraction 
 

If you’re not using attraction and retargeting in your business then you will spend more 

money on ads, you’ll lose out on higher conversions which and you stand to lose a lot 

How do you know when you’re done? 

 

You will have figured out and implemented your email follow up 

 

Milestones 
 

➢ During Follow up fun you will learn the 5 phases of email marketing     
➢ You shall learn The Value of Your List 
➢ You shall be in the process of creating your own email marketing system. 

Offer a Profit Maximizer 

The second of Jay Abraham’s business growth methods is to increase the average 

transaction value per customer.  The Profit Maximizer does just that. 

Most businesses don’t have Tripwire Offers and they don’t have Profit Maximizers.  They live 

and die selling cold prospects on their Core Offer. 

This is why they struggle and you won’t. 

Would it shock you to find out that 

McDonald’s makes almost no money on 

the hamburger?  The hamburger is the 

Core Offer, but it’s the fry and Coke Profit 

Maximizer that built the Golden Arches. 

This type of Profit Maximizer is called an 

‘immediate upsell’… 

Best Buy sells laptops and plasma TV’s 

(Core Offers) on wafer thin margins you can’t resist and makes it up on warranties, 

installation and Geek Squad support (Profit Maximizers). 

Amazon makes a Cross-Sell Profit Maximizer offer when they show you, “People that bought 

this product, also bought that product” to increase the Average Basket Value, also known 

as maximizing profit. 

But Amazon also makes a Bundle Profit Maximizer offer with their “Frequently Bought 

Together” offer… 
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And Premium Subscriptions (recurring billing) like membership websites and other continuity 

offers make fantastic Profit Maximizer offers… 

Any offer made after the initial sale is a 

Profit Maximizer.  Because the single 

biggest expense most companies will 

incur is the cost of acquiring the 

customer (which is the job of the 

Tripwire Offer) and everything else 

increases the customer’s immediate 

and lifetime value. 

What could you be offering as an upsell or cross-sell?  What could you bundle with your 

Core Offer?  How can you incorporate a subscription or membership site into your business 

model? 

Find your Profit Maximizer and you begin to become unstoppable. 

Content that builds trust  
 

➢ Blog. Blogs are the absolute starting point for content strategy because they make 

content production, syndication and sharing so easy. #e search engines love blog 

content, not to mention the fact that blogs allow one to produce and organize a 

great deal of editorial thinking. Content produced on a blog can easily be 

expanded and adapted to become content for articles, workshops and eBooks.  
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➢ Social media. The first step in the social media content game is to claim all the free 

opportunities to create social media profiles on sites like LinkedIn and Facebook. Also 

claim your profiles within the Business Week, Entrepreneur and Inc. magazine 

communities. Building rich profiles, and optimizing links, images and videos that point 

back to the main site is an important part of the content strategy play. 

➢ Reviews. Ratings and reviews sites such as Yelp!, MerchantCircle and CitySearch 

have become mainstream, user-generated content hubs. #e fact that Google, 

Yahoo and Bing all allow others to rate and review businesses makes these sites an 

increasingly important category of content that savvy businesses must participate in. 

Businesses will never have total control over this category, but ignoring it may be one 

of the most damaging forces for a brand. Proactive, aggressive monitoring of this 

channel is a must.  

➢ Testimonials. Customer testimonials are a powerful form of content. Every business 

today should seek customer content in multiple forms: written, audio and video. #is 

content adds important trust-building endorsements and makes for great brand 

building assets on Google and YouTube.  
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Content that educates  
 

➢ The Point of View White Paper. Every business should have a well-developed core 

story that’s documented in the form of a white paper or eBook. #is content must dive 

deeply into what makes a them different, what the secret sauce is, how the 

company approaches customer service, and why the firm does what it does. #is 

idea is expounded upon in #e Referral Engine. This is the primer for a company’s 

educational content push.  

➢ Seminars. Today, people want information packaged in ways that will help them get 

what they want. Presentations, workshops and seminars (online and off) are 

tremendous ways to provide education with the added punch of engagement. 

Turning one’s point of view white paper into a 45-minute, value-packed session is one 

of the most effective ways to generate, nurture, and convert leads. 

➢ FAQs. There are those who want to know very specific things about the company or 

approach, and these learners get the most value out of the traditional “frequently 

asked questions” approach. There’s no denying the value of information packaged 

in this format. Go beyond the questions that routinely get asked and include those 

that should get asked but don’t, particularly the ones that help position the company 

favorably against the competition.  

➢ Success stories. Building rich examples of actual clients succeeding through the use 

of the product or service offerings is a tremendous way to help people learn from 

other individuals and businesses just like them. When prospects see themselves in a 

success story, they can more easily arrive at a place where they can imagine getting 

those same results. This is another form of content that begs to be produced in video.  

 

All of the above elements should be built into a marketing plan with a process to 

create, update and curate each other. 
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Stage 6 Appreciation 
 

We learn the most important optimization metrics as well as the most important conversion 

metrics you should be tracking for further appreciation!  

 

How do you know when you’re done? 

 

You will have chosen your traffic source, looked at Facebook advertising, and have 

created your first ad. Also, you know exactly how you are doing, since you now know how 

to track your numbers. 

 

Milestones 
 

➢ Learn how to choose the right traffic source for your market     
➢ Discover the complete guide to Facebook ad targeting 
➢ Read more targeting research ideas     
➢ Establish your KPI’s & testing benchmarks     
➢ Start to use Facebook advertising pixels 

Create a Total Web Presence 
 

There was a time, just a few short years ago really, when small businesses finally concluded 

they must use the web to supplement their marketing efforts and create another potential 

channel for marketing messages.  

 

Today’s business must evolve that thinking radically again—or face extinction. The 

onslaught of social media use didn’t simply create another set of marketing tactics; it 

signaled, to those viewing it strategically, a shift in the marketing landscape that has 

become preposterously evident.  

 

The Web and digital interactivity now represent the center of the marketing universe. Most 

marketing decisions must start and end there. Today’s small business must view its marketing 

strategies and tactics with an eye on growing the online center and radiating beyond with 

spokes that facilitate most of the online transactional functions that drive sales and service.  

All businesses, regardless of industry, have become what we like to refer to as O2O (online 

to offline) businesses. Their primary marketing objectives are focused on driving people 

online to engage online. In that effort, the online core web presence has significantly 

heightened responsibilities. 

 

Furthermore:  

 

➢ While advertising was used primarily to create a sale or enhance an image, it must 

now be used to create awareness about web content.  
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➢ While SEO was primarily a function of optimizing a web site, it must now be a function 

of optimizing brand assets across social media.  

➢ While lead generation used to consist of broadcasting messages, it must now rely 

heavily on being found in the right place at the right time.  

➢ While lead conversion often consisted of multiple sales calls to supply information, it 

must now supplement web information gathering with value delivery.  

➢ While referrals used to be a simple matter of passing a name along, referrals now rely 

heavily on an organization’s online reputation, ratings and reviews.  

➢ While physical store location has always mattered, now the online location for the 

local business has become a life and death matter.  

If you are still looking at marketing efforts in a linear way with online tactics falling 

somewhere in line – it’s essential that you change this view entirely. Today’s business owner 

must build a marketing strategy with the online engagement at the center. Only then can 

the small business create the strong foundation that will carry the company’s marketing 

efforts into the next decade. 
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Stage 7 Absorption 
 

For absorption, we must run traffic on the platforms where YOUR market is “hanging out.” If 

you craft the perfect message but fail to put it in front of the right audience, your 

campaign will fail. 

 

How do you know when you’re done? 

 

You will have a good understanding of how to create a Facebook retargeting campaign, 

and will have put all the steps in place. 

 

Milestones 
 

➢ Learn about Facebook Retargeting     
➢ Discover the Three Step Setup     
➢ Create An Ad For A WCA     
➢ Discover how to Convert More Optins     
➢ How to prevent Cart Abandonment     

Make Selling a System 
 

Oftentimes, the quickest way to make an impact on an organization’s marketing results is to 

go to work on the lead conversion or sales process.  

 

The lack of any semblance of a systematic approach to selling is the biggest weakness for 

most small businesses. The focus of marketing is almost always on generating more leads. 

While leads are certainly important, the obsession with generating them consumes a 

significant amount of time and money.  

 

Installing a sales system, one that everyone in the organization who is involved in selling 

operates, is the fastest way to improve overall marketing results. We’re assuming you’ve also 

narrowly defined your ideal client, created a significant way to differentiate your business, 

and are consistently building trust through educational content.  

 

The end result for most businesses we work with is that we dramatically reduced the number 

of leads they are chasing (decreased expense) while also dramatically increasing the 

number of leads they are converting to customers (increased revenue). If you’re moving 

prospects logically through the Marketing Funnel, you will notice that by the time they get 

serious about a buying decision, they’ve already sold themselves. This approach almost 

makes selling a non-issue and delivers stunningly high conversation rates. 

 

Below are the essential ingredients needed to operate your lead conversion system:  
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➢ Discovery. You must have a planned response when a lead asks for more 

information. I know this sounds obvious, but few businesses do more than react. In 

order to move prospects, you must have a call to action, education plan, and filter 

that helps qualify and direct leads to the next step. This is a significant step and one 

that can help you stop chasing the wrong leads while also giving you an opportunity 

to create a unique experience. Interrupt the norm for your industry here and you’ll 

help further cement how you’re different.  

➢ Presentation. Once a prospect determines they need to know more about your 

specific offerings, either by way of a demo or sales call, it’s important that you have 

a set way to present your organization. This is a point where many sales folks go out 

and try to answer the questions that prospects have. The problem with this approach 

is most prospects don’t know what questions they should have, so it’s really up to you 

to start adding value in the relationship by presenting what you know is useful, while 

also discovering their unique challenges. This is part scripted, part art, but it should be 

practiced consistently across the organization.  

➢ Nurturing. Depending on the buying habits of your ideal customer or sales cycle for 

your particular industry, you will need a systematic approach for keeping leads that 

are starting an information-seeking process warm as they move towards a buying 

decision. This is a place where technology can certainly help you make automated 

contacts via email or snail mail. Creating planned education events, such as online 

seminars and peer-to-peer panel discussions, is another very effective way to nurture 

leads and continue to educate.  

➢ Transaction. For many in selling, the game ends when the customer says yes. Your 

lead generation conversion system must be created in a way that delivers the same 

experience once a prospect becomes a customer as was delivered throughout the 

courting period. #e best way to do this is through a planned orientation process 

where you continue the educational approach by teaching the customer how to 

get the most from what they’ve agreed to buy. This can be through a simple training 

video or a more elaborate new customer process, but this important step leads to a 

smooth transition from prospect to customer and often sets the tone for additional 

purchases and referrals. 

➢ Review. Your selling system won’t be complete until you create a process that allows 

you to measure and communicate the results your customers are experiencing. One 

of the best ways to do this is through some form of planned results review process. By 

setting the expectation for this process up front, you send a very strong signal that 

results matter, but you also get the opportunity to address issues that didn’t go as 

expected, as well as collect client success stories and testimonials from your happiest 

clients. 
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Stage 8 Acceleration 
 

Time for acceleration! We engineer the creation of a multi-step, multi-modality campaign 

that seamlessly and subtly leads a prospect toward a desired action is the key focus of this 

model. 

  

How do you know when you’re done? 

 

You will have a good understanding of how to make your clients really happy, what to look 

for and measure in a successful campaign, and how to scale your success and you will 

have put all the steps in place. 

 

Milestones 
 

➢ Learn how to create raving fans & retention     
➢ Is your funnel break-even or profitable? 
➢ Discover the four-optimization metrics 
➢ Discover your weakest link     
➢ What are the 8 most important conversion metrics you should be tracking     
➢ How to scale your marketing funnel like a pro!     
➢ Do you re-engineer or go on? 

Create the Return Path 

The last way to grow a business is to increase the number of transactions per customer. 

Enter the Return Path. The goal of the Return Path is to have frequent, strategic 

communication with your buyers and prospects that cause them to buy again and again. 

Because you have received their contact information through the Lead Magnet you have 

the ability to continue marketing. 

You can offer new Lead Magnets, Tripwires, Core Offers and Profit Maximizers because you 

have permission to market to them or bring them back to the Tripwire, Core Offer or Profit 

Maximizer that they didn’t buy the first time around. The Return Path is anything that brings 

the customer or prospect back more frequently including… 

➢ Exit Offers 

➢ Organic Social Media (like Twitter, Facebook and LinkedIn) 

➢ Loyalty Programs 

➢ Content Marketing (Need Content Marketing training?  

➢ Outbound Sales Calling 

➢ Ad Retargeting  

… but none is more powerful than automated email follow-up. 
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Jennifer Segerius, MBA, is the founder and CEO of BOSS Business Boost, 

Free Movement Marketing and Segerius Consultancy. 

 

She is known as the Dutch Master Marketing Consultant most sought 

after in the online business community for setting consultants up for their 

own success and setting up businesses for optimization and profit 

with many years in the field of organizational and leadership 

development and coaching. She is famous as the consultant’s 

consultant and for creating profitable internet promotions that also 

skyrocket brand loyalty and goodwill without being obnoxious or even remotely “salesy”. 

 

Jennifer is an international award-winning, highly sought thought leader and business 

adviser who has worked with boards of directors and leaders at some of the world’s most 

successful domestic and international companies as well as hundreds of small to mid-size 

businesses and their owners, CEOs, executive leadership teams, management and sales 

teams. 

 

Her commanding presence and bold vision catalyzes business owners, leaders and sales 

professionals to not only push through barriers to growth, but boost revenues by 200% to 

over 1000%. Jennifer is an award-winning business expert with the capacity to take a 

business and its leaders in the right direction, make the right decisions, get them doing the 

right things, delivering results and leaving the business and the people better off than they 

were before she was introduced to the organization. 

 

Jennifer has compiled all of the most powerful techniques, key business principles, processes 

and systems, planning and CEO success habits she uses to help her largest clients bring out 

their absolute best and achieve successive next-level bests in business to support you in 

achieving exceptional growth in profits, performance and achievement.  
 

To find out more about Jennifer and Free Movement Marketing visit 

http://www.freemovementmarketing.com 

 

 

Email: Jennifer@FreeMovementMarketing.com  

Skype: Jennifer.Segerius 

http://www.freemovementmarketing.com/
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