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Introduction 
I originally wrote this report for the clients and community members in the Traffic Handlers 

group… the people who’ve entrusted me with their marketing guidance.  Much of this 

manifesto can also be found in the first issue of the eCommerce Traffic Handler Monthly 

newsletter. But this report ads some valuable content the newsletter didn’t offer. Read on so 

you can get access to the training that shows how we built a funnel on autopilot for a retailer 

client. Or you can just jump to the training in the Traffic Handlers group here. 

My clients and community members are some of the most amazing business people I have 

the good fortune to know. Many have become friends. A few have become millionaires, or are 

on track to 7-figure status. It is truly an honor to work with them. 

At the end of this report, I’ll show you how to get a powerful method that we’re currently 

using with clients… a technique that made a 6.9x return on ad spend, on autopilot, during a 

lull in business, using Facebook ads (NOW, during the iOS "situation"). 

I’ve worked with these folks in a private coaching group who are all online retail business 

owners. (After closing for a time, we’ve re-opened the group and you can join here.) 

Many joined the program to go from “completely in the hole” with their ad spend, to running 

masterful ad campaigns. Quite a few of them have achieved returns that you won’t believe, so 

I’ll just describe it in general as a $1-$3+ ratio — meaning that many of them now spend a 

dollar on a marketing campaign and they get $3 back, sometimes (often) even better than 

that return, predictably and repeatedly. 
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I’ve worked with them as they went from, “What’s a retargeting ad?” to making over $50,000... 

$60,000... $70,000 and more in revenues each month, selling (for one example) $40 clothing 

items at a cost of $5 per sale. 

These are business owners who manage their marketing themselves.  

Apologies to my friends who run marketing agencies. Part of the appeal here is the business 

owner maintaining control. But you can apply some of these ideas in your business... just 

leave out the “you can do this yourself ” parts with your clients. 

I’ll share some of these wins my crew has had as we go through this message. (Join here for 

more.) 

I work alongside my clients to ensure that they can learn everything they can, and to get all 

they can get out of their businesses. 

The suggestions and examples in this report are responses to specific situations. These are 

real-life problems we’re solving in real businesses every day. 

My purpose in writing this letter is to help my clients (and you) to grow significantly over the 

next five business quarters. 

Why five quarters? 

That’s a year plus one quarter, and that’s the smallest number of quarters for goal setting you 

want to set for your business. 

Five quarters is about using the power of past accomplishments, and using it to win, not just 

in the next quarter or two, but well into the first quarter of the next year. 
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So here’s tip number one: next year’s Q4 wins come from the work you do now. 

You’re building the audiences now, and in Q1 and Q2 that you’re going to be showing warm 

traffic ads to next Q3 and Q4. 

Don’t start with branding. The best branding is about relationship marketing. Forget about 

colors, and logos, and tag-lines. In general these aren’t needed, and specifically you’ll waste a 

ton of time developing a branding guide in a business that’s trying to nail down sales. 

Build relationships with your audiences. Connect with other business owners who also sell to 

your customers. 

In other words, I really want you to practice thinking beyond getting that first sale on the 

cheap. Think long term. And we’ll get into that more shortly. 

So let’s plow ahead, think about customer acquisition and some fun stuff that comes after 

that. Who’s in for your best year yet? 

  

Section I — Make Them Buy (Strategy) 
Now let’s talk about some of the strategy... the higher level stuff that will build your business 

revenues to the millions per year. I won’t get into the “how to do this” here. That’s tactical, and 

isn’t actually what’s valuable in this newsletter. When you get the strategy down, the tactics 

can just flow. 
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The eCommerce Game

It IS a game. Anything that’s a game is certainly more fun than if it’s work. There are rules. 

There are boundaries, there are limits. The good news about business is that the sky really is 

the limit. 

There is no other investment with this kind of upside potential. Not stocks. Not real estate. 

I’ve done the math. I was trying to avoid going into business again, over 20 years ago, and 

tried to talk myself into something else... anything else. Flipping ugly houses. Day trading. 

Professional online poker. Couldn’t do it. 

Where the returns in any other investment can be measured only occasionally in double 

digits, and more frequently in quite paltry single digits, business ownership can give returns 

frequently in triple digits, with faster returns than any other vehicle I’ve looked at. 

Believe me, I tried to get out of it. Years ago I’d bought the myth of sitting in a room, alone, no 

other people, clicking on my keyboard, and turning my computer into an ATM. And I failed 

multiple times. 

I’d bought the “computer as ATM in a dark room” story hook, line, and sinker. 

As soon as I got over myself and jumped into reality... that doing business with people is the 

only game that spins all of the dials for me, and for a ton of people I now know... as soon as I 

could see it as a game, and that I get a do-over every single day... then I started to have fun 

and make money. 

It’s the People, Stupid

Sorry (not sorry) for the political paraphrase for this section header. But we really have to 

remember that business is about the people we do business with. 
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I’ve sold everything from SaaS to cat toys, and managed Facebook ad budgets from $50 a 

day to $20,000 per day. In my years in marketing I’ve audited and consulted with over 2500 

businesses (that is, in fact, a very conservative number). Now it’s fun, and I love selling stuff 

online and helping people to sell stuff online. 

Funny thing is, and this may be true for you, too... it’s not really about the money. Don’t get 

me wrong, I like making money, and my clients do, too. It’s handy stuff. 

It turns out that what I really enjoy doing is working with my clients. I love coming up with 

solutions for them and with them. Most of them sell physical products, which they have 

varying degrees of like or love for. 

But they all tell me stories about their customers... how their customers like to buy their 

products... and that is where things really take off. 

This section is about the first rule of marketing, and quite honestly, it doesn’t matter what 

you’re selling... the first rule of marketing is that you’re selling to people. 

You’re not selling to traffic. It’s people you’re selling to. Even if you sell 6000 items a day, 

every single one of those 6000 pick-n-packs is a person. That SKU (or an entire box of SKUs if 

you’ve done well) is going to someone’s house or apartment. 

So what about that experience for your buyer? 

After they paid for your thing, they might have had buyer’s remorse (Ack! I shouldn’t have 

bought that!). They waited for it to ship. They waited through the shipping. Finally, it arrived 

and they could eat it, use it, wear it... 

...and... 
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They didn’t give you a single thought through most of that process. 

The one with the buyer’s remorse actually thought about you the most, because she wanted 

to use that last $50 on her credit card for something else, too, and she was a little miffed with 

you for selling her your thing and then she couldn’t get the other thing. But she got over her- 

self, and then even she forgot about you, too. 

I’ll show you how to revise that story later. 

The biggest problem here is that your buyer didn’t think of you at all. 

And why should she? 

Did you ask her to think of you? Did you get in front of her at all between the Buy button and 

the delivery notification? 

Here’s what the selling story might have looked like on your side of the deal... 

You put your heart and soul into selling your thing to her. You sourced it. You panicked 

through shipments in bad weather (domestic and overseas... the proverbial planes, trains, 

and automobiles).  

Finally, your thing arrived. Boxes of it — shelves full of it. You fondled it. You took pictures of it. 

You wrote the descriptions and worked on the web pages and checked the structured data 

and meta tags, and you thought about pricing (what are your competitors charging? Should 

you add $.97 or subtract $.03?), and what goes with it in your Frequently Bought Together 

arrangement (with or without an app).  

© All years, 

Control Key Marketing Inc. Page  7

http://AmyBiddle.me


AmyBiddle.me

You worked on your ads, you promoted this wonderful, wonderful thing that you know the 

world can’t live without. And... 

One day, someone bought it. 

You sold one! 

Oh the elation that filled your heart! This was better than any Grinch heart growing three 

times its size! This was the best feeling in the world! 

You took one lovingly off the shelf. You wrapped it, boxed it, labeled it, weighed it. And off 

you went to the USPS across down, to ensure its safe delivery to your customer... this lovely 

person who just gave you her credit card number and kindly requested that you send her 

your lovely thing. 

Sigh. 

Want to know what happened on the other end of this transaction? 

Customer sits at computer. Gets distracted by ad. Buys this thing... and approximately 7 

seconds after she clicks “BUY”, she has all but forgotten the transaction, until it appears in her 

mailbox (or she gets an email from her credit card company that she’s over her limit). 

Not so warm and fuzzy, huh? 

My dear store owner... you are having an experience all by yourself that you’re not inviting 

your buyer into. And it’s killing your business. 
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If it costs too much to advertise to her... if she never comes back to buy more from you... if 

there aren’t enough people like her... if your marketing feels out of control... 

I’m sorry to tell you, but you’ve done this to yourself. 

Um, I’m sorry, I think perhaps I wasn’t supposed to say that. The copywriting book said I was 

supposed to say, “It’s not your fault.” 

But sadly, it is. It is entirely your fault. But here’s the really, really, really good news: from now 

on you are in complete control of how this goes. 

There. Better? 

  

Let’s dive in... 

(Join the free Traffic Handler Facebook Group and you can get training on this and bunches 

of other details about winning at retail.) 

Customer Journey

It seems strange, but the phrase “customer journey” has so little to do with the customer... We 

hope to turn a person (prospect) into a customer. We plan to sell them this wonderful thing. 

But really, what we have is a vague idea of a person in a certain demographic who lives 

somewhere, ideally, in the lower 48 states of the United States (and please God, not in Guam, 

Puerto Rico, Alaska, Hawaii, and maybe not even an APO). 

How on earth is this connection ever going to happen? Most days managing the customer 

journey feels like pushing a wet rope. 
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————————————————————————  

dem·o·graph·ic 

adjective 

relating to the structure of populations. 

“the demographic trend is toward an older population” 

noun 

a particular sector of a population. 

“the drink is popular with a young demographic”  

———————————————————————— 

First things first — no sale was ever made to a demographic. 

 Your customers might be comprised of people of a certain age group, who live in a certain 

part of a specific geographic area, belonging to a sex (or gender, or “other” as are now 

frequently offered). 

But demographics don’t buy things. 

People buy things. 

It’s helpful to think about your prospects as matching certain elements of demographics. In 

fact, it’s so helpful that it’s mandatory to start here in the thinking. But this level of detail is a 

rudimentary beginning. 

In marketing, we build personas, or avatars, to determine who these people are. Oh sure, 

we’ll start with age, sex, income bracket, geography... there’s often even more data if you buy 

a list from a list vendor. I’ve purchased mailing lists that were fantastically granular, which gave 

me incredible double-digit returns on a mailing. 
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I can’t tell you how many times I’ve worked with clients who didn’t actually know who their 

prospects were. They’d sold some stuff to some people, took the customers’ money and 

shipped stuff to them. Didn’t have Clue One who that person was, or what their interest was in 

buying from them. Nada. 

Nor did they ever see most of them ever, ever again after the first, and only, transaction. 

This is a very, very expensive mistake. 

Change Your Point of View

Love it or hate it, Facebook has your people. 

According to Statistia there were 2.91billion monthly active users (MAU) on Facebook as of 

the end of the fourth quarter of 2021. 

World population, same date, approximately 7.8 billion people. 

In other words, either you’re on Facebook, or you just don’t have steady access to electricity 

or the internet. (Gross over-simplification. Hate me if you must.) 

What we’re interested in, on Facebook, is the selling environment. Only don’t tell them that, 

because they think it’s a social environment. 

Oops — did you catch that? 

Point of view. 
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Facebook gives us, for free, the best market research tools ever developed in the history of 

history. 

They have oodles of data that we can only imagine, and can barely even conceive of. And we 

get to use that data to speak to the exact people we want to meet to sell to. 

Yes, we pay to advertise. And the system is buggy and frustratingly broken too frequently. 

But let’s compare marketing, advertising, and selling on Facebook to what it used to be like to 

advertise. 

Before Facebook, and before the internet you had to buy a list (and sometimes you had to 

hope like crazy the data on the list was accurate). 

Then you had to mail stuff to people (OMG with a stamp). 

You had to WAIT for responses... it’d be weeks or months before people bought, or didn’t. 

Eventually you’d figure out your conversion rate (we’ll assume you’re only mailing to your list 

once) and if you were even close enough to profit to stay in the game, you made some 

money. Then you could try again and tweak your offer, test a headline, offer a new upsell or 

add-on... 

Today you can build a store and have it tested and optimized in a week (two weeks if your 

marketing budget is low). 

Why (besides the obvious) is this amazing? 
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My clients use Facebook as their primary paid traffic source. Some of you reading have used 

Facebook ads... others of you haven’t yet. 

The deal is this: your people are there, and Facebook gives us the tools to find them. What 

they ask for in return is data. 

Facebook is a very hungry data monster. 

Yes, it’s pay to play. But a huge part of the strength of the platform is that the more it’s used 

the better the data. 

This letter isn’t about how to use Facebook ads. If you’re reading this missive and already 

working with me, we’ve worked on a basic machine to help you win with Facebook ads. Or 

we’re in the process of building one. 

But I want to touch briefly on some of the details that make using the ad platform so 

incredibly effective, and I will as we proceed. 

Knowing that we can find your exact people changes the entire game. We’re not just 

changing the speed of outcomes, but every other detail of the game. We can talk with your 

prospect as if we know her, from the moment we think of her, until after that magical moment 

at which she buys from you for the sixth, or sixteenth, time. 

Just let that sink in for a moment... 
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Change the Customer Experience

I mentioned personas, or avatars, earlier. Don’t worry about which word you use. They’re the 

same thing. We need to know who we’re talking to in messaging, to be effective and to help 

people buy from you. 

Forget about demographics. 

Let’s talk about psychographics.  

———————————————————————— 

psy·cho·graph·ics 

noun 

the study and classification of people according to their attitudes, aspirations, and other 

psychological criteria, especially in market research. 

———————————————————————— 

Using Facebook’s tools, we know your prospect likes a certain kind of music... that she has a 

specific job title, not only are she and her husband a certain age range, that she has children 

of certain ages, that her husband is an active participant in the raising of the children... She’s a 

member of a couple of cooking groups, she buys expensive kitchen equipment... 

Shall we go on? 

  

See how she’s not a demographic? The Facebook tools allow us to reach into behavior-based 

marketing, which is the psychographic aspect of the avatar. 

Suddenly we can be in the kitchen with her on a Saturday afternoon, the two kids playing in 

the living room nearby (ages 3 and 6). She just had her 33rd birthday, and her husband is 34. 

They met in college and between them they know scores of people just like them. Her 
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Williams Sonoma dishes are out on the table (which is from Pottery Barn), and her husband is 

baking bread while she’s cooking stew (probably Mediterranean vegan veggie stew, but 

whatever). You can even hear the playlist in the background which today includes the 

children’s favorites, Falu and then The Jazz Cats after that, as the music is piped in through 

Alexa... 

Are you in love? 

You should be. Her name is Ashley. Her husband is Matthew. How do you sell stuff to these 

two now? 

Now, it’s all about them. 

That point of view is a game changer. 

Honestly, I feel like I know them. I want to write them an email that is a love note, 

personalized, every step of the way. I want them to love me and the stuff they buy from me as 

much as I love them. 

We can now give them a buying experience... which is so much more valuable than selling 

them stuff. 

And the buying experience is what they want to have. They’re all about the experience.  

They’re fiscally conservative, they negotiate with their children (God forbid time-outs or 

punishments). They very carefully save for two vacations a year, during which they enjoy 

educational and family relaxation experiences so the kids will grow up with amazing 

childhood memories. 
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I know this sounds woo woo, and whatever... if you will hold your prospects and customers in 

your heart from before they ever give you their credit cards... you will have a completely 

different experience of your business from today and forever more. 

So, the scenario we opened with in this dispatch — woman sitting at computer, buying some 

chachki from you one moment, and completely forgetting you seven seconds later... Now that 

woman is Ashley. 

You know so much about her. When you advertise to her, you know her children have more 

than half of her attention — which is what leads to that >73% cart abandonment problem 

you’re having. 

What will you do to grab what’s left of her attention? 

When she buys from you, what note goes in the package to her? 

When she’s waiting for her package to arrive, don’t you just want to reassure her that the 

package is on the way... let her know just a little about what she just purchased and how to 

use it (in terms that make it about her)... that you’re just as excited for her to have this 

wonderful thing as she is to have it... and here are some cool ways to use it that others have 

shared... that you’re so committed to making her world better, and wouldn’t she please at any 

time at all, let you know any feedback about her transaction, so you can do things better? 

On the day her package is delivered, you can send another email, tasteful and non-intrusive 

but effusive, about how excited you are that she’s found your universe (forget that you hunted 

her down — that’s our secret)... and that you want to make sure she can turn to you for all of 

her (fill in the blank) needs. Sparky, your dog who goes to work with you every day, sends a 

tail wag to her. And oh, here’s a little coupon for you to use when you come back next time. 
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A few weeks later... now you can delicately ask a favor — it’ll just take a moment — and would 

she mind filling in this review form? 

After a little while (days, weeks... depends on some specific details of your business) you send 

another note... How’s it going Ashley? We thought you’d be interested to know that we found 

the most incredible glass painted gardenia vases that go perfectly with the thing you bought 

last month... and so we’re reaching out not only to find out if you’re interested, but we would 

love for you to have two, and now that you’re in our VIP club here’s an offer you can’t refuse... 

You see how this goes? 

How many special VIP offers can you make to Ashley over the course of the coming year, or 

ten years? 

And by making special offers to her, do you think you might absorb some of your initial cost 

of marketing to her? 

Extending your lifetime value of your customers is just one of about a half dozen different 

marketing strategies we use in the eCommerce Traffic Handler program to build massive 

upticks to your bottom line. 

In other places around the interwebz, almost daily I see store owners complaining about not 

getting traffic. Shopify has a whole blog section devoted to encourage their clients who are 

suffering from the zero-traffic problems. Facebook groups that support store owners have 

post after post after post that proclaim, “I need traffic or I’m going out of business”. 

But when you start at the beginning, when you meet Ashley and Matthew and their two, 

beautiful and probably gifted children... you can win this game. 
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Section II — Make It Work (Tactics) 

You’re Already Doing the Basics...

Now we’ve arrived at the tactical nitty-gritty section of this epistle. 

Tactics are the “in the weeds” details. Applied to the proper strategy you can zoom past your 

competitors. 

Join tactics and strategy with principles... you’ll be unstoppable. 

I also want to dive into the principles of marketing: the sacrosanct RULES of the game that 

ensure success. 

I can’t do that in 30 pages. 

I’ll devote a future issue to principles. I’ve already mentioned a big one in this issue. Back to 

tactics, though... 

The following is a checklist of routine metrics, elements, and processes to test on your ad ac- 

count in Facebook, plus items to check on your site. 

The reason for the checklist is simple: you can’t have broken stuff on your site and expect 

people to buy from you. And if tracking elements are broken you just won’t know what’s 

going on. 

  

After auditing and working on hundreds of stores and online businesses I can assure you that 

most store owners are not implementing these checks and tips regularly. Most aren’t ever 

using them. 
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So here’s your “Stuff to Check” list: 

• Routine checks of Facebook pixel event fires 1-2x per month & test purchase 1-2x/ month 

• Customer LTV custom audiences update once per month or quarter (depending on your 

sales volume) 

• Regular analysis of your site’s Conversion Rate Optimization (CRO) — could be better to 

increase Conversion Rate (CVR) — if Store <1.5% this needs to be a top priority because 

sending paid traffic to a store that doesn’t convert is, well, silly 

• Continue to find ways to raise Average Order Value (AOV) — brainstorm regularly, and 

implement the good ideas 

• Continue to test new audiences. 

• In part, this keeps you going to Audiences section, where Facebook will notify you 

of deprecated interests. Facebook will, from time to time, remove access to audiences for 

various reasons. If you’re using a deprecated audience in a live campaign past its expiration 

your campaign will stop. So just keep an eye open and know what audiences you’re using in 

live campaigns. 

• Know your numbers (keep reading to the Numbers section)... then beat them. You are your 

toughest and hardest-to-beat competition when you play your own game and don’t worry 

about the other guys 

And a general note not just about how to say things, but what to say: Facebook rewards us for 

high quality engagement everywhere. 

Here are words to live by when doing business on Facebook: 

“Everything touches. Everything counts.” 

  

Nothing exists in a vacuum. Don’t think you’re going to fool Facebook by selling CBD 

products on email where they can’t see it. Facebook IDs are connected to email, pixel 

everywhere not just your site, data from credit card companies... 
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Plus, we keep uploading data from places they can’t get to as easily, sharing even more data 

with them freely. Offline conversions uploads and customer list uploads... 

Your phone is listening, too. When you’re logged into Facebook conversations get picked up 

(microphone and camera). This may have changed some in recent years, but there is still 

evidence that listening devices are listening, in spite of privacy issues. 

Data? They’ve got it. And we keep giving it to them. 

So here’s that numbers tactical section... 

The following is a list of the 20 most important numbers to know: 

1. COGS This is the value of the “cost of goods sold”, the cost to acquire the goods to sell 

in the first place.This isn’t necessarily a simple number to get. Each SKU may have a different 

value, and if the seller is sourcing from different suppliers all of the numbers are different. 

There are other costs of doing business that aren’t part of COGS, and aren’t part of 

marketing. These include, but aren’t limited to: 

a. shipping 

b. payment processing 

c. order fulfillment (outsourced, drop shipped, employees, contract workers, etc) d. rent, 

utilities 

2. Gross Margins (Revenue minus COGS = Gross Margin) 

3. Conversion Rate (of any/all of the client’s sales channels that we’re feeding traffic to 

and the sales made. Conversions are sales) 

4. Average Order Value (AOV) for stores that sell more than one product or SKU, will 

have an average cart value that is reported in your store platform dashboard. This is a value 

that can be manipulated to be higher by bundling, offering specials (like buy one get one 1⁄2 

off) and other methods 
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5. Customer Acquisition Costs (CAC) How much does it cost to get a customer, which leads to 

the next very important metric: 

6. Customer Lifetime Value (LTV) The most expensive sale you’ll make is to a new customer is 

the first one. When you can make a new sale to a returning customer your cost per customer 

acquisition goes way down 

7. Customer Retention Rate: In some businesses there is a cost to maintain a customer. What 

do you spend on loyalty programs, or marketing to your existing customer base? 

8. Shopping Cart Abandonment Rate: In general, in ecommerce, the abandoned shopping 

cart rate is 68-70%. Retargeting this audience is some of the lowest hanging fruit you can 

grab! 

These are metrics from inside your Facebook Ads Account: 

9. Return on Ad Spend (ROAS): For each dollar you spend on advertising, how many 

dollars do you get back? The acceptable number will vary by business. Knowing what’s 

acceptable will make it quick and easy to look at this metric in you ad account and decide if 

an ad has a positive return, or is a negative financially. 

10. Cost per Click: How much money did you spend to get a click on the ad? 

11. Unique Link Clicks : Unique Landing Page Views — this is an important ratio to be 

certain what percentage of traffic is clicking through from your ad and arriving on your 

landing page. It’s not the same as bounce rate per se. If this ratio is way off, you’ll want to 

check your page load speed to ensure that you’re not losing traffic due to the site or page not 

loading fast enough. 

12. Reach: individual people who were served your ad 

13. Frequency: the ratio of Reach to Impressions 

14. Impressions: the number of times your ad appeared in the placements you selected 

15. Cost per Result (as it pertains to the ad funnel and pixel event): Each ad set is optimized 

for a specific pixel event to fire when someone lands on the page, or takes 
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an action in the store. In general, for example, the standard event on the pixel called 

ViewContent fires when someone views a product page in your store. Other standard events 

include Add to Cart, Initiate Checkout, and Purchase. The Cost per Result met- ric is the 

number that shows how much it cost to fire that event — in other words, how much did it cost 

to get the customer to get to that point in the funnel. If your budget is big enough, and your 

traffic is plentiful enough, you might only ever optimize for the Purchase event. But if your 

account is new and unvalidated you might start higher up in the customer journey and 

optimize for View Content or Add to Cart. 

  

So you want the “Advanced Course”? 

  

16. Cost per Mille (CPM): Mille is from the Latin word for Thousand. This metric tells you how 

much you’re paying for 1000 impressions. 

17. Number of purchases (in any given time frame): This one’s obvious. This is why we’re in 

business! 

18. Cost per purchase: how much did it cost you to get make the sale? This number is given 

separately in tracking because your campaign may be optimized for a different event, but you 

need to know the cost per purchase in addition to any other cost per result as well. 

19. Budget: what are you spending per day on this campaign or ad set or ad? 

20. Amount spent: what did you actually spend in a time period. (If it’s much different 

to what your budget is set for there could be a problem to diagnose). 

Section III — You In the Driver Seat 

What Comes Next

Marketers talk constantly, endlessly, and relentlessly about funnels. 

Building funnels, funnel strategy... you can build a very good business on what we’ve already 

covered. Very good, as in six-healthy-figures a month in revenue. 
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But if you’re like most people I talk to (the avatar research says you are) then you want more. 

So — here’s more: Know who you want to sell to. Communicate with them. Sell them 

something. Do it again. And again... 

  

Want to know what the big cats know how to do? Ready? 

Sell more stuff to Ashley. 

BOOM! 

Mic drop. That’s it.  

Is it easy? No way. 

Her 3 year old is in Montessori and her 6 year old is in the first grade at the public school.  

We’re still in the COVID-19 thing, so Ashley and Matthew are taking turns working from home, 

home schooling, and doing child care. The children have different activities that have the 

whole family engaged in socially distant or on-screen activities three nights a week. Plus, 

since Ashley and Matthew both have full-time jobs, now work from home, they each have 

separate social and community commitments, and while he just had a promotion last year, 

Ashley is aiming for hers next year. 

This is the quietest their lives are going to be for the next 15 or so years (not to mention what 

the world will be like when the pandemic passes)! 

The ongoing challenge in selling anything is getting the attention of your prospect. It’s always 

an uphill battle. And if you win it once it’s not a foregone conclusion that you’ll win it again. 

And yet... 
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The best and healthiest companies sell products to the same people over and over. 

That’s why there’s brand loyalty... Coke vs. Pepsi... Levis vs. Calvins... (and notice that these 

companies’ products are of a consumable, rebuying nature. There’s a hint for you). 

That’s why there are new products to find and sell... 

If Ashley loved the first thing you sold her, what else will she like? Can you get it? 

Can you get it at a good price? 

Can you restock when you run out? 

Section IV — The Easiest Sale 

Email Sequences

In a way we started with these concepts in this edition of the newsletter. 

But the messages I described earlier can be delivered in a variety of ways, and not just email. 

SMS and chat bots, to name just two, are powerful ways to stay in front of your customers. 

Each tool has its own feel... and its own purpose in the ongoing conversation. 

Email, however, that old tried and true dinosaur of communications, is the most solid 

conversion platform of them all. 

It’s one of my favorites. 

The “marketing rule of thumb” is that your email list is worth $1 per name per month.  
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Honestly, when managed well this $1 per month number can be much better. 

The purpose of this manifesto isn’t to teach techniques so much as to lead you to the high 

points that will help you to set your goals for the coming year... and to show you what you’re 

going to be involved in to get there. 

There are so many email platforms to choose from... MailChimp, AWeber, OmniSend, Klaviyo, 

and bunches more. 

Some integrate simply with your Shopify store. Others aren’t quite as simple. Some platforms 

offer a Shopify app.  

If you’re new and revenues are low, you start with MailChimp or something at that price point. 

If you can afford it you use Klaviyo, which as of this date is the gold standard for ecommerce 

email marketing. 

By the way, there are a bazillion great reasons to use Klaviyo. It includes tools to help you 

build your email list in addition to opt-ins. So you will need to think about emailing customers 

as well as prospects. 

But no matter what email tools you use, at the end of the day the point is always to send the 

right message to the right person at the right time, to get them to do what you want. 

Easier said than done. 

Part of the reason I love email, though, is that you can use paid traffic to get email addresses 

of your exact prospect, and move the conversation from the paid platform to email. 
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Pay once to acquire a prospect, and talk for a very long time, if necessary, until you make the 

sale. 

Simple. Not complicated. Not expensive. 

And this is the type of funnel that is built on hundreds of thousands of years of human 

development: 

Relationships. 

People check email frequently. Recent stats show that Americans are still spending over five 

hours a day on email. 

The price of admission is super low. And people are looking. 

  

What if you’re adding interested people to your email list for 50¢ (or even $50 or more?) and 

it takes 3 months of emails to convert one to a sale? Where’s your break even point? 

Considering the cost of the email tool, writing the emails (time to do it yourself or the cost to 

hire a copywriter), and paying for internet and electricity, and then some coffee to get you 

through this whole process... the conversion rate and time could be worth it for you. 

It definitely needs to be one of the techniques you use. For some businesses it is the primary 

conversion technique. 

Plus, you can segment your lists 

• send emails to people who looked at specific pages (product pages... blog pages...). 

• send emails to people who purchased specific products (if you like X you’ll love Y). 

• send emails to people who spent more time on your site. 
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Email is infinitely customizable, gives you great feedback and control. 

When you’re ready and you need the data, you can get all of the metrics you want on open 

rates, bounce rates, unsubscribes... What messages are going to spam... 

Email is also great because it’s self cleansing. Although you can manage the list as well, and 

most business owners to some sort of culling from time to time. 

If people don’t want to hear from you they can unsubscribe. That’s completely cool. 

What we find in the Traffic Handlers is that email to be pushed off as a supplemental selling 

platform shouldn’t be used only as an afterthought. It’s a robust and necessary platform of its 

own. Members are acquiring and selling on Facebook, and mopping up the floor (a floor 

covered with profits) with their email sales as well. 

Section V — Pretty Is As Pretty Does 

Store Conversion Rate Optimization

Conversion Rate Optimization (CRO) is an art and a science unto itself. 

Entire businesses are dedicated to improving CRO. It’s turned into a job title, too, using the 

same acronym (Conversion Rate Optimizer). 

CROs employ 

• A/B split testing... 

• multivariate testing... 

• meek tweaking... 

• massive overhauls... 
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At the end of the day the aim is to use qualitative and quantitative data to make people buy 

more from you at the store. 

Which is good... and if you can afford to hire someone to do this for you, great. If you cannot 

afford to outsource, there’s stuff you can do on your own as well. 

You need ask yourself to make sure your site is doing these three things for you at all times: 

• Is it dirt dumb simple for people to spend money on your site? 

• Is anything broken? 

• How many clicks does it take for someone to hand you their wallet? 

If the site loads too slowly (slower than 2 seconds to “first paint”), if it doesn’t work on mobile, 

and if it’s too hard to navigate and spend money, you’re going to lose people. 

The sacrosanct rule is this: don’t send a bunch of paid traffic to a store that doesn’t work. Now, 

the question is... what IS working? 

  

Using the basic numbers we use to evaluate your ad campaigns, we need to determine first if 

your ads are working, or not, and then if your site is working or not. 

If your ads are working and your site is not, time to fix the site. If the trouble is with your ads... 

fix the ads. 

Just always be mindful that there are two places to look if you need to make adjustments — 

the ads and the site. Be sure of what’s not working before you start fixing things. 

Loyalty Campaigns

There are tons of articles online about the cost of acquiring a new customer. No one agrees.  
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So let’s say it costs somewhere between 5% to 25% more to acquire a new customer than to 

retain an existing customer. 

Holy Hannah! 

That knowledge alone can save you a large 5-figure spend in your marketing budget. 

Returning customers already know that you’ll deliver when they spend money with you. 

They already know what to expect when they buy from you (which is a clue right there — how 

can you give more value and delight people who already buy from you?) 

The cats don’t just talk about customer retention (the rate of returning customers and the nuts 

and bolts around all of this). The negative side of the story is called “churn rate”. 

Churn is just the negative of retention. 

It’s customer turnover. It’s the ones who don’t come back. 

Again, we’re back to this: all of this comes down to the lifetime value (LTV) of a customer. 

At the highest level, this whole loyalty / retention / churn conversation is about this: 

From first purchase to last, how long does your average customer stay with you, and what do 

they spend with you? 

Every industry, every niche, every store has a different LTV. 

• You may make a sale a week to a person for 12 months. 

• You may sell products to a customer twice in 18 months. 

• You may sell products four times a year to a customer for 3 years. 

© All years, 

Control Key Marketing Inc. Page  29

http://AmyBiddle.me


AmyBiddle.me

With all of the list segmenting and data tools we have, it’s easy to run off into the weeds on 

this one. 

Resist that temptation! 

For the purposes of most business owners reading right now, there are just a couple of ways 

of looking at this data... for now. Next time you’re snowed in at home, or something of that 

nature, you can dig deeper.  

But for now you should know... 

1. What your lifetime value of a customer is (gross revenues from all of your customer history, 

divided by the number of conversions, all customers, all time), and 

2. Your cost to acquire a new customer (all marketing budget divided by new customer first 

sales, all time) 

Once you have these two numbers you’re in business. 

If you know what it cost to get that customer for the first time, now you know what you can 

aim for for future new customers... and you can aim for costs to keep this customer buying 

from you. 

Let’s say you spent $25 to get that first purchase. But your margins and all your other 

numbers dictate that you can only spend $12. So that first sale cost you. But that’s all right!  

Sell each customer two to three times more, and you’re in profit. 

1. The first sale cost you money. 

2. The second sale you’re close to break even, and maybe in a little profit. 

3. The third sale, and all of the sales thereafter are gravy. 
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It’s not just dollars and cents that make this whole thing make sense. It’s good business.  

Good will is a real element of business. It’s part of business plans. But you’re not running a 

charity, so again, know your numbers and be smart about how you do things. 

This whole matter gets more complex as you add SKUs and fluctuations of average order 

values. This is a super-simplification of the matter of LTV so you can start applying these 

details to your store. 

But at a high level, know that the more of your existing customers who buy from you again, 

the more you can spend to acquire a new customer. 

Scaling

Here’s a buzz word for you... “Scaling.” 

When you see an ad that says, “We’ll scale your store” and any other message like this, 

typically from an agency or freelancer, it is generally a marketing hook... a pretty message 

designed to grab your attention and to pull on your heart strings. 

————————————————————————  

scale 

verb 

…to grow or expand in a proportional and usually profitable way. 

———————————————————————— 

The word is designed to make you to think, “Ah! These people know what they’re doing! They 

have a formula to apply to my store, and they can wave a magic wand, and I’ll make more 
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money, and little animated Disney birds will be flying around my head, and all will be right 

with the world.” 

Um... 

No. 

There is no magic, shake-on formula that you buy at a grocery, something like the perfect 

spice blend, that you can sprinkle on and instantly increase revenues, improve flavor, and 

make people buy more of your stuff. 

To begin, you must know that scaling isn’t a single thing to do or switch to flip. There are 

methods and techniques. That is what we’re discussing here. 

And each of these methods and techniques takes work, and testing, and time, and 

fluctuations and, and, and... 

And best of all, you can do these things, too. You. You can scale your business. 

Just like in sports, however, it’s the athletes who put in the practice and do the reps and run 

the laps who are the ones who win the games. 

There aren’t short cuts. 

Scaling, or growing your business, requires understanding all of the moving parts, the costs, 

the risks and rewards, the platforms and tools (and how to use them). 

“Scaling” is actually a super dynamic concept, because it requires knowledge of the whole 

process. 
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One of the tools I give eCommerce Traffic Handlers members to use is that list of 20 

metrics above in the “You’re Already Doing the Basics” section. And we talk about those 

metrics constantly. 

Knowing these numbers puts you in the beginning stages of mastery of your business. Why? 

If you don’t know what your acceptable cost per customer acquisition is, then you don’t know 

if you can afford to keep running ads. 

Know this number (and the other 19 in the list) and you have some basic, at-a-glance rules of 

thumb to know how to make basic business decisions, day to day. 

When you can make better decisions, you can make good decisions, and you can make more 

decisions. 

Knowing your numbers will impact how you source product, how you handle fulfillment, how 

you hire (and fire), how you run ads (and what kind and where), and so much more. 

Running a special? How do you decide to offer a 15% - 40% off coupon, or a Buy X Get Y? 

Numbers. 

What does this have to do with scaling? 

Easy. Let’s use weight lifting for example: when you’re just learning the basics in weight lifting, 

you learn the proper movements slowly with proper form. 

You might end up lifting weights looking like you’re doing Tai Chi. Super slow, and deliberate. 

You start off with light weights, lifting slowly to do it right. 
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You learn it right, and you don’t get hurt. You do this a whole bunch of times. 

Then, suddenly, one day you’re lifting heavy things with confidence, and finesse. Your form is 

right, and you’re building an awesome body. 

Now you can lift more weight, and do it right so you don’t get hurt. 

Always know where you are in your campaigns and marketing funnels. Knowing where you 

are is the clean and jerk of the marketing world. 

Let’s say you’re running an ad campaign and you’re losing $5 per sale, but you don’t know it, 

and everything else looks really good because you’re making a ton of sales.. You might think, 

“Wow — this is great! Let’s increase this ad budget and get a whole lot of sales!” 

What might have only been a $20 loss turns into a $2000 loss. Ouch. 

So know your numbers so you can make good decisions. 

Suddenly you can source new products monthly, instead of once or twice a year, and you al- 

ready have a killer ad campaign running, and you just plug in some numbers and look at the 

picture your numbers paint and say, “Cool! Let’s add this to the product line!” 

More stuff to sell to Ashley. You can plan to know her until those two adorable little kids go to 

college and beyond. And your life can be pretty sweet, too. 

That, dear friend, is what I wanted to share with you. I wrote this for you (yes YOU) so please 

take this personally. If you take a tip or two of what’s in this letter and apply it to your 
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business, you will grow more than you thought possible in the next 12-18 months. Even 

starting from $0. That means $84k per month or more... that’s $1 million in revenue a year. 

Members of the Traffic Handlers do all of these things, and more. 

Are you ready to access the training I promised you at the start of this report? Are you ready 

to build a Facebook ad funnel that ran on autopilot for 86 days and made bank? 

You can join the Traffic Handlers free Facebook Group and get the training (and tons more) 

that will give you the exact map we used to create massive wins in real retail businesses. 

Campaigns ran during Q1, 2022. (Some retail businesses use this for downtime, not new 

revenue.) 

You can do this, too. 

And you can do it any time of year.  

It can supplement your other marketing methods (on- and off-Facebook). 

The machine:  

• Leans heavily on FB automations (they love you when you do this). 

• Is almost 100% "set and forget" (I was not babysitting the set up like it was a toddler at a 

bonfire). 

• Gives 100% control over minimum order value. 

• Builds a series of messages that stays in front of exactly the right potential customers for 

weeks (longer if you want). 

• Completely removes the "FB Panic" so many business owners have about their online ads. 

(I won't promise you'll reduce your heart medication... but this is good). 

• Gives you more control over inventory buying and fulfillment. 
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There are a ton of amazing benefits to this method. 

If you think you can't sell on Facebook anymore... it's time to think again. 

Join us and get the training. While you’re a member of the group you’ll want to stay, go 

through the years of history, download some of the guides, ask some questions, share some 

wins. 

Go ahead and join the free Traffic Handlers group here. 

Talk soon!  

Amy  

P.S. Traffic Handlers group isn’t only about Facebook ads. It’s full retail marketing. The group is 

free to join. You will find years of retail business growth training and make new connections. 

Join now. 
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