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 Matt Dippl

James: James Schramko here. Welcome back to my podcast. This is episode 1057. Today, we
have a repeat guest, Matt Dippl. Welcome, Matt. Great to see you here.

Matt: Good to be back, James, thank you for having me.

James: I’ve been following your journey. We are social media friends. One day, we'll be real-life
friends. You keep coming to Australia, and often I'm out of the country when you come, or I'm in a
different state, but it will happen. You've helped me a lot in my health journey. You're the �rst person
I remember talking about taping up your mouth when you go to sleep.

You have lots of great views on alternative health that might be counter to what we're hearing, you
know, if we were to go to the local GP, which I think is always very interesting. And it's good to stay
aware of what's the different methodologies and to have various people in our corner giving us
information that we can try for ourselves.
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And the last time we spoke was Episode 911 . But things have really moved a few gears since then.
From what I gather, you've - well, the snapshot of what I'm aware of, is you went to a conference in
Europe, you came away from that with a couple of ideas, you've built yourself a nice little empire in
a non-English speaking market.

So that's the �rst headline for this episode. How well can we go in a non-English speaking market?
Second thing is, how well can we go in a non-English speaking market to a fairly diverse �eld? It's
not a make money online market, it's a health-related space. So that's the second point. The third
thing is, how do we make choices regarding platforms, and team size, and growing out your
business model?

From boutique agency to course production

 

So I'm really curious to see what you've been up to. Maybe you can let us know, what happened
since the last time we spoke where you had started doing some projects with some of these
practitioners on a smaller scale, but things changed after that?

Matt: Yeah, de�nitely. So basically, after your advice, I mean, I started out with Kleq.com ,
executing a small membership model that you really inspired me to roll out. I did that for about
maybe 12 months, that was in 2020. And then you really inspired me to go more into the agency
model space.

So I rolled out a small boutique, social media agency for health experts in Germany, in particular,
for doctors in the functional medicine space. And I was very strategic who I would pick as my �rst
client. And I literally rocked up in this doctor's of�ce with an iPhone and started to capture footage.
And then I just edited it on Adobe Premiere, putting the headline over it, and then put some subtitles
under it.

And then as of today, I'm still with this one client. And due to the good work that we did together, I
was able to get very high-quality other clients. But now what happened was, following was
growing and growing, I used mainly live events to get people from social media onto an email list.
So we just did Q&A events. And that was a fantastic strategy to build a list.
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But then we had to come up with some other strategies, because the doctors said, Listen, Matt, I'm
booked out. I can't deliver any more. And actually, basically, I need to clone my knowledge. And
then that was shortly actually before I went to this event here in Europe that we might talk about as
well. And that was what happened. So small agency model. I went into email newsletter building,
patient acquisition. And then now, I'm actually getting more into like, course production.

To premium offerings from low-ticket membership model

 

James: Oh, let's just check in there. I remember you were one of the �rst members of my low-ticket
membership model where I wanted to prove something. I wanted to prove that you could start a
membership with zero content. So I �red up Kleq, that's K-L-E-Q.com for anyone listening. And I set
up a membership product. And I made it $10 a month. And along came Matt.

And you are an avid fan of that membership, I remember. That was my reaction to COVID saying,
You know what, I'm getting a lot of people having billing failure or panic. And they may bail from
my core product, I need to give them a safety net to land on. And I made this soft-landing product. I
had a great fan base in that membership.

It didn't scale to the level that I would have wanted it to for me to continue to deal that model. But as
the market got sorted out or whatever, it was clear that I needed to focus back on the $99 level,
that's my minimum level of my standard membership, is still perfectly �ne. And it's absolutely worth
10 times the value when you consider the playbooks and the live calls. And I'm absolutely grateful
that you actually progressed into the next level membership.

So you were one of those �rst clients that proved something for me. So I'm always grateful to you for
that. In the course of that next level membership, you really had the ability to start re�ning. I
remember you asking questions about, Where do I get videographers? How much can I charge?
What sort of products can I do?

And the reason we went from low-ticket membership - because a lot of people start on the low-
membership model, and I want to just address that - the reason why I think we start there is it caters
for our lack of experience, we feel comfortable charging a small amount, because maybe we don't
have a lot of runs on the board, we feel like it's not going to be a big ask, and it's pretty low risk for
the buyer to try it.



The challenge is you need a lot of customers for that model to work. It'd be quite a lot of wear and
tear. Well, technically, you need hundreds of members for a low ticket to be viable, but probably
thousands. And in some cases, tens of thousands, depending on how low ticket you go.

Like if you had a $7 a month membership, then I imagine you probably need 10,000 people for
that to be an amazing business. And by amazing, I mean a million bucks a year, right, as just let's
say, that's a reasonable number for most people to be excited about. And look, if you're way past
that, awesome, congratulations, you're doing well. Right? But most people aren't. Let's face it.

Agency model appeal: high value with fewer clients

 

So you moved into the agency model. Now agency is an interesting one. Why do I think people
choose that? I think they choose it because you do not need many clients. You said, Matt, that you
only had one client in the beginning. And that was enough to get going, to learn some stuff. So you
do not need many clients. It's a much higher price point.

I believe it's actually easier to sell than a low-ticket membership. Right? Call me crazy. But it's easier
to sell a service, because you only have to observe our own behavior. Do you go out and grow
your own food and cook every single meal? And the answer for most people is, probably on the
�rst question, no.

But even if they buy their food, not everyone's cooking every meal these days, and there are
certainly advocates for, Hey, you know, you should only ever get takeaway, right? I imagine the
processed food alert just went off in Matt's world there. And I'm not advocating for that too, by the
way.

But I'm saying most of us know that we can go and have something done for us like a meal. There's
an endless supply of service providers who would like us to take something off their hands and pay
us handsomely for it. Now the catch can be that you usually need people for that business to work
beyond a few clients.

So I imagine you hit a wall where you've got one client, you start getting a couple more, say, Oh
gee, now I'm actually quite busy. Otherwise, you start slipping in product delivery or whatever. And
you know, certainly before AI, it was generally, fairly human-intensive, a service. And one of the
solutions around that is to �nd leverage in it or to create a hybrid model.



Finding leverage in agency work

 

It's kind of like what I do with my Mentor level. And with my partnerships, I'm blending a little bit of
service with a little bit of leverage. And I'm de�nitely leveraging with platform, I'm leveraging with
recurring subscription model, I'm leveraging with price points.

I want to hear from you, Matt, how did you �nd some leverage in the agency model so that you're
not one of the many, almost all agency owners who at some point say, This is burning me out. I need
to do info products, right? Did you get to that point? Are you at that point? Or have you been able
to save yourself from it?

Matt: So the �rst way how I could actually scale it was through af�liate deals. So I could build
email lists in the back end for the clients. And then we could actually run af�liate offers for these
clients. And that was a new leveraged income stream as well, which is, I think, totally under-
appreciated.

And they just now as well, even in Germany, there are a lot of great af�liate offers, you have
coupon codes for different health products. And you can then actually funnel that into the pot of
your client, in the �nancial pot. And then you can agree on a pro�t share on that, if you're the
marketer in the back end to make it work on the level of automations and all of this stuff. So that was
the �rst leverage that I did �nd.

And then now, the second leverage is de�nitely that I'm a production partner for like, for example, a
longer mentoring course, for a speci�c segment of the list of the client. And that is highly leveraged,
because I have the production team for the content, I run all the systems, I run the operations, and
my clients, they don't have time for that. They are very skilled experts, but they're not skilled experts
in the space that I'm in. So it's the perfect marriage, what I experienced.



 

Because you don’t need a degree to market

 

James: I love it. Well, usually the marketer should get paid well, because I think the marketing is
the hard part. Let's face it, experts are a dime a dozen, I don't mean to be condescending or
anything, right, because I didn't even �nish university. Thank goodness, I got good at selling and
marketing, because I can help experts who are really good at something, whether it's, you know,
my �rst client, proper client, in the agency space was an injury lawyer.

They all went to university, they have to qualify for certain requirements to be able to practice law.
But I didn't have to for any of it, to run their website, AdWords, SEO, conversion rate optimization, I
didn't have to qualify for any certi�cate for that. I just had to be good at it.

So I also want to say this is a metric, right? I like to throw out these things, just because I have
signi�cant experience in af�liate marketing, and I still do this to this day. I believe most business
owners online could probably generate an extra 30% on top of their own products by just
recommending the things their clients are already buying or should be buying. Just being that
introducer, being that trusted authority to test, check, wear with honor, that recommendation.
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How Kleq bridges gaps in platform innovation

 

And you know, this is so topical right now, and I hope you don't mind me saying this, Matt. But one
of the platforms you're using is Kleq, right? We all know on this podcast that I'm a partner of that
program. It's a really good software program. And it's kind of like the lovechild between a Click
Funnels and a Kajabi, and a Circle or a Skool, right, or Udemy.

If you took some of the elements that people like about them and put it into one, it's got that, except
for the email marketing, and I can talk endlessly about why that's not included in the program. And it
shouldn't be. But I love that platform. And I have a long history of promoting software.

But there was a time back in the early days when I was promoting a different software. And I
realized that software ceased to become the best option in the market. And that was the very �rst
one I was promoting, XSitePro. It was good in the day for people who had a Windows laptop and
wanted to build their own website. But beyond that, WordPress started to put a chokehold on it, and
take it out. [laughs]

Then the platforms like Kleq come along, and they are, like they are what you get if you were to
take WordPress, and take it to the next stage, and put all the cool stuff in it; it spent a lot on R&D.
And the reason I'm bringing this up now is at about the time of this podcast going out, there's a lot of
hoopla for some of the other platforms out there, the community platform, there's competitions,
there's hoorah, and whatever. And there's endless gurus and people promoting the crap out of it for
commission.



 

So I said before, you can add commission. Like, it's great that people are promoting the platforms.
The caveat is, though, some of the platforms aren't that good. And people are promoting them
because they want the money. So I would say if you are going to do any kind of af�liate or
recommendation marketing, please stake your reputation on it. Like, be bold enough to say, You
know what? I've tried it, or I use this, or it's actually good. I'm not just promoting it for the cash.

And that's my standard. And it's not a coincidence that most of the features of Kleq are parallel with
what I was doing in my membership before I came on board. Like, we built it as my rescue boat to
step onto, we built it for that reason. And so it's not the most widely promoted platform, because we
don't have endless af�liates out there shilling it.

It's just a great platform for people who want something where they can customize the look and feel
of it, which you cannot do with most of the other platforms. It's a great platform for people who want
to have their own domain name. They don't want to be having forced branding from some - I
imagine - like tell me if I'm wrong - but I imagine your functional medicine doctor doesn't want to
have a Skool URL in their thing, or Skool branding on everything. I don't get it. So basically they're
going to run out of market at a certain level.

Matt: De�nitely not, James, and I as well, I want to be protective of the attention span of actually
the people that we send there. So that's why I love to be very focused on one platform that we have
full control of, and as well, just the email, the landing page capabilities, the list building capabilities,
even like, the capability to host a congress on it is incredibly valuable.
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Customization meets ease for digital creators

 

James: Yeah. And you know, what's interesting is that, once you get an instance that works well,
you can quickly deploy versions of it, you can customize it with your client's colors, look and feel,
like, that's one of the main things. I speak to John, the founder of that program. And he said, You
know, in the early days, I wanted to make everything like, set, like they do on Teachable or Udemy,
and then people came to him, But I want to change the color, I want to put my logo here. And he's
like, Okay, I'll do it.

He doesn't understand why people would then go for other platforms that don't allow that. That is a
signi�cant feature. And it's a wonderful feature. And it's also, you can make very low-friction
environments. So people don't know this, but some of my free courses that I have to publish, right, a
few years ago, maybe seven or eight years ago, I sold some standalone courses.

I would like someone if they bought that course - and maybe you bought some of those courses,
Matt - to be able to access that course. Right? I want them to have a fair and reasonable
experience. So I still have to publish that. So I actually put them up for free on the outside of my
website.

So someone comes to support and says, Hey, I purchased this course, where is it? We say, Here it
is. And the whole thing is there, no login, no gateway, it's accessible on the page. Now, this is
something that I think is super important, this is one of the major differences. If you want to go with
all the platforms that don't allow you any customization, �ne, that's all hosted and everything and
thrown into one big bucket.

If you want to go full custom control and have your own web development tech team, right, as a
very small agency, I imagine you're very small, right? You're not in the 10 or 15 or 20 staff level,
right? You don't want that resource or responsibility of keeping the thing up and running and all the
rest.

So what I like about Kleq   is you can still have it on your domain, you know, you point your domain
to their installation, it's technically how it works, but they're hosting it, they're running it, they're in the
background �xing it. You actually don't need to be a coder, or a tech wizard to make it work. So I
imagine it's handy for a small agency to get the leverage as if you had a big tech team, and the
customization as if you had all the custom tech.
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But you're able to manage it all like, literally drag and drop, right, tick a box or change a color if
you want, if you don't have someone in your team to do it like I do, which is kind of a luxury item,
I'd say. So I'm still not logging in and doing things in the backend. But I actually have occasionally,
just to try it out. And it was ridiculously easy. I just had to remember to tell my team what I did, so
that they weren't, like, who changed this? [laughs]

Matt: You nailed it, James. That's exactly why I love it so much. But actually, I'm in the process of
building now some connections to Studio1, for example, to get more customized designs for one of
my clients now. And I want to get a good development team that I can always tap if I want some
templates to be built or something like that.

James: Beautiful. Yeah, I mean, Studio1Design.com , they're the ones who do all my designs. They
listen to you, they �nd out what you want, they come back with mockups; you make some
adjustments if so, I've rarely actually make any adjustments, they're usually straight up good. And
then I give the �nished �les to my team and say, Can you make my site look like this?

So the James Schramko membership, which you can look at, if you're on my website, you can click
on membership, there's a tab on the top right, you can see what the membership looks like. That is
from a Studio1Design.com template that my team have faithfully replicated in the membership. So
the spacing, the font, the color codes, it's all legit. Quite a nice user experience. And that's because
it's seamlessly integrated. It's like hand in glove. I think that's the easiest way to explain it.

From event attendee to industry insider

 

But let's get to the meat and potatoes here. Something happened from Episode 911  to now. You
went to an event run by Trevor, our sort of frequent copywriting guest . He was running an event, but
from memory, some kind of deal was done. Is that right? I don't know if you can talk about that. But I
want to know what happened there. What were the mechanics of it?

Matt: So basically, I wanted to go to Trevor's �rst conference where John Carlton  was, and it was
an event with Drayton Bird from England, fantastic copywriter, legendary sales letter written by
Trevor, I wanted to go there but then I couldn't because my son was just born around that time. And
then he actually hosted it again last year. And I saw it over Facebook. I said, like, I'm not going to
miss this one this time, because here in Europe, I've never connected actually to a copywriting
community before, ever. And I was mainly connected to all the English-speaking stuff.
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And so then I really jumped on that opportunity. I wrote to him. And then I was quite bold. And I
offered to him, Hey, listen, Trevor, do you have anybody to �lm your event? Do you have anybody
to do a trailer for your event? And he said, Actually, no, I don't. And so then we struck a deal. We
could go there, we could �lm his event, we delivered a fantastic trailer for his live event in video
form. And I learned so much on that event, I connected to some real legends. And I'm in close
contact with Trevor now, and I'm super grateful for the connection.

James: Yeah, it's like, look, I couldn't overstate this, meeting people face to face in the online world
is really the secret. I remember going to John Carlton's Action event in San Diego, the airline lost my
luggage. I got sat next to Bond Halbert. And I was networking with David Deutsch. And just the
most incredible people that I got - I met Harlan Kilstein for the �rst time there.

And then through those copywriting connections, also, I met Kevin Rogers, for the �rst time in real
life, even though we'd been Warrior Forum buddies for years. And from there, I met all the Trevors
and the Paris and so forth. So all those legends, they came through those connections. And of
course, John Carlton, being absolutely, like Episode number one of my podcast. And I have a lot of
gratitude for how many people he introduced me to and how generous he was towards me when he
didn't have to be. He was a big shot, and I was a nobody.

So going to those events, man, if you eat meals, you have a few discussions, it'll open up your
world. And it obviously opened up and created a paradigm shift for you. You cannot go back to
pre-event version of Matt. It doesn't exist. You know, the map that rolled along to my membership all
those years ago, four years ago, on $10 a month, is not the same person that we see here today.

Now you've got con�dence, you have resilience, you have connections, you have runs on the
board, you have a toolset that is phenomenal. I like to think of the metaphor as, you've chosen what
race you want to be in, you've picked some great vehicles for it, and now you've assembled the
team, and you've got that winning formula. So you're just winning the races.

And I love that. You're winning life. And as a young parent, who, it must be a luxury dealing in your
local market. Let's address that topic, you've made a conscious choice to stick close. How
developed and mature is the German-speaking market compared to what you've experienced in
the US market, the English-speaking market?



Matt: With this knowledge that I gained from you, the strategic business knowledge, the tactical
knowledge, which platforms to use, insight into the copywriting world, and now the connections
with Trevor and all the other connections from that, it's like literally going with a lightsaber into the
stone age. That's how it feels to me right here in Germany. There are very few people who have an
appreciation for copywriting. And they don't understand how valuable that is as a strategic skill set.
And yeah, that's where I'm at right now, James, I feel like in a lolly shop.

Humans being good to other humans

 

James: Love it. And so, what does your routine look like? Let's break it down into very simple stuff.
Like if we were to say, Well, probably the two main functions of your business is marketing, and
then ful�llment. Would you say that's fair? Like, you've got to get the customers, and you have to
deliver for them; how's your routine split between those activities?

Matt: So right now, I'm very lucky. So I have a very small but �ne team that stands behind me,
which is fantastic. So I'm not involved in the ful�llment right now of the agency business. Where I'm
right now mostly active is in the strategic consulting with my clients. Building the systems right now in
the background, actually learning, lots of learning and networking, getting new skills, getting new
connections, and selling. That's my major job right now.

James: Love it. And it's not a bad thing to do, right? I think selling is such a brilliant skill, especially
if you sell with integrity, if you can tell true stories that have really positive outcomes for the end user.
And I'm conscious in your market, the work you're doing is literally helping people have a better life.

It's not just like when we hear about selling in the make money thing, we talk about, oh, you can live
on an island and have pina coladas by the poolside. It's not that bullsh*t, it's like, Hey, you could
actually live longer, you could help reduce the issues you're having with some sickness or illness and
have a better quality of life, I imagine that must be very meaningful work that you're doing.

Matt: I was basically, last night, I was bawling my eyes out in a call, it was a mentoring call with
one of the doctors I work with. And he's training other doctors in using his methodology of functional
medicine treatment. And basically, there were stories of doctors bringing the case studies of their
family members, and like heavy stuff, not just like a �u or something like this.



And then it was 40 people all putting effort into �nding the best solution for that one patient, and to
support that doctor mentally, emotionally, and professionally. And I started that together with this
doctor. And I was so incredibly proud in that moment, that I'm part of that, that I kicked that off, and
that I executed on that, and it's incredibly meaningful. So functional medicine is such a precious new
way of doing medicine. And what we're doing right now with this, here in Germany, we're actually
in a category of one right now.

James: That's a good place to be from a business perspective. That's amazing. It really hits you
when you actually witness those people, right? I remember standing up in front of my own audience.
And after a couple of days of organizing, facilitating experts to speak with them, and sharing my
best content, and then wrapping the event, and I'm looking at, like 220 people, these are people in
my own community, who paid to be there.

And they're usually sitting there in my hoodie that I gave them. They have my lunch and dinner meals
that I fed them in their belly, and I've nourished their mind. And I feel like I've given everything for
this. And it's so satisfying, because they have the gratitude, they come up, they want to give a hug,
they want to say thank you.

And sometimes, I look and I see they've brought along one of their kids, I see a lot of husband-and-
wife teams. And I know that each one of those people is attached to a business that serves others,
it's not just the people in the room. It's not just your 40 people on the call. Imagine all of their patient
index, like all the people they serve, all the people they help, all the published papers they're going
to go and write, all of the impact.

So I support good humans being good to others. It's like in a sea of charlatans and such a wave of
crap out there in the space, when you weed out through it, there are some really good people
doing good things. And that's why I want to celebrate that. I want to champion people like you,
Matt, on this show.

Newbie becomes mentor

 

And hopefully, we can have a positive ripple for someone who's tuning in to be able to think, you
know, stay on your path. It's not always easy. Maybe you're at the beginning, like you were four
years ago, relatively brand new, in our world, Matt.



Matt: I was brand new, and broke, and sick.

James: Right, you know, you were sick, broke, and brand new, right? And you know, we've got to
wind the clock a little while back, you know, when I was in that phase of brand new, and that's why
I want to stay in touch, I want to have empathy and connect people like you who are doing this.
And I get to see it, I witness this because you're in the membership, I get to see your personal
growth.

You know what I like? I like when you log in and you help some other member with something that it
was you a year ago or two years ago, that is amazing. That's heartwarming. And that's actually the
reason I still have the lower tier of my membership. I probably shouldn't even have it by now.

But almost everyone in there, I don't think they're actually going to go anywhere. And they've been
there for so long, like seven, eight, nine years, some of them, four or �ve for the newbies. It's just
such a pleasant group, and we still do a once-a-month call where I get to connect in person, and I
really cherish those. It's actually the most satisfying thing that I do, is running live calls with people.

And I did my calls today, like every week for my Mentor members, and I hear their stories, and their
challenges, and they're openly sharing, and their wins, their challenges, and we all help each other.
And it's just such a good thing to do.

Transforming challenges into business drive

 

What advice would you have to someone who is still in that phase where it is a bit of a struggle?
They've got cost of living, a lot of their money has been eaten up by mortgage, they might have
bought a couple of courses, or even had some mentoring that didn't pan out for whatever reason.
And they're feeling a little bit down.

Matt: Yeah, I heard a very wise quote from a - actually it happened in conversation with an
entrepreneur here from Munich - and she talked about the concept, pain equals purpose. And for
me that de�nitely, my biggest pain now turned into my biggest purpose. I was a patient. When I was
chronically sick, I didn't get the right help that I needed. I wasn't heard from doctors, I wasn't seen
from doctors. So it took a very long journey for me to �nd the right doctors to help me.



 

And now because I went through that pain, I now made that my purpose to actually remove that
pain for the people that connect via social media with the people that I champion with my agency.
So I think, look inside, what is actually my biggest pain, or what is a big pain that you see in society,
and then just make that your purpose. For me, it was my own story. But it doesn't have to be your
own story. It can be like, just a big pain in society that you want to contribute to. And then you build
a business model around that, I think.

James: Terri�c advice, you know, that you could characterize what I've done, to the same extent,
that when I was sort of working my ass off in someone else's business, growing it, and having that
�nancial pressure of raising a small army, I really looked to this. It almost seemed like a hopeless
faraway thing. It was almost outrageous to think, maybe one day down the track that I wouldn't
have to work 60, 70 hours a week, and maybe I'll have a surplus of income that takes some
pressure off. And I made that my mission.

The thing is, when I was able to solve that for me, and it was 2008, July 2008, quit that job , and I
never looked back. And since then, obviously published Work Less, Make More , is a long way
down the track to explaining the leverage that can come. The crazy thing to me now is that I've just
�nished, like 2023, I worked just over 500 hours for the entire year. Right? And I still had a
substantial income.
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So almost like, pinch yourself that this is actually a real thing, that this is possible. But I really believe
I can help a lot of other people experience that through my own membership, through this podcast,
through the tools and platforms and partners I've chosen who I believe have useful contributions for
people. And that's why, I guess it's that sort of, it's almost cliche to say, but it's like purpose-driven or
intentional.

I'm truly at a point now where everything I do is optional. And this sort of works in with something
one of my mentors drummed into me, which was no compromise . If we can remove all the
compromises out, then you will be doing the things that feel natural. And if you can solve your own
pain and share the solution with others, that's such a good starting point.

And you've done it with your illness. I've worked with plenty of people. I worked with a guy who did
that in the rheumatoid arthritis market. Actually, I said to someone yesterday, they were having a bit
of a dif�cult time in business. And I said all this sh*t that's happening, right, it's just manure to make
your crop grow bigger and stronger, right? Turn that manure into fertilizer and let it go.

So celebrate these challenges, celebrate this moment. It will pass, if you continually focus on doing
the right things, and one of my missions is to help people avoid making mistakes. A huge part of
what I do is to help people stop doing things. Like, I've actually got a post-it note on my computer,
I'll share it with you if you want, Matt.

Matt: De�nitely.

James: Another thing mentor shared with me. And this post-it note says, What's the point? Right? If
there is no point to doing something, stop. Just don't do it. Do you know, I've saved my audience
from a whole bunch of crappy podcast episodes because I'd rather record less but better  than to
publish something that's half-assed right? It has to be intentional.

My intention today was to share a story of a member who's using the platform that I suggest other
people might consider, Kleq.com , who's doing good work for people in a non-English speaking
market, in a non-make money segment, and just slaying it, who's also used the power of
networking, of offering barter instead of cash.
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Integrity over hype in business solutions

 

I mean, imagine that deal was very good for you. And it was also very good for Trevor. And it is
inspirational and informative in terms of what we might take away and do. So what do you think
someone listening to this might have written down as an action step from today?

 

Matt: Good question, James. For me, it's de�nitely in terms of the platforms, always look at what
you really need for your clients and not follow the hype. [laughs]

James: That's a good one. And it's super timely, super timely. Well imagine that for a second. And I
was actually thinking about this separately today. There's a lot of sales gurus out there, some like
really great closers, and some of them's got - they really got clever words, right, really clever words,
and they can sell.

But I was thinking back to, you know, I used to sell. I was actually reading a full-drive page. And
there's this guy who does social media, who's quite controversial. And what he's doing well is he's
speaking from his heart. It's quite a funny story, because he's in Australia, we just love Toyotas,
right? Actually, I have two Toyota four-wheel drives. So I love them too.
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But what he's done is he's made a pitch to an Indian company, and he wanted to drive this
Mahindra four-wheel drive. And they lent it to him. And he's doing some Facebook content, and
he's really great, but he's telling people, you know, Okay, sure. It's ugly, but it's really cheap. And it
does a great job. And it's made with good components. And you shouldn't pooh pooh it, you know,
all you Toyota-loving maniacs, you should consider this Indian. And it's not a China-built car. It's an
Indian-made car.

And what I love about it is it's raw, and it's honest. And he's speaking the truth for him. And he
actually cares about the end user. So imagine this for a second, when you say hype, and we talk
about gurus, imagine if they just cared about the customer. If that was their guiding principle, what
could come of that?

And I think when I think back to - I was reading that posting, and I actually, I used to write marketing
plans for the manufacturers, I used to sell a lot of cars. But the reason I sold a lot of cars, it's not
because I knew tricky closers or I was a super, super-duper manipulator. It's just that I cared about
the person, the living, breathing human, who had a mom and a dad and kids. Like, I just cared that
they made a good choice. That was my driving principle.

Even if I made less commission, even if the car they're looking at, it's not a good car for them, I
would actually say that and tell them why. Even if it meant they bought something else, because that
was more important to me. I guess you'd classify that as integrity. But I do feel like it's a rare thing.
And it's super valuable. And what you just said there is, it's completely along it, like, get the right
solution for your customer.

And to that end, if that is one of the platforms out there, go for it. I don't blindly say everyone should
have the platform I recommend. I say, if you're interested in these things, and that's important to your
use, which obviously should be based on what, you know, if you're not the customer, then the actual
customer is the end user, then go for it. This is what I recommend.

Streamlining sales with Kleq

 

Matt: And then maybe here is one last tip that I really, that I'm so grateful for how Kleq helped me
with that. So it's exactly about sales. So what we did, we had an offer. Then we hosted a webinar.
Before the webinar, I got all the questions from the people who were interested in the offer. We did
the webinar. We just answered all the questions in the webinar. That was the webinar.



And then afterwards, I took all the questions from the webinar, I created an FAQ section on a
Kleq.com mini membership, like everybody who signed up on the opt-in page got access to the
videos. And only after they watched the videos, they could come into a sales call with me. And it
was not even a sales call.

It was just like, Hey, how are you doing? And basically the sales call is for 15 minutes, and it was a
high �ve ticket offer. And it was not selling, it was just giving the right offer to the right person and
making sure that it's a really good �t for them. So, without Kleq.com, I couldn't have had that smooth
sales process either. And so maybe that's the little tip there how to use it.

James: Well there's a couple of points. So we would call that a decision-making call. And I like
that phraseology, because it doesn't scare people who think they're scared of selling. And most
people who are scared of selling, it's only because they've been told a different de�nition of selling
than what it actually is, right? They think it's something terrible that you do to someone. It's like what
bad people do, because they've had a bad sales experience as a customer.

Selling is just problem-solving, right? It's just helping people �nd the right solution. So that's not
something we should be scared about. So you make the decision-making call. I like that you were
able to create a membership. That's actually really popular with some of the hyped-up programs, it's
all about free communities that then groom people to be ready for a paid product. You can
absolutely do that.

This is the thing, the platform has already done for years the things that other people are now just
talking about. It's already done information products. It's already done funnels, and sales
sequences, and upsells, and carts. It's already done the deadline-type funnels and webinars, and
it's already done communities. And with bundles, you can have free, paid, you can have different
groups, they can access via an app, which is absolutely critical with a small upgrade, and it has
push noti�cations.



Optimizing engagement: beyond email integration

 

The one criticism that one of the platforms says is that, well, it doesn't offer email. Yes, that's right.
Because it's a big stretch to try and be in a world-class email system as well. And pretty much the
systems that offer email have major compromises or �aws where the emails don't get delivered, or
it's a janky interface, or you can't segment properly. That's why you go with one of the big boys. I'm
using Ontraport . What are you using, Matt?

Matt: Active Campaign .

James: There you go. Ontraport, Active Campaign, or Keap, MailChimp, there's a bunch of other
ones, whichever ones are major mainstream on it will probably just integrate straight in. And when I
say integrate, I just swept past that. But I mean deep integration. You can �re a tag. If someone
visits, let's say someone goes into that membership, you can �re a tag if they go to one page with a
particular video on it that then noti�es you, hey, this person's watched this page. You could actually
start a new sequence, which I would say might be in like a nine-word email .

It might be like, hey, they've just watched this video. Now I'm going to �re a tag to send a nine-
word email, which was, Hey, Dr. Phil, were you interested in having a little chat about how we
might be able to install this program into your practice, right? Boom, automation �res off. You can
make it do some very clever stuff. And nothing too tricky. But I love that deep integration. I love the
ability to �re a tag. I like to be able to �re a tag if someone doesn't go to a page.

And so if someone doesn't log into my membership for a week, my system will automatically �re off
a tag, Hey, Matt hasn't logged in. I'm going to send him an email. You know what the email says?
Hey, Matt, are you okay? Do you know what the response rate to that? The open rate on that email
is something like 87%, it is off the charts.

And that single email, which I've now over the last, it's been about 14 or 15 years I've had that
email, right, it's been sent thousands of times, it's made me millions of dollars in sales that I would
have lost if someone just faded off into the distance.

Matt: Amazing, James.
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James: It's such a simple email, and I actually put it in a playbook inside my own membership of
the essential emails you should have if you have a membership, and that one, which is commonly
called a slipping-away type email is critical. I actually got the concept from a physical gym that I
joined in the 90s.

Like other people, I joined a gym and then didn't go, and they actually sent a letter to my house and
the letter said like, Hey, James, we didn't see you last week. In fact, we went into the locker room
and looked under the benches, we checked behind the water cooler, we didn't see you anywhere.
We even searched the car park, but you were nowhere to be seen. We're just wondering if you'd
like to come and visit us next week. And by the way, when you're in, use this coupon to get 10% off
a protein bar or whatever.

And I'm like that is such a good email, it's such a good letter. In the modern age, we should be
sending an equivalent email for someone who stops using our service if we have a subscription
business model.

Matt, it's always such a great catch-up. Is there anything else you want to share before we wrap?

Unlocking health and business potential

 

Matt: Well, I haven't even touched on all the great things that I think like .com offers. So I really
need an upgrade, what I can integrate more. No, I'm just super grateful, James, for your input. And
yeah, it's just such inspiring to connect with you, and with the community, and with the content. As I
said, without the podcast, I would have never met Trevor. So yeah, just one big thank you to you
from my side.

James: It's my pleasure. And from what I gather, you just outreached him, right? I'd say most of the
guests on my show are quite accessible via socials. And certainly inside my community, there's
plenty of them there. So thank you. And congratulations, just the work that you're doing is good.
From a personal health perspective, you have improved my life, like I'm constantly getting a crown
on my Oura ring score. So I know when I'm getting good sleep, and a little bit of a hat tip to you
every single night. Thank you.

Matt: I wanted to, really, like you changed a lot as well, you went into this deep transformation
with one of your clients.



James: With you know, like a whole panel, it's not just one person. It's so many. So many of my
audience have been unbelievably generous, from the earlier podcasts I did where I discovered that
alcohol destroys your sleep, to more recent ones, like I'm grateful to be able to coach people like
James Swanwick , and he's really helping the world not drink.

And he's just pulled a university research paper that shows, they get like a 90 something, 97%, 98%
success rate helping people get off the booze, but it also correlates, and this is research-backed,
peer-reviewed paper, published by a top-notch university, that they make more money and have a
better life as a result of it, right? So there's that.

I remember Anita Chaperon  was getting me to do all these blood panels and testing. You helped me
with the breathing. I know I'm going to forget someone, but Zac helped me with losing 13 kilos, and
getting strength training, and hooking me up to my biometrics. But basically, they just come at me
from every angle. And I'm also, I just assume the position that these people are just so much smarter
than I am. I just got to listen to them.

We did all the DNA testing with Jonathan , it was like the longest episodes we ever did. So through
those years, you know, I went gluten free, I breathe better, I move better. I'm actually �tter, stronger,
healthier, younger feeling than I've ever been in my 50s. It's actually continuing. It hasn't plateaued,
which is good. And now I'm able to surf better. And I just feel great.

I've just traveled the whole world in the last �ve weeks, I've been to four different countries. I've been
doing up to 17,000 steps a day. I went snowboarding one day and two days later, I was sur�ng in
the tropics in the Philippines. So I went from Japan to Philippines and just been coping with it just
�ne. And now I'm back in heaven, Noosa, recording.

I actually didn't record podcasts from the middle of December until the end of January. I had such a
great break. But you would never know if you're an audience member. It's all working. But thanks to
my health advocates, and appreciate you very much, and thank you so much.

Oh, I have to mention Tamas. You know, he's been in my corner the whole time. He's put me on
ke�r, and he just helps me basically anything that's happening from COVID right through, like we
just smashed through it in a day. He knows exactly what's happening. I love it.

Matt: James, amazing. Thank you so much.
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James: Well, thank you. We'll put this up, Episode 1057, Matt Dippl there. Where can we go and
�nd out more about your work? I know probably, we don't have a stack of functional medicine
people in Germany, but maybe you want to put a shout out for something you would be interested
in people following?

Matt: Basically, follow me on @germanbiohacker on Instagram. If you have any questions, if you
tried to �nd some good doctors, a lot of them are online as well. Just reach out to me. I will hunt
down the good ones for you.

James: Especially if you've had an ailment or something that no one else has been able to solve.
Matt is your man. [laughs] No pressure. Thanks, mate.

Matt: No, really, I mean, some of the stuff is totally niche, and more people need to know about
this stuff.

James: Agree.

Matt: Yeah.
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