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Introduction | What is a Celebrity Brand?

What is the definition of being a celebrity?

What is the definition of being an expert?

What does it mean to be a celebrity expert®?
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What is another word for “brand”?

What three things make up the business trifecta®?

1.)

2.)

3.)

What are the two types of press releases?

1.)

2.)

/ v’ Fill in the blank.

revenue.

\_

is the only thing that will truly drive

buileyiew uamsue

/
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v' Match each phrase below with the correct and
corresponding PR type.

Nick Nanton Wins Emmy® Award

Michael Bublé wins Grammy® Award
At 2014 Ceremony

Greg Rollett Debuts
his New Radio Show, The Rollett Report™

Dell® Set to Unveil New Computer
Model This Tuesday

Greg Rollett Receives
2013 Emmy® Nomination

Google® Launching More Fiber Services
In 50 Cities for 2015

300: Rise Of An Empire Makes
S132M Worldwide

Shinola® Installs Vintage-Style
City Clocks in Detroit

1sod "3sod 'aud '1sod 'aud '3sod '1sod 'Isod :siamsue
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What two forms of media make up the Formula For Media

Success®?
1.)
2.)
/ v’ Fill in the blank. \
Mass media is great for two things: &

ssaualeme 'AuliqipaJd :siamsue

o /

Direct media is the concept of building a(n)
that cares about what you say.

Describe or list the different ways in which you can build your list
through direct media.
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Credibility is the only thing that is missing when it comes to direct
media. What is the solution to finding and including your
credibility in direct media?

+* Introductory Activity

* Start looking at some of the media that you’ve created in
your own business.
* Make two lists.

o The credibility list - If you’ve been interviewed in your
local paper, if you’ve been on a local radio show,
maybe you’ve been on Good Morning America, etc.

o Action List — Take everything from your credibility list
and write down ideal media packages.

Begin to put them on DVDs and CDs; send it out in
direct mail (or, like us, have it in our website: we say,
“Enter your name and email address to see when | was
on Good Morning America...”

Now you’re taking that mass media and putting it
into play to get people to convert, to become clients
and prospects!

v On the following page, start filling out your lists.

Celebrity Branding® Blueprint | Action Guide | (800) 980-1626 | info@dnagency.com 7



Credibility List Action List
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Additional Notes:

More to Come:
Stage 1: Finding Your Niche
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Stage 1: | Finding Your Niche

What is the biggest mistake that people make when it comes to
the services that their businesses offer?

What is one thing you do remarkably well?

/ v Fill In the Blank. X

People are always willing to pay more money for a
than they are for a generalist.

1silenads :1amsue

- /
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What is a good reason why media credibility works so well?

v' Make a list of the most influential and top people in your
industry. Try to write at least 50 — 100 names.
(Hint: Look for people who speak at /attend conferences, authors,
radio/TV personalities, etc.)

26.) Iy
27.) 2.)
28.) 3)
29.) 4.)
30.) 5.
31.) 6.)
32) 7.)
33) 8.)
34.) 9.
35, 10.)
36.) 11.)
37.) 12.)
38.) 13.)
39.) 14.)
40.) 15.)
41.) 16.)
42.) 17.)
43.) 18.)
44.) 19.)
45.) 20.)
46.) 21.)
47.) 22.)
48.) 23.)
49.) 24.)
50.) 25.)
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<

r “Let’s create a physical newsletter and we want you to put together a list of the

(

100 most influential people in that world. We did that. We started creating a
physical newsletter, started mailing it to them every month. When | got to the
next convention six months later, people would be walking down the halls and
they would be saying hello to me. They’d want to tell me their side of my story.
Again, Dan Kennedy, one of the most quotable guys ever, a true living legend,
says, “A good newsletter should be the equivalent of sitting down to have a good
cup of coffee with a friend.” That’s what it should feel like when someone’s
reading it. When | tell stories about my kids or | tell stories about my life or
whatever it was, the fact of the matter is, people don’t really want to know the

\ technicalities, you know.” - Nick /

So you niched just to a hundred people, and if you could get on the radar of those hundred
people ... in your marketplace, it might be different. Maybe it’s a thousand people. Maybe
it’s 20 people, but you identified those hundred influential key people and you made
yourself the expert, the celebrity expert, just to that core group. - Greg

The Million-Dollar Pyramid

10,000
People  $100
e
1000 People
o o

"

100 People
[ ]
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What opportunity is missed when you do not “niche it down”
when it comes to reaching out to a pool of people and customers?

What does Dan Kennedy call “dog whistles”?

Think about your business and niche. What are some points of
affinity and buzz words commonly used in your world?

Celebrity Branding® Blueprint | Action Guide | (800) 980-1626 | info@dnagency.com 13



What are some “personal hooks” or connection points you could
use in your story?

[ N

If you tell people what to expect and then you deliver that, then

v’ Fill in the blank.

you build from other observing potential

customers. Isni) :1omsue

/

Remembering the lingo of your industry is key to having a
successful business. Below, write down some buzzwords and key
terms in your marketplace.
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Build trust by following through - Brainstorm a list of your step-by-
step deliverables that you will positively be providing for your
customers.
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Think about stories would establish an emotional connection
between you and your marketplace. Write a draft of this story (or
stories) below.
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If you can show social proof you’ve helped someone else or multiple
people in this situation, that’s what works best. When we are going
out to market to attorneys, we use testimonials from other
attorneys. When we’re going to market to other financial advisors,
we use testimonials from other financial advisors because I’m not a
financial advisor. Jack did it for years and years, so that helps, but
now that we have relevant, big name, financial advisors in the
marketplace, that helps people understand, “Okay, Nick can help
me.” We market sometimes the same exact product, the same exact
service we do in five different niches with different languages, with
different names and people. We get business because they go, “Oh,
they really understand me.” - Nick

If | want to just talk to a specific segment of the market, | can create an ad
that is just for that segment of the market. | might be selling them the
same service that I’'m selling another segment of the market, so one of the
examples we use right now is that we’re running full-page magazine ads in
a lot of different niche publications, in a legal publication, in a real estate
publication, in a financial publication, and really, we’re trying to help all of
them to become best-selling authors, but the way that we talk to advisors
is different than how we talk to the lawyers and it’s different than how we
talk to the real estate guys. - Greg
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What can you do to pick up on points of your clients’ story that
can separate them from your competition?

Who do you want to see your PR and marketing pieces?
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Additional Notes:

More to Come:
Stage 2: Building Your Brand
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Stage 2: Building Your Brand

4 v’ Fill in the blank.

is a chemical in your body that helps build trust.

u1203AX0 :uamsue

\

~

J

What are the benefits of providing a story in your business?

Write down some hooks and bullet points that you remember
from Nick’s story.
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4 N

All of you watching today, figure out what the name of the
book is you want to write. You’ve got to start writing it. It can
be a page a day, whatever. Eventually, if you drag it out for too
< long people will start calling you on it, so you got to do it. Put a >
title to your book and you're going to get instant credibility by
adding that to your bio. You're the author of this forthcoming
book.

- Nick

. ~

What would you want the title of your book to be?

What are your “$10,000 Secrets”?

Why is it important to have “time gaps” in your different stories?
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My Story Timeline

Fill it out the timeline with different relevant points. Mayhe things from wour youth, Maybe you came
owver to this copntry from somewhere else. Maybe you moved from the big city to the country, or the

country to big city - but start there. Find all those pivotal points that help you to get your point across.
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» S5WH Exercise -Think about you and your story. Answer each
guestion is regards to your business.

Who?

What?

When?

Where?

Why?

How?
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After finding the hooks and pivotal points for your life, write
down your full story below.
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Additional Notes:

More to Come:
Stage 3: Developing Your Celebrity Expert Status
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Stage 3: | Developing Your Celebrity Expert® Status

According to Dan Sullivan, what are the four freedoms that
entrepreneurs are really after?

1.)
2.)
3.)
4.)
K/ Fill in the blank. \
The strength in which you people is also the
strength in which you people. Peshe ‘ladau
.Jomsue
When people see your , that’s one of the first

opportunities you have to start building a relationship.

(24nla1d) oloyd

\\ :JaMsue J
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Where can you place your photo to build one-tone relationships?

In your position and marketplace, what kind of image do you want
to portray? (For example, Nick wears jeans and a sports coat due
to his position in the entertainment field.)

What is the basis of the Dunbar Rule?
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Exercise: Ladder Of Credibility
On the ladder diagram below, each rung represents your level of credibility
within your marketplace. On the lower rungs, write down your existing
credibility (e.g. a lawyer being a member of a board). As you climb the
ladder, write down your higher credibility accomplishments or goals.
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The key to exposure is being everywhere that prospective clients
are looking and influential people in your industry are. Write
down a list of blogs, newsletters, trade journals, magazines, etc.
that people and customers in your industry are looking.

What does Dan Kennedy say reading a newsletter should feel
like?

Why is it wise to sometimes three-hole punch newsletters?

Celebrity Branding® Blueprint | Action Guide | (800) 980-1626 | info@dnagency.com 29



What types of letter designs, envelopes and other direct mail art
do you believe your clients and prospective customers should be
receiving?

Nick say’s “There's really only three ways to grow your business to
go out and get new customers.” What are those three ways to
grow your business?

What is Dan Kennedy’s “Ladder of Ascension”?
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Exercise: Ladder Of Ascension.
Similarly to the “Ladder of Credibility”, brainstorm some low-to-
no-barrier offers and higher end offers you could sell in your
business.
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There was a beer commercial years ago that talked about how
their beer was cold filtered. The public was enamored with this,
but it turns out every beer company did this. Still, the beer
company built in a separation from their competitors this way.
Using this ideology, how could you mimic this within your own
business?

What level of service is most commonly bought within any Ladder
of Ascension?

Instead of showing up as a salesman, how should you be
perceived in order to not intimidate potential clients and
customers?
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The goal here and to become this celebrity expert is to use, find
that niche, find that marketplace, develop your story, get that
major media credibility, and now insert it into your marketing

funnel, whether it's online or off line. When you send a postcard
out it says, "Hey this is Nick Nanton, Emmy award winning
director and bestselling author." Use that language in your pieces
and then continue to follow up. Again, a celebrity doesn't just
have one preview for a movie and that's it. They're doing previews
in every single commercial and then they do a tie in with someone
else. You need to do that same thing. - Greg

Media & Asset Inventory

On the following page, fill out the media inventory on the left
side. Ask yourself the following questions:
o What are the blog posts that you have?
o What are the special reports that you have?
o What are the videos?
Then, inside the asset inventory on the right side, write all the
places where people can find you for the first time. Ask yourself
the following questions:
o If they come in and they come to your website first, does
that website show that you are celebrity expert?
o If the website is the point of entry, does it show that you're
a bestselling author, does it show your media credentials or
does it look like you just slapped up a template from the
'90's. What does that tell people if it's you speaking? Are you
dressed appropriately?
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Media Assets
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Additional Notes:

More to Come:
Stage 4: Rollout — Expanding Your Celebrity Brand
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Stage 4: Rollout — Expanding Your Celebrity Brand

Knowing where you’re going to start your marketing is important,
and the first step towards rolling out. Below, brainstorm a list of
places you could run your ad. Write at least 5 places.

1.)

2.)

3.)

4.

5.)

What are some different formats where you can run your ads and
story?
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\_

v’ Fill in the blank.

A great place to start with content is

Jomsue

suol¥sanb saldoad buliamsue

What are some ways you could be more scalable in your
business?

4 ™

How do you scale? Scalability is the idea of, "Can | handle one, can |
handle a thousand; can | handle ten thousand or a million, just by
adding more to the front end to the marketing funnel?"

< You've got to find a way to scale your business, and once you do it

becomes fun and freeing. Again, if | talk to you about growing your
business 10 times, most people think about doing 10 times the
work. That is not the case. -Nick
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What are some common services that people ask you for that you
actually do NOT offer?

Brainstorm some ways in which you could offer this service in the
future, without having to add more work for yourself. (Hint: Think
about hiring someone, outsourcing, etc.)

What exactly is a call to action?
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Describe what Gary Vaynerchuck refers to as the “Jab, Jab, Jab,
Right Hook” in his book.

What else is your customer prospect already buying?

What are some strategic partnerships and affiliate relationships
you could create in your business?
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What steps can you take to ensure you “proof of concept”?

Exercise: Scalable Transformation Pyramid

On the following page, you will find a diagram made up of
multiple pyramids linked by connection lines.

o Start at on the bottom pyramid.

o On the baseline, write down your current main services and
products.

o As you fill in each section of the pyramid, focus on other
services that you offer; the higher you get to the top, the
less specialized your service is. They are probably services
you offer but aren’t an expert in yet.

o Once you hit the top (or, top level of your business), move
on to the connecting pyramid, only this time place that less
specialized service as your baseline.

o Then, expand that quadrant of your business even further.
The question you are asking yourself is, “How can | have a
whole other pyramid to start expanding and growing my
business even more?”
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The more you have ideals; the more you have aspirations — the
more you get people to “want to be like you”. Thinking about
influencial people in your marketplace, what are some things
about them that you would want to be similar to?

Think back to your Scalability Transformation Pyramid exercise.

What are some stories you could develop to go along with your
business expansion?
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How can you expand your advertising for these new business
expansions?

4 N

We have this one marketplace — now, can we expand to more
marketplaces? We have our one story, can we develop more stories
and go into more advertising verticals? We have one core business,

what are some vertical or horizontal businesses that we can now
< develop into? Then how can we take this to the next level and >
become that expert, that guru, that maven, that celebrity expert that
people turn to for advice, information, and transformation?

- Greg

. ~
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Additional Notes:

More to Come:
Stage 5: Selling Your Business & Creating Legacy Dollars
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Stage 5: Expanding Your Business and Creating Legacy Dollars

v’ This section is for when you are ready to get out of the business, or
alternatively, substituting your intellectual capital. You may want to
make copies of this section for future use; you might want to fill out
stage 5 of the action guide several times.

How can you train others to replace duties that only you have a
responsibility for?

How can you train someone to sell your story and continue to
build credibility for you and your business?
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How much money would it really take to replace yourself at your
own business?

What does it look like if you step out and pay someone the rate it
would take to maintain your role(s) in your business?

How involved would you still want to be?
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What are the things you never want to see or work on again?

So first | think you need to ask yourself those questions. Do | really
want to be out of this thing? Now what are the ways to do that?
Obviously, if you've done what we've told you to do along the
way, you've created a brand; you have people who follow you,
people who are interested in what you do.

- Nick

Overall, why is it important to brand yourself vs. branding your
products?
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What are your systems that you can sell?

Once you’ve branded yourself and gained trust in your
marketplace, what can you do if your market completely changes?

- N

And that is the Celebrity Branding Blueprint. You have the road map. You
have the action guide. When getting started, take one step at a time;
< neither one of us looked like this 10 years ago, or 15 years ago. It took a lot
of hard work, a lot of telling that story over and over, and that really
brought us to where we are today. Now you have this road map.

- Nick

\. /
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Additional Notes:
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Additional Notes:
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Additional Notes:
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For Additional Services & resources, visit

www.DNAgency.com

Or Call

(800) 980 — 1626

Marketing Academy

Become a Best-Selling Author

Collaborative & Individual Book Services
National NBC, Fox, ABC & CBS appearances (and
many more)

Photo shoots

Major Media Appearances — over 100 major
dotcom’s, Big Print media; media, marketing & PR
included

Online & Offline Marketing

X-Group Mastermind and Networking

Much, much more!
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