
 

  

DEEP-SEA MARKETING 
Attracting the Perfect Customer, Every Time  

“Give someone a fish and they’ll eat for a day. Teach someone to 
fish and they’ll eat for a lifetime.” 

- Ancient Chinese Proverb 

 

Hi there! If this is your first time reading one of our business ebooks, I want to thank you for taking the 
time to invest in yourself. Our goal at Smart Shark is to teach fitness business owners like you how to 
leverage the digital world to grow your business while providing actionable steps you can implement 
immediately. You want to see your business grow and so do we! 

What is Deep-Sea Marketing? 

Over 6 years ago, I had an idea of how to change the world of fitness through one simple concept: 
helping fitness business owners move away from outdated sales and marketing tactics. After watching 
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a fitness company that raked in over 52 million dollars in revenue per year go from being one of the 
top in the industry to shutting their doors, I knew something had to change. 

First I started with what I knew. I created a sales and retention processes that has translated into 
hundreds of thousands of dollars in sales across a dozen different organizations. One of the simple but 
overlooked elements of this process is available in a book I wrote called The USP Edge. In The USP 
Edge, I take you through the USP process step-by-step to help you create your unique selling 
proposition (USP). With the right USP,  it becomes nearly impossible for your prospects to tell you no! 
Click here if you’d like to check out the book. 

Once I had fine-tuned the sales and retention process, I looked at how to drive traffic. That’s when I 
was introduced to the internet marketing space. I knew that if I combined the best of what internet 
marketing provides with the best of what fitness provides, it would be a winning combination! But 
being a gym rat my whole life, I had no idea where to start. So I decided I needed to learn everything 
from the inside out if I was going to be able to serve the fitness industry well.  

I spent $30,000, made tons of mistakes (we’ll call them lessons), interviewed dozens of gym owners 
and marketers, worked with several of the top fitness companies in the world, and took every digital 
marketing/sales course I could get my hands on. The experience paid off and I learned a lot. 

I’m excited to share with you what I discovered that actually works in the fitness industry. I’m even 
more excited to pass on what you should avoid so you don’t have to experience the same mistakes 
that I made, and many other fitness businesses are still making. 

Here’s what you’ll learn in this ebook:  

● “The $30,000 Lesson”. The lessons I learned from investing $30,000 in the digital marketing 
space. You’ll learn what to do, and more importantly, what not to do.  

● Insider knowledge. Learn how successful fitness companies are generating new customers. 
From fitness studios all the way to the titans of the industry, we’ll break down what they’re 
doing to get new members. 

● How to turn digital conversation into compensation for your business. 

● How to attract customers who already want what you offer. 

● How to automate your customer acquisition process so you can spend more of your time 
doing what you love. 

 
Before we dive deeper into the topics above, I want to explain what inspired the title of this book: 
fishing. 
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One of my digital marketing mentors shared a simple concept with me. He said to imagine that social 
media is a vast ocean, and the people on social media are the fish in the ocean. Each social media 
channel represents a part of the ocean, and in each part of the ocean, there are many types of fish. So 
how is fishing applicable to social media?  
 
There’s a reason fishing has worked for thousands of years - it’s effective. And if you look at the 
fundamentals of why it works, you can learn important lessons that can be applied to your customer 
acquisition strategy.  
 
Now I’m not trying to call your future customers “fish”. I’m just applying the principles of fishing in a 
large body of water to marketing your business in today’s noisy digital world. There are billions of 
people online searching for fitness solutions, just like there are billions of fish in the ocean searching 
for their next meal. If you aren’t spending time learning how to leverage this opportunity, you’re 
missing out! 
 

Here are 6 lessons that apply to finding more of your ideal customers online.  
We'll dive into more detail on these lessons throughout the book. 

 

1. You can’t catch fish if you don’t have a line in the water. 
Aside from those crazy carp you see on YouTube, fish don’t just jump in the boat. You want to operate 
your boat with all lines in the water. Businesses that use a “build it and they will come” strategy won’t 
reach their potential. After you cast your line into the water, the next important step is where to place 
it. 
 
2. The more lines in the water, the more fish you’re likely to catch. 
Don’t just do more. Do more of the right stuff, and integrate your approach. 
 
3. If you fish with the wrong bait, you catch zilch. 
You can’t land Moby Dick with a worm. If you want to catch the big fish, do what’s necessary to attract 
and land them. 
 
4. You can chum the water and fish will gather. 
“Chumming” is scattering pieces of bait in the water. You’ll attract more fish with chumming, but not 
necessarily the ones you want to catch. Instead of chumming, target your ideal customer and put your 
business in the best position to attract them. 
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5. You can use sonar, the latest technology, and the most expensive gear to be successful, or you 
can use a hook tied to kite string with a corn nibblet on the end. 
The simple approach might be less sophisticated, but it’s not necessarily less effective. Understand 
what works for you, and do it. 
 
6. Standing with the pole in your hand doesn’t change how many fish you’ll catch. 
There are two types of fishermen:  

1. One casts their line and stands idly by until the line gets a bite, then they start to reel it in.  
2. The other sets up a system where their line attracts the right kind of fish and starts to reel the 

fish in - entirely on its own.  
 

Which fisherman would you rather be when it comes to running your business? 
 
If you’re like us here at Smart Shark, you know there is a massive audience online, and a great 
opportunity to help many of the members of that audience through your unique services. So how can 
you generate more qualified leads online, and how can you turn your digital conversations into 
compensation? Many of the tools you’ll need to generate more qualified leads online will be 
integrated into your website. This is why it’s important to be clear on what the primary goal for your 
website is. So let’s start with how to create a goal-oriented website. 

 

A GOAL-ORIENTED WEBSITE 

 
The biggest mistake we see with websites is that they 
are often not crafted with a desired outcome in 
mind. Many businesses use their online presence to 
simply host information. This is fine if the goal of the 
business is to distribute information, but the goal of 
most businesses is to increase revenue through their 
customer base. The design of your website should 
always start with your primary business goal in mind. 
In the case of a fitness business, that goal is to either 
grow your member base or increase your training 
clients. 

 
Let’s take a look at how to structure a website to support these primary goals. We’ll include a few 
examples to help you start thinking about how to structure your own website. 
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1. Orient the visitor  
When someone first lands on your website, they should quickly be able to discern what the website is 
about and who it’s for. The faster you can orient your visitors, the better. Your heading should have a 
simple summary supported by imagery to get this message across. If someone lands on your website 
and they can’t quickly discern what the website is about and if it’s relevant to them, they’ll likely leave 
within seconds. According to a recent Google Analytics study, the average website visitor stays on a 
website for only 53 seconds. 
 
2. Introduce yourself to the visitor  
Once your site visitor has been oriented to what the website is for, and if it’s relevant to them, they’ll 
want to know more about who you are - whether “you” is an individual, a team, or an organization. 
People want to know who they’re doing business with these days. The more comfort and trust you can 
build, the better. Who are you? What are your values and passions? What is your experience and 
credibility? 
 
3. Tell your visitors what you do  
Your visitors are now oriented to what your site is for, if it’s relevant to them, and who you are as a 
business. Now you need to get across what you do in a clear and concise way. What products and 
services do you offer? Don’t just list features when describing your offerings, list benefits. Features are 
simply characteristics of what you offer - like a 60-minute training session. Benefits are the specific 
value that your products and services provide, such as eliminating guesswork and providing support. 
For each service you provide, it's also beneficial to include a “learn more” link that will take them to a 
page for that service that provides more detail, and ideally, video or photos. Additionally, you should 
consolidate your offerings into no more than three buckets to stay away from causing “analysis 
paralysis”. Analysis paralysis is a real phenomenon that happens when customers are presented with 
too many options. A cornerstone study on consumer choices found that customers presented with a 
large display (24) of options were one-tenth as likely to buy as those presented with a small display (6) 
of options. Not only will too many options prevent most customers from making a decision, but for 
those who do make a decision, they’re also more likely to become dissatisfied with what they chose. 
 
4. Provide social proof 
In a world of social media, social proof is everything these days. Before platforms like Google Reviews 
and Yelp, if you wanted a recommendation for what to buy or where to buy something, you would ask 
friends, family members, and co-workers. Now that there are plenty of ways to find customer 
feedback online, it’s something that every business should offer up front because your prospective 
customers will be seeking it out anyway. Include customer testimonials on your site, and don’t make 
them too polished or they may come off as inauthentic. The more authentic they are, the better. 
 
5. Tell them how to take the next step 
It’s now time to guide your visitors towards your primary goal. They know who you are, what you do 
and if it’s relevant to them, and they’ve seen the social proof - the next step is for them to try it out. 

 

5 

 



 

 

 

You should have a Call to Action (CTA) included directly following your testimonials section. Your CTA 
should include a valuable and enticing offer, such as a free class or a 30-day fitness plan with an 
individual planning session to help the prospect get started. Your CTA isn’t about selling your service, 
it’s about giving away value. This will lead prospects further along your sales funnel. The mistake that 
many businesses make is trying to make a sale before providing enough value. This is a sure way to 
lose prospects who could have become customers. 
 
Aside from a member portal login page, a blog, basic contact and location information, and class 
schedules, you should not include much more on your website. Too much information provides too 
many chances to confuse and lose visitors. You want to keep your content focused around your 
primary goal.  
 

 

CREATING YOUR “FISHING” STRATEGY 

 
Now that we’ve discussed how to maximize your 
online presence through your website, let's talk 
about creating a customer acquisition strategy so 
you can attract your ideal customer to your website.  
 
Your success is directly linked to whether you have a 
strategy for acquiring more customers. A strategy is 
the difference between posting random motivational 
fitness pictures from your social accounts to 
communicating a consistent message that is 
specifically designed to attract your perfect 
customer. One of the biggest mistakes I made in my 

first online business was focusing on the “shiny object” that I thought was going to make me sales 
instead of focusing on who my ideal client was, and what my strategy was to market to them. I made 
some of my biggest mistakes and learned some of my biggest lessons as I discovered how to create an 
effective online customer acquisition strategy. 
 
From not being consistent in my messaging and posting inconsistently, to not understanding who I 
was targeting and where my I was in the customer relationship process, my biggest mistakes turned 
into valuable lessons. 
 
So let’s talk about what you need to know to create your “fishing” strategy. 
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Most people in the internet marketing industry would have you believe that if you buy their 
proprietary program, you’ll start crushing online lead generation and sales. With the changing 
landscape of social media algorithms used to connect ads to people and the change in how people 
prefer to make their purchase decisions, people want to know who they’re doing business with -- not 
just what that business can do to solve their need. Let’s cover how you can start bringing in more 
leads and sales for your business. 
 
What kind of customers do you want? 
 
Identifying who you’re going after is the most important step in the customer acquisition process. You 
could have the best product, but if you’re talking to the wrong people, you’ll be wasting your time and 
money. More importantly, you’ll be doing your ideal client a disservice by not getting your message to 
them.  
 
Here are some things to consider when creating an outline of your ideal client. We’ll refer to this as 
your client “persona”: 
 

1. Are they male or female? If both, what percentage are males and what percentage are 
females?  

2. Are they single or married? 
3. How much do they earn? What range of occupations do they have? 
4. What do they like to do for fun? 
5. What are other influencers in your market that they may follow? 
6. What types of words would they use to describe their health and fitness challenges? 
7. What do they value most in their life? 

 
As an extra gift, we’d like to offer you a free copy 
of our customer persona template that we use 
with our clients. The customer persona template 
will help you clarify your ideal customer. You can 
speed up this process by asking some of your 
current customers the questions above. The 
easiest way to replicate success is to find what’s 
already working, then dive deeper into 
understanding why it’s working! 
 

Once you’ve created a persona of your perfect customer, what’s next? It’s time to find out where they 
hang out! Once again, if you’re fishing for blue marlins wouldn’t you want to know where to find 
them? That way you can spend all your time and resources in one spot instead of spinning your 
wheels in the wrong places. 
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Where do they hang out? 
 
Social media has quickly become a primary mode of communication and entertainment for most 
people. For this reason, it’s important to understand what the top social media outlets are. If you’re 
old enough to remember the pre-internet days, we only had a few channels to choose from: NBC, ABC, 
FOX, and maybe a movie channel like HBO if you were lucky! Based on the entertainment you enjoyed 
most, that channel is where you spent most of your time. Social media is very similar. Your ideal 
customers may skip around multiple “channels”, but there will always be one or two that they tend to 
spend most of their time on. Wouldn’t you want to spend your time on those same channels instead of 
spending time and resources on a channel they’re never on? 
 
What you discovered when creating your customer persona will guide you towards the specific social 
media outlets you should choose. Here’s a break down of the main ones to consider: 
 

● LinkedIn is the best platform for business to business. As an example, LinkedIn would be the 
ideal platform for driving a corporate wellness business since many of the decision makers for 
those programs are active on LinkedIn. 

● Facebook is the best platform for engaging and building relationships. It’s easier for picking 
up new clients due to the size of its user base. It’s also typically cheaper to find leads on 
Facebook than any other outlet in terms of paid advertising. 

● Instagram is a platform where you can build a large following, relatively quickly. Post great 
images with engaging captions, use the right mixture of hashtags and post consistently. These 
best practices will take you a long way! Instagram is a great platform for fitness businesses 
since fitness is a very visual business. 

● Twitter is best for broadly distributing content. Users on Twitter are accustomed to reading 
content they enjoy and find valuable, which is great for building trust and credibility with your 
followers. 

● YouTube is great for fitness businesses because video will 
always trump written content, especially when it comes to exercise.  

 
The great part about utilizing multiple channels is that you don’t 
have to recreate the wheel each time. You can simply repurpose your 
content. Create one piece of content, like a fitness guide, and post it 
on your top outlets so you can reach a wider audience. If you’re just 
starting out, or haven’t had much success in the past, start with just 
one or two outlets. Work on clarifying your message, then progress to 
additional outlets that your audience is on as your marketing budget 
grows. 
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If you aren’t on social media, you need to be. Studies have shown that customers who engage with 
brands on social media are more loyal and spend up to 40% more than other customers. You may not 
spend equal amounts of time marketing on each site based on what you learn when you create your 
customer persona, but you can’t generate leads if you don’t have some sort of presence. To scale your 
time on social, you can use a social media management solution. There are several software solutions 
on the market that allow you to set automated posts from one or more of your social media accounts. 
One of our favorites is [Hootsuite]. It’s an easy way to scale your marketing efforts! 
 
If you’re like me when I first started, I had no idea how often I should post or what I should post to get 
results. When it comes to what and when to post, here is a simple rule of thumb I learned: 
 
It’s called “The 80/20 Rule”:  
 
80% of your content should be value-based and create brand awareness.  
 
Value-Based Content 
Your posts should provide content that your ideal customers find valuable - information that they can 
apply to start seeing results. If what you freely share is of tremendous value to your prospects, the 
next question they will have is what they can get if they sign up with you. The law of reciprocity works 
on many levels, and using it in your social media strategy will help your business grow over time.  
 
Creating Brand Awareness 
You can create brand awareness by showing the “personality” of your business through what and how 
you post. Posting videos of your client workouts, trainer workouts, and community outreach is a great 
way to develop the “know, like, trust” factor with your followers.  
 

20% of your content should include a call to action (CTA) that promotes your 
business.  
 
A CTA is something you ask your followers to do. A CTA doesn’t always have to 
ask your followers to purchase your service outright, it can also ask them to join 
your mailing list. Through your mailing list, you can continue the sales 
conversation by inviting the members of your list to try a trial of your services. 
We’ll dive into more detail on this later in the book.  

 
To recap, here are a few actionable ways you can implement the 80/20 rule: 

1. For every 5-6 posts you make, one of those posts should include a CTA.  
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2. You should post 2-3 times per day to stay on your prospect’s feed so they can consistently see 
your message. The key to success in the world of social media is consistency. Everyone is 
fighting for your ideal customer’s attention! 

3. Sign up for a social media management solution like Hootsuite. Hootsuite will help to 
automate your social posts so you can continue to run your business while Hootsuite does the 
heavy lifting in the background. 

 
Now that you understand who your ideal customer is, and where to find them, how can you get them 
to take action? If you want to catch the right fish, you’re going to need the right lure. 
 

WHAT KIND OF LURE SHOULD YOU USE? 

 
In this section, we’ll dive into lead magnets. Your lead magnet is the 
“lure” you will use to draw your ideal customers in. It’s important to 
note that different people respond to different offers. One person 
may want to do a free trial of your gym, while another person may 
not be ready to try your gym, but is interested in receiving more 
information on how to get in shape. So how do you attract the 
person who is ready to take action while simultaneously building a 
relationship with the one who is still on the fence? Just like 
fishermen have an assortment of lures, a savvy business should 
have an assortment of lead magnets. 
 
What is a lead magnet? 
A lead magnet is the unique, value-based content you give away in 
exchange for a visitor’s contact information. The objective of your 
lead magnet is to attract prospects who may be interested in your 

products and/or services. In order to create something of value, you must understand what your ideal 
customer wants. If your product and/or service solves their need, they’ll beat down your door for it. 
Think about your current customers - what do they all have in common? Why did they choose you? 
What do they all need/want that you offer? This is the information you need to create a lead magnet 
that attracts more of your ideal customers. 
 
The best part of having an effective lead magnet is that you can use it over and over again to continue 
to attract more of your ideal customers. Having multiple lead magnets is even better since it provides 
you with variety and more options. Some prospects may be more inclined to take action on one lead 
magnet versus another.  
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I remember when my grandfather would come home after a day at the lake. He would share his story 
of about how he nearly caught the Loch Ness Monster, only to have it break the line right before he 
could get it into his boat. We’d always laugh knowing it was his way of making our day a little bit 
better. Of course, it wouldn’t be funny if it was one of your ideal customers that you spent time and 
resources on. So how do you get a lead who has opted into one of your lead magnets to take the next 
step?  
 
 

REELING IN YOUR LEADS 

 
Before we discuss how to get a lead to purchase your services or set an appointment, let’s look at the 
situation from their point of view. 
 
They’ve been following you for some time, observing your posts and occasionally sharing them or 

commenting. They have been thinking about taking 
action for some time too, but they just haven’t taken 
the next step. That was until they saw one of your 
lead magnets that was too irresistible to turn down, 
so they clicked the link and filled out their contact 
information. After doing so, they got distracted by 
work, family, or the thousands of other things vying 
for their attention.  
 
Sound familiar? 
 

This happens to most people, which is why showing interest and taking action are two different 
things. This is why they need you to facilitate a conversation that leads them to take action. This will 
require a few tools to help you automate the process so you can continue to run your business in the 
meantime. It will also require a little personal follow-up that can be completed by you or one of your 
team members.  
 
So what do you need? 
 
An email autoresponder 
Now that you have your prospect’s contact information, the next step is to continue building a 
relationship with them by providing additional value. An email autoresponder enables you to have 
frequent conversations with hundreds, even thousands of people, all while you’re working on your 
business versus in it.  
 

 

11 

 



 

 

 

You’ll need to craft your email campaign and input each email into a marketing platform like 
MailChimp or AWeber. Once you finish inputting your emails, you will set up the frequency that your 
prospects will hear from you. You can do all this yourself or hire a professional sales copywriter, which 
runs about $500 or more based on the complexity and volume of sales copy you want in your 
campaign. Keep in mind that we are only speaking about your front-end, aka the “prospecting side” of 
your business. This does not include engagement and marketing campaigns to your existing 
customers. 
 
Your call to action (CTA) 
Now that you have an audience that you are building a relationship with, your next step is to create 
your “call to action”, or CTA. If a member of your audience follows your CTA, this pre-qualifies them as 
someone who is ready to take the next step. Your CTA can be an offer for a fitness consultation, a 
sample trial of your services, or a direct offer for one of your products or services. When you craft your 
offer, keep in mind that new prospects will be wary about purchasing personal training without 
meeting you or one of your team members first. It is “personal” training after all. Additionally, you can 
automate your CTA by integrating it with a 2-way scheduling system. This will allow prospects to book 
a tentative appointment with you directly from your website. All you’ll need to do is confirm the 
appointment. 
 
A follow-up call to book their appointment 
This may seem like common sense, but most businesses don’t fail in understanding this, they fail in 
executing it. While working with one of the largest fitness companies in the world, we discovered an 
interesting success formula for driving leads through the door. Leads that were contacted within 1-5 
minutes of following a CTA were dramatically more likely to book an appointment, show, and convert 
into a member. The potential of contacting and converting a lead after this short period of time 
decreased by more than half after 5 minutes and continued to decrease as time went on. Bottom line, 
the most important factor in lead conversion is speed to contact. Note that if you don’t have a 
customer relationship management (CRM) system in place, it will be difficult to manage your lead 
process. We have used InTouch, ClubOS, Salesforce, Zoho, and others throughout our time in the 
fitness industry. We recommend that you do some research and find the one that best suits your 
needs. 
 
When it comes to marketing, getting attention is key but it means nothing if you can’t generate action 
from your prospects. Having these systems in place will not only increase your lead conversion, but it 
will also give you the ability to scale.  
 
 
 
 
 
 

 

12 

 

https://mailchimp.com/features/landing-pages/
https://www.aweber.com/


 

 

 

 
 

KNOWING WHEN AND HOW TO SCALE 

 
One of the biggest and most rewarding challenges is 
being a victim of your own success. What do you do 
when you’ve outgrown where you started? Better 
yet, how do you set yourself up for success to handle 
the new workload?  
 
One of the best things about marketing and sales is 
that the numbers never lie. The numbers indicate 
what you should focus on when scaling your 
business.  
 

Key Performance Indicator (KPI) tracking is critical for running a successful and consistent business. 
So what KPIs do you track when running a marketing campaign? And how do you know whether to 
continue your campaign or “cut bait”?  
 
Fast forward a couple months and imagine you have launched your new campaign. You’re eagerly 
waiting to see new leads come in. You check on your campaign after a couple of days to see how it’s 
going, but you’re not seeing the results you thought you would get. Your mind starts to wander and 
you question whether you should double down or cut bait to save yourself from losing money. 
 
This nail-biting part of a marketing campaign is similar to fishing in the ocean after you’ve cast your 
line. You picked the perfect spot where you know the best fish are. You picked the perfect lure and 
even got the extra fancy fishing rod. You’ve been at it for an hour, maybe two hours at this point, and 
you start to question the choices you made, even though you see others in the same area catching fish 
left and right. Why them and not you? 
 
The difference between the expert and the novice is that they know the small nuances to look for. 
From the pattern of the ocean to the time of day, down to the exact lure that attracts certain types of 
fish. 
 
Your KPIs are no different. Knowing your KPIs, as well as what to do based on each KPI, will give you 
the ability to acquire more customers with each campaign, and scale at the same time. Here's the 
break down: 
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1. How many people are clicking on your offer? This is one of the major factors that impact 
your time and financial cost. If no one is clicking, you’ll have to spend more time, and 
potentially more money to acquire prospects. You’ll need to evaluate your ad copy and 
aesthetics, or even the concept for your magnet altogether, then make adjustments based on 
what isn’t working. Focus on making one change at a time so you can split test your offer. This 
involves running two offers at one time to see which one performs better. 

2. How many people are opting into your email list? Getting clicks is one thing, but if few 
people are opting into your email list, you should think about the presentation of your opt-in 
page. Is it attractive? Do you offer an incentive? Should you use text or a video? Videos and 
images are often the most effective. You should also make it clear that email list subscribers 
will continue to receive valuable information from you when they sign up.  

3. How many people open your emails? Knowing your open rate is crucial. You could have the 
best information in the world, but if no one opens your emails, it doesn’t matter. The average 
open rate is 10%. Businesses that understand how to build relationships, write killer subject 
lines, and include compelling value in their emails receive up to a 35% or higher open rate. If 
you find your open rate dwindling, your best bet is to look at your subject lines. Your subject 
line has to make your subscribers want to read your email.  

4. What is your call to action (CTA) rate? How many people are taking the next step, often a 
consultation or trial of services, through your email campaign? An average of 10% will follow 
your CTA if your campaign is persistent and you ask enough times. This number can rise to 
between 20-50% based on how compelling your offer is. If you offer a direct sale, it will 
average between 10-20%. If you offer a trial of services or consultation, it can rise to 50% 
based on how you position your offer. 

5. How many people show up for your consultation/trial of services? On average, 40-60% 
should show if you take the proper steps. For example: Was the offer clearly communicated so 
the prospect knows what to expect? Was the prospect confirmed through a phone call and/or 
text message the day before or the day of the appointment? These steps will impact your show 
percentage. 

6. What is your conversion rate? Out of the number of people that show, how many of them 
purchase your services? 20% will convert if you have some kind of sales process, 30% will 
convert if you master your sales process, and 40% will convert if you have developed a unique 
selling proposition (USP). A USP communicates to prospects that the value of your service 
outweighs its cost. 

7. How do you break down your client acquisition cost? Your client acquisition cost is 
calculated by determining how much you have to spend driving prospects to your sales funnel 
in order to gain 1 client. Here’s an example: If you spend $1000 in paid traffic and gain 2 
clients, then your client acquisition cost is $500 (for each client). Obviously, a $500 client 
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acquisition cost is not ideal. This is why it is critical to know how to cut costs by maximizing 
the items we just discussed above. Once you acquire a client, putting them on electronic funds 
transfer (EFT) will increase their longevity or lifetime value. At the end of the day, for every $1 
you put in, you can make $2, $3, and even $4 in return.  

 
 

CREATING YOUR AUTOMATED FISHING SYSTEM 

 
Let’s recap everything we’ve discussed and tie it into 
the big picture.  
 
You know you need more people who are interested 
in your services, and you know that you don’t have 
the time to stand by with your line cast in the ocean 
waiting for the “fish” to bite. Also, you may not have 
a lot of resources to use towards a digital marketing 
strategy. Fitness is your specialty, not digital 

marketing. This is the case with each business we have worked with -- you aren’t alone! 
 
Let’s break down the steps for creating a lead generation machine that works for you, allowing you to 
work on your business instead of in it.  
 

1. Identify your ideal customers by creating one or more customer personas. 
2. Create free and paid value-based content for your audience in the form of video, ebooks, 

and other valuable tools and resources. 
3. Position yourself through an intentional website, social media, and lead magnet strategy. 
4. Promote your content organically and through paid advertising, which will reach your 

audience faster. 
5. Create a CTA where your prospects will opt-in for your content with their name, email, and 

phone number. 
6. Continue a conversation with your prospects via phone and email that will ultimately drive 

them into your fitness facility. 
7. Convert them into paying customers through your sales process. 
8. Reinvest a percentage of your profits back into your marketing campaigns to continue 

targeting new prospects, missed prospects, and existing prospects who haven’t taken action 
yet. 

 
Once you get a few of these steps in place, it will just require a little sweat equity and a few bucks to 
continue your marketing cycle.  
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As you’re getting started, be sure to avoid the three biggest mistakes that fitness business owners 
make: 
 

1. Overthinking it. Overthinking everything leads to fear of failure, which often leads to 
inaction. Inaction can be the kiss of death since it leads to capping a business from further 
growth. 

2. Posting the wrong content. Most fitness businesses post content that they resonate with 
instead of posting content that will resonate with their ideal customer.  

3. Lack of time. There is a certain amount of time that you will need to put towards your 
marketing strategy to generate results. It’s the same thing you tell your customers when it 
comes to getting in shape. If they only workout once or twice a week, can they really expect to 
see life-changing results? 

 
The great part about everything we have outlined in this book is that once you have laid the 
foundation, you can automate every step of the process so it takes only a few hours a week to 
manage. 
 
You can be the fisherman standing on the boat with your hand on the reel, or you can set up a fishing 
system where all you have to do is switch out the bait from time to time and check back to gather the 
fish you’ve caught. 
 
Imagine having a system that works for you 365 days a year, 7 days a week, 24 hours a day -- all for a 
few bucks per day. This is what your lead generation machine does. You couldn’t hire someone to do 
that job and get the same results! 
 
Businesses can no longer be dependent on having a social presence. In today’s world, you have to be 
able to reach, engage, and lead your future customers to take action. The tides are constantly 
changing and it’s leveling the playing field. Whether you own a small business or a growing company, 
you now have access to digital marketing tools that can grow your business to levels no one could 
imagine, even just 10 years ago.  
 
I hope you enjoyed reading this book as much as I enjoyed writing it. I hope you don’t have to go 
through your own “$30,000 lesson” to learn all of this like I did. Looking back, I’m thankful for the hard 
lessons I learned, because they have allowed me to provide great value and results for our clients at 
Smart Shark. If I could go from being a digital marketing novice to helping fitness businesses around 
the world implement impactful digital marketing strategies, I’m confident that you can take what you 
have learned here to create success for your business. 
 

Until Next Time -- Keep Swimming, 
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Jonathan Lautermilch & The Smart Shark Team 
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