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If I asked you how many sales you expect to make on your next online product or service launch,
would you be able to tell me?Would you be able to forecast what percentage of those sales you

can expect to see from your email subscribers or your affiliates?Are you able to predict the
return-on-investment for all the time you spend promoting on and scroll through social media?
With RESULTS ON REPEAT, you'll know how to:Get intentional about publishing results-driven

content;Track that content like it owes you (because it does!);Map out the key assets of your
marketing campaigns;Make sense of what your traffic and results are telling you; andIdentify and

address the gaps in your sales process.Because there is no one-size-fits-all approach to digital
marketing.This means that the key for you to run effective promotions is by understanding HOW

and WHY your efforts works... but also honing on how and why they don't. Let's set you up to
double-down on what performs well for you, know when to ditch what isn't serving you, and
identify the best opportunities for you to get those Results On Repeat with your digital marketing

campaigns.Publisher's Note: This book is designed to help track and understand the results
you're seeing from campaigns you're already running or planning to run and promote, and is not
meant to supplement the actual strategy behind how you're marketing your online business.

From the Inside FlapWAKE UP TO THE MOST IMPORTANT TREND IN THE HISTORY OF THE
WORLDThere is a new gold rush on. The single biggest trend to affect mankind is here, and

there are fortunes to be made.The next phase in the world’s development will not be dominated
by the rise of China or India, or by green technologies, important though they are. Rather the
world as we know it is about to be transformed by breakthrough achievements in human life

extension and improvement. Entire industries are soon to be disrupted by developments in
Biotechnology. And there are unparalleled opportunities for early investors to profit.This amazing
acceleration in technological development is coming under the radar for many, but will soon

prove to be more important to the human race than the internet, iPads, smartphones and all the

other material goods we regard as technology. The fusion of technology and medicine will

enable us to live longer and healthier lives with a considerably superior quality of life.LEARN,

DIGEST, INFORM AND INVESTCRACKING THE CODE is the first book to explore with full
clarity the implications of an industry that will define the 21st century and to outline the huge
returns to be had for those who invest in the companies behind these products and the changing
demographic that this technology will bring about.Leading investment experts Jim Mellon and Al

Chalabi have spent a year immersed in the life sciences industry, researching and interviewing
over 100 companies. Writing not as scientists but as investors, they strip away the technical

jargon and demystify the information to help you to under-stand the science and clearly identify

the key industry participants and investment opportunities.The first authors to forecast an

economic crisis, as early as 2005 in their book Wake Up!, show you how the biotech industry’s
biggest successes will dwarf the current colossi of the stock markets. May you live long and
prosper from it.--This text refers to an alternate kindle_edition edition.About the AuthorJIM

MELLON is an investor with interests in several industries. He is founder of a listed fund
management company, Charlemagne Capital, and an Asian mining group, Regent Pacific. In

addition, Jim is a director of Manx Financial Group – an Isle of Man based bank, and a
controlling shareholder of Speymill – a property business, and Webis Holdings. He is a co-

founder of Uramin and West African Minerals Resources, both mining groups. The Burnbrae

Group, his private company, is a substantial landlord in Germany and in the Isle of Man, and he
also owns the hotel chain Sleepwell Hotels. Jim spends most of his time working on start-up
ideas and on investing. Jim lives in the Isle of Man, Brussels and Ibiza. He is an honorary fellow

of Oriel College, Oxford.AL CHALABI is an entrepreneur with a diverse professional background

who started his career as a systems engineer in Canada. Following this, he worked as a
management consultant advising corporations across a number of industries, and more recently
as the CFO for a real estate investment company. He currently runs CASP-R, a firm he co-

founded in 2008 to provide independent real estate research and advisory services to investors
and corporate occupiers across the Asia-Pacific region. He lives in Hong Kong with his partner

Fiona and two young children.--This text refers to an alternate kindle_edition edition.From the
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acceleration in technological development is coming under the radar for many, but will soon

prove to be more important to the human race than the internet, iPads, smartphones and all the
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enable us to live longer and healthier lives with a considerably superior quality of life.LEARN,
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business owner making it all happen. I’m proud of you!PROLOGUEThis book is meant for the

online business owner who has some experience with running digital marketing campaigns that
they want to improve. Concepts like “sales pages”, “emails lists” and “sales funnels” and how

they work should be at least familiar to you.The goal for Results on Repeat is to take what you’re

already doing in your online business and better track your marketing efforts and to make it
easier for you to identify your best opportunities for improvement.As an added bonus, I’ve

created a free handy reference guide you can consult and use to more easily implement your
own tracking once you’ve finished this book. There are also tutorial videos for the more

interactive and visual learners, as well as some assistance with outsourcing how to implement

the tracking strategies taught in this book on your behalf.Visit book.omgrowth.com/bonus to
access those free bonus resources and to subscribe to the OMGrowth podcast where I share a

lot more content like this to help you tap into your OMGrowth moments.Copyright © 2022
OMGrowthAll rights reserved. No part of this publication may be reproduced, distributed, or

transmitted in any form or by any means, including photocopying, recording, or other electronic
or mechanical methods, without the prior written permission of the publisher, except in the case

of brief quotations embodied in critical reviews and certain other non-commercial uses permitted

by copyright law.While all attempts have been made to verify the information provided in this
publication, neither the author, nor the publisher assumes any responsibility for errors,

omissions, or contrary interpretations on the subject matter herein. The views expressed are
those of the author alone, and should not be taken as expert instructions or commands for your

particular circumstances. No guarantees for earnings or any other results of any kind are being
made by the author or publisher, nor are any liabilities being assumed. The reader is entirely

responsible for their own actions.INTRODUCTIONIf I asked you how many sales you expect to
make on your next product or service launch, would you be able to tell me? Would you be able to

forecast with some accuracy what percentage of those sales will be made by your email

subscribers? Are you able to predict the return-on-investment for all the time you spend on
social media?If the answer is “kind of” and even if it’s a “no”, that’s great!Because YOU ARE
HERE and this is a great place to start answering questions like these. After all, nobody starts

promoting their small online business and BOOM! they know all there is to know about what
works, what doesn’t and where to start with optimizing.Digital marketing is about trying, testing,

and tweaking, and then repeating the process all over again. Those who decide to go the extra

mile to track and understand their marketing patterns are the ones who are going to get the best

results, over and over again.And I know you’re “that boss”, ready and able to cash in on those
Results On Repeat because you’re here, reading this.There are 5 foundations we’re going to
work through to help you see those Results on Repeat:●Publishing the content you want to see
results from;●Tracking that content like it owes you money (because it does!);●Mapping out

your campaigns and understanding the anatomy of your client journey;●Making sense of what
your traffic and results are telling you; and●Identifying and addressing the gaps in your sales

process.The biggest mistake I see - and it certainly is the biggest I've made as well - is we look
at what we think is working for someone else, without all of the data or information to prove that.
Then, we try to replicate those strategies in our own marketing, without customizing them to how

we operate, to who our audience is or to what our own offers and values are.There is no onesize-fits-all approach to digital marketing.There will always be another campaign, an updated

strategy, a brand-new social media platform, a shiny promotion and of course, there will always
be someone promising you that if you sign up to their high-ticket mastermind, they will help you
unlock the secret strategy to your success.I’m here to tell you that there is no more effective or

personalized way to improve your results than to own your results. When you track what you’re
posting and publishing, and then you use what you learn about your performance with those
results, you’re able to use that information to make the next thing you post and publish outperform and be better than the last.And who am I to tell you this? I’m Lanie Lamarre and I host

the OMGrowth podcast. My jam is to help online solopreneurs better know and understand their
numbers… without having to become an analyst to do it.In fact, I believe that creative business

owners are way better than analysts when it comes to evaluating their digital marketing results;
they have this beautiful talent for looking at a trend or a pattern that is happening in their

business and SNAP! they come up with these innovative out-of-the-box ideas and visionary
solutions that analysts just don’t have the creative chops to compete with.You’ll see throughout
this book that I love examples, so let’s start with one:Let’s say we have a quiz set up on our site

that helps people gain insights about their needs, values or personality. We drive traffic to this
quiz and once our visitors get their results, we offer them a free personalized assessment based

on their specific quiz results if they sign up to our email list. This quiz is a lead-generating
strategy for us and it is the main method we use to build our email list.Now, take a look at this

screenshot where I filtered all of the campaigns we’ve run to promote this quiz:We can see that

our social media followers are flocking to this offer - great! What do you say we filter a little more
and segment for the SOCIAL traffic that checked out the quiz we promoted? We may see

something like this:Because we were intentional about tagging the TYPE of content we were
posting and publishing, we’re able to see how much better video posts are performing for us

than everything else combined.What does knowing that information and seeing those results tell

you? What does it inspire you to take action on? How does it impact how you will strategize your
next promotion? What does it make you want to gain even deeper insights about? What does it
tell you about what you need to focus on… and what you may want to devote less time, money

and effort into? How can you apply this information to the other ways you’re promoting yourself?

When you know your numbers, you don’t have to worry about what someone else is doing.
Instead, you can get creative with your own insights and double-down on what is performing well
for you, you can ditch what isn’t serving your requirements, and you identify the opportunities to

get better Results on Repeat.Technology changes. Platforms of choice will change. The strategy
du jour is most certain to change.What won’t change, though, is that you achieve Results on

Repeat by understanding HOW your own marketing efforts are working, WHEN they aren’t and
being able to identify WHY that is. That’s why I designed this book to teach you the principles
behind how to gain those insights, regardless of which specific tech stack, traffic source or

promotional campaign you’re using. You should be able to take what you learn in this book and
parlay that knowledge into whatever custom strategies you take on, and you’ll know how to
question your results in an insightful, inspired way.That’s all successful digital marketing is: it’s a

wash-rinse-repeat process of publishing, tracking, and innovating the ways in which you’re
showing up for the people you’re there to serve.Let’s move towards getting those Results on

Repeat, shall we?MODULE 1: PUBLISHING YOUR CONTENT AND YOUR OFFERS“I’m not a
numbers person.” I’ve heard that many times. That won’t be a problem here.“I suck at math.”

Cool beans. Me too.“I’m more of a creative visionary type.” Sweet deal. You’ll do really well with
Results On Repeat, then.In my experience as an online business coordinator, creative minds are
the best when it comes to “knowing their numbers” because spoiler alert! when it comes to

making data-driven decisions, the exactness of the numbers aren’t nearly as important or as

valuable as being able to identify the trends and coming up with innovative ways of addressing

any gaps.And creative bosses are THE BEST at doing this.Now that we’ve cleared that up, let’s
also get clear on some of the terminology in this book and define some of the terms we’ll be
using on repeat.First and foremost, you have CONTENT: when I talk about content, I’m talking

about #allthethings you hit publish on.We’re talking blog posts, podcast episodes, social media
posts, emails, videos, ads - anything you post and publish that is meant for others to consume
your message is CONTENT.You also have OFFERS.These can be paid offers, like digital
downloads, online courses, or services, to name a few. But don’t forget your free offers, like a

free workshop or a download you offer in exchange for someone’s email address.While
CONTENT is for anyone to consume, your OFFERS are different; when someone consumes

your OFFERS, it indicates an elevated level of commitment from the person consuming them.

Why? Because this is someone who has invested either their money or personal information in

you, and as we will see later on, your OFFERS will be the centerpiece of every campaign you
run.We then have your ASSETS, which are #allthethings you have at your disposal. The content
you publish and the offers you generate are assets, but so are your social media accounts, your
sales pages, your cart/payment processor, and of course, your website; all the tools you have

available to you that help you sell and promote are your ASSETS.How people find you are your
TRAFFIC SOURCES. Where are people coming from when they click-through to your

CONTENT and OFFERS?This is similar to your PLATFORMS, which are the places where you
are actively publishing.The difference between whether we are talking about a TRAFFIC

SOURCE or a PLATFORM is in defining WHO is using the medium: when your Instagram

follower clicks through to your content or offers from Instagram, Instagram is your TRAFFIC
SOURCE; however, when you use Instagram to publish something, Instagram is the PLATFORM

you’re using to promote your content or offers.If you’re thinking “it’s semantics”, I agree
wholeheartedly but I use both terms a great deal and I would be remiss to not point out the

difference.Finally, there are two other terms that may also seem interchangeable but unlike the
last example, these two are not: I’m looking at you, MARKETING STRATEGIES and

MARKETING CAMPAIGNS.A MARKETING STRATEGY is the way in which you’re promoting
something. For instance, running ads is a marketing strategy. It’s a process you can put in place
to market your content and/or offers. Any time someone is telling you about “their system” for
making sales, generating leads or growing your followers, they’re pitching a MARKETING

STRATEGY to you.Meanwhile, a MARKETING CAMPAIGN consists of all of the pieces that
contribute to putting that strategy in place. If we stick with the example of running ads as a

marketing strategy, then your MARKETING CAMPAIGN will be made up of each ad set you’re
publishing as a part of your larger marketing strategy.When you put a marketing strategy in

place, each campaign that serves to support the success of that overall strategy deserves to be

tracked. After all, these are where your time, effort and money are invested and if you want to
know and understand your return, you’re going to have to be intentional about tracking the return

on those investments.A WORD ON THE TERM “USERS”“Users” is a term that may be
appropriate to describe con artists or perhaps it is a word drug dealers could employ to describe

their clients. However, “users” is not a word that best represents how I see the people who come
to my website. I prefer the term VISITORS to describe the people I’m trying to build a relationship

with. This is the language I will be using to describe those lovely people we serve throughout this

book.I understand “users” can also describe someone who “makes use of” something such as
your website, but I personally feel - and market! - better when I think of people in terms of human

beings (weird, right?) who are stopping by my website for a visit. Hence, this book focuses on
visitors!I have a conspiracy theory to share, though: the same person who came up with the term
“users” has to be the same person responsible for the imagery of “your sales funnel”.OK, OK so
I’m being dramatic about the whole “conspiracy theory” angle but both topics give me some

similar not-so-clean vibes. Let’s explore why that is because how we frame and perceive our

client’s experience will impact how we measure and view our own results and success.What Is A
Sales Funnel?The term “sales funnel” is used to describe the experience and journey you’re

delivering to your clients. It is supposed to invoke the imagery that the sales process happens in

- you guessed it - the shape of a “funnel”.With the sales funnel metaphor, your people start at the
top where they’re getting to know you. Then, they will be moved down towards being able to trust

and engage with you and your content, until they reach the bottom of your funnel where they’re

ready to invest in you.The idea is that by segmenting the part of your audience who is engaging
with you in a specific way, you’re then able to lead or guide them towards giving you money;

they’ve been “funneled” to the point where they’re willing to give you money and you’ve made the
sale.I categorize this concept alongside Santa Claus and the Tooth Fairy; they’re all cute

concepts we have agreed to buy into, but none of it works quite in the way we’re led to believe
they do.We may have been taught to see and visualize the phases of the client journey to look
like a funnel, but the reality is that your sales process looks more like this:
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Danielle P., “Approachable and actionable advice to get you tracking fast. As someone who

prefers sticking to all right-brained creative activity and procrastinates on any task that has to do
with metrics, reports, analytics, etc., this book is like a sigh of relief. Not only is Lanie’s advice

approachable and entertaining, the insights inside “Results on Repeat” help you to take action
quickly without any guess work as to whether you’re doing it right.”

Jesse Howard, “Just as the title says. If you are in in sort of digital real then do yourself a favor
and get this book.Solid advice that provides real results. Find out what works and do more of
that.”

The book by Lanie Lamarre has a rating of 5 out of 5.0. 3 people have provided feedback.
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