
 

 



 

The author and publisher of this Report and the accompanying materials have used their best efforts 
in preparing this Report. The author and publisher make no representation or warranties with respect 
to the accuracy, applicability, fitness, or completeness of the contents of this Report. The information 
contained in this Report is strictly for educational purposes. Therefore, if you wish to apply ideas 
contained in this Report, you are taking full responsibility for your actions. 
EVERY EFFORT HAS BEEN MADE TO ACCURATELY REPRESENT THIS PRODUCT AND IT'S 
POTENTIAL. EVEN THOUGH THIS INDUSTRY IS ONE OF THE FEW WHERE ONE CAN WRITE 
THEIR OWN CHECK IN TERMS OF EARNINGS, THERE IS NO GUARANTEE THAT YOU WILL 
EARN ANY MONEY USING THE TECHNIQUES AND IDEAS IN THESE MATERIALS. EXAMPLES 
IN THESE MATERIALS ARE NOT TO BE INTERPRETED AS A PROMISE OR GUARANTEE OF 
EARNINGS. EARNING POTENTIAL IS ENTIRELYDEPENDENT ON THE PERSON USING OUR 
PRODUCT, IDEAS AND TECHNIQUES. WE DO NOT PURPORT THIS AS A “GET RICH SCHEME.”  
ANY CLAIMS MADE OF ACTUAL EARNINGS OR EXAMPLES OF ACTUAL RESULTS CAN BE 
VERIFIED UPON REQUEST. YOUR LEVEL OF SUCCESS IN ATTAINING THE RESULTS 
CLAIMED IN OUR MATERIALS DEPENDS ON THE TIME YOU DEVOTE TO THE PROGRAM, 
IDEAS AND TECHNIQUES MENTIONED, YOUR FINANCES, KNOWLEDGE AND VARIOUS 
SKILLS. SINCE THESE FACTORS DIFFER ACCORDING TO INDIVIDUALS, WE CANNOT 
GUARANTEE YOUR SUCCESS OR INCOME LEVEL. NOR ARE WE RESPONSIBLE FOR ANY OF 
YOUR ACTIONS.  
MATERIALS IN OUR PRODUCT AND OUR WEBSITE MAY CONTAIN INFORMATION THAT 
INCLUDES OR IS BASED UPON FORWARD-LOOKING STATEMENTS WITHIN THE MEANING OF 
THE SECURITIES LITIGATION REFORM ACT OF 1995. FORWARD-LOOKING STATEMENTS 
GIVE OUR EXPECTATIONS OR FORECASTS OF FUTURE EVENTS. YOU CAN IDENTIFY THESE 
STATEMENTS BY THE FACT THAT THEY DO NOT RELATE STRICTLY TO HISTORICAL OR 
CURRENT FACTS. THEY USE WORDS SUCH AS “ANTICIPATE,” “ESTIMATE,” “EXPECT,” 
“PROJECT,” “INTEND,” “PLAN,” “BELIEVE,” AND OTHER WORDS AND TERMS OF SIMILAR 
MEANING IN CONNECTION WITH A DESCRIPTION OF POTENTIAL EARNINGS OR FINANCIAL 
PERFORMANCE.  
ANY AND ALL FORWARD LOOKING STATEMENTS HERE OR ON ANY OF OUR SALES 
MATERIAL ARE INTENDED TO EXPRESS OUR OPINION OF EARNINGS POTENTIAL. MANY 
FACTORS WILL BE IMPORTANT IN DETERMINING YOUR ACTUAL RESULTS AND NO 
GUARANTEES ARE MADE THAT YOU WILL ACHIEVE RESULTS SIMILAR TO OURS OR 
ANYBODY ELSES, IN FACT NO GUARANTEES ARE MADE THAT YOU WILL ACHIEVE ANY 
RESULTS FROM OUR IDEAS AND TECHNIQUES IN OUR MATERIAL. 
The author and publisher disclaim any warranties (express or implied), merchantability, or fitness for 
any particular purpose. The author and publisher shall in no event be held liable to any party for any 
direct, indirect, punitive, special, incidental or other consequential damages arising directly or 
indirectly from any use of this material, which is provided “as is”, and without warranties. 
As always, the advice of a competent legal, tax, accounting or other professional should be sought.  
The author and publisher do not warrant the performance, effectiveness or applicability of any sites 
listed or linked to in this Report.  
All links are for information purposes only and are not warranted for content, accuracy or any other 
implied or explicit purpose. 
This Report is © copyrighted by Jack Mize and is protected under the US Copyright Act of 1976 and 
all other applicable international, federal, state and local laws, with ALL rights reserved. No part of 
this may be copied, or changed in any format, sold, or used in any way other than what is outlined 
within this Report under any circumstances without express permission from Jack Mize 

 
 



 

 
ONLINE PROFITS FROM 
THE OFFLINE WORLD 

By Jack Mize 
 

 

The internet is getting smaller.  

 

It's true. Every day consumers are turning to the internet to find local products 

and services. 

 

The shift in focus of internet searches from global general research and 

entertainment to local consumers going online, rather than opening that fat 

yellow book, has caused industry giants like Google and Yahoo to make swift 

changes in the way they return results to online surfers. 

 

Just go to Google and type in the term Weight Loss.  You are no longer 

bombarded with just page after page of e-books and online diet programs. Now 

you are presented with a map of Local weight loss providers, listings and phone 

numbers of fitness professionals, nutritionists and dieticians right in your own 

back yard. 

 

We are still in the Wild West of online communication and there has never been 

a time when the playing field has been this level to allow local small businesses 

to engage in the same marketing game as huge corporations. 

 



 

To be clear, I'm not talking about E-commerce, the selling of digital products, e-

books, videos, online courses. I'm talking about local brick and mortar 

businesses that serve local customers. 

 

That is the sweet spot of Local Internet Marketing. The selling of products and 

services that can be marketed online, but cannot necessarily be fulfilled online. 

Technology has had meteoric growth over the last 15 years. The things that we 

are able to do online evolves and increases daily. But the fact is, there are 

some services that can't be fulfilled online and must be provided locally, such 

as: 

 

• Home Remodeling 

• Lawn care 

• Massage Therapy 

• Pool Cleaning 

• Medical Treatment 

 

These are just a fraction of things that must be fulfilled offline, but can certainly 

be marketed online. 

 

Then there are products and services that can be bought and fulfilled online but 

are still primarily thought of as local, brick and mortar purchases. For example: 

 

• Real Estate 

• Furniture and Appliances 

• Automobiles 

 



 

These are items that are available online but have a strong emotional 

attachment to the purchase. Consumers want to feel them, smell them and 

touch them in order to make a buying decision. 

 

Before we start talking about the tactical side of Local Internet Marketing we 

need to get inside the mind of the local consumer. This shouldn't be hard 

because we all, at some point, maybe weekly, perhaps daily, are local 

consumers. So we shouldn't have to make a wild guess about their behavior. 

 

Let's use flat screen televisions as an example. If you haven't already 

purchased one, you probably will the next time you are in the market for a new 

TV. 

 

Time to be honest. If you purchased a flat screen in the last year, you probably 

researched it online, looked at reviews online, priced it online, and narrowed 

your choice of brands and models based on your findings... online.  The one 

thing you probably didn't do online was push the "BUY NOW" button. 

 

Chances are, you got in your car and drove 20 minutes to the local electronics 

store and paid more than you would have online! Why? Because we live in a 

"microwave" society. WE WANT IT NOW! And that's ok. I do the same thing. If 

you didn't, you are the exception and I commend you. 

 

The internet is now the number one source for finding local business 

information. Local consumers are going online to research products and 

services and then making their purchases offline from local businesses.  

 



 

If you own a local business, consumers are looking for you.... Right Now! On 

the internet.  Are you there? 

 

A few years ago it was actually debatable.   Local small businesses could ask 

themselves "Do I really need a website? Is this internet advertising really worth 

the investment"?   

 

Well the debate is over folks. Local small businesses desperately need to be 

found online. The problem is most also have no idea how to be found online. 

Those that do manage to be found are often times delivering the wrong 

message. 

 

You see, there really two things you have to get right to have a successful 

internet marketing campaign: Traffic PLUS a compelling message and/or offer.  

You get this simple formula down and good things will happen. You get only 

one of them right and nothing happens. 

 

Traffic + Compelling Message = More Customers 
 

Before we begin, let me go ahead and knock down a couple of obstacles you 

might have.  

 

"But Jack, marketing online is beyond my reach. Online advertising is not 
something I can afford right now." 
 
OK. What if I told you that you can effectively start your Local Internet 

Marketing Campaign with a budget of nothing, zero, nada. 



 

 

You can certainly benefit from the services of an experienced Internet 

Marketing provider and the cost will probably pay for itself in a very short time. 

But if you don't have a budget at all, don't stop reading, you are still in the 

game. 

 

The principles and strategies I'm talking about can be implemented with no 

money invested. If you have a little time to invest, you can make this happen 

very quickly. 

 

This isn't about Pay Per Click, buying advertising, hiring SEO Gurus. What I'm 

going to share with you is definitely within your reach.  

 

"But Jack, I don't know anything about computers or building websites." 
 
Good. Then you are not far behind me. This is a "NO TECHIE" zone. 

Everything I talk about can be put into play by you are your staff. If you can 

write an email or type a Word document then you can start a Local Internet 

Marketing campaign. 

 

Let me be crystal clear on this one point: 

 

Local Internet Marketing 

IS NOT ABOUT HAVING A WEBSITE! 
 

What?  "But Jack, I thought that's what internet marketing was." Not when we 

are focusing on local consumers. That's right. Local Internet Marketing is about 



 

getting your compelling message and information in front of local consumers 

and that's not necessarily a website.   

 

A local search study* revealed that a website was actually fourth on the list of 

what consumers expected to find when searching for local businesses online. 

 

What beat it out? 

 

1. Phone Number - Local Consumers want to contact you. They are ready to 

engage. 

2. Address - Where are you? Are you close enough for me to do business 

with? 

3. Hours of operation - When can I do business with you? 

4. Website - Only then are local consumers ready to check out a website, if 

available. 

 

What does this mean? Local consumers are ready to buy. They are ready to 

engage. Often times they've done their legwork and have made a decision.  

 

Recent market research revealed that 92% of all local searches will eventually 

convert into a sale**. Your compelling message needs to let them know that 

you can fulfill that sale. And that doesn't have to be a website.  

 

Local Internet Marketing Is Getting Your Compelling Message Findable In 
Multiple Places When Local Consumers Are Looking For Your Product or 
Service! 
 



 

Get it? Got it? Good. Let's get this party started. On Your Mark..... 

 

What Is My Compelling Message? 
 
Before you even think about turning on your computer you have to know the 

answer to this critical question. “Should I market what I do, or who I am?” 

This is a challenging question indeed. Marketing “what you do” refers to 

advertising and promoting your services. In other words, if you’re a plumber, 

you would advertise your ability to fix leaks, install water heaters or assist in 

remodeling. 

 

Marketing “who you are” is about establishing your brand in the market. As a 

plumber, marketing who you are would mean establishing yourself as "Zippy, 

the reliable, high quality solution to plumbing problems". It would mean 

emphasizing the qualities that set you apart from your competition, whatever 

those may be. 

 

This may be easier to answer than you think, but you must check your ego at 

the door.  Are local consumers searching for "24 hour emergency plumber" or 

"Zippy, the reliable plumber"? 

 

Do you need more customers today or do you need to start building a brand? 

There is nothing wrong with either answer, depending on your situation. For 

purposes of this discussion I'm going to assume you are in the "I need more 

customers now" category.  

 

 



 

Marketing who you re is how you build your brand and that can be a slow 

process. Unless you have the steady business and advertising budget to mix it 

up with Nike shoes, Sam Adams beer or Calvin Klein polo shirts my suggestion 

is market "What You Do" until you build that comfort zone. As your budget 

allows, you can gradually invest in brand building at the same time. 

 

Marketing "what you do" is the best way to convert leads into immediate 

business. When a customer has a flooded basement due to a broken pipe, 

they’re not looking for great story telling and brand identity—they are looking for 

somebody who can fix their problem immediately.  

 
Speak to problems and provide solutions. 
 
Each of your prospects has a problem.  As a landscaper, your prospects need 

their trees trimmed or their grass cut.  As a travel agent your prospects need 

someone to put together a vacation within their budget.  Don’t beat around the 

bush.  Your message should not bore them with statistics or long stories.  If you 

run an air conditioning service, don’t spend time advertising how many trucks 

you own or how highly qualified your technicians are.  Instead, tell your 

prospects that you’ll get their A/C working again immediately.  When your 

prospects are looking for your services, they don’t want to be informed or 

entertained.  They want a solution to a problem. 

 

Here's an exercise. Get out a pad and paper and answer these questions. 

 

If someone were to ask "What do you do?" What would your answer be?  

Remember get your ego out of the way. You want customers. 



 

 

Would you answer "I'm an independent Liquid Pressure Valve Engineer" or "I 

fix broken pipes fast and affordably." 

Which one would get you more customers? So a compelling message would be 

"My Town Emergency Plumber - On Call 24 Hours."   It's not that hard.  

 

How do potential customers look for your product or service?  

 

Think about how you would look for a real estate agent. Would you look for "My 

City real estate agent?" Probably not. That message doesn't speak to a 

problem or provide a solution. 

 

Instead, depending on your needs, you might search for "My city first time home 

buyer help" or "my city rent to own condos".  This is how local consumers that 

are ready to buy search online. If you are a real estate agent with knowledge in 

these markets then YOU being the solution to these problems is what will make 

up your compelling message.  

 

Equally important is closing your message with a strong call to action. Once 

you’ve told your audience that you can solve their problem give them jolt to pick 

up the phone and call!   

"First Time Home Buyers.  

Confused by the buying process? I can help.  

Together we can find your perfect  

My Town Dream Home.   

Stop putting it off—call today!” 

555-555-5555 



 

Write down 10 compelling messages for your business. Pick the best three and 

then make them findable online. 

 

You have your top three? Good. Now how do you make them findable without 

having or programming a website? 

 

Glad you asked. Remember "No Techie Zone". Local Internet Marketing = 

Being Findable in multiple places when local consumers are looking for your 

products or services. We are going to do this by opening what I call "Lead 

Valves." 

 

What are Lead Valves? Independent, compelling messages driving consumers 

to your offer. 

 

Step 1. Have all your business info on hand.  You want to make sure it is 

consistent in your compelling messages. Don't make consumers work to find 

your contact info. 

 

Step 2. Have an email address and password picked out that you can use when 

setting up your online listings. 

 

Step 3. Start opening the Lead Valves 

 

Google Places - Google gives you the opportunity to tell local consumers 

about our business and it's free.  

www.google.com/local/add/ 

 



 

Merchantcircle.com - Free business listing and directory for you to add your 

compelling message. 

 

Online Classifieds - Craigslist.org, Backpage.com, OLX.com are just a few 

online classified sites that you can put your compelling message absolutely 

free. Make sure your headlines incorporate "what you do" and not "who you 

are." Many businesses make  the mistake of putting "Acme Mortgage" as 

the listing headline rather than "My Town Low Down Payment Home Loans." 

 

InfoUSA.com - This directory feeds hundreds of other business directories so 

your information and message can spread quickly. 

 

Get started with these Lead Valves today. It certainly isn't an exhaustive list. Do 

some research of your own and see what free directories and classifieds show 

up when you do a search for local products and services. Then add your 

business with a compelling message and strong call to action. 

 

If you follow these steps and make sure your message speaks to problems and 

provides solutions, then don't be surprised when new customers start saying "I 

found you on the internet!" 

 

*TMPDM/ comScore 

**comScore, Hitwise, Technorati and RealTimeStatistics.org 



 

ABOUT JACK 
Jack Mize is a Local Internet Marketing expert and small 

business consultant who helps businesses get more 

customers by making them findable when local consumers 

are looking for their products and services. 

 

Jack’s focus on the difference in online searching behavior of consumers when 

they are looking to buy locally led him to develop his method of opening “Lead 

Valves”.  This strategy allows local businesses to be found in multiple places 

instead of focusing on just a web site. 

 

By identifying problems that local consumers need to solve locally and creating 

“Lead Valves” that provide the solution, Jack has developed a system that is 

laser focused on the quality of the conversion rather than the quantity of 

internet traffic. 

 

One of the biggest features of this method is that the “Lead Valve” sources 

have nothing to do with paid traffic like pay per click or online banner ads. 

 

In 2009 Jack began teaching his Lead Valve strategy to Local Internet 

Marketing consultants and small business owners around the world.  He has 

been credited with saving businesses and changing lives. 

 

To learn more about Jack Mize and receive up to date information on what’s 

working in Local Internet Marketing by one of the leading experts, visit 

www.JackMize.com

 


