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Introduction

Writing a book about a multibillion-dollar company—one of the most
powerful companies on this planet and one that affects more than
1 billion people—can be an incredibly challenging task, but it has to be
done. There are so many people, companies, brands, and so on that are
in need of visibility, in need of people to buy their products and services,
in need of building a brand and/or a fan base but do not know how.
As a matter of fact, there are people who used to be successful—people
who used to have huge fan bases and a huge clientele but now find
themselves struggling, stressing, and losing revenue. They do not know
how to stop the bleeding. They do not know how they can survive, never
mind thrive! The world has changed, and if you do not change with it
you will ultimately fail, or—if you are lucky—cling to the crumbs left
behind by truly innovative and evolved companies and people. . ..

I am an avid learner, reader, and researcher. I try to absorb as much
information as I possibly can, but when I was conducting research for this
book, I was shocked to find that there were no other books in print about
how to actually dominate Google’s search engine for massive visibility.
Sure, there were books out there that focused on SEO, or social media,
video, reputation, digital marketing, and even on Google itself, but there
was not one book written on how to leverage all the different aspects of
Google with onsite and offsite resources that can and will get you indexed
on page one of Google. I was determined to write a thorough book that
could be used not to trick or beat Google, but to act as a true road
map that would help people understand how Google works, what Google
wants, and why—and then to show, step by step, a holistic approach to
how you can create a customized plan for you, your business, or brand
on how to give Google exactly what it wants and needs. In return, Google
will give you exactly what you want . . . page one domination!

I have a very unusual background with an incredibly unique skill set.
Traditionally, you would think that a business book author would have an
MBA or doctorate degree. I don't. ©

As a matter of fact, I dropped out of college my sophomore year,
and I didn’t even major in marketing, SEO, or anything like that. I was

XV
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a Russian major at Rider University in New Jersey, in the Zeta Beta
Tau fraternity and a cadet in the Army ROTC program. With all of
that, I left, and life circumstances led me to car sales (I got fired from
being a waiter). I worked in a car dealership for five years. I was a car
salesman—actually, the best car salesman in the dealership: salesman of
the month, salesman of the year. The average car salesman in the United
States sells approximately 10 units per month and I was selling an
average of 30 units per month and making over $120,000 at 24 years old.
I guess like a lot of success stories, I was in the right place at the right
time. I got into the automotive sales industry in 1999. This is literally the
time that the Internet started to take off in our industry. People were
going online to do research before they ever stepped foot into a car
dealership. Because I looked so young (and so short), the management
directed me to handle the Internet leads. And in no time I started
to engage these Internet prospects and convert these Internet leads
into Internet appointments into Internet sales! I was hooked; I quickly
became addicted to the hunt and to the sale and, most honestly, the
money! I was making so much money it was absurd. I went from being a
college dropout making $30,000 as a waiter to making $120,000 almost
instantaneously.

The next evolution in my career was to become an Internet sales
manager/business development director. This meant that I was now in
charge of building an entire department of Internet sales. I was no longer
a one-man show. The dealership now wanted me to create and run a
major profit center: the Internet Department, also known as the Business
Development Center (BDC). The problem was that no one knew what to
do. The Internet sprang up very quickly and very powerfully. So I went to
the library, the bookstore, and the Internet, and researched everything I
could on:

e The Internet

e Website design

¢ Search engine optimization

¢ Lead generation

e Third-party lead source providers
e Online classifieds

e Digital marketing
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I even taught myself how to design websites in HTML, use editors
like Microsoft Front Page and Adobe Dreamweaver, and code in
Dynamic HTML and Java. I started to build my own websites, which
I needed to drive traffic to. In the early 2000s I started to study search
engine optimization (SEO) and tools like WebPosition Gold, Word-
tracker, and other early SEO resources. I traveled all across the country,
attending as many SEO workshops and seminars as I could find and got
certified by the International Search Engine Optimization Academy in
Advanced SEO. With all of this information, education, and the skills
I was learning, I was building bigger and bigger success stories in the
automotive sales industry, so much so that in 2004 I left the automotive
sales industry at age 28 earning more than $160,000 per year at age 28
to start my first company: Dealer Synergy Inc.

For the past 11 years I have been the CEO of Dealer Synergy Inc.
and personally trained over 11,000 automotive sales professionals as well
as approximately 1,000 multimillion-dollar companies (car dealerships).
Because of my consulting, training, and digital marketing strategies,
I have helped my clients generate over $100 million in additional
revenue.

In addition I have also had more than 1,000 articles published in
more than 13 different national and international magazines that reach
hundreds of thousands of readers on a monthly basis, and I have had a
column in AutoSuccess magazine for the past seven years. I have been a
keynote speaker or general assembly speaker for every major automotive
sales industry event, workshop, or trade show, including:

e National Automobile Dealers Association convention

e American Truck Dealers Association convention

e Numerous State Dealers Association conventions

e ].D. Power & Associates Internet Roundtable

e Digital Dealer Conference & Exposition

e NCM & Associates Internet Sales Bootcamp (co-creator)

e Jim Zieglers Dealer Battle Plan (co-creator)

e Internet Director Immersion Program (creator)

e The Internet Sales 20 Group (co-creator with Karina Bradley)

e Association of Automotive Internet Sales Professionals (charter mem-
ber and general assembly speaker)
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In addition to working with multimillion-dollar car dealerships,
I have also had the honor of working with numerous publicly traded cor-
porations like Autobytel Inc. (ABT) and Toyota. Autobytel has hired me
to train their national sales team on Internet sales operations, and Toyota
(the Boston region) recently had my www.internetsales20group.com
national workshop’s curriculum certified by Toyota corporate—meaning
that any Toyota dealership from the Boston region that attended my
three-day workshop on Internet sales, digital marketing, SEO, and more
would receive Toyota certification credit. I have also been contracted
by Carsdirect, a $1.1 billion corporation, to train their internal team on
automotive Internet sales.

And if that wasn't enough, I pioneered the video search engine
optimization phenomenon in the entire automotive sales industry back
in 2006, about three years before anyone had video SEO on their
radar. I had the amazing luck (destiny) of connecting with Karry Moore
and AJ Leblanc of VSEO Inc. (now Car-Mercial). Karry and AJ are
partners with John Ferber, the owner of USO Networks, the parent
company of VSEO Inc. What is unimaginable is that John Ferber was
the co-founder of Advertising.com, the world’s largest digital marketing
company. He sold the company in 2004 to AOL for $495 million. It is
now worth $12 billion! So after John cashed in on Advertising.com,
he started a new company, USO Networks, which specializes in video
search engine optimization. They have proprietary software, patents, and
so on, but they are not in the automotive industry. I connected with AJ
and Karry and we hatched a plan to scale video SEO for the automotive
industry, and for the first five years, I was the face of video SEO for the
entire auto industry. Long story short, video SEO blew up big time, and
I personally sold $10 million of video SEO for Car-Mercial. They grew
beyond imagination to the point where they are about to be acquired for
over $100 million!

So ... TIkilled it in the automotive industry. My wife and I were mak-
ing millions and millions of dollars, and we got bored; we wanted to
venture off into other industries. My wife was a model back before she
got into the corporate game and thought it would be awesome to get back
into it. She was cast as an extra for a Barrington Levy Music video and was
hooked on the music industry; she wanted to become a recording artist.
Long story short again, we took an unknown female recording artist who


http://www.internetsales20group.com
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had never been in a recording studio and in less than three years Karina

Bradley had:

e Over 60 million online views
e Performed in front of millions of people
e Approximately 1 million viewers on CBS TalkPhilly
e Over 16 million listeners on Shade45 Sirius Satellite Radio
e Six different live appearances on Sirius Satellite Radio on the
Miss Mimi show and the D] Kay Slay show
e Nine major music videos
e Become an official ASCAP recording artist
e Official BDS Spins on FM radio across the country
e Her music licensed by the Tia and Tamera show on the Style television
network
e Performed live across the country
e Was the Philadelphia Fashion Week Red Carpet Hostess
e Had major label recording artists featured in her music, including:
e Meek Mill
e Papoose
Young Chris
D] Diamond Kutz
e Remy Ma (unreleased track)

¢ Produced by major music producers, such as:
e Ruwanga “RU” Samath
e Larry Tee
e Certifyd Production Group
e LLA Dubb

Granted, my wife is model-beautiful and has a pop star voice. But
that isn’t enough; there are a lot of beautiful and talented women and
men out there. We knew that talent was not going to be enough. She
needed visibility; she needed a fan base. So, we created a massive digital
marketing strategy for the Karina Bradley project, and it worked! We
created a pop star!

We decided after three years of amazing and unbelievable expe-
riences (that we will cherish for the rest of our lives) that we wanted
another child. We also wanted to focus on our core businesses, which
were already generating millions of dollars. So we decided to stop
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the KB project while Karina was at her peak. A lot of people didn't
understand why. But it was a family decision: KB took it to an unthink-
able level and could have easily gone on to the next stage of her career
(we had label deals on the table), but it wasn’t right for our family. So
now, instead of splitting our attention between the automotive sales
industry, training, consulting, digital marketing, and the music industry,
we eliminated the music industry and immersed ourselves in our core
competency with more intensity. We purchased a building in New Jersey
for our production studio and to house our growing team of talented
digital marketing specialists, graphic designers, social media content
writers, online reputation managers, and, of course, our amazing video
production team.

The past two-and-a-half years have been incredible and diverse.
I have recently achieved my CSP accreditation from the National
Speakers Association, which is the highest certification in the world for
a professional speaker. It is like an accountant achieving his or her CPA.

I have had the honor of working with a wide group of clients. Above
and beyond my core of automotive dealerships and recording artists,
I have worked with professional athletes such as a Philadelphia Eagle
who started his own fitness center (I helped consult on his digital mar-
keting strategy). In addition to an NFL superstar I have worked very
closely with Phil and Ricardo Migliarese, the co-owners of Balance Stu-
dios in Philadelphia, Pennsylvania. They have one of the most prestigious
Brazilain Jiu-Jitsu and MMA schools in the United States, and numerous
schools throughout the country and overseas. What is awesome about
my relationship with the Migliarese brothers is that even though I have
taught them so much in regards to digital marketing, SEO, video SEO,
and so on, I have learned so much from them as welll Balance Studios
is one of the most successful martial arts schools in Philadelphia and
the tristate area. What is amazing to me is that Phil and Ricardo are
not only world champion martial artists who train other champion mar-
tial artists, including numerous UFC fighters, but they also have by far
the best digital marketing, SEO, video, social media, online reputation,
digital PR, and branding compared to other martial arts schools in the
country. They personify the Googleopoly strategy. My relationship with
Balance Studio and its owners helped me understand the martial arts
school business model and allowed me to work with other martial arts
schools; one of my newest clients is Full Circle Martial Arts in Marlton,
New Jersey. The owners are incredible: Steve, Deb, Matt, and their new
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partner, Paul Felder, “The Irish Dragon”™—a CFFC champion and now
an undefeated UFC fighter! We are working to crush the competition
with a Googleopoly strategy.

I tell you all this not to impress you at all, only to impress upon you
how serious the chapters in this book are. Like anything else in life, what
you put into it is what you will get out of it. You can read this book and say
wow, this is cool and not do anything with it, or you can truly internalize
the lessons in this book, absorb all of the direction, tips, advice, secrets,
and so on, and create a Googleopoly strategy for you or your business.

I charge $7,500-$10,000 to be a keynote speaker—that is usually one
hour plus expenses (travel, lodging, etc.). This book, Win the Game of
Googleopoly, is more than 76,000 words from 16 years of frontline expe-
rience and success, plus some wisdom from industry experts, pioneers,
gurus, and leviathans in the Google/SEO space. I have all that informa-
tion here in one consolidated format. One cohesive and holistic strategy
for $25—T implore you to use this book as a reference guide for your
evolution and success!

But wait . . . there’s more! (I couldn’t help it. It is the car salesman in
me, LOL.)

I have put my whole Ninja Digital Marketing Team on creating the
ultimate membership website: www.GoogleopolyBook.com.

GoogleopolyBook.com is only for people who purchase this book.
Think of it like a DVD or Blu-ray Disc that has a ton of extra content
above and beyond the movie itself. My feeling is that digital marketing,
Google, algorithms, and technology change so quick that I felt the need to
create a resource website for my readers that elaborates on the chapters
in the book and contains:

e Video interviews with experts that contributed to the book

¢ Video tutorials on how to do the strategies that were listed in the book
e PowerPoint presentations

e Infographics

e Webinars

e List of social media sites

e List of Google algorithms and its updates in real time

And much, much more.

Enjoy this book and when you are done reading it, don’t worry. There
is a 24/7 interactive resource for additional information, education, train-
ing, guidance, resources, videos, and interviews at your fingertips!


http://www.GoogleopolyBook.com




CHAPTER 1

Either You Are Visible or You
Are Invisible

As the old adage goes, if a tree falls in a forest and no one is around
to hear it, does it make a sound? What about your marketing strategy?
If you have the best product, service, widget, or invention and no one
knows about it, does it truly exist? If the most talented person, the most
innovative product, the greatest sales pitch to pass one’s lips is created
and no one is around to witness it, does it, he, or she exist?

The point is, you need an opportunity to do business, in order to do
business. And regardless of your paradigm, whether you are a recording
artist or owner of a small family—owned and operated bakery, your craft,
talent, or passion is indeed a business and must be treated as such, if
you expect it to evolve and earn money. Sure, I understand it is your
passion, and it is easy to get caught up in the love of it, but at the end of
the day, your passion is a business. Lady Gaga, Katy Perry, and Beyoncé
are all brands, and despite all the fun it appears to be, they are in the
business of sales: merchandise sales, record sales, concert sales. So yes,
you need an audience. You can't sell something to an inanimate object.
You need areal, live, breathing, responsive being to act as your audience,
who essentially is going to purchase your product, idea, or talent.

In the performance and entertainment arena, you need an audience
to develop a fan base from. You can’t become famous if no one has ever
heard of you. Even if you have the most incredible powerhouse singing
voice known to man, if no one has ever experienced your game-changing
talent, it is entirely irrelevant. The late Michael Jackson, formerly known
as the King of Pop, exuded more talent in one pinky than some of us
in our entire body. Yet, if Michael Jackson had a severe case of perfor-
mance anxiety and put on historic concerts only in the privacy of his
bathroom, with a shampoo bottle acting as his microphone, would he
have left alegacy? Of course not! Because no one would have ever known

1



2 WIN THE GAME OF GOOGLEOPOLY

of his talent. If no one has ever heard you or heard of you, you will
never develop a fan base, get bookings or gigs, land a record contract,
or become famous.

You could have the most amazing keynote speech, or be the most
incredible speaker, trainer, or consultant, but if no one knows of your
expertise, accomplishments, or capabilities, chances are you will not be
recognized by the elite speaker bureaus and booked for speaking gigs
worthy of your talent.

A career as a sales professional is no different. It can be rather
frightening entering a career field that is solely or mostly based on
commissions, such as a real estate agent or an automotive sales profes-
sional. Without the appropriate level of visibility, market awareness,
and branding, you are going to have minimum success and starve
(metaphorically speaking and sadly, in some cases, literally). On the
other hand, a commission-based career can be extremely rewarding.

The field of sales is one of the most incredible careers one can
embark upon. It allows you the ability to make as much money as you
can earn, yet a large majority of those who enter the sales arena crash
and burn, and are forced to leave their sales position for a traditional
career or job with limited growth potential and no opportunity to earn
massive revenue—and not because they lack the skill, ability, or talent,
but because they lack an audience—someone to listen, someone to
purchase whatever it is that they are selling. Why? Simply because they
lack the knowledge to effectively prospect for new business, become
visible, generate leads, and create new opportunities to do business.

To be clear, it doesn’t matter what industry you are in. It doesn’t
matter if you are a sole proprietor, small business, corporation, doctor,
lawyer, psychologist, dentist, chiropractor, singer, musician, speaker,
sales professional, entrepreneur, or author/writer/blogger. Everyone
needs visibility. Everyone needs an audience. Skill, desire, passion, like-
ability, intelligence, hard work, dedication, tenacity, desperation, need,
and having a great product or service just aren’t enough. The bottom line
is that you are either visible or invisible. So unless you're David Copper-
field or a ghost, being invisible isn’t a desired result for any profession.
So how can you become visible? Congratulations, my friend, for recog-
nizing the importance of visibility (mind-set) and your commitment to
reading this book (skillset). You have taken the first step toward visibility
awesomeness!
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With the sensory and content overloaded world we live in, it is dif-
ficult to become findable, never mind relevant, especially if you lack a
strategy, resources, content, and a commitment to stay the course. This
book is going to give you a methodical, proven approach to create a mas-
sive visibility strategy, while creating an unfair advantage over your com-
petition, and consequently increasing your profits—a respectable goal
for any business owner.

There is fierce competition out there, competition that comes in all
shapes and sizes. And believe me, I've seen it. They are ready to inherit
your customers the first opportunity they get. Chances are, when I say
the word competition, a vivid picture of your direct competitor that offers
similar or the exact products and services that you do comes to mind. You
may even envision their horrid logo or obnoxious jingle, or hear the chant
of their lame slogan, “ABC Competitor does it best, yup, no guess.” But
what about the competition of attention and stimulus? We live in the
technology age, with tons of digital pieces starving for our attention—for
example:

¢ Social media (the number one form of communication)
e Telephones (phone calls and texting)
e The Internet (surfing)

o Television, Netflix, Hulu, etc.

e Movies

e Sports

¢ Video games

e Radio

e Print (magazine, books)

e Nightlife (bars, clubs, casinos)

¢ And much, much more

You need to focus on how you, your company, and your product(s)
are going to be found. How are you going to stand out against all of the
noise from all of those different sources? You have to have a focused
strategy, with a beginning, middle, and end in mind. I should probably
mention here, early on, that I am a Franklin Covey Certified Trainer and
Facilitator and continuous student of the 7 Habits of Highly Effective
People. T have adopted the seven habits into my personal and professional
life and frequently apply these principles to all that I do. You will hear
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me mention these habits from time to time as they have become deeply
rooted within me.

HOW DO | (YOU) GET FOUND?

First, you must begin with the end in mind. You know that you want to
be found, but have you put enough thought into what it is exactly you
want to be found for? What are your visibility goals? What is it specif-
ically that you are trying to accomplish? What is your purpose? This is
very important to acknowledge, for without a clear purpose, you have
no guidance and without guidance, you cannot control where you are
headed. Frankly, almost any road will get you there.

I suggest you take out a notepad or open a new Microsoft Word
document and take some time to answer the following questions. These
questions will get your mind set in the right direction and assist you in
understanding how far on the path of visibility you currently are. Keep
in mind, the only difference between where you are now and where you
want to be is what you do. You already have a great product or service,
or maybe you are the product—you just lack the roadmap to becom-
ing visible. So, let’s get those brain juices flowing and structure your end
in mind.

What Is Your Product or Service?

Be specific, not generic, and make sure not to spread yourself too thin
by trying to push too many services in one shot. By spreading yourself
too thin, you risk diluting your relevancy and your potency, and further-
more, you risk taking away from your core competency. Chances are,
you've probably heard the disparaging phrase “jack of all trades, master
of none.” While I am not implying that just because you are good at mul-
tiple things (notice I said “disparaging”), you cannot possibly master one
or more of those things, I will say that it is my opinion that spreading your
focus can have an adverse effect. Also avoid being too generic or vague.
You need to find balance and a niche, and work on solidifying your exis-
tence within that niche. A rule of thumb I live by and a concept that will
be introduced to you here shortly is “be careful of distractions disguised
as opportunities.”

I am going to provide a few examples that may or may not be the
line of business you are involved in, but the basic principles may and can



