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Rebecca: David, thanks so much for joining us today.  

 

David: Hello, Rebecca. I am excited to be here. Thanks for having me. 

 

Rebecca: You’re very welcome. I’ve been looking forward to this. You’re one of the people I love 

to listen to so it’s a real privilege to have you on. Why don’t we start off, David, with having you 

tell my audience a little bit about yourself? 

 

David: Yes. So I’m a St. Louis native, here from St. Louis, Missouri. I am a recreational sports 

advocate. So I love playing recreational sports all the time, softball, flag football, that kind of stuff. 

But business stuff you probably want to know about. So I – in a nutshell, what I do is I host a web 

show and I create products and programs for what I call mediapreneurs. So a mediapreneur is a 

term that I kind of came up in the shower a couple of years ago to sort of describe our industry so 

people that basically create how-to information and advice and stuff like that, experts, personal 

brands, coaches, consultants, and stuff like that.  

 

And so, what I’ve been doing since 2008 is basically helping mediapreneurs. So helping them 

grow their audience and helping them generate more revenue and all that kind of stuff through 

different products and programs on the show. So that’s kind of the extreme CliffsNotes version of 

me. Also an author, lover of dogs, I don’t know. There’s a whole mix of stuff there we could get 

into. 

 

Rebecca: Wow! Oh, that’s great. So do you have dogs? 

 

David: No, but my mom has four so I feel like we sort of adopt those on a sideway.  

 

Rebecca: Oh, that’s kind of nice, kind of like grandkids. You don’t have to have them all the time 

but they’re there when you want them, right?  

 

David: Exactly. It’s a rental.  

 

Rebecca: That’s perfect. Well, I know in the early days that you struggled like most entrepreneurs 

to actually make money. You’re putting out great content and you had good connections and all 

of that but the money wasn’t really there. What steps did you take to turn that around and to go 
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from not really making money to making good money and actually enjoying yourself in the 

process? 

 

David: Yeah, great question. And the funny thing is, so when I started kind of online 2008, I was 

sort of in the media mindset. So what do I mean by media mindset? The media mindset is that it’s 

all about volume. So creating the biggest possible online platform that you can and bringing in – 

basically, my original revenue model was based entirely on sponsorships and advertisers, OK? 

And the funny thing was I was able to actually do that pretty well. Like meaning, I was able to 

kind of hustle and get some sponsors and advertisers and stuff like that. But the thing is, if you 

want to have a long term business which I do and I’m sure everyone that’s listening does, right? 

And so do you Rebecca. 

 

Rebecca: Right. 

 

David: In this industry, is that basically, creating your own products and programs is going to be 

what generates the long term revenue for you because the sponsors and advertisers and things like 

that, while it sounds great in theory and a lot of people who have start a web show or a podcast or 

a blog they think, “Oh, that’s how I’m going to make money.” It’s that you’re in complete lack of 

control when it comes to that kind of stuff because they can wake up on the wrong side of the bed 

or something happens and the next thing you know, they say, “You know what? We’re not going 

to be a sponsor anymore.” If that’s your entire business model, you’re screwed overnight. 

 

So for me, what I did was I really went out there and interviewed hundreds and hundreds of people 

and did thousands of hours of research and read and wrote and experimented and did my own 

implementation of different stuff. And I wanted to create revenue models for my business where 

it fit a few different criteria. Number one, I’m a huge fan of doing a lot of work upfront and then 

getting paid for it over and over again because that’s awesome. Like you go in there, you do a 

bunch of work like create a course or do something like that and then you can get paid for it over 

and over again without necessarily trading dollars for hours all the time. So that was something 

that was one of my first criteria. 

 

Another criteria that I had was I wanted it to be where it had high impact. So what I mean by that 

is that in this industry, like your number one goal is to get the results – is get people results. That’s 

it. 

 

Rebecca: Right. 

 

David: And so for me, I wanted something that had a high impact where I could like get super 

excited when I receive an email from someone saying, “Hey, I listened to your advice. I listened 

to this how-to and I did this and now look at this.” So I wanted something that was a big impact. I 

wanted something that was highly leveraged. And also, I wanted something honestly that didn’t 

require me traveling all over the place for business all the time.  

 



 

 

So in the past, I’ve done speaking and I have nothing against speaking, I love speaking and stuff 

like that. But I love kind of having fun away from a business, the lifestyle was super important to 

me. Like I wanted to make sure that I could work hard but also, play hard and have fun and hang 

out with my wife and go on trips and different things like that and not be freaking out about the 

business.  

 

So with those three criteria in mind, that’s how I create all my products and programs now. Does 

it fit into these three criteria? Is it the lifestyle? Is it the highly leveraged? And is it big impact? 

And if it doesn’t hit all three, I don’t do it. And that’s how the shift in the mentality came and 

that’s when I started creating things like online courses and other things like online events and 

different things like that where basically, it hit the criteria that I was looking to do, and since I’ve 

done that that really has quadrupled if not more the business from there. 

 

Rebecca: Wow! Because you’re not limiting yourself in the way that you were before. 

 

David: Exactly. And my example of sponsors, that could be other things as well. I mean other 

things that I was doing -- not just sponsors but then I would have one off consulting projects or I 

would have something – I had a book deal  in 2010 that the book did well and it had two out of the 

three criteria but the third criteria of revenue wasn’t a big factor. I had an advance; it wasn’t huge 

based on the hours that I was spending on it. I had big impact and was decent on the lifestyle end 

but it wasn’t great with that.  

 

So, each model I started experimenting and playing with, speaking, consulting, and coaching, and 

one-on-one and group and then tried all these different things until I realized that just a few that I 

really love to do right now. 

 

Rebecca: OK. So are you doing any training time for money now? 

 

David: No, actually. None really. I took a few private coaching clients earlier this year but then it 

just – no, I’m really not doing any dollars for hours, really not. Nothing against that though because 

I think it depends on your mentality. I know a lot of people in this business that start with dollars 

for hours and then leverage away from it later on. And I was actually – I fell more into that category 

as well so it’s not like I just started from the beginning. But you could start from the beginning. 

You don’t necessarily need to trade dollars for hours first but by doing that, you can also come up 

with great ideas for your products and programs.  

  

Rebecca: Right, exactly. That’s actually the place that I’m in right now is that 100% trading time 

for dollars. 

 

David: Right. 

 

Rebecca: And I’m realizing this is not sustainable because there’s a limit to how many hours I can 

work and then not to mention that I am at the mercy of the people that I work for. So if they decide 



 

 

to make a change, then I’m up the creek. So I’m kind of looking for that hybrid model myself. And 

one thing I’m working on right now is my first Kindle book which is on the topic of content 

repurposing.  

 

David: Right. 

 

Rebecca: So obviously, I’m a big fan of repurposing content. And the question that comes to me 

is creating an online course a good way to make use of repurposed content? And if so, how do you 

do it in a way that keeps the content fresh rather than it just seem rehashed? 

 

David: Great question. So the way that I like to look at things is -- I like to look at each product 

that you come up with like each – well, not product, each topic that you come up with. So whatever 

your Kindle book – what’s your Kindle book on for example?  

 

Rebecca: It’s on content repurposing. 

 

David: Content repurposing. So we’re going to talk about content repurposing in the context of 

content repurposing, why not? 

 

Rebecca: Right, exactly. 

 

David: OK. So the thing is there’s a natural evolution based on a customer when it comes to that 

kind of stuff. So for example, you could have the content repurposing book, you could have the 

content repurposing advanced course, you could eventually have a content repurposing 

mastermind, you could have a content repurposing event, the list goes on up to the scale of price, 

right? 

 

Rebecca: Right. 

 

David: And the key though is you don’t necessarily need to start one way or the other, other than 

of course, the super high-end. Like, one-on-five intensive mastermind is probably not the best way 

to start, right? So the two best ways that I’ve seen people do this -- especially with a book, you 

don’t have to have a book to do this, of course. I’ve got lots of students that have books and plenty 

of students that have no books, right? But the way you look at it is that your book is kind of the 

entry to you in the concept, right? 

 

Rebecca: Right. 

 

David: And you’re not going to hold back in the book. I’m not a fan of holding back. Like, go in 

there, teach them whatever your book subject is, rock it out. But there’s always a percentage of 

people that want to go more advanced and they want to go multimedia and they want to listen and 

they want watch and they want to have CliffsNotes and they want to have downloads and they 

want to have PDFs, and that’s where you create an advanced training program off of the book. 



 

 

 

Rebecca: Right, exactly.  

 

David: Yeah. One more note on that Rebecca, is in 2010 when I did Smarter, Faster, Cheaper, 

my book, my number one mistake that I would never do again is I didn’t have a big backend behind 

the book where I didn’t have the Smarter, Faster, Cheaper advance course. And if I did that, we’d 

be doing this interview from my private plane or something right now, you know what I mean? Or 

something like that.  

 

But bottom line is, you can think of products in terms of an evolution up like that and I would 

worry less about, “Oh my God! People learn some stuff in the book so they’re not going to take 

on the course.” Because the course is going to be the most how-to you can possibly do in a 

multimedia format. So it’s a different animal all together. 

 

Rebecca: Exactly. So my question is, with what you just said there, does it make sense then to 

release them one at a time or like have those backend things done at the same time that you release 

your book? 

 

David: Yeah. So in your case and in the same case of a simultaneous release – let’s just call what 

it is, a lower price product and then a higher rank course, let’s just call it like that, right? 

 

Rebecca: Right. 

 

David: You want to do that simultaneous.  

 

Rebecca: OK.  

 

David: Because here’s the thing, you want to immediately be ready for people to go from book to 

course. 

 

Rebecca: OK.  

 

David: You definitely want to do that, because what’s going to happen is that you wouldn’t want 

this to happen. You wouldn’t want someone to read the book and be like, “Oh my God! I want 

more from Rebecca.” And there’s no other option. And then like six months later, you’re like, 

“Here’s a course.” And then they’re like, “Oh wait, was that that Kindle – I sort of remember it.” 

So you want to hit – you want to basically strike while the iron is hot. I would totally recommend 

doing them at the same time for sure. 

 

Rebecca: OK. Well, I’m glad I asked that question though because I actually have two steps up 

from the book in mind. And so, now I know I need to really get my rear and gear and get those 

other ones ready.  
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David: Yeah. And let the – and you don’t want to be obnoxious about it, but in the book that’s 

you’re going to be – basically here’s the thing, here’s a good way to look at this too, another 

perspective, because I love this stuff, I love helping people at this and sharing the stuff because I 

love this stuff, is that your book – basically here’s the thing, when you’re marketing towards 

“public” and by public I mean, yes, your email list but also, when you’re out there, whatever else 

you’re going to do to promote, you know what I mean? Whether it’s guest blogging, joint venture, 

anything you’re going to do to promote, right?  

 

Rebecca: Right. 

 

David: And you can’t necessarily have five things for them to do like at that point because then 

no one will do anything. Meaning, like you don’t want to say, “Hey, buy the Kindle book and 

here’s the advanced course and here’s this and here’s that.” Right? You only want to do one. You 

only want to do one.  

 

So in your case, the most strategic way you’re going to do it is be able to promote the book, right? 

 

Rebecca: Right. 

 

David: Promote your butt off on the book and then basically as you continue to promote the book, 

then a certain percentage of those people move into the course. You don’t directly promote the 

course to people that don’t have the book. And then it basically moves up the chain like that. 

Because a mistake that I see is, let’s say, people create these simultaneous programs, then they’re 

out there telling everyone about all of them and then people are going to be like, “I don’t want to 

do any of it. I don’t quite understand.” As opposed to going up a progression.  

 

So I would put a 100% marketing effort into the book and then make sure that there’s a funnel 

basically going from the book into the course.  

 

Rebecca: Right, exactly. And in fact, I already planned and have kind of written into the 

manuscript some linking and like free downloads for this worksheet or this or that to also be 

building my list at the same time, so that I can then market to those people who get the free stuff 

to go along with the book and then be able to go from there. 

 

David: Perfect, perfect.  

 

Rebecca: OK. Well, one advantage to whether it’s writing a book or having a course or whatever 

is to establish yourself as an expert. And I would imagine that quality is an important factor. But 

the question is how perfect do people need to be in the content that they create? And I ask that 

because I know sometimes people get hung up and they keep waiting for something to be perfect 

before they actually make it go live. 

 



 

 

David: Yeah. I mean I’m a big believer in that people don’t want perfect. They just want it to be 

authentic and not distracting, right? And so for me, like in this – what holds people back, people 

wait there, they sit there for like a hundred hours and try to get a shadow out of a video or 

something like that. And that to me is just crazy shenanigans. You don’t – their perfection in this 

case is imperfect because people want to learn from humans. They don’t want to learn from like 

robots or this kind of like “guru on the mountain” which I hate that word, “guru”. 

 

Rebecca: Right. 

 

David: And the thing is they want to learn from people that – where you feel like, “Oh my God! 

She did it or she’s teaching it. I can totally do this.” Right? And so, it’s not that you throw in 

mistakes on purpose but you can’t sit there and be worried about everything is going to be perfect. 

You’re going to say this exact word. You’re going to hit the point exactly on. I’m telling you right 

now, just giving it your best shot and just being you -- whatever you is -- is going to be what people 

resonate with because that’s why they’re buying. In every single industry, in every single niche, 

there are numerous people that have products and programs in whatever the niche is.  

 

And so, people are going to buy for your perspective. They’re going to buy because they like you. 

They’re going to buy because they – maybe they relate to your story and your personality and the 

way that you break down information. So they’re not going to buy because you’re the perfect one.  

 

Rebecca: Right. 

 

David: And so, that’s just something I think that a lot of folks just need to kind of get out of their 

head for sure. 

 

Rebecca: OK. Now, another hang-up that I think a lot of people have is technology. How do they 

do all of that? What do you say to somebody who’s a technophobe? Are there ways for them to do 

it?  There are things out there, like, new to me and stuff like that. Is that a good way to go or are 

there better ways to do it? 

 

David: Yes. So let me – two questions and I’ll start with the second one, right? So I believe in 

your products and programs. You want to have full control. And I think when you put them on 

another platform or do something like that whether it’s new to me or whatever. No offense to them, 

right?  

 

Rebecca: Right. 

 

David: You’re helping them as well, not that we don’t want to help people, but the bottom line is 

you want to control it yourself. And the problem is when you give up control of kind of those 

revenue streams like by putting them on another site or doing something like that, that’s kind of 

the – how do I say this? Lazy way out, if you will.  

 



 

 

So for me, I am not a tech person by any means whatsoever. I don’t know how to code anything. 

But here’s the thing, is that there is a certain amount of figurability that you’re going to need to do 

this, right? And what do I mean by figurability? Meaning, that for people that take my course that 

teaches them how to do programs and things like that, here’s what I do for them. I say, “Listen, 

here are the exact tools that I use and recommend and this is why and this is what I used each of 

them for and here’s a little video on each one.”  

 

So I create them and I said, “This is what I used it for.” And I say, “Listen, you now have two 

options at this point. I’m giving you the laundry list of exactly what you need which isn’t that 

many things so don’t get overwhelmed.” But I said, “Now as a mediapreneur, your job is one of 

two ways at this point. Number one, you go there and you learn it yourself.” Meaning, I show you, 

“Hey, use this tool for this but you know what? Their help section is going to be a thousand times 

better than me trying to show it.” Because they update the software all the time, right?  

 

Rebecca: Right.  

 

David: So I say, “I use this for this. I would recommend you use this for this. And by the way, 

they’ve got excellent support and they’ve got excellent help so your first option is of course, you 

go there and you just get in the trenches and learn it.” I didn’t know any of these systems before I 

did it and I just got in there and I figured it out. I went in there and I helped and I got help and I 

asked.  

 

The other option that you have of course is to outsource this. And that’s what – it’s either – you 

either figure it out to a certain degree, and by figuring it out, I don’t mean that you solve a puzzle, 

it just means you go to the help and you follow along.  

 

Rebecca: Right. 

 

David: It’s not like anything difficult here. But the second source is you don’t need to become a 

WordPress developer to create any of this stuff, is that you put on your hard hat. You say, “Listen, 

I’m going to hire some help here or bring in some help or find someone that I can either pay or 

trade or do something with to help me do this tech stuff.” I have a designer. I don’t know how to 

design anything. I have a developer. I don’t know how to develop anything. But I pay them on a 

freelance basis. And for me, there is an extreme value of doing that.  

 

So as a mediapreneur, it’s either get in the trenches and learn it yourself or give it to someone else.  

 

Rebecca: Yeah, that makes a lot of sense. Now, when it comes to outsourcing, what have you 

found to be good options for finding great people to work?  

 

David: I don’t personally use a lot of those sites that are out there even though there are some 

great sites that people highly recommend like Elance and things like that, right? I don’t personally 

use them but I’ve heard good stuff from my customers so I can always go with that. For me, I think 
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it’s always tapping into a network of saying, OK, going out on social media and saying, “Hey 

guys, any recommendations for this, a developer, a designer for this x?” Right? That’s one way of 

doing it.  

 

An easier way, or not even easier but another way to do it, is you simply go to people’s sites that 

you like, people stuff that you enjoy, and usually at the bottom, there is information about the 

designer or developer or if not, just contact them and say, “Hey, I love your site. Who did it? I 

would love to find out if they could do my site.” Because people always love recommending people 

out, so I mean that’s a very easy play for that, to go out there and just basically cherry pick over 

the types of people that are doing stuff that you want to do and just nabbing at their people. 

 

Rebecca: Yeah, it’s a lot less risky. That’s for sure. Know somebody who’s already proven 

themselves. 

 

David: Yeah, exactly. I mean that’s the way – I mean I know a fair amount of – my customers use 

my designer and I’m totally cool with that because I mean I want to promote her work. I want to 

do it and she can’t take on everyone by any means. But I’m saying that it gives people a scope. I 

just think it’s – like I have to be honest, Rebecca, it’s like there’s – I study – not only do I study, 

like, a lot of this stuff but I also study kind of success habits of mediapreneurs specifically, like all 

of us. And both what I’ve done and also just through interviews and friends and stuff like that, and 

like what’s the difference between the people that are super successful at this and just rocking out 

and loving it and the people that are like stuck in the mud spinning the tires, right?  

 

Rebecca: Right. 

 

David: And I study this kind of stuff because normally, it’s not that many – like it’s not like they’re 

completely different people. It’s just that they do certain things that are habitual that other people 

don’t. And one of the things that they do is they’re not going to let stuff like that hold them back. 

They’re not going to think like, “Oh, I don’t have a designer. That’s going to be complicated. I 

don’t know what that means. Like what do I do?” to hold them back. 

 

What they do is they go freaking find someone and ask them and they’re like, “I need to get a 

designer. What do I do?” They’d be like, “Hey, who did this site? Let me go figure it out.” There’s 

a certain amount of hustle that’s required there because I had someone email me the other day that 

I couldn’t figure out one of these tech things and he had like a freaking heart to heart moment 

there. I’m just saying like, “Listen …” exactly what I told you. We have to go in and figure it out 

and you don’t – here’s a little bit of help, contact their support 24 hours a day or get someone to 

do it for you. But if you can’t get past this point, you’re not going to be successful. So you either 

got to do it or not or you’re just going to be the person that didn’t do anything because they couldn’t 

figure out how to send an automated email out. You don’t want to be that person.  

 



 

 

Rebecca: Yeah, definitely. OK. So let’s talk a little bit now about the types of topics that work 

well for online courses. Are there some topics that work and other ones that don’t or does 

everything work?  

 

David: No, I mean not everything works by any means. First of all, it depends – the more specific 

that you are with something with an online course, the more it’s going to sell. I mean it’s one of 

those ironic things. The more specific, the higher prices you can charge and the more it’s going to 

sell.  

 

So for example, my Create Awesome Interviews course is for people that want to create an 

interview-based web show. I mean that’s like the most specific thing in the history of the world.  

 

Rebecca: And the thing is, where people get into trouble is they either go too broad with their 

category of who it’s for because there should be a very specific criteria of who it’s for and also, 

who it’s not for, right? 

 

David: The other thing that sells and this is key, is there has to be a tangible result of your course, 

tangible result. So what is the result of you going through and implementing everything that you’re 

teaching someone? Are they going to lose weight? Are they going to be able to redecorate their 

apartment for less than 500 bucks? Are they going to be able to buy a car and save thousands? 

Whatever that result is, that’s what it’s all about, right? It’s getting that result. So there has to be a 

clear-cut result as well. 

 

The other thing is that courses that sell are truly step-by-step. It’s not like, “Hey, you could do this 

or you could do this or you could do this or you could do this.” It’s really, “Here’s what you need 

to do.” And that’s how it works.  

 

And the other kind of key thing to think about though is if you – it’s very simple to see what topics 

are going to sell and which topics aren’t. And what you need to know is your industry and your 

niche. So if you’re going out there and you need to see, are there other experts and other 

mediapreneurs in your niche, what are they selling and for how much? Right?  

 

Rebecca: Right. 

 

David: Is there an association? Is there – are there some big blogs and sites? What are they 

promoting? What are they talking about? Is there a conference circuit and things like that in your 

niche? So really quickly, you can determine whether people spend money on that or not. Right? 

 

Rebecca: Right. 

 

David: And if it’s not, you got to move on with your day and go to something else because at the 

end of the day, if you have a beautiful, wonderful course that teaches something awesome that 

people aren’t willing to pay for, you don’t necessarily want to be the trailblazer saying, “Hey, you 
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know what? No one has ever bought this exact thing but we’re going to go for that.” It doesn’t 

mean that you can’t have a slightly different topic or slightly different angle but you got to know, 

do attorneys purchase courses related to online marketing? I don’t know, whatever it is, right?  

 

And if you notice that, well then, oh great. Well, there is a good chance that they might buy a 

course on – for attorneys on LinkedIn, right? So maybe there wasn’t necessarily a course on that 

but you knew that they bought other social media-related courses or something like that, right? 

 

Rebecca: Right. 

 

David: So it doesn’t have to be on the nose. Like for mine, I saw that people bought courses on 

web shows. I saw that people bought courses or some teleseminars about interviews. And I saw 

some other things and I said, “Well, that’s not exactly what I’m doing.” which is fine, but I see 

that there’s being money spent by basically, solopreneurs and mediapreneurs on this and this is the 

topic that I know well, boom! I know I’ve got something here. And so, that’s a good process to go 

through for anyone. 

 

Rebecca: Yeah, that sounds like it. So, I’m sure that you hear all the time from people reasons 

why they can’t do this, hindrances. So, what are some of the hindrances besides what we’ve already 

talked about, what are some hindrances for people starting an online course and how do they 

overcome those? 

 

David: Oh God! Hindrance, we could be here for 17 hours. And by the way, none of them are 

good. So the first thing is, there a fair amount of myths, right? And I actually, I want to get 

something. I’m going to even open up on my computer here so I want to – this is – I get very 

excited on all this kind of stuff. This is like super nerdy, geeky stuff for me too.  

 

So the first one that I hear a lot is like, “I’m not an expert in anything.” Right? And the thing is 

you are. There is something that you’ve either learned to do or you’ve taught other people to do 

that they didn’t know before. And that’s a definition. There’s no expert fairy that comes down and 

like ordains you an expert. You know what I’m saying? So if you have something that you’ve done 

or you’ve helped other people do and/or and you could teach others this, boom! You’re off for the 

races, right?  

 

The second one we already kind of covered was that the technology is going to be harder and 

confusing. And again, we kind of – I’ll let you know about that one.  

 

Number three, this is a big, big, big, big one, is that I need a huge list of subscribers for this to be 

successful. OK? So people think they needed to have some kind of whatever huge is to you. What 

would be huge to you, Rebecca? What would you think? 

 

Rebecca: A huge for me would – I know it’s a lot less than a lot of people but it would be like 

5,000 like I think if I have a list of 5,000 people then I can sell my book or whatever. 



 

 

 

David: OK. Now, let me tell you a couple of things about this, all right? Number one, this will 

blow everyone’s mind, all right? And I’ve shared this many times. Number one is of course, if 

you’ve got a big list, great. Do you know what I mean? There’s nothing wrong with that. That’s a 

good thing, right?  

 

Rebecca: Right. 

 

David: But here’s a thing, people waiting for that magic number like I’m going to have x amount 

of people on my email list before I launch it or whatever it might be. Let me tell you, my friend, 

Kathy, launched a successful course that is doing 5-figures plus with 250 people on an email list. 

 

Rebecca: Wow! 

 

David: When I launched Create Awesome Interviews, my first course back in the day, I only had 

400 prospects for that course, but using the methods and launching and growing my list, using a 

lot of the skills that I teach people -- because a launch itself, of course, will help build your list. 

Now, there’s an endless amount of prospects. But that course has done nearly $300,000 in sales. 

And it all started with just a few hundred people on the list. 

 

Rebecca: Wow! 

 

David: So do not get held up when we hear those like “internet marketers” who are like, “I have 

a list of 100,000 people.” or whatever it might be. Don’t get scared by that. You do not need 

something massive but you do need an email list of some kind for sure. Fair?  

 

Rebecca: Right.  

 

David: We went over perfection, that’s another one of them. The other one is that people get 

worried that what they’re teaching isn’t a hundred percent unique or revolutionary. And my answer 

to that is if you go to a bookstore, there’s not one cooking book. There are so many different angles 

and hooks you can take on really every single topic out there and plus, your story is unique to you.  

 

Rebecca: Right. 

 

David: Nobody else has the exact same perspective and experiences you’ve had. So don’t let that 

scare you off. And let’s see, the final one I’ll share with you here is that that people think that they 

have to sell a lower priced product first before a premium course. OK? 

 

Rebecca: OK. 

 

David: And here’s the answer to this and trust me, I’ve done this myself and also through all the 

research and hundreds and hundreds of people have done the same. Either way, works. There are 
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people where their very, very first product was a premium course and they totally crushed it. Then 

there are people that had a lower priced whatever product or book or something like that and they 

totally crushed it. Either way works. So there’s no definitive thing like do this than that. It’s just 

like when you’re ready, boom! You go at it.  

 

Rebecca: Wow! That’s great advice because I think that most people can recognize themselves in 

one of those excuses. And so, it’s great that you shut down all of those.  

 

Well you know, David, I know that you have a course on how to create online courses. So I’d love 

you to tell my listeners a little bit about that and then also, how they can connect with you. 

 

David: Great. Awesome. And I think you have a link of some kind, right? That you want to send 

folks somewhere? 

 

Rebecca: Yes. 

 

David: OK, great. So basically, what Rebecca is going to give you a link to is, what I like to do is 

I love to give away a lot of high quality training as well. And why do I give away the training? 

Well, a couple of reasons. One is that I just love giving it away because I think it’s important and 

I love when people go through it whether they’re going to buy my course or not. I love when 

people take my training.  

 

And the thing is, well, Rebecca will send it to you, so that you can come in and take a free training 

course from me on creating awesome online courses, where I’m going to start you through the 

process and then at the end of it -- like my ethical bribe, by the way with no pressure, is that then 

you can join the actual program if you want to, or if you just want to take the free information and 

use that, that’s awesome as well.  

 

But the full program is a 12-module course to walk people through step-by-step exactly how to do 

all this, taking all of the experiments and the knowledge and all the research and the thousands of 

dollars I’ve spent and things like that. And I’ve really systemized it where it tells you, “OK, do 

this. Then do that, then do this.”  

 

We go through the whole process of coming up with your topic and pricing and recording, and 

how do you set up your launch, and what do you do during the launch, and what do you do after 

the launch, and how do you deal with problems, how do you make on-going sales? All those things, 

every single thing is covered in the course.  

 

And also, I’ve got some cool bonuses as well where people get a planning guide that’s going to 

help them avoid overwhelm. So you really, really can sit there and fill out your planning guide as 

you go through. Also, the tech guide that I mentioned earlier kind of going through all the 

technology. And the final thing is I give you the exact email campaign that I used for Create 

Awesome Interviews. So you can take that campaign and you can use the tips and the philosophies 
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or whatever you want to do from it and steal it for your next campaign because that has done nearly 

$300,000 in sales.  

 

So with that, that’s really what the program is all about. We’ve got hundreds and hundreds of 

people going through it right now that are already getting epic results. And so, I’m very excited. I 

mean, like, of all the programs and stuff I’ve done I’m probably most excited about this one, 

because I just feel like it can really have a huge impact for people.  

 

Rebecca: Wow! That’s fantastic. And if people want to connect with you, where is the best place 

for them to go? 

 

David: Yes. So you could just go to TheRiseToTheTop.com is always the best place. I have a VIP 

email list that’s free. You can sign up for that. And if you do sign up for that, then it will show you 

all the links where you can also connect with me on social media and all that kind of good stuff. 

But yeah, sign up. I send out like a kind of a quicker tip video most Mondays and I send out kind 

of a longer, slightly longer and more training video or interview on Thursdays. And we have a lot 

of fun. I’d love to have you as part of it for sure. 

 

Rebecca: OK. That sounds fantastic. Well David, thank you so much. This has been great and I 

just really appreciate you taking the time out of your busy schedule to share all of your great tips 

with my listeners. 

 

David: My pleasure, Rebecca. Thank you so much for having me. 
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