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Transcript:		Jama	St	John	and	Jason	Kanigan	

Jama:  Hello, and welcome to your Strategic Business Building call.  I’m your host 
Jama St John of Strategic Virtual Solutions.  I started my business in 1996 and have 
grown it to a successful, multi-virtual assistant and Infusionsoft consulting and 
training business.  I know the challenges that online business owners face on a 
daily basis and started Strategic Business Building so you can get quick strategies 
from experts who have been there. 

The goal of these calls is to help you get strategies and tips that work.  We’re 
talking about a plan of attack that you can take action on immediately. 

Today we have Jason Kanigan.  Jason is a sales force developer who is on a 
mission to transform 100,000 people from being perceived by the public as “slimy 
trickster” who will say anything to get an order, into trusted advisors who are well 
rewarded for their expertise.  With a background in operations management and 
continuous improvement, Jason was a plant manager at 25.  When he was 26, he 
had over 150 people working for him and 6 supervisors reporting to him.  However, 
Jason discovered that he disliked day to day supervisory issues and wanted to work 
exclusively with self-motivated, driven professionals who knew in their own hearts 
why they were showing up that day.  He has worked with Inc. Top 1,000 firms as 
well as start ups and small businesses to improve the effectiveness of and save 
money on their sales and operations processes.  Jason is the only sales trainer to 
quickly scale up your business and revenue by implementing a systematic sales 
process within a week.  Today Jason is going to talk to us about positioning for 
business success and we are going to achieve this positioning through these four 
activities: 

-Finding a hungry market; 

-Developing the right price; 

-Creating marketing collateral; 

-Start having qualifying conversations. 

Thank you Jason for being here today!   
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Jason:  Sure Jama.  I appreciate the chance to share this information with your 
listeners which has never been shared before. 

Jama:  Awesome!  Well, we only have about 20 minutes, so let’s get into it!  What is 
finding a hungry market?  How do we do that? 

Jason:  This is so important because everyone is not your target market.  I work 
with a lot of business owners and start-ups and they think that everyone is going to 
be their customer and that’s just not true.  We need to find people who are in a 
certain situation – usually a bad situation that want to get out of it and that’s our 
hungry market.  Those people are ready to take action and they understand the 
value of what you bring to the table.  To find that, we want to find out essentially 
who can we help with our skill set or our tools, what we’ve got available.  We can go 
to sites like Magazines.com, we can search for forums that are discussing our topic, 
we can go to Amazon and look in the Kindle section to see if there’s books written 
about our topic, and we can also do information interviews which a lot of people are 
kind of scared to do. But it’s very easy to call up somebody who’s in the field that 
you want to get into (that niche) and ask them if they have a few minutes to talk to 
you.  Just tell them, “Hey, I’m not trying to sell you anything.  I’m interested in 
getting into this business and helping people like you and I would like to hear what’s 
going on in your world and find out how I could best be of service”.  The surprising 
thing is, lots of people will be ready to give you their time and their expertise and 
hearing from your market what they really want is so important.   

Jama:  You said everyone’s not our target market.  It’s not, really?  Why do we not 
want to market to everyone? 

Jason:  It’s so undifferentiated.  The purpose of marketing when we do advertising 
or having a sales conversation is not really to sell.  It’s to filter.  We need to filter 
those people who have a want or a need for what we have to offer from those that 
just don’t.  If we do that…the typical thing of setting up a pyramid of boxes that 
contained remote control cars and we’re at a bus stop and we take a couple out and 
start zipping them around and we are trying to get everyone at the bus stop to buy a 
remote control car, we are going to have a pretty frustrating time.  Don’t you agree?   

Jama:  Yeah!   
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Jason:  Not everybody is the target market who is standing there.  Only people who 
maybe have kids or are remote control car people – people who enjoy that kind of 
thing, they are big fans about it, they are going to jump up and say, “Oh yeah, 
what’s that?”  Then you are going to get into conversations to compare the price 
and against what they are used to.  You are going to kind of snarled up in doing a 
lot of presenting to unqualified prospects, which is a huge mistake.  This will 
produce spinning of your wheels.  If you are doing a lot of presentations to 
unqualified prospects (an equivalent of this is churning out a ton of quotations) - if 
you spend a lot of time sending quotations out and never hear back, things never 
seem to happen from these prospects.  This is a symptom that you are not focused 
in on the right target market. 

Jama: Okay and our target market is our hungry market, right?  

Jason:  Correct.   

Jama:  And then how do we know…we have figured out our target market or our 
hungry market, how do we know if what we’re offering them is what they want? 

Jason:  Exactly.  This is where a lot of business owners make the assumption that 
people want what they are providing and that’s a huge mistake.  They will go and 
create a business around that and try and create this profitable business idea on an 
unproven idea.  We need to go and ask our target market with those information 
interviews like I talked about a minute ago, “Is this something you really want or 
need?  Does it really provide a solution for you?  Does it solve a serious issue for 
you?”  Or is it kind of “Eh, that’s nice.”  We want somebody who goes, “Wow!  I wish 
we had that five years ago.  That would change our lives.”  The best of all is if you 
can get them to pay you to develop their idea and that’s very, very easy.  How do 
you do that?  Well, crowd funding is an example of that.  People do it all of the time.  
You’ve just got to shift through the paradigm in your mind, “Is this possible?”  Yes, if 
people want what you offer badly enough and you went and asked them, “Hey, what 
do you want?” and then went and made a plan to create what they wanted, of 
course they will buy in if they have the confidence that you can actually fulfill what 
you say you can do. 

Jama:  Okay, let’s just touch on information interviews again.  You mentioned this 
was your ideal client – your hungry market – that you’re interviewing?   
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Jason:  Yeah, we might have done some Amazon, forum, and magazine stuff 
research and discovered that people are indeed looking for what I offer, but in order 
to really nail it down – say they want some kind of app or something like that – what 
features does this thing need to have in order to really kick it over the top and make 
people go, “Yeah, yeah, yeah” in our hungry market when they see this thing and  
find out it exists as opposed to, “Well we got it 60 percent right”.  We want to get it 
90 percent right, 95 percent right – nobody can get it 100 percent right.  They are 
always adjusting.  Now, if we know that there’s interest in it and buzz going on 
about it, now we want to get close to that hungry market and simply ask them the 
question, “Okay, I’m thinking about doing this.  Is this a dumb idea, a good idea, do 
you have a real need for it?  And, really be honest with me.  If you think it’s a dumb 
idea, I want to know.  Don’t be afraid of hurting my feelings – It can’t.  Before I get 
into this and spend a lot of time, money, and energy trying to build this business up, 
I need to know whether I’ve got a market here or not or what you guys need out of 
it.”   

Jama:  Okay, and then that kind of brings us into the second topic which is pricing.  
I know for me when I am creating products and services, pricing is so difficult.  What 
advice do you have for our listeners on getting the pricing right?   

Jason:  Most people get pricing totally wrong.  I don’t blame them for it.  I don’t 
blame you for struggling with pricing.  Nobody’s taught you to do it the right way.  
Price is almost always too low.  So you are not in a position to make a profit.  The 
methods people use to develop their price are total fiction.  They are a complete 
work of fiction and yet because other people are using them and we do a Google 
search and somebody’s written an article about it and we follow that, we just blindly 
follow it along.  For example, the hourly rate model – I’m going to look at what’s my 
competition doing so I do a Google search and say I’m getting into graphic design.  I 
find out there’s quite a range.  I find out there’s an $18 graphic designer around 
who’s new or maybe not very confident of themselves.  I find there’s a $30 one and I 
find there’s one at the very top end at $65.  What should I choose as my price?  If I 
take these as indicators, I might…well I’m new, so I might choose $25 an hour.  I 
don’t want to go too high.  And I guarantee you at that rate; you will be losing money 
in your business.  How do you think they figured out their prices?   

Jama:  They did the same thing. 
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Jason:  Exactly, it’s just fiction.  Another thing that people do is figure out an hourly 
rate based on how much they want to make to cover their bills.  So they take that 
amount – say its $3,000 or something – and they divide that by 40 hour a week 
times 40 weeks, so divide it by 120 and they come up with a number.  I don’t care 
what that number is, first of all it’s not enough.  It will never be enough - never.  So 
what will happen is you will never work 40 hours a week in your own business.  I’m 
talking about billable hours here.  I’m not talking about time spent doing sales and 
marketing promotion, fulfillment and all of that.  For fulfillment time, you will never 
have 40 hours a week unless you are one in a million. 

Jama:  Yeah, I’m lucky to get 4 billable hours a day. 

Jason:  Exactly and so right there you’ve lost.  See what I’m saying?  You will never 
get to that amount that you need to just pay your bills.  What about unexpected 
expenses?  What about taxes?  What about profit?  These things are not built into 
your equation, they don’t exist.  So you scrape along every month.  Maybe you get 
lucky and you get a good customer one month and so you are able to meet your 
goal, but most months you are below the target you need to hit your bills.  So what 
happens is that you end up dipping into your savings or your credit.  How many 
months can that go on before it’s no longer sustainable at all and you give in and 
say, “That’s it.  I need to go back to work for somebody else.  I tried.” 

Jama:  So, how can our listeners develop a price that leads them to success? 

Jason:  Right.  The smart way of doing this and I’ve laid this out in one of the 
bonuses I am giving to your listeners, so they don’t have to write it all down – they 
can read about it in my book and I go through all of the broken methods as well for 
developing price that we just discussed in detail so that if they didn’t get it this time 
around they can read it or listen to the podcast again.  Yes, they should!  We need 
to build in all of those elements into our price.  We need to calculate it in from the 
beginning.  Yes, we do need to pay our bills so we put that into our total.  However, 
we also need a safety fund.  We need an emergency fund of maybe twice the 
amount of your total monthly bills.  Right away, as soon as we can get that, so we 
need to build that in to our pricing so that we have that in at least two or three 
month’s tops in starting our business.  We need to build in taxes.  I need to make 
sure that is paid for, not “Well, we’ll take care of it.”  No, we are going to build that 
right in and most importantly, we are going to build in profit.  Profit is not some 
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material thing that maybe we’ll get in the end if we are lucky, but that’s how most 
people approach it Jama, right? 

Jama:  Yeah. 

Jason:  That’s the way most people approach it.  Like, phantom profit, you know “I’ll 
get there eventually.”  No, you won’t.  Built it in.  Put it right in.  So when you see 
this total income that you need every month and you look at that, it’s going to scare 
you a little bit because that number is going to be 2, 3 times, maybe more than what 
you thought you needed.  That’s a great wake up call.  And then we need to realize, 
especially at the start of our business, most of our time is going to be spent doing 
prospecting, sorting, sales and marketing activities, not fulfillment.  We are not 
going to bill 40 hours a week.  What you find for competent prospectors who are 
really going out there and building their business – at the start you need to spend 70 
percent of your time prospecting at least.  And when people spend 5 percent of their 
time, it’s no shock as to why their business does terribly.  What that does is it leaves 
you maybe a week out of the month, maybe 6 days out of the month to actually do 
fulfillment.  So, you need to take that total amount that you need to earn for regular 
expenses, unexpected expenses, your emergency fund, taxes, and profits all added 
up together and divide that by those 6 days.  You need to earn that month each day 
that you are working.  The benefit of it is it completely disconnects the time that it 
takes you to do what you’re doing from the amount that you’re earning, which is the 
way it should be.   You should not get paid for putting your time in as a consultant.  
It doesn’t make any sense and we can get into that later.  You will get ripped off if 
you do that.  You need to get paid based on the value of the results that you 
generate.  So, doing this really elevates you.  Anyway, I know you have a question. 

Jama:  Yes.  The numbers that you gave our listeners, they are probably like, 
“Wow!  I never thought about this.  Seventy percent of my time out prospecting and 
not actually sitting and doing the work.”  We’ve got just a few minutes left so I want 
to make sure that we touch on the marketing collateral part and the qualifying 
conversations.  You had said there is more information in the bonuses that you are 
giving on that.  Tell us about the marketing collateral and how that’s going to 
differentiate our listeners from their peers? 

Jason:  This comes directly out of price.  Now, what you’ll do with the right price is 
that you will position yourself and you will screen out automatically the wrong kind of 
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people.  The people who cannot afford you should not be working with you because 
they will see your price and go, “Oh, I can’t afford that.  Or that’s so expensive.”  
That’s fine, that’s fine.  I am happy to hear that.  There are lots of people out there 
who have way more money and say “Wow, that’s cheap.”  It’s all a matter of 
perspective, but you have to give the prospect the confidence that you’re worth that 
money and so we do this through the marketing collateral.  Now marketing 
collateral…the beauty of this is that it’s all positioning.  It’s generally cheap or free 
to create, but it launches you far ahead of your competitors.  So, we are talking 
about Amazon Kindle books.  We are talking about pfds, audio files, interview like 
this one, videos, where are speaking directly to our hungry market about the 
specific problems that they’ve told us their having.  Do you see you that positions 
you as expert? 

Jama:  Yes, so when you talk about marketing collateral, you’re talking about the 
podcast, interviews, your pdfs, Kindle books, blog posts, info graphics.  You are not 
talking about business card and brochures that type of thing. 

Jason:  If they are done well they can be marketing collateral.  Joel Bauer has an 
amazing business card.  It has like a pop up thing and a lot of people hate it and a 
lot of people love it and that’s great.  I want things that polarize my market into ‘I 
hate you” or “I love it” because you are going to have people who hate you anyway 
and the people who love you are the ones who are going to be your best clients.  
They are going to come back to you again and again because they see the value.  
So, going to create this stuff is not difficult.  You go to your hungry market and you 
ask them what do they want and then you speak to that in these various media and 
you put that all up on your website and you don’t need a lot.  You don’t need a lot.  I 
was just talking with you before the show about this…I had a writer that I am 
working with who had just tried to be a writer with no positioning whatsoever and he 
was making a terrible amount per article and nobody wanted to hire him because he 
wasn’t in front of a hungry market and so we spent a couple of days of talking about 
it and he came up with the organic food market which just runs together a whole 
bunch of things for him, like GMO politics and weight loss of which he has a lot of 
personal experience and then the healthy eating.  There’s a built in market there, 
isn’t there?  The people who are interested in this stuff read, they read labels; they 
want to know what’s inside there so they will happily read an article.  So, I’ve got 
him to put a blog up and start positioning himself and within a week, within one 
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week, he was getting on radio shows and podcasts like this one as a weight loss 
expert.   

Jama:  Awesome! 

Jason:  Because he was.  You have to legitimately have the expertise to help 
people in your field.  There’s no fakery here and I stand for solid business 
fundamentals.  You’ve got to have that stuff before you go out there and try and do 
any of this other thing or else it will just fall down, but if you really do have the 
expertise, you need to get that expertise out there in front of your target market and 
show them, with very simple methods, quick conversations like this how you can 
change their world in a way that’s meaningful to them. 

Jama:  Yeah, and is that the start of having those qualifying conversations? 

Jason:  Right and if somebody comes to your site in the middle of the night and 
you’re asleep, you are able to have a conversation with you and you don’t even 
have to be there.  You will enter the conversation that’s going on in their mind, 
which is great copyrighting, with this targeted marketing collateral and they will say, 
“Wow, nobody else did that.”  I am working with an SEO provider (search engine 
optimization provider) who is the best for the New York area and he’s going to be 
positioning himself with this stuff so that when great potential prospects, and these 
are people who are spending tens of thousands of dollars a month on these kind of 
services combined, he’s going to stand out.  No other SEO provider is going to do 
anything like this.  So when the time comes and we wants to charge $30,000 a 
month instead of $10,000 they’re going to go, “Yeah, that’s fine.  We get it.” 

Jama:  So, when a prospect comes to us, do we just start selling to them right 
away? 

Jason:  Well, and this goes back to the hungry market thing again, if you’re 
presenting to unqualified prospects, you are in for a whole lot of what you perceive 
as rejection.  It’s going to hurt because you are going to try and make somebody do 
something who doesn’t want to.  So, what we ought to do is filter.  Qualify first and 
sell later.  Make sure that the person you are talking to is a member of your hungry 
market. 
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Jama:  And what’s the important of qualifying?  I mean shouldn’t anybody want to 
buy from us?   

Jason:  Well, again we’ve talked about his earlier.  Why would they want to buy?  I 
mean if I’m at that bus stop with that remote control salespeople there with the 
remote control cars and I am just not interested in remote control cars and I think 
they are stupid or kids toys and I don’t have kids, or have relatives who are kids, my 
response is going to be “Get out of here.  That thing’s annoying.  It makes an 
annoying sound.  I don’t want anything to do with it.”   

Jama:  So, Jason we’ve got like 30 seconds left.  What would be one strategy you 
want our listeners to take away from this call? 

Jason:  Go speak to the hungry market.  Go speak to the market.  Don’t assume 
that you know what they want.  Don’t assume you know what’s best.  Go ask them.  
It is so much easier to develop a group of people who are in the market that you 
want to be who get used to talking to you and giving you feedback.  This isn’t a one 
time thing either. Keep going back to them.  Keep adjusting.  Keep expanding the 
range of solutions you are able to offer to them. 

Jama:  Awesome.  Thank you so much.  You have got a couple of bonuses for our 
listeners so can you just give us a quick recap of what those are? 

Jason:  Sure.  One is called Get It Right the First Time.  This is an advance copy of 
a book I’ll be releasing on Kindle and it talks about the importance of pricing.  A lot 
of the stuff we’ve discussed in this podcast.  The second one is called The Small 
Business Sales Effectiveness Report.  That’s been on Kindle for awhile and it shows 
you the importance of qualifying and also why something that we do as human 
beings works against you in selling and everybody does this.  Once you know what 
this is and you stop doing it, your sales will increase and the ease of making them 
will improve. 

Jama:  So, now we are all sitting on the edge of our seats going, “What is that?!”   

Jason:  Well, it’s for free and you can go download it right here.   

Jama:  So, to get the report and to get the pricing Kindle book you can go to 
www.strategicbusinessbuilding.com/jasonkanigan.  There will be links to the Small 
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Business Sales Effectiveness Report and a link to Get it Right the First Time Kindle 
book as well as the transcript of our call today.  Thank you Jason for being on.  This 
has been awesome information and I am going to go and get the report now so that 
I can get off the edge of my seat. 

Jason:  Thank you. 
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