
Endless Customers
A Proven System to Build Trust, Drive Sales, and 

Become THE Market Leader
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What are you saying & 
showing online that 

others aren’t willing to 
say & show??
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I used to be a pool guy
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October 10th, 2008
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Why the 
change? 
Why now?



November 30, 2022



Endless 
Customers



Disclaimer #1:
I yell because I care. 
☺
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Disclaimer #2:
“But we’re different.”
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“The Inbound Marketing we all 
knew and loved for 20 years is 

GONE.”



What Mattered Before
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What Matters Today
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CUSTOMERS SEARCH 
ENGINES

AI
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Will AI Recommend YOU?
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So what’s the answer?
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Trust Signals



1. Verified NAP Consistency
2. Website Security (HTTPS)
3. On-Page Pricing/Fee Transparency
4. Public Review Score & Volume
5. On-Page Content Richness
6. Accuracy of Claims

7. Advanced Schema Deployment
8. Answer-Focused Semantic Structure
9. Presence of Author/Team Pages
10. Educational Content Hub

11. Case Study & Testimonial Presence
12. Content Surface Area
13. Content Freshness
14. Google Page 1
15. Brand Values
16. On-Page Contact & 'About' Depth
17. On-Page Policy & Ethics 
Transparency
18. Industry Awards & Recognition
19. Authoritative Outbound Citations

Top Trust Signals That Matter (For AI & Human Recommendations)



To become the most known and 
trusted brand in your market

(and to create more “trust” than anyone else)
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The 4 Pillars of a Known 
and Trusted Brand
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If you want to become the 
most known and trusted voice 
in your market:

1. You must be willing to say what others aren’t 

willing to say.

2. You must be willing to show what others aren’t 

willing to show.

3. You must be willing to sell in ways others aren’t 

willing to sell.

4. You must be more human than others are willing 

to be.



Pillar #1: 

Say what others are not 
willing to say online.
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The Big Five:
What do buyers really 

care about?
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(Remember, this is for text, video, and audio...not just 
text!!!)



1. Cost
2. Problems (Objections)
3. Vs/Comparisons
4. Reviews
5. Best

The Big Five:

The subjects that 
move every buying 
decision, in every 
industry.  
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COST
(pricing, rates, etc.)
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Credit: ChatGPT 4o

Marketing Sale
s

80% 20%



The 5 Levels of Cost 
& Price Content
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• Level 0: A pricing page that has only a form they can fill out. 
• Level 1: A pricing page that shows costs but gives absolutely 

no explanation. (think SaaS)
• Level 2: A pricing page that explains all the factors that affect 

cost but doesn’t give them a sense for real numbers. 
• Level 3: A robust pricing page that explains value, gives 

ranges, examples, graphics, etc.
• Level 4: A pricing video that SHOWS everything in Level 3 so 

they can SEE, clearly, what defines value.
• Level 5: A pricing estimator that gives them a range (estimate) 

as to what they might spend.
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The 5 Levels of Cost & Price Content



❑ What factors drive the price up?
❑ What factors drive the price down?
❑ What makes some companies so expensive?
❑ What makes some companies so cheap?
❑ Where do your prices fall (range)?
❑ Explain variations in industry packaging/levels/etc.
❑ Explain lifetime cost vs initial price
❑ Show historical pricing trends
❑ Show financing as part of the conversation
❑ Show examples, visually, with corresponding price ranges
❑ List pricing-related FAQs
❑ Discuss Hidden Costs
❑ Include charts, graphs, etc.
❑ Embed Pricing Videos (that also explain these things)
❑ Discuss, without bias: Is it really worth it?
❑ Finish with an estimator
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The Perfect Pricing Page



























1. Cost
2. Problems (Objections)
3. Vs/Comparisons
4. Reviews
5. Best

The Big Five:

The subjects that 
move every buying 
decision, in every 
industry.  
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Pillar #2: 

Show what others are not 
willing to show.
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82%
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-Cisco



👉 YouTube is what TV was. (2 billion users. 1 billion hours daily.)

👉 YouTube owns podcasting. (Spotify and Apple are fighting for second 
place.)

👉 YouTube dominates music. (More music is consumed on YouTube than 
on any dedicated streaming platform.)

👉 YouTube controls the Buyer's Journey. (68% of shoppers use it for 
research before making purchase decisions, and this is only going up.)

👉 YouTube is becoming the new Higher Ed. (88.52% of instructors and 
94.67% of students use YouTube in their educational activities according 
to Frontiers in Education. Eventually, it will become its own "University of 
Everything.")



The time is coming where your 
YouTube page will mean more to 
your brand than your website.

Are you ready?
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Whether you like it or not, 
you’re becoming a media 
company.

You may just not know it yet.
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Pillar #3: 

Sell in Ways Others Aren’t 
Willing to Sell
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75%

of all buyers say they’d prefer to have 
a “seller free” sales experience

(But what does “seller free” really mean?)

-Gartner



What Today’s Self-Service Buyer Wants:



















100-200 Leads Per DAY
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www.PriceGuide.AI



Pillar #4: 

Be More Human than 
Others are Willing to Be
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77% of consumers prefer to 
make purchases from a 

company whose executives 
are active online.
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-Inc.



“Influencer”
 vs 

“Key Person of Influence”



What face(s) do people 
see when they think of 

your brand?

www.marcussheridan.com



1. What percentage of leads get at least ONE 1-1 
video from your company right now?

2. What percentage of your team have been a 
subject matter expert on a company video at least 
once?

3. Is your leadership team setting the standard by 
being on camera often?

A Quick Test...



v

PLEASE FILL OUT THIS
FORM

SLIDES ANYONE?
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Will AI Recommend YOU?
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If you want to become the most known and 
trusted brand in your market:

1. You must be willing to say what others aren’t willing 

to say.

2. You must be willing to show what others aren’t willing 

to show.

3. You must be willing to sell in ways others aren’t 

willing to sell.

4. You must be more human than others are willing to 

be.



Trust Signals



1. Verified NAP Consistency
2. Website Security (HTTPS)
3. On-Page Pricing/Fee Transparency
4. Public Review Score & Volume
5. On-Page Content Richness
6. Accuracy of Claims

7. Advanced Schema Deployment
8. Answer-Focused Semantic Structure
9. Presence of Author/Team Pages
10. Educational Content Hub

11. Case Study & Testimonial Presence
12. Content Surface Area
13. Content Freshness
14. Google Page 1
15. Brand Values
16. On-Page Contact & 'About' Depth
17. On-Page Policy & Ethics 
Transparency
18. Industry Awards & Recognition
19. Authoritative Outbound Citations

Top Trust Signals That Matter (For AI & Human Recommendations)
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When He Started: 30 Million in Revenue

Today: 150 Million+
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Stop Following the 
Rules You’ve Been Given
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PLEASE FILL OUT THIS
FORM

SLIDES ANYONE?
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