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“My One Single Request Is…” 
“We’re in the business of coming up with, and publishing, good ideas. 

That IS our business.” 

His statement immediately struck me as profound. I didn’t know why at 
the time. But, his four second summation of how Agora became the largest 
newsletter publisher on the planet — to the tune of half a billion dollars a 
year in revenue today — became one of the most impactful marketing 
lessons I would learn from Mark Ford.  

It shaped everything I attempted to do going forward. And everything I 
would later do with the launch of MFA. 

 That was almost eight years ago.  

This past week, sitting in 
Mark’s personal and private cigar 
lounge, tucked away in a little 
corner of Downtown Delray 
Beach, … surrounded by walls 
covered in close to a million 
dollars of art work… seated 
alongside of my dear friend, Rich 
Schefren,… we, once again, 
discussed the concept of being “in 
the business of coming up with 
good ideas”. 

And, of course, I walked away with yet another level of clarity.  

See: Despite being categorized as an “info publisher”, we don’t really 
publish information. At least, my aim has never been for MFA to simply 
publish information. 
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Fact is: Information is plentiful. It’s all over the place. And there’s 
certainly no shortage of purveyors in our market. 

Information has little perceived value. It’s available in greater quantity 
than ever. And it’s readily available for free.  

No. Information is not what we publish.  

Instead, we publish and provide advice. We advise. We share our hard-
earned wisdom. And we do it by providing specific marketing and business 
recommendations and direction based on MFA’s unique perspective, 
strong opinions, and… fresh ideas. 

See: My vision for MFA has never been to simply share ordinary 
marketing and business-building tips. Nor has it been to take average, 
conventional marketing methods and simply try to share them in a better, 
more compelling, more interesting way.  

Personally, I could never fathom why someone would want to attempt 
to be yet another peddler of a product, service, or idea that is already being 
provided to a marketplace. Before I did that — provide rehashed ideas and 
goods — I would quietly close up shop and ride off into the sunset.   

No. MFA was and is set-up to be a thought-leader in the marketplace. 
And our continued growth and wide marketplace recognition stems from 
the value our tribe places on our thinking, distilling, and conveying of our 
unique methods, opinions, and ideas.  

And this aim — unique, fresh, compelling ideas at the foundation of 
everything we do — goes for both our editorial content (i.e. essays and 
products) as well as our marketing promotions (i.e. funnels, webinars, etc). 

At least that’s the goal.  

This is why I continue to push our team to think more and think more 
deeply about the needs of the marketplace. And, to push ourselves to 
constantly improve the quality of the ideas we develop. Especially from a 
promotional perspective. 

Because, at the root of every marketing funnel is an idea. It exists before 
the tactical funnel stuff gets planned. It even exists before the strategic 
stuff is thought about. 
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Every funnel begins with an idea. Whether the marketer realizes it or 
not. Whether they think about it or not. Whether they work on it or not. 
There’s an idea there they’re presenting to the marketplace.  

That idea could be ordinary, average, plain vanilla, Or, that idea could 
be new, fresh, different, intellectually interesting, and emotionally 
compelling. 

Regardless, the quality of that idea determines the level of attention and 
engagement that funnel garners.  

The better the idea, the better the response. 

That’s why I teach our coaching students this “new” order of importance 
of direct response elements: 

1. List 
2. Idea 
3. Offer 
4. Copy 

Second to just the List — who you’re speaking to — the quality of your 
marketing idea is more important than the offer, the copy, the funnel 
strategy and tactics, and, certainly, any of the new whiz bang marketing 
technology or shiny marketing tricks. 

And that is why I always begin every discussion about a possible new 
marketing funnel, with one single request: 

“Tell me the idea.” 

Before the offer is discussed. Before a headline is written. Before any 
other piece or element of the marketing funnel is brainstormed… tell me 
the idea.  

And tell me how it’s different… how it’s unique… how it’s fresh… how 
it’s timely… how it’s intellectually interesting… how it’s emotionally 
charged… and why it’s something you’re excited about and believe the 
marketplace will be as well.    

Because those are the kind of ideas that get noticed. The kind of ideas 
that grab attention. The kind of ideas that generate response. 
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Those are the kind of ideas that have built MFA. And the kind of ideas 
that will continue to build MFA.  

As I said earlier, this applies to both editorial and promotional content. 

For our essays and blog content we will continue to look for new, 
unique, fresh ways of helping our tribe achieve their goals. And we’ll avoid 
publishing content that is tired, unoriginal, and old-hat.   

To be seen as different, we need to provide content and ideas that are 
different. And to be viewed as more valuable, we need to provide ideas and 
content that is more valuable.  

That is… advice, not simply more information. 

For our marketing funnels we will continue to look for new, fresh, and 
unique hooks that are both intellectually interesting and emotionally 
compelling. 

We will not, and should not, ever settle for ordinary, average ideas.  Not 
in anything we do.  Because that would be the equivalent of us settling for 
being in the business of the ordinary. 

No! That is not us. That is not MFA.  

Ordinary is not what we do.  

What we do is the extraordinary. 

And it starts with extraordinary ideas. 

Remember: 

“We’re in the business of coming up with, and publishing, good ideas. 
That IS our business.” 

 

“All new ideas, fashions, businesses, and trends begin on the edges… 
This is where innovations take place.” - Bill Bonner
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