
 

Episode 1,571: Can You Avoid Being a "Wage Slave"? 

Guest: Aidan Booth 

WOODS: All right, I'm having you back for a couple reasons . First of all, I want to check in. I 
said, we'd check in with you at the beginning of 2020. I want to see what you're up to. You 
always have something interesting going on, particularly at the beginning of the year. You've 
got some new approach to online business, stuff like that.  

But also there was a discussion thread and my notorious private Facebook group, where you 
know, people kind of know what my shtick is about working for yourself and working over the 
internet and stuff like that. And I've never said that that's the way everybody should live. It's 
not the right path for some people, I suppose, but doggone it, if it's the path for you, it really, 
really has a lot to recommend it.  

So somebody in that group, I'm happy to say, had the stones to stand up to the old man here 
and say: now, hold on just a cotton picking minute here, Woods. I think in a lot of ways it's 
vastly preferable to have a traditional job because of the security and all this and that, and I 
just don't particularly fancy trying to build up what you have. I mean, he didn't put it quite 
that way, but it was something like that. And I respect that. And as I say, I'm glad that people 
don't feel like they have to just fanboy me in my private group. But what ensued from that 
was a fruitful discussion about this sort of thing. And then somebody else in the group did a 
poll asking: let's suppose you had this offer, you could have this job with this salary and this 
and that, or you could go off on your own and create your own thing. What would you do? 
Well, everybody picks obviously the bird in the hand.  

But what I said was, you're missing a third option, which is you don't necessarily have to not 
take a job. You can have a job, and then in your spare time, build up your exit strategy, or at 
least build up something that you can have on the side, because how could that hurt? So I was 
trying to say you can have the best of both worlds even if you don't feel like you're the sort of 
person who wants to jump in with both feet. I’m with the jump-in-with-both-feet people, but 
I was trying to say this is the sort of thing that everybody should at least look into, because 
for security, to have something. So, all right, obviously I know where you come down on this, 
but what's your reasoning? 

BOOTH: So my reason for this really is it comes down to having freedom, geographic freedom 
to move around. My wife is from Argentina. My family's in New Zealand. We've got kids. We 
like to travel between the two places. But when I started out building my online business, I 
was doing it on the side, very much as sort of a side gig almost. I was working a day job at the 
time, and this was back in 2005, '06, around then. And it was before the credit crunch of 
2008. But as I was in my little cubicle, I remember someone who had been working there for 
20 years, she got laid off, and I'd only been in the company three or four months. And I vividly 
remember her being in tears in the office, and she couldn't believe it because she thought she 
had job security. Here I was this new kid in the office, and I'd only been there three months, 
but they laid her off because she had a higher salary, because she'd been there a long time.  

So I don't really buy into the whole job security thing necessarily, although I completely 
understand it. So that was, I guess a big lesson to me, in that even when you feel like you've 



got job security, if you're working for someone else, you don't really control your own destiny, 
in my opinion at least anyway. That was one of the early lessons. But ultimately, for me, it 
was about freedom, freedom to control my own path.  

WOODS: Well, I think some of my folks know that I went through a period where I really was a 
workaholic.  I wasn't sure that such a thing existed. I was that guy. It was just constant. And 
the thing with me was I didn't have an end to the day, an official end to the day. There was no 
five o'clock for me. There's nowhere I'm going to punch out or anything like that. So for most 
people, that's okay, because they enjoy leisure time enough that the fact that it turns five 
o'clock, that's enough for them to go do it. But with me, I just had such high expectations of 
myself, and I was always driving myself to just do more and more and more and more, that I 
just made myself crazy. And I kind of burned myself out.  

But it was to the point where if I would go on vacation, and if I would enjoy some of the 
geographical mobility you're talking about, I would resent every minute of it. Like, I should 
doing something productive. And I would hate all these people in their stupid Hawaiian shirts, 
and I would think they were frivolous. I mean, I was such a jerk. I just must have been 
insufferable to deal with. Whereas now, I'm the exact opposite. Like you can barely get me to 
do anything [laughing]. I'm the exact opposite, because now I feel like I want to cash in on all 
those years of absolute misery. So I've been doing an intense amount of traveling, but I'm able 
to take what I do along with me. I'm able to continue to do my email stuff and all the stuff 
that keeps the various income streams running over here and do them anywhere in the world. 
I just couldn't imagine operating any other way.  

Or one of my best friends is a fellow named Michael Malice, and he's not quite like me, but he 
still more or less works for himself. So when I visit him in New York, I don't say, "Hey, Michael, 
when do you get off work? Let's go have a drink." What? There's no "when do I get off work?" 
When do you want to go for a drink? If he wants to go at two in the afternoon, we just go. And 
it's like, I remember what it was like to have a fixed time that I'd go in, a time I'd leave. And 
yeah, there was a lot of security with that. But oh, gosh, is it more doing this [laughing]. 

BOOTH: Yeah, I feel like it's a sense of security, and I totally get what you're saying, as well, 
like working long hours. I sometimes work long hours nowadays when I'm doing a big new 
project or something, but at least I'm working for myself and I know that's an investment 
that's going to off pay for me, not someone else if I was working for someone else's company. 

WOODS: Now, I've often told people something they kind of already know. I mean, I hate to 
tell people things they already know, like I don't want to tell people they should go exercise. 
Like, they all know that, right? Or if I say, hey, you should probably have some kind of side 
hustle, everybody knows that.  

But the way some people go about side hustles is a lot of people have gone into the gig 
economy. And I've done episodes of this podcast, for example, on Uber, simply because it's an 
interesting free market phenomena. I mean, basically, it's just people with their own cars 
driving around and taking other willing people to their destinations. I mean, it's a neat little 
kind of spontaneous thing that disrupted the standard way of doing things. And I find that kind 
of interesting and exciting. And so this gig economy developed with Uber is sort of the iconic 
example of the gig economy. So it is a thing that a lot of people do on the side, because 
almost everybody has a car. I mean, that's the kind of thing you can just jump into right away. 
You have a driver's license and a car, and you can go ahead and do it. And there are other 
aspects of the gig economy, as well, that people can just jump into. And they make money 
with it. I mean, it helps them to make ends meet. But then I saw a little presentation you did, 
where you were kind of poking holes in this approach and suggesting something else. And I 
want to hear that. 



BOOTH: Yeah, so I think a lot of the gig economy, it's attractive because it's easy to dive into, 
but when you really crunch down the numbers, I mean, some people are lucky to net 10 bucks 
an hour after they've removed a lot of their expenses. Like for Uber, you'll have things like 
gas, maintenance, depreciation, all kinds of things, and it's really not that rosy when you sort 
of crunch the numbers. And then the sort of online equivalent would be trading your hours for 
dollars, so freelancing, and there's lots of those websites out there. Freelancer, Fiverr is 
another one. This is where you can say, hey, I'll write a description for your book for you, or 
I'll take a photo of my dog playing in the park, and you can use that in your advertising. And 
that's the gig economy, that's freelancing. But you sort of tend to fall into the same trap with 
those kind of things. So I think you have to be a little bit careful when you're looking at them, 
because oftentimes, what you want to achieve, all you end up doing is putting some more 
little handcuffs on yourself and you're just trading your hours for dollars at probably a much, 
much, much lower rate than you would want to. 

WOODS: I've been mentioning on the show, simply because they're a sponsor, a site where 
people can learn skills, and they can learn very specific skills in a very short amount of time. 
And these are skills that some of them are just for personal enrichment, but others you can 
turn around and sell them and offer them as services to people, and it's not So difficult to do 
that these days precisely because you have freelancer sites. But what's funny is if you look 
around on a site like Fiverr, the things, the services people sell on that thing, it's not just 
things like I'll do a voiceover for you or I'll help do this or that thing. It's things like, I'll dress 
up like a pirate and convey your message to your friend. It's things like that. Or I had one 
where — because I did this one year in the family. I was sending Merry Christmas messages to 
the family, and I was doing it through Fiverr. So I had somebody riding around on a unicycle 
with a sign saying "Merry Christmas." I mean, why was I doing that? Because I just couldn't 
stop doing it. So there were people who made a little bit of extra income, even if they didn't 
have a skill, just doing something preposterous. I mean, to me, it's an exciting time to be 
alive, basically. 

BOOTH: Yeah, you can have a lot of fun by browsing some of those jobs. I saw one with a very 
young kid, actually. I don't know if maybe this is legal in some cases, but he was obviously 
making money on Fiverr. And what he was doing was he was riding on a surfboard. I think he 
was in the Philippines. And this was I think like an eight-year-old kid, seven-year-old kid. And 
he would have a Happy Birthday sign he was holding up while he was riding a little wave on 
his little surfboard, and he was doing that and making five bucks a gig. So yeah, a lot of 
interesting stuff out there. 

WOODS: Yeah, not bad. Now, obviously having you on, I mean, you been kind of known for the 
e-commerce area things. I mean, you've done a lot of stuff, and I know you do affiliate stuff. 
You do a lot of stuff I do. But e-commerce is where you kind of built your reputation as being 
a — I hate that word guru, but you know what I mean. You're a name that would come up if 
people talk about e-commerce. And some of my folks have worked with you before, and then 
you had one of these — every once in a while, you and your business partner have a big 
mastermind meeting with like the top people who are working with you. And I know a couple 
of my folks made it to that meeting, and so I was really proud. I mean, they know way more 
about this stuff even than I do at this point.  

By the way, that business partner of yours, by the way, I'm happy to say when I had lunch with 
him in Chicago a few months ago, gave me some restaurant recommendations for while I was 
going to be in England. And let me just say, if you're going to England, I love you people in 
England, but you need restaurant recommendations. Like you've got to find the three good 
restaurants. Oh my gosh, the reputation — I had so much fun in London, but my gosh, what 



they say about the cuisine is so true [laughing]. And I was able to get some decent meals 
thanks to him and his advice. 

BOOTH: Yeah, Steve's definitely a bit of a foodie. He knows all the good places to go.  

WOODS: Yeah. Yeah, yeah, so that was very much appreciated. But anyway, I want to talk 
about that, because that's — let me say about an episode of my podcast I did a couple years 
ago. I brought on maybe — how many was it? Four people. I had four people. I thought that 
was about as many as I could fit on one 30-minute episode. I had four people on who had 
thriving e-commerce businesses. And by coincidence, they all learned from you. So I had them 
all on, and they're all telling me, well, I've earned this much money, and I just had a newborn 
baby, and while the baby's sleeping, I do this and whatever. And they were all really happy 
about it and excited. 

But the one thing they all had in common, and I didn't even ask because I knew they didn't 
want to answer, not one of them would tell me what niche they were in. And of course the 
reason for that, if you're in a good e-commerce niche and you're making money hand over fist, 
you do not want people to saturate that niche. So you don't tell anybody. Because a lot of 
people think, oh, I'll ask him about his store so I can go shop there. You don't want to tell 
people about your store. That's the weird thing about some e-commerce. You don't even want 
to tell people about your store. So that kind of made me wonder, though, because it made me 
think, if you do happen upon a really good niche for your store — whether it's tennis or Star 
Trek merchandise or, I don't know, whatever it might be — then you could really be set. I 
mean, these people were doing absolutely really great. But if you couldn't come up with just 
the right niche, maybe you would flounder a while. So what do you tell people? What are you 
doing these days that can shed light on that? 

BOOTH: Yeah, so we've kind of come full circle with that. We used to be all about being the 
specialist, getting a niche store, and very much true what you're saying, is that if you found 
one that worked, and that was quite a big if, then you'd be very protective of it, and you 
wouldn't want other people going and copying what you're doing. But we don't even worry 
about that nowadays. I mean, we build mega stores that sell everything under the sun. The 
same store could sell candles and calendars and cat food and calculators, and it would be 
absolutely normal for it to do that. And I think this is becoming more of a trend online. It's 
certainly becoming a trend offline.  

Like recently I was in Japan, and while we were there, we went to a very, very famous 
Japanese superstore, offline superstore. And they sell everything under the sun, and they're a 
billion-dollar operation. And basically what they do is they fill up their store with everything 
under the sun, and then they have a look at what sells, and it's kind of like a filter. So they 
keep the best products that sell, and the ones that don't sell sort of drop out the bottom. And 
eventually, over time, they have all of these hot-selling products in their store. Now, that's an 
offline store, but we can basically do the same thing online, and that's really what we're 
focusing on nowadays.  

Now, you still need demand, but there's lots of different ways you can find out what demand 
is. You still need margin, and it's easy to know what your margin is going to be as well for the 
most part. But it's far easier to build a big income, in my opinion, in the world of e-commerce 
when you're not limited to a single niche. Like how many Star Trek memorabilia products are 
there? I don't know, maybe there's 20. Maybe there's 50, but even that's a small number. So I 
think it's better to build mega stores in the world of e-commerce, and you avoid that whole 
niche dilemma altogether. 



WOODS: All right, well, that actually makes me feel better, because I'd wondered about that, 
because it did seem kind of almost, I wouldn't say like luck, but there were some people who 
did just — they just happened to come upon something that just clicked and worked. So yeah, 
okay, so I do like that model.  

And then another thing that I've seen e-commerce — I mean, I see so many Facebook ads in 
my feed, where I know exactly what they're doing. They have a Shopify store, and they're 
testing out some ads, and they know what my preferences are, and they're pitching to me. 
And I know that because I've run ads like that too. And sometimes you can tell this Facebook 
ad is doing really well. How do I know that? Because they're running it and it's still running 
three months late. Some of the comments are three months old. They've been running it for 
three months. It has a lot of likes and shares, a lot of comments. Probably that one's doing 
really well. And you can do very well with Facebook ads. I've done very, very well with 
Facebook ads. I generally don't lose money on them. I generally do pretty well with them. But 
they, too, depending — especially if you got a whole bunch of products, you've got to come up 
with just the right ad for each one and just the right demographic and your target audience 
and stuff. That sometimes can be a tough nut to crack. Maybe you have a perfect ad for one 
thing and you struggle with another and you don't know, is it the ad? Is it the product? What's 
the problem? So I don't know if people will still — I mean, I know e-commerce people are 
using Facebook ads because I see them all the time. Do you use Facebook ads? 

BOOTH: We do, but I certainly wouldn't recommend someone who's getting started start using 
them. And the reason for that is it's true, you do have to kind of have all your ducks in a row, 
so you need to find a target audience, and this, that, and the other. But the thing that I think 
makes it even tougher than all of that is with Facebook ads, you don't know how much you're 
going to pay per click. So the way Facebook works is you say, hey, look, Facebook, I've got a 
budget of $10 per day, and I want to find people that are interested in Star Trek, and I want 
them to come to my website. Now, what Facebook will then do is they will send you traffic, 
but you don't know if you're going to be paying one cent for each visitor that comes or $10 for 
each visitor. So that makes it a bit of a lottery. You don't know how much your traffic is going 
to cost you.  

Whereas other platforms, shopping platforms — Google Shopping is one. There are lots of 
them out there. But they are things you can go to and you can say, hey, look, my budget is 15 
cents per click. I'm willing to spend 15 cents to get this visitor. With some simple math, you 
can figure out what your breakeven point is, when you're going to make a profit. And you just 
say to these shopping platforms, hey, I'm willing to spend 15 cents. And what will happen is 
they will either send you a click for 15 cents, or they won't send you anything at all. And if 
they don't send you anything, it's because your bid wasn't high enough. You weren't willing to 
spend over 15 cents. So with some pretty standard conversion rate knowledge, like 3% is one 
that we use — we know that 3 out of every 100 visitors is going to buy something — with some 
pretty standard data from Google Trends or Google AdWord tool that'll tell you how many 
people you can get visiting your website through Google Shopping, you can very quickly build 
out a simple little forecast, that'll tell you, look, if you're paying 15 cents per click, this 
product is going to make you $700 profit a month. So I definitely would not recommend 
anyone gets into Facebook ads if you're new, because it's very easy to lose money. Still can be 
a great platform, but it's not the easiest one to start on, that's for sure. 

WOODS: Okay, all right, well, that's also interesting to hear. I mean, I hear both sides of the 
Facebook ad thing. As I say, it's worked pretty well for me, but I can see it being, in some 
cases, kind of a tough nut to crack. Now, how about — 

BOOTH: J Just one other thing, if you don't mind.  



WOODS: Yeah. 

BOOTH: Just one of the things about Facebook is, I don't know if you've seen this, but a 
common thing — Facebook, especially since the whole Cambridge Analytica thing came out, 
privacy concerns, Facebook will not hesitate in shutting down an ad account. If one of their 
robots even remotely suspects that you could be doing something that infringes on their 
regulations, then they'll just shut your whole account down. And I've seen people who do 
$100,000 a month kind of thing and are spending huge amounts of money on Facebook one 
day, the next day they wake up and their account is gone, and there's no way to appeal that. I 
mean, there's no real way to get it back when that happens. It's a lottery act. 

WOODS: Yeah, it's very hard. At the very least, it's very difficult and in some cases completely 
impossible.  

BOOTH: Yeah.  

WOODS: I've told the story — I told it last time. I won't repeat it about how my ad account got 
shut down the exact day I was having my five-year anniversary sale. I mean, that exact day 
[laughing]. You've got to be kidding me. But on the other hand, it gave me some great email 
subject lines for the future. "The day Zuckerberg screwed me," like stuff like that. People 
opened those emails. 

BOOTH: You found the silver lining on that one. 

WOODS: I did. You know, that's Woods. The glass is half full over here. I had a guest on a 
while ago — I mean, he's really, really successful, Ryan Daniel Moran, and he's been very 
successful using Amazon. And I do know a lot of people who've been very successful. And I 
guess I don't know, if they're — there are a lot of different models you can use on Amazon, not 
so much as affiliate stuff on Amazon, because you're not going to earn that much money as an 
affiliate on Amazon because the margins just aren't big enough for them to give big 
commissions to you. But people either sell their own stuff, or they get supplies of stuff 
through various suppliers and they put them up on Amazon. There are probably pros and cons 
with Amazon, and I know you've used it before. I mean again, I'm kind of looking at what are 
best practices today. Is Amazon a source that you use? 

BOOTH: Well, we have quite a large business selling physical products on Amazon. It's a 
multimillion-dollar business. So as a platform, Amazon is great because it's got this buyer 
traffic. And that's another difference to Facebook. Facebook traffic is interruption-driven. 
You're browsing your newsfeed and up pops an ad. With Amazon, if someone's shopping on 
Amazon, they've gone there because they're looking to buy something. So the traffic is very 
different, and it's very, very good traffic. But you're still not in control of your own destiny, 
because Amazon,  they can also be quite ruthless with account suspensions and things like 
that. But yeah, I think Amazon is great. Like I said, we've got a big business on Amazon.  

I think the downside for someone getting started selling on Amazon is you probably will need 
to put down — you'll have to send them a decent amount of inventory to Amazon. What a lot 
of people don't know is that, by the time when you actually sell an item on Amazon, you're 
going to be giving Amazon 30% or even upwards of 30% of the sale price and different fees and 
costs that they they've got. So if you're selling something for 10 bucks, you're going to be 
giving Amazon 3 bucks on each sale, and that greatly reduces your margin. But I think the big 
one for most people starting out is probably inventory, having to buy a couple of thousand 
dollars’ worth of inventory. And saying that, if you don't mind buying a lot of inventory and if 
you're happy to go down that path of  branding and creating your own product, which is not 



really for the fainthearted, then Amazon can be fantastic. We use Amazon in a huge way, but 
it doesn't come without its downsides. 

WOODS: I have never recommended to my folks, almost all of whom are beginners, anything 
that involves buying inventory up front, because it's just, especially when you're brand new, I 
just don't see the point of risking that when you don't have to, when there are other 
approaches you can take. Now, the other thing is a lot of these e-commerce stores are 
powered by basically goods from China. And you and I know there are a couple of major 
sources people who have e-commerce stores go to, to source the products that they're 
offering.  

BOOTH: Sure. 

WOODS: And the trouble there can be it's shipping from China. That's going to take — you're 
not going to get that in 24 hours. So you've got that, and then where the heck is the thing, 
and not to mention — I mean, it looks like the trade stuff may have died down for now, but 
you never know what could happen with the US government and China. But yet you feel like if 
I don't use China, then I won't be able to be competitive because they have the cheapest 
products. So what do you do? 

BOOTH: Right, so I'll be the first to say that China can be a great source of products, and I've 
actually got an office in China, and we do source many, many, many thousands of units from 
China every single year. But everything you mentioned, I mean, it's a reality. Shipping delays. 
If someone's buying something online, they are used to Amazon Prime, get-it-the-next-day 
kind of thing. And especially for a beginner, we would recommend that you source from within 
the United States, but don't look at buying all that inventory up front.  

Instead, look for distributors who are willing to sell you an inventory item after you've already 
made a sale. So you might have a cheese grater listed on your website for sale. You sell it. 
After you've made the sale, you say to the distributor, hey, seen this cheese grater to Tom, 
and away you go. So that way, you can get something delivered within a couple of days. You 
don't need to buy the inventory up front. And you don't have to worry about is there a trade 
war, what are the tariffs going to be, are there going to be three weeks of shipping delays. Or 
in our case, recently we had a container load, a whole container load of inventory, stuck off 
the coast of California, and it didn't make it in in time for the December sales surge. So we 
had a lot of inventory which could have been sold just stuck out there and sea. So these 
things happen when you're shipping in like this, but if you can source products locally, firstly, 
you're supporting local industry, which is always good, but secondly, you can avoid many, 
many, many headaches. 

WOODS: Well, one of my daughters ordered from, what now you can clearly see is not a 
reputable online store where she didn't know any better, a small game system as a surprise 
gift for one of her sisters. But by the time this thing arrived, we opened it up, it was a pair of 
sunglasses. Like the order was so wrong, and we thought the prospect of waiting all this time 
to get the correct — it's like it's not even worth doing. 

BOOTH: Yeah. 

WOODS: So all right, so if there's some way to avoid China, again, I love the Chinese people. I 
have no problem with it. I have a lot of Chinese products in my house. But as you said, I 
mean, it can be very annoying.  

So talk about what you're — you're also a teacher. You teach things, and I want to know about 
the kind of system that you recommend as of 2020. Now, I do want to tell quick story. In 



September 2017, I had the 1,000th episode of this podcast, and we had a big live event at a 
huge hotel ballroom in Orlando. And a guy I'd never met before came up to me and showed 
me on his phone, he said, "I want you to see." He said, "I decided to work with Aidan Booth," 
which is you, and he said, "and I'd like you to see how much I did in sales last month in my 
little store." And again, he didn't buy any inventory. That's not the system. So anyway, so he 
shows me the graphs on the phone, the Spotify data, and he had done 68 grand in sales in the 
previous month. Now, I don't know what the — maybe the profit's to 20%, 30%, but this was 
not that long after he had started doing it. I said, holy moly, were you ever going to tell me 
this? Like, why you not telling me about this?  

But on the other hand, the thing is, you throw around a number like 68,000, and even though 
that's a gross figure, it's still a big, big number for a month. And what I find is sometimes 
these big numbers, they kind of wash over us, because we think, well, how could I generate a 
number like that? So it's like, if you hear that somebody did a million dollars in sales the first 
year, you think, well, good for that guy, but that's not applicable to me. That's never going to 
happen for me. So there is this kind of skepticism, healthy skepticism, that people have. But 
I'm curious about what you're doing and also, like, what the real potential for it is. Yeah, I 
know some people can get really successful with it, but what's a realistic expectation? 

BOOTH: Yeah, so I think firstly, those kind of stories never get old. And just to clarify with 
your users, I think you said Spotify, and I think you mean Shopify. 

WOODS: Shopify. I've been doing a lot of music listening. [laughing] Shopify, of course. Sorry. 

BOOTH: So I kind of had that on my radar, because I always fall into that trap. So I think just 
to answer your first question, what can you realistically make in your first year, and I think it's 
really important to look at profit number, because someone could do half a million dollars 
selling a physical product on Amazon, but if you're buying a lot of inventory and your Amazon 
fees, then that real profit number might be much, much, much less. So I think, if we talk in 
terms of net profit, that puts everything on the same page and we're then comparing apples 
with apples when we talk about different business models.  

And I think in your first year, if you are getting started from scratch and you don't have any 
experience, I think it's realistic that you could be somewhere in that $100,000 to $200,000 
range in your first year. That would be the money that you would make in the first year. So 
maybe in month 12, you're on trajectory for much, much more than that. I mean, your 12th 
month, you might do $30,000. You're on track for a much bigger number, but because your 
first few months, you might only make a few hundred bucks in your first month, and that's 
just fine.  

But what we're doing now is I mentioned we've gone away from niche-specific stores, and 
we're building more of these mega stores and using the same sort of methodology like I shared 
in the example earlier about what some offline businesses are doing, where we load up our 
stores with different products, and we find the best sort of products that we think are going 
to stack up the best. And there's different tools and systems that we can use to automate a 
lot of this. And then we run some really, really simple ads to them on different shopping 
platforms. And by doing that, we're able to very, very quickly have money coming in, because 
the traffic is instant. And for a very, very small investment, maybe $10, you can test out a 
couple of different products and you'll know if they're going to work or not. And obviously, you 
do the math beforehand. You stack the odds in your favor. You're only going to run a traffic 
test on something that you think, statistically, it should work. You'll have some winners, you'll 
have some others that don't turn out to be winners, but that's okay, because the math sort of 
stacks up.  



So we do build simple stores. We do use Shopify. Makes it nice and easy. We've got a special 
sort of custom way of doing it with custom design and different things that we've tested out 
that we know increase conversions. We load up our products, and then we start quickly 
testing them. So we send them some traffic. We see what works. And much like these offline 
stores do, we end up with the cream sort of rises to the top, and if something's not profitable, 
then we let it go and we move on to the next. And that's something that you can scale 
enormously when you are working with local suppliers. It's something that you can scale 
enormously when you're not buying inventory upfront. And you can do it all without putting 
your hopes and dreams on the back of Facebook or Amazon, or you don't have to use social 
media or anything else like that. So, yeah, I mean, that's what we are doing now, Tom, and it's 
working really, really well. And I think some of the success stories we've had out of it already 
are those kind of jaw-dropping numbers that people don't really believe unless they sort of 
see it firsthand. But that's the scale that we're talking about here. 

WOODS: Wow, okay. Well, it's interesting. I have over the years referred a lot of my people to 
a lot of different types of things that they can do. And I have people who do things, like they 
find old books that are in the public domain and they republish them, because you can do 
that. Most people don't realize you can. Or you republish them with commentary, so it's like a 
whole new thing. And I have some people doing that. I have people doing print-on-demand. I 
have a guy who has a whole print-on-demand podcast now because of a system that I 
recommended. And he's really good at it, and now he's like the expert and he knows a million 
times more than I'll ever know about it. But I would say that the system — I think I told you 
this last time you were on. The system people keep coming back to because they can visualize 
it, because they've been to these stores before — I mean, almost everybody listening, 
whether you realize it or not, you've been on a Shopify store website that's using the Shopify 
platform. By the way, I don't even know. Do you use Shopify still? Am I out of date? 

BOOTH: We use it. 

WOODS: Okay. 

BOOTH: And not only do we use it, I saw some statistic the other day, X percentage of all the 
websites in the world are now powered by Shopify. I don't remember what the percentage 
was, but it was a large, large percentage. 

WOODS: Significant, okay. Okay, yeah. So basically people like e-commerce, because they can 
understand what it amounts to. I have a little platform that allows me to put products up on 
it. Here's where I find the products, and then I get a sense of what's going to be working, 
what's not, I do a little testing. And then I try to optimize it, and there you go. I've got a 
profitable store. It's not difficult to wrap your head around what's involved.  

As usual, I want you to kind of run through it with the folks, like with real-life examples and 
real numbers, so we're actually going to do that, and that's January 28th at 5pm Eastern 
Time. Heaven knows what time that is where you are. I don't even want to know. 5pm Eastern 
Time, January 28th, 2020. You've got to sign up for that. It'll take you two seconds. 
TomWoods.com/Booth, as in not John Wilkes Booth: Aidan Booth, our guest today, Aidan 
Booth. TomWoods.com/Booth is where you go to register for that.  

Now, listen, everybody, I am going to sweeten the deal here. I like Aidan, have known him for 
four years, if not more. A lot of my folks have learned from him. He's very, very, very good. 
Knows so much, has a lot to teach you. And I want you to do well, and I think that's a way you 
can do well, and I think you'll enjoy doing it. So just for showing up, like literally all you have 
to do is exist for this, I'm going to do three bonuses. All you have to do is show up for our 
little workshop that we're doing on the 28th. When you do that, you've got to stay through to 



the end, because at the end, I'll tell you how to get these things. You've got to stay through 
all the way to the end. I've got these three bonuses.  

The first one is — some of you may know about this. I have a fairly small email list in internet 
marketing. I have two lists. My libertarian one is bigger, but in internet marketing, I have a 
fairly small one. And yet, I kick the stuffings out of a lot of people when it comes to sales, 
even though I have a much smaller email list than they do. How is that possible? How am I 
doing so well at it? Well, the answers are all in my Email Domination Program. I actually 
created something called the Tom Woods Email Domination Program. And it teaches you how 
to build an email list, and it teaches you the technical side and the strategy side, how to 
build it and technically what the steps are. But then also, then once you have that list, what 
do you do to make a living with it? How do you monetize that list? The old man here knows a 
lot about this. As I say, I have beaten people with lists ten times the size of mine. And if you 
are in any niche whatsoever, you could probably stand to be a better email marketer, or if 
you're even thinking about doing anything, what I have to teach you will be valuable. I've 
been selling that for $97. And that's legit. Some of you suckers have bought it, I'm sorry to say 
[laughing]. But I'm giving it away for free. All you have to do is show up. Sign up at 
TomWoods.com/Booth, and you'll get that. 

The second bonus is, for 20 people who are on that live event, I'm going to have a drawing 
where I'm going to give away out of my own pocket $100 to each of 20 people. Just like that, 
$100 to each of 20 people just for being there and staying through to the end. So again, all 
you have to do is exist, and you get the dough. The third thing is a donation. If we can get at 
least 500 people to be there at the height of this workshop, then I will donate out of my own 
pocket $5,000 to Antiwar.com. That's a really good deal.  

My email domination program, that's 97 smackers. I mean, there are some people listening to 
this who were thinking, if only I had waited longer, I could have gotten this thing for free. 
Well, sorry, but them's the brakes. There's that. Then I'm giving — I mean, you've never had a 
better chance at winning $100 in your life than you have than getting it on this thing. 20 
people are getting 100 smackers from old Woods here if you stay through to the end of our 
presentation, which you will enjoy. There's no one listening to me right now who will say, 
well, this was not a good use of my time. Impossible. And then thirdly, I'm willing, if we hit 
that magic number, to make a $5,000 donation to Antiwar.com, which is very, very much 
needed.  

So Aidan, we are going to pull out all the stops here to get people. I know you have no stage 
fright. I know you're prepared for big crowds. I'm going to try to furnish a big crowd for you, 
and again, remind people to sign up at TomWoods.com/Booth. Any parting words for us? 

BOOTH: Well, I look forward to seeing everyone on the call. We can actually show you things 
on the call. I can show you websites. I can show you sort of the magic behind the scenes that 
we can't get across in a podcast, so I would love to have you with us and lots more good 
information that we can share with you. 

WOODS: Excellent. All right, so the magic place to go sign up, TomWoods.com/Booth. That's 
Booth after Aidan Booth, our friend. TomWoods.com/Booth. All right, thanks a million, Aidan, 
and thanks everybody for listening.  

BOOTH: Thanks, guys. 


