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“The most actionable marketing book I’ve ever seen! Great step-by-

step instructions with memorable examples. Loved it.”

— Derek Sivers, author of Anything You Want

“There are books that you read — and there are books that you USE. 

Caelan has written the second kind. Consider this your action guide, 

LPSOHPHQWDWLRQ� NLW�� DQG� ǩHOG�PDQXDO� IRU�PDUNHWLQJ� VXFFHVV�� 3DJH�
DIWHU�SDJH�RI�PRQH\�PDNLQJ�LGHDV�WKDW�ZRUN�DQG�ODVW�ǈ

— David Newman, author of Do It! Marketing and  

Do It! Speaking

Ǉ&DHODQ�KDV�GRQH�ZKDW�LV�QRW�DOZD\V�SRVVLEOH�IRU�ERRNV�DERXW�EUDQG-

ing and marketing. He’s created something practical and instantly 

DSSOLFDEOH�� 7KLV� ERRN� LV� D�PXVW�UHDG� IRU� DQ\RQH� VWDUWLQJ� RXW� DQG�
ORRNLQJ�IRU�D�VWHS�E\�VWHS�SURFHVV�ǈ

— Donna McGeorge, bestselling author of  

The 25 Minute Meeting

Ǉ3HUVRQDO�EUDQGLQJ� OLWHUDWXUH� LV�D�JHQUH�XQWR� LWVHOI� WKHVH�GD\V��EXW�
Marketing Yourself� LV�E\�IDU�WKH�PRVW�ZHOO�FUDIWHG��UHVHDUFKHG��DQG�
XVHIXO� ,ǅYH� HYHU� UHDG�� &DHODQ� SURYLGHV� IUDPHZRUNV� WKDW� \RX� FDQ�
employ to boost your brand right away, literally, paint-by-the-num-

EHUV��,WǅV�SDFNHG�ZLWK�JUHDW�H[DPSOHV��VR�,�GRQǅW�IHHO�OLNH�,ǅP�OHIW�KDQJ-

ing with a good idea but no coaching. It’s all there. From values to 

ZHEVLWH��KHUH�\RX�ZLOO�ǩQG�HYHU\WKLQJ�\RX�QHHG�WR�ORRN�JUHDW�LQ�WKH�
ZRUOG�ZLWKRXW�HYHU�IHHOLQJ�RYHUZKHOPHG�ǈ

— Joshua Waldman, author of  

Job Searching with Social Media for Dummies

Endorsements for Marketing Yourself



Ǉ&DHODQǅV�D�JHQLXV��+LV�EDFNJURXQG�DQG�KLV�XQLTXH�FRPELQDWLRQ�RI�
skills make him an expert in personal marketing. He is generous with 

his knowledge in these pages, and he tells great stories.”  

— Kathleen Celmins, author of Mindstorms

“Assuming you would like more people to know about what you are 

doing or creating, this book is 100% worth your time. It’ll help the 

world market smarter, not harder.”  

ǂ�&KDG�/LWWOHǩHOG��DXWKRU�RI�Ask Powerful Questions

Ǉ&DHODQ� LV�RQH�RI� WKRVH� UDUH�DXWKRUV�ZKR� VHHPV� WR�GHHSO\�XQGHU-
VWDQG�ZKDW�ZH�DV�HQWUHSUHQHXUV�QHHG��+LV�PL[�RI�LQVLJKWV��FDVH�VWXG-

LHV��DQG�SHUVRQDO�VWRULHV�KDG�PH�IXOO\�HQJDJHG�WKURXJKRXW�WKH�ERRN��
DQG�,�QRZ�KDYH�D�QRWHSDG�IXOO�RI�SUDFWLFDO�WDNHDZD\V�WR�LPSOHPHQW�ǈ�

— Vince Warnock, author of Chasing the Insights

“Caelan has taken an extensive topic and broken it down into digest-

ible key concepts that will help you understand how to grow your 

EUDQG��+LV� YDVW� H[SHULHQFH�� JLIW� RI� VWRU\WHOOLQJ�� DQG� OLEUDU\� RI� WRROV�
DQG�WHPSODWHV�PDNH�WKLV�UHVRXUFH�D�WRS�SLFN�IRU�DQ\RQH�ZDQWLQJ�WR�
elevate their personal brand to the next level.”

�ǂ�%U\DQ�:KLWHǩHOG��DXWKRU�RI�Persuasive Advising

“Marketing Yourself�LV�D�IDEXORXVO\�SUDFWLFDO�JXLGH�WR�JURZLQJ�\RXU�
DELOLW\�WR�PDUNHW�\RXUVHOI��DQG�LI�\RX�LPSOHPHQW�HYHQ�D�SRUWLRQ�RI�WKH�
ideas shared in this book, your value is certain to grow.” 

— Col Fink, author of Tribes

“This book gives you an actionable process so your audience can see 

\RX��KHDU�\RX��DQG�ǩQG�\RX�ǈ�
— Jackie Barrie



“Caelan Huntress oozes charisma and adventure. Mix in strong shots 

RI� FXULRVLW\�� FRPPXQLFDWLRQ� ZL]DUGU\� DQG� SUDFWLFDOLW\�� DQG� \RXǅOO�
XQGHUVWDQG�WKH�PDJLF�RI�Marketing Yourself. It combines clear advice 

ZLWK�FRPSHOOLQJ�VWRULHV��RǨHUHG�XS�E\�VRPHRQH�ZKR�ZDONV�WKH�WDON�ǈ�
— Rebecca Sutherns, Ph.D.

Ǉ7KLV�ERRN�FRQWDLQV�D�QXPEHU�RI�SRZHUIXO�WRROV�DQG�WHFKQLTXHV�IRU�
anyone trying to grow their business. I believe the most expensive 

cost in business is the learning curve. The more you know, the less 

you guess. And guessing is expensive. READ this book and avoid 

IXQGLQJ�WKH�HYHU�SDLQIXO�OHDUQLQJ�FXUYH�LQ�\RXU�EXVLQHVV�ǈ�
— Mike Brian

“This is the best marketing book I’ve ever read! Caelan breaks down 

complicated marketing principles into simple, actionable steps. He 

KHOSV�FODULI\�\RXU�EXVLQHVV�YLVLRQ�DQG�SXUSRVH�DQG�WKHQ�JLYHV�HDV\�
steps on how to share it with the world. I highly recommend this book 

to anyone in business, whether you are a new entrepreneur or have 

EHHQ�LQ�EXVLQHVV�IRU����\HDUV�ǈ�
— Renee Spears

Ǉ:KDW�D�JUHDW�UHDG�IRU�HQWUHSUHQHXUV�NHHQ�WR�JHW�WKH�ZRUG�RXW�WKHUH�
but with no idea where to start. What I love about this book is how 

LQWHQVHO\�SUDFWLFDO� LW� LV��ZLWKRXW�WKH�PDUNHWLQJ�WDON�RU�ǪXǨ�WKDW�FDQ�
UHDOO\�SXW�\RX�RǨ�PDUNHWLQJ�\RXUVHOI��$QG�OHWǅV�IDFH�LW��LI�KH�FDQ�PDUNHW�
KLPVHOI�IURP�WKH�MXQJOH��\RX�FDQ�GR�LW�IURP�\RXU�ORXQJH�URRP�ǈ�

— Rebecca Houghton

Ǉ,I�\RXǅUH�ORRNLQJ�IRU�D�SUDFWLFDO��QR�QRQVHQVH�DSSURDFK�WR�HVWDEOLVK-

LQJ�\RXUVHOI�DV�DQ�H[SHUW�� WKLV� LV�WKH�ERRN�IRU�\RX��&DHODQ�SURYLGHV�
HDV\�WR�IROORZ�VWHSV�WKDW�PDNH�LW�LPSRVVLEOH�QRW�WR�WDNH�DFWLRQ�DQG�
see results.” 

— Taylorr Payne
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This book is dedicated to every entrepreneur, industry 
expert, and passionate professional who is willing to stake 

their personal reputation on their own success.
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This book was written in the early 2020s by someone who spent a 

decade traveling the world as a digital nomad and running a business 

from his laptop.

Many of the concepts and techniques that worked well during this time 

period may be outdated, antiquated, or hopelessly unfashionable by 

the time you read this.

I learned these lessons as a service provider, helping experts and entre-

preneurs grow their businesses, as a digital marketer for hire. You may 

KDYH�D�GLǨHUHQW�W\SH�RI�EXVLQHVV��RU�\RX�PD\�ZRUN�IRU�DQ�HPSOR\HU��<RX�
PLJKW�EH�D�VRORSUHQHXU��RU�KDYH�D�VPDOO�VWDǨ��RU�PDQDJH�D�ODUJH�WHDP��
Wherever possible, I’ve tried to make the concepts general in nature, to 

focus on the fundamentals that may prove timeless. However, I often 

UHO\�XSRQ�HUD�VSHFLǩF�H[DPSOHV�DV�PHWKRGV�WR�LOOXVWUDWH�WKHVH�XQLYHUVDO�
ideas.

I apologize in advance for anything I reference that is now obsolete. If 

you have never had an email address, because Web 4.0 made identity 

redundant or something, please read this relic of the past as an homage 

to the era where I learned about marketing yourself.

— Caelan Huntress

Preface
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Marketing yourself is a personal journey. No matter what kind of busi-
ness goals you’ve set for yourself, marketing yourself is still personal.

Many marketing books promote a single, linear path for marketing a 
personal or business brand. It’s no wonder those types of marketing 
prescriptions don’t work for most readers. There’s no wiggle room. 
7KH\ǅUH�QRW�WKH�ULJKW�ǩW�IRU�HYHU\RQH��+RZ�FRXOG�WKH\�EH"

When I read Caelan’s book, I gave a sigh of relief when I saw that he 
RǨHUHG�RSWLRQV�IRU�KLV�UHDGHUV��$Q�HOHPHQW�RI�FKRRVH�\RXU�RZQ�SDWK�LV�
essential to marketing yourself in a way that feels aligned to who you 
are and what makes you unique. The tools, worksheets, and frame-
ZRUNV�LQVLGH�WKLV�ERRN�DOORZ�UHDGHUV�WR�ǩQG�WKH�SDWK�WKDWǅV�ULJKW�IRU�
them, instead of trying to force readers onto one path that everyone 
else is crowding.

Both personally and professionally, Caelan’s life has been an example 
of walking your own path. The stories he shares within these pages — 
hitchhiking across the country, busking for cash by playing his guitar, 
“hacking” his sales job, moving with his family across the world — are 
RQO\�D�IUDFWLRQ�RI�WKH�FRORUIXO�DQG�DGYHQWXUH�ǩOOHG�OLIH�KHǅV�OLYHG��+HǅV�
connected with people from all walks of life, and he brings that multi-
faceted perspective to his consulting, his courses, and this book.

Foreword
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7KHUHǅV� D� GLǨHUHQFH� EHWZHHQ� D� PDUNHWLQJ� JXUX� DQG� D� PDUNHWLQJ�
FRQVXOWDQW�� *XUXV� SRQWLǩFDWH�� &RQVXOWDQWV� FROODERUDWH�� &RXQWLQJ�
myself among the latter, I have a deep respect for fellow consultants, 
OLNH�&DHODQ��ZKR�DUH� UHVRXUFHIXO�HQRXJK� WR�RǨHU�RSWLRQV� LQVWHDG�RI�
dictums. This book is your self-guided journey to doing the same thing 
for yourself.

$V� D� FRPPXQLFDWLRQ� FRDFK� DQG� LQǪXHQFH� FRQVXOWDQW�� ,� NQRZ�ZKDW�
goes on behind the scenes when a founder refreshes their marketing 
message. So, to help you get into the best mindset for this journey 
you’re about to take, I’d like to remind you of two things ...

1) Let this be a creative process.

<RXU�ǩUVW�DQVZHUV�WR�WKH�H[HUFLVHV�GRQǅW�QHHG�WR�EH�SROLVKHG��,Q�IDFW��
they probably shouldn’t be. Let this book and its worksheets be your 
sandbox. Play! The freer you are in your answers, the more your 
marketing message will feel like you.

2) Let your future self speak.

Imposter syndrome is a real thing, even for highly successful people. 
In fact, in my experience, it’s the people who care the most about 
their message and their clients who struggle the most with imposter 
syndrome. Narcissists are the ones who bulldoze through without 
much second-guessing. So, if you start to feel any resistance from 
imposter syndrome, let those be the moments you let your future self 
VSHDN��7UDQVSRUW�\RXUVHOI�WR�ǩYH�\HDUV�IURP�QRZ��ZKHQ�\RXǅYH�DFFRP-
plished your goals and are living the personal and professional life 
\RXǅYH� HQYLVLRQHG�� :KDW� ZRXOG� WKDW� SHUVRQ� VD\"� +RZ� ZRXOG� WKH\�
DQVZHU�WKHVH�TXHVWLRQV"

Your unique path to marketing yourself is within these pages, and you 
have a fantastic guide in Caelan to accompany you along the way.

Enjoy!

—�6KDU°�$OH[DQGHU��&RPPXQLFDWLRQ�&RDFK�	�,QǪXHQFH�6WUDWHJLVW
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Figure out who you are, and do it on purpose.

— Dolly Parton

Nobody elevates their personal platform by staying quiet, bland, or 

unseen. If you have something to say or something to sell, marketing 

yourself is how you attract an audience, spread your message, and 

sell your wares.

Earning and maintaining the attention of an audience was my very 

ǩUVW� FUDIW��0\� WHHQDJH� \HDUV�ZHUH� VSHQW� GRLQJ� 6KDNHVSHDUH� LQ� WKH�
3DUN��7KH�ǩUVW�SD\FKHFN�,�HDUQHG�FDPH�IURP�ZRUNLQJ�DV�D�FDUQH\�LQ�D�
funhouse. After that, I ran away and joined the circus, performing as 

a juggler and an acrobat. The stage was where I came of age, so it’s 

where I’ve always felt the most at home.

After studying an ancient form of Italian street performance at the 

'HOOǅ$UWH� ,QWHUQDWLRQDO� 6FKRRO� RI� 3K\VLFDO� 7KHDWUH�� ,� VWDUWHG� KDYLQJ�
NLGV��6KRUWO\�DIWHU��,�OHDUQHG�KRZ�GLǫFXOW�LW�LV�WR�VXSSRUW�D�IDPLO\�DV�D�
performer (in America, no less). Like many other ex-actors, I gravitated 

WR� MREV�WKDW�DOORZHG�PH�WR�PRQHWL]H�P\�FKDULVPD��ǩUVW�DV�D�ZDLWHU��
WKHQ�DV�D�VDOHVSHUVRQ��DQG�ǩQDOO\�DV�D�PDUNHWHU�

Introduction

Marketing Yourself Is What Elevates You
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Through all three of these phases of my career, my success came from 

learning the foundational techniques of marketing yourself.

Waiting tables showed me that people tip better when they’ve had 

a low-maintenance, enjoyable experience. In a fancy dining room, I 

could make an expensive meal worthwhile by meeting my customers’ 

highest expectations. I had to learn quickly how my customers wanted 

to be treated — and then treat them that way. I found that a custom-

er is more likely to pay well, return later, and make recommendations 

to others if you’re good at marketing yourself to them while you have 

their attention.

6HOOLQJ� WDXJKW�PH�WKDW� UHYHQXH� LV�D�QXPEHUV�JDPH�� ,I�\RX�FDQ�ǩQG�
a formula that gives predictable results, you can focus on the inputs 

you control to get the output you want. When I was working the 

phones in a boiler room, I was taught to track my calls with paper 

clips. Every phone call earned another paper clip in the jar on my desk. 

Recording my activity, I observed that an average of one out of every 

25 calls turned into a sale. I decided to average 75 phone calls a day 

WR�DYHUDJH�WKUHH�GDLO\�VDOHV��ZKLFK�HDUQHG�P\�UHYHQXH�JRDO��6HOOLQJ�LV�
VXFFHVVIXO�ZKHQ�\RX�ǩQG�DQG�IROORZ�D�VLPSOH�IRUPXOD�

0DUNHWLQJ� WDXJKW� PH� WKDW� SHRSOH� EX\� SHRSOH�� $� EX\LQJ� GHFLVLRQ�
GRHVQǅW�GHSHQG�RQ�WKH�IHDWXUHV�RU�EHQHǩWV�RI�ZKDW�\RX�VHOO�� ,Q�IDFW��
what you sell is almost inconsequential. Trust is what gives people the 

FRQǩGHQFH�WR�PDNH�D�SXUFKDVH��DQG�PDUNHWLQJ�FUHDWHV�WUXVW�

Runaway Solopreneur

:KHQ� ,� OHIW� WKH� 8QLWHG� 6WDWHV� ZLWK� P\� \RXQJ� IDPLO\�� ZH� KDG� MXVW�
lost everything. I’d lost my job, my house, my assets, and my credit. 

(Thanks, medical bills.) I couldn’t get a job, so I was forced into becom-

ing an entrepreneur, whether I liked it or not. We sold everything we 

RZQHG�WR�ǩQDQFH�DQ�LQWHUQDWLRQDO�PRYH�WR�&RVWD�5LFD��D�FRXQWU\�WKDW�
wouldn’t bankrupt us for going to the hospital.
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Introduction

I started my new business only months before becoming a digital 

nomad. As a sudden self-proprietor, I had to get my business working 

IDVW��,�GLGQǅW�KDYH�D�ORW�RI�UXQZD\�WR�ǩJXUH�WKLQJV�RXW�DW�DQ�HDV\�SDFH��
I had kids to feed, and my only plan for survival was marketing myself 

from a laptop in the middle of the jungle. 

Thankfully, I had a unique overlap of skills that combined to make 

websites: I could write a little code, write good content, and design 

decent graphics. Not many people can do all three. I’m not an excep-

tional web designer, but I deliver solid work, and I’m great with people. 

:KHQ� ,� VWDUWHG� PDUNHWLQJ� P\VHOI�� ,� IRXQG� WKDW� ,� FRXOG� ǩQDQFLDOO\�
support my family by doing two things: staying on message and stay-

ing in conversation with people who were likely to hire me.

Growing my business was always on my mind as I recovered from the 

ǩQDQFLDO�WUDXPD�RI�$PHULFDQ�H[FHSWLRQDOLVP��:KHQHYHU�SHRSOH�KLUHG�
me to make WordPress websites for them, I would naturally transi-

tion any conversation about web design into lead generation, content 

marketing, and marketing strategy. This eventually became the core 

of my business, and I’ve spent the past decade helping experts and 

entrepreneurs set up smart marketing systems.

7KURXJK� P\� GLJLWDO� PDUNHWLQJ� DJHQF\�� 6WHOODU� 3ODWIRUPV�� ,ǅYH� EHHQ��
fortunate enough to work with bestselling authors, syndicated radio 

KRVWV��DQG�+DOO�RI�)DPH�SXEOLF�VSHDNHUV��0\�EHVW�FOLHQWV�DUH�SHRSOH�
who want to share their message with a growing audience and don’t 

want to get distracted from their core work by fumbling through their 

marketing messaging and automation technology.

Marketing Is Risky If It’s Not Done Well

You might spend weeks, months, or years marketing yourself through 

trial and error, and still only be a substandard marketer. Which is a 

shame, because even though marketing might not be the focus of 
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\RXU�EXVLQHVV�� \RXU�PDUNHWLQJ�HǨ�HFWLYHQHVV�FDQ�RIWHQ�EH� WKH�GHWHU�
PLQLQJ�IDFWRU�LQ�\RXU�ǩ�QDQFLDO�VXFFHVV�

:KDW�,ǅYH�IRXQG�LQ�ZRUNLQJ�ZLWK�VR�PDQ\�GLǨ�HUHQW�W\SHV�RI�LQGLYLGXDO�
entrepreneurs is that marketing yourself is inconsistent, takes a lot of 

time, and doesn’t always justify the resources you put into it. You may 

have already spent too much time on a marketing tactic that isn’t 

getting results, but you don’t have the knowledge or the tools to try 

DQ\WKLQJ�GLǨ�HUHQW�

:KHQ�\RX�ǩ�QDOO\�ǩ�QG�DQ�HǨ�HFWLYH�V\VWHP�IRU�PDUNHWLQJ�\RXUVHOI��WKDWǅV�
when you can focus your time and energy on doing your best work. 

There’s a type of work that only you can do, in your voice, with your 

YLVLRQ�� ,I� \RX� FDQ� FRQǩ�QH� \RXU� VDOHV� DQG�PDUNHWLQJ� DFWLYLWLHV� WR� D�
couple of hours a week, then you can focus your time on your craft — 

and not on your marketing.

%XW�ǩ�UVW��\RX�QHHG�D�JRRG�SODWIRUP�

The 4 Cornerstones of Your Personal Platform

Your personal platform is how you are known in the world, and it 

elevates you, supports you, and frames your work for your audience. 

<RX�FDQ�H[SHFW�WR�ǩ�QG�VXFFHVV�LQ�\RXU�FDUHHU�LQ�SURSRUWLRQ�WR�WKH�VL]H�
and stability of your platform.

A platform gives you a place to stand.

Right now, your platform might be big, or it might be small; it might 

EH�IRFXVHG�RQ�\RXU�EXVLQHVV�RU�RQ�\RXU�SHUVRQDOLW\��6RPH�SODWIRUPV�
are sturdy and in good repair, while others are held together with duct 

tape and twine. 

0DUNHWLQJ�\RXUVHOI� IURP�\RXU�RZQ�SHUVRQDO�SODWIRUP�FDQ�PDNH�\RX�
feel uncomfortable. Putting on a persona is pretending, after all, and 

showing the world a curated expression of yourself can make you feel 
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Introduction

inauthentic, clumsy, or rude. But when it’s done well, marketing your-

self from a personal platform enables you to deliver your message 

directly to people who are eager to hear it. 

A platform provides clarity over distance. With a solid platform under-

neath you, your audience can see you over the crowd, hear what you 

VD\�� DQG� NQRZ�ZKHUH� WR� ǩQG� \RX�� $� FOHDU� FRQQHFWLRQ� EHWZHHQ� \RX�
and your audience is the key to sustaining your growth and goals for 

decades.

0DUNHWLQJ�\RXUVHOI�LV�WKH�SURFHVV�RI�HOHYDWLQJ�\RXU�SHUVRQDO�SODWIRUP��
and the height of your platform is determined by four cornerstones: 

3RVLWLRQLQJ��3URǩW��6WUDWHJ\��DQG�6\VWHPV�

3RVLWLRQLQJ� �ZKDW� \RX� VD\�� DQG� 3URǩW� �ZKDW� \RX� VHOO�� DUH� WKH� WZR�
external cornerstones of your platform. People can see these corner-

stones when you have their attention. But there are also two internal 

FRUQHUVWRQHV�DW�WKH�EDFN�RI�\RXU�SODWIRUP�ǂ�\RXU�6WUDWHJ\�DQG�\RXU�
6\VWHPV�ǂ�DQG�WKH\ǅUH�MXVW�DV�LPSRUWDQW��(DFK�RI�WKHVH�FRUQHUVWRQHV� 
contributes to your elevation.
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Is there one cornerstone that repeatedly demands your attention? If 

one of your cornerstones is small, unsteady, or weak, then your entire 

platform is always going to lean in that direction. Your attention will 

continually be distracted by the problems you face from this one 

cornerstone until you can strengthen it and raise it up to the same 

level as the others. If you want to elevate your platform to the next 

level, you can do that by working on your cornerstones, one at a time.

What’s great about the internet is that you can work on your corner-

VWRQHV�IURP�DQ\ZKHUH� LQ�WKH�ZRUOG��0LOOLRQV�RI�SHRSOH�KDYH� OHDUQHG�
that you can run your own business in a manner that’s aligned with 

\RXU�SUHIHUUHG� OLIHVW\OH� IURP�DQ\ZKHUH�\RX�KDYH�:L�)L�DQG�FDǨHLQH��
That means you can be doing the kinds of work you want to be doing, 

with global customers happy to do business with you, if you have a 

personal platform.

Helping people around the world elevate their personal platform is 

WKH�ZRUN�,�GR�WKURXJK�6WHOODU�3ODWIRUPV��:KHQ�DSSURSULDWH��,�ZLOO�VKDUH�
stories from my own career, as well as case studies of clients with 

whom I’ve worked, and entrepreneurs that I admire. 

At the end of each chapter, I’ll refer you to workbooks I’ve created for 

producing content and marketing strategy. These workbooks can be 

IRXQG�DW�KWWSV���0DUNHWLQJ<RXUVHOI%RRN�FRP�:RUNERRNV�

,I�\RX�ǩQG�DQ\WKLQJ�LQ�WKLV�ERRN�WKDW�KHOSV�\RX�RQ�\RXU�MRXUQH\��IHHO�
free to share on the hashtag #MarketingYourselfBook. I’d love to see 

your platform grow. 
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The world will ask you who you are, and if you do not know,  
the world will tell you. 

— Carl Jung

What you say about yourself, combined with what others say about 
you, becomes your Positioning. You can’t completely control what 
RWKHUV� VD\�DERXW�\RX��EXW�\RX�FDQ� LQǪXHQFH� LW�� 7KH�SRUWLRQ�RI� \RXU�
Positioning that you completely control is your message.

Your message is the interface between your ideas and the rest of the 
ZRUOG��7KH�UHDVRQ�\RXǅUH�WU\LQJ�WR�HOHYDWH�\RXU�SODWIRUP�LV�VR�\RX�FDQ�
share your message and your meaning. Your message matters. It 
PDWWHUV�WR�\RX��DQG�LW�PDWWHUV�WR�WKH�SHRSOH�ZKRVH�OLYHV�DUH�FKDQJHG�
by it. 

6WUXFWXULQJ� \RXU� PHVVDJH� VR� WKDW� LW� FRQYH\V� WKH� ULJKW� PHDQLQJ� WR�
the right people is the focus of your Positioning cornerstone. It may 
WDNH�VRPH�WLPH�WR�XQFRYHU�\RXU�PHVVDJH�LQ�LWV�SXUHVW�IRUP��WR�ǩQG�D�
message that resonates strongly with who you are and who you want 
WR�EH��,W�FDQ�WDNH�HYHQ�ORQJHU�WR�ǩJXUH�RXW�KRZ�WR�VKDSH�WKDW�PHVVDJH�
VR� WKDW� LW� VSUHDGV��$�QHZ�PHVVDJH�QHHGV� WR�HYROYH�� IURP�ZKDW�\RX�

Cornerstone 1

Positioning
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ZDQW� WR� VD\� WR�ZKDW� \RXU� DXGLHQFH�KDV�EHHQ�ZDLWLQJ� WR� KHDU�� 7KLV�
WDNHV�WLPH��FRQVLGHUDWLRQ��H[SHULPHQWDWLRQ��DQG�UHYLVLRQ��

$�PXGG\�PHVVDJH� LVQǅW�FOHDU�HQRXJK�IRU�DQ\RQH�WR�VHH�YHU\�GHHSO\�
into it, but articulating and clarifying your message enables you to 
share it widely. 

<RXU�ǩUVW�GUDIW�ZRQǅW�EH�\RXU�EHVW�GUDIW��,�SURPLVH�\RX��(YHU\�WLPH�\RX�
tweak it, it will get better, so don’t be disheartened if your message 
LVQǅW�SHUIHFW�RQ�WKH�ǩUVW�WU\��

([SHFW�H[SHULPHQWDWLRQ��

$OORZ�\RXUVHOI�WR�OHW�JR�RI�ZKDW�\RXǅYH�DOUHDG\�DFFRPSOLVKHG��WR�VWD\�
RSHQ�IRU�D�VXSHULRU�IXWXUH�WR�DUULYH��<RX�JHW�EHWWHU�ZLWK�WLPH�ǂ�EXW�
only if you’re willing to change.
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The only person you are destined to become  
is the person you decide to be.

— Ralph Waldo Emerson

Who do you think you are, anyway? If you’ve been marketing yourself 

for any length of time, it’s likely you’ve already given some thought to 

this question. Chances are, you’ve already written a bio or an eleva-

tor pitch for yourself a time or two. And it’s tricky, isn’t it? It’s hard to 

VKDUH�DOO�WKH�GLǨHUHQW�IDFHWV�RI�\RXUVHOI�LQ�D�VQDSS\�OLWWOH�VHQWHQFH��%XW�
a personal statement isn’t supposed to detail every single one of your 

accomplishments from your entire life. The purpose is to give others a 

handle so they can grasp you.

There are three types of descriptions commonly used for positioning. 

A bio is the longer version of who you are, what you do, and why 

you’re amazing. An elevator pitch is the medium-length version, and a 

personal statement is the shortest of the three. Each of these position-

ing assets can be used to get noticed, gain attention, and highlight 

your value to your customers.

$Q�HOHYDWRU�SLWFK��DV�GHǩQHG�E\�-HǨUH\�+D\]OHWW��DXWKRU�RI�Think Big, 
Act Bigger, is 118 seconds. This is the average length of time of an 

Chapter 1

Your Personal Statement
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HOHYDWRU�ULGH�LQ�1HZ�<RUN�&LW\��,I�\RXǅUH�VKDULQJ�D�VPDOO��FRQǩQHG�VSDFH�
with someone for a minute or two, you have enough time for a basic 

introduction. This brief window of time can be used to plant a seed 

that can sprout referrals for you for years to come.

Do people have to interpret your elevator pitch? Do they have to ask 

IRU�FODULǩFDWLRQ"�,I�VR��LWǅV�QRW�GRQH�\HW��<RXU�HOHYDWRU�SLWFK�VKRXOG�EH�
one paragraph — or maybe two — that serves as a beacon for the 

people that you want to meet in the future.

$�SHUVRQDO�VWDWHPHQW�LV�OLNH�WKH�KHDGOLQH�RI�D�Ǫ\HU�RQ�D�EXOOHWLQ�ERDUG��
%XOOHWLQ�ERDUGV�DUH�D�PHVV��7KH\�FROOHFW�UDQGRP�DQQRXQFHPHQWV�IURP�
random people, all wanting to broadcast their message out into the 

world.

7KLQN� DERXW� WKH� Ǫ\HUV� WKDW� KDYH�JRWWHQ� \RXU� DWWHQWLRQ� LQ� WKH�SDVW��
'LG� \RX� QRWLFH� D� Ǫ\HU� EHFDXVH� LW� KDG� ORQJ� SURVH�� GHVFULELQJ�PDQ\�
tiny details? Or was there one really powerful headline in big letters? 

:DV�LW�VRPHWKLQJ�SDUWLFXODUO\�UHOHYDQW�WR�\RX"�'LG�WKH�Ǫ\HU�UHIHUHQFH�
something you were already looking for?

You can manufacture that same kind of distinction (and gain quick 

attention with the right people) with your personal statement. The 

distillation of your bio (the longer written delivery) and your elevator 

pitch (the shorter verbal delivery) into a simple statement that is sticky, 

clear, and short becomes your personal statement.

 F Sticky — easy to remember

 F Clear — simple and direct

 F 6KRUW�ǂ�GD]]OHV�LQ�D�ǪDVK�

Long, Medium, and Short Positioning

Your biography is a menu for the types of topics that you can discuss 

forever. These topics become the calling card for interviewers and 

members of the press who are looking for experts like you. A brief 
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overview of your experience and accomplishments related to these 

topics is what makes your bio. Writing this once, and writing it well, will 

save you countless hours of writer’s block in the future.

An elevator pitch can be given to anyone, and the right kinds of people 

will hear it as an invitation to work with you. Think of your elevator 

pitch as the key to the gatekeeper who answers the phone. When call-

ing on a business to connect with a decision-maker, you often run into 

a gatekeeper. This person hears you out and decides whether or not 

to connect you with the boss. The right elevator pitch gets you access.

A personal statement is the shortest, most concentrated version of 

your elevator pitch and your bio. It should be easy to remember, easy 

to understand, and easy to endure. This makes it hard to forget and 

hard to interrupt.

You shouldn’t make up these positioning assets on the spot. Your writ-

WHQ�ELR�DQG�YHUEDO�HOHYDWRU�SLWFK�DUH�PRVW�HǨHFWLYH�LI�\RX�DUWLFXODWH�
them in advance.  When someone asks you to talk about yourself, 

which would you rather do? Recite (or copy/paste) a prepared state-

ment, or fumble through an improvised introduction every single time?

:KHQ�SHRSOH�DUH�VWUXJJOLQJ�WR�JHW�WKHLU�SODWIRUP�RǨ�WKH�JURXQG��WKH�
problem is often in the foundation, and a solid personal statement is 

what gives your platform stability. It’s a signal to your future custom-

HUV�DQG�FROODERUDWRUV��%XW�UHPHPEHU��D�SHUVRQDO�VWDWHPHQW�GRHVQǅW�
need to include everything you’ve ever done. Think of it more like a 

highlight reel. 

A tightly written personal statement does two things: it clearly articu-

ODWHV�WKH�W\SHV�RI�SHRSOH�ZKR�ǩQG�\RX�YDOXDEOH��DQG�LW�GHVFULEHV�WKH�
types of things you do for them. The problems you solve, and the solu-

tions you provide. That’s it. These are clearer signals to future custom-

ers than an exhaustive list of all your accomplishments.

The best personal statement that I have ever heard was from Cory 

+XǨ��&RU\�KDV�D�ZHEVLWH�FDOOHG�WKHDEXQGDQWDUWLVW�FRP��:KHQ�,�PHW�
him in 2015 at Pioneer Nation, a conference for independent entre-
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preneurs making a living through their laptops, I asked him, “What 

do you do?” 

+H�UHSOLHG��Ǉ,�KHOS�SHRSOH�VHOO�WKHLU�DUW�RQOLQH�ǈ

+LV� SHUVRQDO� VWDWHPHQW� ZDV� VWLFN\�� FOHDU�� DQG� VKRUW�� ,� LPPHGLDWHO\�
thought of everyone I knew who was an artist, struggling to sell their 

DUW�RQOLQH�ǂ�DQG�,�VHQW�HYHU\�RQH�RI�WKHP�WR�&RU\ǅV�ZHEVLWH��+H�KDV�
VXFK�D�WLJKWO\�GHǩQHG�PDUNHW��DQG�KHǅV�VR�FOHDU�DERXW�ZKDW�KH�GRHV�
IRU�WKHP��WKDW�LWǅV�HDV\�IRU�QHZ�FXVWRPHUV�WR�ǩQG�KLP�

When people can quickly and easily understand who you help, what 

you do, and how you do it, great things happen. Chance meetings 

lead to new clients and customers showing up (seemingly) out of 

nowhere. The truth is, people can easily connect you to people they 

know (people who already want to hire someone like you) when your 

personal statement is sticky, clear, and short, like Cory’s.

Using the simple formulas below, replace the words in CAPS to try out 

a new personal statement.

Personal Statement Formulas

“I help DEMOGRAPHIC 
dealing with PROBLEM by SOLUTION.”

“I help DEMOGRAPHIC OUTCOME 
through METHOD.”

“I provide SOLUTION 
to people who are DEMOGRAPHIC and want OUTCOME.”

A good personal statement can dramatically increase your referrals. 

%\�XVLQJ�D�IRUPXOD�OLNH�WKH�RQHV�DERYH��\RX�FOHDUO\�VWDWH�WKH�W\SH�RI�
FXVWRPHU�ZKR�ǩQGV�\RX�YDOXDEOH��DQG�VSHFLǩFDOO\�GHǩQH�ZKDW�\RX�GR�
for them.

Life is not about !nding yourself.  

Life is about creating yourself.  

— George Bernard Shaw
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Personal Statement Examples

 F Adan Sensei helps people have a 15-minute conversation in 
their target language.

 F Shay Rowbottom turns founders and executives into LinkedIn 
video creators.

 F Max Menke helps companies, startups, and countries commer-
cialize innovation and get products to market.

 F Kelly Irving is a book editor and publishing strategist who 
helps authors make book ideas better.

 F %U\DQ�:KLWHǩHOG�KHOSV�RUJDQL]DWLRQV�PDNH�VPDUWHU��IDVWHU�
decisions.

 F Lisa Evans helps leaders transform their public speaking and 
storytelling skills for greater impact.

 F Derek Edmond helps B2B companies generate results in search 
engines.

 F Matt Church is a mentor and trusted advisor to thought  
OHDGHUV�DQG�JOREDO�LQǪXHQFHUV�

These personal statements are sticky, clear, and short. They’re easy to 

UHPHPEHU��HDV\�WR�XQGHUVWDQG��DQG�KDUG�WR�IRUJHW��+HUHǅV�PLQH�

 F Caelan Huntress helps experts and entrepreneurs set up smart 
marketing systems.

0\�SHUVRQDO�VWDWHPHQW�FOHDUO\�GHǩQHV�ZKDW�,�GR�DQG�KRZ�,�GR�LW��<RX�
know after one quick read if I’m the type of person you hire or follow. 

,�GRQǅW�WDON�DERXW�P\�ǩUH�MXJJOLQJ�VNLOOV�RU�P\�EORFNFKDLQ�SURǩFLHQF\�
because I don’t want to muddy the message when I’m giving someone 

my introduction.
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How a Personal Statement Gives You Momentum

7KH�ǩUVW�IHZ�\HDUV�LQ�EXVLQHVV�DUH�WKH�KDUGHVW��<RXǅUH�WU\LQJ�WR�ǩJXUH�
out how you make money, who you serve, what you’re doing for them, 

and how to talk about it. After a while, people start coming to you 

out of nowhere. They talked with someone you barely remember, and 

they happen to be facing exactly the kind of problem that you’re best 

suited to solve. Referrals become common. You don’t have to hustle 

so hard.

Your personal statement plants seeds among your weak ties, and over 

WLPH�WKRVH�VHHGV�ZLOO�VSURXW�LQWR�UHIHUUDOV��&RXQWHULQWXLWLYHO\��WKH�HǨHF-

tiveness of your reputation relies on the strength of your weak ties, not 

on your direct connections.

In his landmark sociology paper “The Strength of Weak Ties,” Stanford 

professor and sociologist Mark Granovetter surveyed 282 workers in 

%RVWRQ�DQG�IRXQG�WKDW�����RI�WKHP�KDG�JRWWHQ�WKHLU�MRE�WKURXJK�D�
weak-tie relationship.1 Weak ties are acquaintances who know you 

but aren’t close to you. You may go weeks, months, or even years 

without speaking to one another, but you would answer their call or 

reply to their email.

+DYLQJ�D�ODUJH�FLUFOH�RI�DFTXDLQWDQFHV��*UDQRYHWWHU�DUJXHG��LV�EHWWHU�
for discovering opportunities. Your weak ties talk with dozens (or 

hundreds) of people who aren’t connected to you at all. Those weak 

ties can remember you when something relevant comes up in their 

wider network. Your close friends and family members — people who 

you see regularly — don’t have access to an entirely separate network 

of people, but your weak ties do, and they may have heard something 

they can pass on to you.

1 Ian Leslie, “Why your ‘weak tie’ friendships may mean more than you think,” 
7KH�/LIH�3URMHFW��%%&��ODVW�PRGLǩHG�-XO\����������KWWSV���ZZZ�EEF�FRP�ZRUNOLIH�
DUWLFOH����������ZK\�\RXU�ZHDN�WLH�IULHQGVKLSV�PD\�PHDQ�PRUH�WKDQ�\RX�WKLQN
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If your personal statement is sticky, clear, and short, then your weak 

ties will continually share your work with their separate networks of 

contacts.

Copy-Paste Copywriting Process

One of the fastest ways I know to iterate your way to success is with 

copy-paste copywriting. This is the secret to being a good copywriter. 

I don’t start content from scratch. I start with a formula. Sometimes I 

develop these formulas myself. Sometimes I reverse-engineer formu-

ODV�IURP�FRQWHQW�,�ǩQG�RXW�LQ�WKH�ZLOGV�RI�WKH�LQWHUQHW��7KLV�LV�D�VLPSOH�
process I’ve used for years to develop great content quickly.

1. Find the formula

2. Fill in the blanks

3. )L[�WKH�ǪRZ

��� Repeat

If I’m writing a bio for a client, for example, here’s a formula I’d use:

NAME is the TITLE at COMPANY. She is a ADJECTIVE and ADJECTIVE ROLE, 

ROLE, and ROLE whose insight is grounded in over NUMBER years of 

experience as a successful ROLE, ROLE, and specialist in OUTCOME.

In many of my Cornerstone Workbooks, you can double-click on words 

in CAPS to replace them with your own customized text. When I use 

this formula for myself, this is what I get:

Caelan Huntress is the Creative Director at Stellar Platforms. He is a brilliant 

and dynamic speaker, trainer, and business coach whose insight is grounded 

in over 15 years of experience as a successful stage performer, direct-response 

copywriter, and specialist in digital marketing automation.

As you develop your own positioning for your platform, pay attention 

to the positioning of others. Take notes. And use formulas because 

they allow you to create your positioning content quickly.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. 8VH�WKH�ǩ�UVW�ZRUNERRNǅV�RSHQLQJ�H[HUFLVHV�WR�
write about yourself, your audience, and your 

solution.

2. Write a bio (longer written version), an elevator pitch (short-

er verbal version), and a personal statement (sticky, clear, 

and short).

3. Share your personal statement with friends and colleagues. 

Ask for feedback. Revise it a few times.

��� &KDQJH�\RXU�KHDGOLQHV�RQ�\RXU�VRFLDO�SURǩ�OHV�DQG�ZHEVLWH�
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Marketing is no longer about the stu! you make,  
but about the stories you tell.

— Seth Godin

What you say is more than just your words. Words are important 
because they align others to your mission, and your mission creates 
the best messaging.

In the most popular TED Talk of all time, “How great leaders inspire 
action,” Simon Sinek famously challenges us to Start With Why. In 
his book with the same title, he says, “People don’t buy what you do, 
they buy why you do it.” He uses what he calls “The Golden Circle” 
to illustrate the three levels of meaning: Why, How, and What.

Chapter 2

Mission-Based Messaging
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The problem, Sinek says, is that most people have this backward. They 
don’t start with Why. They start talking about What they do, then they 
WDON�DERXW�+RZ�WKH\�GR�LW��DQG�WKH\�ǩ�QDOO\�ǩ�QLVK�ZLWK�:K\�WKDW�PDWWHUV�

We do this a lot in marketing ourselves, too. Our “What” is how we 
introduce ourselves. “How” forms the backbone of our conversations. 
“Why” might end up on a brochure, but we don’t start our market-
ing conversations there. That means we have to continually convince 
people to buy, when we could make it much easier on ourselves by 
enrolling advocates instead.

Creating Customers vs. Creating Advocates

7KHUH�LV�D�FULWLFDO�GLǨ�HUHQFH�EHWZHHQ�EX\LQJ�D�SURGXFW�DQG�DGYRFDW�
ing for a mission. For example, parents like to buy college sweatshirts 
because they are advocates of the mission to educate their children. 
They don’t care if the sweatshirt is $90 if it has the logo of their kid’s 
school on it. The parents are buying the Why, not the fabric.

People will pay a premium price if they 
are also buying your mission.  

When you enroll advocates, their enthusiasm for the mission becomes 
infectious. You can see this with individual solopreneurs selling their 
services, and also with massive companies that manage thousands of 
employees.

If a company has a clear mission, according to research done by 
Imperative, they are 54% more likely to retain employees for more 
WKDQ�ǩ�YH�\HDUV�2 The employees of mission-driven organizations aren’t 
just working for a check. They are also working for the mission. When 

2 Aaron Hurst, “Purpose Trumps Cash + Other New Research Findings,” 
,PSHUDWLYH��ODVW�PRGLǩ�HG�-XO\�����������KWWSV���ZZZ�LPSHUDWLYH�FRP�SRVW�
SXUSRVH�WUXPSV�FDVK�RWKHU�QHZ�UHVHDUFK�ǩ�QGLQJV�
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someone contributes to a mission, they are more likely to stick around 
when the going gets tough. The only people who will give everything 
they can to support the mission are true advocates.

Marketing Is About Values

Steve Jobs championed the mission of Apple when he said, “People 
with passion can change the world for the better.” Marketing this 
PLVVLRQ�JRHV�EH\RQG�WKH�WHFKQLFDO�VSHFLǩFDWLRQV�RI�WKH�SURGXFW�RU�WKH�
price tag on the box. Apple customers are willing to pay a higher price, 
DQG� LWǅV� QRW� DOZD\V� EHFDXVH� RI� WKH� SURFHVVLQJ� SRZHU� RU� WKH� ǪDVK\�
design. People pay more to buy Apple because they identify with the 
mission.

Several surveys have found that around 60% of millennials chose their 
workplace because of the company’s mission. Younger generations 
are increasingly deciding where to work based on how well a compa-
Q\ǅV�PLVVLRQ� DOLJQV�ZLWK� WKHLU� RZQ� YDOXHV�� 7KLV�PLQGVHW� DOVR� DǨHFWV�
their buying decisions when they’re considering whether to purchase 
from someone like you.

Case Study 1: Online Shoe Shopping or Shoes for Shoeless 

Children?

There are plenty of shoes available for sale on the internet, but TOMS 
6KRHV� LV� GLǨHUHQW�� 7KHLU� FRPSDQ\�PLVVLRQ� LV�� Ǉ:HǅUH� LQ� EXVLQHVV� WR�
improve lives,” and they incorporate that mission into every transac-
tion. For every pair of TOMS shoes you buy, they’ll provide a pair of 
shoes to a child in need.

They help bring footwear to people who otherwise might not have it 
by leveraging your privilege. You’re able to buy a brand-new pair of 
shoes and have them shipped right to your door. TOMS Shoes extends 
that privilege to others who can’t. They’re making the world a better 
place. It’s part of their mission, part of their Why. In addition to keep-
ing you well-shod, they also improve the world for shoeless kids.
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Knowing that, do you really think people who buy TOMS Shoes are 
concerned that their purchase might cost a few dollars more? With 
strong mission-based messaging, price is not as important a factor in 
buying decisions.

Your Mission Helps People Make Decisions

When a customer aligns with your mission, their decisions are made 
GLǨHUHQWO\��$�ORW�RI�ODWLWXGH�FDQ�EH�JLYHQ�WR�D�SURGXFW�RU�D�VHUYLFH�LI�\RX�
know that you’re supporting a mission you agree with. If the shipping 
took a couple of extra days, or it cost a few more dollars, it’s not that 
big of a deal — because you’re supporting a mission. You’re support-
ing a Why.

<RXU�:K\� EHFRPHV� D� ǩOWHU� DOO� RI� \RXU� GHFLVLRQV� FDQ� ǪRZ� WKURXJK��
When you have your Why at the forefront, people can easily distin-
guish between you and other options available, and decisions can be 
made clearly in alignment with more values than just money.

Case Study 2: Cookie Sales Champion or World Traveler?

Markita Andrews won a competition for selling the most Girl Scout 
cookies in a single year. She was raised by her aunt, who made a deal 
ZLWK�KHU��,I�0DUNLWD�ǩQLVKHG�KLJK�VFKRRO�DQG�JRW�LQWR�FROOHJH��KHU�DXQW�
said, she would pay for her college education. In return, after getting 
a job and starting a career, Markita would pay for the two of them to 
take a trip around the world together.

0DUNLWD�IRXQG�D�ZD\�WR�ǪLS�WKDW�GHDO�DURXQG��:KHQ�VKH�ZDV����\HDUV�
old, there was a contest for selling Girl Scouts cookies. The winner who 
sold the most cookies for the year would be rewarded with an all-ex-
penses-paid trip around the world for two.

When Markita knocked on doors, she didn’t say, “Would you like to 
buy some Girl Scout cookies?” Instead, she started with her Why. 
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“Hi, my name is Markita Andrews. I’m a Girl Scout, and I want you to 
help me make my aunt’s dream come true.”

She won that contest — because she was marketing her mission.

Your Mission Helps Your Advocates Do Good Work

The product Markita was selling was incidental. It was an avenue for 
KHU�FXVWRPHU�WR�DVVLVW�KHU�LQ�IXOǩOOLQJ�KHU�PLVVLRQ��:KHQ�SHRSOH�EX\�
into your mission, they don’t mind paying a few dollars more or tell-
ing others about you. By bringing you more customers, they feel like 
they’re also doing good work by supporting your mission.

When you’re marketing your mission, you’ll make more sales, with 
fewer objections — and improve the world by doing it. 

What is your Why? Do your customers know it? Can they recite it? 
Would they support you more if you sold them your mission before 
VHOOLQJ�WKHP�\RXU�VWXǨ"�

When you can clearly articulate your Why, you can sell that mission 
alongside your product or service. Your customers can make the world 
a better place by supporting your business.

When you are marketing yourself, your mission is a foundational place 
to start.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks: 

��� Set yourself up in a calm and focused environment.

2. Review the questions in the Mission Messaging 
Workbook.

3. Answer the introspective questions to discover your mission.

4. Write a clear, concise paragraph you can use as your mission 
statement.

5. Read the paragraph aloud, edit, and update until it feels 
natural.

6. Gather feedback from trusted colleagues.
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The beating heart of marketing is not polished collateral  
but deep customer insight. 

— Visakan Veerasamy

:KHQ�7LPRWK\�6\NHV�KLUHG�1HLO�3DWHO� WR� LQFUHDVH�KLV�ZHEVLWH� WUDǫF��
Neil did what he was hired to do. The number of visitors to Timothy’s 
landing pages increased by 26%. But that wasn’t the big win. What 
ZDV�UHDOO\�HǨHFWLYH��1HLO�VDLG��LV�WKDW�E\�XVLQJ�FDVH�VWXGLHV�LQ�WKH�HPDLOV�
KH�VHQW��7LPRWK\ǅV�RYHUDOO�VDOHV�JUHZ�E\������

,W� ZDVQǅW� WKH� LQFUHDVHG� WUDǫF� WR� WKH� ODQGLQJ� SDJH� WKDW� GURYH� WKH�
increase in sales; it was storytelling with case studies. The conversion 
UDWLR�RI� WKH� WUDǫF� LQFUHDVHG�E\������DQG� WKLV� LQFUHDVHG�KLV� FOLHQWǅV�
SURǩW�E\������PLOOLRQ�D�\HDU��7KH�WUDǫF�ZDVQǅW�DQ\�GLǨHUHQW��RWKHU�WKDQ�
WKH�YROXPH��ZKDW�FKDQJHG�ZDV�KRZ�WKDW�WUDǫF�ZDV�WUHDWHG��%\�XVLQJ�
FDVH�VWXGLHV��1HLO�KDUQHVVHG�WKH�SRZHU�RI�VWRU\WHOOLQJ�

Storytelling with a case study is a practical method to concisely pack-
DJH�EHQHǩWV�DQG�UHVXOWV��'LG�\RX�QRWLFH�KRZ�PDQ\�VWDWLVWLFV�,�VOLSSHG�
LQWR�WKH�VWRU\�DERYH"�%\�FUHDWLQJ�D�VWRU\�DUF��,�ZDV�DEOH�WR�SURYLGH�\RX�
ZLWK�ORWV�RI�GDWD�DQG�QXPEHUV��ZLWKRXW�RYHUZKHOPLQJ�\RX�

3URYLGLQJ�VWDWLVWLFV�YDOLGDWHV�WKH�HǨHFWLYHQHVV�RI�ZKDW�\RX�VHOO��HVSH-
cially for left-brained thinkers). But if you throw a collection of numbers 

Chapter 3

Sharing Customer Stories
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DQG�SHUFHQWDJHV�DW�D�SURVSHFWLYH�FXVWRPHU��LWǅV�HDV\�IRU�WKHP�WR�JHW�
overwhelmed and confused. We don’t want statistics to obscure the 
main point; we want to support it.

Right-brained people prefer a short story to a spreadsheet. While you 
FDQ�FRQYH\�KLJKO\�FRPSOLFDWHG� LQIRUPDWLRQ� LQ�D�VSUHDGVKHHW�� LW�DOVR�
UHTXLUHV�WKH�VNLOO�RI�GDWD�LQWHUSUHWDWLRQ��1RW�HYHU\RQH�FDQ�GR�WKDW��RU�
wants to do that). But we can all interpret stories.

A before-and-after story of your happy customers will enable your 
future customers to recognize themselves in the same story. A case 
study illustrates how a challenge was overcome and describes the 
practical and emotional obstacles faced along the way. By the end of 
D�FDVH�VWXG\�WKDWǅV�WROG�DV�D�JRRG�VWRU\��\RXU�IXWXUH�FXVWRPHU�WKLQNV��
Ǉ7KDWǅV�ZKDW�,�ZDQW�IRU�P\�RZQ�VWRU\��WRR�ǈ

Here’s a simple case study formula I use for Stellar Platforms:

���Overview — introduction to the customer

2. Problem — the challenge they faced

3. Aim — how you planned to help

4. 2EVWDFOH�ǂ�GLǫFXOW\�HQFRXQWHUHG�DORQJ�WKH�ZD\

��� Solution — how you solved it

6. Testimonial — how the customer felt

I don’t have a brochure for my digital marketing agency. I direct 
WKHP� WR� WKH�EHVW� VDOHV�SDJH� ,ǅYH�HYHU�KDG��DW� VWHOODUSODWIRUPV�FRP�
case-studies. When someone is interested in hiring me for my market-
LQJ�VHUYLFHV��,�VHQG�WKDW�OLQN�WR�GHPRQVWUDWH�P\�FUHGLELOLW\�DQG�WR�VKDUH�
powerful stories. Sharing the stories of happy customers with your 
future customers will bring you more customers than a slick brochure.
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Case Studies Are Smart Marketing

$FFRUGLQJ�WR�D�+DZNH\H�VWXG\��PRUH�WKDQ�����RI�%�%�EX\HUV�IRXQG�
WHVWLPRQLDOV� DQG� FDVH� VWXGLHV� WR� EH� WKH� PRVW� LQǪXHQWLDO� W\SHV� RI�
content.��,I�\RX�ZDQW�WR�SHUVXDGH�D�FXVWRPHU�WR�PDNH�D�SXUFKDVH��
don’t make a halfhearted post on social media. Pick up the phone and 
call a happy customer. Interview them about their experience with 
you and share that experience with your future customers.

“Asking the right questions in an interview will reveal your customer’s 
VWRU\�IURP�VWDUW�WR�ǩQLVK�ǂ�WKH�SDLQV�WKDW�GURYH�WKHP��WKH�IDFWRUV�WKDW�
LQǪXHQFHG�WKHLU�GHFLVLRQ��DQG�WKH�UHVXOWV�WKH\ǅYH�DFKLHYHG�ǈ�VD\V�-RHO�
.OHWWNH��WKH�IRXQGHU�RI�&DVH�6WXG\�%XGG\�2�-RHO�KDV�PDGH�LW�KLV�EXVL-
ness to articulate a great customer experience from the point of view 
of the customer.

$PRQJ�%�%�PDUNHWHUV������UDQN�FDVH�VWXGLHV�DPRQJ�WKHLU�WRS�WKUHH�
PRVW� HǨHFWLYH� W\SHV� RI� FRQWHQW�� DQG� ���� RI� 86� DJHQF\� H[HFXWLYHV�
FODLP�WKDW�FDVH�VWXGLHV�DUH�WKH�PRVW�HǨHFWLYH�FRQWHQW�IRU�OHDG�JHQHU-
ation.3 We want people to feel empathy for the customers in our case 
VWXGLHV��:H�ZDQW�WKHP�WR�LGHQWLI\�ZLWK�WKHLU�VLWXDWLRQ�DQG�WKLQN��Ǉ+H\��
,ǅP�OLNH�WKDW�ǈ�7KHQ�ZH�ZDQW�WR�LOOXVWUDWH�WKH�SUREOHPV�WKDW�FXVWRPHU�
IDFHV���Ǉ,�IDFH�WKDW�SUREOHP��WRR�ǈ��(ǨHFWLYH�FDVH�VWXGLHV�LOOXVWUDWH�KRZ�
WKH�FKDOOHQJH�ZDV�RYHUFRPH��GHVFULELQJ�WKH�REVWDFOHV�WKDW�ZHUH�IDFHG�
along the way.  

1 Rachel Foster, “How to Use Case Studies to Drive B2B Sales,” 
/LQNHG,Q��ODVW�PRGLǩHG�2FWREHU�����������KWWSV���ZZZ�OLQNHGLQ�FRP�
SXOVH�������������������������KRZ�WR�XVH�FDVH�VWXGLHV�WR�GULYH�E�E�VDOHV�

���-RHO�.OHWWNH��Ǉ��*UHDW�6DOHV�	�0DUNHWLQJ�,QVLJKWV�<RX�&DQ�*HW�)URP�2QH�&XVWRPHU�
,QWHUYLHZ�ǈ�&DVH�6WXG\�%XGG\��ODVW�PRGLǩHG�$XJXVW�����������KWWSV���FDVHVWXG\EXG�
G\�FRP�WRPHU�LQWHUYLHZ�

��Ǉ$JHQFLHV�8VH�&RQWHQW��&DVH�6WXGLHV�WR�*HQHUDWH�/HDGV��/LQNHG,Q�OHDGV�DV�EHVW�
VRFLDO�QHWZRUN�IRU�UHFUXLWLQJ�QHZ�EXVLQHVV�ǈ�H0DUNHWHU��,QVLGHU�,QWHOOLJHQFH��
ODVW�PRGLǩHG�6HSWHPEHU�����������KWWSV���ZZZ�HPDUNHWHU�FRP�$UWLFOH�
$JHQFLHV�8VH�&RQWHQW�&DVH�6WXGLHV�*HQHUDWH�/HDGV��������
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The Neuroscience of Storytelling

7KH�ǩYH�DFW�GUDPDWLF�VWUXFWXUH�ZDV�GHǩQHG�E\�*XVWDY�)UH\WDJ�LQ������
to describe a story progression that is universal across cultures. Our 
EUDLQV�DUH�KDUG�ZLUHG�IRU�SURFHVVLQJ�VWRULHV�WKLV�ZD\��)RU�WKRXVDQGV�
RI�JHQHUDWLRQV��RXU�DQFHVWRUV�VDW�DURXQG�WKH�ǩUH�WR�VKDUH�WKHLU�IDYRU-
ite tales. The stories that lasted through the ages were the ones that 
IROORZHG�D�VSHFLǩF�SURJUHVVLRQ�RI�HPRWLRQV��7KLV�SURJUHVVLRQ�UHOHDVHV�
D�VHULHV�RI�KRUPRQHV�LQ�RXU�EUDLQV��DQG�ZHǅYH�FRPH�WR�H[SHFW�WKHP�LQ�
this order.

���Oxytocin: the empathy hormone

2. &RUWLVRO��WKH�VWUHVV�KRUPRQH

3. (QGRUSKLQV��WKH�HXSKRULD�KRUPRQHV

4. 'RSDPLQH��WKH�UHZDUG�KRUPRQH

��� Serotonin: the balance hormone

,I�\RX�VNLS�D�VWHS�LQ�WKH�ǩYH�DFW�VWUXFWXUH��\RXU�VWRU\�ZLOO�IHHO�LQFRP-
plete. People may stop listening if their brain expects an endorphin 
or dopamine hit that doesn’t happen. By describing a series of events 
DORQJ� WKLV� XQLYHUVDO� SDWWHUQ�� \RXǅUH�PXFK�PRUH� OLNHO\� WR� NHHS� \RXU�
audience’s attention.

:K\�DUH�VWRULHV�VR�HǨHFWLYH"�7KH\�UHǪHFW�WKH�HPRWLRQV�DQG�ODQJXDJH�
RI�\RXU�FXVWRPHUV��([SHUWV�RIWHQ�FDQǅW�VHH�WKH�SUREOHP�FOHDUO\��$V�DQ�
H[SHUW��\RXǅUH�SURQH�WR�XVH�VRSKLVWLFDWHG� ODQJXDJH��EXW�WKH�VSHFLDO-
ized terms you use to discuss solutions don’t generally resonate with 
your customers.

Nonexperts phrase their pain in beginner’s language. You can gain 
access to this language if you ask your customers to describe their 
problems to you.

The key is to not try to tell the market anything.  
Celebrate the fact that the market will tell you. 

— Jay Abraham
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How Does Your Customer Say It?

A car mechanic doesn’t use technical terms to diagnose what’s wrong 
ZLWK� \RXU� FDU�� Ǉ:KDW� NLQG� RI� D� VRXQG� GRHV� LW� PDNH"ǈ� DQG� Ǉ:KDW�
KDSSHQV�ZKHQ�\RX�WU\�WR�SXPS�WKH�JDV"ǈ�DUH�PXFK�FOHDUHU�TXHVWLRQV�
IRU� WKH�DYHUDJH�GULYHU� WR�DQVZHU�WKDQ�Ǉ,V� WKH� IXHO� OLQH�FORJJHG"ǈ�RU�
Ǉ+RZ�PXFK�DLU�LV�Ǫ�RZLQJ�WKURXJK�WKH�FDUEXUHWRU"ǈ

,I�\RXǅYH�HYHU�VHHQ�D�PHFKDQLF�DGYHUWLVH�RQ�D�ELOOERDUG��\RX�FDQ�VHH�
WKH�NLQGV�RI�EHJLQQHU�ODQJXDJH�WKDW�LV�HǨ�HFWLYH�LQ�WKDW�LQGXVWU\��)RU�
DQ�DYHUDJH�GULYHU��D�SLFWXUH�RI�D�VFUXQFKHG�XS�FDU�LV�D�VLPSOH�ZD\�WR�
phrase your pain. You can understand what that means — the car is 
ZUHFNHG��%XW�WKH�ELOOERDUG�ZLWK�WKH�GLDJUDP�RI�WKH�FORJJHG�IXHO�OLQH��
XVLQJ�WHFKQLFDO�WHUPV�WR�GHVFULEH�WKH�VROXWLRQ����LV�JRLQJ�WR�JHW�LJQRUHG�

When you share stories and case studies describing the 
challenges of your customers, you resonate. 

Resonation is a physics phenomenon that happens when an object is 
YLEUDWLQJ�DW�D�VSHFLǩ�F�IUHTXHQF\��DQG�RWKHU�REMHFWV�QHDUE\�DUH�SURQH�
to vibrating at that frequency as well. Hold a tuning fork next to a 
ZLQH�JODVV�DQG�LW�ZLOO�UHVRQDWH�ZLWK�LW��PDWFKLQJ�WKH�YLEUDWLRQV�LQ�WKH�
air to make it sing.

7R� PDNH� VXUH� \RXU� PHVVDJLQJ� LV� UHVRQDWLQJ� ZLWK� \RXU� FXVWRPHUV��
UHǪ�HFW�\RXU�FXVWRPHUVǅ�RZQ�SKUDVHV�EDFN�WR�WKHP��8VH�WKH�ZRUGV�WKH\�
XVH�WR�GHVFULEH�WKHLU�FXUUHQW�FKDOOHQJHV��DV�ZHOO�DV�WKH�IXWXUH�RXWFRPH�
that they want.
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Ask Your Customers

5\DQ�/HYHVTXH�GHVFULEHV�WKH�VXUYH\�IXQQHO�KH�XVHV�LQ�KLV�ERRN��$VN��7KH�

&RXQWHULQWXLWLYH�0HWKRG� WR�'LVFRYHU� ([DFWO\�:KDW� <RXU� &XVWRPHUV�

:DQW�WR�%X\��+LV�FDPSDLJQV�JDWKHUHG�PRUH�WKDQ��������OHDGV�D�GD\��

+H�DVNHG�����PLOOLRQ� OHDGV�WR�ǩOO�RXW�KLV�VXUYH\�DQG�JDLQHG���������

FXVWRPHUV� DFURVV� ��� GLǨHUHQW� LQGXVWULHV�� :KHQ� \RX� UHYLHZ� VXUYH\�

GDWD��\RXǅOO�RIWHQ�VHH�D�ZRUG�RU�D�SKUDVH�WKDW�WXUQV�XS�PXOWLSOH�WLPHV��

Structuring headlines around the most common language a target 

market uses will make them think you’re talking directly to them when 

they read your headlines.

Communicate with customers so they feel like  

you’re talking TO them and not AT them.

— Ryan Levesque

Your ideas of what your customers want and how they would like to 

be sold are just that: ideas. Your ideas may be right or may be wrong. 
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Only testing will tell.

Take a shortcut to success by asking your customers what they really 
want with a survey. Then use the results to sell them what they say 
WKH\�ZDQW��LQVWHDG�RI�ZKDW�\RX�WKLQN�WKH\�ZDQW�

,I�\RX�GRQǅW�KDYH�D�VXUYH\� LQ�SODFH��\RX�FDQ�JR�WR�*RRJOH�)RUPV�RU�
7\SHIRUP�RU�6XUYH\�0RQNH\�DQG�PDNH�RQH�LQ�OHVV�WKDQ�ǩ�YH�PLQXWHV��
8VH�WKH�TXHVWLRQV�EHORZ��RU�HGLW�WKHP�WR�EHWWHU�VXLW�\RXU�PDUNHW�DQG�
your business:

F :KDWǅV�WKH�ELJJHVW�FKDOOHQJH�\RX�IDFH�ZLWK�723,&"

F When was the last time that happened to you?

F Why was that so hard?

F What would make this easier?

F ,I�D�JHQLH�JUDQWHG�\RX�D�ZLVK�WR�VROYH�WKLV�SUREOHP��ZKDW�ZRXOG�
change in your life and your business?

6HW�WKH�DQVZHUV�WR�DFFHSW�D�IXOO�SDUDJUDSK��DQG�WKHQ�VKDUH�WKH�IRUP�
OLQN� ZLWK� SHRSOH� LQ� \RXU� WDUJHW�PDUNHW�� &RS\� DQG� SDVWH� WKH� LQYLWD�
tion below from the Simple Survey Worksheet. Add your own content 
ZKHUH�ZRUGV�DUH�LQ�&$36�

Hi, do you have a couple minutes to answer a short survey? I’m asking people 

like you about TOPIC, and I would love to hear your thoughts. This will only 

take a few minutes of your time, and I would really value your insight. LINK

$IWHU�\RXǅYH�FROOHFWHG�SOHQW\�RI� UHVSRQVHV� ���ǁ��� LV�D�JRRG�VWDUWLQJ�
JRDO��EXW�WKH�PRUH�WKH�PHUULHU���\RX�FDQ�UHYLHZ�WKH�UHVSRQVHV�LQ�EXON��
*RRJOH�)RUPV�ZLOO�DXWRPDWLFDOO\�SRSXODWH�D�VSUHDGVKHHW�ZLWK�HYHU\�
DQVZHU�ODLG�RXW�QHDWO\�IRU�\RXU�UHYLHZ���3UR�WLS��$GG�D�FKHFNER[�DW�WKH�
HQG�RI�WKH�VXUYH\�WR�RǨ�HU�VXEVFULSWLRQ�WR�\RXU�HPDLO�QHZVOHWWHU��6HH�DQ�
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H[DPSOH�DW�&DHODQ+XQWUHVV�FRP�6XUYH\���7KLV�NLQG�RI�PDUNHW�UHVHDUFK�
WDNHV�WLPH��EXW�LW�FDQ�HQULFK�\RXU�EXVLQHVV�RYHU�WKH�ORQJ�WHUP�

ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

���Make a copy of the Simple Survey Worksheet.

2. (GLW�WKH�LQWURGXFWLRQ�SDUDJUDSK�VR�LW�VRXQGV�OLNH�
\RX��LQ�\RXU�YRLFH�

3. (GLW� WKH�TXHVWLRQV� WR�PDWFK�ZKDW� \RX�ZDQW� WR� DVN� LQ� \RXU�
survey.

4. &UHDWH�D�VXUYH\�IRUP�

��� Test the form.

6. Make a list of two to three dozen people to ask to take your 
survey.

��� &RS\�SDVWH� \RXU� LQWURGXFWLRQ� SDUDJUDSK� LQWR� LQGLYLGXDO�
messages.
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Branding is simply a convenient package for a business idea.

— Marty Neumeier

Originally, a brand declared ownership of property. It was a symbol 
that was seared onto the side of livestock, so anyone could look at the 
brand on the side of cattle and identify the owner of this particular 
animal. Over time, a brand has evolved to represent the identity of 
a company or business. Our experience of brands is a collection of 
impressions about a suite of products and services. For convenience, 
we refer to this suite under the umbrella of a brand name.

Which one is best for you — a personal brand or a business brand? 
While this is a very personal question, it’s also a business question, 
and there’s no single correct answer. Some say a personal brand is 
best, combining both together under your personal name. Others say 
a business brand should remain separate from your personal identity. 
They’re both right sometimes.

An entrepreneur starts a business because they’re good at something. 
7KHUHǅV�D�FUDIW�RU�D�SURFHVV�RU�D�VSHFLǩF�W\SH�RI�ZRUN�WKDW�WKH\ǅUH�JRRG�
at doing, and they often like doing it. Running a business, though, is a 
ZKROH�GLǨHUHQW�FUDIW�

Chapter 4

Personal Brand vs. Business Brand
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In Michael Gerber’s book, The E-Myth, he describes a baker who’s 
great at baking.1 She follows conventional advice and starts her own 
bakery. Soon she gets so wrapped up in running her business, she 
doesn’t have time to bake. All of her energy and attention is spent 
learning how to manage people, handle payroll, set up insurance, and 
negotiate local ordinances and legislation. She’s no longer a baker; 
she’s an entrepreneur.

If your business has its own brand, you can sell it to someone else and 
go back to focusing on your craft. But if your business is all about you 
DQG�\RXU�H[SHUWLVH��LWǅV�GLǫFXOW�WR�VHSDUDWH�\RXU�EXVLQHVV�EUDQG�IURP�
your personal brand. Some people say you shouldn’t.

In the book The Thought Leaders Practice by Matt Church, Peter Cook, 
DQG�6FRWW�6WHLQ��WKH�DXWKRUV�DGYLVH�WKDW�IRU�D�VSHFLǩF�W\SH�RI�ZRUN��\RX�
should use a personal brand with your personal name.2 If you go to 
see a lawyer, for instance, you’re paying for that person’s expertise. 
They have their own name on the door, and it’s not a business name. 
They can’t sell their practice to somebody else. The business is based 
RQ�D�SHUVRQǅV�H[SHULHQFH� LQ� WKHLU�ǩHOG�� ,I�\RXU�H[SHUWLVH� LV� WKH� IRXQ-
dation of your brand, they argue, it makes more sense to brand that 
expertise under your personal name.

No matter what kind of business you’re in, there are three factors in 
any brand: you, your business, and your audience. If we look at these 
WKUHH�IDFWRUV�LQ�WHUPV�RI�\RXU�PHVVDJH��\RXU�RǨHUV��DQG�\RXU�ZRUN��ZH�
can identify how to position each one.

1  Michael E. Gerber, “The E-myth Revisited: Why Most Small Businesses Don't Work 
and What to Do About It.” Collins Business, 1995

2  Matt Church, Peter Cook, & Scott Stein, “The Thought Leaders Practice,” Thought 
Leaders Publishing, 2012.
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Most of your audience would be happy with the solution you deliver, 
whether it is through your personal brand or your business brand. So 
long as their problem gets solved, the name on the package is inciden-
tal. But what kind of relationship will they have with you, outside of the 
transaction? That’s the question your brand can answer.

In some cases, having a business brand adjacent to your personal 
brand can work to your advantage.

Branding Case Study 1: Young Architect

Mike Riscica is the founder of YoungArchitect.com. His mission is to 
improve the next generation of architects. Mike has a very specif-
ic customer avatar: people studying for the National Council of 
Architectural Registration Board (NCARB) exam. They have a very 
VSHFLǩF�EX\LQJ�WULJJHU��JUDGXDWLQJ�IURP�DUFKLWHFWXUH�VFKRRO���:H�ZLOO�
cover buying triggers in chapter 12.) After completing their education 
and earning a diploma, young architects still have to spend months 
studying for their licensing exams. If you’re already an architect or if 
you are still in architecture school, you’re not his customer.

Right in between, directly after graduating from architecture school, 
you enter Mike’s target demographic of young architects. You can join 
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Mike’s study group to collaborate with a community of recent gradu-
ates who study for the NCARB exam with you.

If Mike only used his own name as his brand, he would just be a tutor. 
A recent graduate from architecture school could work with this one 
JX\�ZKR�KDSSHQV�WR�KHOS�SHRSOH�ZLWK�WKLV�VSHFLǩF�NLQG�RI�H[DP��%XW�
Mike doesn’t want to tutor individuals; he wants to lead a movement. 
He wants to work with people who identify as Young Architects. His 
business brand calls them out by name. By using Young Architect as 
a separate brand, he has been able to create a community, and a 
conference, and a movement, and position himself as the leader.

Branding Case Study 2: The 25-Minute Meeting

Donna McGeorge is an Australian productivity expert and the author 
of The 25-Minute Meeting. People know her because of this remark-
ably practical method for making meetings quick. There’s a book 
and a website and a hashtag for this brand (#25MinuteMeeting), but 
nobody hires The 25-Minute Meeting for their organization. They hire 
Donna McGeorge.

This is an advantage of having a business brand. You can make the 
brand about the outcome, as Donna has done, or about the audience, 
as Mike does with Young Architect. Each of these could be considered 
a sidecar brand — a sub-brand attached to a personal brand, like a 
sidecar is attached to a motorcycle.

People can share the title of Donna’s book, and instantly, they share 
the entire methodology and framework. But if you hire Donna to 
train your employees or speak at your conference, you don’t hire The 
25-Minute Meeting, you hire Donna.

Branding Case Study 3: Classical Guitar Shed

Allen Mathews is a guitar teacher who teaches in-person and virtual 
lessons one-on-one, but his website, ClassicalGuitarShed.com, doesn’t 
rely on his personal name. Who goes online searching for a guy 
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named Allen Mathews (2 Ls, one T) to take classical guitar lessons? 
1RERG\��7KH�XQLTXH�VSHOOLQJ�RI�KLV�QDPH�PDNHV�KLP�GLǫFXOW�WR�ǩQG��
so what Allen does with his business brand is provide an easy way for 
VWUDQJHUV�WR�ǩQG�KLP�

Allen’s website ranks for terms like “how to play classical guitar,” 
which is easier because the words “classical guitar” are in his domain 
name. He writes long, detailed articles about how to play both basic 
and advanced pieces. After people engage with his business brand, 
they are then introduced to his personal brand, where they get to 
know him as a person. Allen introduces himself with a separate busi-
ness brand because it makes it easier for him to attract strangers to 
his work.

Branding Case Study 4: Stellar Platforms

I think about living with complementary brands because I always 
struggle with my own branding. I have a business brand for my digital 
marketing agency, Stellar Platforms, where I help experts and entre-
preneurs set up smart marketing systems. But in addition to digital 
marketing, I also create a lot of content about digital meetings and 
GLJLWDO�PRQH\��DERXW�EDODQFLQJ�OLIH�DQG�SOD\��,�SXUVXH�PDQ\�GLǨHUHQW�
interests, and having a separate business brand allows me to be clear 
about things I produce professionally or personally.

If someone hires me to redesign their website because they know me 
personally, I still send an invoice on the Stellar Platforms letterhead. 
They’re a client of my business, but the person that they hire is me. 
Even if I outsource the design of the website to a contractor, it makes 
VHQVH�WKDW�,ǅP�XVLQJ�6WHOODU�3ODWIRUPV�DV�WKH�EUDQG��0\�EXVLQHVV�ǩQGV�
and onboards the customers and manages the contractors to produce 
the work. In this instance, having two separate brands works well.

The author of this book, however, is not Stellar Platforms. I can grow 
the brand equity of Caelan Huntress while promoting my business at 
WKH�VDPH� WLPH��%XW� WKLV�GLOXWHV�P\�HǨHFWLYHQHVV��:KHQ� ,�SURGXFH�D�
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piece of content, I have to pause and consider which brand is the best 
for publishing.

After 10 years of relying on a business brand, what I’ve learned from 
leaning more into my personal brand is this: I still don’t think of Stellar 
Platforms as a separate brand from mine (right now). But if I wanted, 
I could sell that agency to someone else, and the brand equity would 
be part of what they purchase.

7KLV�PLJKW�EH�WKH�ELJJHVW�GLǨHUHQFH�EHWZHHQ�D�SHUVRQDO�EUDQG�DQG�D�
business brand: portable brand equity. You can sell a business brand 
to someone else, but with a personal brand, you can’t.

Let’s compare:

Business Brand Advantages:

 F You can sell a business brand and exit the company.

 F You can outsource the work to others.

 F You have an intermediary entity for liability.

Business Brand Disadvantages:

 F You have a lower level of trust from your audience.

 F There’s higher churn, meaning it’s more likely that customers 
will go to competitors.

 F It’s harder to build an audience and stand out from the crowd.

Personal Brand Advantages:

 F You accumulate brand equity no matter what you work on.

 F ,I�\RX�SLYRW�WR�D�GLǨHUHQW�YHQWXUH��\RX�WDNH�\RXU�DXGLHQFH�ZLWK�
you.

 F Sharing your personal life and quirks becomes business 
marketing.
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Personal Brand Disadvantages:

 F Your presence and time are always required, since you cannot 
outsource yourself.

 F If you stop working or producing, your brand loses value.

 F 3LYRWV�WR�GLǨHUHQW�SURMHFWV�DQG�RǨHUV�FDQ�FRQIXVH�\RXU�
audience.

Here’s what it boils down to: your personality is a part of your branding.

Keep your business brand separate from your personal brand only if 

your business can be separated from you.

If your business can deliver or operate without you, keeping your 

business brand separate is a legitimate option. You’ll be able to sell 

your business, and someone else can continue it without you. But the 

downside is you forfeit the brand equity in your personal name.

If you migrate from business to business and venture to venture, over 

time, a personal brand comes with you, while a business brand stops 

at the pivot. Keeping a single brand as your personal name protects 

your earned reputation for all time.

No matter what you accomplish, your personal brand accumulates 

reputation, trust, and authority, even as you pivot into new ventures.

If you have both a personal and a business brand, be intentional 

with what each brand shares. Studies have shown that when identi-

cal messages are shared on personal social media accounts instead 

of business brand accounts, they are shared an average of 24 times 

more often. So, if Pringles wants to share a branded message, it’s 24 

times more likely that it will be re-shared if a Pringles employee shares 

it personally rather than if the Pringles account shares it.
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This is because people trust people, but distrust businesses. According 
to research conducted by Nielsen, when making a purchase decision, 
up to 92% of buyers are more likely to talk with a salesperson who 
also has their own personal brand.3 When a business has a discount 
promotion, it’s not a big deal. But when a friend you know has a sale, 
the additional factor of friendship could sway your buying decision.

Personal Brand Basics

7KH�ǩUVW��DQG�HDVLHVW��VWHS�WR�EXLOGLQJ�\RXU�SHUVRQDO�EUDQG�LV�VHWWLQJ�
up your personal email address. An example is “yourǩUVWQDPH#\RXU-
fullname.com” which is an eponymous email address. People can 
reach you, at your website, about yourself. Even if you don’t have a 
website, just setting up an eponymous email address is a cornerstone 
RI�\RXU�SHUVRQDO�EUDQGLQJ�ǂ�Ǉ\RXUIXOOQDPH#JPDLO�FRPǈ�ZLWKRXW�DQ\�
FXWH�KDQGOHV�RU�LGHQWLǩHUV�LV�DQ�HPDLO�WKDW�EHORQJV�WR�VRPHRQH�ZLWK�
a personal brand.

Claiming social media handles for your full name is a good second 
step. If you can’t get your exact name, close approximations with 
SUHǩ[HV�RU�VXǫ[HV�ZRUN��WRR�

#WKHUHDO&DOHDQ+XQWUHVV�RU�#&DHODQ+XQWUHVVLQF�RU�#PU&DHODQ+XQW-
ress are examples of personal brand handles that can be used when 
VRPH�RWKHU�MHUN�ZLWK�\RXU�QDPH�FODLPV�WKHP�ǩUVW���,ǅP�ORRNLQJ�DW�\RX��
the guy who bought Caelan.com and did nothing with it.)

The third step is to make a logo with your name. You can pick a font 
(Google Fonts has plenty to choose from), put one of your names in 
bold and change the color, and save the screenshot as an image. 

3  “Consumer Trust in Online, Social and Mobile Advertising Grows,” Insights, Nielsen, 
ODVW�PRGLǩHG�$SULO�����������KWWSV���ZZZ�QLHOVHQ�FRP�XV�HQ�LQVLJKWV�DUWLFOH������
FRQVXPHU�WUXVW�LQ�RQOLQH�VRFLDO�DQG�PRELOH�DGYHUWLVLQJ�JURZV��
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This is how the logo I currently use on my personal website at 
&DHODQ+XQWUHVV�FRP�ZDV�PDGH��DQG�LW�WRRN�ǩYH�PLQXWHV�WR�GHVLJQ�

Brands That Matter

In his book 7KH�%UDQG�*DS, communication designer Marty Neumeier 
says a brand should answer three questions:

 F Who are you?

 F What do you do?

 F Why does it matter?

Sharing yourself, your work, and why it matters is the simplest and 
clearest way to market yourself as a personal brand. If you post regu-
larly about what you do, how you change the world, how the lives of 
your customers have been improved, and how you relate to your work, 
people will identify your personal brand as the expert on the topics 
you discuss.

Many entrepreneurs hesitate to share their personal lives for fear of 
SXWWLQJ�RǨ�SRWHQWLDO�FXVWRPHUV��EXW�LWǅV�RIWHQ�WKH�DOLJQPHQW�RI�YDOXHV�
DQG� SHUVRQDOLW\� WKDW� DFWXDOO\� HQGHDUV� XV� WR� EUDQGV� DQG� LQǪXHQFHV�
our buying decisions. That alignment is achieved when your audience 
resonates with your personal stories.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Download the Personal Branding Checklist.

2. For every item in the Beginner list that you have 
completed, award yourself one point.

3. For every item in the Intermediate list  that you have
completed, award yourself two points.

4. For every item in the Advanced list  that you have completed, 
award yourself three points.

5. Share your Personal Branding Score on social media with the 
hashtag #MarketingYourselfBook.

6. Identify which outstanding items you want to accomplish this 
week, this month, and this year.

7. Schedule time in your calendar to accomplish those things.
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Minimum viable income is a point of stasis when  

your runway becomes in!nite. 

— Corbett Barr

3URǩW�LV�WKH�GLǨHUHQFH�EHWZHHQ�WKH�YDOXH�\RX�SXW�LQWR�VRPHWKLQJ�DQG�

WKH�YDOXH�\RX�JHW�RXW�RI�LW��7R�KDYH�D�SURǩWDEOH�SODWIRUP��\RXU�RXWSXW�

RI�PRQH\��RU�VWDWXV�RU�HQHUJ\��KDV�WR�EH�JUHDWHU�WKDQ�\RXU�LQSXW��7KH�

HDVLHVW�ZD\�WR�FDOFXODWH�WKH�SURǩW�RI�D�SODWIRUP�LV�ǩQDQFLDO��DUH�\RX�

PDNLQJ�HQRXJK�UHYHQXH�WR�VWD\�RQ�\RXU�SODWIRUP"

0RQH\�LVQǅW�WKH�RQO\�PHWULF�WKDW�PDWWHUV�LQ�D�EXVLQHVV�ǂ�LW�MXVW�KDSSHQV�

WR�EH�WKH�VLPSOHVW�WR�PHDVXUH��<RX�FDQ�TXDQWLI\�\RXU�VXFFHVV�WKURXJK�

\RXU�VDOHV��QR�PDWWHU�ZKDW�\RX�GR�LQ�\RXU�EXVLQHVV��:KHWKHU�\RXǅUH�

D� VHOI�HPSOR\HG� IUHHODQFHU�� DQ� HQWHUSULVH� FRPSDQ\�� RU� D� QRQ�SURǩW�

RUJDQL]DWLRQ��\RXǅUH�VHOOLQJ�RQH�RI�WKUHH�WKLQJV�

�F D�SURGXFW

�F D�VHUYLFH�

�F D�PLVVLRQ

Cornerstone 2

Pro!t
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$ORQH�� D� SURGXFW� RU� D� VHUYLFH� FDQ� FKDQJH� DQ� H[SHULHQFH� IRU� \RXU�
FXVWRPHU��%XW�LI�\RX�FRPELQH�\RXU�VHUYLFH�ZLWK�D�PLVVLRQ��\RX�FKDQJH�
OLYHV��,I�\RX�FRPELQH�D�SURGXFW�ZLWK�D�PLVVLRQ��\RX�FKDQJH�WKH�ZRUOG�

:K\�LV�LW��WKHQ��WKDW�VHOOLQJ�WKLV�FKDQJH�FDQ�IHHO�VR�GLǫFXOW�DQG�IDNH"

6HOOLQJ�LV�WKH�PHFKDQLVP�WKURXJK�ZKLFK�\RX�SURYLGH�YDOXH�WR�WKH�ZRUOG��
:KHQ�SHRSOH� EX\�ZKDW� \RXǅUH� VHOOLQJ�� WKLV� HQDEOHV� \RX� WR� FRQWLQXH�
FRQWULEXWLQJ�WKDW�YDOXH��,WǅV�DQ�DFNQRZOHGJPHQW�RI�ZRUWKLQHVV��D�WUDGH�
WKDW� EHQHǩWV� HYHU\RQH��:K\� VKRXOG� WKLV� UHFLSURFDWLRQ� RI� YDOXH� IHHO�
VOHD]\"

6HOOLQJ� IHHOV� VOHD]\�ZKHQ� \RX� FRQIXVH� WKH� GLǨHUHQFH� EHWZHHQ� VDOHV�
DQG�PDUNHWLQJ��/HDUQLQJ�ZKHQ�WR�SXVK�DQG�ZKHQ�WR�SXOO�UHPRYHV�D�ORW�
RI�WKH�IULFWLRQ�IURP�JURZLQJ�\RXU�EXVLQHVV�

,Q�WKLV�VHFWLRQ��\RXǅUH�JRLQJ�WR�OHDUQ�DERXW�KRZ�WR�JHQHUDWH�SURǩW�IURP�
\RXU�SODWIRUP��7KLV�ZLOO� LQFOXGH�ǩQDQFLDO�SURǩW��EXW�DOVR�WKH�SURǩW�RI�
UHSXWDWLRQ��VDWLVIDFWLRQ��DQG�UHODWLRQVKLSV�
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All things being equal, people will do business with,  
and refer business to, those people they know, like, and trust.!

— Bob Burg

$V�D�WHHQDJHU��,�ǩUVW�OHDUQHG��WKH�HǨHFWLYHQHVV�RI�PDUNHWLQJ�\RXUVHOI�
ZKHQ�,�ZDV�VHOOLQJ�GRXJKQXWV�GRRU�WR�GRRU��(YHU\�6DWXUGD\�PRUQLQJ�
IRU� WKUHH�PRQWKV��DV�D� IXQGUDLVHU� IRU�P\�KLJK� VFKRRO�GUDPD�FOXE�� ,�
ZRXOG�NQRFN�RQ�WKH�GRRUV�RI�VWUDQJHUV�� LQWURGXFH�P\VHOI��DQG�PDNH�
P\�SLWFK�WR�VHOO�D�GR]HQ�GRXJKQXWV��:LWKLQ�D�IHZ�PLQXWHV��WKH�VWUDQJ�
HU�HLWKHU�KDQGHG�PH�ǩYH�EXFNV�RU�VKXW�WKH�GRRU�LQ�P\�IDFH��(YHU\�VDOH�
ZDV�D�VWUXJJOH�ǂ�XQWLO�,�OHDUQHG�DERXW�WKH���6WHS�0DUNHWLQJ�&\FOH�

Chapter 5

The 4-Step Marketing Cycle
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2QH� 6DWXUGD\�PRUQLQJ�� ,� WULHG� DQ� H[SHULPHQW�� ,� ERXJKW� WZR� GR]HQ�
GRXJKQXWV�P\VHOI�DQG�JDYH�RQH� WR�HYHU\�KRXVH�RQ� -RKQVRQ�6WUHHW��
Ǉ+HUHǅV�D�IUHH�GRXJKQXW�ǈ�,�VDLG�DIWHU�,�LQWURGXFHG�P\VHOI��Ǉ,ǅOO�EH�EDFN�
QH[W�ZHHNHQG��DQG�DVN�\RX�WR�EX\�D�GR]HQ�WR�VXSSRUW�RXU�IXQGUDLVHU��
6HH�\RX�WKHQ�ǈ

7KH�QH[W�6DWXUGD\��,�PDGH�PRUH�VDOHV�RQ�-RKQVRQ�6WUHHW�WKDQ�DOO�WKH�
RWKHU�VWUHHWV�FRPELQHG��,QVWHDG�RI�VHOOLQJ�WR�VWUDQJHUV��,�LQYHVWHG�WLPH�
�DQG�HDUQHG�WUXVW��E\�IROORZLQJ�WKH���6WHS�0DUNHWLQJ�&\FOH��.QRZ��/LNH��
7UXVW��DQG�%X\�

(DFK�VWHS�LQ�WKLV�F\FOH�LV�D�GHHSHQLQJ�RI�\RXU�UHODWLRQVKLS�ZLWK�VRPH�
RQH��,I�\RX�WU\�WR�VNLS�D�VWHS��\RX�FDQ�ORVH�WKH�VDOH��GDPDJH�\RXU�UHOD�
WLRQVKLS��RU�VFDUH�SHRSOH�DZD\�IRU�JRRG�

6HOOLQJ�GRXJKQXWV�WR�VWUDQJHUV��,�ZDV�VXUSULVHG�WR�ǩQG�WKDW�E\�FUHDWLQJ�
D�VLPSOH�UHODWLRQVKLS��,�ZDV�DEOH�WR�GUDPDWLFDOO\�LQFUHDVH�P\�VXFFHVV�
E\�VD\LQJ��ǂ����+HOOR�����+HUHǅV�D�IUHH�VDPSOH�����7KLV�LV�P\�SURPLVH�����
,ǅOO�IXOǩOO�WKDW�SURPLVH��0\�VXFFHVV�GLGQǅW�FRPH�IURP�NQRFNLQJ�RQ�PRUH�
GRRUV��FKDQJLQJ�P\�SULFHV��RU�UHIXVLQJ�WR�WDNH�QR�IRU�DQ�DQVZHU��LW�ZDV�
WKH�UHVXOW�RI�FUHDWLQJ�PRUH�UHODWLRQVKLSV�

0DUNHWLQJ�\RXUVHOI�WR�VWUDQJHUV�ZKR�FRXOG�EHFRPH�FXVWRPHUV�LV�VLPL�
ODU�WR�IHHGLQJ�D�WLPLG�ZLOG�DQLPDO��<RX�KDYH�WR�EH�SDWLHQW��0RYH�VORZO\��
*HW�WKHP�WR�OLNH�ZKDW�\RXǅUH�RǨHULQJ�IURP�D�VDIH�GLVWDQFH��<RX�FDQ�
EH�GHOLFDWH�DERXW�KRZ�\RX�GHOLYHU�\RXU�JLIW��RU�\RX�FDQ�WKURZ�IRRG�DW�
WKHP��ULJKW�EHIRUH�WKH\�UXQ�DZD\���(YHQ�WKRXJK�\RXU�LQWHQWLRQ�LV�WR�EH�
KHOSIXO��\RX�FDQǅW�PRYH�DW�\RXU�RZQ�VSHHG��8QWLO�WUXVW�KDV�EHHQ�EXLOW�
XS�RYHU�WLPH��\RX�QHHG�WR�PRYH�DW�D�VORZHU�VSHHG�WKDW�PDNHV�VWUDQJ�
HUV�IHHO�FRPIRUWDEOH�ZLWK�\RX�

,I�\RX�GRQǅW�NQRZ�VRPHRQH�ZKRǅV�VHOOLQJ�WR�\RX��RU�\RX�GRQǅW�OLNH�WKHLU�
SHUVRQDOLW\��RU�\RX�GRQǅW�WUXVW�ZKDW�WKH\�VD\��\RX�ZRQǅW�IHHO�FRQǩGHQW�
LQ�EX\LQJ�IURP�WKHP��<RX�QHHG�WR�WDNH�HQRXJK�WLPH�LQ�DOO�IRXU�VWHSV�LQ�
WKH�PDUNHWLQJ�F\FOH�WR�PDNH�LW�VPRRWKO\�WR�WKH�VDOH�
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*XLGLQJ�SHRSOH� WKURXJK� WKLV� IRXU�VWHS�SURJUHVVLRQ� LV�KRZ�VWUDQJHUV�
EHFRPH� FXVWRPHUV�� ,I� WKH\� NQRZ� \RX�� EXW� RQO\� D� OLWWOH� ELW�� \RX� FDQ�
LQFUHDVH�WKHLU�NQRZOHGJH�RI�\RX�EHIRUH�PRYLQJ�WKHP�WR�WKH�QH[W�VWHS�
LQ�WKH�F\FOH��0DNH�VRPHRQH�D�IDQ�EHIRUH�\RX�WU\�WR�HDUQ�WKHLU�WUXVW��
(QUROO�SHRSOH�LQ�DGYRFDWLQJ�IRU�\RX�EHIRUH�DVNLQJ�WKHP�WR�EX\�IURP�
\RX�

%\�UDLVLQJ�WKH�LQWHQVLW\�IURP�ORZ�WR�KLJK�LQ�WKHLU�FXUUHQW�VWDJH�RI�WKH�
��6WHS�0DUNHWLQJ�&\FOH��\RXǅOO�PDNH�LW�HDVLHU�IRU�WKHP�WR�PRYH�LQWR�WKH�
QH[W�VWDJH�

1. Know — Turn a Stranger Into a Lead

7R� EHFRPH� NQRZQ�� WDON� RSHQO\� DERXW� \RXU� DUHDV� RI� H[SHUWLVH�� %H�
JHQHURXV�ZLWK�\RXU�NQRZOHGJH��6WD\LQJ�RQ�EUDQG�DQG�RQ�PHVVDJH�ZLOO�
KHOS�SHRSOH� WR�XQGHUVWDQG�\RX�� ,I�SHRSOH�FDQ�FDWHJRUL]H�\RX�HDVLO\��
WKH\ǅOO�FRPH�WR�\RX�ǩUVW�ZKHQ�WKH\�IDFH�WKH�SUREOHPV�\RX�VROYH�

)LQG�FRPPXQLWLHV�ZKHUH�\RXU�FXVWRPHUV�DOUHDG\�FRQJUHJDWH��*R�WKHUH��
RǨHU�\RXU�H[SHUWLVH��DQG�WDON�DERXW�ZK\�LQVWHDG�RI�KRZ��:KHQ�SHRSOH�
GRQǅW�NQRZ�\RX��JLYLQJ�WKHP�D�ZKROH�ORW�RI�LQVWUXFWLRQ�LVQǅW�JRLQJ�WR�
JUDE� WKHLU�DWWHQWLRQ�� ,I� \RX� WDON�DERXW�ZK\� VRPHWKLQJ� LV� LPSRUWDQW��
\RXǅOO�JHW�D�ORW�PRUH�SHRSOH�ZKR�RǨHU�WR�SD\�\RX�IRU�WKH�KRZ�

7R�JHW�NQRZQ��DQVZHU�TXHVWLRQV�OLNH�

 F :KDW�GR�\RX�GR"

 F :KDW�DUH�\RX�OLNH"

 F :K\�VKRXOG�,�FDUH"

2. Like — Turn the Indi!erent Into Fans

6RPH�SHRSOH�DUH�ZHOO�NQRZQ�DQG�\HW�QRW�ZHOO�OLNHG��7DONLQJ�ZLWK�PDQ\�
SHRSOH�LV�XVHIXO��EXW�UHODWLRQVKLSV�DUH�EXLOW�LQGLYLGXDOO\��:KHQ�WDONLQJ�
ZLWK�\RXU�FXVWRPHUV��ǩQG�D�ZD\�WR�HQJDJH�ZLWK� LQGLYLGXDOV�RQH�RQ�
RQH�� ,W� WDNHV� WLPH�ZKHQ� \RX� VWDUW�� EXW� WKDW� DǨHFWLRQ� FDQ� WXUQ� LQWR�
DGYRFDF\��LI�\RX�FDQ�PDNH�D�GLUHFW�LPSURYHPHQW�RQ�VRPHRQHǅV�OLIH�
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)RU�WKH� ODVW���ǁ���\HDUV��DQ\ERG\�ZLWK�D�EXVLQHVV�KDV�SXW�WRJHWKHU�
D�ZHEVLWH�DQG�DQ�HPDLO�QHZVOHWWHU� OLVW��%XW� WKDW�GRHVQǅW�PHDQ� WKH\�
XVH�WKHP�ZHOO��%ODVWLQJ�\RXU�PHVVDJH�RQH�ZD\�LVQǅW�HQRXJK�WR�EXLOG�
D�UHODWLRQVKLS��<RX�QHHG�WR�EDODQFH�DXWKHQWLFLW\�ZLWK�DXWRPDWLRQ�WR�
WXUQ�LQGLǨHUHQW�SHRSOH�LQWR�IDQV�

7R�JHW�OLNHG��DQVZHU�TXHVWLRQV�OLNH�

 F 'R�\RX�FDUH�DERXW�PH"

 F :LOO�,�UHJUHW�VSHQGLQJ�WLPH�ZLWK�\RX"

 F 'R�\RX�PDNH�P\�OLIH�EHWWHU"

3. Trust — Turn the Suspicious Into Advocates

2QO\����RI�%�%�EX\HUV�VD\�WKH\�WUXVW�VRPHRQH�ZLWK�WKH�WLWOH�ǇVDOHV�
UHSUHVHQWDWLYH�ǈ�EXW�����VDLG�WKH\�ZRXOG�EX\�IURP�D�ǇWUXVWHG�DGYLV�
HU�ǈ��3HRSOH�NQRZ�D�VHOOLQJ�UHODWLRQVKLS� LVQǅW�JHQXLQH�EHFDXVH�HYHU\�
VDOHVSHUVRQ�KDV�DQ�DJHQGD��WKH\�ZDQW�WR�SDUW�\RX�IURP�\RXU�PRQH\��

$V� \RX� PDUNHW� \RXUVHOI�� GRQǅW� EH� \RXU� RZQ� VDOHV� UHSUHVHQWDWLYH��
%HFRPH�D�WUXVWHG�DGYLVHU�IRU�\RXU�FXVWRPHU�E\�EHLQJ�VRPHRQH�ZKR�
DGGV�YDOXH�WR�WKHLU�OLIH��'HYHORSLQJ�D�WUXVW�EDVHG�UHODWLRQVKLS�LQYROYHV�
PRUH�WKDQ�D�WUDQVDFWLRQ��,W�VWDUWV�ZLWK�\RXU�LQYHVWPHQW�ǂ�DQ�LQYHVW�
PHQW�RI�\RXU�WLPH��FXULRVLW\��DQG�FRPPLWPHQWV�

7R�JHW�WUXVWHG��DQVZHU�TXHVWLRQV�OLNH�

 F :LOO�\RX�GR�ZKDW�\RX�VD\�\RXǅOO�GR"

 F :KDWǅV�\RXU�UHDO�DJHQGD"

 F &DQ�,�EHOLHYH�\RX"

1  Aja Frost, “Only 3% of People Think Salespeople Possess This Crucial Character 
7UDLW�ǈ�%ORJV��+XE6SRW��ODVW�PRGLǩHG�-XO\�����������KWWSV���EORJ�KXEVSRW�FRP�VDOHV�
salespeople-perception-problem
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4. Buy — Turning a Prospect Into a Customer

$� VHOOLQJ� FRQYHUVDWLRQ� LV� YHU\� GLǨHUHQW� IURP� D�PDUNHWLQJ� FRQYHUVD�

WLRQ��0DUNHWLQJ�\RXUVHOI�LQYLWHV�WKH�ULJKW�SHRSOH�WR�FRPH�WR�\RX�DQG�

VD\��Ǉ+H\��,�NQRZ�\RX��,�OLNH�\RX��,�WUXVW�\RX��DQG�,�ZDQW�WR�EX\�ZKDW�

\RX�KDYH�WR�VHOO�ǈ�*XLGLQJ�SHRSOH�WKURXJK�WKH���6WHS�0DUNHWLQJ�&\FOH�

PHDQV�\RX�GRQǅW�KDYH�WR�EH�\RXU�RZQ�VDOHVSHUVRQ��<RX�FDQ�EH�D�WUXVW�

HG�DGYLVRU�� VRPHRQH�ZKR�KDQGOHV� LQFRPLQJ� OHDGV�� LQVWHDG�RI�JRLQJ�

RXW�WR�FRQYLQFH�VWUDQJHUV�WR�EX\�ZKDW�WKH\ǅUH�VHOOLQJ�

7R�VHOO�\RXU�SURGXFW�RU�VHUYLFH��DQVZHU�TXHVWLRQV�OLNH�

 F +RZ�PXFK�ZLOO�WKLV�FRVW"

 F :KDW�ZLOO�,�JHW"

 F :KDW�HOVH�GR�,�QHHG�WR�NQRZ"

7KH�EHVW�WKLQJ�DERXW�WKH���6WHS�0DUNHWLQJ�&\FOH�LV�WKDW�DW�WKH�HQG�RI�

WKH�F\FOH��LW�VWDUWV�RYHU�DJDLQ�ǂ�EXW�\RX�JHW�WR�WKH�%X\�VWHS�PXFK�PRUH�

TXLFNO\�ZLWK�SHRSOH�ZKR�DOUHDG\�.QRZ��/LNH��DQG�7UXVW�\RX��$FFRUGLQJ�

WR� )RUUHVWHU�5HVHDUFK�� LW� WDNHV� ǩYH� WLPHV�PRUH�PRQH\� WR�DFTXLUH�D�
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QHZ�FXVWRPHU�WKDQ�LW�GRHV�WR�VHOO�WR�DQ�H[LVWLQJ�RQH���,Q�IDFW������RI�
VPDOO�WR�PHGLXP�VL]HG�EXVLQHVVHV� UHSRUW� WKDW� OHVV� WKDQ�KDOI�RI� WKHLU�
UHYHQXH�FRPHV�IURP�QHZ�EXVLQHVV��D�PDMRULW\�RI�60%�UHYHQXH�FRPHV�
IURP�UHSHDW�FXVWRPHUV�

:KHQ�\RXǅUH�SODQQLQJ�WR�HOHYDWH�\RXU�PHVVDJH�DQG�JURZ�\RXU�DXGL�
HQFH��GRQǅW�RYHUORRN� WKH�ELJJHVW� IDQV� WKDW�DUH�DOUHDG\� ULJKW�QH[W� WR�
\RXU�SODWIRUP��7KH\�WDNH�OHVV�FRQYLQFLQJ��DQG�WKH\ǅUH�VWDWLVWLFDOO\�PRUH�
OLNHO\�WR�EX\�IURP�\RX�WKDQ�DQ\RQH�HOVH�

.HYLQ�.HOOH\��WKH�IRXQGLQJ�HGLWRU�RI�Wired�PDJD]LQH��IDPRXVO\�WDONHG�
DERXW�KRZ�������WUXH�IDQV�DUH�HQRXJK�WR�VXVWDLQ�D�OLIHVW\OH�EXVLQHVV��
+H�VDLG�WKDW�������WUXH�IDQV�ZKR�ZLOO�EX\�ZKDW�\RXǅUH�VHOOLQJ�DUH�DOO�
\RX�QHHG�WR�FUHDWH�\RXU�RZQ�EXVLQHVV�DQG�PDNH�D�JRRG�OLYLQJ�IURP�
WKDW�DXGLHQFH��0LOOLRQV�RI�SHRSOH�KDYH�GRQH�WKLV��DOO�RYHU�WKH�ZRUOG��
IURP�HYHU\�NLQG�RI�EDFNJURXQG�DQG�VLWXDWLRQ�

$QG� LW� ZRUNV� EHFDXVH� WKH� ��6WHS�0DUNHWLQJ� &\FOH� LV� FRQWLQXRXV�� ,I�
\RXǅUH� JHQHURXV� ZLWK� ZKDW� \RX� NQRZ�� \RX� HQJDJH� ZLWK� LQGLYLGXDOV�
RQH�RQ�RQH��DQG�\RX�DVN�JRRG�TXHVWLRQV�WKDW�GHPRQVWUDWH�\RX�XQGHU�
VWDQG�WKHLU�FKDOOHQJHV��SHRSOH�ZLOO�.QRZ�\RX��/LNH�\RX��7UXVW�\RX��DQG�
ǂ�XOWLPDWHO\�ǂ�%X\�IURP�\RX�

�� �$ODQ�(��:HEEHU�DQG�(��*��%URZQ��Ǉ%�%�&XVWRPHU�([SHULHQFH�3ULRULWLHV�,Q�DQ�
(FRQRPLF�'RZQWXUQ��.H\�&XVWRPHU�8VDELOLW\�,QLWLDWLYHV�,Q�$�6RIW�(FRQRP\�ǈ�
)RUUHVWHU�5HVHDUFK��,QF���)HEUXDU\�����������KWWSV���ZZZ�IRUUHVWHU�FRP�UHSRUW�
%�%�&XVWRPHU�([SHULHQFH�3ULRULWLHV�,Q�$Q�(FRQRPLF�'RZQWXUQ�5(6�����
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

��� 0DNH� D� FRS\� RI� WKH� WHPSODWH� 0DUNHWLQJ� &\FOH�
7UHOOR�%RDUG�

��� 5HDG�WKH�LQVWUXFWLRQV�RQ�WKH�ǩ�UVW�FDUG�

��� /LVW�WKH�SHRSOH�LQ�\RXU�QHWZRUN�ZKR�EHORQJ�RQ�DOO�IRXU�OLVWV�

��� ,GHQWLI\�D�VSHFLǩ�F�DFWLRQ�WR�PRYH�SHRSOH�IURP�RQH�OLVW�WR�WKH�QH[W�

��� 6FKHGXOH�WLPH�RQ�\RXU�FDOHQGDU�WR�ZRUN�WKLV�ERDUG��ZKHQ�\RXǅOO�
HQFRXUDJH�SHRSOH�WR�WDNH�WKRVH�DFWLRQV��,WǅV�JUHDW�LI�\RX�FDQ�
PDNH�PRYHPHQW�RQ�LW�GDLO\��EXW�PDNH�WKH�FRPPLWPHQW�WR�DW�
OHDVW�ORRN�DW�LW�HDFK�GD\�
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To market something is to make it beautiful in the right way.!

— Venkatesh Rao

Selling is where you want to go. Marketing is why you want to get 
there.

In the split-second you see a hitchhiker on the side of the road, you 
make an instant decision whether to pull over or not. That immediate 
UHDFWLRQ�LV�WKH�GLǨHUHQFH�EHWZHHQ�VXFFHVV�DQG�IDLOXUH�WR�D�KLWFKKLNHU��
6HOOLQJ�DQG�PDUNHWLQJ�ZLOO�JLYH�\RX�YHU\�GLǨHUHQW�UHVXOWV�

,Q�D�FODVVLF�SDLU�RI�SKRWRV�E\�DGYHUWLVLQJ�H[HFXWLYH�$OH[�%RJXVN\��KH�
VKRZHG�WKH�VDPH�KLWFKKLNHU�KROGLQJ�WZR�GLǨHUHQW�VLJQV�WKDW�FUHDWHG�
YHU\�GLǨHUHQW�UHDFWLRQV��7KH�ǩUVW�VLJQ�VDLG�Ǉ-DFNVRQYLOOH�ǈ�7KH�VHFRQG�
VLJQ�VDLG�Ǉ0RPǅV�IRU�&KULVWPDV�ǈ

7KH�ǩUVW�VLJQ�WHOOV�\RX�ZKHUH�WKH�KLWFKKLNHU�LV�JRLQJ��,I�\RX�KDSSHQ�WR�
EH�JRLQJ�WR�-DFNVRQYLOOH��WKHUHǅV�DOLJQPHQW�ǂ�EXW�LWǅV�VWLOO�XS�WR�\RX�WR�
decide whether you want to pick him up.

The second sign tells you his mission, why KHǅV�KLWFKKLNLQJ��7KH�GHVWL-
QDWLRQ�PLJKW�QRW�DFWXDOO\�IDFWRU�LQWR�\RXU�GHFLVLRQ��<RX�FRXOG�EH�JRLQJ�
VRPHZKHUH�HOVH�HQWLUHO\�DQG�GHFLGH�WR�SLFN�KLP�XS�DQ\ZD\�EHFDXVH�
you support his mission. If you focus on where EHIRUH�why, you may 
not persuade anyone to pick you up.

Chapter 6

Pushing vs. Pulling
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Marketing Is Selling at Scale

%HIRUH�,�JRW�LQWR�PDUNHWLQJ��,�ZDV�LQ�VDOHV�IRU�D�IHZ�\HDUV��7KH�SV\FKRO-
RJ\� DQG� VFLHQFH� RI� VHOOLQJ� ZHUH� IDVFLQDWLQJ� WR� PH�� DQG� ,ǅP� JODG� ,�
OHDUQHG�WKHP��7KH�GLǨHUHQFH�EHWZHHQ�WKH�WZR�GLVFLSOLQHV�LV�WKDW�VHOO-
LQJ�FRQYLQFHV�RQH�SHUVRQ�WR�EX\�ULJKW�QRZ��ZKLOH�PDUNHWLQJ�FRQYLQFHV�
PDQ\�SHRSOH�WR�EX\�RYHU�WLPH��7KH�RSHQ�HQGHG�WLPHOLQH�RI�PDUNHWLQJ�
LV�VORZHU�WKDQ�VDOHV��<RXǅUH�GHYHORSLQJ�D�UHODWLRQVKLS�WR� LQǪXHQFH�D�
EX\LQJ�GHFLVLRQ��<RX�RǨHU�SHULRGLF�FDOOV�WR�DFWLRQ��DQG�WKDW�FRQYHUWV�
some people into customers.

With selling, you focus on the individual prospect right in front of you. 
7KLV�HQFRXUDJHV�SV\FKRORJLFDO�PDQLSXODWLRQ�WDFWLFV��EHFDXVH�WKH\�DUH�
HǨHFWLYH�RQH�RQ�RQH��6HOOLQJ�LV�ELDVHG�WRZDUG�WKH�QRZ��ZKLOH�PDUNHW-
LQJ�LV�ELDVHG�WRZDUG�WKH�IXWXUH�

0DUNHWLQJ�H[SHUW�6HWK�*RGLQ�OLNHV�WR�VD\�WKDW�DQ�LQWHUUXSWLRQ�PDUNHW-
er is a hunter, while a permission marketer is a farmer. Hunters go 
ǩQG�IUHVK�PHDW��ZKLOH�IDUPHUV�JURZ�IRRG�VORZO\��7KLV�GLǨHUHQFH�LV�ZHOO�
known in sales communities. Some salespeople are hunters who go 
and seek out new deals. Others are farmers who nurture relationships 
that eventually grow into deals. Marketing is like farming leads, and 
VHOOLQJ�LV�OLNH�KXQWLQJ�OHDGV��$Q\RQH�FDQ�VKHSKHUG�D�FXVWRPHU�WKURXJK�
their journey. You just need to know when to push, and when to pull 
ǂ�ZKHQ�WR�EH�D�IDUPHU��DQG�ZKHQ�WR�EH�D�KXQWHU�

Moving From Marketing to Sales

If you draw three concentric circles, you can place your customers 
in the center circle. Those are the people who earn your service. You 
GRQǅW�JLYH�VHUYLFH�WR�SHRSOH�\RXǅUH�VWLOO�VHOOLQJ�WR��SURVSHFWLYH�FXVWRP-
HUV�JR�LQ�WKH�VHFRQG�FLUFOH��<RX�WUHDW�SHRSOH�LQ�WKH�VHFRQG�FLUFOH�GLǨHU-
HQWO\� WKDQ� WKH�FXVWRPHUV� LQ� WKH�ǩUVW��<RXU�FRQYHUVDWLRQV�ZLWK� WKHVH�
SHRSOH�ZLOO�EH� IRFXVHG�RQ�JHWWLQJ�WKHP� LQWR�WKH� LQQHU�FLUFOH�RI�\RXU�
FXVWRPHUV��FURVVLQJ�WKH�ERXQGDU\�ZKHUH�WKH\�PDNH�D�SXUFKDVH�
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If you treat these people in the second circle like customers and help 
WKHP�VROYH�SUREOHPV�EHIRUH�WKH\ǅYH�SDLG�\RX��WKH\�PD\�ǩQG�QR�LQFHQ-
WLYH�WR�EHFRPH�\RXU�FXVWRPHU��,WǅV�RQO\�RQFH�VRPHRQH�KDV�SDLG�\RX�
WKDW�WKH\�EHFRPH�D�FXVWRPHU�

%HIRUH�SD\PHQW��WKH\ǅUH�QRW��7KHUHǅV�D�YHU\�FOHDU�GLYLGLQJ�OLQH�EHWZHHQ�
WKHVH�WZR�FLUFOHV��WKH�ǩQDQFLDO�WUDQVDFWLRQ� 

7KHUHǅV� D� VLPLODU� GLYLGLQJ� OLQH� EHWZHHQ�PDUNHWLQJ� DQG� VDOHV��:KHQ�
VRPHRQH�LV�LQ�WKH�RXWHUPRVW�FLUFOH��PDUNHWLQJ�WR�WKHP�LV�ǩQH��EXW�VHOO-
ing to them can feel pushy.

Selling Only Feels Pushy If You Haven’t Done Enough Pulling

Marketing is what happens on the outside of a shop window. 
6KRSNHHSHUV�HQWLFH�ZLQGRZ�VKRSSHUV�WR�FRPH�LQVLGH�E\�VHWWLQJ�XS�D�
QLFH�VWRUHIURQW��SRVWLQJ�ELJ�VLJQV��DQG�RǨHULQJ�LQFHQWLYHV�WR�YROXQWDULO\�
HQWHU�WKH�VWRUH��,I�LWǅV�DSSHDOLQJ�IURP�WKH�RXWVLGH��\RXǅOO�JR�LQ�

2QFH�\RX�FURVV�WKH�WKUHVKROG��LWǅV�IDLU�JDPH�IRU�D�VKRSNHHSHU�WR�VHOO�WR�
\RX��,I�\RX�SLFN�DQ�LWHP�XS�RǨ�D�VKHOI��DQG�D�FOHUN�FRPHV�XS�WR�\RX�WR�
DVN��Ǉ:RXOG�\RX�OLNH�WR�SXUFKDVH�WKDW"ǈ�LWǅV�QRW�SXVK\�DW�DOO��<RXǅUH�LQ�
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their store, looking at an item, and considering whether you want to 
EX\�LW��6HOOLQJ�LV�IDLU�JDPH��LQVLGH�WKH�VKRS�

%XW� LWǅV�QRW� WKH� ULJKW� WLPH� WR� VWDUW� VHOOLQJ� WR� VRPHRQH�ZKHQ� WKH\ǅUH�
VWLOO�RXWVLGH�WKH�VKRS��EHIRUH�WKH\ǅYH�GHFLGHG�WR�JR�LQVLGH��7KH�ZRUN�RI�
marketing yourself is to pull people closer to you and to get them to 
YROXQWDULO\�WDNH�WKH�VWHS�WKDW�VLJQDOV�WKH\ǅUH�UHDG\�IRU�VDOHV�

7KH�WUDQVLWLRQ� IURP�PDUNHWLQJ� LQWR�VDOHV� LV�YROXQWDU\��DQG�\RX�FDQǅW�
GR�LW�IRU�WKHP��,W�KDSSHQV�ZKHQ�WKH\�QR�ORQJHU�QHHG�WR�EH�FRQYLQFHG�
of your value. They Know, Like, and Trust you, and then they want to 
NQRZ� WKH� VSHFLǩFV�RI� KRZ� WKH\� FDQ�HQJDJH� \RX� FRPPHUFLDOO\�� 7KLV�
ERXQGDU\� LV� FURVVHG�ZKHQ� WKH�FXVWRPHU�YROXQWHHUV�D�ZLOOLQJQHVV� WR�
HQWHU�WKH�VDOHV�FRQYHUVDWLRQ��,I�\RX�WU\�VHOOLQJ�WR�WKHP�EHIRUH�WKH\�WDNH�
WKDW�YROXQWDU\�VWHS��LW�PLJKW�EDFNǩUH��DQG�WKH\�PLJKW�EH�UHSXOVHG�E\�
\RXU�HǨRUWV�

Prospective Customers Volunteer To Be Sold

For my digital marketing agency, Stellar Platforms, the transition from 
marketing to sales happens when someone requests a marketing 
FRQVXOWDWLRQ��,�PDUNHW�WR�P\�DXGLHQFH�E\�WDONLQJ�DERXW�WKH�SUREOHPV�
,�VROYH�DQG�WHOOLQJ�VWRULHV�RI�SHRSOH�ZKRǅYH�VHHQ�WKHVH�UHVXOWV�FKDQJH�
WKHLU�OLIH�RU�WKHLU�EXVLQHVV��:KLOH�,�GRQǅW�GLUHFWO\�VD\��Ǉ+LUH�PH�WR�GR�WKLV�
IRU�\RX��WRR�ǈ�,�PHQWLRQ�P\�RǨHUV�LQ�WKH�FRQWH[W�RI�P\�ZRUN��,�GRQǅW�VHOO�
directly to my audience at large. I only sell to people who raise their 
KDQG�DQG�VD\��Ǉ,ǅG�OLNH�\RXU�DGYLFH�RQ�P\�EXVLQHVV�ǈ

$IWHU�VRPHRQH�KDV�YROXQWDULO\�FURVVHG�WKH�ǩUVW�ERXQGDU\��ǩOOHG�RXW�D�
consultation application, and scheduled an appointment, then I spend 
VRPH� WLPH� EUDLQVWRUPLQJ� ZLWK� WKHP�� ,� OHDUQ� DERXW� WKHLU� EXVLQHVV��
SURYLGH�YDOXH��DQG�LI�LW�VHHPV�OLNH�D�JRRG�ǩW��,�PDNH�DQ�RǨHU�WR�ZRUN�
WRJHWKHU��$W�WKDW�SRLQW��,�FDQ�XVH�P\�VHOOLQJ�VNLOOV�WR�VHOO�WKDW�RǨHU��%XW�
LI�,�WU\�WKDW�WRR�HDUO\��,ǅOO�VFDUH�WKHP�RǨ�
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,I�,�WULHG�WR�VHOO�P\�VHUYLFHV�EHIRUH�SHRSOH�DVNHG�IRU�LQIRUPDWLRQ�DERXW�
D�SRVVLEOH�WUDQVDFWLRQ��EHIRUH�WKH\�YROXQWDULO\�FURVVHG�IURP�PDUNHWLQJ�
WR�VDOHV��WKHQ�VHOOLQJ�ZRXOG�IHHO�VOHD]\��%XW�ZKHQ�\RX�SXOO�SHRSOH�WR�
you through marketing, selling is just a natural push.

Pull Before You Push

Identify when a customer moves from your marketing circle into the 
VDOHV�FLUFOH��:KDW� LV� WKH�VSHFLǩF�VWHS�ZKHQ�VRPHRQH�VLJQDOV� WKH\ǅUH�
UHDG\�WR�KDYH�D�VDOHV�FRQYHUVDWLRQ"�

,Q� WKH�ZRUOG�RI�GLJLWDO�PDUNHWLQJ��VRPHWLPHV�ZH�FRQYHUW�FROG� WUDǫF�
LQWR� FXVWRPHUV�RQ�D� VLQJOH� VDOHV�SDJH��:H�GR� WKLV�E\� VWDUWLQJ�ZLWK�
marketing on the top of the page, pulling them further and further 
down, until we make a push at the end. There is a 21-step sales letter 
IRUPXOD�GHYHORSHG�E\�3HUU\�%HOFKHU�WKDW�SXOOV�SHRSOH�LQ�DW�WKH�WRS�RI�
WKH�SDJH�DQG�SXVKHV�WKHP�WR�EX\�DW�WKH�ERWWRP�1

1. &DOO�RXW�WR�\RXU�DXGLHQFH

2. *HW�WKHLU�DWWHQWLRQ

3. %DFN�XS�WKH�ELJ�SURPLVH�KHDGOLQH�ZLWK�D�TXLFN�H[SODQDWLRQ

4. ,GHQWLI\�WKH�SUREOHP

5. Provide the solution

6. Show pain of and cost of development

7. ([SODLQ�HDVH�RI�XVH

8. Show speed to results

9. Future cast

10. Show your credentials

11. 'HWDLO�WKH�EHQHǩWV

12. *HW�VRFLDO�SURRI

1   Perry Belcher, “Salesletter Formula,” https://perrybelcher.com 
/21-step-salesletter-formula/ 
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13. 0DNH�\RXU�RǨ�HU

14. $GG�ERQXVHV

15. %XLOG�XS�\RXU�YDOXH

16. Reveal your price

17. Inject scarcity 

18. *LYH�JXDUDQWHH

19. &DOO�WR�DFWLRQ

20. *LYH�D�ZDUQLQJ

21. &ORVH�ZLWK�D�UHPLQGHU

'R�\RX�QRWLFH�KRZ�WKH�ǩ�UVW����VWHSV�DUH�DOO�SXOOLQJ��DQG�WKHUH�LVQǅW�DQ\�
SXVKLQJ�XQWLO�WKH�HQG"

If you don’t want to be pushy, 
don’t use your marketing to sell. 

Use your marketing to pull, and only push when prospects volunteer 
WKDW�WKH\ǅUH�UHDG\��8QOLNH�RQ�D�VDOHV�SDJH��\RXU�VDOHV�SURFHVV�PLJKW�
KDYH� DQ� DFWLRQ� EHWZHHQ�PDUNHWLQJ� DQG� VDOHV�ǂ�ǩ�OOLQJ� RXW� D� IRUP��
requesting a quote, or calling you on the phone. 

Focus your marketing on encouraging the one action that makes 
customers ready to have a sales conversation.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Make a copy of the Sales Letter Formula 
:RUNERRN�

2. Write a sentence or a paragraph under each heading. Notice 
how everything from 1 through 12 is marketing and 13 
through 21 is sales.

3. Use the language from 1 to 12 in your marketing materials.

4. ,I�\RX�ǩ�QG�DQ\�WRSLFV�IURP����WR����LQ�\RXU�PDUNHWLQJ��FRQVLG�
er moving them after your prospect has made a voluntary 
request.

5. Share your sales page with the hashtag 
#MarketingYourselfBook WR�DVN�IRU�VRPH�IHHGEDFN�ǂ�DQG�
JHW�D�VLJQDO�ERRVW�
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To build trust, you must create value and safety  
for the person you want to in!uence.

— Melanie Marshall

Without trust, you can’t complete the 4-Step Marketing Cycle, and 

letting customers try you before they buy you is the best way to build 

trust. Free samples are a shortcut.

Would you want to take a car for a test drive before purchasing it? 

Of course you would. Whether you’re buying a new car from a dealer 

or a used car from the previous owner, taking a test drive is a basic 

method to learn about the car you’re thinking of buying. Without a 

test drive, you don’t have enough information (or experience) to make 

a purchase.

If you’ve ever bought or sold a used car from an individual, you know 

the importance of trust in the sales process. Chances are, neither of 

you is an expert in automobiles. When both of the people in a used 

car transaction are amateurs, they’ll each feel a little anxious and 

vulnerable. The exchange only happens when the time is right, the 

trust is right, and the money is right.

To get to that point of equilibrium between value and safety, the seller 

RǨHUV�D�IUHH�VDPSOH�RI�GULYLQJ�WKH�FDU��7KH\�NQRZ�WKDW�JHWWLQJ�\RX�LQWR�

Chapter 7

Free Samples Whet the Appetite
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the driver’s seat is necessary to get you to buy it. Imagine how you’d 

feel, getting into a car to take it on a test drive, and the seller says, “It’s 

ǩYH�GROODUV�IRU�WKH�JDV�ǈ

Would you pay for the test drive? Or would you leave right then? A 

seller this stingy, charging you for gas to go around the block, might 

not make a fair deal with you. Because you both are amateurs, trust is 

important. If you think the other person might be shifty or dishonest, 

would you want to spend thousands of dollars on a deal with them?

If the price were low enough, you might decide the purchase is worth 

the risk. Conversely, if the trust is high enough, you might be willing to 

pay top dollar. These are the two factors that are necessary to make 

a purchase happen: trust and money.

 F When there’s high trust and a high price, you can sell.

 F When there’s low trust and a low price, you can sell.

 F It’s nearly impossible to sell a high-priced item with low trust.

 F The surest way to sell is with high trust and a low price.
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If you’re selling services, time, or expertise, a free consultation is an 

easy way to be generous and build trust with your target market. The 

only thing your customer invests is time. Before you convince some-

one to spend money with you, convince them to spend time with you, 

so they can give you a test drive.

Prime the Pump

When you drill a well into the ground to draw water up out of the 

earth, the pump won’t work if it’s completely dry. You have to add 

some water to the pump at the top, before it can pull more water 

XS�IURP�GRZQ�EHORZ��7KLV�LV�NQRZQ�DV�ǇSULPLQJ�WKH�SXPS�ǈ�DQG�WKH�
FRQFHSW�DSSOLHV�WR�RWKHU�VFHQDULRV��DV�ZHOO��,I�\RX�ZDQW�WR�VWDUW�D�ǩUH�
ZLWK�D�SLOH�RI�ZRRG��\RX�KDYH�WR�EULQJ�D�OLWWOH�ELW�RI�ǩUH�WR�JHW�WKLQJV�
started. In other words, supplying a little bit of what you want is how 

you create the conditions to bring in more.

If you want to do business with someone, a free consultation primes 

the pump. They receive some value from you, which makes them more 

willing to give value back to you (in the form of cash). They also gain 

a clear understanding of what they can achieve by working with you 

in the future. A whopping 96% of buyers think a meeting is worth 

their time if you focus on the value you deliver to them. A free consul-

tation is a low-risk method to demonstrate your value to a potential 

customer.

Case Study 1: Big Idea Brainstorms

:KHQ�,�ǩUVW�VWDUWHG�WUDYHOLQJ�DV�D�GLJLWDO�QRPDG��,�VXSSRUWHG�P\�\RXQJ�
family by running a website design agency. When we moved to Costa 

Rica, I called my business Pura Vida MultiMedia, an homage to the 

national slogan of that country. I earned most of my clients through 

giving free consultations over video calls. I called these sessions “Big 

,GHD� %UDLQVWRUPV�ǈ� EHFDXVH� ,� OLNHG� ZRUNLQJ� ZLWK� SHRSOH� ZKR� ZHUH�
VWDUWLQJ�WKHLU�ǩUVW�EXVLQHVV��DQG�QHHGHG�D�ZHEVLWH�IRU�LW��
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My free sample focused on helping entrepreneurial people brainstorm 

their big idea. For years, I would talk to anybody. If you had an idea for 

D�EXVLQHVV��DQG�\RX�ZHUH�ZLOOLQJ�WR�ǩOO�RXW�DQ�DSSOLFDWLRQ�IRUP�WHOOLQJ�
me about your idea, I’d get on a call with you for half an hour and 

RǨHU�VRPH�IUHH�DGYLFH�

Statistically, 30% of those free consultations turned into my custom-

ers. By tracking my numbers, I was able to monitor how many free 

consultations I gave and how many clients I earned from that activity. 

This helped me anticipate what to expect from my lead generation. If 

I scheduled three consultations in a week, I could expect, on average, 

one new client that week.

)UHH�FRQVXOWDWLRQV�DUH�HǨHFWLYH�EHFDXVH�WKH\�FDQ�JLYH�\RX�LQWHOOLJHQFH�
\RX�FDQ�XVH�WR�FORVH�WKH�VDOH��$VNLQJ�GHWDLOHG�TXHVWLRQV�DERXW�VSHFLǩF�
needs, priorities, and challenges will give you valuable insight. You 

can position your solution as the way they can achieve the outcome 

WKDW�WKH\�VSHFLǩFDOO\�VDLG�WKH\�ZDQW��$OO�\RX�KDYH�WR�GR�LV�GLVFRYHU�WKH�
details.

Over time, free samples may become the front end of your business. 

$Q\ZKHUH�\RX�JR��\RX�FDQ�RǨHU�D�IUHH�VDPSOH��DQG�WKH�ULJKW�NLQGV�RI�
SHRSOH�ZLOO�EH�LQWHUHVWHG��2ǨHU�IUHH�YDOXH��EXLOG�WUXVW��PDNH�DQ�RǨHU��
When a customer’s buying decision depends on you, your personality, 

DQG�\RXU� WUXVWZRUWKLQHVV��RǨHULQJ�D� IUHH�VDPSOH� WR� WKH� ULJKW� WDUJHW�
market could become your most lucrative marketing activity.

Case Study 2: Book Talk Tuesdays

(ULQ�'RQOH\�RǨHUV�D� IUHH�FRQVXOWDWLRQ�VKH�FDOOV�%RRN�7DON�7XHVGD\V��
She’s a ghostwriter who helps people who have stories to tell, and her 

personal statement is, “I work with industry experts who want to clar-

LI\�WKHLU�PHVVDJH��ULVH�DERYH�WKH�QRLVH��DQG�ǩQLVK�WKH�ERRNV�WKH\ǅYH�
EHHQ�ZDQWLQJ�WR�ZULWH�ǈ�+HU�FDOHQGDU�LV�RSHQ�HYHU\�7XHVGD\�IRU�DQ\�
ǩUVW�WLPH�DXWKRU�ZKR�KDYH�D�ERRN�LQ�WKHP�
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If you’ve dreamed of writing a book, you can schedule 30 minutes with 

(ULQ�WR�WDON�DERXW�DQ\�DVSHFW�RI�QRQǩFWLRQ�ERRN�FUHDWLRQ��ZKHWKHU�RU�
not you want to hire a ghostwriter. She can explain how to get start-

ed, how to choose or clarify your topic, and how to develop chapters. 

Since she managed a bookstore for many years, people contact Erin 

just to see if their idea is both viable and relevant.

Not every consultation turns into a client for her ghostwriting practice, 

but all of them turn into advocates. Every consultation who doesn’t 

hire Erin is another weak tie in her network. Remember the weak ties 

from chapter 1? Anytime a weak tie hears that someone is struggling 

ZLWK�ǩQLVKLQJ�WKHLU�ERRN��WKDW�SHUVRQ�FDQ�VD\��Ǉ,�NQRZ�D�JKRVWZULWHU��
:RXOG�\RX�OLNH�PH�WR�PDNH�DQ�LQWURGXFWLRQ"ǈ

Providing value for free and regularly creating trust with people can 

build a network that supports your career. This is a longer game of 

PDUNHWLQJ�\RXUVHOI�WKDQ�SD\�SHU�FOLFN�DGV�RU�ǩYH�GD\�IXQQHOV��EXW�WKH�
VKRUW�JDPH�KDV�WR�EH�UHVWRUHG�DQG�UHǩOOHG�DOO� WKH�WLPH�� ,I�\RX�ZDQW�
stability and longevity in your business, play the long game.

Earning Trust for Free

When courting a new customer, the highest barrier to overcome is 

trust. Trust can be earned through generosity, and a low price is an 

HǨHFWLYH�ZD\�WR�EH�JHQHURXV��7KH�ORZHVW�SULFHG�RǨHU�\RX�FDQ�PDNH�LV�
free. Ironically, customers do not think something free is of low value.

In 2007, a study by MIT found that people think a zero-dollar price 

DGGV� WR� WKH� EHQHǩWV� RI� D� SURGXFW�1� 7KH� ǇODVW� EHQHǩW� GLǨHUHQFHǈ� LV�
SV\FKRORJLFDOO\�GLǨHUHQW�IRU�]HUR�GROODUV��,W�WXUQV�RXW��SHRSOH�DVVXPH�
WKDW�LI�\RX�SXW�LQ�WKH�HǨRUW�WR�PDNH�VRPHWKLQJ�IRU�IUHH��WKDW�PHDQV�LW�

1  Dan Ariely and Kristina Shampan’er, “Zero as a special price: The true value of free 
products,” Marketing Science 26, no. 6 (2007): 742-757, https://web.mit.edu/ariely/
www/MIT/Papers/zero.pdf
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must be good. At the very least, it should be good enough to justify the 

time they take to consume it.

2ǨHULQJ�D�IUHH�VDPSOH� ORZHUV�D�FXVWRPHUǅV�ULVN��GHPRQVWUDWHV�ZKDW�
they would get from you, and gives them an incentive to start work-

ing with you before money changes hands. With the right strategy, 

RǨHULQJ�IUHH�FRQVXOWDWLRQV�FDQ�EHFRPH�\RXU�SULPDU\�PHWKRG�RI�OHDG�
generation.

+HUHǅV�KRZ�\RX�FDQ�VHW�XS�D�VLPSOH�IUHH�FRQVXOWDWLRQ�V\VWHP�

1. Create an intake form. Some typical methods that people use 

as of this writing include Google Forms, Typeform, or Survey 

Monkey.

2. List questions. Ask questions in your form that will help you come 

to the conversation prepared with ideas. (For inspiration, you 

can see my intake form at StellarPlatforms.com/Consultation.)

3. Automate delivery.� +DYH� IRUP� VXEPLVVLRQV� VHQW� GLUHFWO\� WR�
your email inbox or your customer relationship management 

program. Test this yourself a time or two with dummy accounts. 

Make sure the emails arrive to you and to the prospective 

customer the way you’d like.

4. Set up a scheduling tool. Calendly, Schedule Once, and Acuity 

are programs that allow you to select an appointment from 

available times on your calendar. You can have as many (or as 

few) open slots as you choose.

5. Automate delivery of your scheduling link. After someone 

submits an intake form, they should receive the link to schedule 

an appointment with you on the very next page. It’s best if the 

scheduling system sends reminder emails, too, so all you have 

to do is show up.
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6. Write your pitch. :KDW� LV� WKH� VSHFLǩF�ZRUGLQJ�\RX�ZLOO�XVH� WR�
RǨHU�VRPHRQH�D�IUHH�FRQVXOWDWLRQ"�:RUN�RQ�WKLV�SDUDJUDSK�XQWLO�
LWǅV�VHDPOHVV��VR�\RX�FDQ�UHFLWH�LW�RU�SDVWH�LW�ZLWK�PLQLPDO�HǨRUW�

+HUHǅV�D�EULHI�H[DPSOH�

“I’d like to talk with you about growing your business. If you’d 
OLNH�D�IUHH��QR�REOLJDWLRQ�FRQVXOWDWLRQ��ǩOO�RXW�WKLV�IRUP��DQG�ZH�
FDQ�VFKHGXOH�D�WLPH�WR�FRQQHFW�ǈ

When you’re giving a free consultation, remember to focus on why, 

and not how. It’s easy to fall into discussing how \RX�FDQ�ǩ[�WKHLU�SURE-

lems, but you’re more likely to close the deal if you focus on why they 

ZDQW�WKHLU�SUREOHPV�ǩ[HG�GXULQJ�WKLV�IUHH�FRQVXOWDWLRQ��

I know it sounds counterintuitive, but what a new customer wants 

most from you isn’t an understanding of how WKH\�FDQ�ǩ[�WKHLU�SURE-

lem themselves ... they want to know why you’re the right person to 

do it for them.

The reason this shift worked so well for me was that I often consulted 

P\VHOI�RXW�RI�D�VDOH�E\�RǨHULQJ�WRR�PXFK�IUHH�YDOXH��,ǅG�JHW�VR�H[FLWHG�
about working with the new customer, I’d tell them during our call 

how they could do it themselves. 

You don’t want to feed someone free samples until they’re full, if what 

you want is for them to make a purchase that sates their hunger.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

&RPSOHWH�WKH�H[HUFLVHV�LQ�WKH�&RUQHUVWRQH�:RUNERRNV�
DW�0DUNHWLQJ<RXUVHOI%RRN�FRP�ZRUNERRNV�

1. Download the Free Consultation Worksheet, 

which has some of my best questions to ask 

during a free consultation.

2. Read all the questions out loud. Rewrite any questions 

that would sound more natural to you if they were worded 

GLǨ�HUHQWO\�

3. Role-play a free consultation with a friendly colleague and 

ask them for feedback on the conversation.

4. Schedule a conversation with a live prospect for a free consul-

tation and record the call.

5. Review the recording, making notes on how you can improve 

your consultation.

6. :ULWH�\RXU�SLWFK��:KDW�LV�WKH�VSHFLǩ�F�ZRUGLQJ�\RX�ZLOO�XVH�WR�
RǨ�HU�D� IUHH� FRQVXOWDWLRQ"�:RUN�RQ� WKLV�SDUDJUDSK�XQWLO� LWǅV�
VHDPOHVV��VR�\RX�FDQ�UHFLWH�LW�RU�SDVWH�LW�ZLWK�PLQLPDO�HǨ�RUW�
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A decision is made with the brain. A commitment is made with the heart. 
Therefore, a commitment is much deeper and more binding 

than a decision. 

— Dr. Nido Qubein

I received a party invitation and a sales pitch on the same day. One 
made me uncomfortable, and the other did not.

The sales pitch took place on a used car lot. I happened to be walking 
by, and on a whim, I wandered in to look at some prices. Smelling a 
potential customer, a salesperson came over and quoted me a price. 
When I shrugged, he used all sorts of sleazy sales tactics. This was 
my only shot at getting a deal like this, he said. He belittled the car I 
currently drove and hounded me about my budget.

,�OHIW�DQG�ZHQW�WR�WKH�SRVW�RǫFH��ZKHUH�,�IRXQG�D�SDUW\�LQYLWDWLRQ�LQ�WKH�
mail. I didn’t want to go, and I didn’t need to tell anyone. There was an 
RSVP envelope included with the invitation that I held on to until later 
in the week. By the time I took out the invitation to check one of the 
boxes, I’d changed my mind, and I’d decided to attend.

Combining the buying decision with the call to action (CTA) is what 
makes selling sleazy. When I received the party invitation in the mail, 
that was a call to action. In the near future, I had to make a decision. 

Chapter 8

Calling to Action
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I would attend the party, decline the invitation, or ignore it and not 
respond.

My buying decision didn’t happen when I opened the envelope. 
Opening the envelope was only the call to action.

Because I had time and space to make a decision, I didn’t feel like the 
person inviting me was being pushy or gross. But if they’d called me 
on the phone to ask immediately, “I’m having a party on Friday, will 
you come?” this would have combined the CTA with the decision. If 
I wanted to say no, I would have felt pushed into making a decision 
right there on the phone. Pressuring me to make a decision is what 
the car salesman was trying to do by combining the buying decision 
with the call to action.

A call to action is only an invitation. 

The CTA does not need to convince or persuade. Its only purpose is to 
articulate the next step.

The car salesman could have separated the CTA from the buying deci-
VLRQ�E\�VD\LQJ��Ǉ0\�Rǫ��FH�LV�WKURXJK�WKDW�GRRU��,I�\RX�ZDQW�WR�GLVFXVV�
SULFLQJ��FRPH�ULJKW�RQ� LQ�� ,ǅOO�PDNH�\RX�D�FXS�RI�FRǨ�HH�ǈ�7KH�VOHD]\�
feeling of sales pressure would have been removed. I would have 
been given an opportunity to make a microcommitment to voluntarily 
VLJQDO�P\�LQWHUHVW��7KH�ORZ�VWDNHV�HQWLFHPHQW�ǂ�IUHH�FRǨ�HH�ǂ�ZRXOG�
have smoothed any resistance I felt and kept our communication 
comfortable.

By practicing a simple and clear call to action, you can easily transition 
conversations about hypotheticals into commercial engagements.

Nine-Word Email CTA

In email marketing, there’s a useful tactic called a “nine-word email.” 
This email is sent to a segment of your list that once expressed interest. 
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I have a segment of my newsletter list called “Coaching Interest.” 
This small sublist of people have expressed interest in my coaching 
programs. They may have applied for a free consultation or clicked 
through to read my coaching page in the past.

When I want some money, I send a nine-word email to this segment 
of my list. Something like, “Are you interested in hiring me as your 
coach?” I don’t need to persuade this segment. I know they’re inter-
ested. They know enough to already know the basics of my pitch. I 
could add testimonials on top of the CTA or overwhelm my message 
ZLWK�ORWV�RI�IHDWXUHV�DQG�EHQHǩWV��%XW�WKDW�ZRXOG�FRPELQH�WKH�EX\LQJ�
decision with the call to action and make my message muddy.

Instead, I just ask a simple question: “Is now the right time?” If so, they 
reply. If not, they ignore the message and move on with their life. A 
simple, clear CTA is a non-threatening invitation you can give out to 
anyone who might be interested in buying from you. But an invitation 
alone is not enough to convince people that they should act.

The Struggle Between the Heart and the Head

On the third day we were stranded in the airport, I began to make 
bad decisions. The kids were hungry — again. The healthy snacks my 
wife prepared had run out the day before. The food choices near the 
departure gate looked appetizing, despite the behavior problems that 
we knew prepackaged foods cause in the sensitive stomachs of our 
children.

7UDYHOLQJ� IRU�ǩYH�GD\V�ZLWK�P\�ZLIH�DQG� WKUHH�\RXQJ�NLGV��ZH�ZHUH�
EXPSHG�IURP�WZR�FRQVHFXWLYH�ǪLJKWV��7KHUH�ZHUH�VWLOO�WZR�PRUH�GD\V�
RI�WUDYHO�DKHDG�RI�XV�XQWLO�ZH�ǩQDOO\�PDGH�LW�WR�1HZ�=HDODQG��/$;�LV�
not the best of airports, and my resilience was fading.

We could have left the airport and taken a taxi to a health food store, 
to prepare wholesome, nutritious, and bland meals for everyone. This 
would have taken hours and cost a bunch of money, and we would 
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have had to go through security again. Or, we could just buy them 
tasty, convenient sandwiches.

My head said: PDNH�WKH�H[WUD�HǨRUW��VSHQG�WKH�H[WUD�PRQH\��GR�
what’s right. 
My heart said: EX\�WKH�FKHDS�IRRG�QRZ��LWǅV�WRR�PXFK�HǨRUW�WR�GR�
this right. 

This struggle, between our heads and our hearts, is how we make a 
Buying Decision. Understanding this struggle — and talking to both 
the head and the heart — is the key to convincing someone to buy 
from you.

Emotions and Logic Are Often at Odds

,WǅV�DOPRVW� OLNH�\RX�KDYH�WZR�GLǨHUHQW�SHUVRQDOLWLHV�RQ�\RXU� LQWHUQDO�
decision-making committee: the Junkie and the Janitor. The Junkie is 
\RXU�TXLFN�ǩ[��GR�LW�QRZ��LPSXOVLYH�KHDUW��7KH�-DQLWRU�LV�WKH�RQH�ZKR�LV�
cautious about making messes that have to be cleaned up later.

:KDW�\RXU�LQQHU�-XQNLH�ZDQWV�LV�RIWHQ�GLǨHUHQW�WKDQ�ZKDW�\RXU�LQQHU�
Janitor wants. My inner Janitor was worried about the behavior of my 
NLGV�RQ�WKH�ORQJ�SODQH�ULGH�DFURVV�WKH�3DFLǩF�� ODWHU��0\�LQQHU�-XQNLH�
ZDQWHG�WR�ǩ[�WKH�KDQJU\�EHKDYLRU�RI�P\�NLGV�DW�WKH�DLUSRUW��ULJKW�WKHQ�

When emotion and logic are at odds in a purchasing decision, emotion 
often wins. So when you want to convince someone to make a deci-
sion, speak to the heart and not to the head.

Would You Like To Solve This Problem?

7KH�EUDLQ�SURFHVVHV�HPRWLRQ�DQG�UHDVRQ�YHU\�GLǨHUHQWO\��(YHQ�LI�\RX�
can’t logically justify a decision, you sometimes go against your logic 
because of a gut feeling. We have nonrational senses that signal when 
DQ�LOORJLFDO�GHFLVLRQ�LV�VWLOO�WKH�FRUUHFW�RQH��7KDWǅV�ZK\�LWǅV�VR�HǨHFWLYH�
to sell with emotion and justify with logic.
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$FFRUGLQJ� WR� *HUDOG� =DOWPDQ� RI� +DUYDUG� %XVLQHVV� 6FKRRO�� ���� RI�
purchase decisions are subconscious.1 Our brains are massive super-
FRPSXWHUV��DQG�RXU�FRQVFLRXV�PLQG�LV�RQO\�D�VXSHUǩFLDO�OD\HU��:H�ZLOO�
often rely on the processing power of the subconscious mind to feel 
our way to the right decision. The moment that we decide to buy, in 
RXU�KHDUW�� LV�VHSDUDWH�IURP�WKH�UDWLRQDO�� ORJLFDO� MXVWLǩFDWLRQ�WKDW�ZH�
make afterward.

In the Iowa Gambling Task Study, participants were given four decks 
of cards from which they were told to draw 100 cards total.2 Some 
cards gave them rewards, and some gave them penalties. The partic-
ipants played to win more rewards than penalties. What they didn’t 
know was that the decks were stacked.

Some decks were preset to provide more rewards, while others were 
preset to give more penalties. After drawing about 80 cards, most 
SDUWLFLSDQWV�ǩJXUHG�RXW�ZKLFK�ZDV�ZKLFK��7KH\�FRXOG�ORJLFDOO\�GHGXFH�
ZKLFK�GHFNV�ZRXOG�JLYH�WKH�PD[LPXP�UHZDUG�DQG�GUHZ�WKHLU�ǩQDO����
cards from the good decks.

$IWHU�WKH�ǩUVW����FDUGV��KRZHYHU��PDQ\�SHRSOH�UHJLVWHUHG�KLJK�OHYHOV�
of emotional anxiety when reaching for the bad decks. Their emotions 
warned them away from making bad decisions, even as their rational 
EUDLQ�ZDV�VWLOO� WU\LQJ� WR�ǩJXUH� WKLQJV�RXW��7KH�JXW� LQVWLQFW� LV�JXLGHG�
by feelings, and not logic. That’s why we need to separate the call to 
action from the buying decision.

 F Call to action: Invitation to make a purchase

 F Buying decision: Inner choice to make a purchase

1  Manda Mahoney, “The Subconscious Mind of the Consumer (And How To Reach 
It),” Research and Ideas, Harvard Business Review, January 13, 2003, https://hbswk.
hbs.edu/item/the-subconscious-mind-of-the-consumer-and-how-to-reach-it

�� �Ǉ,RZD�*DPEOLQJ�7DVN�ǈ�ODVW�PRGLǩHG�'HFHPEHU�����������KWWSV���ZZZ�SV\WRRONLW�
org/experiment-library/igt.html
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The call to action appeals to the head. This gives you a logical, step-by-
step method for exchanging value with someone else. But the buying 
decision is internal. It doesn’t happen on a website or a contract or 
a checkout process. The buying decision is when your heart gives 
permission to your brain to proceed. The heart can even override your 
logic, if necessary.

,I�\RX�FDQ�ǩQG�D�VROXWLRQ�WKDW�VDWLVǩHV�ERWK�WKH�-XQNLH�DQG�WKH�-DQLWRU��
WKDWǅV�D�VZHHW�VSRW�ZKHUH�\RX�FDQ�PDNH�D�FRPSHOOLQJ�RǨHU�WKDW�SHRSOH�
will buy. When you can’t satisfy them both, the strategic move is to sell 
to the Junkie and not to the Janitor.

Logical Persuasion vs. Nonrational In!uence

:LWK�DQ�((*�PRQLWRU��ZH�FDQ�PHDVXUH�ZKDW�KDSSHQV� LQ�RXU�EUDLQV�
ZKLOH�ZH�ORRN�DW�DGYHUWLVHPHQWV��5HVHDUFKHUV�SXEOLVKHG�ǩQGLQJV�LQ�WKH�
Journal of Neuroscience, Psychology, and Economics that measured 
QHXUDO�DFWLYLW\�RI�SHRSOH�YLHZLQJ�WZR�GLǨHUHQW�NLQGV�RI�DGYHUWLVHPHQWV��
ORJLFDO�SHUVXDVLRQ�DQG�QRQUDWLRQDO�LQǪXHQFH�3

/RJLFDO�SHUVXDVLRQ�XVHV�IDFWV�DQG�ǩJXUHV�WR�FRQYLQFH�\RXU�KHDG�ZK\�
D�SXUFKDVH�PDNHV�ORJLFDO�VHQVH��1RQUDWLRQDO�LQǪXHQFH�XVHV�HYRFDWLYH�
imagery associated with a product to get your heart to feel a certain 
way.

When viewing ads with logical persuasion, participants showed high 
activity in the regions of their brain that made decisions, such as the 
DP\JGDOD� DQG� WKH� KLSSRFDPSXV�� (YDOXDWLQJ� EHQHǩWV� DJDLQVW� ULVNV�
and calculating numbers can prevent us from making bad impulse 
purchases.

1RQUDWLRQDO�LQǪXHQFH�DGV�XVH�ORWV�RI�SRZHUIXO�LPDJHU\�DQG�OLWWOH�WH[W��
They don’t provoke high neural activity in the decision-making parts of 

3  Ian Cook, et.al., “Regional Brain Activation With Advertising Images.” Journal of 
Neuroscience, Psychology, and Economics. 4. 147-160. 10.1037/a0024809. 2011.
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our brains. This means buying resistance is lower when we’re only 
EHLQJ�LQǪXHQFHG�HPRWLRQDOO\�

If your brain is evaluating whether you should make a purchase, 
\RXǅUH�PRUH� OLNHO\� WR� ǩQG� UHDVRQV� QRW� WR� SXUFKDVH�� %\� SURYLGLQJ�
ORJLFDO� IDFWV�DQG�ǩJXUHV��ZH� VWLPXODWH� WKH�SDUW�RI� WKH�EUDLQ� WKDW�
encourages the inner Janitor to say no.

The emotional language of the heart decides whether we want to 
purchase, not whether we should. The decision-making parts of the 
brain are not as active. Our inner Junkie is ready to say yes, regard-
less of consequences.

The most startling truth is we don’t even think our way to logical 
solutions. We feel our way to reason. Emotions are the substrate, the 

base layer of neural circuitry underpinning even rational deliberation. 
Emotions don’t hinder decisions. They constitute the foundation on 

which they’re made!

 — Douglas Van Praet

Your head and your heart are each going to ask: Is this relevant? 
And, is this valuable? You get a positive buying decision by answer-
ing both of these questions for the head and the heart.
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Logic doesn’t convince us to buy; 
LW�RQO\�MXVWLǤ�HV�WKH�GHFLVLRQ�PDGH�E\�WKH�KHDUW�

Having logical reasoning on your sales page or in your brochure is 
nice, but if your call to action is only about money costs and time 
saved, your conversion rate on that page will be low. The best sales 
pages focus on status and happiness in the headlines and use logical 
MXVWLǩ�FDWLRQV�EHORZ�WKH�IROG�EHFDXVH�ZH�WUXVW�RXU�HPRWLRQV�

/RJLFDO� UHDVRQV� WKDW� GRQǅW� HYRNH� HPRWLRQV� GRQǅW� HDVLO\� WULJJHU� D�
purchase. You’ve heard the adages “sex sells,” and “if it bleeds, it 
leads,” right? When you create an emotional reaction, people are 
more likely to take action, even if the logical brain reasons against it. 

To craft a message that persuades action, make pathos the priority. 
In Aristotle’s Rhetoric��KH�GHǩ�QHG�WKH�WKUHH�HOHPHQWV�RI�SHUVXDVLRQ�

F (WKRV�ǂ�\RXU�FKDUDFWHU��H[SHULHQFHV��DQG�HGXFDWLRQ

F /RJRV�ǂ�\RXU�DUJXPHQWǅV�ORJLF�DQG�VXSSRUWLQJ�HYLGHQFH

F Pathos — the emotional connection you make with your 
audience

:KHQ�EXVLQHVV� FRPPXQLFDWLRQ� H[SHUW�&DUPLQH�*DOOR�DQDO\]HG�����
KRXUV�RI�7('�7DONV��KH�IRXQG�WKH�PRVW�SRSXODU�SUHVHQWDWLRQV�FRQWDLQHG�
����SDWKRV������ORJRV��DQG�����HWKRV�4�/RJLF�ZDV�QRW�DV�SHUVXDVLYH�
or prevalent as emotional connection.

You can’t just sell to the brain with a logical CTA. You also need to 
LQǪ�XHQFH�WKH�%X\LQJ�'HFLVLRQ��ZKLFK�LV�PDGH�WKURXJK�IHHOLQJV�

The fastest way to the brain is through the heart. 
— Gabrielle Dolan

�� �&DUPLQH�*DOOR��Ǉ7DON�/LNH�7('��7KH���3XEOLF�6SHDNLQJ�6HFUHWV�RI�WKH�:RUOGǅV�7RS�
Minds,” St. Martin's Press, 2014
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/RRN� DW� \RXU� VDOHV� SDJHV�� SURPRWLRQDO� QHZVOHWWHUV�� DQG� FRQWHQW�
marketing, and multiply the pathos. For every bit of logos in your posi-
WLRQLQJ�ǂ�IRU�HYHU\�VWDWLVWLF��MXVWLǩ�FDWLRQ��RU�ORJLFDO�UHDVRQ�WKDW�VRPH�
one should buy what you’re selling — try to complement it with two 
WR�WKUHH�HPRWLRQDO�UDWLRQDOHV��(YHU\�EXOOHW�SRLQW�IRU�WKH�LQQHU�-DQLWRU�
should be surrounded by two to three points for the inner Junkie. If 
\RX�FDQ�FRQYLQFH� WKH�KHDUW�ǩ�UVW�DQG� WKH�KHDG� ODWHU�� \RXǅOO� FRQYLQFH�
more people to make the buying decision.

ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Duplicate one copy of the CTA Workbook for 
HDFK� RǨ�HU�� )RU� GLǨ�HUHQW� RǨ�HUV�� XVH� GLǨ�HUHQW�
copies.

2. Write answers to all the warm-up exercises.

3. 8VH�WKHVH�DQVZHUV�LQ�WKH�ǩ�OO�LQ�WKH�EODQN�IRUPXODV�

4. Copy winning phrases and sentences and paste them into 
the Copy Swipe section.

��� Practice sharing these CTAs with prospective customers, and 
XSGDWH�DQG�HGLW�WKHP�DV�\RX�ǩ�QG�ZKDW�LV�PRVW�HǨ�HFWLYH�
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We are kept from our goal not by obstacles,  
but by a clear path to a lesser goal.

— Robert Brault

A good strategy shows you what’s working and what’s a waste of time.

:LWKRXW�D�JRRG�VWUDWHJ\��\RX�FRXOG�VSHQG�PRVW�RI�\RXU�HǨRUW�JRLQJ�
in the wrong direction, pursuing the wrong goal, and getting substan-
GDUG�UHVXOWV��8QOHVV�\RX�KDYH�FOHDUO\�GHǩQHG�JRDOV�DQG�SULRULWLHV��HYHU\�
VKLQ\�QHZ�PDUNHWLQJ�IDG�FRXOG�GLVWUDFW�\RX�LQWR�D�QHZ�DQG�LQHǨHFWLYH�
direction. 

Your strategy becomes a litmus test for your decisions. Neil Gaiman 
gave a commencement speech where he talked about his goal to 
become a novelist. As a young writer, he imagined this goal as a 
mountain in the distance. Whenever he was presented with opportu-
QLWLHV��OLNH�D�MRE�RǨHU�WR�EHFRPH�D�MRXUQDOLVW��KH�DVNHG�KLPVHOI�LI�WKLV�
decision would take him closer to the mountain in the distance, or 
farther away. Journalism taught him to write concisely, which helps 
KLP�DV�D�QRYHOLVW�ZULWLQJ�ǩFWLRQ�GHFDGHV�ODWHU��+H�OHW�KLV�VWUDWHJ\�JXLGH�
him in making choices.

Cornerstone 3

Strategy
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Strategy is not just deciding where to go, it’s also readjusting to get 
there. When a boat that wants to travel 90 miles due east is blown 
RǨ� FRXUVH� E\� D� VWRUP�� LW� GRHVQǅW� FRQWLQXH� JRLQJ� HDVW� QR� PDWWHU�
what. Circumstances may change around you. I promise, you will be 
surprised by the unexpected. Every entrepreneur has plans that fall 
apart, people who don’t deliver on their promises, and a market that 
FKDQJHV�RYHUQLJKW��+RZ�ZHOO�\RX�KDQGOH�WKHVH�FKDQJHV�FRXOG�PHDQ�
WKH�GLǨHUHQFH�EHWZHHQ�VXFFHVV�DQG�GHIHDW��

Your ability to readjust is guided by a fundamental understanding of 
your market, your capabilities, your customers, and their appetites.
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Successful people leave behind clues. If you model what successful people 
do and stay persistent, then you should start seeing amazing results. 

— Je! Leighton

Being in business is like being lost in the woods. When you start 
\RXU�RZQ�EXVLQHVV��\RX�KDYH�WR�ǩJXUH�WKLQJV�RXW�DV�\RX�JR��1RERG\�
KDV�HYHU�UXQ�WKLV�QHZ�EXVLQHVV�EHIRUH��VR�\RX�KDYH�WR�ǩQG�\RXU�ZD\�
through the wilderness as best as you can.

Have you ever been lost in the forest? It’s kind of exciting because the 
whole world is open for you to explore. You can go in any direction, 
and it almost doesn’t matter which one you choose. If you strike out in 
a new direction, there’s a chance you can discover a new vista that’s 
never been seen by anyone else before. It does happen. I’ve been lost 
plenty of times, and I did have that happen once.

It was an amazing vista overlooking the city of Portland, Oregon. I 
was hiking with my good friend Eric, and we were lost in Forest Park 
IRU�ǩYH�KRXUV��)RUHVW�3DUN�LV�WKH�ODUJHVW�SDUN�ZLWKLQ�FLW\�OLPLWV�LQ�WKH�
ZRUOG��DQG�ZH�FRXOGQǅW�ǩQG�RXU�ZD\�RXW��)RU�D�ZKLOH��ZH�FRXOGQǅW�HYHQ�
ǩQG� WKH� UHVW�RI� WKH�FLW\��$IWHU�KRXUV�RI� VHDUFKLQJ��ZH�GLVFRYHUHG�DQ�
amazing vista and saw the city from a completely unique angle. There 
are probably only a handful of people in the world who have seen 
Portland from that perspective.

Chapter 9

Research Competition for Shortcuts
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Once we knew the direction of our destination, we knew which direc-
tion to push through the wilderness. But there were hills and valleys 
and undergrowth in the way. We were tramping through the under-
brush, tired and dirty, for hours. Every step was a struggle. It wasn’t 
XQWLO�ZH�IRXQG�D�WUDLO�WKDW�ZH�ZHUH�VXUH�ZH�ZRXOG�HYHU�ǩQG�RXU�ZD\�
out.

Follow the Path

I’ll never forget the look on his face when Eric found the trail. One 
moment I was staring at my feet, dodging tangled roots, and suddenly 
I saw him up ahead, jumping up and down with a huge grin. With our 
IHHW�RQ�WKH�SDWK��ZH�NQHZ�WKH�ZD\�RXW�RI�WKH�ZLOGHUQHVV��$Q�KRXU�ODWHU��
ZH�DUULYHG�ZKHUH�ZH�ZDQWHG�WR�JR��$OO�ZH�KDG�WR�GR�ZDV�IROORZ�LQ�WKH�
footsteps of those who had gone before us.

Other entrepreneurs have found their way out of the same wilderness 
you’re in right now. There are others who do what you do. Some of 
them even serve the same market as you. They’re continually learning 
about your future customers. Their journey is full of insights, mistakes, 
and victories that create a path to the same destination where you 
want to arrive.

If you want, you can cut through the underbrush and forge your own 
path. It’s dirty and grueling, and there is a limited chance of success. 
Or, you can make it easy on yourself and follow the trail left by others 
who have gone before you.

Walk It Yourself

)ROORZLQJ� VRPHRQH� HOVHǅV� WUDLO� LV� GLǨHUHQW� WKDQ�ZHDULQJ� WKHLU� VKRHV�
while you do it. You can walk at your own pace, with your own rhythm, 
in the same direction. That doesn’t mean you’re plagiarizing those 
who walked before you. You won’t be riding on their back. You’ll be 
following the path of least resistance.
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Sometimes when I share competition research techniques with people, 
they get concerned about authenticity. They worry that replication 
will make their business a copycat of their competition. But that’s not 
what we’re going to do. You will be doing your own work and using 
your own voice and brand, simply using inspiration from the voice and 
brand and actions of others further down the path than you are. Your 
journey will be easier if you follow in the footsteps of others, instead of 
ǩJKWLQJ�DJDLQVW�WKH�ZLOGHUQHVV�IRU�HYHU\�VWHS�

The Three Types of Competitors

There are three types of competitors for any business:

 F Direct competitors

 F Secondary competitors

 F Indirect competitors

Direct competitors serve the same market and solve the same prob-
lem the same way as you. Functionally, they’re almost identical to you 
LQ�WKH�PDUNHWSODFH��7KH�RQO\�GLǨHUHQFHV�WR�WKH�FXVWRPHU�DUH�EUDQGLQJ��
SULFH��DQG�SHUVRQDOLW\��0F'RQDOGǅV�DQG�%XUJHU�.LQJ�DUH�GLǨHUHQW��EXW�
not by much.

6HFRQGDU\�FRPSHWLWRUV�KDYH�D�GLǨHUHQW�SURGXFW�RU�VHUYLFH��EXW�WKH\�
serve the same market as you do. The problem they solve is the same, 
EXW�WKH\�JR�DERXW�VROYLQJ�LW�LQ�D�GLǨHUHQW�ZD\��Voodoo Doughnuts also 
VHOOV�IRRG��EXW�YHU\�GLǨHUHQWO\�WKDQ�0F'RQDOGǅV��Secondary competi-
tors teach you about the other ways your customers can solve their 
problems.

Indirect competitors serve the same market as you, but they satisfy 
D�GLǨHUHQW�QHHG�RU�VROYH�D�GLǨHUHQW�SUREOHP��7KHLU�VROXWLRQ�PLJKW�EH�
DQ�HQWLUHO\�GLǨHUHQW�SURGXFW�RU�VHUYLFH��:HLJKW�:DWFKHUV�DOVR�VROYHV�
KXQJHU��EXW�GLǨHUHQWO\��,QGLUHFW�FRPSHWLWRUV�FDQ�DOHUW�\RX�WR�FKDQJHV�
in the market and are the most likely to become your best partnership 
opportunities.
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Competition Case Study: McDonald’s

BXUJHU�.LQJ�VHOOV�WKH�VDPH�SURGXFW�DV�0F'RQDOGǅV��7KH\�ǩOO�WKH�VDPH�
need for the same market: hungry people who want cheap, fast, tasty 
food. McDonald’s and Burger King both sell burgers to hungry people 
who want to buy burgers.

9RRGRR� 'RXJKQXWV� LV� GLǨHUHQW�� 7KH\� DUH� D� IXQN\� 3RUWODQG�EDVHG�
doughnut shop that serves the same market (hungry people) and 
solves the same problem (I want something tasty to eat) as McDonald’s. 
%XW�WKH\�VROYH�WKDW�SUREOHP�ZLWK�D�GLǨHUHQW�SURGXFW��6RPHWLPHV��\RX�
don’t want a burger. Sometimes, you want a bizarre doughnut that 
has bacon and maple syrup on it. (It’s an amazing culinary master-
piece that’s disgusting and fantastic at the same time.) They are a 
VHFRQGDU\�FRPSHWLWRU�WR�0F'RQDOGǅV��6DPH�QHHG��GLǨHUHQW�SURGXFW�

Weight Watchers is an indirect competitor to McDonald’s. They serve 
WKH�VDPH�PDUNHW��SHRSOH�ZKR�QHHG�WR�HDW���%XW�WKHUHǅV�D�GLǨHUHQW�VHW�
of needs for this market. They are not primarily concerned with eating 
something tasty. They make eating choices to lose weight. So, Weight 
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:DWFKHUV�ǩOOV�D�GLǨHUHQW�QHHG�ZLWK�D�GLǨHUHQW�SURGXFW�PL[��EXW�WKH\�
serve the same market of hungry people.

:HLJKW�:DWFKHUV�PLJKW�WU\�D�SURPRWLRQ�RU�D�ODXQFK�WKDWǅV�UHDOO\�HǨHF-
WLYH�IRU�KXQJU\�SHRSOH��OLNH�RǨHULQJ�D�GLVFRXQW�DW�D�FHUWDLQ�WLPH�RI�GD\��
or rewarding you with extras for bringing a friend to eat with you. 
McDonald’s can repurpose that strategy, if they’re paying attention to 
their indirect competitors to keep a pulse on their market. The market 
for hungry people is big, and McDonald’s can learn from the market-
ing and communications of all three types of competitors.

Competition makes you better, always, always makes you better,  
even if the competitor wins.

 — Carlos Slim

Expanding Indirectly

-RQDWKDQ�.OHLQ��ZKHQ�KH�ZDV�WKH�SUHVLGHQW�RI�&11��VDLG�KH�ZDV�PRUH�
worried about the one billion users on Facebook than the two million 
XVHUV�RQ�)R[�1HZV��7KLQN�DERXW�WKDW��+LV�GLUHFW�FRPSHWLWRU��)R[�1HZV��
SURYLGHV�WKH�VDPH�VHUYLFH��ǩOOLQJ�WKH�VDPH�QHHG��WR�WKH�VDPH�PDUNHW��
There’s an indirect competitor over on Facebook, with a much larger 
user base. They have the same market (people who are consuming 
PHGLD���EXW�WKH\�GHOLYHU�D�GLǨHUHQW�SURGXFW��:KHUH�GR�SHRSOH�JR�WR�
JHW�WKHLU�QHZV"�7ZR�PLOOLRQ�SHRSOH�DUH�JRLQJ�WR�)R[�1HZV��%XW�WKDWǅV�
only a slice of the market share that goes to Facebook. 

3HRSOH�DUH�QRW�XVLQJ�)DFHERRN�MXVW�WR�JHW�QHZV�EHFDXVH�LW�ǩOOV�D�GLǨHU-
ent need. They go to Facebook to share photos, to keep in touch with 
their family, and to get the dopamine hits that social media provides. 
But if that is also the place where they end up getting their news, they 
ZRQǅW�EH�ZDWFKLQJ�&11��$OVR��WKHUH�DUH�PDQ\�PRUH�)DFHERRN�XVHUV�
WKDQ�WKHUH�DUH�)R[�1HZV�YLHZHUV��,I�&11�ZDQWV�WR�H[SDQG�LWV�UHDFK��
GR�\RX�WKLQN�WKDW�WKH\ǅG�EH�EHWWHU�RǨ�WU\LQJ�WR�SRDFK�VRPH�RI�WKH�WZR�
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PLOOLRQ�YLHZHUV� IURP�)R[�1HZV"�2U�ZRXOG�WKH\�EH�PRUH�HǨHFWLYH�E\�
bringing some of those one billion users from Facebook over onto 
&11"

We watch our competitors, learn from them,  
see the things that they were doing for customers  

and copy those things as much as we can.

— Je! Bezos

Learn From Your Competition

Early in my career, someone gave me extremely helpful advice. He 
VDLG� WR�VHOHFW� WKUHH�FRPSHWLWRUV�DW�GLǨHUHQW� OHYHOV�RI� WKHLU�EXVLQHVV��
Choose someone who is behind you, somebody at about the same 
level as you, and somebody ahead of you. Over the years, watch how 
their careers progress. Pay attention to their pivots. Observe how they 
develop over time.

I picked three people I wanted to be like and who shared similar qual-
ities to me and my business. Over the years, I’ve watched them grow. 
Just by observing how they handle their transitions, what they try, and 
KRZ�WKH\�SLYRW��,ǅYH�OHDUQHG�D�ORW��1RW�E\�FRS\LQJ�WKHP��EXW�E\�REVHUY-
ing the routes they choose and paying attention to their speed and 
progress.

If I see these people doing something clever after six months of their 
RZQ�FXVWRPHU�UHVHDUFK��,�WDNH�QRWH��,I�WKH\�VWXPEOH�DW�D�VSHFLǩF�SRLQW��
I watch out for hazards when I pass that way on my own journey. 

By paying attention to others on my path, I can adapt their tactics for 
my own business (and learn from their mistakes) without spending 
PRQWKV�ǩJXULQJ�LW�RXW�RQ�P\�RZQ��,ǅYH�OHDUQHG�PRUH�IURP�P\�FRPSH-
tition than I have from anything else I’ve ever done in my business.
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Competition Research Case Study: Amber Vilhauer

7KHUHǅV�D�ZHE�GHVLJQHU�,�UHDOO\�OLNH�QDPHG�$PEHU�9LOKDXHU��:H�RǨHU�
similar services to similar clients, providing digital marketing services 
for experts and entrepreneurs. I could have looked at her with envy 
and jealousy because, in many ways, she’s a lot better than me. 
Instead, I reached out to her and said, “Hey, do you want to talk 
shop?” We ended up having a fantastic conversation.

She shared her pricing model with me, and it completely changed 
my business. I never would have learned this from talking to my audi-
ence. I could only have learned about this by talking to a competitor.

I told her how I typically charged my clients for website design proj-
ects: made an estimate for the project, took half the money down 
as a deposit, with the second half due on completion. I complained 
DERXW�KDYLQJ�WR�VRPHWLPHV�FKDVH�GRZQ�WKDW�ǩQDO�SD\PHQW��$QG�VKH�
said, “That’s why I ask for payment in full, up front.”

I was shocked. “Don’t people give you resistance?” I asked her.

Ǉ1RW�RQFH�ǈ�VKH�VDLG��Ǉ,ǅYH�EHHQ�GRLQJ�WKLV�ORQJ�HQRXJK��,�KDYH�JUHDW�
testimonials, and I have a high enough integrity with my work that I 
DOZD\V�GHOLYHU��1RERG\�KDV�HYHU�TXHVWLRQHG�P\�SULFLQJ�PRGHO��$QG�
also, the clients that wouldn’t agree to that arrangement are not the 
clients I want to work with anyway.”

I was stunned. Then I realized: I have great testimonials, too. I have 
high integrity. I’ve been doing this for a long time. It made so much 
sense to me that I changed the pricing model for my digital market-
ing agency right away. From that moment on, I started taking 
SD\PHQW�LQ�IXOO��XS�IURQW��$QG�VKH�ZDV�ULJKW��QRERG\�FRPSODLQHG�

My business became much more stable. I stopped having hectic 
revenue cycles dependent on when my clients paid their invoices. 
I started working only when my time was prepaid, and that was it. 
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7KLV�QHZ�FKDQJH�LQ�P\�EXVLQHVV�ZRUNHG�RXW�JUHDW��$QG�,�QHYHU�ZRXOG�
have upgraded my business in this way if I hadn’t been willing to follow 
in the footsteps of my competition.

How to Research Your Competition for Fun & Pro"t

You can document the trail left by your competitors by keeping a 
VZLSH�ǩOH��6ZLSH�ǩOHV�DUH�WKH�VHFUHW�WR�P\�VXFFHVV�DV�D�PDUNHWHU��7KH�
UHDVRQ�,ǅP�D�JRRG�FRS\ZULWHU�LV�EHFDXVH�DQ\WLPH�,�ǩQG�FRS\��ZULWWHQ�
FRQWHQW��WKDW�LV�H[FHSWLRQDOO\�JRRG��,�VDYH�LW�LQ�D�VZLSH�ǩOH�

6ZLSH�ǩOHV�DUH�VKRUWFXWV�WR�JHW�DKHDG��,�GRQǅW�FRS\�DQG�SDVWH�WR�SODJLD-
UL]H�WKH�ZRUN�RI�RWKHUV�DV�P\�RZQ�EHFDXVH�WKDWǅV�QRW�ZKDW�VZLSH�ǩOHV�
DUH�IRU��,�NHHS�VZLSH�ǩOHV�IRU�FUHDWLYH�DVVHWV�,�RIWHQ�SURGXFH��OLNH�HPDLO�
onboarding sequences, video scripts, brochures, and sales pages.

Whenever I’m ready to start creating a similar project, I start by look-
ing at great examples for inspiration. This lets me harvest good ideas 
that are just lying on the trail, waiting for another entrepreneur to pick 
them up.

,I� \RXǅYH�QHYHU�PDGH�D�VZLSH�ǩOH�EHIRUH�� WKH�&RPSHWLWLRQ�5HVHDUFK�
Workbook is an easy Google Doc you can use to save the best of the 
EHVW�FRQWHQW�WKDW�\RX�ǩQG�RXW�LQ�WKH�ZLOG�VR�\RX�FDQ�UHYLHZ�LW�ZKHQHY-
er you’re producing something similar. By researching your competi-
tion, you can create your own map out of the wilderness.

Most entrepreneurs are not aristocratic explorers packed with enough 
supplies for a long trip of unknown duration. They’re often looking for 
DQRWKHU�FXVWRPHU�WR�ǩ[�WKHLU�FDVK�ǪRZ��DQG�WKHQ�DQRWKHU��DQG�WKHQ�
another. Tramping through the wilderness might lead you closer to 
where you want to go, but you risk choosing the wrong direction and 
VWD\LQJ�ORVW�LQGHǩQLWHO\��7KH�VXUHVW�PHWKRG�WR�ǩQG�\RXU�ZD\�RXW�RI�WKH�
wilderness is to follow a trail.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. List your direct, secondary, and indirect competi-
WRUV�LQ�WKH�&RPSHWLWLRQ�5HVHDUFK�:RUNERRN�

2. &RS\�SDVWH�WKHLU�KHDGOLQHV�DQG�RǨ�HUV�LQWR�\RXU�ZRUNERRN�

3. Look up the book Steal Like an Artist�E\�$XVWLQ�.OHRQ�LI�\RX�
feel uncomfortable.

4. Find new competitors using the tools in the workbook.

5. Make a list of lessons learned and future projects.
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Reduce options. Increase focus. Multiply results. 

— Carl Richards

Every time a coin landed in my guitar case, I smiled and sang, “Do you 

have a couch for me? I’m looking for a couch for free.”

In 1997, I lived as a street musician for a year. I hitchhiked across North 

$PHULFD�DQG�VXUYLYHG�RǨ�RI�WKH�NLQGQHVV�RI�VWUDQJHUV��8QOLNH�PDQ\�RI�

my fellow hobos, I had a craft: I could play the guitar. Every day, I 

spent a few hours playing music in a public place. This earned me 

enough money for a day’s supply of tacos and cigarettes. Sometimes, 

playing guitar also introduced me to people with couches.

If I’d held up a sign on the side of the road that said, “looking for 

couch,” I would have slept outside more often than not. Instead, I 

RǨHUHG�YDOXH�DQG�PDGH�DQ�LPSUHVVLRQ�ǩUVW��EHIRUH�PDNLQJ�P\�SLWFK��

In sales terms, this enabled me to close more prospects in smaller 

numbers.

Busking Out to a Target Market

Because I had a musical instrument, I could attract people who liked 

to hear a stranger play music. These were often the same people who 

Chapter 10

Sell to Small Target Audiences
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were most likely to let a stranger crash on their couch. I would let 

them know that I was passing through town and looking for a place 

to crash. Instead of sleeping outside every night, I often slept in spare 

bedrooms or on comfortable futons, because I was busking out to my 

target audience.

“Busking out” is a term from the world of street performance. When 

you pass a musician on a sidewalk who has a hat full of money on the 

ground, that person is busking out. They don’t charge admission for 

their performance; they give the performance for free. As a reaction to 

that free performance, some people voluntarily pay for it.

Lunch and learns, free workshops, and infomercials are all examples 

of busking out. You provide interesting or useful content, and people 

pay with their attention. After collecting the attention of people who 

ǩQG�\RXU�FRQWHQW�LQWHUHVWLQJ�DQG�XVHIXO��\RX�PDNH�DQ�RǨHU�

Busking Out vs. Advertising

A random hitchhiker is a stranger, but a local musician is interesting. 

People who liked talking with new strangers were also those people 

most likely to pick me up as a hitchhiker. On a freeway on-ramp, I only 

had a few seconds to make an impression. My thumb, my posture, 

and the outline of my guitar case had to swiftly persuade my prospec-

WLYH�FKDXǨHXUV��,W�ZDV�OLNH�WKH�ǪDVK�RI�DQ�DGYHUWLVHPHQW��DQG�VXFFHVV�

was mostly a numbers game.

%XW�EXVNLQJ�RXW�LV�GLǨHUHQW�WKDQ�DGYHUWLVLQJ��$GYHUWLVLQJ�ZRUNV�ZKHQ�

a message reaches a large number of people, and it has a very low 

conversion ratio. Only a few people will follow the CTA in an ad, but 

with a large enough audience, the numbers can work out. With busk-

LQJ�RXW��LQVWHDG�RI�JUDEELQJ�DWWHQWLRQ�IURP�D�ODUJH�JURXS�LQ�D�ǪDVK��
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you earn a small group’s attention for a little while. Once you have 

that attention, you get to decide what to do with it.

Case Study: Peter Cook Goes Busking Out

Peter Cook is a modern master of busking out for business. He has 

a three-hour workshop that he teaches to bookkeepers who want to 

grow their bookkeeping business. (Notice the clarity of that person-

DO� VWDWHPHQW"� 6WLFN\�� FOHDU�� DQG� VKRUW��� 3HWHU� RǨHUV� VROXWLRQV� WR� WKH�

VSHFLǩF�DQG�GLǫFXOW�FKDOOHQJHV�KLV�PDUNHW�LV�IDFLQJ�IRU�����KRXUV��DQG�

WKHQ�KH�VSHQGV����PLQXWHV�SLWFKLQJ�KLV����PRQWK�SURJUDP��

,I�3HWHU�JDYH�D����PLQXWH�SLWFK�WR����ERRNNHHSHUV�LQGLYLGXDOO\��KH�FRXOG�

H[SHFW�WR�FORVH����ǁ����RI�WKRVH�SLWFKHV��%\�FROOHFWLQJ�D�JURXS�RI�

prospects into one room, he spends less time selling by making a pitch 

to all of them at once. He front-loads the interaction with massive 

YDOXH�WR�GHPRQVWUDWH�KLV�H[SHUWLVH�ǂ�DQG�FORVHV�����RI�KLV�SURVSHFWV�

Busking Out Is Smart Selling 

Peter used this model when I met him, while he was busking out 

for Thought Leaders Business School. He came to Wellington from 

0HOERXUQH�DQG�UHDFKHG�RXW�WR�PH�EHIRUHKDQG�RQ�/LQNHG,Q�WR�RǨHU�WR�

PHHW�PH�IRU�D�FRǨHH��:KHQ�,�VDLG�\HV��KH�VHQW�PH�D�IUHH�FRS\�RI�KLV�

excellent book, The Thought Leaders Practice. He also invited 80 other 

SHRSOH�WR�PHHW�XV�IRU�FRǨHH��DW�WKH�VDPH�WLPH�

The presentation he gave was fantastic. It was well-targeted to the 

people in the room (coaches, speakers, authors, and trainers). At the 

HQG��KH�PDGH�DQ�RǨHU�WR�MRLQ�7KRXJKW�/HDGHUV�%XVLQHVV�6FKRRO��,�ZDV�

one of the many people at his busk out who signed up for his program. 

Because he had already provided so much practical value, I knew the 

rest of his material was going to be great (and it was).
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Four Simple Steps to Busking Out

If Peter had reached out to me on LinkedIn to sell me an expensive 

program, I would have ignored him. Instead, this is what Peter did:

 F 5HDFKHG�RXW�DQG�RǨHUHG�YDOXH

 F Sent an invitation to an interesting event

 F Provided massive value during that event

 F Closed with an invitation to purchase more value

%XVNLQJ�RXW�LV�PRUH�HǫFLHQW�DQG�HǨHFWLYH�WKDQ�PDUNHWLQJ�EURDGO\�WR�
a general audience. You can demonstrate expertise (and build trust) 
by solving simple problems for a narrow niche in a free presentation. 
After you impress these targeted prospects with your knowledge, 
they’ll feel grateful for the value you’ve given them. This is the perfect 
WLPH�WR�PDNH�DQ�RǨHU�WR�GR�EXVLQHVV�ZLWK�\RX�

According to the Harvard Business Review, personalization reduces 
OHDG� DFTXLVLWLRQ� FRVWV� E\� DV�PXFK� DV� ����1 This means if you can 
SHUVRQDOL]H� \RXU� SUHVHQWDWLRQ� WR� LQFRUSRUDWH� WKH� VSHFLǩF� GHWDLOV� RI�
SHRSOH�LQ�WKH�URRP��\RXU�UHYHQXH�LV�OLNHO\�WR�LQFUHDVH�E\���ǁ�����,Q�
the same study, they found that personalization increases marketing 
VSHQG�HǫFLHQF\�E\����ǁ����

Focus Your Best Marketing on Your Most Quali!ed Prospects

You can spend less money, smarter, by busking out to a targeted audi-
ence. While you could stand on a soapbox at the train station and try 
to convince a big crowd of strangers to listen to you, I can tell you from 
experience, this has a very low closing ratio. When I was busking out 

1  Matt Ariker et al., “How Marketers Can Personalize at Scale,” Marketing, Harvard 
%XVLQHVV�5HYLHZ��ODVW�PRGLǩHG�1RYHPEHU�����������KWWSV���KEU�RUJ���������
KRZ�PDUNHWHUV�FDQ�SHUVRQDOL]H�DW�VFDOH��
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with my guitar, sometimes a hundred people (or a thousand) would 
pass me by before I earned any coin.

Where I did really well was in small tourist towns. People were not 
commuting from one place to another. They were looking for some-
thing unique and interesting. I gave them what they were looking for, 
and then after volunteering value, I made a pitch.

7KLV�LV�WKH�IXQGDPHQWDO�SUHPLVH�EHKLQG�EXVNLQJ�RXW��*LYH�YDOXH�ǩ�UVW��
WKHQ�PDNH�DQ�RǨ�HU�

+RZ�FDQ�\RX�SURYLGH�PDVVLYH�YDOXH�WR�D�FDSWLYH�DXGLHQFH�RI�TXDOLǩ�HG�
OHDGV"�7KHVH�DUH�WKH�SHRSOH�ZKR�PDNH�WKH�EHVW�FXVWRPHUV��4XDOLǩ�HG�
leads are people who actively demonstrate that they want what 
\RXǅUH�RǨ�HULQJ��:KHUH�FDQ�\RX�ǩ�QG�WKHP�LQ�D�JURXS��DQG�ZKDW�ZRXOG�
WKH\�ǩ�QG�YDOXDEOH"�)LJXUH�WKLV�RXW��DQG�\RXU�VDOHV�SURFHVV�ZLOO�EHFRPH�
much easier (and more entertaining).

ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Make a copy of the Busking Out Workbook to 
plan a free event or experience you could give 
away to your target market.

��� Schedule your busk out in your calendar.

3. Make a list of people to invite, and invite them.

4. 5HKHDUVH�DQG�SHUIRUP�DQG�HQMR\�\RXUVHOI�

���Collect contact information with a survey or form.

6. )ROORZ�XS�ZLWK�DWWHQGHHV�RQH�RQ�RQH�
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People hate to be sold, but they love to buy.

— Je!rey Gitomer

7KH�GD\�ZDV�KRW�� DQG� ,�ZDV� H[KDXVWHG� IURP� UXQQLQJ�D�ǩYH�NLORPH�
WHU�REVWDFOH�FRXUVH�ǩOOHG�ZLWK�PXG�SLWV�DQG�FOLPELQJ�QHWV��$IWHU����
PLQXWHV�RQ�WKH�5XJJHG�0DQLDF�FRXUVH��,�FURVVHG�WKH�ǩQLVK�OLQH��ZKHUH�
D�YROXQWHHU�KDQGHG�PH�D�7�VKLUW��D�PHGDO��DQG�D�EHHU�WRNHQ��%XW�ZKDW�
,�UHDOO\�ZDQWHG�ZDV�PRUH�ZDWHU��DQG�P\�ERWWOH�ZDV�HPSW\��$Q�HQWHU�
SULVLQJ� \RXQJ� HQWUHSUHQHXU� ZDV� QHDUE\�� VLWWLQJ� RQ� D� FRROHU� IXOO� RI�
LFH�FROG�ZDWHU�ERWWOHV�

Ǉ)LYH�GROODUV�ǈ�KH�VDLG�ZLWK�D�JULQ��DV�KH�KHOG�RQH�XS�DQG�ZDWFKHG�PH�
GURRO��Ǉ6KXW�XS�DQG�WDNH�P\�PRQH\�ǈ�,�VDLG�

+DYH�\RX�HYHU�KDG�WKLV�H[SHULHQFH"�<RX�VHH�VRPHWKLQJ�\RX�ZDQW�VR�
EDGO\��\RXǅUH�ZLOOLQJ�WR�SD\�WRS�GROODU�IRU�LW�LPPHGLDWHO\��7KH�SXUFKDVH�
ZLOO�VROYH�D�SUREOHP�VR�ZHOO��\RXǅUH�KDSS\�WR�WKURZ�GRZQ�PRQH\�ULJKW�
WKDW�YHU\�VHFRQG��7KDWǅV�H[DFWO\�ZKDW�,�GLG�IRU�WKDW����ERWWOH�RI�ZDWHU��
,�GUDQN�LW�LQ�RQH�ORQJ�VZLJ��DQG�LW�ZDV�ZRUWK�HYHU\�SHQQ\�

Timing Is Everything

7LFNHW�VFDOSHUV�GRQǅW�VHOO�WLFNHWV�DW�WKH�JURFHU\�VWRUH��7KH\�VHOO�WKHP�
DW�WKH�HQWUDQFH�WR�WKH�VWDGLXP�ZKHUH�WKH�HYHQW�LV�WDNLQJ�SODFH��$QG�
ZLWK� JRRG� UHDVRQ�� 7KHLU� W\SLFDO� FXVWRPHU�� WKHLU� FXVWRPHU� DYDWDU�� LV�

Chapter 11

Find the Buying Trigger
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VRPHRQH�ZKR�ZDQWV�WR�JHW�LQWR�WKH�VWDGLXP�EXW�GRHVQǅW�KDYH�D�WLFNHW��
:DYLQJ�WLFNHWV�LQ�WKH�DLU�DW�WKH�VWDGLXP�HQWUDQFH�LV�WKH�EHVW�SODFH�IRU�
D�VFDOSHU�WR�VHOO�D�WLFNHW�WR�WKHLU�FXVWRPHU�DYDWDU�ǂ�DQG�WKH\�FDQ�RIWHQ�
GR�LW�IRU�PDQ\�PXOWLSOHV�RI�WKH�UHWDLO�SULFH�

,I�,ǅP�VKRSSLQJ�IRU�DYRFDGRV�LQ�WKH�JURFHU\�VWRUH��,�GRQǅW�ZDQW�WR�KHDU�
D�SLWFK�DERXW�ZK\�,�VKRXOG�EX\�D�WLFNHW�IRU�DQ�HYHQW�RYHU�DW�WKH�VWDGL�
XP��,WǅV�ZKHQ�,ǅP�VWDQGLQJ�RXWVLGH�WKH�VWDGLXP�ZLWK�D�JURXS�RI�IULHQGV�
DQG�WKH\�DOO�KDYH�WLFNHWV�DQG�,�GRQǅW�WKDW� ,ǅP�IDFLQJ�D�SUREOHP�WKDW�
QHHGV�D�VROXWLRQ��$�WLFNHW�VFDOSHU�LV�H[DFWO\�WKH�SHUVRQ�,�ZDQW�WR�WDON�WR�
LQ�WKDW�PRPHQW��7KDW�LV�D�EX\LQJ�WULJJHU�

+DYLQJ�D�ZHOO�WKRXJKW�RXW�FXVWRPHU�DYDWDU�KHOSV�\RX�ǩQG�WKH�EX\LQJ�
WULJJHU��,I�\RX�FDQ�ǩQG�WKH�SHRSOH�ZKR�DUH�ZLOOLQJ�WR�VD\��Ǉ6KXW�XS�DQG�
WDNH�P\�PRQH\�ǈ�\RX�FDQ�VHOO�WKHP�ZKDW�WKH\�ZDQW�ZKHQ�WKH\�PRVW�
ZDQW�LW�

Identify the Customer Avatar

$� FXVWRPHU� DYDWDU� LV� D� EURDG�� K\SRWKHWLFDO� UHSUHVHQWDWLRQ� RI� \RXU�
IXWXUH�FXVWRPHU��DQG�LW�KDV�WKUHH�PDLQ�GLPHQVLRQV��

 F 7KH�ǩUVW�LV�WKH�GHPRJUDSKLF�ǂ�ZKR�WKH\�DUH�DQG�ZKDW�WKH\ǅUH�
OLNH��

 F 7KH�VHFRQG�LV�WKH�SUREOHP�WKH\�IDFH�ǂ�WKH�SUREOHP�WKDW�\RX�
FDQ�VROYH�

 F 7KH�WKLUG�GLPHQVLRQ�LV�\RXU�FRPSHWLWLRQ���WKRVH�ZKR�DOVR�VWXG\�
WKLV�GHPRJUDSKLF��DQG�WDON�WR�WKHP�XVLQJ�SKUDVHV�DQG�WRSLFV�
WKDW�\RX�FDQ�ERUURZ� 

$QG�WKHQ�WKHUHǅV�\RXU�FRPSHWLWLRQ��ZKLFK�ZH�WDONHG�DERXW�LQ�FKDSWHU�
���<RXU�FRPSHWLWLRQ�KDV�EHHQ�VWXG\LQJ�WKLV�GHPRJUDSKLF�DQG�WDONV�WR�
WKHP�XVLQJ�SKUDVHV�DQG�WRSLFV�WKDW�\RX�FDQ�ERUURZ�
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Find the Buying Trigger

<RXU�FXVWRPHUǅV�SDLQ�SRLQWV�FDQ�EH�IRXQG�LQ�WKH�RYHUODS�RI�WKH�GHPR�
JUDSKLF�DQG�WKH�SUREOHP��:KDW�SUREOHPV�GR�WKHVH�SHRSOH�IDFH�UHJX�
ODUO\"� ,I� WKH\�ZHUH� LQ�D�JURXS�WRJHWKHU�ZLWK�WKHLU�SHHUV��ZKDW�ZRXOG�
WKH\�FRPSODLQ�DERXW"�:KDW�UHVRXUFHV�GR�WKH\�VKDUH"

Market research helps you clarify your customer avatars.

<RXU�FRPSHWLWLRQ�KDV�DOUHDG\�EHHQ�PDUNHWLQJ�WR�WKLV�GHPRJUDSKLF�IRU�
VRPH�WLPH��DQG�WKH\ǅYH�ǩ�JXUHG�RXW�D�IHZ�WKLQJV��7KH\�NQRZ�KRZ�\RXU�
FXVWRPHUV�OLNH�WR�EH�VSRNHQ�WR��ZKDW�WKH\ǅUH�OLNHO\�WR�EX\��DQG�ZKHQ��
7KH\ǅYH�DOVR�OHDUQHG�KRZ�WR�DQWLFLSDWH�DQG�RYHUFRPH�WKH�REMHFWLRQV�
RI�\RXU�FXVWRPHUV�

)ROORZ�WKHLU�WUDLO�

When Are You the Perfect Answer?

,Q� WKH� RYHUODS� RI� WKH� REMHFWLRQV�� WKH� SDLQ� SRLQWV�� DQG� \RXU�PDUNHW�
UHVHDUFK�� WKDWǅV�ZKHUH� \RX� FDQ�ǩ�QG� WKH� FOHDUHVW�SDWK� WR� \RXU�RǨ�HU��
WKH�EX\LQJ�WULJJHU��,�SDLG�IRU�DQ�RYHUSULFHG�ERWWOH�RI�ZDWHU�EHFDXVH�LW�
ZDV�WKH�SHUIHFW�VROXWLRQ�WR�D�WDQJLEOH�SUREOHP�,�ZDV�IDFLQJ�ULJKW�DW�

Market research helps you clarify your customer avatars.
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WKDW�PRPHQW��0\�SUREOHP�ZDV�VR�LQWHQVH��WKH�YHQGRU�GLGQǅW�QHHG�WR�
FRQYLQFH�PH�RI�P\�WKLUVW�RU�WKH�TXDOLW\�RI�KLV�ZDWHU�RU�WHOO�PH�KLV�VWRU\��
+H�MXVW�PDGH�DQ�RǨHU��DQG�,�KDSSLO\�DFFHSWHG�

7KH�EX\LQJ�WULJJHU�IRU�D�FDU�PHFKDQLF�LV�ZKHQ�\RXU�FDU�VWDUWV�PDNLQJ�
D�IXQQ\�QRLVH�RU�VPRNHV�RU�VSDUNV�RU�VPHOOV�� ,I�\RXǅUH�WKH�FXVWRPHU�
DYDWDU�IDFLQJ�WKDW�SUREOHP��\RXǅUH�UHDG\�WR�GR�EXVLQHVV�ULJKW�DZD\��
)RU�D�GHQWLVW��WKH�EX\LQJ�WULJJHU�LV�D�WRRWKDFKH��)RU�DQ�DWWRUQH\��LWǅV�D�
EURNHQ�FRQWUDFW��)RU�D�SKRWRJUDSKHU��LWǅV�VHWWLQJ�D�ZHGGLQJ�GDWH�RQ�
WKH�FDOHQGDU�

'HWHUPLQH�ZKHQ�\RX�FDQ�PDNH�DQ�RǨHU�VR�WKDW�LWǅV�WKH�SHUIHFW�WLPLQJ�
IRU�\RXU�FXVWRPHU��+RZ�FDQ�\RX�SRVLWLRQ�\RXUVHOI�VR�\RXǅUH�UHDG\�DW�WKH�
PRPHQW�RI�PD[LPXP�GLVFRPIRUW"�That is the moment when custom�
HUV�DUH�PRVW�UHDG\�WR�EX\�IURP�\RX��:KHQ�\RX�NQRZ�WKH�EX\LQJ�WULJ�
JHU��PDUNHWLQJ�\RXUVHOI�EHFRPHV�HDV\�

$FFRUGLQJ� WR� D� VWXG\� E\� WKH� Journal of the Academy of Marketing 
Science��LPSXOVH�EX\LQJ�RFFXUV�����RI�WKH�WLPH�ZKHQ�FRQVXPHUV�DUH�
LQ�D�QHJDWLYH�PRRG�VWDWH��EXW�RQO\�����RI� WKH� WLPH�ZLWK�D�SRVLWLYH�
PRRG�VWDWH�1�,V�WKHUH�D�QHJDWLYH�H[SHULHQFH�\RXU�FXVWRPHU�LV�IDFLQJ�DW�
D�WLPH�ZKHQ�\RXU�VROXWLRQ�FDQ�EHFRPH�DQ�LPSXOVH�EX\"�3RVLWLRQ�\RXU�
VHOI� WR�SURYLGH�D�VROXWLRQ�DW�WKH�SHUIHFW�WLPH�IRU�\RXU�FXVWRPHU�� OLNH�
WKH�YHQGRU�ZLWK�D�FRROHU�RI�ZDWHU�ERWWOHV�ULJKW�QH[W�WR�WKH�ǩQLVK�OLQH�

)LQGLQJ�WKH�EX\LQJ�WULJJHU�LV�D�PXFK�PRUH�HǨHFWLYH�XVH�RI�\RXU�WLPH�
DQG�HQHUJ\�WKDQ�UHZULWLQJ�\RXU�$ERXW�SDJH�RU�VHQGLQJ�DQRWKHU�QHZV�
OHWWHU�� ,I� \RX� FDQ� UHDOLJQ� \RXU� FRQWHQW� DURXQG� WKH� SUREOHPV� \RXU�
FXVWRPHUV� IDFH�DQG� VKRZ� WKHP�KRZ� WR� VROYH� WKRVH�SUREOHPV�� \RXU�
PDUNHWLQJ�EHFRPHV�PXFK�PRUH�HǨHFWLYH��%HFRPLQJ�DQ�H[SHUW�LQ�WKH�
SUREOHPV�RI� \RXU� FXVWRPHU� KHOSV� \RX�DUWLFXODWH� WKH� VROXWLRQ�EHWWHU�
WKDQ�DQ\RQH�HOVH�

1  Gopalkrishnan Iyer et al., “Impulse buying: a meta-analytic review,” Journal 
of the Academy of Marketing Science, 48, 384-404 (2019), https://doi.
org/10.1007/s11747-019-00670-w�KWWSV���ZZZ�UHVHDUFKJDWH�QHW�ǩJXUH�
Results-of-moderator-analysis_tbl4_334351342 
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

��� 0DNH�D�FRS\�RI�WKH�&XVWRPHU�$YDWDU�:RUNERRN�

��� &UHDWH�WKUHH�WR�IRXU�DYDWDUV�ZLWK�QDPHV�DQG�MRE�
WLWOHV�

��� %DVH�RQH�RU�WZR�DYDWDUV�RQ�\RXU�EHVW�FXVWRPHUV�LQ�WKH�SDVW�

��� 0DNH�RQH�RU�WZR�DYDWDUV�EDVHG�RQ�FXVWRPHUV�\RX�ZRXOG�OLNH�
WR�KDYH�

��� ,GHQWLI\�WKH�EX\LQJ�WULJJHU�IRU�HDFK�

��� )RFXV�\RXU�PDUNHWLQJ�RQ�WKH�EX\LQJ�WULJJHU�
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Make it simple. Make it memorable. 
 Make it inviting to look at. Make it fun to read. 

— Leo Burnett

Your customer goes on a journey, like every hero in every story ever 
told. By using the framework of mythical storytelling, you can create a 
map for the journey your customer takes. This map guides strangers 
into becoming customers, leading them from the problem they face to 
the solution you provide.

In his classic book The Hero with a Thousand Faces, Joseph Campbell 
wrote about the monomyth, the story behind all stories. From Beowulf 
to Star Wars, he said, every great adventure follows the same Hero’s 
-RXUQH\��7KH�KHUR�RI�WKH�VWRU\�JRHV�WKURXJK�D�VSHFLǩF�VHULHV�RI�PHHW-
ings and challenges, and once you learn this progression, you can 
see it everywhere. This mythic structure has been used by countless 
authors as the framework for many of your own favorite stories. If 
your business applies the Hero’s Journey to your customer journey, 
you can craft a compelling experience.

The secret is: make your customer the hero.

What Most Marketing Gets Wrong

Most marketing makes a bad mistake by assuming the role of the 
hero.

Chapter 12

Make Your Marketing an Adventure
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If you’re marketing yourself, you’re not Luke Skywalker. The customer 
journey is not your adventure. You are not the hero. The hero is your 
customer.

Your role is Obi-Wan. You are the wise mentor who equips the hero 
with the tools, the map, the mission, and the means to get to their goal. 
Your role is a supporting side character in the story of your customer. 
If you can stay out of the spotlight and make your customer the hero, 
they’ll come to you when they need your help.

The Stages of the Hero’s Journey

7KHUH� DUH� ��� VWDJHV� RI� WKH� +HURǅV� -RXUQH\�� DV� GHǩQHG� E\� -RVHSK�
&DPSEHOO�� DQG� ODWHU� UHǩQHG� E\� &KULVWRSKHU� 9RJOHU�� D� VFUHHQZULWHU�
who adapted Campbell’s work to screenwriting. The Writer’s Journey: 
Mythic Structure for Writers has become a classic manual used by 
screenwriters to create a comprehensive adventure within a two-hour 
ǩOP��7KHVH����VWDJHV�FDQ�EH�GLYLGHG�LQWR�D�WKUHH�DFW�VHTXHQFH��ZLWK�
each act containing four story beats.

Act 1: Separation

When the hero begins their journey, they’re in a world they know as 
normal. It might not be normal to the audience — it could be foreign 
or fantastic — but to the hero, their own world is ordinary. They escape 
the world of the common day for the duration of the story by eventual-
ly responding to a call to adventure. This separation, from the known 
WR�WKH�XQNQRZQ��LV�WKH�ǩUVW�DFW�RI�WKH�+HURǅV�-RXUQH\��

Story Beats for Act 1:

 F Hero is in an ordinary world

 F Hero gets a call to adventure

 F Hero refuses the call

 F Hero meets the mentor
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Act 2: Descent

Upon leaving their ordinary world, the hero goes through a series of 
FRQǪLFWV�WKDW�UDLVH�WKH�VWDNHV��7KH�SUREOHP�FRXOG�JHW�ELJJHU��RU�WKH�
chances of success could get smaller. Most of the story takes place in 
a special world, an unfamiliar environment, with unique challenges 
DQG�GLǫFXOWLHV�

Story Beats for Act 2:

 F Hero crosses the threshold to the special world

 F Hero encounters tests, allies, and enemies

 F Hero approaches the inmost cave

 F Hero overcomes a supreme ordeal

 
Act 3: Return

$IWHU�WKH�ǩQDO�EDWWOH��WKH�VWRU\�GRHVQǅW�HQG��7KH�KHUR�KDV�WR�UHWXUQ�WR�
the ordinary world, transformed. The hero who returns isn’t the same 
hero who left in the beginning. The changes that have happened 
along the way solve the original problem.

Story Beats for Act 3:

 F Hero receives a reward

 F Hero embarks on the road back

 F Hero experiences a resurrection

 F Hero returns with the elixir

Now that you know the mythic framework of the Hero’s Journey, let’s 
overlay it upon the customer journey.
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The Stages of the Customer Journey of the Hero

Act 1: Marketing

5HPHPEHU��WKH�ǩUVW�IRXU�VWHSV�DORQJ�WKH�+HURǅV�-RXUQH\�WDNH�SODFH�LQ�
an ordinary world. Before your future customer eventually embarks 
on an adventure (which is engaging with what you have to sell), they’ll 
go through a predictable series of events that culminate with meeting 
you.

Story Beats for Act 1:

 F Customer experiences pain points

 F &XVWRPHU�EHFRPHV�D�TXDOLǩHG�OHDG

 F Customer has objections

 F Customer is introduced to you

Act 2: Sales

The second act begins with crossing the threshold, when the customer 
exits their normal world full of problems. You’re the one who shows 
them how to solve the relevant problem. There are obstacles within 
and without, inside and outside, and successfully navigating all of 
these obstacles to the purchase is the sales process.

Story Beats for Act 2:

 F Customer has a discovery conversation

 F Customer compares options

 F Customer makes a buying decision

 F Customer pays in a checkout process

Act 3: Service

7KH�ǩQDO�WKLUG�RI�WKLV�DGYHQWXUH�EHJLQV�ZLWK�WKH�UHZDUG��7KLV�LV�ZKHQ�
the customer gains access to their purchase, whether that’s because 
you emailed them your content or you shipped an item to their door. 
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The story isn’t done when they buy from you, though. The story is done 
when they create other customers.

Story Beats for Act 3:

 F Customer accesses purchase

 F Customer uses purchase to solve the problem

 F Customer experiences positive outcomes

 F Customer tells others

Aberdeen wrote a brief calculating that 54% of the ROI for marketing 
was with the customer journey.1 If you’re not making a clear map of 
the journey from stranger to customer, you’re leaving money on the 
table, plain and simple.

This map from stranger to customer can be useful, but maps are 
meaningless unless you can orient yourself to your current location. 
That’s why every customer journey starts with the customer facing a 
problem.

1. The Ordinary World = Pain Points

Every hero starts in the world of the common day. Without an ordinary 
world to serve as the foil to the adventure, we don’t know why the 
adventure is anything special.

When Frodo wanders around the Shire, enjoying its simple pleasures, 
we learn a reference point in his story in The Lord of the Rings. His 
extraordinary adventure ahead is contrasted with what he leaves 
behind in his ordinary world.

Similarly, your customer has a series of problems they’re accustomed 
WR�IDFLQJ�WKDW�FDXVH�WKHP�GLǫFXOW\��0DQ\�RWKHU�SHRSOH�LQ�WKH�RUGLQDU\�

1  Omer Minkara, “Customer Journey Mapping: Lead The Way To Advocacy,” 
Aberdeen Group, November 2016
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world just shrug and accept these problems and pains — but not your 
hero.

2. The Call to Adventure = Quali!ed Lead

When the hero decides they have had enough and is committed to 
making a change, that is when they accept the call to adventure.

When Katniss Everdeen watched her sister chosen by lottery for The 
Hunger Games, she could have stayed safely in the crowd. Instead, 
she volunteered as tribute, to take the place of her sister. This began 
the entire adventure, and without her accepting the call, there would 
be no story to tell.

While you could help just about anyone in the ordinary world, there 
is an action a prospect needs to take as a prerequisite before they 
EHFRPH�D�TXDOLǩHG�OHDG��7KLV�DFWLRQ�PLJKW�EH�UHTXHVWLQJ�D�TXRWH�RU�
VXEVFULELQJ�WR�\RXU�QHZVOHWWHU�RU�H[SHULHQFLQJ�D�VSHFLǩF�OLIH�HYHQW��,I�
you can identify this critical step, you can encourage (or watch for) 
people in the ordinary world who are ready to answer the call to 
adventure.

3. Refusal of the Call = Objections

Refusing the call is how the hero ensures the adventure is worthy. It’s 
common for heroes to immediately backtrack so they can review all 
the challenges ahead for the audience and clarify the stakes.

:KHQ�1HR� ǩUVW� WDONHG� WR�0RUSKHXV� LQ� The Matrix, the agents had 
DUULYHG� LQ�KLV�RǫFH�WR�WDNH�KLP�DZD\��0RUSKHXV�JXLGHG�1HR�WR�WKH�
VFDǨROGLQJ�RXWVLGH�KLV�EXLOGLQJ�DQG�JDYH�KLP�D�FKRLFH��FOLPE�WR�WKH�
roof, or leave with the agents. Neo refused the call to adventure, came 
back inside, and was captured. The danger was too much to risk.

When your customer says, “I don’t think this is really worth it,” they’re 
articulating reasons why they shouldn’t do business with you. These 
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objections are a natural part of the customer journey, and they don’t 
mean the story is over. This friction ensures that the customer really 
wants to go on this adventure. They have to be willing to endure the 
risks if they want a chance of success.

4. Meeting the Mentor = Introduction to You

Arthur was an ordinary boy, living an ordinary childhood, until he met 
Merlin. The wise old mentor taught him the powers of Excalibur and 
revealed to him his destiny to withdraw The Sword in the Stone.

Your customer is living a smaller life, having a harder time than they 
could. They don’t know how much better life could be — until they 
meet you. As the wise mentor, you can guide the customer through 
transformations that will improve their life for the better.

'HVFULELQJ�WKHVH�EHQHǩWV��DQG�FKDOOHQJLQJ�\RXU�FXVWRPHU�WR�DFFHSW�
these changes, is what brings the customer out of Act 1: Marketing 
and into Act 2: Sales.

5. Crossing the Threshold = Discovery Conversation

Dorothy looked around the new world of Oz, where everything was 
unfamiliar. The tornado had taken her from the bland, ordinary world 
DQG�EURXJKW�KHU�LQWR�D�IRUHLJQ�ODQG�ǩOOHG�ZLWK�EULJKW�FRORUV�DQG�VLQJ-
LQJ� 0XQFKNLQV�� +HU� DGYHQWXUH� WR� ǩQG� the Wizard of Oz began in 
confusion.

The discovery conversation can take the form of an actual conver-
sation or a whitepaper, sales brochure, e-commerce page, or pricing 
table. No matter the format, it’s your opportunity to educate your 
FXVWRPHU� DERXW� DOO� WKH� GLǨHUHQW� VROXWLRQV� \RX� KDYH� DYDLODEOH�� 7KLV�
material is the orientation that helps them make decisions about how 
they can do business with you. Expect them to be confused (and over-
whelmed) at this stage of their journey, just as Dorothy was dazzled 
by the land of Oz.
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6. Tests, Allies, & Enemies = Compare Options

:KHQ�+DUU\�3RWWHU�ǪLHV�KLV�EURRP�RQWR�WKH�4XLGGLWFK�SLWFK�WR�HDUQ�
SRLQWV� IRU�*U\ǫQGRU�+RXVH� LQ�Harry Potter and The Goblet of Fire, 
his enemies on the opposing team are supported by enemies in the 
stands. Throughout the game, he is tested by their schemes, and 
saved by his allies.

<RXU� FXVWRPHU�SXWV� \RXU�RǨHU� WKURXJK� WHVWV�� FRPSDULQJ� LW� WR�RWKHU�
options, researching your competitors, and talking with others in their 
OLIH�DERXW� WKLV�GHFLVLRQ��<RXU�RǨHU� LV� OLNH� WKH�*ROGHQ�6QLWFK��DQG� LWǅV�
hard for them to catch it if they are distracted. The greatest enemy 
always looms: doing nothing. Many customers leave the journey here. 
Paralyzed by choice, they could decide against continuing on if the 
GHFLVLRQ�LV�WRR�FRQIXVLQJ�RU�GLǫFXOW�

7. Approach the Inmost Cave = Buying Decision

Ethan Hunt describes a detailed heist to his elite team in every Mission: 
Impossible PRYLH��(DFK�REVWDFOH�LV�LGHQWLǩHG��GHVFULEHG��DQG�DVVLJQHG�
a person to handle it. Everyone knows their part. They’re ready to go.

This isn’t where the climax of the story happens, but it is where the 
climax of the story is planned. This is where the buying decision 
happens, during this approach to the inmost cave. Before your custom-
HU�ǩQDOL]HV�WKHLU�GHFLVLRQ��WKH\�WDNH�WLPH�WR�UHYLHZ�DOO�WKH�GHWDLOV�DQG�
make sure they’re doing the right thing.

8. Supreme Ordeal = Payment

:KHQ�$DQJ�ǩJKWV� WKH�)LUH�/RUG� LQ�Avatar: The Last Airbender, their 
battle scene alternates with a battle between the Fire Lord’s children, 
=XNR�DQG�$]XOD��-XVW�DV�WKH�IRUPHU�SDLU�DUH�ǩJKWLQJ�IRU�WKH�IDWH�RI�WKH�
ZRUOG��WKH�VLEOLQJV�DUH�ǩJKWLQJ�IRU�WKH�IDWH�RI�WKH�)LUH�1DWLRQ��:KHQ�
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it’s time to tell of the supreme ordeal, even with multiple storylines, 
everyone goes through this phase of their journey at the same time.

For your customer, the supreme ordeal is the checkout process. It’s 
the climax of the story, and it happens all at once. (Getting someone 
to pay three times is much harder, practically and emotionally, than 
bundling three transactions together into one purchase.) Are they 
able to pay you? Do they successfully complete the sales process? 
Does money change hands? Do they sign on the dotted line? This 
moment of decision is where the story becomes a success or failure.

If your customer survives the ordeal, they move into Act 3: Service.

9. Reward = Access Purchase

When Indiana Jones chooses the cup of a carpenter in The Last 
Crusade, he earns the Holy Grail. Once he grasps the reward he’d been 
seeking, he uses it to heal his father from a bullet wound, bringing him 
back to life. An earthquake separates him from his treasure, and he 
nearly plummets to his death trying to get it back. But he’s told by his 
father, the fanatic who wanted the Grail more than anything, to let it 
go. Saving his son, he reveals that the true reward is their relationship.

After completing the purchase, there needs to be a stage of celebra-
tion when you reward your customer, too. This is their moment of 
triumph. The more memorable you can make this moment, the stron-
ger the rest of their journey will be.

10. The Road Back = Solve the Problem

$IWHU�VHUHQDGLQJ�KLV�SDUHQWV�WR�KDYH�WKHLU�ǩUVW�NLVV��0DUW\�0F)O\�OHDYHV�
the school dance to go Back to the Future. His ordeal is complete — 
he has connected his parents and saved his own existence — but 
the adventure isn’t over. He still has to travel 88 miles per hour and 
harness the lightning to get back home.
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After they make their purchase, your customer will then return to 
where they started at the beginning of their journey, but this time, 
WKLQJV�ZLOO�EH�GLǨHUHQW��1RZ�WKDW�WKH\�KDYH�WKHLU�UHZDUG��WKH\ǅOO�EH�DEOH�
to solve the problem they originally faced when the adventure started.

11. Resurrection = New Normal

When Joy returns to headquarters in Inside Out, Riley also returns 
home from running away. Both of these characters, inside and out, 
have returned to their ordinary world. This time, there’s one critical 
GLǨHUHQFH��WKRXJK��6DGQHVV�LV�QR�ORQJHU�EHLQJ�VXSSUHVVHG��6DGQHVV�LV�
JLYHQ�KHU�ULJKWIXO�SODFH�DV�RQH�RI�WKH�ǩYH�PDMRU�HPRWLRQV�FRQWUROOLQJ�
Riley’s life.

While your customer has gone on a journey to make this purchase 
from you, they still have one critical step remaining: implementation. 
If they do not install, use, or incorporate your purchase into their ordi-
nary world, then they may as well have ignored the call to adventure. 
Ensuring your customers actually use your purchase is the gateway to 
WKH�ǩQDO�VWDJH��ZKHUH�\RX�FDQ�JDLQ�WKH�EHVW�NLQG�RI�FXVWRPHUV�LQ�WKH�
world: referrals.

12. Return = Tell Others

:KHQ�6WHYH�5RJHUV�UHWXUQV�WKH�,QǩQLW\�6WRQHV�DW�WKH�HQG�RI�Avengers: 
Endgame, he doesn’t return by traveling through time. He takes the 
long way back, living a quiet life (as a quiet Mr. Rogers, maybe). At the 
end of his long journey, he brings his legendary shield back, passing it 
to his friend Sam Wilson so he can become the next Captain America.

When your customer returns to their old life, they’re changed by what 
they’ve bought from you. The problems that sent them on this quest 
are now solved, and adjusting to this new state will feel unfamiliar for 
a time. That’s good because this period of unfamiliarity is the best 
time for them to share your works with other people like them.
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The Customer Journey on Your Website

If you redesign your website to guide customers through the custom-
er journey, you’ll be rewarded as the guide of many quests. There is 
a page on your website that you could align with every stage of the 
customer journey. It looks like this:

1. Home

2. Subscribe

3. )$4

4. About

5. Thank You

6. Case Studies

7. Product

8. Cart

9. Checkout

10. Members

11. Review

12. Share

If you don’t have some of these pages on your website right now, 
PDNH�D�QRWH�WR�FUHDWH�WKHP��,I�WKH�SDJHV�GRQǅW�FXUUHQWO\�ǪRZ�IURP�RQH�
stage to the next, challenge your current pages.

 F +RZ�FRXOG�\RXU�6XEVFULEH�SDJH�OHDG�WR�\RXU�)$4�SDJH"

 F How could your Thank You page lead to reviewing Case 
Studies?

 F How could your Checkout page lead to a Members page?
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F After someone gives you a review, are they given an auto-
mated option to share your expertise with others in their own 
ordinary world?

From Star Wars to Moana, from The Matrix to Harry Potter, all major 
PRGHUQ�EORFNEXVWHU�ǩ�OPV�KDYH�IROORZHG�WKLV� MRXUQH\��3URYLGLQJ�\RXU�
customer with a familiar map will help them follow you on an adven-
ture to their purchase.

ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Create a map for your future customers to follow 
with the Customer Journey Workbook.

2. Answer the questions in the workbook for each of the 12 
stages of the customer journey.

3. Identify the active choices the customer makes to progress 
out of each stage of the journey and into the next.

4. Make a list of potential edits to your website that would 
encourage these steps.

5. Implement those changes on your website.
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If you can’t describe what you are doing as a process,  
you don’t know what you’re doing. 

— W. Edwards Deming

Systems create exponential impact. Setting up a good system doesn’t 
MXVW� LPSDFW� WKH�ZRUN� LQ� IURQW� RI� \RX�� <RXU� V\VWHPV�DǨHFW�DOO� RI� WKH�
working hours ahead of you, as well. Spending an hour doing your 
ZRUN�KDV�D�ǩQLWH�UHWXUQ��6SHQGLQJ�DQ�KRXU�VHWWLQJ�XS�D�V\VWHP�WKDW�
VDYHV�\RX�DQ�KRXU�HYHU\�GD\�ZLOO�PDJQLI\�\RXU�HǨHFWLYHQHVV�

It’s hard for us to conceive the impact that systems can have on our 
lives, because our brains are just not built for it. “The greatest short-
coming of the human race,” according to physics professor Albert 
Allen Bartlett, “is our inability to understand the exponential func-
tion.” Here’s an example that just may break your brain.

Imagine that we played a game of chess together, and the winner was 
awarded an additional penny on every square of the chessboard. The 
FKHVVERDUG�KDV����VTXDUHV�LQ�DQ�������JULG��2Q�WKH�ǩUVW�VTXDUH��WKH�
winner gets one penny. On the second square, two pennies, and on 
the third square, three pennies. By the time we got to the 64th square, 
the winner would have a stack of 64 pennies. When you add up all the 

Cornerstone 4

Systems
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pennies in all the stacks on the chessboard, the winner would have 
2,080 pennies, or just over 20 bucks.

Makes sense, doesn’t it? That’s a linear progression. Our brains can 
XQGHUVWDQG�WKRVH�QXPEHUV��%XW�H[SRQHQWLDO�QXPEHUV�DUH�PRUH�GLǫ-
cult to comprehend. Let’s change the system, and I’ll show you.

Instead of adding one penny to each square, let’s say we doubled 
WKH�VL]H�RI�WKH�VWDFN�RQ�WKH�IROORZLQJ�VTXDUH��7KH�ǩUVW�VTXDUH�KDV�RQH�
penny, the second square has two, but the third square has four. We 
double on the fourth square to get eight pennies, and by the time 
\RX�ǩQLVK� WKH�ǩUVW� URZ�� WKH�HLJKWK� VTXDUH�KDV�D� VWDFN�����SHQQLHV�
KLJK�� 2Q� WKH� ��WK� VTXDUH�� \RX� VXUSDVV� ��� EXFNV�� DQG� E\� WKH� ��WK�
square, you have $327.68 in one stack. On the 32nd square, halfway 
DFURVV�WKH�FKHVVERDUG��\RX�ZRXOG�KDYH�����������������ZKLFK�ZRXOG�
FUHDWH�D�VWDFN�RI�SHQQLHV�������PLOHV�KLJK��%\�WKH�WLPH�\RX�JRW�WR�WKH�
ǩQDO� VTXDUH�� \RXU� VWDFN�RI�SHQQLHV�ZRXOG� UHDFK������ OLJKW�\HDUV�RǨ�
the planet. The value of all the pennies on the chessboard would be 
�����������������������������PRUH�WKDQ�����TXDGULOOLRQ�GROODUV�

This example is adapted from the Wheat and Chessboard problem, 
which is nearly a thousand years old. Our minds can conceive of 
linear numbers, but after a simple change in the system, the numbers 
become incomprehensible. Instead of adding one penny every square, 
you double pennies for every square; that’s just a change in the system.

Your work is linear and is limited by your time, but when you set up 
systems to automate work for you, your systems can help you grow 
exponentially.

Over the centuries, those who’ve learned this secret have applied the 
knowledge to creating systems beyond their personal capacity. That’s 
what you are going to do, too, as you learn more about using systems 
to your advantage.
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The key to content marketing is simple: all you have to do is show up and 
answer questions your right people are asking. 

— Ash Ambirge

Publishing regularly creates ongoing brand awareness. Creating 
content helps people know you, then like you, and then trust you. Over 
time, your customers will develop the expectation to see you sharing 
the same things in the same way.

It may take some trial and error to discover the right cadence and the 
right content. Once you have a rhythm that you like, reliably publish-
ing on a set schedule creates familiarity, comfort, and trust. If your 
DXGLHQFH�FDQ�SUHGLFW�KRZ�\RXǅOO�SRVW��DQG�\RX�IXOǩOO�WKHLU�H[SHFWDWLRQV�
and continue to stay interesting, you’ll achieve brand awareness.

:KHQ�WKH�+XǫQJWRQ�3RVW�ǩUVW�VWDUWHG��WKH\�SXEOLVKHG�DQ�DYHUDJH�RI�
one post on their blog every 58 seconds. James Clear, one of the most 
popular bloggers on the internet, posts once a week on his website. 
Your optimal posting frequency is probably somewhere in between.

B2B businesses spend an average of 28% of their marketing budget 
on content marketing. If you spend 1/4 to 1/3 of your marketing time 
FUHDWLQJ�DQG�SXEOLVKLQJ�QHZ�FRQWHQW��\RXǅUH�LQ�WKH�ULJKW�UDQJH�RI�HǨRUW�
and time spent.

Chapter 13

Plan a Publishing Calendar
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How often should you publish new content? The frequency you post 
is a matter of both stamina and style. Your publishing capacity is 
balanced against the appetite of your audience. Finding the right 
balance can be tricky. Post too much, and you’ll get unfollows and 
unsubscribes. Post too little, and people will forget who you are.

You can post — short form to social media, long form to your website 
— every month or every week or every day. You could manually 
upload unique content to every network or syndicate one template 
post across multiple channels. The choice is always up to you.

But to clarify your activity, ask yourself: Do you know your content 
marketing goals?

Publishing Content Has a Purpose

,I�\RX�GRQǅW�NQRZ�WKH�SXUSRVH�RI�\RXU�FRQWHQW��LWǅV�JRLQJ�WR�EH�GLǫFXOW�
WR�ǩQG�WKH�ULJKW�FDGHQFH�IRU�\RXU�SXEOLVKLQJ��7\SLFDO�JRDOV�IRU�FRQWHQW�
marketing include publishing content to:

1. Build brand awareness

2. Generate new leads

3. Nurture your relationship with your audience

4. Sell your products or services

These four goals follow the 4-Step Marketing Cycle of Know, Like, 
Trust, and Buy. You may want to focus on one of these four goals 
more than the others, depending on your current goals. So, to answer 
WKH�TXHVWLRQ��Ǉ+RZ�RIWHQ�VKRXOG�,�SXEOLVK"ǈ�ǩUVW�SLFN�RQH�RI�WKH�IRXU�
goals above.

After you’ve picked one of those four goals, answer these questions: 
How often do you like to publish? Are you a daily poster? A weekly 
writer? A monthly publisher? Do you feel like you show up too much 
or too little? Your personal preferences are an important factor. If you 
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can weigh your own preferences against those of your audience, you’ll 
ǩQG�D�SRLQW�RI�EDODQFH�

Daily deals websites like Groupon can email their audience every 
VLQJOH�GD\�EHFDXVH�WKH\�RǨHU�LPPHGLDWH��WLPH�VHQVLWLYH�LQIRUPDWLRQ��
But a local auto mechanic, for example, would be hard-pressed to 
produce daily content. HubSpot discovered that Facebook pages with 
less than 10,000 fans had a 50% drop in engagement per post when 
posting more than once per day.1

Here’s a good rule of thumb: publish a post on social media once a 
day and publish your newsletter once a week. If you like to write more 
WKDQ�WKDW��RU�OHVV�WKDQ�WKDW���ǩQG�WKH�FDGHQFH�WKDW�ZRUNV�EHVW�IRU�\RX��
Your audience will tell you through their engagement, or the lack of it, 
whether it’s working.

One of the greatest aspects of being an entrepreneur is that you get 
to decide how often you’ll show up to your audience. You can sudden-
ly show up when the mood and the moment strike you. Or you can 
carefully consider what you’ll say and when you’ll say it.

1  Lindsay Kolowich Cox, “How Often Should You Post on Facebook?” 
Last updated September 10, 2020, https://blog.hubspot.com/marketing/
facebook-post-frequency-benchmarks
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When you consider in advance what you’ll say and when you’ll say it, 
your publishing style can be planned, prepared, and predictable.

If you suddenly publish because something compels you to respond, 
RU� \RX� UHDFW� LQ� WKH�PRPHQW�� \RX�ZRQǅW�EH�QHDUO\�DV�HǨHFWLYH��<RXU�
audience won’t know what to expect from you. Anytime you do post, 
it will be a surprise.

Having a weekly newsletter is an example of a reliable pulse your audi-
ence can count on. A short, weekly message is enough to stay top-of-
mind. If you encourage your audience to reply or take an action, you 
PD\�JHW�OXFN\�DQG�GLVFRYHU�WKDW�WKLV�LV�WKH�VSHFLǩF�ZHHN�WKH\ǅUH�IDFLQJ�
the exact problem that you happen to solve.

Here’s a secret about email newsletters: open rates do not accurately 
predict results. Just by sending a newsletter, you’re inserting your name 
into someone’s inbox; they don’t have to open it. Reading your subject 
OLQH�DQG�VHHLQJ�\RXU�QDPH�LV�HQRXJK�IRU�WKHP�WR�EULHǪ\�UHFDOO�ZKR�\RX�
are and what you do. This might be enough to jog their memory when 
they need to solve a problem in your area of expertise or refer you to 
a friend, even if they delete your email without reading it.

Separate Writing Time From Posting Time

When I’m in writing mode, I spend a lot of time generating new 
FRQWHQW��7KDW�PLQGVHW�LV�YHU\�GLǨHUHQW�WKDQ�WKH�PHFKDQLFDO�PLQGVHW�
that sends the newsletter or uploads the video. Publishing requires 
lots of small decisions. You have to decide where to post, what time to 
post, what tags would make your post searchable, whether the post 
needs an image, how to get that image to display properly, how to get 
the right tracking parameters on the link ...

There are so many mechanics involved in how you post. It will be more 
HǫFLHQW�WR�VHSDUDWH�WKDW�DFWLYLW\�IURP�GHFLGLQJ�what you post.

Set aside some time to write a lot of ideas that your customer avatar 
ZRXOG� ǩQG� YDOXDEOH�� &ROOHFW� D� EXQFK� RI� VQLSSHWV�� SDVVDJHV�� DQG�
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thoughts into a single, messy document. Then, using an automated 
SRVWLQJ�WRRO� OLNH�%XǨHU�RU�+RRW6XLWH�RU�+\SHIXU\��HGLW�DQG�VFKHGXOH�
these posts to go out in the future. Do this mechanical posting sepa-
rate from composition.

Two great things about auto-posting tools are:

 F They let you modify the frequency of how often you post.

 F 7KH\�DQDO\]H�WKH�HǨHFWLYHQHVV�RI�\RXU�SUHYLRXV�DFWLYLW\�

 F I suggest you do an experiment: spend a week posting three 
times a day on Twitter, and then another week posting once 
per day, and then compare the results to discover what works 
best for your audience.

Publishing Regularly Has Long-Term Bene!ts

I’ve had people book marketing consultations with me (seemingly out 
of the blue) because they started following me on Twitter six years 
ago. I post frequently on social media, and it’s a business strategy. 
When people need to hire or refer someone like me, I might be the 
ǩUVW�RQH�WKH\�WKLQN�RI�EHFDXVH�WKH\�VDZ�PH�SRVW�D�IXQQ\�SLFWXUH�RI�P\�
dog that day.

According to a study by Forrester, an average of 11.4 pieces of content 
need to be consumed before someone makes a purchase.2 Wouldn’t it 
EH�HDV\�WR�DXWRPDWH�D�ORW�RI�WKRVH�SRLQWV�RI�FRQWDFW�WKURXJK�%XǨHU"�
You don’t need to send a dozen thoughtful, well-written posts to every 
single person individually. Automation tools allow us to compose all of 
our content in advance and have it dripped out over time.

�� �5\DQ�6NLQQHU��Ǉ%ULHI��0DUNHWLQJ�$QG�0HGLD�(ǫFLHQF\�2XWFRPHV�'ULYH�&RQWHQW�
0DUNHWLQJ�ǈ�)RUUHVWHU��ODVW�PRGLǩHG�6HSWHPEHU�����������KWWSV���ZZZ�IRUUHVWHU�FRP�
UHSRUW�%ULHI�0DUNHWLQJ�$QG�0HGLD�(ǫFLHQF\�2XWFRPHV�'ULYH�&RQWHQW�0DUNHWLQJ�
5(6������
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Talk to your audience as a general group. Compose the type of 
PHVVDJH�WKDW�PDQ\�RI�WKHP�ZRXOG�ǩQG�XVHIXO�� UHOHYDQW��RU� LQWHUHVW-
ing. According to Sprout Social, most brands post on social media an 
average of 0.97 times per day, and they have an engagement level 
of .09%.3 That’s a lot of activity, with only a faint level of connection. 
These numbers work better as your audience grows.

In 2018, Social Media Examiner conducted a survey of professional 
marketers, who said they saved an average of six hours per week by 
using automation tools.4

Marketing yourself should be a key component of your regular work-
ǪRZ��%XW� \RX�GRQǅW�ZDQW� WR� IDOO� GRZQ�RQH� UDEELW� KROH� DIWHU� DQRWK-
er, chasing the next shiny thing. Creating and sharing your content 
shouldn’t take all of your time, but saving too much time on social 
media can burn your relationships. The promise of technology is that 
you can reach anyone, anywhere, anytime. But does this communica-
tion strengthen a relationship, or damage it?

Mechanical Responses

&KDWERWV�VRXQG�OLNH�WKH\ǅUH�QHZ�DQG�FXWWLQJ�HGJH��EXW�WKH�ǩUVW�FKDW-
bot was built way back in 1966 by Joseph Weizenbaum at MIT. This 
ERW�ZDV�QDPHG�(/,=$��DQG�LW�ZDV�RQH�RI�WKH�ǩUVW�DUWLǩFLDO�LQWHOOLJHQFH�
programs capable of taking the Turing test. The Turing test is a series 
of questions you can ask a computer to demonstrate whether or not 
it can think like a human.

ELIZA could take the Turing test, but couldn’t pass it. This bot was only 
able to simulate conversation. After you said things to the computer 
program, the chat-based text interface would give you a variety of 

�� ��%UHQW�%DUQKDUW��Ǉ���RI�WKH�PRVW�LPSRUWDQW�VRFLDO�PHGLD�PDUNHWLQJ�VWDWLVWLFV�IRU�
�����ǈ�6RFLDO�0HGLD�7UHQGV��6SURXW�6RFLDO��ODVW�PRGLǩHG�0DUFK�����������KWWSV���
sproutsocial.com/insights/social-media-statistics/. 

�� ��0LFKDHO�6WHO]QHU��Ǉ�����6RFLDO�0HGLD�0DUNHWLQJ�,QGXVWU\�5HSRUW�ǈ�6RFLDO�0HGLD�
([DPLQHU��ODVW�PRGLǩHG�0D\����������KWWSV���ZZZ�VRFLDOPHGLDH[DPLQHU�FRP�
social-media-marketing-industry-report-2018/
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GLǨHUHQW�DQVZHUV��%XW�(/,=$�ZDVQǅW�FDSDEOH�RI�OHDUQLQJ�IURP�LQWHUDF-
tion. What you said to the program didn’t alter its future behavior, and 
that limited its ability to mimic actual human conversation.

$IWHU�ǩYH�GHFDGHV��FKDWERWV�KDYH�FRPH�D�ORQJ�ZD\��,Q�FRPSDQLHV�RI�
1–50 people, using chatbots has been shown to cut customer service 
costs by 30%.5 Sounds great, right? Having a computer handle all 
those mundane service requests can save time and resources, but 
automating a relationship can also have unintended consequences.

$�VWXG\�RI�������FXVWRPHUV�RI�ǩQDQFLDO�VHUYLFHV�ǩUPV�IRXQG�WKDW�XVLQJ�
chatbots lowered sales by 80%.6 It’s true that using chatbots saved 
WLPH��EHFDXVH�KXPDQV�RQ�VWDǨ�ZRXOG�QRW�KDYH�WR�KDQGOH� LQFRPLQJ�
service requests. However, they also lost the opportunity to ask follow-
XS�TXHVWLRQV��7KH�ǩUPǅV�DELOLW\�WR�FURVV�VHOO�RWKHU�VHUYLFHV�ZDV�GUDVWL-
cally reduced.

�� �Ǉ$,�FKDWERW�WKDWǅV�HDV\�WR�XVH�ǈ�3URGXFWV��,%0��DFFHVVHG�$SULO�����������KWWSV���
ZZZ�LEP�FRP�SURGXFWV�ZDWVRQ�DVVLVWDQW�DUWLǩFLDO�LQWHOOLJHQFH

�� �*LO�3UHVV��Ǉ$,�6WDWV�1HZV��&KDWERWV�/HDG�7R�����6DOHV�'HFOLQH��6DWLVǩHG�&XVWRPHUV�
$QG�)HZHU�(PSOR\HHV�ǈ�(QWHUSULVH�	�&ORXG��)RUEHV��ODVW�PRGLǩHG�6HSWHPEHU�����
������KWWSV���ZZZ�IRUEHV�FRP�VLWHV�JLOSUHVV������������DL�VWDWV�QHZV�FKDWERWV�
OHDG�WR����VDOHV�GHFOLQH�VDWLVǩHG�FXVWRPHUV�DQG�IHZHU�HPSOR\HHV�
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Authenticity vs. Automation

Relationships require an investment of time. People can tell when you 
WU\�WR�FXW�FRUQHUV�RQ�EXLOGLQJ�D�UHODWLRQVKLS��DQG�LW�FXWV�RǨ�WKH�UHOD-
tionship. Automation only gives the illusion of customer service. It’s 
true, you can automate the simplest steps in growing and maintaining 
a relationship. But if you don’t balance that automation with authen-
tic connection, people will treat you like a bot.

The biggest problem with automation is it can create negative expe-
riences that you never hear about. When someone gets frustrat-
ed with your chatbot, or sneers at your automated email message, 
does it make a sound? Studies have shown that 12 or more positive 
experiences are needed to make up for one unresolved experience.7 
Automation is necessary to stay productive, but too much can damage 
your relationship with your audience and your customers.

&RQVLGHU�WKH�GLǨHUHQFH�EHWZHHQ�DQVZHULQJ�D�URERFDOO�DQG�D�SHUVRQDO�
call. Imagine answering your phone, and you’re greeted by an auto-
mated voice message. There’s very little incentive for you to give your 
full attention or to follow its instructions. But if someone calls you 
SHUVRQDOO\� DQG�DVNV� IRU� \RX�E\� QDPH�DQG� WDNHV� WLPH�DQG� HǨRUW� WR�
engage with you as a human, it’s much more likely that you’ll listen to 
what they have to say.

You may have been sent an automated birthday card before. 
SendOutCards is one of the internet companies that automates the 
printing and sending of birthday cards. And I don’t know about you, 
but I’ve always found those a little disingenuous. I’m a lifelong sender 
RI� KDQGZULWWHQ� QRWHV�� ,� EHOLHYH� WKDW� WKH� WLPH� DQG� HǨRUW� LW� WDNHV� WR�
handwrite a note has a much greater impact than something I clicked 
to send in a moment.

�� �*ODQFH��Ǉ&RXQWLQJ�WKH�&XVWRPHU��7KH�&RPSOHWH�*XLGH�WR�'\QDPLWH�&XVWRPHU�
&DUH�ǈ�KWWS���ZZ��JODQFH�QHW�ZS�FRQWHQW�XSORDGV���������&RXQWLQJ�WKH�
FXVWRPHUB�*ODQFHBH%RRN���SGI
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7KHVH�DUH�WKH�WZR�FOHDU�GLǨHUHQFHV�EHWZHHQ�DXWKHQWLFLW\�DQG�DXWRPD-
WLRQ��WLPH�DQG�HǨRUW��,I�\RX�FDQ�EDODQFH�DXWKHQWLFLW\�DJDLQVW�DXWRPD-
tion, you can communicate with a lot of people quickly.

6SHQGLQJ�WLPH�DQG�HǨRUW�RQ�D�UHODWLRQVKLS�FRXQWV�LQ�\RXU�IDYRU�ZKHQ�
courting someone new, but if it’s apparent you’ve invested neither 
HǨRUW�QRU�WLPH��WKH\ǅOO�IHHO�IUHH�WR�LJQRUH�\RX�LQ�UHWXUQ�

Too Much Automation Ruins Your Authenticity

:KHQ�,�VHH�VRPHRQH�KDV�SXW�LQ�WLPH�DQG�HǨRUW�ǂ�WKURXJK�UHIHUHQF-
ing something I recently published or making a joke about something 
IXQQ\�LQ�P\�/LQNHG,Q�SURǩOH�ǂ�,ǅP�ZLOOLQJ�WR�JLYH�D�FROG�UHTXHVW�D�ELW�
RI�H[WUD�DWWHQWLRQ�DV�D�UHZDUG��%XW�LI�,�FDQ�WHOO��DW�ǩUVW�JODQFH��WKDW�D�
request is fully and totally automated, I know I can safely ignore it.

+HUHǅV�DQ�H[DPSOH��,�VXEVFULEH�WR�QHZVOHWWHUV�ZLWK�P\�ǩUVW�QDPH�LQ�DOO�
caps (CAELAN). Since I’m a marketer and I study email marketing, I 
subscribe to a lot of newsletters. One day I received a message in my 
inbox that said, “Hi CAELAN, it’s real Mindy, not robot Mindy :o)”

Three days after I subscribed to her list, I got an automated email 
masquerading as an authentic email. I could immediately tell, because 
of how I subscribed to her system — in all caps. My new relationship 
with her was revealed to be completely inauthentic.

On the other hand, I once subscribed to a fellow marketer’s email list, 
and they asked me to reply to their welcome email and tell them my 
biggest challenge. We started a back-and-forth dialogue that became 
an authentic relationship.

I’m using email as the example here because I like email. (I have 
so many unread messages because I like to learn from other email 
marketers and stay on top of what they do.) You might prefer DMs on 
Instagram or SMS or Telegram. I personally can’t stand those chan-
QHOV��EXW�HYHU\RQH�KDV�GLǨHUHQW�SUHIHUHQFHV��DQG�\RX�VKRXOG�XVH�ZKDW�
makes you feel comfortable.
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Where You Do Well Is a Matter of Your Style

The variety of communication platforms can be overwhelming. So I 
recommend that you pick one platform where you show up authen-
tically and automate the rest. Follow the 80/20 rule: spend 20% of 
your time automating 80% of your posts, and spend 80% of your 
time on the authentic 20%.

Automate what you can, 
but stay authentic where it matters.

You can specialize in your favorite social media platform. 
Automatically republish onto all the other accounts on future days. 
All you need is a system.

I post across multiple accounts every week with 30 minutes of dedi-
FDWHG� IRFXV��%\�XVLQJ�D�5HSXUSRVH�0DWUL[� �ZKLFK� \RX� FDQ�ǩ�QG� LQ�
the Content Calendar Workbook), I can spend half an hour crafting 
��ǁ���SRVWV�DFURVV� VL[�GLǨ�HUHQW� VRFLDO�PHGLD�SODWIRUPV��7KRVH����
minutes are when I create the Ghost in the Machine.

You can’t broadcast a TV show on every channel at the same time. 
Syndication will change how often reruns are shown to an audience. 
If you have one show on one channel at one time, you can have it 
GHOLYHUHG�WR�RWKHU�FKDQQHOV�DW�GLǨ�HUHQW�WLPHV�

That’s what a Repurpose Matrix does. It plans out your content in 
advance. You can decide when and where your posts will be syndi-
cated elsewhere. Creating a Ghost in the Machine does take some 
WLPH�DQG�HǨ�RUW��EXW�RQFH�\RXU�DXWRPDWLRQ�V\VWHP�LV�UHDG\��\RX�FDQ�
preserve your attention and creativity for what’s most important: 
creating authentic content.
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Plan a year of content with the Content Calendar 
Workbook.

2. Copy/paste listed items into content formulas.

3. (GLW�FRQWHQW�IRU�YRLFH�DQG�Ǫ�RZ�

4. Plan daily, weekly, and monthly content publishing schedules.

5. Distribute content into planned posts using an auto-posting 
tool or an assistant.
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If you can !gure out how to get people to consume your content for free, 
you are 80% of the way there to being able to sell it. Attention is far more 

scarce than money. 

— Tiago Forte

The moment I stepped into the store, I felt something was wrong. 
My wife and I were strolling down Hawthorne Street in Portland. Our 
young kids were at home with their grandmother, and we were on our 
ǩUVW�GDWH�LQ�D�ORQJ�WLPH��:DONLQJ�DORQJ�WKH�OLYHO\�VWUHHW��ZH�HQWHUHG�
a store that looked interesting from the outside. There was lots of 
art hanging in the windows, displays of candles and books, and little 
VWDWXHV�RI�IDLULHV�DQG�ZROYHV���:HǅUH�3RUWODQGHUV�DW�KHDUW��ZH�OLNH�WKDW�
kind of store.)

As we stepped inside to browse, the shopkeeper was staring at us. 
“Hello,” I said.

Ǉ&DQ�,�KHOS�\RX�ǩQG�DQ\WKLQJ"ǈ�VKH�GHPDQGHG�ZLWK�D�IURZQ�

,�VKUXJJHG��Ǉ1R��ZHǅUH�MXVW�ORRNLQJ�ǈ�:H�ZDQGHUHG�WKURXJK�WKH�VWRUH��
chatting about things we found interesting.

$IWHU�D�IHZ�PLQXWHV��ZH�UHWXUQHG�WR�WKH�GRRU��VWLOO�FKDWWLQJ��HQMR\LQJ�
RXU�GDWH��:KHQ�ZH�RSHQHG�LW��WKH�VKRSNHHSHU�GHPDQGHG�RQFH�DJDLQ��
Ǉ&DQ�,�KHOS�\RX�ǩQG�DQ\WKLQJ"ǈ�$V�,�KHOG�WKH�GRRU�RSHQ�IRU�P\�ZLIH��,�
ORRNHG�DW�WKH�VKRSNHHSHU�RYHU�P\�VKRXOGHU��FRQIXVHG�E\�KHU�TXHVWLRQ�

Chapter 14

Show O! Your Showroom
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Ǉ1R�ǈ�,�VDLG��Ǉ7KDQNV��+DYH�D�QLFH�GD\�ǈ�6KH�VFRZOHG�DW�PH�DV�ZH�OHIW�

Out on the sidewalk, my wife and I talked about the strange experi-
HQFH��:H�OLNH�WKH�NLQGV�RI�WKLQJV�VKH�KDG�IRU�VDOH�LQ�KHU�VWRUH��7KHUH�
ZHUH�SOHQW\�RI�WKLQJV�ZH�FRXOG�KDYH�SXUFKDVHG��%XW�WKH�VKRSNHHSHU�
GLGQǅW�PDNH�XV�IHHO�ZHOFRPH�

,ǅYH� KDG� VLPLODU� H[SHULHQFHV� RQOLQH�� $IWHU� VXEVFULELQJ� WR� VRPHRQHǅV�
QHZVOHWWHU��WKH�YHU\�ǩUVW�HPDLO�GHPDQGV�WR�NQRZ�KRZ�WKH\�FDQ�KHOS��
%XW�,�GRQǅW�NQRZ�\HW��5LJKW�DIWHU�VXEVFULELQJ��,�RIWHQ�GRQǅW�NQRZ�ZKDW�,�
QHHG��RU�HYHQ�ZKDW�,ǅP�ORRNLQJ�IRU��,ǅP�MXVW�EURZVLQJ�

Take a Look Around

:KHQ�VRPHRQH�VXEVFULEHV�WR�\RXU�QHZVOHWWHU��LWǅV�OLNH�WKH\ǅUH�ZDQGHU-
LQJ�LQWR�\RXU�VKRS�IRU�WKH�ǩUVW�WLPH��)RU�D�GLJLWDO�EXVLQHVV��\RXU�HPDLO�
FRQǩUPDWLRQ�VD\LQJ�Ǉ:HOFRPH�WR�P\� OLVW�ǈ� LV� WKH�ZHOFRPH�PDW� LQWR�
your showroom. People agree to enter your corner of the internet and 
YROXQWDULO\�VLJQDO�WKDW�WKH\ǅUH�ZLOOLQJ�WR�EURZVH�\RXU�RǨHUV��7KLV�LV�\RXU�
best opportunity to show future customers around your little shop.

Imagine if that shopkeeper had welcomed us with a smile and said, 
Ǉ:H� MXVW� JRW� VRPH�QHZ�ERRNV� LQ�� RYHU� RQ� WKDW�ZDOO��:KDW� NLQGV�RI�
ERRNV�GR�\RX�OLNH"ǈ�,�ZRXOG�KDYH�KDSSLO\�WROG�KHU�DOO�DERXW�P\�LQWHU-
HVWV��DQG�VKH�FRXOG�KDYH� OHDUQHG�DERXW�WKH�VRUWV�RI�WKLQJV�WKDW�VKH�
could sell to me easily.

<RXU�QHZ�VXEVFULEHUV�FDQ�EH�WUHDWHG�WKH�VDPH�ZD\��5LJKW�DIWHU�WKH\�
FRQǩUP�WKHLU�VXEVFULSWLRQ��IUHVK�HPDLO�VXEVFULEHUV�DUH�WKH�PRVW�RSHQ�
WR�OHDUQLQJ�DERXW�\RXU�EUDQG��\RXU�RǨHUV��DQG�\RXU�VWRU\��0DNH�\RXU�
QHZ�HPDLO� VXEVFULEHUV� IHHO�ZHOFRPH�� �,ǅP�JRLQJ� WR�XVH�HPDLO�DV�P\�
H[DPSOH� KHUH�� EHFDXVH� LWǅV� EHHQ� SRSXODU� DQG� HǨHFWLYH� IRU� WKH� ODVW�
GHFDGH��,I�WKLQJV�DUH�GLǨHUHQW�ZKHQ�\RXǅUH�UHDGLQJ�WKLV��DGDSW�WKHVH�
concepts to your current tools.)

Ǉ7KH�YHU\�ǩUVW�HPDLO�\RX�VHQG�WR�D�QHZ�VXEVFULEHU�VHWV�WKH�WRQH�IRU�
how they see you for the rest of their time with you,” says Naomi 
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'XQIRUG��IRXQGHU�RI�,WW\%L]�FRP��ǇVR�\RX�ZDQW�WR�JHW�WKLV�RQH�ULJKW��,WǅV�
DOVR�WKH�VLQJOH�EHVW�HPDLO�IRU�JHWWLQJ�WKHP�WR�ORRN�DW�VSHFLǩF�SDJHV�RI�
your site, like popular posts or product pages.”1

0RVW�EXVLQHVVHV� MXVW� VHW�XS�D�GHIDXOW� FRQǩUPDWLRQ�HPDLO� WKDW� VD\V��
Ǉ7KDQNV�IRU�VXEVFULELQJ�WR�P\�OLVW�ǈ�DQG�OHDYH�LW�DW�WKDW��,PDJLQH�WKLV�
KDSSHQLQJ� LQ�VRPHRQHǅV�VKRS��7KH� OLWWOH�EHOO� ULQJV��<RX�ZDON� LQ�DQG�
wipe your feet on the mat. The shopkeeper says, “Thanks for coming 
LQ�ǈ�DQG�GLVDSSHDUV� LQWR�WKH�EDFN�� ,WǅV�XS�WR�\RX�WR�EURZVH�WKURXJK�
WKH�VKHOYHV��GHYHORS�TXHVWLRQV��DQG�GHFLGH�WR�PDNH�D�SXUFKDVH��$OO�RQ�
your own.

1RZ��LPDJLQH�WKH�EHVW�NLQG�RI�H[SHULHQFH�\RXǅYH�KDG�LQ�D�VWRUH��7KH�
VKRSNHHSHU�DVNV�JRRG�TXHVWLRQV��PDNHV� UHFRPPHQGDWLRQV��JXLGLQJ�
\RX�VHDPOHVVO\�WR�ZKDW�\RX�VKRXOG�GR�QH[W��%HIRUH�\RX�NQRZ�LW��\RXǅUH�
at the counter pulling out your wallet as your purchases are being 
EDJJHG��7KDWǅV�ZKDW�DQ�HPDLO�ZHOFRPH�VHULHV�FDQ�GR�IRU�FXVWRPHUV�

Know, Like, and Trust via Who, What, and How

New email subscribers get to know who you are when you share 
your expertise. They like who you are when you share your stories, 
DQG�WKH\�WUXVW�ZKR�\RX�DUH�ZKHQ�\RX�YDOLGDWH�\RXU�SURPLVHV�WR�
them.

1  Naomi Dunford, “The Ultimate Digital Marketing Template Pack,” February 21, 
2020, https://ittybiz.com/marketing-template-pack/
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$IWHU� WKH\ǅYH�UHDG�D� IHZ�RI�\RXU�HPDLOV�� WKH\� OHDUQ�ZKDW�\RXU�RǨHUV�
DUH�� ,I�\RX�WHOO�JRRG�VWRULHV�� WKH\ǅOO�GHYHORS�HPSDWK\�IRU�WKH�FKDUDF-
WHUV�LQ�WKRVH�VWRULHV��,I�\RX�FDQ�GHPRQVWUDWH�UHVXOWV��WKH\ǅOO�WUXVW�\RXU�
methods. 

Clearly describing how to do business with you is accomplished by 
D�&7$��&7$V�FDQ�EH�GLǫFXOW�WR�ZULWH�LQ�WKH�PRPHQW��VR�LWǅV�KHOSIXO�WR�
FRPSRVH�WKHP�LQ�DGYDQFH���0\�3URPR�&RS\�:RUNERRN�FDQ�KHOS�\RX�
there.)

<RX�FDQ�LQǪDWH�WKH�YDOXH�RI�\RXU�RǨHUV�E\�LQWURGXFLQJ�VFDUFLW\��,I�WKLV�
is the only time to buy something at this price, or if your calendar 
ZLOO�EH�ǩOOHG�DIWHU�WKH�DYDLODEOH�VSRWV�DUH�WDNHQ��SHRSOH�ZLOO�EH�PRUH�
interested.

)LQDOO\��WKLUG�SDUW\�YDOLGDWLRQ�RI�\RXU�HǨHFWLYHQHVV�LV�WKH�EHVW�ZD\�WR�
EXLOG�WUXVW��3URYLGH�WHVWLPRQLDOV�LQ�\RXU�HPDLO�RQERDUGLQJ�VHTXHQFH��
DQG� \RX� FDQ� VHW�XS�D� V\VWHP� WKDW�DXWRPDWLFDOO\� FRQYHUWV� WKH� ULJKW�
strangers into customers.

5HPHPEHU�WKDW�QXPEHU�IURP�)RUUHVWHU�5HVHDUFK��DQ�DYHUDJH�RI������
pieces of content need to be consumed before someone will make a 
SXUFKDVH�IURP�\RX��<RXU�HPDLO�RQERDUGLQJ�VHTXHQFH�FDQ�PDNH�PDQ\�
of those touches for you automatically.

Case Study: Welcome Email Series From ClairePells.com

&RQWHQW� VWUDWHJLVW� &ODLUH� 3HOOHWUHDX� KDV� DQ� HYHUJUHHQ� SURJUDP� VKH�
SURPRWHV�LQ�KHU�HPDLO�RQERDUGLQJ�VHTXHQFH��%XW�VKH�GRHVQǅW�SLWFK�LW�
right away. 

6KH�VWDUWV�ZLWK�PHQWLRQLQJ�D�WULSZLUH��ZKLFK�ZHǅOO�FRYHU�LQ�FKDSWHU�����
DQG�SURYLGHV�D�ORW�RI�YDOXH�WKURXJK�KHU�.QRZ�/LNH�7UXVW�HPDLOV��+HU�
VHTXHQFH�LV�D�JUHDW�H[DPSOH�RI�D�VORZ�EXUQ��EXLOGLQJ�D�UHODWLRQVKLS�
EHIRUH�PDNLQJ�DQ�RǨHU�
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1. 3')� GHOLYHU\� �� SLWFK� IRU� WULSZLUH�� LQFOXGHV� FRXQWGRZQ� WLPHU� LQ�

email

2. .QRZ�/LNH�7UXVW�HPDLO

3. .QRZ�/LNH�7UXVW�HPDLO

��� .QRZ�/LNH�7UXVW�HPDLO

��� Second pitch for tripwire, includes countdown timer in email

6. .QRZ�/LNH�7UXVW�HPDLO

7. .QRZ�/LNH�7UXVW�HPDLO

8. .QRZ�/LNH�7UXVW�HPDLO

9. )LUVW�HPDLO�SLWFKLQJ�WKH�EXQGOH��LQFOXGHV�FRXQWGRZQ�WLPHU

10. Second email pitching the bundle, includes countdown timer

7KHVH�IUHTXHQW�.QRZ�/LNH�7UXVW�HPDLOV�SURYLGH�YDOXH��DQVZHU�XQDVNHG�

TXHVWLRQV��DQG�GHHSHQ�WKH�UHODWLRQVKLS��Ǉ:KHQ�,�ǩQDOO\�XSJUDGHG�WR�

a paid plan with Mailchimp,” Claire said, “and sent new subscribers a 

series of emails that shared my top blog posts, my story, and links to 

P\�VHUYLFHV�DQG�FRXUVH�SDJHV��,�VWDUWHG�JHWWLQJ�D�ORW�PRUH�FOLHQWV�DQG�

customers.”2

1RWLFH�KRZ�VKH�DOWHUQDWHV�YDOXH�ZLWK�VHOOLQJ��6KH�SURYLGHV�YDOXH�PRUH�

IUHTXHQWO\�WKDQ�VKH�VHOOV��ZKLFK�JLYHV�KHU�WKH�FUHGLELOLW\�WR�PDNH�RǨHUV�

,I�D� VKRSNHHSHU�HGXFDWHV�\RX�ZLWK� VRPH� IUHH�DGYLFH�� LW� ORZHUV�\RXU�

resistance to messages that sell. According to a study by Conductor, 

2  Claire Pelletreau, “How to Build an Evergreen Sales Funnel with 
ConvertKit,” last updated December 18, 2019, https://clairepells.com/
evergreen-sales-funnel-convertkit/
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consumers are 131% more likely to make a purchase after consuming 
educational content.3

Here are some best practices you can follow with your email welcome 
VHULHV�

1. Set  expectations with your automated welcome email

$IWHU�VRPHRQH�VXEVFULEHV�WR�\RXU�OLVW��\RX�FDQ�WHOO�WKHP�\RXǅUH�JRLQJ�
WR�HPDLO� WKHP�DJDLQ� LQ� WKUHH�GD\V�ZLWK�D�PHVVDJH�DERXW�ZKDWHYHU�
WKH�WRSLF�LV��:KHQ�\RXU�HPDLO�RQERDUGLQJ�V\VWHP�DXWRPDWLFDOO\�VHQGV�
WKDW�PHVVDJH��WKH�IXOǩOOPHQW�RI�WKDW�H[SHFWDWLRQ�EXLOGV�WUXVW��%H�FOHDU�
DERXW�WKH�NLQG�RI�FRQWHQW�WKH\�FDQ�H[SHFW�WR�UHFHLYH�DQG�ZKDW�\RXǅOO�
be asking them to do.

2. End every automated welcome email with a single CTA

(YHU\�HPDLO�LQ�\RXU�RQERDUGLQJ�VHULHV�VKRXOG�KDYH�D�FDOO�WR�DFWLRQ�DW�
WKH�HQG�� ,WǅV�EHVW�WR�KDYH� MXVW�RQH�EHFDXVH� LI�\RX�SURYLGH�WRR�PDQ\�
choices, your user will take none of them. If an email in your onboard-
LQJ�VHULHV�KDV�PXOWLSOH�FDOOV�WR�DFWLRQ��5HDG�WKLV�DUWLFOH��$QG�WKDW�RQH��
$QG�EX\�WKLV�WKLQJ��WRR����\RX�FDQ�VSOLW�WKDW�XS�LQWR�GLǨHUHQW�PHVVDJHV�
DQG�VHQG�WKHP�RQ�GLǨHUHQW�GD\V�

3. Invite connections across platforms

Email is only one of the many channels we use to communicate online. 
,Q�UHFHQW�\HDUV��LWǅV�EHHQ�WKH�PRVW�HǨHFWLYH��EXW�LI�\RXǅUH�DOVR�DFWLYH�RQ�
7ZLWWHU� RU� <RX7XEH�RU�0HGLXP�RU� VRPHZKHUH� HOVH�� LQYLWH� \RXU� QHZ�
subscribers to follow those accounts, too. Talk about what you like 
DERXW� \RXU� IDYRULWH�SODWIRUPV��ZK\� \RX�SUHIHU� WKLV� RQH�RYHU�RWKHUV��
DQG�OLQN�WR�RQH�RI�\RXU�EHVW�HYHU�SRVWV��7KLV�SURYLGHV�DQ�H[WUD�DXWRUH-
VSRQGHU�HPDLO�WKDW�KHOSV�SHRSOH�.QRZ��/LNH��DQG�7UXVW�\RX�

3  Charity Stebbins, “Educational Content Makes Consumers 131% More Likely to 
%X\�ǈ�6SRWOLJKW��&RQGXFWRU��ODVW�PRGLǩHG�-XO\����������KWWSV���ZZZ�FRQGXFWRU�FRP�
EORJ���������ZLQQLQJ�FXVWRPHUV�HGXFDWLRQDO�FRQWHQW�
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4. 7HOO�VWRULHV�RI�RWKHU�VDWLVǩHG�FXVWRPHUV

Show empathy with the problems your subscribers face and describe 

WKH�UHVXOWV�\RXU�FOLHQWV�KDYH�DFKLHYHG��7HOOLQJ�VWRULHV�DQG�KLJKOLJKWLQJ�

case studies will help your new subscribers to self-identify as someone 

who could be one of your customers, too.

5. Provide value at least as often as you sell

,I�\RX�GRQǅW�DOWHUQDWH�YDOXH�ZLWK�VDOHV��\RXU�XQVXEVFULEH�UDWH�ZLOO�EH�

high. Not many brands can get away with sending sales messag-

HV� HYHU\� GD\�� ,I� \RXǅUH� JDLQLQJ� QHZ� VXEVFULEHUV� ZLWK� OHDG�PDJQHWV�

�ZKLFK�ZHǅOO� JR�RYHU� ODWHU� LQ� WKLV� VHFWLRQ��� WKHQ�\RXU� OLVW� LV�PDGH�XS�

RI�SHRSOH�ZKR�ZDQW�WR�OHDUQ�KRZ�WR�VROYH�D�VSHFLǩF�W\SH�RI�SUREOHP��

&RQWLQXH�SURYLGLQJ�VROXWLRQV� WR� WKHP�DW� OHDVW�DV�RIWHQ�DV�\RX�VHQG�

sales messages.

6. 2ǨHU�FOHDU�LQVWUXFWLRQV�RQ�KRZ�WR�GR�EXVLQHVV�ZLWK�\RX

$Q�HPDLO�RQERDUGLQJ�VHTXHQFH�KHOSV�VXEVFULEHUV�NQRZ�ZKDW�\RX�RǨHU�

E\�DXWRPDWLFDOO\�VHQGLQJ�LQIRUPDWLRQ�DERXW�\RXU�EHVW�VHOOLQJ��RU�KLJK-

HVW�SURǩOH��RǨHUV��7KH\ǅOO�RQO\�NQRZ�DERXW�WKHVH�RǨHUV�LI�\RXǅUH�ZLOOLQJ�

WR�VKDUH�VSHFLǩF�DQG�FOHDU�LQVWUXFWLRQV�RQ�WKH�QH[W�VWHSV���,I�\RX�QHHG�

KHOS�FODULI\LQJ�WKHVH�QH[W�VWHSV��PDNH�D�FXVWRPHU�MRXUQH\�PDS�XVLQJ�

the framework in chapter 11.)

There’s no such thing as ‘hard sell’ and ‘soft sell.’  

There’s only ‘smart sell’ and ‘stupid sell.’ 

— Leo Burnett

:KLOH� ,ǅYH�XVHG�HPDLO� DV� WKH�PHFKDQLVP� IRU� FRPPXQLFDWLRQ� LQ� WKLV�

FKDSWHU��\RX�FDQ�VWLOO�DXWRPDWH�SRVLWLYH�WRXFKSRLQWV�ZLWK�\RXU�FXVWRP-

HU� XVLQJ� RWKHU�PHWKRGV�� $W� VSHFLǩF�PLOHVWRQHV� DORQJ� WKH� FXVWRPHU�
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MRXUQH\��QR�PDWWHU�ZKDW� WHFKQRORJ\� \RX�XVH�� \RX�FDQ� VKDUH� VWRULHV�
DQG�LQYLWDWLRQV�DXWRPDWLFDOO\�

Is Your Welcome Mat Dusty?

How long has it been since you subscribed to your own email newslet-
WHU�RU�WHVWHG�\RXU�SXUFKDVH�SURFHVV�ZLWK�D�GXPP\�DFFRXQW"�

2QH�RI�WKH�ǩUVW�WKLQJV�,�GR�ZKHQ�,�VWDUW�ZRUNLQJ�ZLWK�D�QHZ�FOLHQW�LV�DQ�
Onboarding Audit. I use a testing email address to subscribe to their 
HPDLO�QHZVOHWWHU�RU�EX\�WKHLU�SURGXFW�RU�MRLQ�WKHLU�FRPPXQLW\��$IWHU�D�
FRXSOH�RI�ZHHNV��LI�WKHLU�ZHOFRPH�VHULHV�HYHQ�JRHV�WKDW�ORQJ���,�UXQ�D�
search on my inbox for that testing email address, and I can see the 
HQWLUH�ZHOFRPH�VHULHV�MXVW�DV�D�QHZ�VXEVFULEHU�ZRXOG�VHH�LW�

You can create your own testing email address if you know how to 
create email forwarders. Set up an email address like testing@your-
GRPDLQ�FRP��2U�� LI� \RX� KDYH� D�*PDLO� DGGUHVV�� \RX� FDQ� VLPSO\� DGG�
Ǉ�WHVWLQJǈ�WR�\RXU�KDQGOH��OLNH�P\DGGUHVV�WHVWLQJ#JPDLO�FRP��ZKHUH�
ǇP\DGGUHVVǈ�LV�\RXU�FXUUHQW�*PDLO�KDQGOH���DQG�LW�ZLOO�VWLOO�JR�WR�\RXU�
*PDLO�LQER[�

,I�\RX�DOUHDG\�KDYH�D�QHZVOHWWHU�OLVW��ZKDW�,ǅG�OLNH�\RX�WR�GR��ULJKW�QRZ��
is subscribe to your own email newsletter with a testing email.

1H[W�ZHHN��RU�WRPRUURZ��LI�\RXU�DXWRUHVSRQGHU�VHTXHQFH�LV�MXVW�RQH�
HPDLO��� WDNH�D� ORRN�DW�ZKDW� \RXU�QHZ� VXEVFULEHUV� VHH��$VN� \RXUVHOI��
+RZ�FDQ� ,�EH�WKH�EHVW�VKRSNHHSHU"�+RZ�FDQ� ,�VKRZ�WKHP�DURXQG"�
:KDW�FDQ�,�VHQG�WKHP�DW�WKH�VWDUW�RI�RXU�UHODWLRQVKLS"

8VH�P\�6WHOODU�(PDLO�7HPSODWH�LI�\RX�QHHG�VRPH�ǩOODEOH�IRUPXODV�WR�
ǪHVK� RXW� \RXU� HPDLO� FRS\�� 0\� VLPSOH� ZHOFRPH� HPDLO� WHPSODWH� IRU�
new subscribers has copy-paste formulas for follow-up emails that 
SURPRWH�\RXU�RǨHUV�DQG�\RXU�EHVW�SRVWV�
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Make a copy of the Stellar Email Template.

2. 5HSODFH�DOO�FRQWHQW�LQ�&$36��HGLW�WKH�FRQWHQW�DQG�
VHQGLQJ�WLPHV�WR�PDWFK�\RXU�VW\OH�DQG�\RXU�YRLFH�

3. 7UDQVIHU�WKH�FRQWHQW�WR�\RXU�HPDLO�VHUYLFH�SURYLGHU�

��� Schedule the email automation.

��� Subscribe to your own list to see how it looks in your own 
inbox.

6. 5HYLHZ�DQG�HGLW�HYHU\�WKUHH�PRQWKV�





151

Build an audience, and sell ‘em what they want. 

— Derek Halpern

The steps on a Value Ladder help you sell in sequence. The biggest 

VDOHV�DUH�UDUHO\�WKH�ǩUVW�SXUFKDVH�RI�D�EUDQG�QHZ�FXVWRPHU��+DYH�\RX�

HYHU� EHHQ� RǨHUHG� D� IUHH� VDPSOH� LQ� D� JURFHU\� VWRUH"�0D\EH� LW� ZDV�

D�ELWH� RI� D�EDJHO� RU� JXDFDPROH�RU� D� OLWWOH� VDXVDJH�RQ�D� WRRWKSLFN��

6RPHWKLQJ�VPDOO��6RPHWKLQJ�QHZ�DQG�LQWHUHVWLQJ��6RPHWKLQJ�IUHH�

$IWHU�WDNLQJ�D�ELWH��ZHUH�\RX�DVNHG�WR�EHFRPH�D�VKDUHKROGHU�LQ�WKDW�

FRPSDQ\"�:HUH� \RX� DVNHG� WR� EHFRPH� D� GLVWULEXWRU� DQG� WXUQ� \RXU�

JDUDJH�LQWR�D�ZDUHKRXVH�IXOO�RI�WKHLU�SURGXFW"�:HUH�\RX�DVNHG�WR�WDNH�

RXW�\RXU�SKRQH�DQG�WHOO�\RXU�IULHQGV�DQG�IDPLO\�DERXW�LW"�3UREDEO\�QRW��

$W�PRVW��\RX�ZHUH�RǨHUHG�WKH�FKDQFH�WR�SXW�VRPHWKLQJ�QHZ�LQWR�\RXU�

VKRSSLQJ�FDUW��7KLV�LV�WKH�SRZHU�RI�IUHH�VDPSOHV�ǂ�WKH\�FDQ�TXLFNO\�

JDLQ�\RX�OLWWOH�VDOHV��EXW�WKH\�UDUHO\�JHW�\RX�ELJ�VDOHV�ULJKW�DZD\��7KDWǅV�

ZK\�\RX�PD\�ǩQG�LW�KHOSIXO�WR�EXLOG�D�9DOXH�/DGGHU�

From the Bottom to the Top

:RXOG�\RX�SD\��������� IRU�DQ�KRXU�RI� VRPHRQHǅV� WLPH"� ,I� \RX�PHW�

VRPHRQH��VKRRN�KDQGV��DQG�WUDGHG�EXVLQHVV�FDUGV��LI�WKH\�RǨHUHG�\RX�

Chapter 15

Steps on a Value Ladder
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D���������FRDFKLQJ�VHVVLRQ�ULJKW�DZD\��,ǅP�IDLUO\�FHUWDLQ�WKH�DQVZHU�
ZRXOG�EH�QR�

%XW� VWLOO�� VRPH� FRDFKHV� FDQ� FKDUJH� ��������DQ�KRXU� IRU� WKHLU� WLPH��
7KH\�FDQ�GR�WKLV�E\�PDNLQJ�DVFHQGLQJ�RǨHUV� LQ�D�9DOXH�/DGGHU��%\�
VORZO\� LQFUHDVLQJ� WUXVW� �DQG�SULFH��ZLWK�D� VHULHV�RI�DVFHQGLQJ�RǨHUV��
WKH\�HDUQ�WKH�ULJKW�WR�PDNH�ELJJHU�SLWFKHV��,GHDOO\��\RXǅUH�RQO\�RǨHULQJ�
\RXU�WRS�VKHOI��SUHPLXP�VHUYLFHV�WR�\RXU�UDYLQJ�IDQV�

$�9DOXH�/DGGHU�KHOSV�\RX�VHOO�ZLWKRXW�IHHOLQJ�VOHD]\��2ǨHUV�VWDUW�VPDOO�
DW�WKH�ERWWRP��ZLWK�DQ�HDV\�DVN��Ǉ6XEVFULEH�WR�P\�QHZVOHWWHU�WR�JHW�
WKLV�IUHH�3')ǈ� LV�D�W\SLFDO�RǨHU�� ,ǅP�VXUH�\RXǅYH�VWHSSHG�RQWR�VRPH�
RQHǅV�9DOXH�/DGGHU�WKLV�ZD\�EHIRUH��,W�PD\�HYHQ�EH�KRZ�\RX�VWDUWHG�
IROORZLQJ�PH�ǂ�E\�VXEVFULELQJ�WR�JHW�RQH�RI�P\�OHDG�PDJQHWV��OLNH�WKH�
3HUVRQDO�%UDQGLQJ�&KHFNOLVW�RU�WKH�0DUNHWLQJ�$XWRPDWLRQ�&KHFNOLVW�RU�
WKH�=RRP�+RVW�&KHFNOLVW�

7KHVH�DUH� WKH�ǩUVW� VWHSV�RQ�P\�9DOXH�/DGGHU��DQG� WKH\ǅUH� YDOXDEOH�
HYHUJUHHQ�DVVHWV��,�FDQ�RǨHU�WKHVH�3')V�LQ�FRPPXQLWLHV�RI�SHRSOH�ZKR�
ZRXOG�ǩQG�P\�VHUYLFHV�YDOXDEOH��DQG�WKH�ULJKW�SHRSOH�ZLOO�VXEVFULEH�
WR�P\�QHZVOHWWHU�WR�JHW�WKHP��7KH�QH[W�VWHS�RQ�D�9DOXH�/DGGHU�LV�WKH�
WULSZLUH�ǂ�DQ�HDV\��QRQ�WKUHDWHQLQJ�PLFURFRPPLWPHQW�

From Subscribers to Buyers

$� WULSZLUH� LV� D� ORZ�SULFHG� RǨHU� WKDW� VHJPHQWV� \RXU� DXGLHQFH� LQWR�
VXEVFULEHUV�DQG�EX\HUV��%X\HUV�DUH�D�GLǨHUHQW�VHJPHQW�RI�\RXU�DXGL�
HQFH��7KHVH�DUH�SHRSOH�ZKR�KDYH�GHPRQVWUDWHG�D�ZLOOLQJQHVV�WR�SXOO�
RXW�WKHLU�FUHGLW�FDUG��RU�FU\SWRFXUUHQF\�ZDOOHW��DQG�SD\�\RX�

,Q�DQ�HPDLO�RQERDUGLQJ�VHULHV��LWǅV�FRPPRQ�WR�RǨHU�D�WULSZLUH�ZLWK�D�
GLVFRXQW� WR�\RXU�QHZ�VXEVFULEHUV��$� UHFHQW�SRSXODU�SURPRWLRQ� LV� WR�
RǨHU�D�����SURGXFW�GLVFRXQWHG� WR���� LI� SXUFKDVHG�GLUHFWO\�DIWHU�DQ�
HPDLO�VXEVFULSWLRQ�
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7KH�WULSZLUH�FDQ�KHOS�\RX�LGHQWLI\�WKH�EX\HUV�RQ�\RXU�OLVW��DQG�\RX�FDQ�
WDON�WR�WKHP�GLǨHUHQWO\�WKDQ�\RXU�PDLQ�OLVW�DV�D�ZKROH��7KLV�H[FOXVLYH�
JURXS�RI�SURYHQ�EX\HUV�ZLWKLQ�\RXU�DXGLHQFH�ZLOO�EH�RSHQ�WR�KHDULQJ�
\RXU�FDOOV�WR�DFWLRQ�PRUH�IUHTXHQWO\��DQG�WKH\ǅOO�FRQYHUW�LQWR�FXVWRPHUV�
PRUH�RIWHQ�WKDQ�VWUDQJHUV�EHFDXVH�\RX�DOUHDG\�KDYH�D�FRPPHUFLDO�
relationship.

Case Study: The Value Ladder of Tony Robbins

Business strategist 7RQ\�5REELQV�KDV�D�SRGFDVW�� ,WǅV� IUHH�� LWǅV�SXEOLF��
DQG� DQ\RQH�� DQ\ZKHUH�� FDQ� OLVWHQ� WR� LW�� 7KLV� SRGFDVW� OHWV� VWUDQJHUV�
JHW�WR�NQRZ�KLP�DQG�KLV�ZRUN��,Q�DGGLWLRQ��KH�DOVR�KDV�D�IUHH�RQOLQH�
FRXUVH�FDOOHG�%XVLQHVV�0DVWHU\��7R�JHW�DFFHVV�WR�WKLV�IUHH�FRXUVH��\RX�
KDYH�WR�VXEVFULEH�WR�KLV�QHZVOHWWHU��,PPHGLDWHO\�DIWHU�VLJQLQJ�XS�IRU�
WKLV� FRXUVH�� \RXǅUH� RǨHUHG� D� WULSZLUH� IRU� �������� WKH� 530�0RQWKO\�
&DOHQGDU�

(YHU\�VWHS�RI�WKH�9DOXH�/DGGHU��\RXǅUH�H[SRVHG�WR�KLJKHU�RǨHUV�

 F �����ǂ�3HUVRQDO�3RZHU����'D\�&RXUVH

 F �����ǂ�8QOHDVK�WKH�3RZHU�:LWKLQ�/LYH�(YHQW

 F ��������ǂ�0DVWHU\�8QLYHUVLW\�&RQIHUHQFH

$W�WKH�HQG�RI�KLV�PLG�SULFHG�OLYH�HYHQW��\RXǅOO�EH�WUHDWHG�WR�D�PDVWHUIXO�
VDOHV�SLWFK�IRU�KLV�KLJK�SULFHG�RǨHU��%XW�\RX�ZRQǅW�KHDU�WKDW�VDOHV�SLWFK�
DIWHU�EX\LQJ�WKH�WULSZLUH��<RX�ZRQǅW�KHDU�WKDW�SLWFK�DIWHU�VXEVFULELQJ�
WR�WKH�IUHH�FRXUVH��+HǅV�QRW�WU\LQJ�WR�FORVH�KLV�SRGFDVW�OLVWHQHUV�IRU�D�
���N�VDOH�EHFDXVH�WKH\ǅUH�VWLOO�WRR�IDU�GRZQ�WKH�9DOXH�/DGGHU�

(DFK�VWHS�LQ�WKH�9DOXH�/DGGHU�XSVHOOV�ZKDWǅV�RQH�VWHS�DERYH��EHFDXVH�
LWǅV�HDVLHU�WR�DVN�SHRSOH�WR�RSHQ�WKHLU�ZDOOHW�D�OLWWOH�PRUH�WKDQ�WR�DVN�
WKHP�WR�RSHQ�LW�DOO�WKH�ZD\�
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How To Organize Your O!ers Into a Value Ladder

 F 0DNH�D�OLVW�RI�HYHU\WKLQJ�\RX�FDQ�VHOO��ERWK�QRZ�DQG�LQ�WKH�

IXWXUH�

 F &DWHJRUL]H�WKHVH�RǨHUV�LQWR�VL[�FDWHJRULHV�

 F )UHH�–�3XEOLF

 F )UHH�–�3ULYDWH

 F 7ULSZLUH

 F /RZ�3ULFHG

 F 0LG�3ULFHG

 F +LJK�3ULFHG

 F 6WDUWLQJ�IURP�WKH�WRS�RI�\RXU�9DOXH�/DGGHU��ZRUN�EDFNZDUG��

+RZ�FDQ�\RX�PDNH�DQ�RǨHU�WR�RQH�VWHS�XS�IURP�WKH�VWHS�MXVW�

EHORZ"
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 F 'HǩQH�WKH�WUDQVLWLRQV�EHWZHHQ�DOO�WKH�VWDJHV��*R�LQWR�\RXU�
V\VWHPV�DQG�HQFRXUDJH�SHRSOH�WR�WDNH�WKH�QH[W�VSHFLǩF�VWHS�
up the Value Ladder.

 F 8SGDWH�\RXU�HPDLO�DXWRUHVSRQGHUV��\RXU�ZHEVLWH�FRS\��\RXU�
VHOOLQJ�VFULSWV��DQG�\RXU�QRWLǩFDWLRQV�WR�XSVHOO�

 F &UHDWH�D�GXPP\�WHVWLQJ�FXVWRPHU�DQG�JR�WKURXJK�WKH�HQWLUH�
VHTXHQFH�\RXUVHOI��7DNH�QRWHV�GXULQJ�WKH�WHVWLQJ��EXW�GRQǅW�
PDNH�HGLWV�XQWLO�\RX�JHW�WR�WKH�HQG�

2QFH�\RX�VHH�\RXU�HQWLUH�9DOXH�/DGGHU�LQ�RQH�OLVW��\RX�PLJKW�JHW�LGHDV�
IRU�FURVV�VHOOLQJ�IURP�RQH�RǨHU�WR�DQRWKHU��<RX�PLJKW�QRWLFH�WKDW�VRPH�
RǨHUV�DUH�JRRG�IRU�RQH�DXGLHQFH�RU�FXVWRPHU�DYDWDU��ZKLOH�DQRWKHU�
VHW�RI�RǨHUV�LV�FRPSOHWHO\�GLǨHUHQW��6RPH�SODWIRUPV�UHTXLUH�GLǨHUHQW�
9DOXH�/DGGHUV��DQG�WKDWǅV�ǩQH��(YHU\WKLQJ�FDQ�VHHP�PHVV\�IURP�\RXU�
SHUVSHFWLYH��EXW�LI�\RXU�RǨHUV�DUH�VWUHDPOLQHG�LQ�D�QDWXUDO�SURJUHVVLRQ�
IRU�\RXU�FXVWRPHU��LW�ZRUNV�JUHDW�

Solve a Small Problem With a Lead Magnet

,ǅP�VXUH�WKDW�RQFH�XSRQ�D�WLPH��\RX�IDFHG�D�SUREOHP��,W�ZDV�D�PLQRU�
LQFRQYHQLHQFH��<RX�GLGQǅW�ZDQW�WR�SD\�VRPHERG\�WR�ǩ[�LW��DQG�\RX�ZHUH�
ZLOOLQJ�WR�GR�D�OLWWOH�ELW�RI�UHVHDUFK�WR�ǩJXUH�RXW�KRZ�WR�ǩ[�LW�\RXUVHOI��
$IWHU�JRLQJ�WR�*RRJOH�IRU�D�IHZ�DQVZHUV��\RX�GLVFRYHUHG�WKDW�WKLV�SURE�
OHP�ZDV�DFWXDOO\�PXFK�PRUH�FRPSOLFDWHG�WKDQ�\RX�WKRXJKW��6LQFH�LW�
PD\�EH�D�ELJ�SURMHFW��\RX�VHWWOHG�LQ�IRU�D�IHZ�PLQXWHV�RI�UHVHDUFK�

<RX� KDG� SOHQW\� RI� LQIRUPDWLRQ� DYDLODEOH�� HDFK� RI� WKH� ZHEVLWHV� \RX�
RSHQHG�ZDV�IXOO�RI�PDWHULDO��6RPH�ZHUH�GHWDLOHG�WXWRULDOV�ZLWK�ORWV�RI�
DGYHUWLVHPHQWV�FURZGLQJ�RXW�WKH�IUHH�LQIRUPDWLRQ��6RPH�ZHUH�VLPSOH�
ODQGLQJ� SDJHV�� ZLWK� D� SURPLVH� DQG� D� IRUP�� DVNLQJ� IRU� \RXU� HPDLO�
address.

:KLOH�\RX�DUH�LQ�WKH�',<�UHVHDUFK�SKDVH��\RX�PLJKW�ZDWFK�D�<RX7XEH�
WXWRULDO��RU�FOLFN�DQ�DG�IRU�D�IUHH�FRXUVH��0D\EH�\RX�VXEVFULEH�WR�DQ�
HPDLO�OLVW�WR�JHW�D�IUHH�3')��7KLV�PLJKW�VROYH�\RXU�SUREOHP�FRPSOHWHO\��
RU�LW�FRXOG�UHYHDO�KRZ�PXFK�PRUH�ZRUN�WKHUH�LV�WR�EH�GRQH�



156

Marketing Yourself

7KH�ODUJHU�DQG�PRUH�FRPSOLFDWHG�WKH�SUREOHP��WKH�PRUH�WLPH�\RXǅUH�
UHTXLUHG� WR� LQYHVW� LQ� VROYLQJ� LW�� 7KLV�PDNHV� LW�PRUH� OLNHO\� WKDW� \RXǅOO�
FKDQJH�WKDW�LQYHVWPHQW�IURP�WLPH�WR�PRQH\�

Earn Trust Before Asking for Money

,Q�WKH�LQWHUQHW�DJH��QRERG\�IDFHV�WKH�SUREOHP�RI�ǇQRW�HQRXJK�LQIRU�
PDWLRQǈ�DQ\PRUH��$OO�RI�WKH�ZRUOGǅV�LQIRUPDWLRQ�LV�DYDLODEOH�WR�DQ\RQH�
ZLWK�DQ�LQWHUQHW�FRQQHFWLRQ��%XW�WKHUHǅV�D�GLǨ�HUHQW�SUREOHP�WKDW�ZH�DOO�
VKDUH��,WǅV�VRPH�YDULDWLRQ�RI��Ǉ+RZ�GR�,�ǩ�QG�WKH�VSHFLǩ�F�LQIRUPDWLRQ�,�
QHHG�WR�VROYH�WKLV�SUREOHP�ULJKW�QRZ"ǈ�7KDWǅV�D�SUREOHP�\RX�FDQ�VROYH�
ZLWK�D�OHDG�PDJQHW�

$�OHDG�PDJQHW�LV�D�VKRUW��GLJHVWLEOH��QLFHO\�GHVLJQHG�H[DPSOH�RI�\RXU�
ZRUN�� ,W�PLJKW�EH�D�3')�� DQ�03��� DQ� LQWHUDFWLYH� FRXUVH�� RU� D� YLGHR�
VHULHV�� 7KH� ULJKW� NLQG�RI� OHDG�PDJQHW�ZLOO� EXLOG� \RX�DQ�HPDLO� OLVW�RI�
SRWHQWLDO�FXVWRPHUV�ZKR�DOO�IDFH�WKH�VDPH�SUREOHP��,I�\RX�GHVLJQ�\RXU�
OHDG�PDJQHW�WR�VROYH�D�VPDOO�SUREOHP�ZHOO��\RX�FDQ�GHPRQVWUDWH�\RXU�
H[SHUWLVH��TXDOLI\�\RXU�OHDGV��DQG�EXLOG�WUXVW�ZLWK�SHRSOH�WR�ZKRP�\RX�
FDQ�VHOO�LQ�WKH�IXWXUH�

Lead magnets let people try you before they buy you. 

$�OHDG�PDJQHW�LV�OLNH�WKH�IUHH�VDPSOHV�ZH�GLVFXVVHG�LQ�FKDSWHU����$W�
WKH�JURFHU\�VWRUH��DV�\RX�ZDON�WKURXJK�WKH�DLVOHV�VKRSSLQJ�IRU�WKLQJV�
WR�HDW��VRPHRQH�PLJKW�DVN�LI�\RXǅG�OLNH�WR�WU\�VRPH�JXDFDPROH��7KH\�
GRQǅW�DVN�\RX�WR�LQYHVW�LQ�WKHLU�DYRFDGR�IDUP��7KH\�JLYH�\RX�D�VPDOO��
QRQ�WKUHDWHQLQJ� VDPSOH� ǩ�UVW�� $QG� LI� \RX� OLNH� LW�� \RX� FDQ� EHFRPH� D�
FXVWRPHU��7KLV�PD\�QRW�VROYH�\RXU�ELJJHU�SUREOHP�RI�EHLQJ�KXQJU\��
EXW� LW�GRHV�VROYH� WKH�VPDOOHU�SUREOHP�RI�ǩ�QGLQJ�VRPHWKLQJ�WDVW\� WR�
eat.

1RERG\�SXWV�URWWHQ�DYRFDGRV�LQWR�WKHLU�JXDFDPROH�IUHH�VDPSOH��7KDWǅV�
EHFDXVH�SHRSOH�KDYH�OHDUQHG�WKDW�D�OHDG�PDJQHW�LV�FUHDWHG�WR�EH�WKH�
EHVW�H[DPSOH�RI�\RXU�ZRUN�



157

Steps on a Value Ladder

What Should Your Lead Magnet Be About?

7KH�VPDOOHVW�VROYDEOH�SUREOHP�PDNHV�WKH�EHVW�OHDG�PDJQHW�

,I�\RX�UHJXUJLWDWH�HYHU\WKLQJ�\RX�NQRZ�DERXW�D�WRSLF��\RXǅOO�RYHUZKHOP�
VRPHRQH�ORRNLQJ�IRU�D�VLPSOH�VROXWLRQ��2ǨHU�RQO\�WKH�YLWDO�LQIRUPDWLRQ�
WKDW� VRPHRQH�QHHGV� WR�ǩ[�D� VPDOO� SUREOHP�� 7KHQ��ZKHQ� WKH\�QHHG�
VRPHRQH�WR�ǩ[�D�ELJJHU�SUREOHP�WKH\�FDQǅW�KDQGOH�WKHPVHOYHV��WKH\ǅOO�
FRPH�WR�\RX�ǩUVW�

6LPSOH�SUREOHPV�DUH�HDVLHU�WR�VROYH�WKDQ�GLǫFXOW�SUREOHPV��%XW�KRZ�
GR�\RX�ǩQG�VRPHRQH�ZKR�FDQ�VROYH�D�ELJ��FRPSOLFDWHG�SUREOHP�IRU�
\RX"�<RX�WHVW�WKHP�ZLWK�D�VLPSOH�SUREOHP��WKDWǅV�KRZ�

%HIRUH�\RX�JR�LQWR�VXUJHU\��LWǅV�JRRG�WR�VHH�KRZ�\RXU�GRFWRU�SXWV�RQ�D�
EDQG�DLG��,I�\RXU�GRFWRU�GRHVQǅW�NQRZ�KRZ�WR�EDQGDJH�D�PLQRU�ZRXQG��
ZRXOG� \RX� UHDOO\� WUXVW� WKHP� ZLWK� ǩ[LQJ� D� PDMRU� ZRXQG"� <RX� FDQ�
WHVW�\RXU�GRFWRUǅV�EHGVLGH�PDQQHU�ZLWK�D�YHUEDO�FRQVXOWDWLRQ��<RXǅOO�
VHH�ǩUVWKDQG�KHU�DELOLW\�WR�DQVZHU�\RXU�TXHVWLRQV�DQG�OLVWHQ�WR�\RXU�
FRQFHUQV��7KDW�FDQ�RIWHQ�EH�PRUH�LPSRUWDQW�WR�\RXU�GRFWRU�VHOHFWLRQ�
SURFHVV�WKDQ�NQRZLQJ�KRZ�ZHOO�WKH\�SHUIRUP�LQ�WKH�RSHUDWLQJ�URRP�

7KH�VDPH�JRHV�IRU�\RX�DQG�ZKDW�\RX�VHOO��3HRSOH�ZLOO�GHFLGH�WR�LQYHVW�
LQ�\RXU�ELJJHU�VROXWLRQV�EDVHG�RQ�KRZ�ZHOO�\RX�VROYH�D�VPDOO�SUREOHP�
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IRU� WKHP��+HOS�\RXU� IXWXUH�FXVWRPHUV�JHW� WR�NQRZ�\RX�E\�VROYLQJ�D�
VPDOO�� VSHFLǩF�SUREOHP��7KLV�ZLOO� LQFUHDVH� WKHLU� WUXVW�DQG� WKHLU� OLNHOL�
KRRG�RI�EX\LQJ�IURP�\RX�

Lead Magnet Case Study 1 — Classical Guitar Shed

$OOHQ�0DWKHZV�NQRZV�KLV�FXVWRPHU�DYDWDU�UHDOO\�ZHOO��7KH\ǅUH�JHQHUDO�
O\�PHQ�RYHU�����DQG�WKH\�SOD\HG�D�ORW�RI�JXLWDU�ZKHQ�WKH\�ZHUH�\RXQJ�
HU��:KHQ�WKH\�WU\�SLFNLQJ�XS�WKHLU�JXLWDU�DJDLQ�� WKH\�ǩQG�WKH\�QHHG�
VRPH�KHOS�ZLWK� WKH�EDVLFV�� VR� WKH\� WXUQ� WR�*RRJOH�� 7KH\� VHDUFK� IRU�
WKLQJV� OLNH�� ǇZDUPLQJ�XS� IRU�FODVVLFDO�JXLWDU�ǈ� ǇKRZ� WR�SOD\�SDLUV�RI�
QRWHV�ǈ�DQG�ǇIUHH�JXLWDU�VKHHW�PXVLF�ǈ

7KHVH�NH\ZRUGV�OHDG�WR�$OOHQǅV�ZHEVLWH�&ODVVLFDO*XLWDU6KHG�FRP��$IWHU�
SURYLGLQJ�D�ORQJ��LQ�GHSWK�WXWRULDO��HDUQLQJ�WKH�WUXVW�RI�KLV�UHDGHU��$OOHQ�
RǨHUV�D�OHDG�PDJQHW�ZLWK�WKH�KHDGOLQH�Ǉ)UHH�(ERRN��7KH���6WHSV�WR�
/HDUQ�$Q\�3LHFH�4XLFNO\�DQG�(DVLO\�ǈ

)RU�JXLWDULVWV�ZKR�DUH�OHDUQLQJ�QHZ�VRQJV��WKLV�LV�H[DFWO\�WKH�NLQG�RI�
SUREOHP�WKH\�ZDQW�WR�VROYH��,I�WKH\�GRQǅW�VXEVFULEH��$OOHQ�QXGJHV�WKHP�
ZLWK�D�SRS�XS�DQG�D�VHFRQG�OHDG�PDJQHW�FDOOHG�Ǉ���)XQ�DQG�(DV\�LVK��
3LHFHV�IRU�&ODVVLFDO�*XLWDU�ǈ

7KHVH� OHDG�PDJQHWV�KDYH�EXLOW�$OOHQ�DQ�HPDLO� OLVW�RI�JXLWDULVWV��DQG�
KH�VHOOV�KLV�PHPEHUVKLS�SURJUDP�WR�WKLV�DXGLHQFH��+H�GRHVQǅW�VHOO�WR�
VWUDQJHUV�DW�WKH�WUDLQ�VWDWLRQ�RU�WR�UDQGRV�RQ�7ZLWWHU��+H�GRHVQǅW�ZDQW�
D�OLVW�RI�QRQ�JXLWDULVWV��$OOHQ�EXLOGV�DQ�DXGLHQFH�RI�TXDOLǩHG�OHDGV�DQG�
VHOOV�WKHP�ZKDW�WKH\�ZDQW�

Lead Magnet Case Study 2 — Derek Murphy

'HUHN�0XUSK\� GHVLJQV� ERRN� FRYHUV�� +LV� FXVWRPHU� DYDWDU� LV� FOHDUO\�
GHǩQHG��DQ�DXWKRU�KDV�ZULWWHQ�D�ERRN��DQG�WKH\�QHHG�D�FRYHU�GHVLJQHG��
VR�WKH\�KLUH�VRPHRQH�OLNH�'HUHN�

'HUHN�NQRZV�KLV�DXGLHQFH�YHU\�ZHOO�EHFDXVH�KHǅV�DQ�DXWKRU�KLPVHOI��
+HǅV�EHHQ�WKURXJK�ERWK�WUDGLWLRQDO�DQG�VHOI�SXEOLVKLQJ��VR�KH�FDQ�WDON�
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WR� KLV� DXGLHQFH� NQRZOHGJHDEO\� DERXW� WKH� GLǨHUHQW� RSWLRQV�� :KHQ�
\RX�JHW�WR�'HUHNǅV�ZHEVLWH�DW�FUHDWLYLQGLH�FRP��\RX�VHH�KLV�IUHH�JXLGH��
Guerilla Publishing��LQ�WKH�VLGHEDU�

7KLV�OHDG�PDJQHW�EXLOGV�'HUHN�D�OLVW�RI�DXWKRUV�ZKR�ZDQW�WR�VHOI�SXE�
OLVK�WKHLU�ERRN��+HǅV�JHQHURXV�ZLWK�KLV�H[SHUWLVH��ZKLFK�EXLOGV�WUXVW�ZLWK�
KLV�DXGLHQFH��+H�HYHQ�FUHDWHG�D�IUHH��'�ERRN�FRYHU�WRRO�VR�DQ\RQH�
FDQ�TXLFNO\�PDNH�D�JRRG�ORRNLQJ� LPDJH�IRU� WKHLU�ZHEVLWH��:KHQ�DQ�
DXWKRU�RQ�'HUHNǅV�OLVW�QHHGV�WR�JHW�WKHLU�ERRN�FRYHU�GHVLJQHG�ǂ�RU�KDV�
D�IULHQG�DVNLQJ�IRU�D�UHFRPPHQGDWLRQ�ǂ�'HUHN�LV�WKH�GHVLJQHU�WKH\�
.QRZ��/LNH��DQG�7UXVW�

Upsell From Your Lead Magnet

$V� ,� PHQWLRQHG�� HYHU\� OHDG� PDJQHW� VKRXOG� VROYH� D� SUREOHP� VPDOO�
HQRXJK�WKDW�\RXU�DXGLHQFH�GRHVQǅW�ZDQW�WR�KLUH�VRPHRQH�HOVH�WR�ǩ[�LW��
EXW�FRPSOLFDWHG�HQRXJK�WKDW�WKH\�FDQǅW�GR�LW�ZLWKRXW�D�ELW�RI�UHVHDUFK�

6R��DW� WKH�HQG�RI� \RXU� OHDG�PDJQHW�� LWǅV� VPDUW� WR� VHOO� VRPHWKLQJ�� ,W�
FRXOG�EH�DQ�LQH[SHQVLYH�RQOLQH�FRXUVH��RU�LW�FRXOG�EH�D�IUHH�SKRQH�FDOO�
WR�GLVFXVV�DQ�H[SHQVLYH�SURJUDP��7KH�ǩQDO�SDJH�RI�\RXU�IUHH�3')�LV�
LGHDO� IRU�D�SURPRWLRQDO�DGYHUWLVHPHQW� IRU�VRPHWKLQJ�HOVH�\RX�RǨHU��
,I�\RX�FORVH�RXW�\RXU�OHDG�PDJQHW�ZLWK�Ǉ7KDQNV��6HH�\RX�DURXQG�WKH�
LQWHUQHW�ǈ� \RXǅYH�ZDVWHG�DQ� HDV\� RSSRUWXQLW\� WR� FRQYHUW� D� VWUDQJHU�
LQWR�D�FXVWRPHU�

$WWHQWLRQ� LV� D� YDOXDEOH� UHVRXUFH�� ,I� \RX� KDYH� VRPHRQHǅV� DWWHQWLRQ�
RQOLQH��WKDW�PHDQV�WKDW�WKH\�KDYH�

 F 'LVFRYHUHG�\RX�RQOLQH

 F &RQVXPHG�VRPH�RI�\RXU�FRQWHQW

 F 'HFLGHG�\RXU�OHDG�PDJQHW�ZDV�YDOXDEOH

 F *LYHQ�\RX�WKHLU�HPDLO�DGGUHVV�WR�DFFHVV�LW

 F 5HDG�WKURXJK�\RXU�OHDG�PDJQHW�XQWLO�WKH�HQG
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7KHVH�SHRSOH�DUH�TXDOLǩHG�OHDGV��7KH\ǅYH�TXDOLǩHG�WKHPVHOYHV�EHFDXVH�
WKH\�IDFH�WKH�SUREOHPV�\RXU�FXVWRPHUV�IDFH��DQG�WKH\ǅYH�VKRZQ�WKHP�
VHOYHV�WR�EH�ZLOOLQJ�WR�VKDUH�WKHLU�FRQWDFW�GHWDLOV�ZLWK�\RX��$Q�HPDLO�
VXEVFULEHU�ZKR�GRZQORDGV�\RXU�OHDG�PDJQHW�WR�VROYH�WKHLU�SUREOHP�LV�
PXFK�PRUH�OLNHO\�WKDQ�WKH�JHQHUDO�SRSXODFH�WR�EX\�IURP�\RX��7KH\ǅYH�
JRQH�WKUHH�VWHSV�IRUZDUG�LQ�WKH���6WHS�0DUNHWLQJ�&\FOH�ǂ�WKH\�.QRZ�
\RX��WKH\�/LNH�\RX��DQG�WKH\�7UXVW�\RX��<RX�NQRZ�ZKDW�FRPHV�QH[W�

6R��DVN�SHRSOH�WR�%X\�IURP�\RX�LQ�\RXU�OHDG�PDJQHW��7KH�FDOO�WR�DFWLRQ�
FDQ�EH�VLPSOH��ERRN�D�FDOO��RU�ORRN�DW�P\�UDWHV��RU�EX\�WKLV�VPDOO�SURG�
XFW��%XW�LI�\RX�GRQǅW�HQG�HYHU\�OHDG�PDJQHW�ZLWK�D�&7$��\RXǅUH�OLWHUDOO\�
OHDYLQJ�PRQH\�RQ�WKH�WDEOH�

$� OHDG�PDJQHW� LV�D� ULVN�IUHH�PHWKRG� WR� WU\�RQH�RI� \RXU� VROXWLRQV�� ,I�
\RX�VROYH�D�VPDOO�SUREOHP�ZHOO�HQRXJK��\RXU�FXVWRPHU�ZLOO�KLUH�\RX�
WR� VROYH� ELJJHU� SUREOHPV��:KHQ�SHRSOH� IDFLQJ�D� ELJ� SUREOHP�KDYH�
VHDUFKHG�IRU�D�VPDOO�VROXWLRQ��WKH\�VKRXOG�ǩQG�\RX��7KLV�ZLOO�SXW�\RX�RQ�
WKH�VKRUW�OLVW�RI�SHRSOH�WKH\ǅUH�ZLOOLQJ�WR�SD\�WR�ǩ[�WKH�ODUJHU�SUREOHP��
7KURXJK�\RXU�OHDG�PDJQHW��\RXǅYH�DOUHDG\�EHFRPH�WKHLU�WHDFKHU�DQG�
DGYLVRU�

Lead magnet design checklist

 F <RXU�OHDG�PDJQHW�DGGUHVVHV�D�SUREOHP�\RXU�FXVWRPHU�DYDWDU�
IDFHV

 F 7KH�WLWOH�LV�FOHDU�DQG�GHVFULSWLYH��DQG�PD\EH�D�OLWWOH�FOLFNEDLW�\�

 F 7KH�PHGLXP�LV�TXLFNO\�GLJHVWLEOH��D�ǩYH�SDJH�UHSRUW�LV�EHWWHU�
WKDQ�D�VHYHQ�KRXU�YLGHR�VHULHV�

 F 'HOLYHU\�RI�WKH�OHDG�PDJQHW�LV�DXWRPDWHG�WKURXJK�\RXU�HPDLO�
VHUYLFH�SURYLGHU

 F 7KH�OHDG�PDJQHW�HQGV�ZLWK�D�FDOO�WR�DFWLRQ�WR�PRYH�WR�WKH�QH[W�
VWDJH�RI�\RXU�9DOXH�/DGGHU
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 F 6HW�XS�D�VLPSOH�ODQGLQJ�SDJH�WKDW�GHVFULEHV�WKH�EHQHǩWV�DQG�
RXWFRPHV�RI�\RXU�VROXWLRQ

 F ,QVWDOO�D�IRUP�WKDW�UHTXLUHV�DQ�HPDLO�DGGUHVV�EHIRUH�WKH\�FDQ�
DFFHVV�WKH�OHDG�PDJQHW

 F 2ǨHU�WKH�OLQN�WR�WKH�ODQGLQJ�SDJH�LQ�FRPPXQLWLHV�ZKHUH�\RXU�
FXVWRPHUV�FRQJUHJDWH

7KH�FRPPXQLW\�IRUXPV�DUH�WKH�SRQGV��DQG�\RXU� OHDG�PDJQHW� LV�WKH�
bait.

Fill the Gaps in the Value Ladder

7R�FRRUGLQDWH�DOO�\RXU�RǨHUV�DQG�V\VWHPV��WKH�9DOXH�/DGGHU�:RUNERRN�
XVHV�DQ�HDV\��VWHS�E\�VWHS�SURFHVV�WR�OLVW�RXW�HYHU\WKLQJ�\RX�FDQ�RǨHU�
DQG�VHOO��7KLV�ZRUNERRN�KHOSV�RUJDQL]H�WKH�FDWHJRULHV�RI�\RXU�9DOXH�
/DGGHU��:KHQ�\RX�NQRZ�ZKDW�JRHV�ZKHUH��\RX�FDQ�GHFLGH�ZKDW�\RX�
FDQ�GR�WR�DVFHQG�SHRSOH��VWHS�E\�VWHS�

,I�\RX�QRWLFH�D�JDS�LQ�\RXU�9DOXH�/DGGHU�ǂ�WKHUH�LV�QR�WULSZLUH�RU�QRWK�
LQJ�LQ�WKH�)UHH�–�3ULYDWH�FDWHJRU\�WR�RǨHU�WR�QHZ�HPDLO�VXEVFULEHUV�ǂ�
FRQVLGHU�PRYLQJ�DQ�LWHP�IURP�D�GLǨHUHQW�VWHS��XS�RU�GRZQ��,WǅV�RIWHQ�
WKLV�UHYLVLRQ�RI�RǨHUV�DQG�FRQWHQW�WKDW�KHOSV�XV�GLVFRYHU�D�V\VWHP�WKDW�
ZRUNV�

'R�\RX�KDYH�VRPH�ROG�FRQWHQW�O\LQJ�DURXQG�WKDW�ZRXOG�PDNH�D�JUHDW�
WULSZLUH"�$Q�ROG�RQOLQH�FRXUVH�WKDWǅV�QR�ORQJHU�VHOOLQJ"�$�UHFRUGLQJ�RI�
D�SUHVHQWDWLRQ"�$Q\WKLQJ�\RXǅYH�XVHG�DV�D� OHDG�PDJQHW� LQ�WKH�SDVW�
FRXOG�ZRUN��3XW�D�SULFH�WDJ�RQ�LW�DQG�GHOLYHU�LW�DXWRPDWLFDOO\�WR�\RXU�
QHZHVW�HPDLO�VXEVFULEHUV�

6PDUW�PDUNHWLQJ�V\VWHPV�DUH�IXOO�RI�DXWKHQWLF�PHVVDJLQJ�WKDW�FRQYHUWV�
VWUDQJHUV� LQWR� FXVWRPHUV� DXWRPDWLFDOO\�� 6FRSH� RXW� \RXU� RZQ�9DOXH�
/DGGHU�DQG�WKHQ�VHOO�XSZDUG��RQH�VWHS�DW�D�WLPH�
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ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

��� /LVW�HYHU\WKLQJ�\RX�RǨ�HU�ǂ�IUHH�DQG�SDLG��FKHDS�
DQG�H[SHQVLYH��QRZ�DQG� LQ� WKH� IXWXUH�ǂ� LQ� WKH�
9DOXH�/DGGHU�:RUNERRN�

��� 'LYLGH�WKHVH�RǨ�HUV�LQWR�WKH�GLǨ�HUHQW�VHFWLRQV�RI�WKH�ZRUNERRN�

��� $UUDQJH�HDFK�OLVW�LQ�DQ�RUGHU�WKDW�PDNHV�VHQVH�ǂ�PRVW�HǨ�HF�
WLYH��PRVW�SRWHQWLDO��PRVW�FRPSOHWH��RU�LQ�RUGHU�RI�SURGXFWLRQ�

��� ,GHQWLI\� D� SURJUHVVLRQ� IURP� IUHH� WR� KLJK�SULFHG�� ZKHUH� RQH�
FXVWRPHU�DYDWDU�ZRXOG�VWDUW�ZLWK�D�IUHH�RǨ�HU�DQG�ZRUN�WKHLU�
ZD\�XS��VWHS�E\�VWHS��WR�WKH�KLJK�SULFHG�RǨ�HU�

��� ,GHQWLI\� DQ\� JDSV� LQ� WKH� SURJUHVVLRQ� DQG� SODQ� WR� ǩ�OO� WKRVH�
gaps.

6. 0DNH� VXUH� HYHU\� DVVHW� LV� SURPRWLQJ� VRPHWKLQJ� RQH� VWHS�
KLJKHU�RQ�WKH�9DOXH�/DGGHU��HLWKHU�WKURXJK�D�FORVLQJ�SURPR�
WLRQ�RU�DQ�DXWRPDWHG�HPDLO�IROORZ�XS�

��� 'R�VRPH�RI�WKHVH�VWHSV�RQ�\RXU�9DOXH�/DGGHU�VWDQG�RXW�DV�
PRUH� VXFFHVVIXO�RU�HǨ�HFWLYH"�'R�VRPH�RI� WKHP�QHHG� WR�EH�
UHWLUHG"�3ODQ�\RXU�VWUDWHJ\�KHUH�
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Success is not a mystery. It is a science.  

— John Assaraf

When I turned 30, I got a proper grown-up job where I could cosplay 
as a normie. I wore a tie to work every day as a car insurance sales-
man. After a lifetime in theatre, spending my time with artists and 
FUHDWLYHV��FRUSRUDWH�FXOWXUH�ZDV�ZHLUG��,�ǩJXUHG��wearing a tie is just 
another costume, so I chose the loudest and wackiest ties and leaned 
into it. I made decent money, but I was very unenthusiastic about 
what I was selling.

I don’t like cars very much. They just get me from place to place. I was 
even more unenthusiastic about insurance — it’s a bunch of paper-
work, after all. Lots of my customers thought about their car insurance 
the same way. They didn’t really like insurance; they just knew they 
needed to have it. Setting up or changing car insurance was treated 
as an irritating chore.

How can you sell something that you don’t care about to people who 
don’t care about it? Well, I found a way to succeed as an insurance 
salesman by marketing myself with a funny email newsletter.

Every week, I sent my list a weekly newsletter with the details of a 
ridiculous hypothetical situation. The subject line of every newsletter 

Chapter 16

Statistics for Success
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started with, “Oh, NO!” and then described the risk of some outlandish 
scenario. Some of my most popular issues were: “Oh, NO! I’ve fallen 
from an AIRPLANE without a parachute!” and “Oh, NO! I have to win 
D�ǩJKW�ZLWK�DQ�2&72386�ǈ�,Q�HDFK�QHZVOHWWHU��,�SURYLGHG�D�KXPRURXV��
step-by-step solution for how to handle that week’s bizarre event.

Every issue also included a few recurring sections: Quote of the Week, 
7KLV�'D\�LQ�+LVWRU\��DQG�D�FDOO�WR�DFWLRQ��7KH�&7$�DW�WKH�HQG�ZDV�DOZD\V�
the same. At the bottom of every newsletter, I wrote, “If you need to 
talk to someone about your car insurance, please get in touch with 
me.”

Every single week, somebody replied to my newsletter. Since it had 
made them laugh, I was the one they contacted when they had to 
handle their irritating chore. I won sales awards, supported my family, 
and grew a career — because I built an email list. My company-spon-
sored website didn’t close any sales for me, but emails brought me 
new customers every week.

Websites Are Like Brochures, While Emails Are Sales Pitches

A brochure does not make a sale. A brochure gives basic information 
DERXW�\RXU�EXVLQHVV�DQG�\RXU�RǨHU��$V�D�VLGH�HǨHFW��LW�FDQ�OHQG�\RX�D�
OD\HU�RI�FUHGLELOLW\��,I�\RX�VSHQG�WKH�WLPH�DQG�WKH�HǨRUW�WR�PDNH�D�JRRG�
brochure (or a good website), your business looks legitimate to new 
people. This is known as “sales collateral.”

6DOHV�FROODWHUDO�GRHV�QRW�FORVH�D�GHDO��&ROODWHUDO�FDQ�LQFUHDVH�WKH�OLNH-
lihood that you can close a deal, but by itself, it doesn’t drive revenue.

If your website is your digital brochure, an email is the digital sales 
SLWFK�� (PDLOV� KDYH� XUJHQF\�� EHFDXVH� WKH\ǅUH� WLPH�VSHFLǩF�� (PDLOV�
PDNH�RǨHUV��DQG�WKRVH�RǨHUV�DUH�VXSSRUWHG�E\�\RXU�GLJLWDO�FROODWHUDO�

If you can send someone to your website from an email, that’s the 
virtual equivalent of putting your brochure on their desk. Both of these 
have their place in the sales process. So long as you don’t get them 
confused, you won’t confuse your customer.
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For my car insurance business, the size of my email list became a grow-
ing asset that could predict my success. All I had to do was measure 
the metrics that mattered — the number of calls I made, emails I sent, 
quotes I gave, and policies I sold — and that would reveal where I 
FRXOG�DSSO\�SUHVVXUH�RQ�P\�V\VWHPV�IRU�WKH�PD[LPXP�HǨHFW�

The Recipe for New Business

Pavlova, a delicate seasonal dessert in New Zealand, is made with 
eight ingredients: eggs, sugar, vanilla extract, white vinegar, corn 
ǪRXU��FUHDP��VWUDZEHUULHV��DQG�NLZLV��,I�,�JDYH�\RX�D�VKRSSLQJ�OLVW��\RX�
could buy everything that goes into pavlova. But you wouldn’t know 
how to make it.

To make pavlova, you don’t just need eggs. What you really need is 
beaten egg whites. The fruit goes on the outside, not the inside, and it 
has to be sliced thinly. The time in the oven is critical, and the order of 
the steps can make or break the dessert. The instructions to prepare 
the recipe are just as important as the ingredients themselves.

Most websites are just a list of ingredients. They have a homepage, an 
about page, a contact form, and some photos. Maybe there’s a blog 
ZLWK�D�IHZ�ROG�DUWLFOHV��<RX�FRXOG�ǩQG�OLQNV�WR�VRFLDO�PHGLD�SURǩOHV�DQG�
a description of services and rates. After setting up the basics, people 
get frustrated that their website doesn’t bring them leads right away.

It’s because they only provide a list of ingredients to the user, and not 
the whole recipe.

A good recipe tells you how to combine the ingredients to make them 
LQWR�D�PHDO��<RX�KDYH�WR�NQRZ�KRZ�WR�FRPELQH�ǪRXU��ZDWHU��WRPDWR�
VDXFH��DQG�FKHHVH�LQ�D�VSHFLǩF�UHFLSH��RU�\RXǅOO�QHYHU�PDNH�D�SL]]D��$�
UHFLSH�SURYLGHV�VSHFLǩF��VWHS�E\�VWHS�LQVWUXFWLRQV�WKDW�DOORZ�HYHQ�LQH[-
perienced cooks to succeed.

<RXU�FXVWRPHU�FRXOG�EH�EX\LQJ�ZKDW�\RX�VHOO�IRU�WKH�ǩUVW�WLPH�LQ�WKHLU�
OLYHV��0DNH�\RXUVHOI�HDV\�WR�EX\��&OHDU��VWHS�E\�VWHS�LQVWUXFWLRQV�WKDW�
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accompany all the ingredients they need enable new customers to 
follow your recipe on how to do business with you.

Signal vs. Noise

A website visit is not likely to convert into a sale immediately, but what 
it can do is begin a relationship. That relationship may lead to a sale, 
eventually. The relationship doesn’t happen on your website  — it only 
VWDUWV� WKHUH��$FFRUGLQJ� WR�+XE6SRWǅV�PDUNHW� UHVHDUFK�� ����RI� ǩUVW�
time website visitors aren’t ready to buy, and 48% of businesses say 
that most of their leads require long-cycle nurturing.1 

You can add content all day long to your website, but if it doesn’t help 
a stranger become a customer, it’s just contributing to the noise.

As of this writing, every day on the internet, there are:

 F 2 million blog posts created

 F 294 billion emails sent

 F 864,000 hours of video uploaded

 F 400 million tweets tweeted

The average person on the internet is exposed to upwards of 5,000 
ads a day, according to the New York Times.2 That is a lot of noise.

When you go to market with what you’re selling, everybody doesn’t care. 

— Seth Godin

Imagine you’re standing in a stadium full of cheering fans. But instead 
RI� \HOOLQJ� VXSSRUW� IRU�D� WHDP�RQ� WKH�ǩHOG�� HYHU\RQH� LV� WU\LQJ� WR�JHW�

1  Allie Vanden Heuvel, “5 Ways to Nurture Leads Through the Sales Process, eCom-
PHUFH�6W\OH�ǈ�%ORJV��+XE6SRW��ODVW�PRGLǩHG�)HEUXDU\����������KWWSV���EORJ�KXEVSRW�
FRP�LQVLGHUV�OHDG�QXUWXULQJ�WLSV

�� �/RXLVH�6WRU\��Ǉ$Q\ZKHUH�WKH�(\H�&DQ�6HH��,WǅV�/LNHO\�WR�6HH�DQ�$G�ǈ�1HZ�<RUN�7LPHV��
-DQXDU\�����������KWWSV���ZZZ�Q\WLPHV�FRP������������EXVLQHVV�PHGLD���HYHU\-
ZKHUH�KWPO�
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the attention of everyone else in the stadium. That’s what it’s like to 
market yourself on the internet today. The competition for attention is 
ǩHUFH��FRPLQJ�IURP�HYHU\RQH��HYHU\ZKHUH�

Each page on your website can create an emotional reaction in your 
reader that encourages them to go to the next stage of the funnel. 
&UHDWH�FRQWHQW�RQ�HDFK�RI�WKHVH�SDJHV�WR�LQFLWH�WKH�HPRWLRQDO�UHDF-
tion in the graphic above. You don’t need fancy software or expensive 
designers. You just need a simple progression for future customers to 
follow.

Then you need one more critical ingredient: people.

An Email List Collects Future Clients Into One Place

7KH� EHVW�PHWKRG� \RX� FDQ� XVH� WR� FRPPXQLFDWH� \RXU� RǨHUV� WR� \RXU�
audience is not your website, your business card, or your brochure. 
Those are static. Email is dynamic. Gaining subscribers on an email 
OLVW�LV�OLNH�ǩOOLQJ�VHDWV�LQ�\RXU�RZQ�SHUVRQDO�DXGLWRULXP��(YHU\RQH�ZKR�
enters is willing to listen to you.

(PDLOLQJ�SHRSOH�ZKR�DOUHDG\�NQRZ�\RX�LV�PXFK�GLǨHUHQW�WKDQ�DGYHU-
tising to strangers, which is more like having a sideshow. “Step right 
up, come over here, and listen to me!” is how you try to carve out an 
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audience from a crowd, by distracting them into paying attention to 
you.

With an email list, you have everyone’s attention already. People are 
sitting in your auditorium. Everyone who has subscribed is willing to 
pay attention to what you have to say. They don’t need to be convinced 
to listen to you. They know you, and if they haven’t unsubscribed yet, 
then they like you, too. Subscribing to your email list is an act of trust.

7KHVH� SHRSOH� KDYH� DOUHDG\� FRPSOHWHG� WKH� ǩUVW� WKUHH� VWHSV� LQ� WKH�
��6WHS�0DUNHWLQJ�&\FOH��.QRZ��/LNH��DQG�7UXVW��<RXU�HPDLO�VXEVFULEHUV�
are those people who are statistically more likely to buy from you than 
anyone else on the internet.

If I have one regret as a business owner, it’s not focusing on  
building our email list earlier in the process. 

— Joe Pulizzi

As of this writing, emails convert better than any other online activity. 
)LIW\�HLJKW�SHUFHQW�RI�DGXOWV�FKHFN�WKHLU�HPDLO�ǩUVW�WKLQJ�LQ�WKH�PRUQ-
ing, before doing anything else, and 80% of decision-makers prefer to 
get information about a product or service through a series of articles, 
rather than an advertisement. If you can set up a good email welcome 
series, you can educate your customer into doing business with you, 
and that’s a lot more powerful than running an advertisement that 
your prospect sees once, and then forgets.

If you want proof that email is a good investment, here’s a truly star-
WOLQJ� VWDWLVWLF�� IRU� HYHU\� ��� VSHQW� RQ� HPDLO�� DFFRUGLQJ� WR� &DPSDLJQ�
Monitor, there’s an average of a $44 return on investment.3 Building 
your email list expands your audience and provides you with a base 
of customers you can sell to. The size and activity of your email list is 
D�SUDFWLFDO�PHDVXUHPHQW�RI�\RXU�PDUNHWLQJ�HǨHFWLYHQHVV�

�� �Ǉ�����<HDU�LQ�5HYLHZ�ǈ�&DPSDLJQ�0RQLWRU��DFFHVVHG�$SULO�����������KWWSV���ZZZ�
FDPSDLJQPRQLWRU�FRP�FRPSDQ\�DQQXDO�UHSRUW������
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Common Marketing Metrics to Measure:

Now, let’s talk numbers. The active choices people make through your 
customer journey can be measured as a percentage rate. How many 
people go from Step One to Step Two? The conversion ratio represents 
D� QXPEHU� WKDW� \RX� FDQ�PHDVXUH� RYHU� D� VSHFLǩF� SHULRG� RI� WLPH�ǂ�
monthly, daily, yearly, or per campaign.

1. +RZ�RIWHQ�GRHV�ZHEVLWH�WUDǫF�VXEVFULEH�WR�\RXU�QHZVOHWWHU"�
7KDWǅV�\RXU�ǩUVW�PHWULF���:HEVLWH�7UDǫF�����(PDLO�6XEVFULEHUV�� �
Subscribe Rate

2. How often do those email subscribers open your email? That’s 
\RXU�VHFRQG�PHWULF���7RWDO�6XEVFULEHUV�����(PDLO�2SHQV�� � 
Open Rate

3. How often do those email subscribers click on an email? That’s 
\RXU�WKLUG�PHWULF���7RWDO�6XEVFULEHUV�����(PDLO�&OLFNV�� � 
Click Rate

4. Out of everyone who clicked on your email, how many of them 
made a purchase, booked a call, or completed the goal of the 
SDJH"�<RXU�IRXUWK�PHWULF�LV���(PDLO�&OLFNV�����3XUFKDVHV�� � 
Purchase Rate

Here’s an example of how these formulas work:

If you have a subscription rate of 10%, that means that with website 
WUDǫF�RI�������SHRSOH��\RX�FRXOG�H[SHFW�����WR�VXEVFULEH�WR�\RXU�HPDLO�
newsletter. After 10 months, you’d have a list of 4,000 subscribers. To 
keep the numbers simple, let’s say you have an open rate of 10%. That 
means that 400 people on your list of 4,000 open it.

,I�\RX�PDNH�DQ�RǨHU��DQG�����RI�WKRVH�UHDGHUV�FOLFN�WKURXJK�DW�D�UDWH�
RI����RI�WKH�OLVW�VL]H��WKDW�PHDQV����SHRSOH�VHH�\RXU�RǨHU��,I�����RI�
those people buy, then with a list size of 4,000 people, you can expect 
to make four sales from one email.
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7KHVH� QXPEHUV� DQG� UDWLRV� ZLOO� EH� GLǨHUHQW� IRU� \RXU� EXVLQHVV� DQG�
\RXU�DXGLHQFH��7R�ǩQG�RXW�ZKDW� WKHVH�QXPEHUV�DUH� IRU�\RX�� VHW�XS�
a simple spreadsheet to collect the data. (Or use one of mine, in the 
Workbooks.)

Leads are the metric that, as marketers, we rely on.  
Because leads mean money. 

— Kipp Bodnar

Track Your Data, Analyze Your E!ectiveness

After you start tracking the data of your systems, you can start pulling 
the levers. Once you know your conversion ratios — from stranger to 
browser, from follower to subscriber, from subscriber to customer — 
you can double any  conversion ratio to double your results.

If you double your click rate, for example, and all other numbers stay 
constant, you’ll double your revenue. On the other hand, if you double 
\RXU�ZHEVLWH�WUDǫF�LQVWHDG��RU�\RXU�VXEVFULSWLRQ�UDWH��WKH�HQG�UHVXOW�
will still double. If we assume that all the other conversion ratios stay 
constant, then doubling any conversion ratio will double your end 
result.



171

Statistics for Success

Growing a list of customers is an advantage that compounds over 
WLPH��&RPSRXQG�LQWHUHVW�LV�PRUH�HǨ�HFWLYH�WKH�ORQJHU�LWǅV�LQ�SOD\��7KH�
sooner you start, the sooner you can start seeing dramatic results. 
“Every person I’ve talked to who has an email list now,” says Noah 
.DJDQ��IRXQGHU�RI�$SS�6XPR��ǇDOZD\V�VD\V��Ǆ,�ZLVK�,�ZRXOG�KDYH�VWDUW�
ed sooner.’”

Have you started yet?

Success is a numbers game, so measure your numbers. Once every 
WKUHH�PRQWKV��\RX�FDQ�PHDVXUH�VSHFLǩ�F�PHWULFV��OLNH�QHZ�OHDGV��QHZ�
subscribers, and new customers. There are plenty of other metrics you 
can measure, and some of them might need to be reviewed monthly, 
weekly, or even daily.

Recording and reviewing the metrics that matter to your business 
growth will help you align your strategy to your goals.

ACTION STEPS FOR ELEVATING YOUR PLATFORM

Complete the exercises in the Cornerstone Workbooks 
at MarketingYourselfBook.com/workbooks:

1. Make a copy of the Marketing Metrics Dashboard.

2. Add a row for any metric you want to track.

3. &ROOHFW�GDWD�HYHU\�PRQWK�DQG�DGG�WR�WKH�GDVKERDUG�

4. Review the data every month with someone who can provide 
strategic advice.

5. Set goals for your future numbers.

6. Identify the activities it will take to achieve those goals.

7. Schedule a date and time to do those activities.
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Most funnels don’t work when you launch them. Even if you’re a pro, it may 
take two, three, four, or ten tries until you get it right. 

— Julie Stoian

0DUNHWLQJ�\RXUVHOI�LV�OLNH�EUHZLQJ�D�FXS�RI�FRǨHH�

7KH�FRǨHH�\RX�GULQN��DV�LQYLJRUDWLQJ�DQG�H[LVWHQWLDO�DV�LW�LV��VWDUWV�RXW�
FRPSOHWHO\� GLǨHUHQW� IURP�ZKDW� HQGV� XS� LQ� \RXU� FXS�� &RǨHH�EHJLQV�
OLIH�DV�D�KDUG��JUHHQLVK�EHDQ��DQG�LW�GRHVQǅW�ORRN��RU�VPHOO��UHPRWHO\�
HGLEOH��&RǨHH�LV�QRW�D�IRRG��+XPDQV�FDQQRW�GLJHVW�LW��%XW�VRPHKRZ��
ZH�IRXQG�D�ZD\�WR�ORYH�LW�

2ULJLQDOO\�� WKH� FRǨHH�SODQW�HYROYHG� FDǨHLQH�DV�D�SRLVRQ�� WR�SUHYHQW�
VPDOO�LQVHFWV�IURP�HDWLQJ�LWV�EHUULHV��)RUWXLWRXVO\��WKH�SRLVRQ�GRVDJH�
LQ�WKH�FRǨHH�SODQW� LV�QRW� OHWKDO�WR�SULPDWHV��������WLPHV�WKH�VL]H�RI�
LQVHFWV�� ,QVWHDG��FDǨHLQH�FRQVXPSWLRQ�JLYHV�XV�SV\FKRDFWLYH�HǨHFWV��
7KLV� PRRG�DOWHULQJ� GUXJ� FDQ� HQKDQFH� RXU� DWWHQWLRQ�� LQFUHDVH� RXU�
SURGXFWLYLW\��DQG�VWLPXODWH�RXU�FUHDWLYLW\�

7KH� SURFHVV� IRU� JHWWLQJ� WKLV� GUXJ� RXW� RI� DQ� LQHGLEOH� FRǨHH� EHDQ� LV�
LQWHQVH��,ǅP�DVWRXQGHG�WKDW�RXU�DQFHVWRUV�ZHUH�DEOH�WR�GLVFRYHU�WKLV�
SURFHVV��)LUVW��\RX�KDYH�WR�EXUQ�WKH�EHDQ  — EXW�QRW�D�ORW��<RX�RQO\�
URDVW�LW��,I�\RX�EXUQ�WKH�FRǨHH�EHDQ�VR�PXFK�WKDW�LW�FDWFKHV�RQ�ǩUH��
WKHQ�LW�EHFRPHV�FKDU�DQG�DVK��%XW�LI�\RX�URDVW�LW�VORZO\��JHWWLQJ�LW�VRUW�

Epilogue
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RI�EXUQW��EXW�QRW�UHDOO\�EXUQW���WKHQ�\RX�KDYH�FRPSOHWHG�WKH�ǩUVW�VWHS�
LQ�WKH�OHQJWK\�SURFHVV�RI�PDNLQJ�FRǨHH�

1H[W��\RX�KDYH�WR�

 F JULQG�WKLV�URDVWHG�EHDQ�LQWR�D�SRZGHU

 F PL[�LW�ZLWK�ERLOLQJ�ZDWHU��DQG�WKHQ

 F VWUDLQ�DOO�WKH�JURXQG�URDVWHG�FRǨHH�EHDQV�RXW�RI�WKH�OLTXLG�

%\� WKH� HQG� RI� WKLV� FRPSOLFDWHG� SRWLRQ�PDNLQJ� SURFHVV�� WKH� RULJLQDO�
PDWHULDO�\RX�VWDUWHG�ZLWK�LV�FRPSOHWHO\�JRQH��$�FXS�RI�FRǨHH�GRHVQǅW�
UHVHPEOH� LWV� VRXUFH�PDWHULDO�DW�DOO��0DUNHWLQJ�\RXUVHOI� LV� WKH� VDPH��
<RX� VWDUW�ZLWK� GLǨHUHQW�PDWHULDOV� WKDQ�ZKDW� \RX�GHOLYHU��:KDW� \RX�
PDNH�ZLOO�EH�VXEMHFWHG�WR�D�FRPSOH[�DQG�HVRWHULF�SURFHVV�WR�FUHDWH�
VRPHWKLQJ�FRPSOHWHO\�QHZ��,W�PD\�HQG�XS�QRWKLQJ�OLNH�ZKDW�\RX�VWDUW�
HG�ZLWK��EXW�LWǅV�EHHQ�ǪDYRUHG�E\�ZKDW�\RXǅYH�GRQH�

Marketing Yourself Is a Series of Failed Experiments

,� ZDQW� \RX� WR� WKLQN� RI� WKH� :RUNERRNV� WKDW� DFFRPSDQ\� WKLV� ERRN�
OLNH�EUHZLQJ�FRǨHH��<RXU�ǩUVW�GUDIW�LV�D�UDZ�EHDQ��DQG�LW�QHHGV�WR�EH�
ULSHQHG��DQG�SOXFNHG��DQG�DJHG��DQG�URDVWHG��DQG�JURXQG��DQG�ERLOHG��
DQG�VWUDLQHG�����LW�ZRQǅW�EH�SUHWW\��<RXǅOO�PDNH�D�ORW�RI�PLVWDNHV�DQG�UXQ�
LQWR�D�ORW�RI�GHDG�HQGV��7KDWǅV�RND\��LWǅV�SDUW�RI�WKH�SURFHVV�

'R�\RX� WKLQN� WKH�ǩUVW�FXS�RI�FRǨHH�HYHU�PDGH�FDPH�RXW�GHOLFLRXV"�
2U�ZHUH� WKHUH�PDQ\� IDLOHG� DWWHPSWV� RQ� WKH� VHDUFK� WR� GLVFRYHU� WKLV�
PDJLFDO�EUHZ"�7KH�KDUG�WUXWK�LV��D�ORW�RI�\RXU�PDUNHWLQJ�ZLOO�QRW�ZRUN��
:KHQ�\RX�ǩUVW�WU\�D�QHZ�PHVVDJH�RU�D�QHZ�FDPSDLJQ��LWǅV�QRW�JRLQJ�WR�
EH�SHUIHFW��,W�PLJKW�QRW�HYHQ�EH�FORVH��,I�\RXǅYH�ODXQFKHG�D�FDPSDLJQ�
WKDW�ZHQW�QRZKHUH��ZHOFRPH�WR�WKH�FOXE�

$Q� XQIRUWXQDWH� WUXWK� RI� PDUNHWLQJ� LV� WKDW� LWǅV� D� ORW� RI� JXHVVZRUN��
<RX� FDQ� ǩQG� \RXU�ZD\� WKURXJK� D�PD]H� E\� VKHHU� OXFN�� JXHVVLQJ� DW�
HYHU\� WXUQ�� 2U� \RX� FDQ� EH� V\VWHPDWLF� DQG� PHWKRGLFDO� DERXW� \RXU�
H[SHULPHQWV��%HIRUH� VSHQGLQJ�D�EXQFK�RI�PRQH\�RQ�DQ�DGYHUWLVLQJ�
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FDPSDLJQ��IRU�H[DPSOH��LWǅV�ZLVH�WR�H[SHULPHQW�ZLWK�\RXU�PHVVDJLQJ�LQ�
D�VPDOO�PDUNHW�ǩ�UVW��ZLWK�D�VPDOO�EXGJHW��7KHQ�\RX�FDQ�PHDVXUH�YDUL�
DWLRQV�RI�\RXU�PHVVDJLQJ�WR�VHH�ZKDWǅV�PRVW�HǨ�HFWLYH��EHIRUH�FRPPLW�
WLQJ�PRUH�GROODUV�

7KH�JRRG�QHZV�LV�WKDW�HYHU\�PDUNHWLQJ�IDLOXUH�WHDFKHV�\RX�D�OHVVRQ�
DERXW�\RXU�EXVLQHVV��\RXU�DXGLHQFH��DQG�WKH�MRXUQH\�IURP�VWUDQJHU�WR�
FXVWRPHU��<RX�PD\�GHOHWH�WKRVH�IDLOHG�VDOHV�SDJHV�IURP�\RXU�ZHEVLWH�
DQG�WKURZ�WKDW�ROG�VWDFN�RI�EURFKXUHV�LQ�WKH�UHF\FOLQJ�ELQ��%XW�OLNH�WKH�
FRǨ�HH�JURXQGV�WKDW�ZHUH�VWUDLQHG�RXW�RI�\RXU�FRǨ�HH��DOO�RI�WKRVH�IDLOHG�
H[SHULPHQWV�ZLOO�Ǫ�DYRU�\RXU�PDUNHWLQJ�LQ�WKH�IXWXUH�

Only Testing Will Tell

(YHU\�PDUNHWLQJ� LQLWLDWLYH� WDNHV� WLPH� DQG� UHVRXUFHV� DZD\� IURP� WKH�
FRUH�IXQFWLRQV�RI�\RXU�EXVLQHVV��7KH�ZRUVW�SDUW�LV�WKDW�\RX�FDQ�VSHQG�
DOO�WKLV�WLPH�DQG�HǨ�RUW�RQ�PDUNHWLQJ��DQG�\RX�GRQǅW�HYHQ�NQRZ�LI�LW�ZLOO�
EH�VXFFHVVIXO��%XW�WKH�VDPH�LV�WUXH�ZLWK�SDVWD��<RXǅOO�QHYHU�GLVFRYHU�LI�
\RXU�VSDJKHWWL�LV�UHDG\�XQWLO�\RX�ERLO�LW�LQ�ZDWHU��VLPPHU�LW�IRU�D�ZKLOH��
DQG�WKHQ�FKHFN�LW��0DQ\�SHRSOH�WKURZ�VSDJKHWWL�DJDLQVW�WKH�ZDOO�WR�
WHVW�LWV�UHDGLQHVV��,I�LW�VWLFNV��LWǅV�UHDG\��,I�LWǅV�QRW��OHW�LW�ERLO�D�OLWWOH�ORQJHU�

7R�JHW�WKH�SHUIHFW�WH[WXUH��\RX�QHHG�WR�UHPRYH�\RXU�VSDJKHWWL�EHIRUH�
LW� WXUQV� WR� PXVK�� <RX� KDYH� WR� FKHFN� WRR� HDUO\�� <RX� QHHG� WR� IDLO�
H[SHULPHQWV�

%\�WKH�WLPH�\RX�VLW�GRZQ�IRU�D�PHDO�RI�SDVWD��\RX�GRQǅW�HYHQ�UHPHP�
EHU�WKRVH�IDLOHG�H[SHULPHQWV��<RX�WKUHZ�VRPH�VSDJKHWWL�DJDLQVW�WKH�
ZDOO��DQG�\RX�GLG�LW�WRR�HDUO\��7KH�VSDJKHWWL�GLGQǅW�VWLFN��6R�\RX�NHSW�
XS�WKH�KHDW��VWLUUHG�WKH�SRW��DQG�WULHG�DJDLQ��(YHQWXDOO\��\RX�PDGH�D�
ZRQGHUIXO�PHDO�

If you want to do anything well, 
\RX�KDYH�WR�EH�ZLOOLQJ�WR�GR�LW�EDGO\��Ǥ�UVW�
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Guide Your Business by Experiments

0DUNHWLQJ�\RXUVHOI� LV�D�FRPELQDWLRQ�RI�PHVVDJLQJ�� OHDG�JHQHUDWLRQ��
DQG�H[SHULPHQWV�

$IWHU� \RX� FUHDWH� VRPH� FRQWHQW� WR� VKDUH�� VRPH� SHRSOH� PD\� OLNH��
FRPPHQW�� RU� VXEVFULEH�� 2WKHUV� ZRQǅW�� 7KH� TXDOLW\� of attention we 
UHFHLYH�FDQ�EH�MXVW�DV�LPSRUWDQW�DV�WKH�IUHTXHQF\�RI�DWWHQWLRQ��%DVHG�
RQ�WKH�UHVRQDQFH�RI�\RXU�PHVVDJLQJ�H[SHULPHQWV��\RX�FDQ�PHDVXUH�
ZKDWǅV�HǨ�HFWLYH�

*RRG�PDUNHWLQJ�LV�WKH�DUW�RI�JLYLQJ��JDLQLQJ��
DQG�GLUHFWLQJ�DWWHQWLRQ�

<RX�FRXOG�RQO\�FUHDWH�FRQWHQW�WKDW�\RX�OLNH��ZLWK�QR�UHJDUG�IRU�ZKDW�
\RXU�DXGLHQFH� OLNHV�� EXW� WKH�HǨ�HFWLYHQHVV�RI� \RXU�PDUNHWLQJ�ZLOO� EH�
OLPLWHG�� 3D\� DWWHQWLRQ� WR� ZKDW� UHVRQDWHV� ZLWK� \RXU� DXGLHQFH� DQG�
PRGLI\�\RXU�IXWXUH�PHVVDJHV�WR�DOLJQ�ZLWK�WKHLU�UHVSRQVHV��:KDW�\RX�
WKLQN�ZLOO�ZRUN�LV�RIWHQ�GLǨ�HUHQW�WKDQ�ZKDW�DFWXDOO\�ZRUNV�

Half the money I spend on advertising is wasted; 
the trouble is I don’t know which half. 

— John Wanamaker
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<RX� FDQ� EODQNHW� WKH�ZRUOG�ZLWK�PHVVDJHV� DQG� WU\� WR� JXHVV�ZKDWǅV�
ZRUNLQJ��2U�\RX�FDQ�PHWKRGLFDOO\�WHVW� LQ�VPDOO�VHJPHQWV�WR� LGHQWLI\�
ZKDW�ZRUNV�EHVW�

<RX�SUREDEO\�ZRQǅW�JHW�LW�ULJKW�RQ�WKH�ǩUVW�WU\��-XVW�NHHS�H[SHULPHQWLQJ�
ZLWK�PHVVDJLQJ�XQWLO�VRPHWKLQJ�EHJLQV�WR�ZRUN��)DLOLQJ�H[SHULPHQWV��
UHYLHZLQJ�\RXU�DFWLYLW\��DQG�PDNLQJ�QHZ�VWUDWHJLF�GHFLVLRQV�ǂ�WKDWǅV�
KRZ�\RX�LWHUDWH��$V�\RX�LPSURYH�WKH�FRUQHUVWRQHV�RI�\RXU�PDUNHWLQJ��
\RXU�SODWIRUP�ZLOO�HOHYDWH�RYHU�WLPH�

The Four Levels of Platforms

:KDW�,ǅYH�VHHQ�RYHU�WKH�\HDUV��KHOSLQJ�H[SHUWV�DQG�HQWUHSUHQHXUV�JURZ�
WKHLU�EXVLQHVVHV�� LV� WKDW� WKHUH�DUH� IRXU� OHYHOV�RI�SODWIRUPV��%\�ZRUN�
LQJ�RQ�\RXU�FRUQHUVWRQHV��\RXU�SODWIRUP�QDWXUDOO\�SURJUHVVHV�WKURXJK�
WKHVH�IRXU�OHYHOV�

Level 1: The Soapbox

$Q\RQH�FDQ�JHW�RQ�D�VRDSER[��VR�ORQJ�DV�\RX�KDYH�VRPHWKLQJ�WR�VD\��
2QFH�\RX�JHW�DQ\RQH�WR�SD\�DWWHQWLRQ�WR�\RX��\RX�KDYH�D�SODWIRUP��
2Q�D�VRDSER[��\RX�PLJKW�EH�LJQRUHG�E\�PRVW�RI�WKH�SHRSOH�ZKR�SDVV�
\RX�E\��EXW�\RXǅUH�HOHYDWHG�DERYH�WKH�FURZG��VKDULQJ�D�PHVVDJH�WKDW�
PDWWHUV�WR�\RX�

Level 2: The Showroom

,Q�D�VKRZURRP��ZKDW�\RX�VD\�IRFXVHV�RQ�ZKDW�\RX�VHOO��,Q�D�VKRZURRP��
SHRSOH�YROXQWDULO\�FRPH�WR�\RX�WR�OLVWHQ�WR�\RXU�SLWFK��$�VKRZURRP�LV�
H[SOLFLWO\�IRU�FRPPHUFH��GLVSOD\LQJ�WKH�GLǨHUHQW�RǨHUV�\RX�KDYH�DYDLO�
DEOH�� DQG� SURYLGLQJ� DOO� WKH� UHOHYDQW� LQIRUPDWLRQ� WR�PDNH� D� EX\LQJ�
GHFLVLRQ�

Level 3: The Stage

:KHQ�\RXǅUH�RQ�D� VWDJH��ZKDW� \RX� VD\�DWWUDFWV�D�FURZG��<RX�GRQǅW�
KDYH�WR�FROOHFW� WKH�FURZG�\RXUVHOI�EHFDXVH�\RX�FDQ�FUHDWH�UHODWLRQ�
VKLSV�ZLWK�WKH�OHDGHUV�DQG�FXVWRGLDQV�RI�RWKHU�DXGLHQFHV��%\�JHWWLQJ�
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LQ�IURQW�RI�ODUJH�QXPEHUV�RI�SHRSOH��VKDULQJ�\RXU�PHVVDJH��DQG�VKLQ�
LQJ�\RXU�OLJKW��\RXU�V\VWHPV�GR�WKH�VHOOLQJ�IRU�\RX��WUDQVLWLRQLQJ�\RXU�
ZRUN�IURP�PDNLQJ�WKH�VDOH�WR�HGXFDWLQJ�WKH�PDUNHW�

Level 4: The Stadium

,Q�D� VWDGLXP��ZKDW� \RX� VD\� FKDQJHV� WKH�PDUNHW��<RXǅUH�RQH�RI� WKH�
OHDGHUV�LQ�\RXU�ǩHOG��DQG�WKH�VWUDWHJLF�GHFLVLRQV�\RX�PDNH�ZLOO�FUHDWH�
ULSSOH�HǨHFWV�RQ�WKH�SODWIRUPV�RI�RWKHUV��(YHU\�HYHQW� LV�D�ELJ�HYHQW��
DQG�\RX�FDQ�LQYLWH�RSHQLQJ�DFWV�WR�EULQJ�WKHLU�DXGLHQFHV�WR�\RX�

(DFK�RI�WKHVH�IRXU�OHYHOV�KDV�LWV�RZQ�VHW�RI�SUREOHPV�

The Problem With a Soapbox:

$�VRDSER[�LV�QRW�FRPPHUFLDOO\�YLDEOH��<RX�YROXQWHHU�\RXU�WLPH�RQ�D�
VRDSER[��ZKLOH�\RX�JHW�SDLG�IRU�\RXU�WLPH�LQ�D�VKRZURRP�

The Problem With a Showroom:

$�VKRZURRP�KDV�D�FHLOLQJ��<RX�FDQ�RQO\�ǩW�VR�PDQ\�SHRSOH�LQVLGH�D�
VKRZURRP��DQG�WKRVH�SHRSOH�KDYH�WR�EH�FRQYLQFHG�WR�HQWHU�

The Problem With a Stage:

$�VWDJH�UHTXLUHV�WRXULQJ��1R�RQH�DXGLHQFH�FDQ�VXSSRUW�D�ODUJHU�SODW�
IRUP�IRU�YHU\�ORQJ��\RXU�ZRUN�LV�WR�FRQWLQXDOO\�ǩQG�QHZ�DXGLHQFHV�WR�
EHIULHQG��WR�HGXFDWH��DQG�WR�FRQYHUW�LQWR�\RXU�RZQ�V\VWHPV��:LWKRXW�
FRQWLQXRXV� QHZ� WUDǫF�� \RXU� SODWIRUP� FDQ� EHFRPH� RYHUVL]HG� DQG�
FXPEHUVRPH�

The Problem With a Stadium:

$�VWDGLXP�LV�VR�ELJ��\RX�KDYH�WR� LQFUHDVH�\RXU�IRFXV��:LWK�VR�PDQ\�
RSSRUWXQLWLHV� DYDLODEOH��ZKDW� \RX�GHFOLQH�EHFRPHV�PRUH� LPSRUWDQW�
WKDQ�ZKDW� \RX�DFFHSW��$� VWDGLXP�OHYHO�SODWIRUP�KDV�JUHDWHU� ULVN�RI�
EHFRPLQJ�XQEDODQFHG��DQG�EHFDXVH�LWǅV�VR�KLJK��WKHUH�LV�IDUWKHU�WR�IDOO�
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Epilogue

Universal Solution for All Platforms

(YHQ�WKRXJK�WKH�IRXU�OHYHOV�RI�SODWIRUPV�KDYH�GLǨHUHQW�SUREOHPV��WKH�
VROXWLRQV� DOO� UHTXLUH� WKH� VDPH� IRXU� FRUQHUVWRQHV�� \RXU� 3RVLWLRQLQJ��
\RXU�3URǩW��\RXU�6WUDWHJ\��DQG�\RXU�6\VWHPV�

:KHQ�\RX�ZDQW�WR�HOHYDWH�\RXU�SODWIRUP��FKDQFHV�DUH�WKDW�VRPH�RI�
\RXU�FRUQHUVWRQHV�DUH�KLJKHU�WKDQ�RWKHUV��6SHQG�WKUHH�PRQWKV�ZRUN�
LQJ�GLOLJHQWO\�RQ�RQH�FRUQHUVWRQH��VWDUWLQJ�ZLWK�WKH�RQH�WKDW�QHHGV�WKH�
PRVW�DWWHQWLRQ��EHIRUH�PRYLQJ�RQ�WR�WKH�RWKHUV�

4XHVWLRQV�\RX�FDQ�DVN�\RXUVHOI�DERXW�\RXU�SODWIRUP�LQFOXGH�

 F Is it visible?�&DQ�SHRSOH�VHH�\RXU�SODWIRUP�IURP�DIDU"�:KDWǅV�LQ�
WKH�ZD\��WKDW�SUHYHQWV�\RX�IURP�EHLQJ�VHHQ"

 F Is it interesting? :LOO�SHRSOH�ǩQG�\RXU�SODWIRUP�LQWULJXLQJ" 
+DYH�WKH\�EHHQ�ORRNLQJ�IRU�VRPHWKLQJ�MXVW�OLNH�WKLV"

 F Is it valuable? +RZ�GR�\RX�FRPSDUH�WR�HYHU\RQH�HOVH"�'R�\RX�
JLYH�D�SRVLWLYH�H[FKDQJH�RI�WLPH��PRQH\��MR\��DWWHQWLRQ��UHSXWD�
WLRQ��RU�LQVSLUDWLRQ"

 F Is it stable?�:RXOG�PLVIRUWXQH�WRSSOH�\RX�WR�WKH�JURXQG"�+RZ�
well can you KDQGOH�WKH�XQH[SHFWHG"�'R�\RX�IHHO�VDIH�XS�
WKHUH"

5DLVLQJ�<RXU�&RUQHUVWRQHV�Elevates Your Platform

%\� IRFXVLQJ� WKLV�ERRN�RQ�HDFK�RI� WKHVH� IRXU� FRUQHUVWRQHV� LQ� WXUQ�� ,�
hope the concepts� ,ǅYH�VKDUHG�FDQ�KHOS�\RX�FUHDWH�D�SHUVRQDO�SODW�
IRUP�WKDW�HOHYDWHV�\RX�DERYH�WKH�FURZG��:KHQ�\RX�HDUQ�WKH�DWWHQWLRQ�
RI�DQ�DXGLHQFH�WKDWǅV�ZLOOLQJ�WR�SD\�\RX� IRU�\RXU�H[SHUWLVH��\RX�FDQ�
VXVWDLQ�\RXU�OLYHOLKRRG�IURP�WKDW�UHODWLRQVKLS��:LWK�WKH�ULJKW�V\VWHPV�
DQG�VWUDWHJ\�VXSSRUWLQJ�\RX��DOO�\RX�KDYH�WR�GR�LV�VKRZ�XS�DQG�VKLQH�
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If you’ve found this book helpful, please share it with other experts 

and entreprneurs you encounter along your own journey.

Here are a few things you can do right now:

1. Write an honest review of this book and post it on Amazon or 

Goodreads

2. Subscribe to my newsletter at https://CaelanHuntress.com/

subscribe

3. 6KDUH�D�VHOǩH�SKRWR�RI�\RX�DQG�WKLV�ERRN�RQ�
#MarketingYourselfBook and tag @caelanhuntress to say 

hello on social media.

Best of luck to you! Have fun out there.

Afterword
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Caelan Huntress started his career as an acrobat in the circus, earn-

ing and maintaining the attention of an audience as a street perform-

HU��+H�DSSOLHV�WKRVH�OHVVRQV�WR�WKH�ǩHOG�RI�PDUNHWLQJ��ZKHUH�KH�HDUQV�
and maintains the attention of a demographic.

&DHODQ� LV� D� G\QDPLF� VSHDNHU�� WUDLQHU�� DQG� EXVLQHVV� FRDFK�� ZKR�
FRPELQHV�KLV�VNLOOV�DV�D�WKHDWULFDO�SHUIRUPHU�DQG�WHFKQLFDO�QHUG�WR�PDNH�
FRPSHOOLQJ� YLUWXDO� H[SHULHQFHV�� +H� LV� D� &HUWLǩHG� ,QERXQG�0DUNHWHU�
WKURXJK� +XE6SRW�� D� &HUWLǩHG� 'LUHFW� 5HVSRQVH� &RS\ZULWHU� WKURXJK�
'LJLWDO� 0DUNHWHU�� DQG� D� &HUWLǩHG� 9LUWXDO� +RVW� WKURXJK� H6SHDNHUV�� 
+H�OLYHV�ZLWK�KLV�ZLIH�DQG�WKUHH�FKLOGUHQ�LQ�$RWHDURD�1HZ�=HDODQG�
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