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START HERE: Your Ideal Customer

$ WL QP HONV& UHDW D 3 HY/RQD IR\ RXU7 DU HW) DUNHWDQG , GHDCRXMRP HU

Just as a novelist will write 3 to 5 pages of back story on each main character before
she begins writing, you should write the back story for your ideal client.

Write out every detail about them that you know (from your research) or can guess at
reasonably well. Demographics are good, yes. But don't forget the psychographics:
what keeps them up at night? What is their main motivation for getting up in the
morning? What do they in their spare time? What clubs or organizations do they belong
to? Be as complete as you can.

Here’s an article | wrote a few years ago, that sheds a bit more light on the topic:

The Persona: How to Keep Your Dinner Guest in Mind

You care about your Aunt Sally.

6 R \ RX GROWNQRZ 1QJ ® VHYH KHUMKHGWK Z KHQ WKHTV DL LE


http://www.google.com/url?q=http%3A%2F%2Fthewordchef.com%2F2011%2F04%2Fkeep-your-dinner-guest-in-mind%2F%23disqus_thread&sa=D&sntz=1&usg=AFQjCNET8zhK9oav7Y0bdDgUKtjmq_tZ4g
http://www.google.com/url?q=http%3A%2F%2Fthewordchef.com%2F2011%2F04%2Fkeep-your-dinner-guest-in-mind%2F%23disqus_thread&sa=D&sntz=1&usg=AFQjCNET8zhK9oav7Y0bdDgUKtjmq_tZ4g
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The Starter Recipe

Many German bakers (the great original sourdough
masters) make new bread starters from scratch every six
months or so to keep them fresh.

You may not be a German baker, and you’ve probably already created your website
and other marketing materials, but it wouldn’t hurt you to take a look at this starter
recipe to get a fresh approach to your marketing messages.

Now if you’re working with your great-grandmother’s starter or one that has traveled the
Oregon Trail, (and if it's making great bread for you), don’t throw it out! But if you feel



like your marketing is just not hitting the mark, go through these steps and before you
know it, you'll have yourself a solid outline you can use online or in person.

Here’s the thing: Before you write one word of the copy in your marketing, you must
first:

e Know your objective
e Know your target audience
e Know your product or service

Your objective: What are you trying to accomplish with your website? or with any of your
marketing pieces for that matter? Direct sales? Lead generation? What response are
you trying to get? Your objective might not be to make a sale, but rather to get your
reader to send for free information or to sign up for your mailing list. But yes, sometimes
your objective is to go right for the sale!

Your target audience: The more you know about your target audience, the easier it will
be to convince them that they need your product or service. The more specific your
knowledge of them is, the better. Let’s say you're selling a night out on the town. Your
target audience could be many things — but in this case you choose to target couples.
And you might fine-tune that to target people whose jobs are stressful and who really
need some R and R.

| could write an entire course just on how to research and choose a particular target
market. If you haven't figured this out yet, drop me a line and let's see if we can work on
it together.

Your product or service: After identifying your audience, it's essential to know your
product or service. Just because this is YOUR product or service, doesn’t mean you can
succinctly talk about its features and benefits. Believe me, I've seen lots of folks struggle
with this one.

Take some time and immerse yourself in these topics. The five Ws of journalism are a
handy tool to use for this: What? Why? Where? When? Who? And the bonus How?



Assignment #1: Answer these questions

Take out a sheet (or 2) of paper for each item you sell and answer the following
questions:

What is the product or service I'm selling?

What is it made of? How is it delivered? (these are its features)

Why was it developed? (what problems does it solve? These are the EHCHIW
Where did it originate?

When was it discovered?

Who invented or discovered it?

How is it made?

Uncover everything you can. Especially the emotional benefits of owning or using it.

(Additional reading on the next page...)



Features vs. Benefits: How to Get Your Marketing to
Produce Results

The $64,000 question is: ' R\ RXUFXWRP HY/ Z DQWR EX\
Z KDW RX{H VHQJ "

1\ RXIYH GRQH\ RXUP DN KRP HZ RN LH - P DUHWHVHDURK  DQG\ RX NQRZ Z WWRXWD GRXEVWKDW RXU
SURGXPWRUVHWYIEH IV VRP HKLQJ SHRS®! QHHG DQG RUZ DQM HVW RX AIDIOR J HGHIDM VDBV WHQ WHUHY
VRP HKIQJ P MQJ [Q\ RXUP DUNHMZ) P HAWDUHV <RX P D\ EH\BGOIQ) DERXWHDMUHAY DQG CRAEHCH IW

,QVKRWM RXTH QRWVSHDNQ)” \ RXUPXRP HYY OQIXDIH  HWWHURQERH RUIQ SHYRQ
BRKRZ GR\RXGRWDW +RZ GR\ RX JHWRQWH VDP H SDIH DQG P DNH \WDWP SRUBQWFRQHAIRY'

<RX VRS \BOLQJ DERXVY RXUSURGXPWRUVHIYIEHT THDWUAY  XVXD@ \KH \KIQIV/\ RX \KICN DUH EUTDQAVDQG \ABAW
H SOIQQ) \KH EHCHIW Z KDWY 1Q IWRU\ RXUPXVARP HU

+HHYV ZKDW P HDQ L1\ RXTH XQAFN  HCRXIK VR VMOKDYH D KDUG FRS\ Rl WH\ HBZ SDIHV DURXQG JR JHWW
WRD | for DIW

1RZ RSHQIWKS W DQ SDIH DQGWUNH D BRN DWKH GVSO\ DGV 1 RIFH \WWH Z RGV \WWH XVH R GAVFUEH \WHU
YDURXV RITHIQIV 7 X VRP H SDIHY DQGNHHS UHDAQ) 1 RUFH DQ WIQ) "

1\ RX VDIG \WDWP RWARI \WH DGV XVHG YHY VP IOUZ RGY DQGW W EIQIR <RXY5 EH WKW


http://www.google.com/url?q=http%3A%2F%2Fthewordchef.com%2F2011%2F04%2Fproduceresults%2F%23disqus_thread&sa=D&sntz=1&usg=AFQjCNEZrmsbKlzjt5I_i-HwwWro2LPlPg
http://www.google.com/url?q=http%3A%2F%2Fthewordchef.com%2F2011%2F04%2Fproduceresults%2F%23disqus_thread&sa=D&sntz=1&usg=AFQjCNEZrmsbKlzjt5I_i-HwwWro2LPlPg
http://www.google.com/url?q=http%3A%2F%2Fthewordchef.com%2F2011%2F07%2Fpasta-marketing%2F&sa=D&sntz=1&usg=AFQjCNEBC8DMlT2nc59jgyiLDqyKm87ACQ
http://www.google.com/url?q=http%3A%2F%2Fthewordchef.com%2F2011%2F06%2Fwhats-on-your-marketing-plate%2F&sa=D&sntz=1&usg=AFQjCNHzpEDs05y2gp44Te-EuWaWgEoAvA

+ HUHIV DUH VRP HWSIFDCH DP SBV\ RX P LIKWIQG RQ MWDERXWDQ. DG
6 DWIDRIRQ* XDUDQAMHG
2SHQ @V
6 HKDED HVSDXRO
) UH HWIP DMV FROVXGBMRQY HAF
1 R DSSRIQN HQAGHFHWDW

< RXYODOR VHH YDURXY EXGMDAV Rl THDWUHY WDWDUH VSHPALLLE R \KDVWVSH Rl EXVIGHW 7 DNH D SHDN DAWKH
EHDXW VDBQV DQG\ RXJOVHH D OMR \MIQIV @\H + DILFXW + UKOIKW 3HPV : D) 1D $GIQIQUP

The problem here is two fold:

7 KHVH EXVIGHVWHV DUHQIAGLL HHQIDMZ) \KHP VHOHV [URP \KH RIHUBXVICHWHY IQ\WHUCQIFKH \KH DUH
XVIQJ \KH VDP H P DU P HWDIHV DV HYHY RGHHOH  DQG

7KH THXVQ) D OMR THDMUHY IOAMDG R EHCHIW

<RXURPXWRP HUUHD® Z DQW VR NQRZ WKLY RQH \WIQJ) How do \ RXsolve my problem? 7KH P D\ QRW
FRQFRXMO NQRZ \WDWKDW/ Z KDWIKH Z DONR NQRZ - oW 7 KMWP H

<RX GHHG R SDIOND SIFMUH IRUWHP R \WWH EHCHIMY WH FOU HWL WH EX\ TURP \ RX

© KHQ\ RX H SOIQ WH EHQH W R D SIRVSHRYH FXVARP HU \KH DU P XFK P RUH @HO \R P DNH \WWH FRQGHAIRQ
LQWHUEWDIQWDWKH  QHHG Z DQAZ KDWY RX KDYH \R VHO

$1' 1L\ RX VINH VD AMS [XUKRHUDQG H SOIQ \WH HP RWRQDCEHCH IVYKH JOUHFHYH DQG FRXSG! IVZ W D FDOR
DRIRQ VRP HKMIQ] @H KRZ ZRXG\ RX @H\R SD\ IRUKLY' & UHAWADIG RUFKHAN'  \ RXYGKDYH D VDB IRUVXUA

Here’s a very simple example of what | mean:

/ HW/ VD\ \ RXH VHB SHAY $QGRCH R \WH IHDWUHY Rl WHVH SHQALY' 1 \KDWKHUVKDSH IV KH, DI RQDO
&RROWKW <HY EXVWKDW MWD [HDMUH

7KHEHCHIWKH JHWURP KLY |HDWUH LV WDVWKH SHQACY. ROWRQRI \WH GHWN WA V SXW7 KDW/ WH FRRO
SDWUWKW $ @ RWVEXWRATXIWM

7KH HP RIRQDCEHCH WY Z KDWY KO [P SRMBIQW: K\ " %4-HFDXVH DOVDBN GHAMRQV DUH X@P DIMO EDVHG RQ
RXUHP RIRQY ( YHQZ KHQZ HW R EH REMAIYH DQG ®JIEDOZ HRQD EX\ Z KHQZ H IHHOKDWANY UKW

QWL FDVH IWFARX@ EH \WDVWKDYIQJ D SHCFLOKDWABA VV SXWDYHV\ RX P H DQG HQHU\  HIP ICDMV \WH QHHG R
EHQG GRZ Q DQG SIENIVIKS  RUHTP LQDWAV \KH WP H Z DVMG QW [Q) \R 1LQG Z KHUH IWZ HOW KXV NHHSIQ) \ RXU
ZRINGED XXQUQJ WP RRKO ,QRKHUZ REGY WWHHSV\ RX IHHI FDB DQG FRBFMG

7KH HP RIRQDCEHCH WY VRP HWIQ) \KDVWAKRX@ EH H WHP HO (P SRUBIQAR RXUMILI HWEXMRP HU \WH \WIHWHG
RXVDFFRXQEQA7KH JX\ ZKRIDBHDG ZRINGQ)  KRXW D Z HHN DQG GRHVQIKDYH P H IRUB DQQR DQFHV
@H SHQAO WRAY DZ D, \R QRZ KHWH


http://www.google.com/url?q=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FNiche_market&sa=D&sntz=1&usg=AFQjCNGbWN7-2NzSWC2_7vfzEqtaF6SxYQ
http://www.google.com/url?q=http%3A%2F%2Fwww.brandingstrategyinsider.com%2F2010%2F02%2Fbrand-building-and-emotional-benefits.html&sa=D&sntz=1&usg=AFQjCNG86kvvQELHAOlHXHHX0jk6TlHNOA
http://www.google.com/url?q=http%3A%2F%2Fwww.brandingstrategyinsider.com%2F2010%2F02%2Fbrand-building-and-emotional-benefits.html&sa=D&sntz=1&usg=AFQjCNG86kvvQELHAOlHXHHX0jk6TlHNOA
http://www.google.com/url?q=http%3A%2F%2Fwww.brandingstrategyinsider.com%2F2010%2F02%2Fbrand-building-and-emotional-benefits.html&sa=D&sntz=1&usg=AFQjCNG86kvvQELHAOlHXHHX0jk6TlHNOA

$ QG Z KHQ\ RX XVH \KDWDAB! VFHQDUR \R SDIQMWKH SIEWUH [RUWH FXVRP HU \WWH Z LGyVHH IWDQG2KHDU IWDQG
IWZ [@D@P DNH SHIHPWHOH\R WP $QGWHQWH, ZIOVD\ 3<HV” DQG SXQRX\WKHUZ DIBW

Try this with your own product or service: take out a sheet of paper and draw two lines down the
center so that you have 3 columns to work with.

QFRPQ OMAHYHY SRWIEGI THDWUH RI \ RXUSURGXFWHUYEH
IHWRMOQFRPQ DWW\ RXWHDWH TXHWIRQ36 R Z KDW DQG Z UMM GRZ Q \WH DQVZ HU

Q&ROPQ DWW\ RXWHDDIDIQ 36R: KDW RUFZ KDVBRVIMYH HP RURQ GRHV \MLY FUHDW LQ P\ FXVRP HY *
DQG Z UM GRZ Q\ RXUDQVZ HU

. HHS UHSHDIY XQUD RXTYH H KDXVMG HYHY SRMELDW

1 RZ FKHPNWH HP RIRQDCEHCH IW DI DIQAY RXUP DUNHWIHVHDURK DQG VHH Z KHUH WH. @H XS Z W Z KDW RXU
B HWEXVARP HUZ DQN DQG RUGHHGY 7 KHVH DUH WH WRUHV \ RX QHHG VR EH WA 7KLY IV WH @QIXDI H

\ RX QHHG \R EH XMIQJ \R FRQGHPVWZ W \ RXUSURVSHFW

1 HHG VRP H KHS 1LIXUQJ RXVWKH WKH EHQHIW R \ RXUSUIRGXPWRUVHIYIEH! / HWW FKDW, | \ RXIH D QHZ. FOHQW
P KDSS\ \RVSDUIH\RX ) 5( ( PIQAMVR P\ WP H I \ RXYH DQH MY FOHQAVSGDVH SXUFKDVH D EBFNR
\IP H \KDW RX |HHOZ RX@ EH DSSURSUDW

+ HUHY WH ENW P\ FDBIQEDU KWBYV WY EMIIR DFXIMWWRKHGX@Y FRP VRKHGX®! SKS

*kkk

Only after you identify your objective, familiarize yourself with your target audience, and
know your product or service thoroughly, is it time to start the real digging.
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Assignment #2: Using the Recipe - Question 1

The challenge of crafting every marketing message you'll ever need has been distilled
here into five easy steps that make the task of writing copy as easy as pie — and tasty,
too!

Each step in the recipe takes the form of a question. Once you answer each of the five
questions about your product or service, you’ll have the basic ingredients, a
mini-version of your marketing copy.

NOTE: As you are answering these questions, don’t get creative. Just answer factually.
We'll get creative later. Promise!

4 XHRQ : KDWYV \KH 3 UREGP ™

Most sales, both online and offline, are based primarily on solving a problem. Having
identified your target audience, your job now is to IGHQN \WH SUREGP \KDVY RXUBAJ HW
DXAHQFH KDV \WWDWFDQ EH VROHG B\ \ RXUSURGXPWRUVHYEH In marketing and
copywriting terms these are known as the three Ps — pain, problem or predicament.

This is where you play doctor. You diagnose the problem. The people in your target
audience may not even know they have a problem, so it is your job to make them
recognize it. Many marketers shove the solution down their viewers’ throats before their
audience recognizes that there is a problem. That’s like a doctor prescribing medicine
before you feel sick or understand that the shot will prevent the flu.

There’s another aspect to it as well. Once your audience understands they have a
problem, \ RX KDYH\R GMYWKHP NQRZ \WDW RX XQEHYARQG \WWHUSURE®P. There’s an old
saying that goes something like this: “People don’t care how much you know until they
know how much you care.”

QUHAHQN : UMW GRZQWH SUREGP V \ RXUPXVRP HULY GHDI Z WK - XVWRQH RUER
VHOMQPHV 96AVEH VXUH IR FDSUUH \WWH SDIQ SRMRQ R KRZ WLV [P SDFW WHP  DQG \WHU
QH

11



Assignment #3: Complete Your Starter Recipe

4 XHWIRQ R WH 6\BUWMUS HASH : K\ KDVQWH 3 UREGP
FHHQ6ROHG' 2 U\WH EXWQIQ) G-MUH IXQMG

Extending the doctor metaphor, this is where you further identify the history of the
problem, predicament, or pain that your target market has experienced up to now. What
previous remedies or solutions have been attempted but failed? As you progress
through all five steps of this recipe, you’ll begin to see how the answer(s) to this
question serves to build your audience’s anticipation about a new solution you're about
to reveal.

$\WWLI QP HON&.RP S < RXUB \BWAUS HASH

Ingredient 2. Write down the reason(s) why the problem continues, persists or lingers. How is
it that they haven’t solved their problem, and why are they still stuck in the rut? Again, a few
factual sentences will do.

4 XHAWRQ  : KDWY SRWME®!

In coaching parlance, this is called possibility thinking. This is where you set the stage for
what life could be like — what could happen — when your audience’s problem, pain, or
predicament is eliminated. You must go beyond stating the obvious. “The pain in your lower
back will disappear,” is not enough. You must draw a picture of what is possible now that the
pain is gone. “You will be able to engage in activities (specify activities) you were unable to
engage in because of your back pain,” or “You can accomplish all your goals and dreams
because the pain is no longer there to stop you.” This is the dramatic promise.

Ingredient 3. Write down what'’s possible. Paint a picture of the way things will be when your
prospect’s problems are solved. Again, a few sentences will do.

12



4 XHWMRQ : K\ DUH<2 8 XQTXHD VXIWG W KHS KHUH'

This is where you explain who you are and how your product or service can help them, as
well as what'’s different about your product or service that will eliminate their problem. This is
where your unique selling proposition (USP) comes in. A USP is something that sets you,
your product or service, or your business apart from every other competitor in a favorable
way. It's the competitive advantage that you proclaim to your prospects, customers, or clients.

Ingredient 4. Write a few sentences about what differentiates your product or service. Present
just the substance — not the details.

4 XHMRQ : KDWKRXG\ RXUSUIRVSHANER (RZ™

If you answered the first four questions, and established your objective, you know what the
answer to this question is. You simply tell your audience to do what you started out wanting
them to do — that is, to sign up, pick up the phone, register, opt-in, or buy what you're selling.

Ingredient 5. State clearly what you want your prospect to do. This is the call to action.

There you have it. Once you have answered the five starter questions, you have the recipe for
building any marketing message. You now have the structure; all you have to do next is
embellish it. The fact is, with this recipe alone, you can make some sales.

13



How to Use Your Answers IRL (in real life)

Imagine for a moment that you are at a Chamber mixer with a business acquaintance
named Roberta, a personal development coach. Roberta is an expert at successfully
generating leads for her service, and this is how she does it:

PROSPECT: What kind of work do you do?
ROBERTA: I'm a personal development coach.
PROSPECT: Hmmmm. What exactly is that?

ROBERTA: Let me ask you a question. Are there three things you'd like to accomplish
in your life right now that for some reason or other you haven’t been able to accomplish
yet?

PROSPECT: Sure. | think | can think of more than three.
ROBERTA: Why do you think you haven’t been able to accomplish them?

PROSPECT: (answers vary from person to person. They range from “I haven’t focused
enough attention on accomplishing them” to “I| have an unsupportive
boss/spouse/family” to “I can’t seem to find the time or energy to devote to them” to “I'm
stuck in a rut and I'm still trying to figure my way out,” and so on).

ROBERTA: What if you were able to eliminate (here, she reiterates their specific
challenge), how would your life change?

PROSPECT: (again — answers vary.)

ROBERTA: What if | told you | have a unique approach to help you take care of (that
specific challenge), which will help you get from where you are to where you want to be
—not in a few years, but within the next 60 to 90 days? Would you be interested in a
15-minute free consultation to find out how | can do that for you?

PROSPECT: Sure — why not?

At this point, she takes her business card out and asks what day and time would suit the
prospect for a free consult. When the prospect answers, she writes the appointment on
the card and hands the card to the prospect, telling the prospect to call her at the

14



appointed date and time. She then turns the card over and points to a diagram on the
back.

ROBERTA: Before you call me, I'd like you to do something fun. I'd like you to do this
quick exercise here and tell me what your answer is when you call me. Then I'll explain
what what your answer means.

PROSPECT: Okay, you got it. I'll call you then.

Do you see what she did? She managed to get a prospect interested in her services in
a matter of one or two minutes, and she generated a lead that might eventually turn into
a client, which of course, was her objective.

Let’'s examine the conversation more closely to see how it relates to our recipe. When
prospects ask Roberta about her work, she uses it as an opportunity to identify their
problems (,QIUHAHQW). Instead of making an educated guess about what their
problem(s) might be, she makes the prospects identify their own challenges by asking
them to think of the top three things they have yet to accomplish. Then she asks why
they haven’t been able to accomplish them yet ( ,QJUHGHQW).

Roberta next asks the what-if question; that is, she makes prospects imagine how life
would be different if the problem(s) were eliminated (,QJUHGHQW).

After her prospects answer the question, Roberta mentions her unique approach to
helping them take care of the problem(s) so they can get from where they are in life to
where they want to be in the next 60 to 90 days (,QJUHAHQW). This is followed up with
an offer of a free 15-minute phone consultation at an appointed date and time
(,QIUHAHQW). The fun exercise on the back of the card is a device she employs to
make sure prospects call her and to minimize no-shows.

Roberta’s networking sales pitch is one small example of just how powerful the recipe
is. Especially when your prospect identifies their own predicament for you, and creates
their own perfect scenario of how life is different once that problem is solved.

$ WL QP HQADutline your own networking strategy using the above as a model. Go
back to the 5 Starter Recipe Questions you've already answered.

When you model success, you need to model the strategy, not the result (meaning you
don’t mimic someone else’s writing style, you simply use the technique). The recipe is
one of the most important strategies you can learn. If you follow it, it's almost impossible

15



to be stumped for what to say, or to experience writer’s block. You won'’t struggle to be
creative or clever or amusing or profound. You just use the facts.

In our next lesson, we'll start to make those facts come alive for other marketing
purposes.

16



Embellishing on Your Starter Recipe Answers

To Review...the last 3 lessons had you finding your own particular Marketing
ingredients:

1. My customer’s # 1 problem/desire
2. Why can'’t they solve/attain it

3. Picture of the world when | solve it
4. What's different when it's solved
5. Call to action

In order to use these ingredients as the basis for any marketing materials you have,
you'll want to expand on them by adding appropriate stories, metaphors, emotional pulls
and other flourishes as appropriate.

$\WLI QP HQW6 \BWWR ELDIQARP  SRME®! HP EHIVKP HON

Take out a blank piece of paper and write down ideas for how you will illustrate your
points.

For example, choose one or two compelling client stories that fit the outline of your
ingredients. These will be case studies.

Other great sources are testimonials and survey results -- any qualitative or quantitative
data you've collected over the years.

If you don't have any "hard" evidence that you've collected yourself, look at secondary
sources. Are there any industry surveys that were done recently? You really only need
two to three of these pieces to begin.

Are you struggling with this part? If you'd like to chat, | do offer a FREE 20 minute laser
coaching session for folks who aren't already my clients. If that sounds like it might be
helpful to you, shoot me an email.

17



Write Your Customer a “Love Letter”

Trust me on this one -- you HHGo do this! Not only will it help you practice talking
directly to your prospects in a heartfelt way, it's a great first draft for any sales pages
you may need in the future.

$VWLIGQP HON: UMM D GMWHUVR WH 3 HYRQD \ RX MVWFUHDWMG

Keeping in mind the details of the persona you created and your 5 starter ingredients,
write a letter to your ideal client explaining who you are and what you have to offer.
Write it as you would write any letter to a friend. Pretend you know them extremely well
(you do!) and let them know you know how they feel. Add the empathy, the sympathy,
\WH HP RWRQvthat surround this topic.

Share these assignments with a trusted colleague or friend, get their feedback and edit
again. Next: read each the letter out loud. Does it flow? Does it sound natural? Edit
again.
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Your Site's Architecture

You've already seen how to use the starter ingredients in a live, networking situation
(Review Lesson 3). Now let's look at how to serve up these messages in other ways.

The whole reason you signed up for this course was so that you could rock your website
or blog, so let's start there.

Assignment: On a blank sheet of paper outline the
architecture for your website.

You'll have a home page of course. But what other pages do you need and why? What
will be the objective of each of those pages (what will be your call to action)?

Now look at your starter recipe, and letter to your ideal client and map each of those to
a page, or pages. Your starter recipe will most certainly begin on your home page and
continue through to an About page, or a Hire Me page. Take your draft and see what
the most logical format is and apply as appropriate.

You can repeat this process for any marketing collateral: brochures, ads, even tweets!

The challenge with applying this to smaller "real estate" items (like a tweet), is that you
need to focus heavily on the WHY and the call to action. For example, let's say you just
wrote and blog post and you'd like to share it with your followers. You DON'T want to
just say, "Here's my lastest post: http://bit.ly/xpwt." That doesn't say anything at all to
your target audience.

If you've written your blog post for your ideal client using the starter recipe, then your
post will contain elements of your message that you can use to connect with your
audience in a tweet. And your tweet should say something like, "How to Solve X in 3
Easy Steps: http://bit.ly/xpwt."

Now there's a reason for your ideal client to click through and read your post. AND if
they like it and find it relevant, they may share it with their networks as well.

+ HUHV D TXIEN \WWMMWVhat was the call to action in that tweet?

That's right: it was an implied call to action of "click here" -- implied by the URL that was
included.
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Assignment: Outline the other bits and pieces you want to
add to your marketing pantry.

Keep in mind who your ideal client is, where they hang out, and how you can get in front
of them. Do they read the newspaper? Then you'll need to get an article about you
published in the paper, right? If they are more the internet-type, where do they surf? Are
there any online forums or bigger blogs they visit on a regular basis? If so, you need to
be there, too.

If you feel like you could use some help with this particular lesson, let's talk. All you
need to do is shoot me an email and let me know what challenges you're having. I'll get
back to you right away and we'll take it from there!
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Your Home Page

We've tackled the foundational bits of your website (your Contact, About and
Products/Services pages), now it's time to work on the design.

Why do we tackle design DiMWve've addressed the architecture and the foundational
copy? Because it takes this much time to get your arms (and brain) around exactly what
you want your website to do with (and for) your visitors.

Plus, design is what allows you to deliver your content the way you UHD@want to.

By now, | assume you've already looked at the designs of nearly a hundred websites
(including those of your competitors); all the while taking notes about what you like and
what you don't like.

You've already got your branding nailed down (your logo and design colors). And
perhaps you've picked out a design theme as well. (Are you using WordPress? If not, be
sure that your site's content management system (CMS) is easy enough to navigate on
your own.)

The design tweaks we're going to address next are all managed by your CMS. Let's
begin with your Home page.

Depending on the design theme (template) you've chosen, your Home page will have
several layout options that you'll need to choose from. One of the first questions you
need to answer is: Will you lead with content (like blog posts) or do you need to provide
a more static welcome to your visitors?
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Your answer to this question depends on your business model, but my recommendation
is that your site VKRX@utilize a blog no matter what. (You can keep the posts off the
home page, if you need to, but it plays an important role in so many aspects of your
online marketing).

The other piece you need to figure out here is the message that you'll use to welcome
your visitors. You'll want to help them identify themselves as your ideal customers as
soon as possible and lead them through the pages of your website in a way that helps
them find the content they came for.

Assignment: Go back to your notes on Question 1 of the
website starter recipe (What is your ideal customer's
biggest problem?).

Use your answer to that question as the starting point for your welcome page copy.
Remember -- the copy needs to be more about your visitor than it is about you. (You
have an a lot of other pages to talk about who you are and what you offer.)

Write out a short draft of about 150 - 200 words. Read it out loud. Edit as necessary.
Make sure you've included the top 3 keywords you'd like to be found for online. Edit it
again. Keep in mind that this is both a welcome message AND a tool for ensuring your
bounce rates aren't too high. (More on bounce rates in a later lesson).

If you feel like you could use some help with this particular lesson, let's talk. All you
need to do is shoot me an email and let me know what challenges you're having. I'll get
back to you right away and we'll take it from there!
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Where do your visitors go next?

It's happened just the way you imagined.
A potential customer has searched for an answer to her question and found YOU.

She's clicked the link in the search results that lead directly to your website. (In this
particular example, let's pretend the link takes her to your home page.)

Will she be able to find what she's looking for? Or will she be distracted by all the bells
and whistles you've added?

That all depends on whether or not you make the path easy to find.
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Assignment: Revisit your website starter notes from
Question 5 (What action do you want them to take now?).
Use your answer to brainstorm three or four different paths
that your visitors might take to get to that point. Map out
the pages that they'll visit.

Next, draft out a short page of directions you could offer to a new visitor. This is your If
You're New Here page. It will contain links to your most popular content as well as at
least one or two Calls to Action (see your answer to Q5/What action do you want them
to take now?).

If you feel like you could use some help with this particular lesson, let's talk. All you
need to do is shoot me an email and let me know what challenges you're having. I'll get
back to you right away and we'll take it from there!
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Your About Page

Your website or blog needs an About page. Surprised? You shouldn't be.

If you want to do business online (and make money at it), you're going to have to give
people the opportunity to know, like and trust you.

And most folks are accustomed now to finding out about you and your business through
the About page.

: KHUH W \WBW\Dig up your answer to Question 4 of the Website Starter Recipe. Look
specifically at the parts where you talk about KRZ \ RXUH GLIHHHQN

(If you didn't do the assignment, it's time to do it now.)

Assignment: Use your answer to Question 4 as a base to
build your About Page on.
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Then, think about how you would answer these questions:

e What's your background? Why are you qualified (or not) to do the thing you're
doing?

e Why are you passionate about what you're doing?

e What do you when you're CRWoing the thing you're doing? (This gives people
a larger vision of who you are as a human being)

e What's your backstory? What particular path(s) did you take to get to this
point?

You get the idea.
A couple of questions | often get:
Q: Should I write this in 1st person? Or 3rd person?

A: If your business is just you, write it in 1st person. It makes absolutely no sense to try
to be something you're not. Be authentic. Don't try to sound larger than you are. When
you hire your first virtual assistant, you have my permission to switch to 3rd person, if
you absolutely must.

Q: How long should my About page be?

A: As long as it needs to be. If you can get away with 500 words, do it. But if your story
needs a larger space, take it. You can break up the copy with sub-headings and bullets
-- or even sub-pages -- if necessary.

Some final tips:

Keep in mind who your ideal client is as you write this. Are you using any
industry-specific terms (i.e. jargon) that might be unfamiliar? Not everyone will know
what that acronym means.

Use plain English at about the 8th grade reading level. Keep your sentences short. And
write as if you are speaking directly to one person (yep, your ideal client).
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Your Contact Page

Your Contact page shouldn't be overlooked as a place to add a little pizzaz and
personality.

After all, if you want to actually SELL something, you want people to contact you, right?

Lots of folks who do business online feel like they can hide behind the anonymity of a
website and often fail to include a phone number where they can be reached.

Do you still use your Yellow Pages? Guess what, neither do |. One of the top reasons
people search for you online is to find your phone number. So include it often and
always.

If you don't want people to call you, what are you afraid of?

If it's being bombarded with calls, remember: there's this new invention called voice
mail. It's fabulous for when you can't (or don't want to) get to the phone. Okay, no
excuses, right?

But don't just stop at your email addy and your phone number. Think about all the many
ways your ideal client might want to reach out and connect.

Assignment: Put yourself in your ideal customer's shoes,
and brainstorm as many ways as possible that they might
prefer to communicate.

Make the list and don't forget things like:

e A snail mail address. If you work from home and don't want people to have
your address, then get a P.O. Box. Simple. (Hint: the USPS -- as long as they
stay in business -- is often the best deal in town.)

e Your social media links

e Your skype ID

e Your Google voice widget

e Still using a fax? Some people are.

e A map to your location (again, only if you have a brick-and-mortar shop)
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e A schedule of any regular meetings you attend
e Links to any pages for specific products or services, or even an FAQ page

e Also - are there any special directions you should include (for example: where
to park, how often you're available by phone, etc.)

You get the idea.
A couple of questions | often get:

Q: Should I include my actual email address on the contact page? | thought that
would open me up to getting SPAMmed.

A: If your theme doesn’t come with a contact form, use a plugin to create one. | use
Gravity Forms but also like the Contact Me plugin for WordPress. And yes, include your
email too. Just format it like this: tea {at} storybistro {dot} com; or, create an image that
people can read. (That's how we foil those dang SPAM bots.)

Q: Where should my Contact page link from?

A: The main navigation (at the top right of your site) is where most people will look for it.
But also include a smaller link at the bottom of your site, too.

Some final tips:

Keep in mind who your ideal client is as you put this together. Are they tech savvy?
Then make sure you give them lots of techy options. If they prefer the human touch, be
sure you've included those.

Use a photo of yourself or a fun graphic that expresses your personality. This helps
make the human connection more real. For inspiration, check out these designs.

If you feel like you could use some help with this particular lesson, let's talk. All you
need to do is shoot me an email and let me know what challenges you're having. I'll get
back to you right away and we'll take it from there!
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Your Products/Services Page, Part 1

What is that you're selling? Most of us
are offering either a product or a service;
sometimes both.

But how are you describing them?

Guess what? It's time to nail down the
benefits of doing business with you.

Here's what you need to do...

Assignment: On a piece of
paper, draw two lines down
the center, so that your

paper is divided into thirds.

On the left, make a list of all the features
of your thing.

Here's an example of features for a hypothetical widget:

You get the idea. Now do yours.

Color options (Choose from your choice of 5 spectacular colors!)
Shipping options (We ship anywhere in the world!)
Hand-made by a special tribe in Asia (No, not a sweat shop!)

Fits into most any brand of widget-whatchmacallits

In the center, answer the question, "So that...?" after each feature. Here's what | mean:

...You get the color you want/need/desire/that fits your decor

...No matter where you live, you can have one of these/you don't have to get in
your car to buy one
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...You get a totally high-quality item/your item is one-of-a-kind

...You don't need to worry about model numbers

And now on the right, answer the same question again until you drill down to an
emotional benefit or motivating factor. Here's an example of what I'm talking about:

...You feel complete/you feel unique
...You won't be left out/you can feel smart that you found the solution
...You feel confident that you got the best/you feel unique

...You can relax and spend time worrying about something else

Let's look at this exercise again for a hypothetical service this time.

Features:

So that:

So that:

Available 7 days a week
We speak Spanish
Easy payment plans available

We guarantee our work

...You can work with us when it's convenient for you
...You can work with someone who speaks your language
...You can afford our services

...You don't need to worry about whether or not you'll get you what you need

...You don't have to worry about fitting us into your schedule
...You can feel confident that you're being understood completely
...You don't have to worry about paying your other bills, too.

...You can feel confident that you're getting exactly what you want
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These are really simplistic examples, but | think you get what we're after here: the
BENEFITS of doing business with you.

And even more importantly, the EMOTIONAL BENEFITS of doing business with you.

If you feel like you could use some help with this particular lesson, let's talk. All you
need to do is shoot me an email and let me know what challenges you're having. I'll get
back to you right away and we'll take it from there!

Your Products/Services Page, Part 2

Once you know what the benefits are from doing business with you AND you know what
your ideal customer is truly worried about (remember: what's their biggest challenge or
burning desire?), you are truly equipped to outline your Products/Services page.

Depending on how many items you're offering for sale, you may have multiple pages.
But let's start with an outline.

Assignment: Make two lists of all your products and/or
services:
1. First, list them from lowest price to highest price.

2. Second, list them in categories -- so that if you have multiple options in one category,
they are all there.

What we're after here is a big picture inventory of what you're selling...because we want
to see how to best present these options on your website.

If you're selling products and need to create a catalog (because you've got so many
items), then you'll be able to see at a glance how small or large that catalog needs to
be. And how you'll organize it.

If you're selling services, this will help you identify any holes in your offering. Do you
need to spend some time working on your product/service development?
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Now think about how you'll present these offerings on your website. You'll need at least
one or two introductory sentences at the top of your page to let people know they've
arrived in the right place and to tell them where they're going.

Next, bring back your list of benefits (from Lesson 8) and incorporate DWBDWihe top 3
benefits into your copy for each item.
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Demonstrate your authority

Before we move forward, let's recap what
we've done so far.

You began with the Website Starter Recipe
and answered 5 important questions:

1) What is my ideal customer's biggest
problem or burning desire?

2) Why hasn't she been able to solve it (up
till now)?

3) What's possible for her if it is solved?

4) How are you uniquely positioned to help
her solve it? and

5) What's the next step she needs to take to get closer to solving it with you?

You then wrote some basic web pages that worked as the foundation for telling your
story.

You've also outlined the path on your website that your ideal customer will most likely
take to get to your answer to #5 above.

Now comes the part where you provide lots of proof -- both primary and secondary --
that YOU are the one she's been looking for.

The content that you author and add to your website is primary proof that will help her
see you as an authority -- and as the one with the answer to her biggest problem.

So how do you figure out what that content should be?

You brainstorm. You ask questions. And sometimes -- yes! -- you even ask your ideal
customer directly.

What we're looking for here are the types of questions that your ideal customer is asking
about what you have to offer.

If you are a house sitter, for example, she may want to know things like:
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e How do I find the right house sitter?
e What should | expect to pay a house sitter?
e What can | ask a house sitter to do for me?

Get it? You want to get inside her head and think of all the different questions she's
asking about your particular thing.

And then you want to provide her with answers via any of these options:
1. Articles - published on your site or elsewhere
2. Blog posts
3. Videos
4. Podcasts
5. Audio files

6. Infographics

So here's your homework: take an hour or so and start
brainstorming all the questions your ideal customer needs
to have answered before she can buy from you.

This is a list you'll want to keep handy so you can add to it as things bubble up to the
surface.

Next, take some of the most important ones and start outlining a plan and schedule for
how you'll address these questions. The simplest thing to do is write articles or blog
posts. So let's start there. I'll have more for you in the next installment.

If you feel like you could use some help with this particular lesson, let's talk. All you
need to do is shoot me an email and let me know what challenges you're having. I'll get
back to you right away and we'll take it from there!
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How to Write Your BEST Blog Posts

Last time, we talked about the primary proof you'll
need to demonstrate your authority.

These next few lessons will focus specifically on how
to do that very thing.

First, we'll tackle the Blog Post.

Most of us have written a thing or two by the time
we're old enough to start our own business. So I'm
not going to give you remedial writing lessons.

In fact, I'd really like it if you'd forget most of what
you learned in school!

| don't want you to worry about dangling participles or sentence fragments. And | want
you to forget about being perfect.

What | GRwant from you is your voice. Your UHDOQH VSHDNQJ YRIEH

Yes, you're going to write this next blog post just the way you speak.

How do you do that?

First - you write your article. Then, you put it away for at least an hour or more.

When you come back to it, read it outloud. And as you read, edit the punctuation and
content to match the inflections in your voice.

When you speak, you usually use contractions. Incorporate those into your copy.

Notice where you stop to take a breath? Put a period there. (Shorter is always better
any way.)

What word do you emphasize? Bold that. Or MY@H] Hit. Or -- if it's really crucial to
making your point -- use all CAPS.

After you've done those edits, the next step is to let it sit again. Preferably overnight.
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This time, when you come back to it, | want you to look for places you can add an aside
comment (something in a set of parentheses) or another way to get across what you
mean.

Think about it this way: when you're having a conversation with someone, how does the
banter usually go? Do you make short explanations on the side? Do you cleaapogmecs
waaszstrive to be politically correct? Do you tell jokes? If it's appropriate for your piece
(and it usually is), add a tidbit of humor where it makes sense. You can do that with the
stomaragpiormatting, the parentheses, or even changing the size of your text.

The idea here is that most folks don't read much anymore. We talk. We watch TV. We
may even listen to talk radio. Our brains have been trained away from formal writing.

Formal writing is (yaaaawn) boring! And if you do it, you'll lose your readers faster than
a microwave dinner.

So write that blog post or article tonight. And spend the next day or two injecting your
voice. Use your words, yes. But also think about how you can do some of that visually
with your text formatting.
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Formatting that Blog Post

Now for a little more formatting.

We're going to make that blog post or article VFDQLDE®I
Remember when | said people don't read?

They really don't.

Unless they decide it's worth their time.

And how do they do that? They scan.

First, they read the headline. Is it interesting? (Let's say for the sake of argument here,
yours has caught their attention.)

Next they'll take a look at the body and see what's there.

Sub-Heads come in Handy (<-That's a Sub-Head)

Make sure your piece has at least two, preferably three sub-heads. (It will really depend
on the length, but for the average blog post of about 1200 words, this is pretty
accurate.)

Next, wherever possible, break up those paragraphs into smaller bits.
One sentence per paragraph is VRE@® FRRO

If you see yourself writing something with a lot of commas, you might be in list mode. In
that case, use some bullets or a numbering system to break things up visually.

Your Reader Needs White Space

Remember when | said folks don't read? One of the things that keeps them from
reading is a lack of white space. It might be an unconscious decision, but we all do it.

When you see an article or a blog post, if it's very text heavy, your brain says, "Um...|
don't WWIQNs0." And you skip right on by.

So don't let that happen to your lovely bit of work.

Open it up and let it breathe.
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As a reminder:

e You've injected your voice through textual formatting (e.g. italics,
strikethroughs, etc.)

e You've added some white space via short sentences and paragraphs
e You've called out important shifts in the writing with sub-headings

Now we're going to go back and look at the content.

What's Your Point?

When my son was in high school, he signed up for an advanced English class and
quickly found that his writing wasn't quite up to snuff. His papers were regularly bringing
in Cs, where before his grades never went below a B minus.

The problem? He was trying to write flowery and emotionally based essays. They were
so beautiful, they might've been considered poems. (He fancied himself a songwriter
back then.)

But his papers ended up wandering everywhere and leaving the reader wondering what
he really meant by it all.

Being the good mom (with an English degree), | reminded him of the basic format for
any writing:

1. Thesis statement
2. Evidence
3. Conclusion and restatement of the thesis
Since he couldn't quite wrap his brain around that, | used this analogy:

<RXNQRZ KRZ ZKHQ\ RX KDYH VRP HKIQJ \ RX Z DQWP H\R GRIRU\RX @H JLYH\ RX

VR\ RX FDQEX\ DQHZ SDIUR VKRHV \ RX FRP H XS Z W D FRQVIGAIQ) DUXP HOAR
P DNH\ RXUSRIQW <RX YH DZ D\ V JRWD ®QJ MR JRRGUDVRQV: +< , VKRX@ JLYH\ RX
WDV " 7KDW H DRV® Z KDW RX QHHG \R GR 1Q\ RXUZ UMZY

When writing a blog post, the idea is the same:
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e Have a clear purpose or topic -- its simplicity will depend on the length of your
piece. You should be able to state it clearly in RCH VHQMQFH

e Have at least three examples to explain or elucidate your topic (this is your
evidence).

e Wrap up with a conclusion that restates your topic.
Bonus Content!

If you follow the above outline, you'll meet your readers' minimum expectations. Good.
But not spectacular by any means.

To make your blog posts really rock, you'll need to add these as well:

e Instructions - Don't just tell your reader what they need to change and why.
Give them some simple starter instructions for next steps.

e Inspiration - Are you inspiring your reader to take action? Are you touching
their emotions somehow? (We'll address this one more fully next time.)

Take a look at your content from this perspective and see if it measures up. If not, go
back and revise or edit out anything that muddies your original intent. Then make sure
you fill in any holes.
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Inspire Your Reader to Take Action

You may write some fabulous stuff. But if your
reader never takes action -- never attempts to
put your advice into practice -- then you're not
going to get very far as an DXWRUAW

You QHHGyour readers to take your advice if
you ever want to have testimonials about how
you've helped them (and you definitely want
some great testimonials!).

Inspiring them to action is a gift you give that
gives back to you.

Persuade With Reasons And Repetition

Studies have shown that people are more likely to comply with your directions, if you
just give them a reason to! Think about it...people do things for a reason, give them
good reasons to do what you want them to do.

Repetition is critical in persuasive writing. Argue your point from many different angles,
always arriving at the same conclusion...your's! You should: state your position plainly
and clearly, use examples, use statistics, tell a story, quote a famous person or
authority, give convincing evidence that your position is the right position to take.

Provide Social Proof

When you show that others agree with your perspective, you go a long way toward
proving your point. People look for guidance from others as to what to do or what to
accept. Just look at how many testimonials you see on sales pages. Social proof in a
blog post means quoting other authorities, statistics or research.

Before you publish that blog post, do a quick internet search to see what others have
said about the same topic. If you find something valuable, use it (and quote/link to your
source!)
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Use Comparisons As A Persuasive Technique

Using metaphors, similes, and analogies are very common persuasive writing
techniques. Why? Because they allow you to compare your conclusion to something the
reader may already accept as true, which makes your point easier to understand. (I did
this last time when | used the example of my son's struggle with writing an English
essay.)

Feel Their Pain!

Identify the problem your solution will be solving a little later in your piece (remember
what we covered in Lesson 17?). Let them know you know how they feel. You've been
there and done that yourself, and here is what you found to take the pain away! Your
solution's credibility goes way up if you can demonstrate to your reader that you truly
can identify with their problem.

Use a Story to lllustrate your Point

This is probably the most crucial thing you can do. And there are two ways to do it:
e Using a direct story

e Using a comparative story

/ WP H H SOIQ

In a direct inspirational story, the people and the actions are meant as a direct example.
The story of a paraplegic overcoming odds to live a normal life is not a direct inspiration
to a real estate salesperson, but the story of the guy who cross-sells the customer is.

The direct inspirational story FRP HVIURP \WH VDP H IQGXMM \ RXTH IQ and was originally
experienced by someone who does what you do. It's directly applicable as an example.
It's a role model. It’s also harder to work with because it’s likely there are fewer good
examples to use, and you can’t just keep trotting out the same old ones every time.

In a comparative inspirational story, you’re comparing one person’s situation to another.
You’re sending the message: if this person can overcome obstacles to succeed, you
can, too.
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Comparative inspirational stories come to us all the time from the world of sports and
are applied to business because in both cases people are striving against competition to
win. Same thing with war analogies. On a different side altogether, a story about getting
through a difficult family situation and maintaining relationships can also inspire a team
having troubles getting along (it's not always about sports and fighting). In my situation,

| like to use the metaphor of cooking as a way to explain writing.

Why You?

You may be wondering, who am | to write something inspirational? Why would anyone
listen to me?

You’re the person with the blog other people are reading and learning from, that’s who.
You’re already inspiring them. To what degree is up to you.

That's it for today. Next time, we'll tackle your blog post's title (aka the headline).
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