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E xpertpreneur® Magazine is committed to helping en-
trepreneurs who make their living sharing their knowl-
edge and expertise, build a lucrative business and an 
influential brand. Until now, there hasn’t been a maga-

zine publication tailor made to meet the needs of “expertpre-
neurs™”.  

I’ve created this digital magazine to bring together other ex-
perts, thought leaders and successful entrepreneurs to share 
their wisdom, insights and advice to help you build your “ex-
pert business”.  You’ll also find reviews and recommendations 

on great tools, templates, books, podcasts and other resources that will help 
you grow your business and extend the reach of your brand.

In ExpertPreneur® Magazine you’ll find useful advice, tools, templates, ideas, tips and 
strategies specifically designed to help “expertpreneurs®” grow their business.  In our 
magcast you’ll get articles, audio podcasts, videos, free reports, expert interviews, and 
useful strategies to help you take massive action to build the business you’ve always 
wanted.

In addition to providing great strategies, advice and tactics, we also provide you with 
some inspirational and motivational content because building an “expert” business can 
be hard work and everyone can use a little inspiration once in awhile.

Dedicated to your success

Sheryl Wolowyk 
Sheryl Wolowyk
Editor, ExpertPreneur® Magazine 
and Founder of Expert Elevation

To ensure you don’t miss an issue Subscribe to ExpertPreneur® Magazine today and 
receive one month FREE!

Click the Subscribe button Now.   

Subscribe today and take advantage of this time-limited promotion to receive each 
edition for only $1.99.  That’s close to 70% off the cover price and less than a cup of 
coffee!  So what are you waiting for?  Hit the Subscribe button and start building the 
business you’ve always dreamed of.

BY SHERYL WOLOWYK

SHERYL WOLOWYK

Note From the Editor

Note From the Editor
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Based in Edinburgh, Flow Languages 
provides translation and interpreta-
tion services all over Europe. While 

working together over SKYPE on his Guer-
rilla Marketing Calendar for 2014, the own-
er, James Cantor, shared his plan to send 
Valentines Day Cards to all of their clients. 

James had designed an elegant color post-

card, featuring the company logo, toll-free 

number, and listing all the various languag-

es and services they offer.  He was plan-

ning to have them professionally printed, 

on glossy stock, and mailed in bulk to his 

whole list.  Good thing I stopped him.

“No, no, no, no, NO!” I said.  “That’s exact-

ly what every other business does.  They 

send out a glossy marketing piece that 

looks like a glossy marketing piece, and it 

goes straight in the bin.”

ORVEL RAY WILSON, CP

Gueril la  Marketing for ExpertPreneurs

BY ORVEL RAY WILSON, CP

Guerrilla Marketing for ExpertPreneurs

I t ’s  Better to be Dif ferent than to be Better 
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“So what do you recommend?”  James 
asked.

“Go to Sainsbury’s and buy several boxes 
of those cheap little valentines that kids 
pass around grammar school.  Sign each 
card with the message, ‘We LOVE having 
you as a client!’ sign your name, and en-
close a business card.  Then hand address 
each envelope and apply a Royal Mail First 
Class stamp.” 

“But what about quality?  The message is 
that we offer high-quality accurate transla-
tion.  Shouldn’t the mailing reflect that?”

“I understand your intention,” I said, “but 
quality is a given.  Every translator does 
accurate translation or they’d be driving a 
truck. What matters is the relationship.”  

“When you try saying something to eve-
ryone, you risk saying nothing to anyone. 
Instead, say something specific to some-
one.” I told him, “Target the top 10 or 20% 
of your past clients, ranked by revenue, 
then add in active clients who are likely to 
engage you again, and get busy.”

Like all good clients, James acted on the 
advice.  He and his employees spent the 
next week preparing 500 little valentine 
cards, and addressing 500 tiny red enve-
lopes. 

Within a week, he received more than a 
dozen calls from people saying, “Oh, that 
was SO thoughtful!” and, “I haven’t seen 
one of these since I was a kid!”  By the end 
of March, he had booked 14 new trans-
lation projects directly from this mailing, 
worth more than £14,000, on an invest-

ment of about £200.  More importantly, 
he re-activated 10 past clients who, for a 
combination of reasons, had been using a 
competitor. 

Since starting his “Guerrilla Marketing 
Makeover” in January, James Cantor has 
grown Flow Languages from approximate-
ly £14,000 in monthly revenues, to more 
than £40,000.  That’s 186% growth in less 
than three months. And he’s still growing. 
You can email him at 
james.canter@reactionsafety.com. 

His secret, “It’s better 
to be different, than to 
be better.”  

First of all, it’s expensive to be better. Sev-
en dollars for a fancy valentine for your 
sweetheart is one thing.  Printing some-
thing original that’s greeting-card quality, 
plus the envelope, and postage to 2,000 
clients, that’s exorbitant.

And it might actually be impossible to be 
better.  Even if you care enough to send 
the very best, Hallmark has that market 
cornered.  

Besides, EVERYONE claims to be better, 

so even if you ARE better, no one believes 

you.  Advertising is considered the second 

least reliable source of information, after 

politicians.

So guerrilla marketers focus on doing 

something different.  Postcards can be ef-

fective, but look at what everyone else in 

your category is doing, then don’t do that.  

ORVEL RAY WILSON, CP

Gueril la  Marketing for ExpertPreneurs
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A tiny red envelope, hand addressed, with 

a stamp?  Yeah, that’s going to get opened. 

While you’re at it, don’t waste valuable 

time talking about commonalities.  Every 

coach “works intimately with our clients 

to produce dramatic results.” Yawn!  What 

unique skills or attributes do you bring to 

the relationship? 

It helps if you can use 
the magic word “only.”  

For example, while every ad agency in the 
world claims to offer “guerrilla marketing,” 
I’m the only speaker/trainer/coach/con-
sultant/guru (pick one) who has written six 
books about it.  The only guerrilla market-
ing speaker who has addressed audiences 
in 47 countries on six continents.  The only 
guerrilla marketing expert voted one of the 
“Top 5 Sales/Marketing Speakers” in the 
world for the past 5 years straight.  (Sorry if 
this is starting to sound self-serving, but if 
you don’t blow your own horn, there’s no 
music.) 

So make a list of all the attributes that 
uniquely qualify you as an expert.  What 
unusual training and experience do you 
have?  What’s your specialty? What books, 
articles or blogs have you written?  What 
out-of-the-way audiences have you spo-
ken to?  Claim your “only.”

Your WOW! Factor

Another way to approach this is to figure 
out your “WOW! Factor.”  My friend Tom 
Peters wrote a marvelous book, The Pur-

suit of WOW!,  and wow, get it, read it.  Your 

WOW! Factor is something that you prob-

ably take for granted, that when you tell 

other people about it, their likely response 

will be, “WOW!”

For example, I am a “Certified Speaking 

Professional,” which means I can add the 

letters CSP after my name.  This is not a 

big deal.  But if you explain, “The CSP is the 

highest level of certification recognized 

worldwide by meeting planners,” your cli-

ent might just think, “wow!”  Or if you point 

out that there are fewer than 700 CSPs in 

the whole world, your client might think, 

“Wow!”  Or if you told them that you are 

required to document more than 250 paid 

presentations, over a span of five years, 

and pass stringent client and peer reviews, 

they might just say, “WOW!”  Now you have 

a competitive advantage.  

The Test of Relevance

I might even add that on weekends, I lead 
a 20-piece Swing-Era jazz orchestra (I play 
drumset.)  What does that have to do with 
Guerrilla Marketing?  Nothing.  

Your WOW! Factor is only effective if it’s 
relevant.  Leave out everything that takes 
attention away from your primary exper-
tise.  Nobody cares if you’ve climbed Ever-
est 11 times, unless you’re marketing your-
self as a motivational speaker who shares 
what you’ve learned by climbing Everest.  

If, like my friend Robin Hoffman, you’re a 
“Get Published Coach,” who “has helped 
multiple clients write award-winning and 

ORVEL RAY WILSON, CP

Gueril la  Marketing for ExpertPreneurs
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best-selling books,” that’s all you need to 
say.  Now that’s a WOW! Factor. 

The Test of Specificity

Specificity sells, so spell out the details.  It’s 
one thing to say that you’re “An award-win-
ning speaker.” It’s quite another to say you 
“received the Speaker of the Year Award 
from Meeting Professionals International 
in 2000.”  Or that, “Guerrilla Marketing was 
ranked as ‘One of the 10 Most Influential 
Business Books of All Time’ in the Febru-
ary 4, 2013 edition of Inc. magazine.”  The 
more specific you can be, the better.  

Which brings me to one more weapon in 
the ExpertPreneur’s marketing arsenal:

The Capabilities 
Statement

This is a short story, starting with the words, 
“For example. . .,” that you tell to answer 
the question, “That sounds interesting, tell 
me more?”  A Capabilities Statement is 
made up of three parts:

1. a story about a recent project that shows 

us what it’s like to work with you,

2. a tangible outcome for your client, and

3. a reference.   

If you go back to the top of this article, 
you’ll see that the opening has all three of 
these elements: an example, an outcome, 
and a reference.  I could have claimed, “We 
help entrepreneurs double their business 
in three months or less.”  And while it’s true 
in this case, the claim, by itself, isn’t cred-
ible.  Telling a story is much more effective 
because it doesn’t sound self-serving.  Let 
the example speak for itself, and let your 
prospect decide if there is a fit.  Script your 
Capabilities Statement carefully, and then 
practice telling it as a story, the shorter the 
better.  

Of course you should have more than one 
Capabilities Statement, one for each of the 
major activities in your practice.  For ex-
ample, “I was recently in London, teaching 
a four-day “Business Mastery” seminar with 
Tony Robbins, . . .” but that’s another story.

ORVEL RAY WILSON 
Orvel  Ray Wilson,  CSP is  co-author of s ix books in the legendary 
Guerri l la  Marketing series.  For the past 34 years,  he’s  been 
doing keynote speeches,  conducting public seminars,  pr ivate 
workshops,  and consult ing with cl ients around the world.  He 
special izes in helping people just  l ike you get the edge they 
need to succeed in today’s hyper-competit ive environment. 
Learn more at  www.Guerri l laGroup.com. If  you’d l ike to arrange 
a free 30-minute consultat ion over SKYPE, send an e-mail  to 
OrvelRay@Guerri l laGroup.com.

ORVEL RAY WILSON, CP

Gueril la  Marketing for ExpertPreneurs
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What causes people to do what they do? Your mind 

is like an infinite weighing machine — every mo-

ment, your mind is weighing your perceived Ben-

efit against your perceived Cost of doing any behavior, habit 

or activity you can think of. Every decision you make, every 

habit you form, is built upon your perceived Why-To’s and 

Why-Not-To’s of doing that thing.

These habits include...

- The clothes you put on this morning 

- The food you ate for breakfast – and if you ate breakfast in 

the first place 

- How many snacks you’ll eat today and exactly what 

you eat 

- Whether you procrastinate at work 

- Whether you find it hard or easy to finish projects 

- Whether you are easily distracted or have no trouble 

concentrating 

Whether I’m coaching CEOs or consulting for Fortune 

500 companies, I’ve never met one human being who 

doesn’t want to succeed. Yet, we also know that mil-

lions of people and organizations have tried everything 

under the sun to become more successful, but are still 

not getting the results they want. So, what’s going on 

here?

HUMAN MOTIVATION

NOAH ST.  JOHN

The Secret Sauce of  Human Motivation

BY NOAH ST. JOHN

The Secret Sauce of 
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The Hidden Cause 
of Habits

According to scientific research, your con-

scious mind makes up less than 10% of 

your total brain function. That means that 

the subconscious or unintentional aspect 

of your mind represents around 90% of 

your total brain function.

Your subconscious is a vast collection of 

unintentional, habitual thoughts, behav-

iors, and actions. Therefore, the phrase 

that best describes the Subconscious mind 

is NO CHOICE.

For example, imagine that you’re sitting in 

your office and suddenly someone came 

in and turned off all the lights. Now it’s 

completely dark and you can’t see any-

thing.

What would happen if I then asked you to 

re-arrange the furniture? How successful 

would you be at rearranging the furniture 

in a room with no visible light? The answer 

is: not very!

Now, because you can’t rearrange the fur-

niture in a room where you can’t see any-

thing, does that mean you’re incapable of 

rearranging furniture? Of course not! You 

are PERFECTLY capable of rearranging fur-

niture... when you can see what the heck 

you’re doing!

Your subconscious mind is like that dark 

room. It’s hidden beneath the surface, like 

the bottom 90% of an iceberg. And when 

you can’t SEE something, it’s awfully hard 

to change it!

Every human being 
wants to succeed on the 
conscious level.

But, because your Why-Not-To’s of Suc-

cess are hidden in your subconscious 

mind, it’s like you’re driving down the road 

of life...with one foot on the brake.

For example, let’s say you want to drive 

from New York to Los Angeles. And let’s 

say you’ve got a nice, reliable car to get 

you where you want to go. So you start 

down the highway towards your destina-

tion. You’re thinking positive, you’re moti-

vated, and you can’t wait to get there.

So you press down really hard on the GAS 

pedal. But unbeknownst to you, at the 

same time as you have one foot on the 

gas, you’ve developed the unconscious 

habit of driving with your other foot on the 

BRAKE.

So here you are driving down the high-

way of life, trying to reach your goal... but 

you’ve developed the habit of driving with 

one foot on the BRAKE. How long do you 

think it’s going to take you to reach your 

destination? EXACTLY. A looooong, long 

time.

Now, because it’s taking you much longer 

than you thought it would to reach your 

destination, you start to search for a way 

NOAH ST.  JOHN

The Secret Sauce of  Human Motivation
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to get there faster with less effort. So you 
find someone who says they know how to 
get there, and they say to you: “You know 
what you need? You should get a more 
expensive type of GASOLINE! That’s your 
problem!”

So you pull into the gas station and fill your 
tank with the most expensive, high-octane 
gasoline you can find, and get back on the 
highway of life. But, guess what? Because 
you didn’t change your habit of driving 
with one foot on the BRAKE, you’re still 
not making much progress.

So someone else comes up to you and 
says: “You know what you need? You 
should get a new set of TIRES! Try these 
REALLY EXPENSIVE tires, that’s your prob-
lem!”

So you go to the service station, spend 
MORE money buying the most expensive 
tires you can find, and get back on the high-
way. But, you’ve still got the same habit of 
having one foot on the BRAKE... so you’re 
still not reaching your destination.

Finally, someone says to you, “You know 
what you need? You should get a new 
CAR! This car you’re driving isn’t good 

enough. You should get a REALLY EXPEN-

SIVE sports car, that’s your problem!” So 

you trade in your nice, reliable car, spend 

MORE money buying an expensive sports 

car, and get back on the highway of life.

But, even after ALL this time, money and 

effort, because no one took the time to 

show you the REAL problem – which is 

simply the fact that you have developed 

the habit of driving with one foot on the 

brake – you end up NOT reaching your 

goals... and perhaps even giving up on 

your dream.

So let me ask you a question: If buying 

more expensive gas, more expensive tires, 

and even a brand new car isn’t going to 

get you where you want to go, shouldn’t 

you do whatever it takes to do two things...

First, learn why you developed the habit of 

driving with your foot on the brake in the 

first place;

And second, learn how to replace that 

very costly habit with a more productive 

habit that enables you to get you where 

you want to go faster, easier, and with far 

less effort.

NOAH ST.  JOHN 
Noah St.  John is  famous for inventing Afformations® and creating 
customized strategies for fast-growing companies and leading 
organizations around the world.  His sought-after advice is  known 
as the “secret sauce” for creating breakthrough performance.  He 
appears frequently in the news worldwide,  including CNN, ABC, 
NBC, CBS, Fox,  National  Publ ic Radio,  Parade,  Woman’s Day,  Los 
Angeles Business Journal ,  The Washington Post,  Chicago Sun-
Times,  Sel l ing Power,  Forbes.com, and The Huff ington Post.  Get 
Noah’s FREE video series:  Discover The Missing Piece to Abundant 
Health,  Wealth and Happiness (Al l  You Need Is  5 Minutes A Day) 
at  www.NoahStJohn.com

NOAH ST.  JOHN

The Secret Sauce of  Human Motivation
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O ver the last two months, we’ve 
explored how to create landing 
pages that convert. You’ve gone 

from a total beginner to understanding the 
secrets behind what gets results and what 
doesn’t.

This month, I’m going to show you the best 

approaches to consider, when optimizing 

your pages to improve your conversions. 

And fine-tune your results even more.

We’ll explore eight different elements of a 
landing page, and how you can test them 
to improve your response rate. You’ll learn 
secrets such as...

How to go beyond your headline to 
improve your impact right from the start...

Why sometimes more is better...

And how a simple photo can dramatically 
affect your results...

SHERYL WOLOWYK

Creating Effective Landing Pages

BY SHERYL WOLOWYK

Creating Effective Landing Pages
Part  3
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The Best Place to Start

Your headline is the first thing your 
prospect will see when coming to your 
landing page. It can be benefit oriented, 
or help the reader to self-select that this 
concerns them, all related to the copy that 
brought your prospect to the page.  While 
answering the most important question – 
what’s in it for me?

Generally, along with a headline comes 
“deck copy”, which refers to the sentence 
or two underneath it. There are a couple 
of ways to leverage this space to your 
benefit.

1. You can use it to finish a sentence: For 
example, in a test landing page for one of 
my reports, the headline states “How to 
Avoid the Time for Money Trap”, and the 
deck copy says “...from ExpertPreneur™ 
Sheryl Wolowyk.”. The headline offers 
intrigue and the promise of a big 
benefit, and the deck copy establishes 
my credibility, by mentioning my name 
and status, the author of the report. 
Chances are, the prospect hasn’t heard 
the term “ExpertPreneur™” so it furthers 
the intrigue, while being clear that I am 
an expert sharing this information.

2. To support the benefit or claim, with 
an additional persuasive message: You 
can also use your deck copy to support 
the benefit or claim your headline 
presents. In the above example, to add 
on to “time for money”, you could say, 
“giving you the freedom to live life on 
your terms.” Or, “How to stop your 
business from controlling you.” Both 
sentences give potential ways to avoid 
the time for money trap. 

It’s important to test the headline and 
deck together, as one element. Pick the 
strongest combinations you have and split 
test them. When you’ve come up with 
a “winner”, you can start tweaking it to 
improve your response even more.

Pricing for Profit

I’ve talked about pricing at length before, 
but it’s so important I want to reiterate it. 
You need to test prices early and often, in 
order to optimize your profits.

The highest priced item does not necessar-

ily mean you make the most money. Nor 

does a large volume of sales of a cheap 

product guarantee you better profits. You 

have to find that perfect combination of 

price, sales and profits.

Landing pages generally don’t involve 
monetary transactions. They facilitate 
opting in for a free event, report, or 
subscription. Monetary transactions are 
usually reserved for sales letters. Though 
landing pages can be used for short, simple 
offers like trial offers, or a product at a low 
price.

Many times you will assign a value to the 
free resource you are presenting. For 
example, a report worth $49. Or a webinar 
worth $150. 

That value you assign the item should 
not be arbitrary. Even if you designed the 
product specifically to be used as a “bait 
piece”, you should carefully consider the 
value it provides, and the price it would 
cost if it were for sale. And test those prices 
to see which generates the most interest.

SHERYL WOLOWYK

Creating Effective Landing Pages
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If you’re going to create a landing page 
that asks for money, changing the dollar 
amount can have a tremendous impact on 
results. It is popular to have prices ending in 
a 7 ($7, $17, $27), but test different numbers 
to see which gets the best response.

Now here’s another factor in optimizing 
your landing pages…

Design For Ease of Use

When you go to a website, what’s the first 
thing that jumps out at you? 

Our eye follows a very specific path when 
we get to a page, referred to as the Golden 
Triangle. Basically, your eye goes from the 
upper-left to the upper-right, then scanning 
down the page at an angle to the bottom.

So you need to make sure your page not 
only puts the most important information 
in that path, but is constructed simply 
enough to not confuse or obstruct the 
reader.

Typically, one of the best formats you can 
use is having the headline on top, value 
proposition to the right (with a headshot, 
if you have one), and one large column 
housing the main copy with the opt-in to 
the right and/or below. 

It is optimal to keep your landing page 
copy path down the middle of your page, 
to keep your reader focused on what you 
want them to read, and what you want 
them to do. 
 
However, even the smallest adjustment 
can affect your response. For example, I 

use “Claim Your FREE Income Acceleration 
Blueprint” halfway down the landing page 
for my report. Even if someone skims 
through and doesn’t read anything, they 
can’t miss this sentence because it is 
bold and in a bigger font than the rest of 
the body copy. This is referred to as dual 
readership path, and it’s important you be 
aware of it, since so many people are in 
the habit of scanning web pages.

But what if you played with the font? 
Perhaps make it bigger, smaller, or 
italicized. That could dramatically affect 
conversions. Another option would be to 
change the message altogether. Go for a 
benefit-oriented statement related to the 
headline. Something like, “Earn More While 
Working Less”.

You never know what will do the trick, until 
you test.

To Charge or Not to Charge

A big conundrum for those creating landing 
pages is how exactly to pose the offer.

Do you have an opt-in for a free subscrip-
tion that puts your prospect through a 
marketing funnel that ultimately leads to 
a sales page for a product or service? Or 
do you turn your landing page into a short 
sales page, asking for a small amount up-
front, and put them through a different 
funnel?

I’ve talked a bit this month in my blog 
about consistency. Basically, it’s the 
human psychological desire to buy from 
companies you’ve already spent money 
with. By getting your prospect to spend a 

SHERYL WOLOWYK

Creating Effective Landing Pages
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small amount with you, you stand a better 
chance of them buying from you again.

When dealing with landing pages, we talk 
a lot about conversion rates and getting 
as large a percentage rate as possible. The 
problem is, that narrows the lens through 
which we make our decisions.

Think about it this way: if you tried these 
two options, one page offering a free 
report versus a page offering a $10 report, 
which would perform better? Chances are 
the free report may get better conversions, 
assuming all other elements are equal.

But what about the long run?

You will also want to track your numbers 
all the way through your funnel to the 
end, where you offer them a product or 

service for a substantial amount of money. 

If more people are buying your offer after 

spending $10, even though there may be 

a lower response rate on the initial $10 

landing page, then you should stick with 

the lower converting $10 page, since it’s 

making you more sales down the line.

All too often, ExpertPreneurs™ sell 

themselves short because they focus on 

immediate results. You have to consider 

the bigger picture when working on each 

element. And see how your testing affects 

your sales process down the line.

Copy Length

A very common question in the marketing 

world is “How long does copy need to be?” 

The answer: “As long as it needs to be.”

SHERYL WOLOWYK
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www.expertpreneurmagazine.com Powered by www.expertelevation.com|  16 |

ExpertPreneur® Magazine

When dealing with landing pages, copy 
length can have a significant impact on 
your results. And it can be counterintuitive 
to what you might believe is the best 
practice.

Believe it or not, long copy generally sells 
better than short copy. Despite the fact 
that people claim to have no time to read 
things. However, the web complicates 
things a bit when dealing with layout and 
“scrolling”.

You see, when you have shorter copy, you 
can create a page that rests “above the 
fold”; i.e., it all fits on a computer screen 
without having to scroll. Anything “below 
the fold” requires scrolling to some extent.

Though long copy can be better than short 

copy, sometimes having all of your info 

right in front of the prospect without mak-

ing them scroll is better for conversions, 

especially with landing pages. Honestly, it 

all depends on the market you are dealing 

with, and the offer you are promoting.

For example, my Income Acceleration 

Blueprint landing page requires scrolling to 

see some copy on the bottom, but most 

of the important information is on top. 

However, when there is text “below”, you 

have to lay out the copy so your prospect 

not only knows there is more to read, but 

feels enticed to check it out.

Test your page with different-sized bodies 
of copy to see what works best. Try a 
trimmed down version against a medium 
version and finally a full-length version. 
Find out what your prospects like best. 
And which gives you the best results.

Social Proof

Having other people praise your product or 
service is worth a lot more than praising it 
yourself. This is even more effective when 
those people have used it and experienced 
transformation in their lives.

If you are offering a new product, and 
don’t have testimonials yet, you can look 
to other popular figures in the industry for 
endorsements. Basically, words of support 
from people whose opinions matter, other 
authorities in your market.

“Social proof” is imperative to your success. 
With it, your readers are more likely to give 
your product or service a shot. Because, 
even if something is free, people still want 
to believe it’s worth something.

But it’s not just about having it on the page. 
How you present your social proof and the 
quotes you use will impact your response 
rate, as well.

With some landing pages, you want proof 
front and center. Especially if your unique 
selling point (USP) is really bold. (i.e., losing 
a lot of weight in a short amount of time.) 
You’ll need more proof the bigger the 
promise you make.

Sometimes it comes down to what 
quotes you use. There’s a real science to 
picking a quote that is both meaningful 
and informative, but also believable. 
Also, depending on who will be reading 
your landing pages, you’ll want to pick 
testimonials or endorsements from people 
they would relate to.

SHERYL WOLOWYK
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18 year olds aren’t going to care if a 60 
year old had success with your product. 
They will want to see people close to their 
own age experience a transformation.

The Hero Shot

While it sounds like an odd phrase, the hero 
shot represents the old adage, “a picture is 
worth a thousand words.”

Truly, if you are going to use images on 
your landing pages, they need to count. I 
firmly believe you have to give them equal 
consideration as you would the copy itself.

Haphazard, pointless images will take away 
from the message you are trying to convey, 
and ultimately distract your prospect. 

You want your prospect to empathize and 
connect with the image you choose. For 
example, if your report helps people cope 
with loss, a picture of a person leaving 
darkness and moving into light would be 

more appropriate than a stock photo of a 
smiling guy.

If you’re feeling particularly ambitious, you 
could create a video to go in the place of 
a “hero shot.” Video is incredibly popular, 
and a quick way to relate directly with your 
audience. So if you’re up for the challenge, 
it would be worth it.

The Opt-In

One of the most important and easily 
overlooked segments of the landing page 
is the opt-in form itself.

How this is constructed has an impact on 
whether or not the reader will enter their 
details and click “submit.” If the opt-in form 
is too complex, they may become anxious 
and give up. If it isn’t crystal clear, they may 
just leave.
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Every opt-in campaign will require a 
different amount of information, but 
generally all you need to start with is a first 
name and email address. And unless you 
absolutely need more details, I’d stick to 
that.  Research has shown that asking for 
a lot of information can lower opt-in rates.  

You want the opt-in box to be big enough 
for them to notice, but not so big it’s 
distracting. You also want the copy within 
the box to encourage them to opt-in.

For example, show the title of your report 
with an appropriate photo. Then have two 
clear boxes to input the name and email. 
And a BIG button saying “Send me my free 
copy.”

To test, you can change different elements. 
Try out different copy in the button, differ-
ent images, fonts, even the colors used for 
your button... And it’s always good to test 
a disclaimer stating their email is safe with 
you.

(And don’t be afraid to test how you say 

that – it could affect conversions).

A Lot to Think About

I’m sure after reading this rather extensive 

article, you’re feeling a bit overwhelmed by 

landing pages. There are so many different 

pieces to the puzzle!

And you’d be right. However, what is 

important is that you create something. 

Then slowly tweak it from there.

Focus on one element at a time, and do 

not fret if your conversions start out low. 

You’ll eventually get to where you want to 

be.

Please read and re-read this whole series 

(you can get Part 1 and Part 2 here).

Just by having a general understanding 

of what landing pages require, you will 

be much better off than many other 

ExpertPreneurs™.

And you’ll eventually be developing high-

converting, list-building landing pages of 

your own.

SHERYL WOLOWYK 
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4 Vital Pre-Writing Steps
BY ROBIN COLUCCI

ROBIN COLUCCI

4 Vital  Pre-Writing Steps

T hat first ah-ha mo-

ment when you 

think of a great idea 

for a book can gen-

erate a lot of excite-

ment and motivation to write. I’m all for 

it, but if you want to save yourself loads of 

frustration down the road, before you get 

too deep into writing the book, take these 

four steps. 

1. Share the content—The notion that with-

holding information until the ‘big day’ when 

you publish will help your book make a big-

ger splash is dead wrong. Look at New York 

Times bestsellers Julie & Julia, The Four Hour 

Workweek, and Sh*t My Dad Says, the ideas in 

these books were blogged or tweeted well be-

fore they were bound and published. Shar-

ing content helps make you visible, and it’s 

a great opportunity to get valuable insight 

about how your work is being received. 

Don’t hold back. You have noth-

ing to gain by being the world’s 

best-kept secret. When people 

ask me, “When should I start 

promoting my book?” I always 

answer, “As soon as you commit 

to the idea.” Promote the book and 

share your content immediately.
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2. Develop Your Book Idea into a Book 

Concept—an idea is a spark, a moment 

of inspiration and excitement when 

you gasp, “Oh! I should write a book on 

that!” An idea is NOT a concept. A book 

concept is a well-thought strategic de-

cision about what your book’s about, 

who it’s for, and why you are writing 

it. An idea becomes a concept when 

you know who will read it, why they 

will read it, and that your book idea is 

unique and relevant in the marketplace. 

A lot of people get nervous when I say 

it must be unique, but I can assure you, 

everyone I’ve helped write a book has 

found their unique message in the pro-

cess. Yours is in there too!

3. Choose a Sound Structure that Suits 

Your Style and Material— Pick one gen-

re and rock it. Books that blend struc-

tures and styles are painful to read and 

hard to distinguish, thus impossible for 

buyers to find and enjoy. For example, 

if you write a memoir/how-to, people 

who like to read memoir will be turned 

off by the “how-to” interruptions in the 

narrative, and people who want a “how-

to” will be frustrated by all the backstory 

and wish you would “get to the point 

already!” While a ‘how-to’ author should 

include some brief examples of their 

own personal experiences to support 

their assertions, this is not the same as 

writing an entire memoir as a chosen 

genre and then inserting little “how-to” 

steps throughout.

4. Create an Outline—Winging it is no way 

to write a book. Authors who write with-

out an outline leave out crucial infor-

mation in some places, yet repeat other 

tidbits in multiple locations throughout. 

Especially for experts writing non-fic-

tion, do an outline to plot the flow of 

information. It’s impossible to teach ef-

fectively or make a salient point when 

the material is disorganized.

ROBIN COLUCCI  
Robin Colucci  is  the author of How to Write A Book That Sel ls 
You: Increase Your Credibi l i ty,  Income, and Impact.  Through 
strategic coaching,  concept development,  book proposal 
preparation,  and ghost writ ing,  she and her team help business 
and thought leaders to author books that spur shifts  in att itudes, 
bel iefs,  processes,  and paradigms to make the world a better 
place for everyone. Her cl ients have been published by major 
publ ishers such as Random House,  Doubleday,  John Wiley & 
Sons,  Hay House,  and others have self-published.  Many have 
won awards or become bestsel lers. 
Learn more at  http://getpublishedcoach.com.
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“The measure of intelligence 
is the ability to change.”

-Albert Einstein
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NEW BEGINNINGS AND INSPIRATION

MOIRA SUTTON

Its  Spring-New Beginnings and Inspirations

S pring is one my favorite times of 
the year.  It has been a long wait 
after a challenging winter, which 
many people have experienced 

world wide.  Here in Toronto, Canada we 
had ice storms. Our power was out for 4 
days and other areas had power out for 
a much longer time period.  This was so 
challenging that we decided to purchase 
a generator so we would hopefully never 

experience the cold nights, no electricity 
and bone chilling weather again.

Spring brings rain showers and flowers, 
making this a great time of year to really 
take stock of where you are in your busi-
ness and life.  Do you realize we are al-
ready at the quarterly mark in 2014?  

Personally, I am so ready to spring clean in 

BY MOIRA SUTTON

It’s Spring-
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my personal life and my business.  I have 
started to pack away winter clothes, fresh-
en up our home, open windows, paint, 
and I am enjoying a newness and fresh-
ness about these simple acts. 

So, where are you?  Are you meeting and 
then exceeding your business plans and 
goals for this year?  If not, this is the per-
fect time - yes PERFECT - because you 
can decide, right now, what has to change 
to create a thriving business and create the 
lifestyle and life you truly love!  How does 
that sound?  

So, you can begin by Spring Cleaning your 
House of Business!

One key area to become clear about is 
your time management and scheduling 
for your day.

One challenge for many people can be 
social media.  This can play havoc with 
your daily schedule.  You might have expe-
rienced the “I’ll just go over here and con-
tribute; say hello to a new ‘friend’; umm in-
teresting post - love this... and before you 
know it, Voila, your day is gone.  With no 
focus and time management you did not 
complete the most important tasks and 
call to action for your business today.  

What actions do you have to take to move 
you towards a successful business?  Are 
you serving your niche market and also 
making money?  This means a B.O. not a 
H.O.!  Yes, this is a Business Owner versus 
a Hobby Owner.  I know because I have 
been in both camps!  I have allowed my-
self to become distracted and have taken 
myself off track.  Going through my emails, 

answering, then heading over to a blog 
and/or social media.  Thinking I am con-
tributing, and even if I am, this can be my 
little “shiny little object” and derail me from 
my own success.  Remember, revenue is 
core to creating a solid foundation to any 
successful business.

So, what is your strategy for keeping your-
self on focus and on track?  One simple 
strategy is the Pomodoro Technique.  This 
is an app that helps you keep on track and 
on focus for a set period of time.  This 
can be 25 minutes or what ever allotted 
timing works for you.  If you do not com-
plete the task at hand during the specified 
amount of time you schedule, you can 
take a short break, stretch, go for a glass 
of water, walk out into the garden or on 
your deck and take a deep breath!  Next, 
schedule another 25 minutes (or whatever 
time you allotted) and get back on track.  
I know business owners who schedule 
everything into a 15 minute schedule: this 
can be 15 minutes to go over your email 
in the morning; 15 minutes cold calling; 15 
minutes writing content for your blog and 
posting; 15 minutes scheduling discovery 
sessions to explore if your potential client 
is a match to your expertise.

So, whatever your strategy is, be sure to 
have one and then commit to implement-
ing this into your business and into your 
life!

Another great investment for you in your 
life and business is to hire a Coach or 
Mentor who will help you become crystal 
clear on what you want. Your mentor will 
hold you accountable and help you blast 
through anything that is stopping you from 

MOIRA SUTTON
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creating and living the life you love to live!  
Remember the Teacher shows up when 
the student is ready!  Are you really ready 
to Rock in your business and in your life?  
If so, book a discovery session with a Life 
or Business Coach and find out if they are 
a fit for the results you want to achieve in 
your life.  

I invite you to get excited because this is all 
about the shift that happens within when 
you truly realize that you are an entrepre-
neur with a service or product that impacts 
other lives.  You have unique talents and 
only you can bring this out into the world 
and create whatever money you need to 
support you, your vision, your mission and 
to live the life of your dreams!

“If you keep doing what you are doing 
and expect different result that is the def-
inition of insanity!”  Albert Einstein

Another great strategy at the quarter mark 
of the New Year is to revisit your Mission 
and Vision Statements.  See if you want 
to tweek this and/or just bring your focus 
back on ‘why’ you are in business and what 
you are doing every day in your business 
(the actions you are taking) to create suc-
cess in your life.

Your Vision Statement defines the desired 
future state and an envisioned image of 
what the bigger picture is for your life and 
business. This is written in an inspirational 

way and will keep you on track, on focus 
and on vision, when the going gets tough.

“Your vision will become clear only when 
you can look into your own heart. Who 
looks outside, dreams; who looks inside, 
awakes.” ~ Carl Jung

Your Mission Statement, is written in the 
present tense and reflects what you are 
doing in each moment, to move you clos-
er to the bigger picture.  The Big WHY.  It 
will define the present state or purpose of 
your business.  This will also answer: What 
it does; Who it does it for; and How it does 
what it does.  

When you have a crystal clear Mission 
Statement and Vision Statement, values 
list, you are well on your way to success in 
business and in life.  

”Good business leaders create a vision, 
articulate the vision, passionately own the 
vision, and relentlessly drive it to comple-
tion.”  Jack Welch

By deciding to clear out all the clutter in 
your business and your life, you will be 
well on your way to taking inspired action 
that will allow you to stay on top of your 
game and create the success you want.

So, all the best with your Spring Cleaning 
and get ready for your best year ever in 
your personal and business life!

MOIRA SUTTON 
Moira is  a champion for women who want to become crystal  clear 
on their  passions and purpose and create a l i fe they love!  She 
works with women who are at  a crossroads in their  l ives and are 
ready to blast  through any self- imposed l imitat ions and bel iefs, 
so that they can start  to boldly share their  unique gifts  with the 
world and attract more abundance,  love,  joy and fulf i l lment. 
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BY SHERYL WOLOWYK

Follow the Lead  
of ExpertPreneur® Presenters

SHERYL WOLOWYK

Follow the Lead of  ExpertPreneur® Presenters

A s an ExpertPreneur®, you may 

spend a lot of time speaking at 

events.

This is a great way to broaden your cus-

tomer base and establish yourself as an 

authority. If you give strong, compelling 

presentations, people can fall in love with 

your personality and mission, clamor to 

buy your products, and want to be a part 

of your community.

However, if your presentations are boring 

and lifeless, you will have the opposite ef-

fect; people will check out, mentally or 

physically, and avoid listening to you speak.

The good news is, there’s a formula for 

giving a good presentation. And the rules 

apply to all kinds of venues, from the stage 

to Google+ Hangouts to webinars. 

So, today I’m going to show you how the 

best presenters craft engaging speeches 

that draw in audiences time and again.

You’ll learn how to apply copywriting tech-

niques to draw in your audience from the 

beginning...

The secret your favorite TV shows use that 

keep your listeners around until the end...

And an infomercial staple that will bring 

your presentations to the next level...

Creating Intrigue

As I’ve mentioned in the past, there’s no 

better way to draw in an audience’s atten-

tion than with a compelling story. 

We’ve all grown up listening to stories, so 

there’s a certain level of comfort and ex-

citement built into our minds when peo-

ple start telling one. And that is something 

you should absolutely take advantage of 

when crafting your presentations.
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Yet there’s a deeper element at play that 

you must consider. It’s the single most im-

portant part of any sales copy you write. 

Something you must always have in the 

back of your mind when communicating 

with your prospects.

The age old question: 
“What’s in it for me?”

Your audience’s chief concern is how you 

will improve their lives. Why should they 

sit around and listen to you? What do you 

have to offer?

Even when choosing something as tried-

and-true as a story, you need to consider 

how it is relevant to them. Not every ran-

dom story is going to apply.

So, when you are writing the beginning of 

your presentation, think about what is top 

of mind for your audience right now. This 

will take some research. After all, the audi-

ence will be different from event to event.

If they are there because they are hoping 

to improve their financial situation, then 

consider leading in with a story about a 

time where your finances were not good. 

Then you discovered something related to 

your Expertpreneur™ business, and now 

your finances are better than ever.

Even if your business isn’t directly related 

to giving tangible financial advice, you can 

still use this tactic. If you are a life coach, 

you could discuss the laws of wealth at-

traction. If your focus is on improving 

communication skills, you could share a 

story on networking.

The point is, it has to be related in some 

way to their interests.

Once you’ve settled on a good lead, the 

next step is crafting the presentation that 

makes them feel they must stay until the 

end to find out everything you have to 

share. And that takes borrowing a little 

technique from popular television shows...

Why You Can’t Stop 
Watching “House 
Hunters”

Think about the last time you watched a 

popular “reveal” show like House Hunters. 

Did you stop watching halfway through?

It can be rather difficult not to watch until 

the end. You see, there’s a particular way 

they structure these types of shows, so 

once you start watching, you feel com-

pelled to finish them. Often, this is referred 

to as an “open loop.” 

Basically, the show starts out with the “big 

picture” of what you are going to see. 

Typically, a couple who is trying to buy a 

house somewhere. They have a certain 

budget and other needs, and they have 

three houses to choose from. That’s the 

story that creates intrigue.

Then, they introduce the open loop by 

showing each house in succession. You 

SHERYL WOLOWYK
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get the full layout, the couple’s opinions, 

etc... and then they move on to the next. 

After going through all three, you finally 

get the resolution.

Because of the setup, you are immediately 

invested in what’s happening. And you can 

only find out the results by sticking around 

until the end.

My articles are also laid out in a similar 

way. The opening gives the big picture of 

the article, showing you an opportunity or 

a common problem. Then I present the 

three topics I’m going to cover. But only 

with enough information to get you to 

want to read the whole thing to find out.

You can apply this technique to any pres-

entation you give. If you are giving tips on 

how to be a better marketer, you can start 

with a big promise, and then tease the 

three major points you’ll cover. This works 

for both the stage and webinars.

In doing so, your audience will want to 

hear all three. And for that, they’ll have to 

stay until the end.

Demonstrations

I’ll admit, I have watched a fair number of 

infomercials in my day. They’re deeply fas-

cinating.

They are also a great lesson on selling. You 

get big benefits, energized presentations, 

strong testimonials and calls to action... all 

wrapped into one package.

However, the biggest element of a good 

infomercial that is often overlooked in Ex-

pertpreneur™ presentations is the demon-

stration.

Now, I realize it can be hard to demon-

strate an idea. When you’re dealing with a 

product, like a set of knives, you can show 

how they cut up fruit or do a test versus 

SHERYL WOLOWYK
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other brands. And it’s fun for the audience 

to watch.

That can be more challenging when you 

are presenting something intangible. Like 

a marketing concept, or the law of attrac-

tion.

Yet, I think it’s worth your while to find 

ways to incorporate demonstrations into 

your presentation. For example, if you use 

a particular coaching method, you could 

invite an audience member up to do a 

quick 5-minute demonstration of how you 

work.

You could even prepare a video and pre-

sent that. Maybe a montage of classes with 

you, or showcasing people using your net-

working techniques in conversations. Any-

thing you can come up with!

These work especially well in live shows, 

because they typically come as a surprise 

to the audience. After all, how often do 

you see a speaker break up their speech 

to get involved with the audience?

I was at a presentation where a speaker 

was talking about the difference between 

marketing and selling.  She held up a gift 

certificate, to the event we were attend-

ing, and then invited anyone who would 

like the free ticket to come up to the front 

of the stage.  The whole audience moved 

to the stage.  Then she said what I just did 

is called marketing, its all about lead gen-

eration.  Then she went on to ask us if she 

had made any money yet, from her offer.  

And of course everyone says “no”.  

She goes on to clarify that making money 

is the SALES function whereas marketing 

is getting the message out to people in a 

way that allows them to self-select.  SALES 

would be taking those potential clients and 

converting them into paying clients.  

The demonstration definitely added inter-

est to her talk and had people listening in-

tently.  

Now this tactic will also work just as well in 

a webinar, too. You could embed a video 

into the presentation and illustrate a point 

your making for a few minutes. It would be 

quite effective.

Audience members will really appreciate 

the variety. It will showcase your knowl-

edge in an engaging way, and also break 

up the tedium of just talking. 

Putting Together the 
“Perfect” Presentation

There are a lot of elements that go into a 

good presentation, but you have to start 

with a good script. And by incorporating 

the tactics I shared above, you will be at a 

significant advantage over your competi-

tion.

Make sure you know the audience you will 

be presenting to inside and out before you 

go. Perhaps have them fill out a survey be-

fore the event, so you get a more in-depth 

understanding. That way you’ll be able to 

craft a perfect hook.

SHERYL WOLOWYK

Follow the Lead of  ExpertPreneur® Presenters
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Then, once you’ve thought up the per-
fect topic and lead, you can structure your 
open loop to keep them engaged until the 
end. That’ll encourage them to stay with 
you from start until finish.

Finally, throw them a curveball by having 
a demonstration! They will be happy for 
the change-up from just hearing people 
speak.

Even if you just incorporate one of these 
elements, you will have a much smoother 
experience with your presentations. Get-

ting you more leads, more sales, and big-
ger profits down the road.

One thing, if you think it is possible to cre-
ate a “perfect” presentation, think again. 
I don’t want you to get caught up trying 
to be perfect, then never finishing it, be-
cause you think it’s not good enough yet. 
Your best presentation comes from creat-
ing and testing, then improving and testing 
again.

And in the process, you’ll become an ex-
perienced, confident speaker.

SHERYL WOLOWYK 
Sheryl  Wolowyk is  Founder of Expert Elevation a business coaching 
and entrepreneur training company for “expertpreneurs®” who 
make a l iv ing sharing their  knowledge and expert ise.  Sheryl 
shows “expertpreneurs®” how to grow a lucrative business 
and inf luential  brand with her income acceleration system & 
“expertpreneur™” roadmap.  She provides onl ine programs, l ive 
events,  coaching and VIP days to help cl ients develop an effective 
business strategy and uti l ize s imple but powerful  marketing and 
sales techniques to attract a steady stream of ideal  cl ients,  so 
they can l ive the l i fe of their  dreams while making a big difference 
in the l ives of their  cl ients.  www.expertelevation.com

SHERYL WOLOWYK

Follow the Lead of  ExpertPreneur® Presenters
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B e serious about committing to 

and doing strategic work on 

your business.  Whatever you 

commit to doing, whether it 

be with your clients, your staff or your 

coach - DO IT. 

LESLEY ANN GRIMOLDBY

Business Development Work is  Serious Grown Up Work

Business 
Development 
Work is 

Serious 
Grown-Up 
Work
BY LESLEY ANN GRIMOLDBY
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Remember, your business is a reflection of 

you.  How you do things is how your staff 

will do things. If you say you’re going to 

have something done, make sure you do. 

If you are working with a coach, stretch 

him or her. Ask lots of questions: Have you 

heard about this? What about that? Can we 

talk about how that might work for me?

 

Saying you don’t need to do any strategic 

work is like saying, ‘I don’t need founda-

tions in my house, because nobody will 

see them.’ 

We notice some of our clients (fortunately 

very few), will just go through the motions 

– doing only enough strategic work to 

scrape through and giving the implemen-

tation lip service. Some do it just to ‘keep 

the teacher happy’. Don’t be tempted – if 

you have a coach, your coach will know.

Work with the business principles you are 

learning and integrate the work into as 

many areas of your business as you can.

Innovate. Innovate. Innovate.

Keep on the lookout for new things and 

ideas. Innovate and tailor solutions and sys-

tems to fit your business. Test and stretch 

your mind and awareness. 

Keep looking for better ways to do things.  

Look for ways to make your business, your 

products, your service to be more effec-

tive, more consistent, more predictable.  

Believe me, your staff and your clients 

want consistency and predictability.

It seems a contradiction, but the more se-

rious you are about the strategic work on 

your business, the more fun you can have 

with your business and what it can do for 

your life.

LESLEY ANN GRIMOLDBY 
Lesley Ann Grimoldby is  a seasoned business coach and mentor, 
who works with business owners in the small  and medium 
enterprise spectrum.  Bel ieving that a business should serve its 
owner,  not the other way around, she shows them how to prepare 
their  business for expansion or sale – or both. 

Company:  Next Level  Up
www.nextlevelup.com.au

LESLEY ANN GRIMOLDBY

Business Development Work is  Serious Grown Up Work
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How Social Media 
FITS INTO 

Online Marketing

JEFF SCHNEIDER

How Social  Media Fits  Into Online Marketing

BY JEFF SCHNEIDER

I f you’ve read some of my previous 
blog posts or you’ve heard me speak at 
conferences before, you know that my 

opinion is that the sale doesn’t take place 
on the social networks. But then, where ex-
actly does the sale happen?

The more you engage your online com-
munities and the more quality content you 
produce and syndicate, the more traffic you 
will be able to attract back to your website. 
THAT’S where the sale takes place.

To explain how this all works together, I like 
to use the analogy of fishing...

Your Fishing Boat 
(Your Website)

When it comes to online marketing, your 
fishing boat is your website or blog. I rec-
ommend to new clients that they build 
their websites on WordPress so that you 
can have a website with built-in blog func-

tionality. Having a blog is essential for all 
businesses.

If we think about fishing, the whole purpose 
is to get the fish into the boat. We do the 
same with our online marketing. We want 
to get the people from our online commu-
nities back to our hub or our home base 
which is our website (our primary goal).

Once we get them back to our website, the 
goal is to get them to opt-in to an ethical 
bribe or click Like on our Facebook Page 
Widget. This allows us to identify them (our 
secondary goal).

Your Fishing Nets (The 
Social Networks)

The fishing nets we use are the various so-
cial media networks we are engaged in. 
The key is to remember that different peo-
ple hang out in different networks (kind of 
like different schools of fish swim together!)
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Your Bait (The Content 
You Post)

In order to catch the right fish, you need to 
use the right bait. The bait that you use on 
the social networks is usually teaser copy 
for blog posts. You can post all different 
kinds of content in the social networks, 
but for the sake of getting people from our 
communities back to our website we want 
to focus on teaser copy for blog posts. 
When you post a new article, video or 
photo album to your blog, then you post 
a little blurb along with a link back to the 
content on your website into the various 
social media channels.

So let’s see an example of 
how this would look:

Let’s say I own a carpet 
cleaning company (my fa-
vorite example!) I just fin-
ished writing a blog article 
on the Top 5 Ways To Pro-
tect Your Carpets From 
Pet Stains and Odors (my 
bait) and now I want to go 
fishing and pull some new 
people from my online 
communities (the nets) 
back to my website (the 
boat).

I prepare a few short little 
messages that I can post 
to my social networks and 
a short one to send out 
to my email list as well. 
Here’s what they might 
look like:

I take this message and I post it to each of 
my social networks that I’m involved in, as 
well as sending it out in a brief email mes-
sage to my email list. The key here is that 
I’m not selling. I’m providing valuable in-
formation to my various communities. My 

“I’m constantly asked by people how 
to protect their carpets from pet ac-
cidents, stains and odors. Anyone 
you ask has a different suggestion, 
but I’ve prepared my list of the Top 
5. You can read it here: http://www.
mycarpetcleaningwebsite.com/top-
5-ways”

JEFF SCHNEIDER

How Social  Media Fits  Into Online Marketing
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intent is to get them back to my website 

to read my new article. I make sure at the 

end of the article to ask the readers to post 

their comments and share the article with 

their networks (remember people need to 

be told what to do next).

To make sure this process all flows smooth-

ly together, I’ve made sure at the end of my 

article to mention that not all of these Top 

5 ways to remove pet stains will always do 

the trick and that they may need to call a 

professional carpet cleaner to come in and 

take care of the really bad ones. (I haven’t 

directly sold my own services; I’ve simply 

dropped the hint that they might need to 

do that at some point.)

Lastly, at the end of my article I have a little 

blurb that encourages people to opt-in to 

my ethical bribe. In this case, I’ve written a 

short report that’s called “The 7 Ways That 

Carpet Cleaning Companies Rip You Off”. 

In order for people to download my free 

report, they have to opt-in to my email list. 

This is how I’m identifying my traffic and 

building my email list at the same time.

As you can see, social media plays an inte-

gral role in your online marketing strategy. 

The question remains, how does more tra-

ditional offline marketing fit into this strat-

egy? The exact same way. All of your of-

fline or traditional marketing should also 

drive people back to your website. Social 

media marketing and email marketing all 

cost next to nothing but do require an in-

vestment in time. When we can capture 

people on social media or in our email list, 

it reduces the amount of money we need 

to spend on traditional offline marketing 

and advertising.

JEFF SCHNEIDER 
Jeff   Schneider is  a top-rated Internet marketing expert and a 
trusted authority in social  media.  He’s the founder and president 
of MarketingNinjas.com, an Edmonton-based Inbound marketing 
agency that special izes in helping their  cl ients increase their 
f low of high-qual ity leads using the Internet.   Jeff   is  also a 
professional  speaker who presents on topics including Internet 
marketing and social  media.

JEFF SCHNEIDER

How Social  Media Fits  Into Online Marketing
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• Having a successful business requires differentiating 
yourself so you stand out as the obvious choice to do 
business with, we’ll show you how.  

• Learn a 5 step process for creating a fool proof sales 
process.

• Learn techniques on how to grow your business with 
LinkedIn, blogging, funnel marketing strategies, and a 
new marketing model that’s sure to increase your  
conversions. 

• Get tips on incorporating your story lines to help build 
your business.

Feeling Like you
Missed Something?

Don’t Worry.
Order Back Issues
with Just one Click

Issue 01

Issue 02
In this Issue:

In this Issue:



• We show you how to craft a powerful 
elevator pitch that draws people in and has 
them wanting to know more about you and 
your business.  

• Discover effective networking techniques 
that will help you grow your list of clients.

• Learn 4 hot ways to market yourself that 
will have clients knocking on your door. 

• In this edition learn how to exponentially 
grow your ‘expert’ business with tips on 
doing joint venture marketing.

• This edition will also give you advice on 
what you can do to become a more 
confident speaker.

• Get a free course worth $149, that uncovers 
social trends that you absolutely must 
pay attention to if you are going to have 
effective marketing.  This program will help 
you leave your competition far behind.

Issue 03

Issue 04

In this Issue:

In this Issue:



• Learn how to increase response to your 
social media updates, network effectively, 
and build rapport with your prospects.  

• You’ll find out how having a company 
manifesto can build connection and 
differentiate you from the competition.  

• We’ll also share 7 bad habits you definitely 
want to avoid in your writing so prospects 
lean in to hear more rather than run in the 
other direction.  

• We share strategies on how to manage 
your time effectively to get the most 
important things done, and uncover the 
things that are holding you back from 
success in your ‘expert’ business.  

• We also uncover important strategies to 
increase leads to your ‘expert’ business 
with effective landing pages and impactful 
blogging. 

• You’ll also discover how you can get instant 
credibility, exposure, plus make more 
money with radio and podcasts.  It’s all here 
in Edition 06.

Issue 05

Issue 06

In this Issue:

In this Issue:
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Entrepreneurs who have taken the 
first step (if you haven’t read Part 
I: Excuse yourself, please do) by 

understanding that excuses are nothing 
more than barriers between themselves 
and their goal. Hopefully we have shown 
that excuses do not prevent undesirable 
consequences for uncompleted tasks. 
Excuses are a waste of time and energy. 
They can exhaust even the most positive 
individuals and do nothing to move them 
or their business forward. Of course, you 
now know better because the expecta-
tion has been set that whatever you put 
between do and done is what you will be-
come.

Now, take a moment and imagine the 
possibilities when each thought and step 
moves you closer to your goal, mission, 
vision or dream. We need to be honest, it 
takes a lot of guts to discover and define 
what you want out of your business and 
even more to put it between Do and Done 
- every single day. In our research we have 

JEFFREY A.  STEELE & JOEL S.  LEVINSON

What is  Between Your Do And Done?

Part  I I :  Do I t  For Yourself
BY JEFFREY A. STEELE & JOEL S. LEVINSON

What is between 
your Do and Done?
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found that in order to “do for yourself” re-
quires: Clarity, Confidence, and Commit-
ment.

Clarity
“Clarity affords focus.”
~ Thomas Leonard

Without clarity you will be relegated to 
wander aimlessly and eventually find your-
self on the brink of failure wondering how 
you got there. You will be asking yourself 
the same questions over and over all while 
hoping for new and original answers. The 
answers you will receive are those that al-
low you to blame someone else, some 
circumstance, or anything that could have 
caused your failure, but never the fact that 
you didn’t have a clear picture of your pur-
pose. Think about how tough it is to run a 
business without a focus on goals. A night-
mare for sure.

When you have a clear vision of where you 
are going and how you are getting there, 
the journey is much easier to undertake. 
All obstacles are manageable. Tribulations 
can be planned and prepared for well in 
advance. Trials are nothing more than les-
sons learned that can be applied to the 
next leg of the journey. Clarity becomes 
anything that allows you to plot the direc-
tion and purpose of your business. Clarity 
allows you to see what lies ahead in order 
to be effectively prepared.

Confidence 
“You have to feel confident. If you 
don’t,  then you’re going to be hesi-
tant and defensive,  and there’ll be a 
lot of things working against you.” 
~ Clint Eastwood

Confidence has been blamed for many 
things: unhealthy competition, poor 
sportsmanship, egotistical behavior, and 
antisocial actions. Lacking confidence can 
lead to pessimistic attitudes, debilitating 
insecurities, and low self-esteem. At the 
end, if you do not believe in yourself, abili-
ties, product, process or people, then why 
will anyone else? Why would a new client 
care to listen to the sales pitch or results 
if you aren’t confident? This is really im-
portant; it does not take an extrovert to be 
a confident individual. You don’t need to 
be loud, obnoxious, or in-your-face to be 
confident. The bad news is it cannot be 
taught, given, or bought.

Confidence is earned. It is earned through 
actions and experience. Confidence is 
about your belief (your attitude) in yourself 
to achieve a goal because you can visual-
ize your success. It also means that you 
understand the obstacles that can get in 
your way. Confidence is knowing what, 
how and why you are going to do it and 
what the outcome will be. The simple truth 
is that confidence breeds action, and ac-
tion is about doing, and doing gets things 
done. 

JEFFREY A.  STEELE & JOEL S.  LEVINSON

What is  Between Your Do And Done?
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Commitment
“Desire is the key to motivation, but 
it’s determination and commitment 
to an unrelenting pursuit of your goal 
- a commitment to excellence - that 
will enable you to attain the success 
you seek.”
~ Mario Andretti

A commitment is much more than spo-
ken or written words that imply a prom-
ise. Mostly because, commitments sit be-
tween you and success. There are just too 
many pitfalls when you promise to do work 
but you don’t work on doing it. First and 
foremost, you lied. You lied to yourself and 
more importantly to others (probably cli-
ents). Second, you have wasted time and 
energy that could have been committed 
to something else. Third, no matter how 
big or small, you are starting to create bad 
habits that will sooner or later get in the 
way of your success.

So, the good news, a commitment can 
be a very powerful marketing tool if you 

consider it to be the first product you of-

fer your clients. We will warn you, don’t 

become overextended or forget what you 

commit to. Do not take on more than you 

can manage. There is no room for partial 

commitments when it comes to achieving 

your business goals. You need to follow 

through on your promises to yourself and 

others. Keeping your commitments gets 

your mind, body, and spirit moving in the 

same direction. 

Do For Yourself

When you do for yourself, there is no 

doubt that what lies between your do and 

done will be a successful business and life. 

By keeping focused on clarity, confidence, 

and commitment you will find that your 

goals are within reach. There is no doubt 

in our mind that an entrepreneur who can 

contain their fear and determine appropri-

ate actions will become one who beats 

the odds and succeeds! 

Until next time, Live The Risk! 

Stay tuned for Part III: Do For Others in 

next month’s issue! 

JEFFREY A.  STEELE & JOEL S.  LEVINSON

What is  Between Your Do And Done?

JEFFREY A.  STEELE & JOEL S.  LEVINSON 
Between them, Jeffrey A.  Steele and Joel 
S.  Levinson, have launched and grown f ive 
businesses to achieve mil l ions in sales.  Today 
they apply their  considerable energy and 
talents to create a movement for entrepreneurs 
to achieve meaning in their  l ives beyond the 
confines of their  balance sheets.   No strangers to 
f inancial  struggles,  tr ials ,  and tr ibulat ions,  their 
non-stop learning and never give up approach 
is  the key to their  success.  The authors of Live 
The Risk:  Escape your excuses and enjoy l i fe , 
are walking-talking poster men who are l iv ing 
the dream and swinging wide open the door for 
others to do the same. www.LiveTheRisk.com 
or contact:  J2@LiveTheRisk.com
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“Those who reach decisions promptly and definitely know what they 
want and generally get it.  The leaders in every walk of life decide 
quickly and firmly.  This is the major reason why they are leaders.” 

Napoleon Hill

LISA RYAN

Success Requires No Apologies

Success Requires 

No Apologies
BY LISA RYAN
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A s a young man, Napoleon Hill 

interviewed Andrew Carnegie, 

who proposed an interesting 

assignment. He said, “I’d like you 

to interview 500 of the world’s wealthiest 

men and discover how they achieved their 

riches.” Carnegie then added two caveats: 

it was going to take Napoleon at least 

twenty years to accomplish this task and 

he wasn’t going to pay him to do it. 

Napoleon had a choice - he could stay 

comfortable where he was, or he could 

potentially change the world. 

What Napoleon didn’t know though was 

that Carnegie had a stopwatch beneath 

the desk set for sixty seconds, after which 

time the offer was off the table. Thankfully 

Napoleon said, “Yes,” and the rest is history.  

In his research, Hill discovered thirteen keys 

to success, revealing the foundation of the 

success principles we espouse today.

Can you imagine if Napoleon called his 

friends to tell them about the deal?  “Hey, 

Andrew Carnegie made me this great offer.  

He’s going to introduce me to a bunch of 

millionaires and I get to interview them, 

and he’s not going to pay me.”

What do you think his friends would have 

said?  “Are you CRAZY? What do you mean 

he’s not going to pay you? You’d be an 

idiot to take him up on that kind of offer.”

Fortunately, Napoleon listened to his gut.  

Think about how you make your decisions.  

Do you waffle and rely on the opinions of 

others?  Or are you committed to your 

cause and go with your intuition?  It makes 

a difference.

Have fun,

Lisa

PS - Go with your gut.  You instinctively 

know what’s best for you.

LISA RYAN

Success Requires No Apologies

LISA RYAN 
As Founder of Grategy,  Lisa Ryan works with corporations, 
associat ions,  and non-profits  to create stronger employee and 
customer engagement,  retention and satisfaction,  leading to 
increased profits .  She is  the author of s ix books,  and co-stars 
in two documentaries:  the award-winning: “The Keeper of the 
Keys,”  and “The Gratitude Experiment.”    Br ing Lisa to your next 
event:  www.grategy.com, l isa@grategy.com, or 216-225-8027.
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Subscribe today and take advantage of 
this time-limited promotion to receive 

each edition for only $1.99.  That’s 
close to 70% off the cover price and 
less than a cup of coffee!  So what 

are you waiting for?  Hit the Subscribe 
button and start building the business 

you’ve always dreamed of.

Click the Subscribe button Now.

When you subscribe you receive: 
• Online and offline marketing strategies to reach 

more of your ideal clients and make your cash 
register ring 

• Tips and insights on effective sales approaches 
that that don’t make you sound “salesy” or 
make you feel uncomfortable.  
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reach more clients and get paid what you’re 
worth.
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marketing platform to extend your reach and 
build your brand.

• Tools, templates, how to guides, and step-
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The Parallels Between 
Publicity and Joint Ventures

BY NANCY JUETTEN

Having worked as a publicist for experts and entrepreneurs for many years, advo-
cating for others is a well-honed skill. Earning publicity is all about positioning 
experts and information in a timely, newsworthy and relevant way so even more 

people can learn about the top priority that is trend-worthy and useful at the moment.

NANCY JUETTEN

The Parallels  Between Publicity and Joint Ventures

Plus Two Gifts  to Guide You Forward
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Getting seen, heard, and celebrated via the 
media that matter for your message can 
make big noise and invite more of the right 
opportunities to connect with ideal clients 
and others who need to know about 
whatever it is that is YOUR priority. Media 
coverage gets people talking, sharing, and 
taking action. That is powerful for building 
brand, reputation, and buzz. And, when 
more people know about what you have to 
offer, you are more easily found, referred, 
and hired, and those are outcomes that 
give business owners everywhere reasons 
to cheer.

When I first learned about the value of joint 
ventures for expert positioning and getting 
the word out, the parallels to the power of 
publicity were clear to me and also aligned 
with my skill set. During a joint venture 
with a strategic partner, colleagues share 
information that is timely, newsworthy and 
relevant with their carefully nurtured tribes 
of fans to build know-like-trust and inspire 
action. Sometimes, the communication is 
about sharing a useful report that solves 
a specific problem. Other times, the 
communication is about inviting a specific 
buying action. Either way, the common 
thread is that the information or offer 
being extended is relevant, of service, and 
intended to make a positive impact. The 
audience for the message is well served, 
and everyone wins.

So, when I got started with joint venture 
partnerships in 2006, I started by doing my 
homework. What steps did I take? 

And more to the point, what steps might 
you take now that your desire to make 

joint ventures part of your get known to 
get paid strategy has become crystal clear 
to you?  Here are suggestions, based on 
my path so far.

• Identify a product or service that your 
tribe needs, wants, and is likely to invest 
in to get the benefit or the relief.

• Investigate the best-of-breed service 
providers who offer that solution and 
start a relationship.  Not a transaction. A 
relationship.

• Learn about and use the product or 
service to know that it truly is the best 
available so as to be in a solid position 
to provide meaningful and credible 
advocacy.

• Invite opportunities to promote the 
work of high quality partners in the spirit 
of service to your own tribe.

• Deliver on every promise made, and 
go the extra mile to deliver results as 
measured by opt ins and referred sales.

• Invite conversations with partners for 
reciprocal promotions or other creative 
ways to collaborate for great results, 
once and all.

• Nurture the relationships over time.  

By making powerful introductions to 
other people of influence, being available 
to mastermind or brainstorm to solve 
problems, going the extra mile whenever 
possible, and showing up as a great 
colleague, co-collaborator, and friend, 

NANCY JUETTEN
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you can develop lasting and rewarding 
relationships with your partners.  In doing 
so, everyone is in a great position to serve 
more of the perfect clients we are here to 
serve and make a bigger impact through 
our work.

If you are new to the world of publicity or 
joint ventures, consider today a NEW day 
to approach both arenas as students who 
are serious about learning best practices.  
Take action on what you learn.  Keep track 
of your results.  And keep advancing along 
the path to mastery.

We all bloom where we are planted and 
grow from there. In the spirit of authentic 
visibility, it gets a bit intimidating at times to 
see how big some partners play, how well 
they use technology to their advantage, and 
how elaborate some of their promotions 
are.

As much as I’ve learned since starting down 
this path, there is still so much more to 
learn and do, and I’ll keep moving forward 

in a step by step and sometimes leaps and 

bounds kind of way.

I will also say that it is a privilege to learn 

from those who are playing big and take 

the best of what they do and apply it in 

my own best way to make my own impact 

with clients and the marketplace.

What I know based on my own experience 

is that when your advocacy puts your name 

on the top of a leader board for a joint 

venture in which many of your industry’s 

most influential players are participating, 

that means that people with names you 

likely recognize will soon be calling your 

name. And that just might be the most 

intoxicating benefit of all.

If you’d like to listen to a webinar replay I 

gave about Joint Ventures and gain access 

to two relevant gifts to guide you forward, 

you can.

Just Click Here

NANCY JUETTEN  
Since 2009, Business Bio Expert and Get Known to Get 
Paid Mentor Nancy Juetten has earned a reputation as the 
“go to” expert  for helping aspir ing experts transform their 
boring business bios from wallpaper to wow to attract 
cl ients now. Access your “Heal  Your Boring Business Bio 
to Attract Cl ients and Cash Now” gift  booklet today,  and 
invite your fr iends to do the same.
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“Bring the best of your authentic 
self to every opportunity.”

- John Jantsch
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T ypically, when talking about busi-
ness strategy, we think of ways 
to maximize the effectiveness of 
your business, how to trade less 

time for money, and overall how to be a 
better ExpertPreneur™.

So you might be thinking, what’s so im-
portant about enjoying your business? 

And how does that fall into the category 

of “strategy?”

Think back to a job you had that you didn’t 

like. You dreaded waking up in the morn-

ing, counted down the hours while you 

were there, and celebrated days off. It was 

more of a chore than anything.

SHERYL WOLOWYK

Making Enjoyment Greater Than Your Effort

Making Enjoyment
Greater Than Your Effort
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How well did you perform in that environ-
ment? Evaluate yourself honestly – I bet 
you didn’t push yourself too hard. When 
problems arose, you probably complained 
about them before dealing with them. And 
I’m sure you didn’t feel ambitious enough 
to try to move up the ranks.

Believe it or not, many ExpertPreneurs™ 
suffer from this mentality in their own 
businesses. Even though it’s their ultimate 
dream to succeed in this work.

Truly enjoying your work is extremely im-
portant to a long-lasting and successful 
business. So much so, that you should de-
sign your business to optimize it.

So today I’m going to discuss the strate-
gy of how to enjoy your business, helping 
you achieve your dreams faster.

You’ll learn just how much negative emo-
tions can impact your overall business...

The happiness secrets of the top Expert-
Preneurs™ out there...

And the big “C” you need to boost your 
business further than ever...

Negativity in Business

I played Varsity soccer for four years while 
in University.

I played with some of the best players in 
the country.  We even ended up with an 
undefeated season and a National cham-
pionship.  However, blending a team of 
different personalities together to be high 

performing wasn’t always easy. And I give 
my coach a ton of credit for what she was 
able to do with us each season.

I remember one of her biggest challenges 
was getting people to take responsibility 
for how they performed, and fulfilling their 
obligations to the team.  I’m not talking 
about showing up for practice on time, or 
being at every game.  At that level of play, 
that’s a given.  What I’m referring to is be-
ing accountable when you make mistakes 
during the game.

You see when some people make a mis-
take on the field, they work twice as hard 
the next play to make up for it.  You might 
see a teammate get beat, but they work 
really hard to get back into position.  Other 
people you watch get beat give up, and 
pass the responsibility to mark their man 
to another teammate.  Now a high per-
forming team will help one another out, 
but there is still an expectation that every-
one is working as hard as they can.  If they 
make a mistake, they work hard to fix it.  
No excuses, no slackers.  

Now most of my teammates played with 
100% commitment to do their very best. 
But there was one player who would al-
ways give up.  You see, the problem was 
that she had a really bad attitude. 

Now, I’m not referring to arrogance. Her 
main roadblock was that she never took 
responsibility for anything that she did 
wrong. And always made excuses for her 
mistakes.

She also complained a lot. About anything 
you can imagine, really.

SHERYL WOLOWYK
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Doesn’t sound like a fun person to be 
around, right? And it’s too bad, because 
she was really talented. But her poor atti-
tude made it difficult to play with her. And 
I could tell she drained our coach’s energy 
on more than one occasion.  

Now although we were successful as a 
team... there’s an important lesson here. 
Negativity, excuses, and complaints won’t 
get you as far in life.  I’m sure my teammate 
had a shot at making the National team, 
but her attitude held her back.  Competi-
tion is intense at that level, and a bad at-
titude is all it takes not to make the cut at 
the highest levels.

I’m sure you’ve had your own experience 
with people who blame their problems on 
other people or circumstances in their life. 
These people never take responsibility for 
their actions. They are often complacent, 
exerting as little effort as possible.

I’m here to tell you that as an ExpertPre-
neur™, you will never find success with 
that mindset.

If your business isn’t where you want it 
to be, and you are feeling down about it, 
complaining won’t do you any good. It’s 
a waste of your time and energy. Not to 
mention, unless you are talking to a men-
tor, the person listening probably can’t 
help you solve the problem.

What’s worse is the habit of blaming your 
lack of progress on other things. “I have 
been so busy lately, I just haven’t had time 
to work on marketing.” “My family will be 
in town, so I have to get my place togeth-
er.” “People just aren’t spending money in 
these times.”

The list goes on and on. But the fact of 
the matter is you make your own luck and 
success. And to do that, you have to take 
responsibility for your actions. You have to 
love what you are doing enough to step 
back and think about how you can fix 
things to get them on track.

Whether you figure out the next steps on 
your own, or get advice from a friend or 
mentor, be sure to apply that advice and 
do something with it. Knowledge means 
nothing without action.

The Secrets of the Gurus

I’m going to tell you one big secret right 
off of the bat – even the most success-
ful ExpertPreneurs™ have been through 
rough times.

I know it’s hard to believe that some rich 
and even famous gurus have started out 
from nothing, but many have. And many, if 
not most, have built their businesses from 
scratch… just like you are.

The key is, they enjoy what they do, and 
that helps them work through those hard 
times. Staying positive, moving forward, 
and learning and growing from mistakes.

There’s a funny psychological thing that 
happens when you smile. Even if you are 
deeply unhappy about something, you 
eventually start to feel better. And that’s 
what prioritizing enjoyment in your busi-
ness does for you.

Instead of kicking the roadblocks in anger 

and disdain, you stop, take a look around, 

SHERYL WOLOWYK
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and find a way around them. And don’t be 

ashamed of the mistake. Own it!

One of the original internet business gu-

rus, Michael Gerber, had problems for 

years before he found his success. He 

started over 40 years ago trying to help 

small businesses succeed. His clients had 

technical skills, but no idea how to run an 

actual business.

He helped them focus their dreams into 

tangible steps and he loved doing what he 

did.

The point I’m trying to make here is his 

positivity, and love of what he did, got him 

through those rough times. And because 
it is so clear he loves what he does, loves 
seeing others succeed, and believes in ful-

filling dreams, the laws of attraction ulti-
mately work in his favor.

Even just looking at his pictures on his 
website, you’ll see he’s smiling in every 
single one.

Imagine what that aura of positivity can do 
for your business. Not only will you find 
your success without giving up, you’ll also 
attract more people along the way. Be-
cause everyone wants to hang out with a 
positive person. 

The Big “C” for Success

Continuing along the lines of positivity for 
success, there’s one trait you must wear 

proudly if you wish to find success as an 

ExpertPreneur™: confidence.

SHERYL WOLOWYK
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You got into this business because there 

is something you want to share with the 

world. You consider yourself to be an ex-

pert, and others stand to improve their 

lives by working with you.

What is there not to be confident about?

Contrary to what you might believe, ex-

treme humility doesn’t serve you well. 

That’s not to say you should be arrogant. 

Arrogance implies an unwillingness to 

learn and grow.

Confidence falls in line with self-esteem. 
If I am going to become a customer of 

yours, I need to know that you believe you 
are great at what you do. You don’t need 
to be perfect; you just need to be secure 
in your knowledge.

It can be difficult to maintain positive feel-
ings about yourself and your abilities when 
things aren’t going well. So, a great way 
to continually boost your confidence is to 
spend time around positive-minded peo-
ple. In fact, I wrote an entire blog post on 
that subject .

By surrounding yourself with forward-

thinking, successful people who under-

stand and support you, you’ll dramatically 

improve your success. You won’t waste 

SHERYL WOLOWYK

Making Enjoyment Greater Than Your Effort



www.expertpreneurmagazine.com Powered by www.expertelevation.com|  55 |

ExpertPreneur® Magazine

time wallowing in self-pity and doubt. And 

you’ll spend more time finding solutions to 

problems.

You’ll also become a magnet for clients.

When every ounce of your presence ooz-

es confidence and enjoyment, people will 

want to know your secret. Smiling, having 

fun, and enjoying what you do sound like 

much better ways to spend your day than 

moping, worrying, and placing blame on 

others, don’t they?

Making Happiness a 
Priority

The funny thing is, everything I’ve discussed 

in my ExpertPreneur Magazine, blog , and 

Platform Newsletter  is designed to make 

your business as enjoyable as possible. By 

creating a well-oiled machine that can run 

while you’re away, you’re designing the life 

of your dreams.

What’s better than that?

Sit down one day soon and map out your 

plan for your business. And if you’re feeling 

frustrated about where you are right now, 

think about how you can get to where you 

want to be. What steps would you need to 

take?

Also, take the time to appreciate everything 

that is going right in your life. Acknowledge 

your gratitude for having a home, a fam-

ily, a skill you can share with the world... 

things we can easily take for granted. That 

genuine appreciation will pave the way for 

new successes in your life.

The road to success as an ExpertPreneur™ 

is long and winding, but with the right at-

titude you can really enjoy the journey. 

Move forward with confidence, focus on 

how much you love what you do, and you 

will get to your destination. While enjoying 

every step of the way.

SHERYL WOLOWYK 
Sheryl  Wolowyk is  Founder of Expert Elevation a business coaching 
and entrepreneur training company for “expertpreneurs™” who 
make a l iv ing sharing their  knowledge and expert ise.  Sheryl 
shows “expertpreneurs™” how to grow a lucrative business 
and inf luential  brand with her income acceleration system & 
“expertpreneur™” roadmap.  She provides onl ine programs, l ive 
events,  coaching and VIP days to help cl ients develop an effective 
business strategy and uti l ize s imple but powerful  marketing and 
sales techniques to attract a steady stream of ideal  cl ients,  so 
they can l ive the l i fe of their  dreams while making a big difference 
in the l ives of their  cl ients.  www.expertelevation.com
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Does the thought of updating/re-

doing or improving your image 

overwhelm you? 

Do you think you’ll have to sell your first 

born in order to pay for a new look?

Are you stuck in a time warp?

How do you want to stand out from the 

crowd? 

Think of image icons. How do they stand 

out?  How do you want to stand out?

Check out these simple TOP 5 step by 

step tips to getting your image together.

Tip #1 

Your crowning glory, your hair. This is 

one of the most reasonable and quick-

est ways to update/redo or improve 

your look. Be sure you have a hairdress-

er that you really respect and know. If 

you do not have one then start asking 

around. When you see someone with a 

simple, easy stylish hairdo ask them who 

their hairdresser is. Women will travel a 

long way to go to a hairdresser they re-

ally trust. Have a consultation first before 

ROWENA LIST

Getting Your Image Together
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they start to cut and colour. Ask for a style 
to suit your current lifestyle. Simple, easy, 
fun but up to date.

TIP #2 

The next most economical way to im-
prove your image is with a makeover. Set 
up a complimentary try before you buy 
skin care and makeup lesson at your local 
cosmetic counter or in home cosmetic 
company. Keep in mind that you do not 
have to spend a lot of time and money to 
have a polished up to date look. Do not 
leave home without your lipstick and mas-
cara on unless you are off to exercise class.
When you take care of your skin daily it re-
ally shows

TIP #3 

Eye Glasses. Do you want to look distin-
guished, intelligent, funky or frumpy? If 
you want to improve your image you’ll 
want to consider having the latest in eye 
wear. How many compliments do you get 
on your eye glasses? This is part of your 
image makeover that could be the most 
expensive. Be sure your eyebrows are pro-
fessionally shaped to suit your new look 

and to show off your eyes and glasses.

TIP #4 

Next is updating your clothes. Before you 

head off on a shopping spree be sure to 

organize your clothes closet. Donate all 

the clothes that no longer fit you, are no 

longer your style or do not fit your life-

style. For example you might have used to 

wear suites everyday and now you are in a 

more casual office.  Make sure that each 

item left in your closet goes with at least 

3 other items.

Now you can head out shopping to fill in 

the missing pieces. Do not buy because of 

price and be sure to have your lipstick on.

TIP #5 

Accessories. That includes jewelry, purses, 

shoes and scarves. It is amazing how an 

accessory can really update a look. Keep 

it simple. Be sure your purse and shoes 

are in peak condition. These items might 

be your “statement” items. When in doubt 

leave it out. Less is better when it comes 

to accessories.

ROWENA LIST 
Rowena List  is  an organizing expert special iz ing in image, t ime 
management and home organization.  Grab your FREE copy of 
Rowena’s new e-Book; Organized in 15 Minutes.   The e-Book 
gives you a s imple 10-day plan for organizing 10 different areas 
of your home in 15 minutes or less.   Download your free copy 
now at:  http://www.Gett ingItTogether.ca
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