
  

  

Welcome! 
 
 
Hello, and welcome.  I’m Naomi from IttyBiz, and you are listening 
to a free sample from the Let’s Fix Your Business course – a set of 
three classes that tell you what to do with your content, website and 
list so that more people start buying your stuff. 
  
This sample is from week three of the Let’s Fix Your Content class. It 
is called Getting People To Buy From You (Without Being Pushy), 
and it’s all in aid of teaching you something important, so you will 
say to yourself “Wow, maybe I should buy the whole course since 
this lesson was so useful.” 
  
Or, you might say, “Hey, I can see how this lesson can help make me 
more money. I think I’ll get the whole lot.”  You can say whatever 
you want.  Take a listen to this free sample and make your own 
decision. 
  
Now, this sample is for week three of the content class, so you may 
hear us refer to some things we covered in earlier lessons.  Week 1 is 
called “The Rules of Content No One Seems To Be Teaching You” 
and week two is called “Meeting Your Customers' Three Strongest 
Desires.”  So if you hear us talking about stuff we covered last week, 
take it in context. 
  
With that said, enjoy the lesson. And maybe get something handy to 
take notes on.  We’re going to tell you a lot of things you can do to 
get customers interested in buying your stuff.  You might as well 
capture the ones you want to do first. 
  
Registration for the Let’s Fix Your Business classes closes on 
Tuesday, March 25th.  We hope to see you in class! 
  
Ok, let’s get going. 
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introduction 
  
Hello, and welcome to Session Three of Let’s Fix Your Content.  I’m 
Naomi from IttyBiz, and today we’re going to talk about  to get 
people to buy from you without being pushy. 
 
Why do people need to be pushy when they sell, anyway?  Well, 
there are a few reasons for that.  Primarily, if a person doesn’t know 
how to sell effectively, or with any level of finesse, then they have to 
be pushy to a degree.  It’s like a bad pick-up artist in a bar.  A whole 
lot of pick-up, and not so much art.  Hmm. 
 
Sometimes that’s the case.  But more often than not, there are two 
things at play in pushy sales situations.  The first is that the seller 
doesn’t really understand or care about the buyer at all.  They just 
want them to hurry up and buy something, damn it.  It’s laziness, or 
greed, or any number of your favorite seven deadly sins.  Since 
there’s money at stake, sometimes people get pushy. 
 
The other thing that’s generally at play here is that people don’t 
understand what’s going through the buyer’s mind as they consider 
making a purchase.  They don’t have a firm grasp on the psychology 
of a buyer looking for this particular thing, and so they kind of go for 
the close without taking them out for dinner first. 
 
So, that’s what we’re going to talk about today.  How to take your 
buyers out to dinner, metaphorically, so they decide that you are just 
the kind of person they want to do business with.  We’re going to 
begin with a story. 
 
Let me tell you the tale of the two hiking boot stores.  If you’ve been 
hanging around IttyBiz for a while, you might remember that last 
year, I was going to walk the Camino de Santiago, a 500-mile 
pilgrimage through France and Spain. (Then I messed up my knee. 
Another story for another time.) 
 
When you’re literally walking across a country, you need to be very 
particular about your pair of boots, because if you make the wrong 
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choice, you’re going to regret it the whole way. That is, if there is a 
whole way, which there may not be if you buy the wrong boots. 
 
So I head over to the local outdoors store at the mall, a place called 
North By Northwest.  It’s a typical chain store, and the sales guy 
gives me his best early twenties grin and says “How can I help you?”   
 
I tell him I’m walking the Camino and he asks me one or two 
questions, does a passable job of looking like he’s paying attention, 
and then proceeds to tell me that THIS pair of boots is the one I need.  
He himself uses them to go hiking on the weekends.  His grin 
widens, and he thinks he has the sale. 
 
I ask him a few more questions and he starts looking around at the 
next customer who came into the store.  I can tell he wants to get to 
that person too, so he’s all like “Don’t worrrrrry!  These are the boots 
you need.”  As he didn’t seem to notice he didn’t answer my 
questions very well, I’m sure he also didn’t notice when I just up and 
left the store. 
 
So.  Then I head to a place called Mountain Equipment Co-Op, or 
MEC for short. I think MEC is the Canadian version of REI. I tell the 
nice lady there that I am walking the Camino.  Her eyes light up, and 
she takes me right back to the footwear area.   
 
We spend the next twenty minutes with her asking me questions 
more questions than I ask her, and they are GOOD questions. She’s 
making me think of things I didn’t even know I needed to know, 
things about breathability and how fast they dry from the rain and 
stuff like that.   
 
She’s getting me to try out one pair of shoes and then asks me a 
question about my arches.  Then she throws those shoes to the side 
and says “Crap, these are going to end up terrible for you.  Try these 
other ones.  The arch is better for the three days you’ll be walking the 
Pyrenees, but they’re light enough that they won’t be a bear to keep 
on when you’re on the asphalt.”   
 
This woman knows her Camino.  And she took the time to 
understand what I knew, what I didn’t know, and what opinions I 
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had about what I needed that needed some expert rejiggering.  She 
gave a crap, and took the time to make sure I had what I really 
needed. 
 
Incidentally, I walked out of there with the boots, a pair of walking 
shoes, a backpack and a few hundred dollars of lightweight hiking 
supplies.  Why?  Because I could trust her, and because she knew 
both exactly what was going through my head, and what was NOT 
going through my head, but should’ve been.  I didn’t think twice 
about buying from MEC. 
 
What’s the moral of this story?  When you know what is going 
through your customer’s head during the buying process, you can 
frame your entire conversation around the things that get to – and 
expand – the buying decision. 
 
And that’s what we’re going to talk about today. 
 
how buying decisions are made 
 
There’s a lot of talk in marketing circles about something called the 
“know-like-trust” cycle.  If you get enough people to know about 
you, like you, and trust you, you’ll make sales. 
 
This is … generally true.  But it is a bit simplistic.  It’s like saying if 
you have a good job and you’re a nice enough person, getting 
someone to date you or marry you will be a snap.  There’s a piece of 
validity there, but it lacks a certain depth that real life requires. 
 
The know-like-trust cycle is important, and no one here will tell you 
that it’s not.   But it’s not a universal constant.  It may be a constant in 
terms of popularity contests, but when it comes to commerce, it’s not 
like a law of monetary physics or anything. 
 
It’s more like icing on the cake.  Think about it:  How many times 
have you bought something from someone you’ve never heard of 
before?  Plenty of people make purchases the day they discover a 
seller. 
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How many times have you bought something from someone – or 
some company – you actively don’t like?  Sometimes there’s just a 
compelling reason – the price, the benefits, the fact that they’re the 
only one who is selling it.  Plenty of commerce takes place with 
unlikeable people.  Best Buy gets 90% of my office equipment dollars, 
and I don’t like them one bit. I dislike them less than Future Shop and 
Staples, and that’s good enough for me. 
 
And how many times have you bought from a vendor you didn’t 
entirely trust?  Again, price, benefits and them being the only seller 
can play a factor here.  Ask me if I knew, liked or trusted the guy 
selling me souvenirs at the Pyramids.  Hell, no.  Dude looked like he 
would sell me his own grandmother for five American dollars. But so 
did everybody else, and I wanted the scarf. 
 
The point here is that the know-like-trust model only addresses three 
aspects of the buyer’s experience as they come to their buying 
decision.  They are good and they are important, but they are not 
critical, and they are not comprehensive. 
 
So, we’re going to walk you through something that IS a little more 
comprehensive.  You will see elements of know, like and trust, but 
more importantly you will see a bigger picture of what is going 
through the buyer’s head when they are figuring out who to give 
their money to.  We’ll show you how to grease the wheels to a buying 
decision, without being pushy or using any Jedi mind tricks on your 
customers. 
 
Basically, we’re going to be focusing on the OBJECTIVES that buyers 
have when they come to your content – and they’re the same kind 
objectives that they would have if you were selling to them face to 
face or if they were aimlessly wandering around a physical store you 
had. 
 
Objectives are everything, especially when it comes to content.  There 
is no shortage of content on the internet.  Whatever you sell, there are 
plenty of other people selling it too, and the key to keeping people on 
your site as opposed to on other people’s sites is to give them a 
continual stream of satisfied objectives. 
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Your buyer may not know they have objectives in any conscious way, 
but they do.  They have needs, wants and preferences that need 
satisfying.  They have tire-kicking they need to do.  They have 
evaluation and consideration and loyalty issues to sort though, and 
the more you can meet these objectives, the more they will look at 
you as a serious contender for their dollars. 
 
Because the buyer’s ultimate objective is conversion.  They want to 
feel comfortable, and safe, and secure in the knowledge that they are 
buying the right thing from the right person, and that it is going to 
fulfill their expectations.  So the more we can factor in these six 
objectives into your content, the more they will feel like they don’t 
have to look elsewhere. 
 
So, here’s how this class session is going to work.  We’re actually 
going to go right into the exercises, because you don’t need us 
pontificating any longer about how you have to do good things with 
your content in order to make more sales. 
 
We are going to talk you through the worksheets that you’ll find in 
this session’s Guidebook.  There are six of them, and they are going 
to require some heavy thinking.  But don’t let that scare you.   
 
The heavy thinking you put into the worksheets now will make it 
incredibly easy for you to create your content plan later, and it will 
give you a real sense of mastery at creating the kind of stuff that your 
buyers will really love.  This is one of those sessions where we’re 
really going to teach you how to think from a marketing point of 
view, so that you don’t have to pay for advice later. 
 
We’re going to talk about the six objectives your buyers have, but we 
want you to go into this knowing that each of these objectives is not 
necessarily a specific type of content that you have to create.   
 
The objectives are a little more like ingredients.  You can use them 
totally on their own, but more often than not you’re going to combine 
them in various ways to make your content more appealing. 
 
Lots of ingredients are pretty palatable on their own.  Eggs can be 
tasty.  So can cream, and cheese, and red peppers and spinach and 
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mushrooms and bacon. (You can tell this was written before I gave 
up cheese. Which is apparently an opiate, by the way, which is why 
you become such a bitch when you stop eating it.)  
 
But if you mix them up, you can make a hell of an omelet.  Or, a hell 
of a dip if you’re creative.  Or, sometimes, eggs and bacon will do. 
 
The point is that on their own, you can use each objective to create a 
certain type of content, and usually you’ll have one dominant 
objective in mind when you write any particular piece.  But if you use 
a little creativity, you can work several of the other objectives into 
that piece of content so that it gives your buyer a little more benefit. 
 
So that’s what we wanted to say before we started, because it would 
be really easy to think that each objective had to be its own solitary 
thing when it came to content.  But that’s not the case.  In general, 
you want to make sure you have enough content that, overall, all six 
of these objectives gets satisfied. 
 
So, enough of that.  Let’s get on with the show. 
 
 
the exercises 
 
We’re going to walk you through six different objectives that your 
content can satisfy for both you and your buyers.  These are by no 
means the only six objectives that you could be considering when 
you create your content, but they are the major ones you don’t want 
to leave out of what you’re doing. Remember that – you can put 
other objectives IN, you just can’t leave these ones OUT. 
 
Here’s how this part works – just like we did in the last session, this 
part of the class is going to set you up for using your Guidebook.  
We’re going to tell you how the concepts work, and that will be your 
basis for doing the worksheets.   
 
So when you get to the Guidebook, you can always refer back to this 
part of the recording, or this part of the written version, for a 
refresher on how this works. (We’re currently on page seven, by the 
way.) 
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When it comes down to it, this part of the session will spark ideas for 
the kind of content your buyers will want, and it’s probably going to 
spark more ideas than you could possibly create content around.   
 
But that’s okay.  As you go through this exercise, you’ll be getting 
very, very good at getting in the head of your buyers and you’ll 
develop a real feel for the kind of content that they want.   
 
In session five, we’ll start picking and choosing what might be best to 
start with.  But for now, we want your brains running wild and free 
thinking about the kind of content that they want. 
 
And in this case, when we say “the content that they want” we really 
mean “the content that will help influence them to make a buying 
decision with YOU.” 
 
Oh, one more thing.  It would be a fantastic idea to review your 
Guidebook for the last session before you sit down to do these 
worksheets.  Having all the things that you covered in those 
worksheets fresh in your mind will prepare you to get the best 
thinking done in these worksheets. 
 

w  w  w 
 
So, that said, let’s start at the beginning, which will be your first 
worksheet.  In this exercise, we’re going to be focusing on what we 
call the Orientation objective.  In the Orientation phase of things, 
your buyer is coming into the world of what you’re selling with a bit 
of a blank slate.  They have no idea where to start, what things mean, 
or what to do next. They don’t know you or what you sell. They 
couldn’t pick you or it out of a police line-up. 
 
Now, not every buyer is in the Orientation phase, and that’s okay.  
For the sake of this worksheet, we’re only going to focus on the ones 
who are, and we’ll explain how to leverage the work you do here to 
accommodate some of your advanced buyers at the end of this 
section.   
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But for the moment, let’s pretend you are dealing with someone who, 
for the purposes of the things you sell, is a bit of a consumer virgin.  
We’ve got to show them the ropes.  And of course, we’re going to 
want to be gentle. After all, we’re going to want them to remember 
their first time with you as something special.   
 
*ahem.* 
 
Remember when you did that exercise in session one where you 
looked around at different sites trying to find a referral for me?  Well, 
if you picked a vendor who was selling something that you had very 
little familiarity with, you were in need of some orientation.   
 
You needed something to help you figure out where to start – 
something to get your bearings with so you could understand the 
concepts and the details and the mechanics of whatever it was you 
were considering buying.  
 
When someone comes in new, practically everything is confusing to 
them, even if they’ve come across information on the topic before.  
The internet is a big place, and it’s so ridiculously easy to find 
information that you’re swimming in it.   
 
Search for anything online and you’ll get so many results your head 
will spin.  Look at any particular type of product online and you’ll 
have so many choices, your head will spin the same way.  The goal 
with Orientation-based content is to get their heads to stop spinning. 
 
Now, a word about this:  Your buyers operate on the same basic 
human psychology that you do.  This is because they are human, just 
like you. When humans find a solid, reliable source for information, 
they don’t go looking around everywhere else for more information.  
They’ve got a good thing going there, and there’s no need to change 
things up.  If you can successfully lead someone through the 
Orientation phase, their loyalty with you will go way up, if only for 
the sake of convenience. 
 
This is one of the reasons that Google became so successful.  They got 
their search algorithms so finely tuned that when people got used to 
searching the web with Google, they just kind of stopped going to the 
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other search engines so much.  What was the point?  You could find 
almost everything you needed with Google, almost all of the time. 
 
In commerce, it’s the same way.  If you have a good vendor that you 
can rely on, something pretty special and unique has to happen to get 
you to go somewhere else.  Sometimes, that tends to mean that a 
competitor introduces something new that your current vendor 
doesn’t offer.  
 
Or, in some cases, it means that your current vendor starts phoning it 
in and dropping the ball, in which case they leave the door wide 
open for the other guy.  The goal here is for YOU not to leave the 
door open for the other guy.  Ideally, you want to BE the other guy 
and reap the benefits of everyone else phoning it in. (Basically, you 
want to be the woman your husband would have an affair with.) 
 
So here’s how Orientation-based content works.  You’re going to look 
at the things you sell – whether it’s art or coaching or chocolate coins 
or jewelry or professional video services – and imagine that someone 
who had never considered actually buying this kind of thing 
suddenly HAD to pick a vendor, just like you did in the worksheets 
from the first session. 
 
So while you imagine that person – that consumer virgin looking for 
someone to believe in – you are going to anticipate what kinds of 
questions they are going to have and what kind of information they 
will be seeking out when it comes to making what feels to them like a 
good buying decision. 
 
This exercise works really well if you can get a friend who has no 
idea what you sell to pretend they have to learn about it, because 
they can ask you direct questions, but you can do it solo if need be.  
Again, like in session one’s exercise, you can pick a business that has 
the same buyer type but is different than what you do and make 
notes on your own orientation process. 
 
In this exercise, you’re going to do two things.  First, you’re going to 
look at what you sell – item by item – and think about every possible 
point of confusion or concern.   
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You’re going to imagine what a new customer might want to know 
as they are trying to get a handle on their stage in the buying process.  
Specifically, things like these: 
 
What does this new person need to know to have a basic grasp of 
choosing what to buy or whether to buy in the first place? What 
terms need defining?  What concepts need explanation?  What jargon 
needs clarifying?  What things seem confusing until they are 
explained in context?  What do they need to know to truly “get it” 
when it comes to what you’re selling so they don’t feel like they’re 
adrift in a sea of information? 
 
If you’re a service provider like a photographer, they might not know 
how the process works or what their options are.  Are there 
appointments before the photo shoot?  What exactly happens in a 
photo shoot anyway?  How do I need to prepare?  How do deposits 
work?  How can I tell whether a photographer is really good or not?  
What kind of guarantees should I expect or ask for?  Do I get what I 
get, or do I get to choose what pictures I want?  What’s an unmarked 
proof?  A retouch?   How complicated is this whole process anyway? 
 
If you’re a consultant or a coach, they might not understand the 
process, or what it entails, at all.  What does a transition coach do, 
anyway?  If you say you’ll help me with my marketing, exactly what 
does that cover?  What do I need, and how do I begin figuring that 
out?  How do I know I’m getting everything I need, or how do I 
know when I’m done?  What do coaches, do, anyway?  Are you 
motivating me, or advising me, or both?  Do we talk for an hour each 
week, or several hours occasionally? How do I know how long a 
commitment to make? 
 
If you’re a product seller, you can anticipate similar questions, often 
related to process or completion.   If I’m buying home theater 
equipment from you, how do I know I have everything I need for the 
full setup, or can I do it piecemeal?  How should I choose which size 
speakers to get or how many watts are in that receivery subwoofery 
thing?  Also, what is a watt? 
 
If I’m buying MacBook cables from you, how do I know the 
difference between VGA and HDMI and Thunderbolt?  And what’s a 
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quality cable as opposed to a piece of garbage?  Oh, and someone 
told me I need to make sure “my resolution is supported” and hell if I 
know what that means.  And what if my resolution is not supported? 
Is that bad, or is it BAD? 
 
If you’re an information publisher, like our friends in the green 
smoothie industry, how do I figure out what I need?   What qualifies 
as a green smoothie, anyway?  Can I throw anything in there, or does 
it have to be specific?  What’s a phytonutrient and how does 
bioavailability work and why do some people say fresh vegetables 
are the best and frozen vegetables are the devil?  If frozen vegetables 
are the devil but it’s January and I live in Canada, am I completely 
screwed? Is it better to make a frozen spinach smoothie than no 
smoothie at all? Or should I just go back to my waffles until I can 
move to Malibu? 
 
If you’re an artist or artisan, your virgin buyers are going to have a 
lot of questions they need answering, too.  What’s the difference 
between your type of art and other types?  How do they know what 
they should be looking for?  What are differences in media and why 
do they matter?  What makes good art as opposed to bad art?  What’s 
in vogue now, and what isn’t?  Why is everyone talking about 
lithographs and mixed media and giclée and not explaining what it 
all means? A giclée sounds lame but you’re pricing it like it isn’t. 
Explain that to me? 
 
Basically, no matter what you sell, and who you sell it to, this exercise 
is done best if you imagine that your buyer has been scouring the 
internet for information on what you are selling and is so egregiously 
overwhelmed by the infodump they have received that they need 
someone to take them by the hand and explain everything simply, 
clearly, and in a non-overwhelming way.    Essentially, these people 
need to know what details they need to know and what details they 
can safely ignore. 
 
In other words, imagine one of those “For Dummies” books with 
whatever you sell inserted in the title.  That’s Orientation.  And 
remember, all these questions are to be considered from the 
perspective of someone who might be interested in buying, not just 
someone who has a passing interest in your general industry.  If you 
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can deliver content on this, you will hook the people in the 
Orientation phase and they will love you for it. 
 
In this first worksheet, you are going to brainstorm like your life 
depended on it to come up with as many questions, areas of 
confusion, and jargon-to-be-deciphered as you can.  If you’re stuck at 
any point, search on Google for any FAQ pages or “Introduction to” 
pages for the kinds of stuff you sell, and the ideas will be handed to 
you on a silver platter.  You can thank us later. 
 
Now, we mentioned earlier that this exercise is good for creating 
content that will appeal to more advanced buyers as well, and it is.  
Here’s why.  Everyone is a different level of advanced, and you can’t 
predict what topics they have knowledge in and what they don’t.   
 
So if you create Orientation-style content, you can link back to it in 
different pieces of content in the future, and you can get those 
advanced readers clicking and exploring.  Just because someone into 
home theater systems knows what a composite video connection is 
doesn’t mean they have the faintest idea why they should be 
concerned about low frequency effects.  Capicse?  
 
Incidentally, back in 2008, when we created the original Online 
Business School, it had 11 returns in the first year. Six people said it 
was too basic. Four said it was too advanced. One person said I 
didn’t swear enough. That is not a joke. 
 
So that’s the first worksheet.  On to the second. 
 

w  w  w 
 
In the second worksheet, we’re going to be considering what we call 
the Intrigue phase of the buying process.  In the Intrigue phase, 
which sounds a lot sexier than it really is, you’ll be thinking about the 
Subtle Topics of Interest that your buyers have. 
 
What we mean by Subtle Topics of Interest are the things they don’t 
really know about even when they think they understand the subject.  
In other words, they think the thing you sell is about X, but it’s really 
so much more than X. 
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I’ll use wine as an example, because, well, I like wine a lot.  I know 
quite a bit about aroma, and tannins, and balance, and how to do 
some basic selection of red versus white.   
 
But just last week the helpful lady in the liquor store named Judy told 
me that the same bottle of wine can taste differently on different 
days, because your tastebuds work differently based on what you’ve 
recently eaten.  So, in other words, a wine that didn’t do it for you on 
Monday might be a lot better on Friday, or vice versa.  So the moral 
of that story is don’t judge a wine by your first tasting. 
 
Now, that intrigued me.  I didn’t know that, and now I’m a little 
smarter when it comes to the buying decision.  So I’m thinking, 
“There’s more to this wine thing than I realized before.”  So when I 
hit this particular store in the future, I’ll be looking to talk to Judy 
over and over again to get her advice. 
 
Also incidentally? Judy doesn’t drink. 
 
When you can expand someone’s understanding of the Subtle Topics 
of Interest related to thing you’re selling, you capture their attention 
in such a way that they begin associating you with learning 
something new and giving them a greater depth of understanding 
about this thing than they had before. 
 
Sometimes this means writing content that explores a deeper 
dimension of your topic than they realized was there.  Sometimes this 
means helping them see additional important criteria for making a 
buying decision that they would have never considered.  Sometimes 
this means helping them understand the extent of what they don’t 
know, or helping them avoid making a mistake in their buying 
decision. 
 
And when you can do this, your buyers start considering you as 
more than just a vendor of whatever it is they sell.  You’re their 
gatekeeper to a deeper understanding of how to make an educated 
choice when it comes time to pull out their wallet.  It’s one of the 
most powerful ways to establish the “trust” part of the know-like-
trust cycle. 
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The trick here, for a lot of ittybiz owners, is figuring out what kind of 
things fall into the intrigue category.  If you’re selling something 
that’s more of a commodity, like baking supplies or organic teas, 
you’re probably going to focus on things like introducing them to a 
broader set of uses for your products or helping them understand the 
subtle differences in quality of product, brand or service.   
 
Often review content or comparison content is a good way to go with 
this.  For example, I was looking at a very expensive blender for all of 
these green smoothies I need to be drinking, and the friendly content 
creator at BlenderDude.com started talking about how to make soups 
with this particular blender.  Soups.  With a blender that I was 
thinking about buying for smoothies.  I am intrigued, indeed. Soups! 
Dips! Nut butters! 
 
When you do this worksheet, you’re going to want to be focusing as 
much as you can on what people don’t tend to know about the topic 
surrounding what you sell, or the thing itself.  You’re potentially 
going to look for a basic level of depth in familiar topics, or slightly 
more advanced and nuanced topics to be able to cover.   
 
This is also the place to think about what insight you can bring to the 
table, especially as it applies to the topics your competitors don’t tend 
to cover.  Stuff that will make your readers look at your art, or your 
photography, or your coaching or your jewelry and say, “Wow, I 
never realized I needed to consider that.”   
 
That’s intrigue, and it directly improves your customers’ perception 
of you and makes them that much more likely to trust you with their 
hard-earned money.  Or, for that matter, any ill-gotten money they 
have lying around.  We don’t judge when it comes to our lovely 
buyers. 
 
So when you do this worksheet, think of what kinds of things you 
can cover in your content that go beyond the basics and into the 
Subtle Topics of Interest.  And remember, we are calling them Subtle 
Topics of Interest for a reason – they are different from advanced 
topics.   
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Anyone can go into an advanced topic or a more detailed topic, but it 
takes more thought to cover the subtle stuff.  Fortunately, it only 
takes a LITTLE extra thought. 
 

w  w  w 
 
In the third worksheet, we’re going to be looking at what we will call 
the Feeding stage of the buying process.  It’s a weird name, but it’s 
not a weird phase at all.  This kind of content is designed to serve the 
people who are interested in buying the kinds of things you are 
selling, but they are not yet in a position to do so. 
 
Maybe it’s because they don’t have the money, and they are waiting 
for a time when the money is more accessible to them.  Maybe it’s 
because it’s not the right time to buy now because of what’s going on 
in their life or because of their circumstances, but it will be the right 
time before too long.   
 
Or maybe it’s because they are on the fence, and they are just kind of 
squidding along, letting the idea of making an actual purchase roll 
around in the back of their head as they try and figure out whether 
they are going to do it or not.  Maybe they kind of want to buy, but 
they haven’t figured out how to explain it to their spouse yet or they 
haven’t had enough internal desire build up to make them decide 
that today is gonna be the day. 
 
Whatever their reason, these people are very likely buyers.  We can’t 
guarantee that they will buy from you in the future, but chances are 
pretty high as long as we can KEEP them in the mood.  And that’s 
what we want to do in the Feeding stage. 
 
In the Feeding stage of the buying process, there’s a little fire of intent 
that’s smoldering in their brains, but it’s not the right time for 
purchasing yet.  So your job for these people is to feed that fire and to 
keep it alive long enough to get them to the day they will make that 
buying decision. 
 
This kind of content is fairly low-key, but the most important part of 
it is that it is interesting to them.  And by interesting, we mean that it 
continues to hold their interest by keeping them immersed in 
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imagining the benefits of buying the things that you are selling.   It 
kind of keeps their interest and keeps their hope alive by helping 
them imagine a world in which they had what you were selling. 
 
Let’s run through a few examples of what could be considered 
Feeding content so that you might spark some ideas about what 
would be most appropriate for your audience. 
 
The first thing that comes to mind is some level of product or service 
in action.  People love this kind of content, and there are lots of ways 
to do it.   
 
You could do a review of the product if that’s what you’re selling, or 
you could do a walkthrough of the process if it’s a service.  Plenty of 
people have been sold on consulting by listening in on a recorded 
consult call.  You could also give the details on how someone used it, 
which is kind of like a case study, but that term tends to make people 
cringe, so we can just call it a walkthrough. 
 
This is a pretty powerful way to keep people’s fire stoked, because as 
you show how your product or service does its thing in action, 
people can project themselves onto the content and imagine it’s them. 
 
The most surprisingly effective example of this used to be those 
“unboxing” videos people used to do for the iPod or the iPad when it 
first came out.  People would literally make a video of what it looked 
like to take these things out of the box.  It sounds insane, but Apple 
made the unboxing process pretty impressive.  And all the people 
who were hoping to buy one of those things in the future had their 
fire stoked by imagining their turn. 
 
No matter what you sell, you can do this.  Our chocolate coins guy 
could make content showing 20 unique ways to package coins 
depending on the occasion.  Or, he could show you pictures of pirate-
themed coins at a pirate-themed party.  Lest you think we’re making 
this stuff up, that’s exactly what one of our clients did.  Works like a 
charm. 
 
Another way to make Feeding content is to do something like a 
behind-the-scenes piece of content.  An artist can show how things 
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work in their studio.  A jewelry maker can walk you through the 
production process or do some content on the people making the 
stuff.  A coach or consultant can show their own process, too, 
walking you through the details in an article called “So everyone asks 
me how this process works.”   
 
Feeder content is not that difficult to make.  The hardest part is 
getting yourself to stop saying it’s hard.  If you’re truly stuck, look 
around at some of the websites or blogs for things you’re really 
interested in buying but haven’t yet, and look for the content that just 
seems interesting for interesting’s sake. 
 
How does that influence the buying decision, you ask?  Well, for 
starters, it keeps them on your site longer.  On top of that, it exposes 
them to the products and services you offer.   
 
If you’re a long time IttyBiz reader, you’ll remember that we have 
plenty of content pieces that are about X, but somewhere in there we 
mention in a casual way that we have a product on X as well.  
Sometimes we see immediate sales from that, and in general it’s one 
more exposure to the thing we’re selling that they buyer sees. 
We’ll actually talk more about exposure in a bit, but it’s an important 
thing to include in content that’s related to the Feeding stage. 
 
Let’s move on to the next worksheet for now, though. 
 

w  w  w 
 
In your fourth worksheet, we’re going to consider what we call the 
Evolving stage of the buying process.  This is the stage where you 
take your potential buyer and help evolve their opinions about 
making the buying decision. 
 
This is a tricky one, because most people don’t do this kind of content 
well – not because it’s hard, but because it’s so easy to be ham-fisted 
about it.   We all want people to buy from us, and sometimes it’s a 
teensy bit difficult to relate to why they haven’t sent us money 
already. 
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Side note?  I received a mass email from someone – a pretty big name 
in the marketing industry – with the subject line “What’s up?”  The 
inside of the email basically said “So I noticed you haven’t bought 
my new thing and I was wondering why.  Today would be a great 
day to reply so I can talk you through any objections you have.” 
That’s not me summarizing in my own words, by the way. It was not 
subtler but I made it sound harsher than it was. No, it really was that 
direct. 
 
Hey, so I noticed you haven’t slept with me yet. What’s up with that? 
Tell me why not so I can convince you. 
 
Ouch.  You don’t want to do that.  Kind of kills the “like” part of the 
know-like-trust cycle.  You know? 
 
Your potential buyers have objections and they have misinformed 
opinions, both of which can prevent you from making a sale.  Both 
are natural and human and you want to do what you can to address 
that in our content.  Let’s start with the misinformed opinions, 
because they’re easier to look at. 
 
Basically, when it comes to opinions, it’s easy for buyers to make 
sweeping judgments.  “General opinions” are called that for a reason. 
Maybe the opinion is that the thing you sell has to be expensive, but 
you happen to be affordable.   
 
Maybe the opinion is that people should shop on price for the thing 
you sell, but you know that cheaper offerings won’t do the job.  
Maybe people think the thing you sell is complicated, but you can 
make it simple.  Maybe people think it should be simple, but you 
need to change their opinion on that so they don’t make a costly 
mistake.  Or maybe people think that the thing you sell is so boring, 
or conversely, that it’s so weird, that it becomes an obstacle in their 
buying decision. 
 
I’ll use acupuncture as my example.  It’s dozens of needles, stuck into 
every which part of you.  I thought that sounded like the worst thing 
in the world, because, well, needles HURT.  But that opinion was 
based on regular needles that are used to do things like take blood or 
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sew upholstery .  But acupuncture needles are totally different, and 
poof, it turns out you barely feel it most of the time. 
 
Thankfully for my naturopath’s niece’s college fund, my cousin 
changed this opinion for me.  But I wouldn’t have known if I hadn’t 
been told. 
 
Now, how do we change opinions with content geared towards the 
Evolving stage?  Well, one simple way would be to create content 
that debunks natural misconceptions.  But that’s where you have to 
be careful with the ham-fistedness here, because you don’t want to 
treat your potential buyers like they are stupid for not knowing this 
stuff, and you don’t want to grandstand at how wrong they are.   
 
We see this all the time, and it totally kills the mood and makes us 
not want to buy.  So keep that in mind.  
 
(As an aside: The alternative here tends to be vagueness with a hint 
of elitist judgment. Does it hurt? “Some people describe a mild 
discomfort, but it’s different for everybody.” OK, let’s quantitatively 
define “mild discomfort”, shall we? And secondarily, you’ve just told 
me that if it hurts for ME, then I’m Mrs. Wussy O’Wussohan. You’re 
going to stick 30 needles into my body and leave them there for half 
an hour. I’m not unreasonable to think it might hurt.) 
 
But I digress. 
 
The other way to create content that helps evolve your readers’ 
opinion is to make your reversal of objections seem like the most 
normal thing in the world.  It’s a bit of “show, don’t tell.”   
 
If the general opinion is that only granola-crunching hippie types go 
vegan, you can build content showing boring corporate types and 
mainstream soccer moms doing it.  If your audience may assume that 
custom jewelry is only for those with money to burn, you can build 
some content around some of your more affordable stuff.   
 
If people tend to think that professional photography is only for the 
most special of special occasions, you could create some content 
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showing examples of people getting pro photos for the more 
mundane events in their life. 
 
The worksheet for this section will get you thinking about what kinds 
of general objections and misconceptions your audience might have, 
and that should start sparking some ideas about what kinds of things 
you can include in your content to help the Evolving stage of the 
buying process move along. 
 

w  w  w 
 
The fifth worksheet in your Guidebook will get you thinking about 
the Exposure stage of the buying process, and thankfully this is about 
the simplest of the stages to put into action. 
 
Basically, with Exposure, we are talking about letting people know 
your products and services exist.  So many people are being taught 
that their content has to cover the general topics related to the things 
they sell, and that’s not bad advice, but it’s incomplete. 
 
The reason it’s incomplete is because people have been so 
indoctrinated into the cult of content, that they think they can’t 
mention their products and services in it.  Somehow it has become 
bad form, and there’s this kind of unspoken stigma about it. 
 
Actually, it’s not always unspoken.  We occasionally get emails from 
people on our newsletter who say “WHY ARE YOU ALWAYS 
SELLING STUFF?  I DON’T WANT TO HEAR ABOUT THAT I’M 
JUST HERE FOR THE FREE STUFF.”  Usually that statement is in all 
caps and has more than a few typos, so we kind of understand who 
we’re dealing with.  A non-buyer.  And not just a non-buyer, but an 
“under-no-circumstances-would-I-consider-buying” non-buyer. 
 
And that’s okay.  Those people will unsubscribe from your 
newsletter or leave your website and go to the next one, and that’s 
just fine.  There’s no judgment here.  (Well, depending on what’s 
said, there may be judgment, but that’s a different story.) 
 
What we’re more concerned with are the people who would buy if 
they only really knew what you were selling.  The vast majority of 
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websites we see don’t have enough links to their products or services 
in their content, and that’s a problem.  We’ll talk more about that in 
an upcoming session, but we’re going to touch on it briefly here. 
 
You are not a blogger with stuff for sale. You are a company with a 
blog. (Or a podcast or a newsletter or whatever.) 
 
Your content, as we discussed in the first session, should be designed 
to support the purchase of your stuff.  That means the things you 
cover should be directly related to the relevant interests of the buyer.  
 
But that’s not what gets them to buy.  What actually gets them to buy 
is seeing you talk about what you sell frequently enough that they 
are encouraged to think about buying it NOW.  They might not buy it 
now, but they can think about it NOW.   
 
In advertising, the phrase “13 exposures” is a commonly bandied 
about term, and it refers to the number of times the average 
consumer needs to be exposed to something being for sale before 
they decide to buy it. 
 
The average customer doesn’t think, “Ooh, I should go see if there’s a 
new flavor of Oreos!” when they walk into the grocery store.  But if 
they see a commercial for it, and then an ad in the subway, and then 
a flyer in the Sunday paper, and then, and then, and then … at some 
point they’ll have thought about it enough that they decide to take 
the extra two minutes to walk down the cookie aisle and pick it up. 
 
Sounds good, right? 
 
WRONG. 
 
Nobody is in the chicken section and thinks to themselves, “You 
know what? I’ll take the extra two minutes to walk down the cookie 
aisle and pick up those new Oreos.” 
 
Humans do not do this. 
 
You know what they do? 
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They buy them WHEN THEY SEE THEM. 
 
Your job in the Exposure stage is to get them seeing and thinking 
often enough that eventually, you hit them on the right day.  You 
don’t necessarily want to hit them over the head with it, but you do 
want to bring the stuff you sell up enough that it seems like the most 
natural thing in the world. 
 
For coaches and consultants, and service providers that means you 
can talk about the kinds of things you’re covering with clients these 
days.  That reminds people you have clients.  You can also have 
content on a certain topic and say “I can help you more with this via 
coaching” or “I offer this service here” and link to that. You can name 
your services like products so you can say, “Let me tell you a story. 
Susan came to us looking for a Website Rescue, and…” 
 
For product sellers, you can gently mention something and say it’s in 
your store, and link to it.  For artists and artisans, you can talk about 
how this one product was popular or this other one appealed to a 
certain crowd.  For information publishers, you can give excerpts or 
talk about something and say “we go into this in more detail here” 
and link to your stuff. 
 
Or, you can take the simplest route and put an ad at the bottom of 
each content piece for one of the things you sell.  The main thing to 
remember here is you have to get those 13 exposures.  People rarely 
buy the first time they see something.  But a serious buyer will go 
ahead and purchase once they’ve had enough exposures. 
 
One thing people don’t realize is that a lot of people don’t buy from a 
seller simply because they haven’t seen enough attention drawn to 
the products or services.  It sends a subtle message that the seller 
really isn’t that interested in having people buy their stuff.  That 
impacts the buying decision, so don’t slack off on this one. 
 
The worksheet for this section will get you thinking about where you 
can put those 13 exposures.  Now let’s talk about the next part of the 
buying process. 
 

w  w  w 
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The sixth and final phase of the buying process is what we’re going 
to call the Proving phase.  Content that meets the Proving objective is 
designed to seal the deal in the buyers’ mind that you are the right 
person to shell out money to. 
 
We mentioned in the previous session that getting a customer is like 
getting someone to marry you.  First, you have to prove you’re 
marriage material.  Then, you have to bust your move. 
 
In the next session, we’ll cover the busting the move part.  But for the 
purposes of this worksheet, we’re going to look at proving you’re 
marrying material.  Or, buying material.  You get the point.  
 
In the Proving stage, your buyers need to get a sense of who you are 
and what your capabilities are.  They want you to help them trust 
you can deliver. 
 
There are a number of ways to do this. 
 
The first way is to show who you are to your audience.  This one 
requires a little finesse, because there are a lot of opinions out there, 
most of them related to the idea of what’s called “transparency.” 
 
In practice, and especially with personality brands, many people 
assume transparency means that you spill all the details about your 
personal life, you don’t hold back all of the gory details, and you 
leave no part of your personal life unexposed. 
 
In general, this is a horrible idea, for a number of reasons.  One, many 
people don’t care about all the details in your life.  Hearing about 
what your cat had for lunch or that you had a fight with your partner 
generally does not factor into their buying decision, and it annoys 
them.  Too much information, indeed. 
 
However, we say generally, and we will explain in a moment.  But 
transparency can bite you back later for another reason, too.  If you’re 
too transparent, you may be putting a lot of off-brand details out 
there that you will regret later.  We’ve seen this happen so often that 
it’s heartbreaking. Saying you used to have suicidal thoughts can 
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show depth of character, understanding, backstory. Saying you 
currently have suicidal thoughts is a really bad scene. 
 
Another reason to avoid transparency is for personal privacy.  The 
internet never forgets, and you may really regret doing exposing 
details about your life that may make things difficult for you from a 
privacy standpoint.   
 
This especially counts when talking about family in your content.  
There are some not very nice people out there who like to do not very 
nice things with that kind of information.  Just trust us on that one. 
 
But here’s why transparency CAN work, if you don’t mess it up.  
Transparency works when it helps your buyer solidify their buying 
decision because the details you give are the ones they care about. 
 
If you’re a therapist, talking about the mistakes you made with your 
early clients twenty years ago shows that you’ve learned a lot since 
then and you’ve got twenty years experience.  The buyer likes that. 
 
If you’re a product seller talking about the problems you had with 
the last version of your stuff, and how you fixed it in the new one, 
you’re building trust and drawing attention to something new and 
improved.  Buyers like that. 
 
If you reveal personal information that endears you to your core 
audience segment, that works too.  Every time we talk about 
unschooling or Dave’s obsessions with chakras and crystals on 
IttyBiz, we get a whole lot of new consulting clients who have said to 
themselves, and to us, “Oh my God!  A marketing coach who doesn’t 
think MY type of business is weird?”   
 
We like to cater to the less mainstream ittybiz owners, so when we 
talk chakras, the shamanic healers come out of the woodwork for 
consulting.  So transparency can be very good, because it helps prove 
you’re the right fit for the right people. 
 
So showing yourself to your audience – when you’re trying to 
specifically target a specialized group – can be a very good thing to 
do in your content. 
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The second thing you can do to satisfy the Proving objective is to 
show your expertise in whatever you’re doing.  This is where you can 
go into a particular detail on a certain topic and give some serious 
insight to show you know your stuff.  That proves to buyers that you 
have been doing what you’re doing long enough or thoroughly 
enough to be trusted. 
 
One example from IttyBiz is when we were re-launching our SEO 
School book.  We ran a series of content that talked about how to tell 
if your ittybiz SHOULDN’T remotely care about SEO.  That showed 
insight, because most people think you have to do search engine 
optimization.  By writing about when you don’t need it, that was a 
bit of proof that we understood the subject. 
 
This kind of content can work for any business, no matter what you 
sell.  All you have to do is take something your customer cares about 
and go into some real detail, especially if you can cover it from an 
angle they’re not used to seeing. I think I’d actually have a lot of 
respect for Starbucks if they told me who the six types of people who 
shouldn’t be drinking coffee. Bonus points for a link to what to drink 
instead. 
 
My chiropractor talked to me about chiropractic care for babies and 
children, and how it could potentially help with Jack’s allergies.  I 
would have never thought the two could be related – hell, I didn’t 
realize that kids could even see a chiropractor, let alone babies – but 
he proved his expertise for me there. 
 
If you’re a videographer, you can go into detail on how to make sure 
you don’t screw up your next video job, and really go into detail.  It 
proves you’re serious, and you’re experienced. 
 
You can also do this by going into detail about customer service 
stories, too.  If people see the attention to detail you show to 
customers after the sale, it proves to them that they can reasonably 
expect a similar level of service if they need you, too. 
 
The worksheet you will go through for this section will get you 
thinking about the various ways you can create content that satisfies 
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the Proving objective.  Put some serious thought into this, because it 
can directly impact the level of loyalty that buyers have with you.   
 
If you get stuck on this exercise, you can do one of two things.  First, 
you can go pick a random business that has your buyer type, and 
start looking at their sites to look for content that seems to satisfy the 
Proving objective.   
 
Second, you can do the exact same thing on your competitor’s 
websites.  If you can find content that show you they really know 
their stuff and know their audience, it can motivate you to make sure 
you have content that is just as good, or hopefully, better than theirs. 
 
All six of these exercises will help you tap into what’s important to 
your buyers and help influence their buying decisions, so that they’re 
loyal enough to you that you don’t have to be pushy at all when it 
comes time to making the sale.  And that’s a good place to be in. 
 

w  w  w 
 
Whew.  That’s a lot of homework, but fear not! It will definitely pay 
off.  What you’re going to come up with in this Guidebook – 
combined with what you worked through in the previous 
Guidebooks – is going to help you in session five, when we create 
your custom content plan.  It’s going to be good – very, very good – 
provided you do the exercises.  For now, that wraps up session three.  
Next up will be session four – Getting Readers to Take The Actions 
You Want.   
 

IN CLOSING … 
 
We hope you enjoyed this free sample of week three of the content 
class.  Just to give you a sense of what comes after this one, week 4 is 
called, "Getting Readers To Take The Actions You Want", week 5 is 
"Creating Your Own Customized Content Plan", and week 6 is 
"Getting Even Better Results With Your Content." 
 
We hope you'll join us in class - remember, registration closes on 
Tuesday, March 25th, so if you're interested then get on in before the 
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doors close. 
 
Over 1,000 students joined us for this course last year.  We hope 
you'll join us, too. 
 
 
 


