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HOW TO CREATE CONTENT THAT
TURBOCHARGES YOUR SALES
Transcript

Welcome back. We are in the home stretch of Module 3. Oh yeah. Oh yeah.

And this video is about how to create great free content that turbocharges your sales. Here’s what 

you’ll learn in this video:

 ⚫ First we’re gonna talk about the reverse engineering process that determines exactly what topics      

        will increase sales the most. We’ll also cover how to create content that is primed to go viral.

 ⚫ I’m gonna share the share factor and why it’s crucial to consider before you create one more     

        piece of content for your business.

 ⚫ I’m also gonna teach you why you need to think like a Hollywood director when you create       

        high value, high impact content.

 ⚫ We’ll cover the common professor mistake almost everybody makes that leaves your audience  

 less likely to buy.

 ⚫ And finally, this is my favorite part, some key distinctions that separate ok content from   

 outstanding content, which is what you want.

So heads up, this video most directly applies to service based businesses, information based 

businesses, coaches, consultants, businesses that directly solve a problem. If you’ve got a creative 

or a luxury style business that doesn’t solve an obvious issue, it is still worth your time to watch. 

Remember, you have trained yourself here in B-School to always ask, “How can this work for me?” 

How can this work for me? Remember the benefit of that is that it trains your brain to look for 

new connections, new answers, to have breakthroughs that you would have never been exposed to 

if you didn’t ask that question.

Now, let’s talk about the reverse engineering process that increases sales. So this is very, very 

simple. List all of the topics that directly relate to the product or the service you’re selling and 

then you want to create content that educates and also positions your product or your service as 

the best solution. You literally reverse engineer the sale. Here’s what I mean. It’s a silly example 

but I think you’ll get it.

Let’s say you sell giant pumpkin seeds. Ok? Giant pumpkin seeds. People do it. You’d write an 

article about the 5 mistakes that pumpkin farmers make when they’re trying to grow record 

breaking pumpkins. You talk about all the mistakes they make and guess what one of those 

mistakes would be? Choosing the wrong seeds. Bam! You sold some seeds.
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Now, I know that’s a silly example, but hopefully you got the point. And if you didn’t get the point, 

here’s another silly example. So let’s say that you’ve got a yoga business and one of the things that 

you sell is those yoga practice towels. And if you’ve ever done hot yoga, I do a lot of hot yoga, they 

always try and give you the yoga practice towels. You could create a piece of content that shares 

the three secrets to making sure your yoga practice towel stays fresh and not stinky. I actually 

wish someone would write that because those yoga practice towels are stinky as all heck. So 

maybe what you’d explain is how the material in the towels actually makes a huge difference as to 

whether or not the thing gets stunk up and what we the consumer should look for. Maybe you’d 

share some inside secrets about, I don’t know, a simple kitchen ingredient that could remove the 

funk. Again, I am making all of this up. Clearly I’m not an expert in it. But perhaps one of you are.

The goal here is to offer genuine, valuable education and inspiration related to your product or your 

service that also creates interest and desire for the prospect to buy from you. So if you want to take 

a look at one of my real life examples in the PDF Fun Sheet below this video, look at my tweezer 

email. It’s really good and you’ll find out yet another weird thing about me which is I love tweezing.

So now let’s talk about how to create content that is primed to go viral. So I learned this by 

creating content for Mr. Tony Robbins and my dear friend Mary Ellen Tribby.

Behold, this is the killer content creating formula.

The first part is you need one main idea. Second part, you need a good lead. So your first five or 

a hundred words and you can either tell a story, you can make a promise, you can reveal a secret, 

you can set up a problem and solution framework, or you can make a prediction. Stories are, of 

course, my favorite. Next you wanna show some proof that the idea is beneficial and some kind of 

how-to information. And then finally you want to give people an actionable takeaway. Your reader 

should have something to do after they read your article to put the idea into practice. Now, a little 

exception here is when something is so darn inspirational or honest or shocking or controversial 

or creative that it goes viral purely from the crazy factor, the awesome factor, and of course we 

love those things too.

So I want you to always consider the share factor. Every piece of content that you create should be 

shared around the marketplace. And when you’re creating that content I want you to ask yourself, 

would my ideal customer love this? Is this content that she would share? And if not, how can I 

tweak it so she would wanna share it? If you’re ever stuck for ideas you can always go back to your 

Ideal Customer Avatar worksheet because there’s tons of stuff to work from there.

Now, of course, you should also love your own content. If there’s something that you discover and 

it’s really important to you or something that you create and you’re just in love with it, share it. 

The energy and the intention that you put into your content really matters. So love the crap outta 

what you create. I do.

And, of course, talk with your prospects. Connect with people and have real conversations in 

http://marieforleobschool.com/


© M arie Forleo Intern ation al   Pg. 3     C ommunication m arieforleobscho o l .com

real life. So pick up the phone, go have coffee, Facebook, email, whatever. Remember, we’re 

in business to connect, so you wanna find out what really resonates with people and what 

really touches them. Challenge yourself here and it’ll be worth it and, of course, don’t forget to 

proactively ask people to share your content and make it easy for them to do so. There’s all kinds 

of social plugins that help you do it and then, of course, you can add call to actions. You know, 

retweet this, please share on Facebook, forward to a friend. All of that stuff really works.

And if you want a little refresher we did a great MarieTV episode with mister Jonah Berger, Six 

Steps to Make Your Content Contagious.

If you haven’t seen it go check it out and if you have seen it go back and watch it again because it’s 

pretty awesome.

So now let’s talk about why you need to think like a Hollywood director. What does that mean? 

So whenever you’re creating content I want you to think like a director who yells action and ask 

yourself, “How can I make this piece of content actionable for my reader?” So if possible, you 

want to make the goal of your marketing to help people get results in advance of ever buying 

from you. Help them learn something, be better, gain a skill, gain some know how. So you want 

to look for ways to insert challenges for your reader to take action on every piece of content that 

you create and if you’re not able to help them take action from whatever piece of content you have 

or advice, like if it doesn’t really apply to your business, ask yourself, “How can I direct them or 

inspire them to take action on commenting or sharing or actually buying?”

Here’s some examples of making content actionable.

So a before kind of piece of content could be “My struggle as an artist.” After: “The step by step 

method for going from starving artist to thriving creator.” So that first headline feels like it just 

maybe, I don’t know, some kind of sob story, but in the after the reader knows they’re likely going 

to hear a story and they’re gonna learn something actionable.

How about this one: “Be careful before you hire a CPA.” The after: “Warning: 5 must-ask 

questions to ask before you hire a CPA.” So the first one, yeah, it may get somebody’s attention 

but the second one you know you’re gonna have this five step checklist. Five things that you can 

do before you go work with any CPA.

And finally, here’s a last one about any kind of content that you put out there. You could end 

that piece of content with “I hope you enjoyed this article about creating trust,” or you could say 

something like this: “Leave a comment with three specific examples of companies you consider 

to be trustworthy and why.” Can you see how that second example really prompts people to 

take a specific action? It tells them exactly what they should do and you’re gonna create a lot of 

engagement and dialogue around that piece of content.

Now let’s talk about what’s known as the professor mistake. You’ve always got to pay attention 

to who you’re creating this content for. Is it your peers or is it your prospects and are those two 
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different sets of people? I know I mentioned it earlier but I’m gonna say it again because it’s 

important and so many of us forget this. We make the mistake of trying to impress our peers and 

we wind up sounding like a professor, which is not that good of a thing. We create super advanced 

content and use fancy industry lingo that, sure, that can impress your friends, but it can make the 

people you’re trying to sell to feel dumb and feel isolated and totally confused. And when you’re 

trying to sell, that is not a good thing. So as long as you’re clear on exactly who your audience is, 

you’re gonna be all good.

For so many of us, our prospects tend to be brand new to our topic area and they don’t have the 

level of experience that you or your peers have. So a little example. One time we did this MarieTV 

episode about something that I taught which was kind of like an advanced marketing strategy. I 

was so excited about it but, to be honest, that episode did ok, not great.

Frankly, I was disappointed. It turns out after years of doing it we’ve discovered the best and most 

popular episodes and the things that make the biggest impact on people are basic universal ideas 

that most of us can relate to.

Now, let’s talk about some key distinctions between okay content and outstanding content. Okay 

content tends to be general in nature, outstanding content delivers specific takeaway value that 

creates tangible results. Okay content, it’s interesting. Outstanding content inspires people to 

share it with everybody and say, “Oh my gosh, you’ve gotta see this.”

Okay content, it tends to coddle the reader. Outstanding content, on the other hand, challenges 

your readers to think in a whole new way about your industry or your topic area.

Okay content merely informs the reader, and outstanding content elevates her ambition for who 

she is and who she can become.

And now the golden rule of creating content.

Even if my prospect never buys from me, how can I deliver such tremendous value that they’ll 

learn something that’ll help them get where they want to go, that’ll inspire them to lead a better 

life, be happy, see the world from a new perspective, and become who they really want to become?

So that wraps up this video and it wraps up Module 3. Great friggin’ job and now it’s time to turn 

your insight into action. So download your Fun Sheet right below this video and give this idea of 

reverse engineering a shot. Remember, we are going for progress not perfection, so just do your 

best and have fun. Thank you so much and I will see you in the next Module.
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