LAUNCH MULTIPLIER #62:
TRAINING PEOPLE TO BE TRAINED BY YOU

Hello, and welcome. I'm Naomi from IttyBiz, and you are listening to
the BIG LAUNCH launch multipliers. This track is called Training
People To Be Trained By You.

At the beginning of the launch multipliers, way back in Month 4, we
mentioned that some of the multipliers would apply more to some
industries or businesses than others, and some would only apply to
specific types of products. Of course, you're always welcome and
often encouraged to listen to the multipliers that don't necessarily
apply directly because with some inspiration, some extrapolation and
some creativity, things that shouldn't apply turn into things that can

apply very quickly.

This is one of those tracks. Today, we're talking to people who are in
training, teaching, coaching, guiding, education or leadership
situations. It's the serious information product seller, yes, but it's also
the marriage counsellor running a training heavy blog. If you're
gently encouraging people to get in touch with their feelings, you're
not necessarily in training, sure.

But if you're in the business of teaching hard skills - negotiation skills,
communication skills, or anything that could theoretically include a
checklist - congratulations, you're a trainer. So this might apply even
if you think you're too touchy feely to call yourself a trainer. You
might be surprised.

Maybe you're teaching people to knit. Maybe you're training
corporate employees in workplace sensitivity. Maybe you're giving
leadership seminars, or career counselling, or public speaking
guidance. Basically, there's a room, and you're at the front of it.

Today we're talking about creating an environment in which people
are accustomed to being trained by you. We've talked in other
multipliers about the concept that, once people are in the habit of
buying, they tend to continue to do so. Well, the same is true here.
Once people are in the habit of learning, they tend to continue to do
s0. So we're going to talk about getting them in the habit of learning -
specifically, learning from you.

One of the beautiful things about the era of push button publishing -
whether you're publishing blog posts or podcasts or videos or
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whatever - is that pretty much everybody in the world has the
opportunity to get on a soapbox at the front of the room. There isn't
anybody who can't stand at the lectern or the podium or the
microphone and let loose on what's what. (Or what they think is
what, anyway.)

This is wonderful, and it has resulted in a smorgasbord of learning
content that these days, means there's nothing you can't learn. The
content producer can produce and publish at the touch of a button,
and the consumer can consume at the touch of a button.

Great. Lovely.

There are a few problems with this state of affairs, though. First,
there's too much content. Way too much content. We're drowning in
it.

Second, just because somebody has an opinion on how something
should be done, that doesn't mean they're a good or trustworthy or
reliable or effective teacher. There are plenty of people out there
willing to teach you how to half-double crochet. I'm guessing there
aren't many of them you'd pay cash money and sit down, at a regular
time, to have them teach you.

And third, the combination of the other two - since there are so many
people with opinions and soapboxes and lecterns and podiums out
there, it's really hard to differentiate which ones are the good teachers
you want to learn from, and which are the writers of great blogs.

One of the ways we can get around these issues is by cutting back on
acting like a blogger or a podcaster or a video producer, and start
acting like a teacher.

So, today we're going to talk about a few elements that make up
teaching and training - some things that differentiate teaching and
training from spouting off opinions and tips. We're going to give you
five of them. And we're going to give you three places you might
want to incorporate these elements to improve the likelihood that,
when you suggest people give you money in exchange for you to tell
them how to do stuff or solve problems, they might take you up on it.
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Good? Good. Let's get started with the elements. It starts with
thinking to what we associate as a learning environment. School
would be a good place to begin. Think back to elementary school, or
secondary school, or college if you took something practical. (If you
have a liberal arts degree, do not think about college. Think about
something like sixth grade social studies.)

Here are some elements that took place while you were learning,
rather than simply reading a book or watching a cooking show for
fun.

1. Teaching occurs at a specific time, place or both.

There are plenty of things you learn throughout your life. You know
the expression, "You learn something new every day?" That's
because, generally, you learn something new every day. But when
you learn that the Montreal Canadiens won the Stanley Cup in 1976,
you don't consider the source of that fact to be your teacher. Now, if
you signed up to go to a place, at a certain time, and be told a lot of
facts about Montreal, or the 1970s, or the Stanley Cup, or hockey, that
would be different. The person dispensing the information would
seem very much like a teacher.

There is a formality, organization and structure associated with
training that isn't there when you're just reading an article. So if you
want to get people in the habit of seeing you as their trainer, it makes
sense to incorporate that structure into what you do. This could be
announcing on your website that you're going to have a five part
series next week on a certain learning outcome, or it could be getting
people to come to a webinar at a certain time. You could lead a
freaking Twitter chat on Tuesdays at 8, if you wanted to. But formal
training and learning usually has a specific time and /or place.

2. Trainers give specific instructions.

Bloggers and pundits and thought leaders tend to give opinions,
philosophies, or tips - fairly random tidbits of instruction at best, a
motley crew of random information at worst. If you read a crochet
blog, you're going to see a bunch about crochet, the crochet world,
the pattern the blogger is making right now, pictures from the yarn

Page3 <+ www.ittybiz.com



LAUNCH MULTIPLIER #62:
TRAINING PEOPLE TO BE TRAINED BY YOU

show she went to, and so on. And there's nothing wrong with that.
The crochet blogger can still be a trainer - if she also trains.

If she gives tutorials that have specific instructions, rather than a big
list of tips. If she starts at the beginning of something and moves
through to the end. If she has a library of sorts that people can find
numerous pieces of training in. These are the marks of a trainer,
rather than a talker. And when people get used to being trained by
her, then when she comes out with a paid version of her training, her
readers or viewers or listeners are more likely to already have an
established association of being trained, rather than simply chatted
to.

3. Trainers incorporate interactivity.

Teachers let you ask questions. There is usually some kind of forum
or channel or process for getting help. If you don't understand
something, or your situation is unique, or you need some extra help,
a trainer or a teacher is there for you.

In the real world, a corporate trainer lets you wait until after class to
get some extra support. A teacher lets you raise your hand. Even
your TA in college had hours where you could go and say, "I'm an
idiot and I don't get this."

Creating a semblance of interactivity in your materials makes it much
more likely that people view you as somebody training them, rather
than somebody who talks and if you get it, you get it, and if you
don't, you don't.

(Incidentally, very few people tend to take you up on this element,
whether you're teaching high school or launch training. But the
presence of it indicates that it's there if the learner needs it, and also
shows you're willing to put your money where your mouth is. It's a
guarantee of sorts, and it ups conversion, even for those who are
pretty sure they'll never take you up on it.)

4. Trainers give you something to do.

Generally speaking, when we're learning something out there in the
big, bad world, good trainers understand that in order to learn,
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there's at least a marginal level of doing required on the part of the
learner. It's pretty accepted that to learn, you have to try. And trying
requires more than simply thinking.

Exercises, worksheets, homework - even "try saying this to the
grocery store clerk tonight" or "take a bubble bath and report back"
are things to do, to reinforce learning. You don't have to incorporate
tons of this if it's not your style - some of us are more cerebral than
others, and accordingly attract a more cerebral audience or customer
base - but if you want to be more than just a wannabe thought leader,
you're going to have to get them to do something.

(Incidentally, this is a constant struggle for me. Dave, on the other
hand, was telling people what to do in the womb.)

5. Trainers offer deliverables.

The last key difference we're going to touch on today is the idea of
specific deliverables. Nobody goes to a $1400 seminar to learn "about
marketing” - well, not when they're paying for it themselves, they
don't. Nobody goes to a workshop at the local craft store to learn
"about crochet". Nobody attends a webinar to learn "about public
speaking". It just doesn't happen.

The basic idea behind training - which often feels forgotten by the
majority of the internet - is that training is about learning to do
something. There is a thing you have at the end that you did not have
at the beginning. Before you attend - whether attendance is literal or
metaphorical - there is a promise that is made to you, and you decide
to attend based on whether or not you want what's being promised.

We would all be very much happier if we could earn a living selling
things like "Mindful Pregnancy." That would be great, for trainers
everywhere. The reality of the situation is that if you want to be seen
as a trainer or a teacher, and eventually get paid accordingly, you're
going to have to train. And you train people to do things. Specific
things. With names. You can probably sell "Create Your Own
Mindful Birth Plan" or "Sleeping Through The Night The Mindful
Way" or "The Mindful Way To Swing Your Gender Odds". Those are
things you're training people to do. People pay to do, to have
concrete deliverables they didn't have before.
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(Hint: If, in describing what you're training, you find yourself using
the verb "to be", you're probably not offering a concrete deliverable. "I
train people to be more mindful during their pregnancy" is not a
thing. "I train people to create and implement mindful birth plans"
is.)

So those are the five elements to integrate. Now, let's talk about
where you can implement them. If we're going to be trying to train
people to be trained by you so that they'll see you as a competent
trainer who trains them, we're going to have to do it before they buy,
yes? Yes. So let's talk about how we're going to do that. We've got
three places for you - two obvious, and one less so.

We'll start with the time period leading up to your launch. Before
your launch - whether we're calling it the pre-launch period, or
whether we're simply going to call it normal life before you launch
something - before you're launching anything is really the best time
to start anything. The best time to plant a tree was forty years ago,
and the second best time is today? This is true. And the best time to
get people accustomed to being trained by you was before you
wanted to hit them up for money. There's no official time to start.
This isn't like the lead time for the Christmas issue of a magazine. It's
simply that far in advance is better than at the last minute.

You can start incorporating the five elements of training in advance
of launch in all manner of ways. Make a series, or a series of them.
Start giving people homework at the end of your podcasts, even if it's
only in a tongue in cheek way. (Although bonus points for not
tongue in cheek at all. People tend to take homework pretty
seriously, as a rule.) Schedule a free seminar for them to attend, and
include standard teacher-student elements like worksheets or even
homework buddy groups.

The further in advance of launch that you start incorporating these
elements into your communication with your audience, the more
they'll have the opportunity to take your training and actually benefit
from it. If they take your free training, and incorporate what they've
learned, their situation is going to improve. They're going to know
how to knock out stage fright, or how to add a fringe to a granny
square, or communicate assertively with waitresses. They're going to
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experience the changes that your training can facilitate, and the more
times they've experienced that, the more likely they are to make the
jump come launch time. I mean, you've helped them how many times
before? They may as well make it one more.

Next, we're going to address teaching during launch. This should be
obvious, and for many of you, it's going to be. If you've been around
the internet marketing community for a while, you've probably seen
the training heavy launches that the big boys are doing, and you've
seen the high profile, probably high spectacle, shows that they're
putting on.

Training exclusively during launch is a popular choice for a lot of
internet marketing types for a few reasons. One, training all the time
takes a lot of resources. It's an energy heavy activity. And the "bigger"
an internet marketer is, the more likely they are to be more involved
in the statistical end of running a business and less involved in the
community engagement part. The average big shot internet marketer
is writing ads, and split-testing sales page copy, and basically
working on the nerdy end of the business. Focusing on content
during non-launch periods is low priority for a lot of internet
marketers.

On the other hand, though, launch period is a great period to work
on heavy training initiatives. Especially if they're not training the rest
of the time, when they start, they tend to get a whole lot of traffic.
People pay attention, and they tell their friends to pay attention, too.
Shares go up, both publicly, like on Facebook, but also privately, in
private forums and via email and direct messages. Good training,
especially good training with a promise at the end of more good
training to come if you sign up for their email list, is basically Product
Launch 101.

So training during launch is the second item. Generally speaking,
you're going to want to go with standard launch content rules, which
means your content is going to be a lot more compelling than it is on
a daily basis. Longer content, more details, teaching more advanced
concepts, teaching the stuff nobody else is teaching, teaching stuff
that's normally paid content and making it free - that's an information
product launch for you. Obviously, you've already had a lot of
multipliers devoted to launch content, so go back and give yourself a

Page7 <+ www.ittybiz.com



LAUNCH MULTIPLIER #62:
TRAINING PEOPLE TO BE TRAINED BY YOU

refresher on those when you're ready to start making your training
content.

Last, we're going to address the weird one, the one that most people
wouldn't think about, and that's the sales page. Training on your
sales page can bring sales up - sometimes way up - and it can capture
a lot of those almost buyers we're talking about.

Now, training on a sales page has to be a modified version of what
we've discussed so far in this module. You're going to have a tough
time giving homework, or setting a date and time for people to come
up and read your sales materials. But training elements can be
incorporated, to the surprise and, yes, even delight of your customers
and customers to be.

We did this way back in the day with our old sales page for How to
Launch the **** Out Of Your Ebook. Now, that page was an old-
school sales page, and if you saw it back then, you might be laughing
now at the memory. It was pretty spectacular in its spectacle. But the
first thing we did on that page, before we even introduced ourselves,
was give a few thousand words of literal launch training in how to do
the basics.

The premise was that we'd give them a bunch of good information
before they even got to the introduction - hi, I'm Dave, and this is
Naomi, and here's why you might be inclined to listen to us - and
that would be so surprising and so useful that they'd want to read
more. And it worked. They did want to read more, and your
customers might feel the same way.

If you're going to put this into practice, the best way is to create a
basic step by step tutorial of some sort on a topic that is HIGHLY
relevant to the topic at hand. If we were going to do it for BIG
LAUNCH, we might start with seven steps to a great product launch.
(Or, in our case, we'd go with nine, to tie in with the Nine Decisions.)
We'd talk about the first decision a little, give a few options, give a
few places where this option might be better than that one, and then
move on to the next one.
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Then, at the end of that section, we would say that those nine steps
are the foundation for the course we're about to introduce. And then
we'd move on with the sales page.

This doesn't just have to be for big products either. If you're selling a
$47 Clean Your Closets class, you could have six steps to a cleaner
closet, and introduce each element of the six week seminar. You
wouldn't talk about the seminar during that section of the class at all.

You'd just say that number one is to eliminate everything that doesn't
belong in that closet, number two is to eliminate everything that
doesn't fit your body, then everything that doesn't fit your lifestyle,
and so on. It's not just for the big stuff - it works just as well and
sometimes better with the little stuff.

So there you have it. Five ways to create a conducive training
environment and three places to train your customers to get trained
by you. You are now smarter, but don't worry - you're just as pretty
as you were before.

Thank you so much for being here with us today. You've been
listening to the BIG LAUNCH launch multipliers, Training People To
Be Trained By You. I'm Naomi from IttyBiz, and I'll talk to you very
soon.
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