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Annotated Vocabulary from Seth Godin’s 
Skillshare course on Marketing

Sheet 2: change

Awareness I’m not going to change if I don’t trust you, and I’m unlikely to trust you if I’ve never heard of 
you. In the old era, awareness was a byproduct of interruption. We knew about Mr. Peanut and 
Mr. Coffee and Mrs. Butterworth because they had paid for ads. But now, we need to know 
about you because you’re in the places we trust, brought there by people we trust.

Authority Even if we are aware of you, we are hesitant. Who are you, who is your brand, what will happen 
if we trust you? And so your authority matters. Did the king send you? (Which king?)

Closing the sale As discussed in the video, this is one of Zig Ziglar’s legacies. Teaching us about the inevitable 
hesitation before we say ‘yes’. Marketers would like to believe that all we have to do is our 
magic and suddenly, people show up ready to engage. Human nature doesn’t work that way.

Copywriting Just because you know how to type doesn’t mean you’re the person to do the writing. Great 
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copywriting is expensive, and it’s a bargain. There are some great resources to learn how to 
write more effectively, but the primary takeaway here is that while you’re busy learning how to 
do it beautifully, go ahead and hire someone brilliant.

Free Another brilliant book by Chris Anderson, the internet has transformed the way ‘free’ is used by 
marketers. The equation, which should be familiar by now, is that trust is of paramount 
importance, and if you can earn trust by having someone use your service, it’s worth it, 
particularly if the marginal cost of what you make is zero. Free doesn’t upend economics as we 
know it, but it does help us see how the connection economy and network effects embrace 
abundance, not scarcity.

Frequency We will ignore you. We will ignore you five times, ten times, a hundred times. In a media-
saturated world, many people will ignore you forever. But it’s clear (like it or not) that 
awareness comes from frequency. That’s why it’s so critical that you build a marketing calendar, 
a full year planned out that shows you and your team how often you will reach the people you 
seek to change.

Funnel If you’re new to this concept, this short article will make it really clear. Every person you touch in 
any way is entering the funnel. As you ask them to do more and more (click on a link, taste a 
sample, give you their phone number, walk to the back of the store, try on a pair of jeans…) 
some of them will say no and walk away. Funnel, then, is a nice image, but actually, the funnel 
leaks like crazy. Sieve analysis might be a lot more vivid. Smart marketers are insanely aware of 
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the structure of their funnel/sieve, and work to do two things: make it as short a process as 
possible and plug as many holes as we can.

Hype This is what we call it when the publicity is bountiful, unnecessary and ultimately 
disappointing. It’s hype when it’s not true. 

Lifetime value 
analysis The lifetime value of a Starbucks customer is more than $20,000. (Not a typo.) This slightly 

complicated infographic will help you visualize how to compute the very simple and elegant 
concept of lifetime value. It’s impossible to do smart marketing spending without having a 
decent guess (or point of view) about what this number is or will be for your project.

a Movement With the right vision, a marketer doesn’t just change an individual. She changes a group of 
people, a culture, a tribe. Harley has one, and Wikipedia, too. Long distance truckers are part of 
a tribe, and so are the people who collect Magic the Gathering cards. Will you lead us?

The Difference map Bernadette Jiwa has opened up a new way of looking at how you will matter. Here’s the blank 
map, as well as one already filled out.

Affiliates/Bounty Organizations will pay you to sell their stuff. That’s an affiliate relationship. On the other hand, 
you can pay other people a bounty to sell your stuff. Paying or getting paid, both involve 
finding partners who will help complete the attention/cash equation.
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Product adoption 
lifecycle If you want to change people, knowing which people is a critical first step. And if you want to 

reach the people you seek to change, you must determine who is willing to listen to you. Everett 
Rogers (and then Geoff Moore) have done us a tremendous service in describing and 
evangelizing this critical concept. More than just about anything in this section, this one is a 
game changer.

ROI What do you get for what you spend? Direct marketers know. They know that if they spend a 
dollar on a campaign and make $1.05 back, they got a 5% return on their investment. Super 
Bowl advertisers have no clue, zero. Because they can’t measure. Most of what you do as a 
marketer in the digital world is measurable. You might be afraid to measure it (because you 
might find lousy results) but know that you can. It turns out, ironically given my ranting about 
this, that the most important and powerful things are almost impossible to measure. 
Understanding the difference is 80% of the battle.

RFP Some organizations, particularly B2B sellers, wait until they are invited by the buyer to pitch for 
the business. A company or a foundation or a government agency issues a request for 
proposals, lists the spec of what they seek, and lets providers bid against each other. This is as it 
should be if the buyer is dealing with commodity, replaceable providers and the goal is to pay 
less. But it’s precisely the opposite of the goal of the marketer who matters, of someone who 
wants to make a change in the world. If you find yourself waiting for the RFP, change what you 
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make, change it so much that you are writing RFPs for others to use to be sure that they get to 
work with you.

Trust On your marketing mission statement, on the list of deliverables, in the hierarchy of your 
objectives, where do we find the goal, “to be trusted.” Easy to say, essential to create, more 
difficult than it sounds. Please take a second to understand this: If changing your product, your 
pricing, your position, your promotion--if changing any of this increases your connection with 
and trust from your tribe, then do it.
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