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VIDEO NOTES
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My number one takeaway from this video
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EVERY PART IS 
REUSABLE
What happens if you don’t like your story? If it was traumatic, shameful, painful? A painful 

part of your life that you’ve overcome is just that - another mark of your perseverance. 

Details don’t have to be shared for change to make a difference. But you’ll be surprised at 

how those stories will grow your influence. Why? Even if you never share a word of your story, 

when you connect it to your who and why, you gain confidence that you transfer to others. 

This is your authority!

JEREMIE’S STORY IS 
STILL UNTOLD
Remember that it may take time to fully understand or own your story. Even Jeremie’s 

story has some gaps that only a few select people know the content of, for several reasons. 

One of the main reasons is Jeremie’s desire to protect some of the people involved in 

the story. Although it’s his story, he has chosen to not tell the full story publically at this 

time. That may change in the future but for now, he only shares it on the basis he deems it 

necessary.

A STORY THAT SELLS
Telling your story in a way that converts visitors into buyers needs to be impactful and 

succinct. Communicate your story in a way that reflects your authority on the subject and 

sells the transformation for the client. This process involves knowing:

 1. Who you are

 2. Who you’re supposed to help (i.e., your client avatar)
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Who can you serve? What breakthroughs and experiences and successes have you had 

that you can deliver for them as well? 

 3. Your avatar can pay

 4. You can deliver the transformation

 5. What you’re offering

 6. What your core message is and how to share it effectively

 7. How to create an irresistible offer

 8. How to over-deliver value for what the client paid

These steps are the secret formula to business success. Each step should carry its own 

integrity and value and should be completed before you can move on to the next step.

Who you are

Much ground work has been done on this in small increments throughout the course and 

in the other two downloads in this section of the course. Write out who you are in a social 

media format (e.g., 5 key words or less):

Know your who (who you’re serving with your business)
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Get the right clients

           Income level

           Spending habits

           Hobbies 

           Family commitments (e.g., sports, academics)

           Vacations

           Religious practices

           Health practices

           Food habits (e.g, fast food vs organic)

Sell the transformation

How will you create the transformation for your clients? This may be through one-on-

one sessions, over a 6-week period. Jeremie guarantees clients will be improved in only 1 

hour - and they do improve that fast! 
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Your ‘what’, what you’re offering (i.e., your product or service), must be something your 

client’s want and are willing to pay for.  What service(s) do you plan to offer? Are you 

going to offer products as well? 

Set your services

Share your core message

Are you such a person of value that people are getting knowledge, help, motivation even 

when they’re not a paying client? How does that translate across social media platforms? 

Social media platforms are 80% sharing other people’s content and 20% of your own; do 

you own posts tell your story, vision, purpose, transformation? Write out variations of your 

core message for Facebook, Twitter and Instagram below.

Facebook (body text 14 words or less; headline: 5 words):

           Post 1: 

           Post 2:

           Post 3: 

Twitter (100 characters or less)

           Tweet 1:

           Tweet 2:

           Tweet 3: 
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Instagram captions (138-150 characters):

           Caption 1:

           Caption 2: 

           Caption 3: 

Make an irresistible offer

Services can be presented as a simple exchange of time for dollars. However, your 

business will make more sales without your direct involvement with a combination of good 

storytelling and an irresistible offer. Components of an irresistible offer include:

 1. Ask the client why they are looking for help.

  a. Are you tired of having no energy?

  b. Are you tired of sitting the bench?

  c. Do you wish you had the money to take that vacation?

 2. Ask them where they want to go.

  a. Are you ready to have more energy?

  b. Are you trying to make that club tryout?

  c. Do you want to play collegiate sports?

 3. Ask why their goal matters.

  a. What will you do with more energy?

  b. Who will you be seen by in the showcase?

  c. How will a college scholarship change your life?

 4. Ask what’s stopping them from achieving their goals.

  a. Do you lack the money?

  b. Do you lack the knowledge?

  c. Do you need a clear, step-by-step path?

 5. Ask them what is it costing them to have this problem.

  a. Opportunity

  b. Money
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  c. Relationships 

 6. Ask them how soon they want to fix the problem.

  a. Later

  b. Soon

  c. Now

 7. Present your solution and let them purchase or not. The pressure to purchase   

 should not come from you. You’re going to be ready to work with them    

 when they’re ready to own and fix the problem.

Exceed expectations

When a client purchases a training session, for example, don’t wait until you see them. Set 

a trigger or create a tag in your ESP for a post-purchase email series for first-time buyers. 

Include the following in your series plus add your own questions or procedures:

           Welcome and thank you for your purchase

           What to expect and what to bring

           How to communicate their goals

Then, make the session what they expected and more. Be professional with proper tools, 

dress, hydration, and more (covered later in the course).

PUT IT ALL TOGETHER
Craft your story in a way that helps sell the transformation and can be used on your 

website in the About or Why [business name] sections.

           Try to tell your story in only 4 paragraphs. Be sure to include:

           Who you are

           What you know about them (i.e., your avatar)

           How you’ll help them (through your irresistible offer)

           What transformation they’ll achieve
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These will lead to the section where your services are offered.
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