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The Prospecting Process 

 
Assuming that you have a product or coaching program that is ready to 

deliver, and you know how to sell or enroll clients, the next step is to find 
prospects who need what you have to offer. 

 
When prospecting for customers or clients, you first have to determine your 

target market and identify the way you want to be perceived and positioned in the 
marketplace.  There are 4 layers of prospect engagement: 

 
1. Marketing 
2. Attraction 
3. Engagement 
4. Relationship Nurturing 

 
If either of the latter 3 layers are missing, your prospect engagement process 

will be incomplete. I find this is the single biggest reason that coaches fail to get 
clients. 

 
(Marketing is an additional rapid growth mechanism that is not necessary for 

client and prospect engagement. It simply accelerates the process of bringing 
prospects to the attraction stage. The single biggest mistake I see people make in 
the prospecting process is focusing on marketing - things like advertising and 
networking - without having an effective attraction, engagement, and 
relationship nurturing process in place. 

 
You see, when a prospect is introduced to you, and any of those steps is 

missing, unless that client has a very high level of need and some external reason 
for trusting you (for example, perhaps their best friend is your client), then each 
prospect needs to go through a trust building process with you. 

 
In fact, that is one of the common growth problems that entrepreneurs tend to 

have. When they first start their business, they rely on networking and referrals 
to build their initial client base. However, if they want to expand their business 
past the point that is easily attainable through networking and referrals, they 
often turn to marketing - for example, advertising, social media marketing, or 
even search engine optimization. 

 
However, prospects who come to through an advertising media don’t have the 

same initial trust level as network-achieved prospects or personal referrals. They 
need several additional levels of trust, credibility, and relationship building 
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before they reach a level of trust that is even close to the level of trust in a 
personal referral. 

 
So if a coach uses advertising to create prospects without the relationship 

building steps, those prospects will rarely turn into clients. Which becomes 
disheartening and frustrating to coaches who are accustomed to talking with 
personal referrals who are likely already predisposed to enrolling in coaching. 

 
When selling conversation conversion rates drop from 50-75%, which is 

typical with networked or personally referred prospects, to 5-10% with 
advertising generated leads, it is easy for a coach to begin to feel that advertising 
is not effective at generating prospect leads. 

 
And they are correct - advertising alone is not effective at generating prospect 

leads that convert into coaching clients. 
 
There are a few additional layers that must be added into the advertising - 

generated prospects engagement process before their trust level (and hence 
likelihood of enrolling in coaching) begins to approximate that of networked or 
referral - based leads. 

 
You see, people purchase coaching based on their need and perception the 

coach can help them achieve their goals, and their trust and connection with the 
prospective coach. 

 
And assuming that your prospect base is only those individuals who have a 

need for what you offer, the key reason people buy your coaching is that they 
trust you and believe you and they are a good fit to work together. 

 
And building trust takes time, and very specific levels of engagement must be 

taken by the client before their trust is strong enough to enroll in your coaching. 
If any of these levels of engagement are missing, then it becomes very difficult to 
enroll a potential client in your program. 

 
So how do we build trust with people online? I believe that trust creation 

online works the same way as it does offline, because we are building trust with 
people. It doesn’t matter if we are building the relationship online or offline. 
Therefore, we should use the same methods to create trust online as we do 
offline. 

 
So how do we build trust with people? 
 
Let’s think about meeting someone offline and the process that occurs that 

builds trust over time. 
 
Perhaps we begin to spend time with this person, and we simply like them, we 

simply enjoy the time we spend together. Perhaps if this person is not so much a 



friend, but someone in a professional relationship, they might draw to us (or we 
to them) because they see that we have a level of authority in the professional 
area in which they are engaged. 

 
Possibly we give them gifts over time, which are reciprocated. Perhaps we 

contrast the relationship we have with them with someone else we didn’t feel 
comfortable trusting, and see some things which lead us to conclude we can trust 
them. Perhaps we even compare them to someone else who know whom we do 
trust, and they measure up favorably. 

 
Obviously these are just some of the ways we might develop and grow trust in 

an offline relationship. And certainly if the relationship is a friend-friend equality 
based relationship that trust process might be a little different than a relationship 
we develop with someone who might be our mentor, our coach, our counselor, or 
meet some other professional need in our life. 

 
So then if these are some of the ways we build trust offline with someone, how 

do we build trust online? 
 
I believe we build trust through the same or similar methods online, as we do 

offline. 
 
The reason for this is that humans have certain needs and are influenced by 

certain things that trigger trust - based feelings, and I believe that those needs 
and triggers are the same whether they are experienced offline or online. I simply 
believe that as humans we react similarly and have similar needs whether we are 
interacting physically, by snail mail (like writing a long distance friend), or 
online. 

 
Therefore, I believe we should attempt to communicate in a way online that 

mimics the offline trust building process. 
 
For example, in our email campaign, in our content network, and in any other 

place in our campaign where we are communicating, we should implement the 
kinds of things that help create and foster trust. 

 
So what are these “trust triggers”? 
 
Luckily for me, someone else has identified these triggers and written an 

incredible, detailed guide to using them. So first I’ll introduce you to the author 
and the book, then share an overview of these trust triggers, then I’ll share with 
you how to use them in your email campaign. 

 
Russell H. Granger, in his book “The 7 Triggers to Yes - The New Science 

Behind Influencing People’s Decisions” states that there are 7 specific triggers 
that build trust when activated, especially when several of these triggers are used 
in combination. 



Here are the triggers: 
 

• The Friendship Trigger 
 

• The Authority Trigger 
 

• The Consistency Trigger 
 

• The Reciprocity Trigger 
 

• The Contrast Trigger 
 

• The Reason Why Trigger 
 

• The Hope Trigger 
 
And idea is that the more trust triggers you use with someone, the deeper the 

trust that is created, and the more action that is taken. 
 
My personal belief is that people who are naturally persuasive or whom others 

tend to trust inherently, use some or all of these triggers in combination in their 
lives, although perhaps unknowingly. 

 
In the offline world, you use some or all of these trust triggers as you build 

your relationship and the accompanying trust. Online, you also use these same 
trust triggers as you build relationships and trust. 

 
And through the course of your content campaign, your email campaign, and 

any other communication with your prospects or clients you can use these trust 
triggers to stimulate and build trust. 

 
Therefore our goal with a prospect, before they are offered an opportunity to 

enroll in our coaching (or stated another way, before we attempt to sell them 
coaching), they must develop trust with us. 

 
And in an online marketing and prospect nurturing campaign, unless we 

choose to personally interact with the hundreds of prospects that come through 
our marketing funnel each month (which is difficult, draining, and likely 
unrealistic to do), we must create opportunities for people go through trust - 
building levels in our marketing and nurturing campaigns, and guide them 
through those steps. 

 
Here’s how we do it: 
 



Excluding the marketing layer, which is simply the layer at which we 
intentional drive or invite people into our marketing and nurturing process, we 
have: 

 
An attraction layer 
An Engagement layer 
And a relationship nurturing layer 
 
Remembering that we need to accomplish (list trust elements), it is our goal 

to construct each of these layers in such a way that all of those trust elements are 
created over time. 

 
Here is an overview of how we integrate those trust elements: 
 
In the attraction layer, we give our new prospects the ability to discover that 

we are credible (preferably perceiving us as an expert) and give them the chance 
to choose NOT to participate in our nurturing funnel. This creates the perception 
(an accurate perception) that they are choosing to interact with us, rather than us 
marketing or selling to them. This perception is huge. If your prospects initially 
come to you feeling as though they are seeking you out, rather than you seeking 
them out, they will move much faster through your prospect trust building 
funnel, and become clients much faster. 

 
The easiest way to create this attraction layer online is through a content - 

oriented positioning campaign which creates ample opportunities for potential 
prospects to see that we are credible and choose to interact with us.  

 
The next layer is the engagement layer, which allows us to collect the new 

prospects’ contact information so that we can begin to purposely develop the rest 
of the trust elements in that prospects’ psychology. We can do this through a 
squeeze page, or through opt in forms on our content-oriented attraction layer 
web pages. 

 
And the final layer is the trust-building email nurturing campaign. 
 
This campaign will purposely build and develop each of the trust elements in 

the relationship with your prospect. 
 
So why not simply using marketing and advertising to drive prospects directly 

to the engagement element, and simply build all the trust elements through the 
email campaign? 

 
Here’s why: 
 
This goes back to the statement I made earlier about the time it takes 

someone to go from prospect to client. When the attraction and initial credibility 
stage is skipped, the prospect generally feels as though you are marketing to them 



(which is obviously the case) rather than feeling as though they are seeking you 
out. And when they perceive that they are seeking you out, they develop trust 
much faster than if they believe you are seeking them out, and because they 
develop trust much faster, they will become clients much faster on average. 

So what happens is that when you drive your marketing and advertising 
elements directly to your engagement stage, the prospect trust building and 
nurturing phase takes much longer. 

 
This is compounded by the fact that not only does the process take longer, but 

because you are skipping the attraction stage (which naturally filters out many 
people who probably are not good candidates for your coaching, because they 
don’t connect with your style, delivery, or message in the attraction stage), you 
end up with many more prospects than if they are allowed to filter in naturally. 

 
Of course, at first blush, this might seem like a good problem to have - more 

prospects - but because these are much lower quality prospects on average, and 
the prospect nurturing stage takes much longer, you don’t increase the number of 
new coaching clients, but you increase the number of prospects. 

 
Personally, I prefer to have fewer, highly qualified prospects, than to have 

many more, less qualified prospects. Because with more prospects it is more 
difficult to effectively connect with them. Which in turn makes it take longer to 
enroll those prospects. 

 
So, in conclusion, when you use all 3 layers of prospect nurturing, and build 

all 7 levels of trust, you significantly shorten the prospect nurturing time frame, 
and convert a higher percentage of prospects into clients. 

 
And because all of the layers of prospect nurturing and all the levels of trust 

building can be 100% automated using the internet, web pages, and an email 
campaign, once you have all of these pieces in place, you can focus on two things: 
selling and delivering your coaching, and driving targeted traffic into your 
attraction layer online, and simply allow those prospects to self-select themselves 
over time as being good candidates for your coaching. 

 
So although it may feel counter-intuitive to hold off on marketing and 

advertising until you have this entire trust building prospect nurturing campaign 
in place, it really is the best path. Because if you try to market first, before your 
trust campaign is in place, your results will be slower, and your personal 
involvement will be higher, creating lower results with more work. 

 
By methodically building out a trust-based nurturing campaign first, in the 

long run your results will be faster and more consistent, creating better results 
with less work. 

 
So let’s get started on building your attraction, engagement, and email 

nurturing layers! 



Because the email layer must be in place for the engagement process to be 
effective, and because the engagement process must be in place in order for the 
attraction layer to create results, we’ll start with the email layer first, then build 
the engagement layer, then build the attraction layer. Then, I will show you how 
to use a variety of marketing or advertising elements to drive potential prospects 
to your attraction layer. 

 
Just as the marketing layer doesn’t work without the attraction, engagement, 

and email layers in place, the attraction layer doesn’t work if the engagement and 
email layers are not in place, and the engagement layer is frankly useless if the 
email nurturing layer is not in place. 

 
 

Email Layer: 
 
So how do you activate these “trust triggers” in someone who joins your list?  
 
I recommend using a “credibility campaign” which begins at the very first 

point of contact with your prospects, and continues in earnest for about 10 days. 
Of course, once you have created a solid feeling of trust from your subscribers, 
you should continue to nurture that over time.  

 
I have found that 10 days is the minimal period of time that is needed to 

create enough trust using email, for someone to invest in coaching. Of course, if 
you add another element - for example, perhaps you have met the individual in 
person (rare for online marketing), or spend time with your subscriber on the 
phone or in a webinar or teleseminar - that period of time can be shortened. 
Understand that some people need more time (and others won’t read all your 
emails so aren’t exposed to all the triggers initially and will therefore need more 
time). 

 
So in a nutshell, what I do is attempt to use all the trust triggers in the first 10 

days of my email campaign. Because I do this using autoresponders I can be 
assured that each person who joins my campaign will be sent all of these emails 
(unless they unsubscribe first, at which point it is irrelevant). 

 
I believe if you internalize this concept completely, it will change the way you 

communicate with new prospects. 
 
You will begin to ask yourself, how can I use some or all of these triggers in 

my communication with my prospects, and how fast can I do it? 
 
You can use some of them in your advertising. 
 
You can use some of them on the first page they come to on your website. 
 
You can use some of them on your squeeze page. 



You can use them on your download page after someone opts in through 
email. 

 
You can use them in each email you send. 
 
And so on. 
 
And because you are in control of the page they see after the read your 

advertisement (which you also control), and you are in control of the first page 
they see after they opt in to your web site, and you are in control of the content in 
each of your emails, you can literally mastermind your prospects’ exposure to 
each of these triggers. You can engineer your prospects’ exposure to these 
triggers, and if you do that, you can mold your prospects’ opinion of you, their 
trust level in your, their level of respect for you, and ultimately influence long run 
their involvement with you. 

 
So the next step is to design each part of your campaign so that it uses at least 

one of these triggers, and if possible, use several. 
 
Personally, I believe you will get the most out of this practice by 

brainstorming for yourself what you have and can write that will use these 
triggers. 

 
I suggest taking one of the two lists, either Cialdini’s weapons of influence, or 

Granger’s trust triggers, and consciously implement each of them in your 
campaign. 

 
You can write emails specifically for the purpose of using each trigger. 
 
Here is how to do it: Take the list and determine what you can do to use that 

trigger (don’t worry about the order of using the triggers, it doesn’t matter). Then 
once you have determined what you will use for each trigger, you can order and 
rearrange the triggers so that it makes sense in your campaign. 

 
Here is an example of what this might look like, using Granger’s list: 
 
The Friendship Trigger - This might be a friendly email, possibly mentioning 

that you are available through email if they ever have questions or need help with 
something. 

 
The Authority Trigger - Show your experience - this can be done in the 

resource box of your article if you are using article marketing, this can be done on 
your download page for your free report or gift they receive after opting in, this 
can be done by sending your prospect to another page which shows that you are 
an expert in your niche 

 



The Consistency Trigger - This is something you will develop over time in 
your campaign. Each email or contact should agree with all the others. If you 
advance one thought or idea in one email, don’t change your opinion 3 emails 
later. 

 
The Reciprocity Trigger - Perhaps use this twice, once in your advertising 

(download a free report) and once in the first 10 day email campaign giving a free 
mp3 recording of you teaching something powerful in your niche 

 
The Contrast Trigger - Show why you are the preferred expert for them. 

Perhaps subtly showing them why the way it “has always been done” or the way 
“others do it” isn’t best for them. This is best done in conjunction with the 
“Reason Why” trigger - explaining why the approach others are using or teaching 
is not the best. If possible, you can use the logical argument that it “used to work” 
but explain why it no longer works. Or explain why the way others do it works for 
certain kinds of people - but why your scenario (or your clients’) doesn’t fit into 
that category.  

 
This trigger needs to be used carefully, because if you overtly attack what they 

believe - about the way it’s always been done, or what others are doing - and you 
don’t explain why that way no longer works, or doesn’t work in this scenario, then 
you end up doing more damage because you are pushing them away by attacking 
their beliefs, rather than reeducating them on a better way. 

 
The Reason Why Trigger - This might be used to show why your new or novel 

approach is best for them. 
 
The Hope Trigger - This can be done by showing them what their life (or 

business, or health, whatever your niche is) can look like after working with you. 
This could be done by showing a client testimonial (be careful when doing this, 
make sure you stay legal) of someone who has accomplished the result you 
promise. Or this can be done by telling an imaginative story about what their life 
might look like with your result. Or share with them how YOU feel with your 
result in your own life. 

 
Along with these triggers, I also like to use a few additional components in the 

initial campaign that further increase familiarity and trust with you: 
 
Audio - when they hear your voice early in the campaign, it affects how they 

“hear” you speaking to them in the future through email. When they read your 
email, they can literally “hear” you speaking to them through it. 

 
Picture of you - this gives them a face to a name, which further enhances the 

trust experience 
 
Video of you - this simply allows you to give them audio and a picture at the 

same time - which additionally increases this bonding experience. 



Additionally, from Cialdini’s list we can add social proof and commitment: 
 
Social proof: if you use testimonials (be careful with these as the law requires 

a high standard of proof, higher than your clients’ word), this can be powerful. If 
there is something you have accomplished which can prove involvement, use it, 
for example in my case, the number of articles my team and I have written and 
posted online. Or you could use a blog where you ask for comments from 
subscribers. 

 
Commitment: In one of your emails, you could simply ask something like this: 
 
How would it feel if you were able to accomplish (your result) in the next 3 

months? How would that really change things for you? 
 
So let me ask you this, if I can show you exactly how to achieve (your result) 

will you promise to send me a testimonial telling me exactly how I helped you? 
 
If they promise...even just mentally...they have made an internal commitment 

to sending you a testimonial - which of course can’t happen unless they do the 
work...so this helps them strengthen their internal commitment to learning from 
you. 

 
Next, we will reorder these according to the flow of the campaign. 
 
A typical campaign might look like this: 
 
1. Advertising point (or article) 
 
2. Squeeze page 
 
3. Download page for a free gift 
 
4. Next page they are sent to on your site 
 
5. First email they receive from you in the campaign (after the squeeze page 

download email) (perhaps day 2) 
 
6. Second email they receive from you in the email campaign (perhaps day 4) 
 
7. Third email they receive from you in the email campaign (perhaps day 6) 
 
8. Fourth email they receive from you in the email campaign (perhaps day 8) 
 
9. Fifth email they receive from you in the email campaign (perhaps day 10) 
 
 
 



Now we will copy and paste in each of the trust triggers into a particular step 
in the campaign: 

 
 

Advertising point (or article) 
 

1. Squeeze page 
 

2. Picture of you - this gives them a face to a name, which further enhances the 
trust experience 
 

3. You could also use the audio trigger here - a 30 second recording telling them 
what they will receive if they opt in 
 

4. Download page for a free gift 
 

5. The Authority Trigger - One way to do this on the download page is to add a 
short audio or video (3-5 minutes) introducing yourself and telling why you 
are qualified to help them. Or you can write a short blurb about yourself on 
this page, accompanied by a picture of you. When you use audio, video, or 
pictures, it enhances the credibility experience, because they can literally feel 
as though they know you better. 
 

6. Next page they are sent to on your site 
 

7. Audio - when they hear your voice early in the campaign, it affects how they 
“hear” you speaking to them in the future through email. When they read your 
email, they can literally “hear” you speaking to them through it. 
 
This might be a short teaching audio that is posted on that page (keep in 
mind, if you have used audio on the download page, you could use video here, 
or vice versa. 
 

8. First email they receive from you in the campaign (after the squeeze page 
download email) (perhaps day 2) 
 

9. Second email they receive from you in the email campaign (perhaps day 4) 
 

10. The Hope Trigger - This can be done by showing them what their life (or 
business, or health, whatever your niche is) can look like after working with 
you. This could be done by showing a client testimonial (be careful when 
doing this, make sure you stay legal) of someone who has accomplished the 
result you promise. Or it can be done by telling an imaginative story about 
what their life might look like with your result. Or share with them how YOU 
feel with your result in your own life. 
 
 



11. Third email they receive from you in the email campaign (perhaps day 6) 
 

12. The Reciprocity Trigger - give a free mp3 recording of you teaching something 
powerful in your niche 
 

13. Fourth email they receive from you in the email campaign (perhaps day 8) 
 

14. The Reason Why Trigger - This might be used to show why your new or novel 
approach is best for them. 
 

15. You could write an email explaining your method or technique, and tell why it 
works for people like them (people with similar challenges) 
 

16. Fifth email they receive from you in the email campaign (perhaps day 10) 
 

17. Social proof: if you use testimonials (be careful with these as the law requires 
a high standard of proof, higher than your clients’ word), this can be powerful. 
If there is something you have accomplished which can prove involvement, 
use it, for example in my case, the number of articles my team and I have 
written and posted online. Or you could use a blog where you ask for 
comments from subscribers. 
 
Of course this still leaves a few triggers: 
 
Commitment: In one of your emails, you could simply ask something like this: 
 
How would it feel if you were able to accomplish (your result) in the next 3 

months? How would that really change things for you? 
 
So let me ask you this, if I can show you exactly how to achieve (your result) 

will you promise to send me a testimonial telling me exactly how I helped you? 
 
If they promise...even just mentally...they have made an internal commitment 

to sending you a testimonial - which of course can’t happen unless they do the 
work...so this helps them strengthen their internal commitment to learning from 
you. 

 
The Contrast Trigger - I recommend using a teleseminar or webinar for this - 

give them some solid teaching, and during the solid teaching illustrate this point.  
 
Please note that you don’t need to necessarily use ALL the triggers in the first 

10 days - and this is one that you can easily leave out. 
 
Show why you are the preferred expert for them. Perhaps subtly showing 

them why the way it “has always been done” or the way “others do it” isn’t best 
for them. This is best done in conjunction with the “Reason Why” trigger - 
explaining why that approach is not best. If possible, you can use the logical 



argument that it “used to work” but explain why it no longer works. Or explain 
why the way others do it works for certain kinds of people - but why your scenario 
(or your clients’) doesn’t fit into that category.  

 
Of course with things like social proof, audio, authority, etc., these should be 

things you are continually weaving into each email you send. 
 
When you write each email to send to your list or put in your autoresponder, 

consciously think about which triggers you are going to use. Think about whether 
you can use several triggers. 

 
Here are a few combinations: 
 
 Send an email with a link to a published article online that teaches something 

strong in your niche (authority trigger). In that article offer another free report 
(different than they received initially) (reciprocity trigger) 

 
 Send a testimonial to your list (social proof trigger). In the same email, in the 

signature of the email, include a link to your highest ticket coaching program 
(contrast trigger, even if they don’t buy your highest price program, by seeing you 
have one, it decreases their price resistance to your next coaching program down 
in price) 

 
 Send an informative email that teaches them something in the email itself 

(they don’t have to go to an outside link) (authority trigger). In the same email, 
offer to answer one question through email at no charge - they just hit reply to 
ask their question (friendship and reciprocity trigger) 

 
Are you beginning to see how easy this is? 
 
Mastermind your email campaign using these triggers, and mastermind which 

triggers they receive and when, and although you won’t control any one 
individuals’ internal response to you, you will increase trust (and therefore 
positive response) of your entire group of email prospects over time. 

 
 

Ongoing Credibility 
 
For ongoing credibility, I like to queue 2-4 emails per month in my followup 

autoresponder campaign, each of which triggers one or more of the trust triggers 
outlined above. 

 
This does not all need to be done in advance, but don’t allow yourself to get 

behind, or you will have prospects who don’t hear from you for long periods of 
time if you aren’t actively sending emails. 

 



I recommend starting with the initial 10 day sequence, and maybe another 5-
10 emails spaced out over the course of the first couple of months. 

 
Then simply write one email per week and add it to the end of your 

autoresponder campaign. If you do this once per week for a year, you will easily 
have a 1-2 year campaign that each prospects gets automatically once they 
subscribe, regardless of how active you are in writing new emails in the future. 

 
By continually keeping in touch with quality content, you will keep yourself in 

the forefront of your prospects’ minds so that when they need the kind of help 
you provide, they will think of you first. 

 
When you are ready to market a new coaching program, remarket an old one, 

launch a new product, or simply looking for new clients, you will have a 
responsive list of prospects to talk with. 

 
There are 2 real keys here - 1) be sure to use the trust triggers consciously and 

purposefully and 2) put these emails on autopilot so you don’t have to think 
about them. You should build a trust relationship with each new prospect 
through your autoresponder campaign. If they write and ask a question - always 
write back personally or have someone on your staff write personally. I do NOT 
recommend using a help desk, outsourced cheap labor, or anything else that 
detracts from the personal experience. Very few people will ask questions 
through email, but if you respond to the few who write, they will instantly 
upgrade their trust and opinion of you. And each future autoresponder email you 
send will be seen in an even warmer light. 

 
 

Building Attraction Layer 
 
In the attraction layer, you will be creating a “network” of web pages online 

that together lead your potential prospects to see that you are the expert that you 
are. The attraction layer will build credibility, show prospects you are prominent 
online (which leads them to conclude you are the expert that you are), and create 
exposure. 

 
Although the point of the attraction layer is not to “market” per se, the nature 

of the “world wide web” and the search engines will naturally over time drive 
people to your sites, without the additional marketing layer. However, this is 
difficult to achieve completely on its own, and it normally takes time to develop, 
whereas the marketing techniques I share in the marketing layer instruction can 
occur very quickly. 

 
However, your marketing is going to either lead prospects directly into your 

attraction layer, where they will develop more interest in learning more from you, 
and visit your website as a result of that interest, or your marketing will lead 
prospects directly to your website, and then in the course of your email campaign, 



you will direct prospects to visit your attraction layer to build the credibility, 
prominence awareness, and perception of expertise that happens in that layer. 

 
Personally, I prefer that prospects come to my website after having been 

through the attraction layer. 
 
Here’s why: the attraction layer functions as a sort of filter for your prospects. 

When someone goes through your attraction layer, they either realize that you 
aren’t quite right for them, or they begin to feel drawn to find out more about 
how you can help them. When this process occurs after someone becomes a 
subscriber to your email campaign, if they move through the attraction layer and 
are not compelled to more forward with them, unless they purposefully 
unsubscribe from your list, which doesn’t usually happen right away, they 
continue to receive messages and instructions from you. Which is a drain on your 
delivery system (delivering to a high percentage of email addresses that are NOT 
interested in continuing to receive messages results in spam complaints and 
actions of identifying your emails as spam in their particular email provider, 
impacting the delivery of ALL of your other email, not just the email to that one 
individual). 

 
However, if prospects are filtered through your attraction layer FIRST, before 

the become subscribers, those who decide you aren’t really right for them, choose 
not to become subscribers. This leaves only people who feel compelled to 
continue to learn from you, as your potential subscribers. This creates a much 
“cleaner” list (meaning that a higher percentage of subscribers genuinely want to 
receive emails from you) and because your list is smaller (for the same amount of 
interested subscribers) it is easier for you to give personal attention to your email 
and your subscribers questions (because the list is stronger, a higher percentage 
of people who ask questions via email are genuine prospects, and may convert to 
buyers). Which makes it easier to allocate resources to answering email, because 
the conversion rate to buyers of those particular email senders is higher. 

 
However, I want to be clear that I don’t believe there is a wrong way or a right 

way to use the attraction layer as a filter. I personally prefer to only correspond 
and interact with potential prospects that have a higher propensity to purchase, 
than to fill up my list with lower quality prospects. 

 
However, many coaches prefer to “play the numbers game”, getting as many 

subscribers as possible, marketing to all of them, and hoping they end up with 
more sales than if they only marketed to higher quality leads. This model can 
tend to work well for highly automated systems, especially where there is an 
intensive sales effort, perhaps with outsourced (or inhouse) sales reps, and 
outsourced coaching. With that model, the goal is normally to get as many 
potential prospects on the sales calls, and allow the sales persons’ skills to 
compensate for a lower level of initial credibility building and perceived expertise 
level. 

 



If you are building a smaller coaching business, or a more personal one, you 
will likely rather have more highly qualified prospects than just focusing on “ the 
numbers game” 

 
Next, let’s look at what an attraction layer might look like. First, let’s take a 

look at one “attraction path” might look like. 
 
Imagine a potential prospect goes online to look for a solution to their 

problem, and they use a search engine to ask their question. 
 
The search engine leads them to an article you have written, that is posted on 

someone’s blog online. Your prospect reads the article, likes what they have read 
so far, and want to read more. They notice at the end of the blog post a link to an 
article account you have on a niche-specific website, and read through a couple of 
articles you have written that are posted there. After reading a few articles written 
by you, they are beginning to feel a level of respect for your credibility (which is 
established by your online presence) and begins to wonder how they can get more 
information from you.  

 
Perhaps they then search for your name online (in the same search engine) 

and when they do, they find you are featured on as many as 10-20 additional 
websites, which continues to build their respect for your credibility and perceived 
expertise. They also find one of your engagement layer web pages, a squeeze page 
offering a free 25 page guide about the topic they have been researching with you 
for the last 20 minutes. They join your email list, download and read the 25 page 
guide, and continue to build on their feeling that you are an expert, and that they 
want to learn from you. 

 
At this point, this individual will be quite receptive to any marketing message 

you present, especially if it is presented in such a way that it is a solution to their 
problem or challenges. And if in the course of receiving emails from you in your 
email campaign they continue to be given quality content, content that educates 
them additionally, instead of just being a “sales pitch” as they might be receiving 
from your competition, they will literally get to the place where THEY are seeking 
a solution from YOU, rather than YOU pushing THEM to “buy your coaching”. 

 
Can you see how this discovery path would result in a much more highly 

qualified prospect, one who is genuinely seeking more from you, than a prospect 
that is generated simply by direct advertising, where you are driving their initial 
contact with you directly to a sales page or squeeze page, and asking them to 
make an immediate decision. 

 
This sets up a life-long dynamic of your prospect seeking a solution from you, 

instead of you constantly having to market to them and convince them that they 
should invest with you. 

 
 



Once you have chosen an area of specialization, you need to position yourself 
online as an expert in your field. 

 
The reason for this is that when someone is looking for coaching or to learn 

from someone else how to do something, they want to learn from the best person 
they possibly can. Think about you. When you are looking to learn something 
new, do you want to learn from someone who is only a novice in the topic, or do 
you want to learn from an expert, someone who knows the topic inside and out, 
and cannot only answer all of your questions, but can also give you new ideas and 
push you to the next level, right? The same thing is true for your prospects. They 
want to learn from an expert, not a novice.  

 
Therefore it is important to be positioned as an expert in your niche (and have 

the expertise to back it up), although it is not necessary to be positioned as the 
number one expert in your niche. However if you use the simple steps I am about 
to give you to position yourself as an expert in your niche, you will many times 
find that people begin to perceive you as the preferred expert in your niche. 

 
Here’s why that happens: 
 
Part of the process I am going to teach you of building your coaching business 

online is going to involve building an email relationship with your prospects. 
 
By communicating with your prospects through email using the techniques I 

teach you in this book, you are able to show them personally that, FOR THEIR 
NEEDS, you are the preferred person for them to go to in order to learn what 
they need to learn. 

 
So even if there are other experts in your niche, as long as you position 

yourself as being the go-to expert TO THE PEOPLE ON YOUR LIST and in your 
circle...that’s all that matters. 

 
The entire world doesn’t need to see you as their go-to expert...only those 

people who are your prospects. 
 
Using a combination of the web techniques I am going to share with you in 

this chapter, plus the email marketing communication techniques I am going to 
teach you in the email marketing chapter, you will be able to position yourself as 
the preferred expert to your prospects. 

 
In most cases, in my experience, even the most experienced teachers and 

coaches in most niches online (that probably includes yours) do not do a good job 
of APPEARING to be an expert online. 

 
So even if they are the #1 expert in your niche, if they don’t APPEAR that way 

online, and if YOU APPEAR to be the #1 expert online in your niche, then your 
new prospects will believe that you are - without you telling them. 



There are several components you will use to create the appearance of 
expertness online: 

 
 Positioning yourself in the search results someone gets when they search for 

your name online. 
 
 Masterminding the first 10 - 20 days of emails someone gets from you after 

they join your email list so that they support your expertness 
 
 Creating several sources of online content that show you to be an expert in 

your field 
 
Let’s start with positioning yourself in the search results someone gets when 

they search for your name online. 
 
To get a feel for this, Google several of the experts in your field. What are the 

results that come up? 
 
Are there blog posts, forum results, results of people talking about them? Is it 

clear by searching the top 10 or top 20 results for this person that they are the 
expert?  

 
Are there some people who appear to be more of an expert than others simply 

by the pages that come up in the search results? 
 
You see, one of the biggest things that has an impact on someone’s perception 

of you as an expert is when they Google your name, and your results indicate that 
you are an expert. 

 
When they Google several people’s names in the industry they should find 

that your results show you to be more of an expert than your competition. 
 
My experience has been that most experts are not correctly positioned as 

experts in their search results online. 
 
How this works: 
 
In your search engine results for your name, there are 10 spots that you can 

control on the first page. (Of course, there are multiple pages, but most people 
only look at the first page, and additionally, most people only look at the first few 
results on the first page.) 

 
You will generally only have one particular website showing results for you in 

each one of the 10 slots. There are some exceptions to this, but they are difficult 
to micromanage - so we are going to focus on getting you 10 websites that feature 
you prominently, and which Google will likely show in the top ten results for your 
name. 



 
There are 2 steps involved in getting each one of these web pages to not only 

show up in Google, but also to contain information about you. 
 
One step is the process of getting the information about you on the webpage. 
 
The second is getting the webpage to show up in google for your name. 
 
I am going to teach you how to get each webpage to show up in google for your 

name first, then I will show you how to get the right content on each webpage. 
 
There are several methods the search engines use to determine where a web 

page shows in their results. 
 
I am going to give you a general overview of this process here, however this 

process can vary from search engine to search engine, and changes slightly over 
time. However, once I have given you the overview, I am going to give you a 
practically fool proof method of getting those pages into the top ten in the search 
engines for your name. 

 
Here is the general overview: 
 
The first component is what we call “on page optimization elements”. These 

include things in your web page code (which you don’t generally control for most 
pages you will be using) and things on the page itself which relate to your search 
term (which in this case will be your name). 

 
All you need to do when creating each one of these web pages is to use your 

name a few times on the page...generally once in the title of the page, in a 
headline on the page, and in the content of the page. (To you search engine 
experts out there...yes, this is a simplified version, but believe it or not, for a 
name ranking...that’s all the effort you usually need for on-page optimization.) 

 
The second component is what we call “off page optimization elements”. The 

general idea here is that the bulk of search engines use as a serious part of their 
ranking formula an element called “inbound linking”. Inbound links are the web 
links where someone else (literally another web page) has a link to your web 
page. 

 
All other things held equal, the more relevant inbound links you have to a 

page with your name on it, the higher your page will rank in the search engines, 
assuming all the other elements have a similar weight. 

 
Since you are only competing with...yourself...for these results, it generally 

doesn’t take many links to get these specially constructed web pages to show up 
in your search results for your name.  

 



There is one caveat: If your name is the same as some famous person...you 
may have a difficult time ranking yourself over them. For example, if you have the 
same name as a famous basketball player...you are going to have to do a lot more 
work than if you have a name that no else famous uses. 

 
There are 2 solutions to this: 
 
 Do more of the hard work, and work to displace the famous person from the 

search rankings (very difficult to do) 
 
 Alter your name slightly for your web marketing, for example, using your 

nickname, adding a middle initial, or changing the spelling of one part of your 
name. Of course, if you are already well-entrenched offline (or online) with your 
exact name that is the same as your famous person’s name-alike - then you may 
want to reconsider the first solution. For most people (and this is still a rare 
scenario) you will simply want to alter your name slightly. 

 
Here is an example: 
 
Let’s assume your name is John Smith (a fairly common name, right)? 
 
Why not use: John R. Smith as your online working name? Or perhaps you 

have a nickname...Slim John, or Big John, or Johnny J...or whatever your real 
nickname is...Google that nickname and make sure no one else famous goes by 
that nickname. Of course, you can always create a nickname for yourself. 

 
Let’s get to work on the web pages themselves. 
 
First a list of some of the web pages you can create (or have created for you) 

that can feature...you. 
 
A blog post 
 
A web page 
 
A social media page (for example, Facebook, Linkedin, etc.) 
 
An article directory page 
 
A clients’ web page (perhaps they have something beneficial to say about you 

and the work you have done) 
 
A book page (for example, if you have a published book...the selling page on 

Amazon for your book) 
 
You can have several of each of these kinds of pages...for example, you can 

have 2 blogs which feature you. 



You can have 2 web sites that you own. 
 
You can have multiple article directories with links to your articles. 
 
You can have other people’s blogs featuring a post about you. 
 
You can have multiple social media sites that have pages about you. 
 
You can have several clients who refer to you on a web page on their site. 
 
You can create audios of yourself teaching a topic in your niche. 
 
You can create videos of yourself teaching a topic in your niche. 
 
You can become a guest blogger on a niche blog. 
 
You can be a guest writer for a niche website. 
 
 
Can you think of more ways you can get your name and niche expertise on a 

web page? 
 
So...the first step is to identify which of these elements you are going to create, 

then create them. 
 
Your list might look like this: 
 
1) Create a web site featuring you (this could be a general site which mentions 

your expertise, contains a few articles, and a link to your $40,000 coaching 
package page) 

 
 Create a blog featuring you (or a niche blog that contains a post about you) 
 
 Search online for “top article directories” and choose 5 article directories that 

are repeatedly mentioned as the current top article directories (I hesitate to put a 
list of the current top article directories here as the top ones change from time to 
time, however you can find links to them on the private book website). 

 
Write a unique article to submit to each article directory (a different article for 

each article directory). Also create a profile page in each article directory, that 
tells a little about yourself and your niche expertise. 

 
 Find social media websites on which you can create a profile and perhaps add 

some content that shows you are an expert in your niche. Examples of these are: 
Facebook, Linkedin, Squidoo, etc. Again, these change over time, so simply 
Google “top social media sites” to find the current top sites. Choose several of 
these and create a profile of yourself on each, carefully placing accurate 



information that will show you to be an expert in your niche for each of these 
sites. 

 
**Note: remember, some of your prospects will read ALL your profiles and 

pages that show up in the search engines for your name. So it is important that all 
the profiles and pages are consistent (as long as you are always accurate and 
truthful, this will happen naturally) and that each profile is not simply a repeat of 
the same words as each of the other profiles. Each profile should be unique. 

 
 Create a short (2-5 minutes) video either about yourself or about your area of 

expertise and upload it to one of the online video sites (such as YouTube). You 
can also create a longer teaching video using PowerPoint or keynote where you 
teach something unique in your niche. This kind of teaching can really help 
solidify in your prospects’ mind your level of expertise. 

 
6) Create a short audio (2-5 minutes) introducing yourself. You can also 

create a longer audio teaching something relevant in your niche, preferably 
something most people in your niche don’t teach on, or that can be perceived as 
secret or in-depth information. 

 
 Think of all the other kinds of pages that could have information on them 

about you. For example, if you have clients who like your work...perhaps they 
would put a page about you on their site (just ask them). Perhaps a blog in a 
related niche (but not directly competing) would be willing to have a guest post 
by you. Perhaps there is an online niche trade journal or niche website that would 
be willing to post guest content by you (many will, as long as the content is good 
content, and not self-promotional in nature). 

 
Once you have created at least 10 sources of content that shows that you are 

an expert, the next step is to see that those pages get into the search results for 
your name. 

 
I am going to give you the steps to making this happen, starting with the 

easiest first, then moving to the more difficult methods of making this happen. 
 
And since your only goal is to get these 10 search results for your name to 

show up with 10 of your “expert” web pages and not to do the most work possible, 
I suggest starting with the easiest step first, do that step, wait 30 days, evaluate 
how many (and which) pages are showing up as results for your name, then do 
the next step for the remaining pages which have not yet shown in the search 
results. Then wait 30 days, evaluate which pages still remain, then go to the next 
most difficult method. 

 
Of course, if you are in a hurry...you can do all the steps up front - but I find 

that is really overkill, and likely it is going to take you more than 30 days to get 
everything else in place anyhow, so owning all ten spots in the search engines 
doesn’t really need to occur in the first 30 days anyhow. 



Here are the steps: 
 
 Do nothing. That’s right - do nothing. In many cases, especially if your name 

is not also owned by someone who has done this kind of work to get their name in 
the search results...many of these pages, for example, the social media pages, the 
article pages, the profile pages, will all show up in the search engines without any 
additional work by you. 

 
 After 30 days...do this for the pages that have NOT shown up in the search 

results for your name: 
 
Write 5 articles about something relevant in your niche, and submit each of 

these articles to the top 5 article directories online. Each of these articles should 
contain an anchor text link to one of the pages that has NOT shown up yet in the 
search results for your name. 

 
 After 30 days - most of your pages should be showing up. At this point, the 

easiest thing to do is to simply repeat step 2, especially if that step was successful 
for several of your other web pages. If you want to be a little more aggressive, 
write 5 more articles, and instead of submitting them to 5 directories, instead 
submit them to a basket of directories, for example, 50 or 100 directories, with an 
anchor text link in each article to one of your as-yet unpublished web pages. To 
find companies that will do this for you, search for “manual article submission 
service” online.  

 
These steps are generally the only ones needed to literally own 8-10 of the 

slots for your name in the search engines. If you have a particularly competitive 
name, you could apply a very small amount of seo (search engine optimization) to 
these pages - but this is rarely necessary. To learn how to do this, simply Google 
“seo”. However - I highly suggest saving this as a last step, after following the 
above steps over the course of several months. There is no sense in doing MORE 
work than is necessary to get the search engine results you need. 

 
Once you have created your core attraction network that builds and highlights 

your own level of expertise, you can continue to build it out by continuing to add 
interesting and intriguing content. 

 
Although the purpose of this additional content will not be to necessarily 

continue to build specific name credibility for yourself, the process of developing 
out your content network will be very similar to that of creating name awareness, 
but instead you will be focusing on creating search engine awareness of your area 
of coaching expertise instead of for your name. 

 
Here’s how to do that: 
 
 
 



Building Marketing Layer 
 
Now that you have begun to build your attraction layer, let’s work on your 

marketing layer. 
 
First - how does the marketing layer differ from the attraction layer? 
 
The reason I bring this up is that it is perfectly plausible to simply use the 

attraction layer - with no additional marketing. The way it works is that because 
of the content in your attraction pieces, the search engines tend to naturally pick 
up the good content, and drive traffic towards those elements, as prospects 
search for relevant terms. 

 
Also, when you do things like audios, videos, have people interview, and write 

quality short ebooks and manuals (15-20 pages), other experts and people 
interested in your topic will tend to point their own subscribers and friends 
towards that informative content. 

 
In fact, I believe that it is 100% feasible to run a full time coaching business 

using only the attraction layer for marketing. And if you look at how I personally 
built my own full time business, it relied primarily on the attraction elements, 
although from time to time I would advertise some.  

 
So...why do any marketing?  
 
Because marketing can accelerate the attraction process. You can almost think 

of the attraction layer as the layer that does the heavy lifting....but by using 
additional marketing style elements to drive prospects to the attraction layer, you 
speed up the process by which people find you. In fact, the marketing layer is 
simply designed to get people to your attraction layer. That’s it. It isn’t designed 
to convince, sell, or otherwise persuade people about you.  
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