Stephen (00:00):

All right, welcome back. And let's now dig into what at Predictive ROI, what we call the content
blueprint. In stage two of Authority Sales Machine, you're going to hear my business partner, Erik
Jensen, take the content blueprint super deep. He's going to be extremely helpful to you once you get
past the fast eight, then getting into the second stage, because there is a lot of depth with respect to the
content blueprint. | want to give you an overview and there will be a little bit of depth here, but I'm
going to show you how to sketch out how to start build the foundation of your content blueprint. Then
it will obviously get better and more refined over time. | also want to share where we've learned and
where the content blueprint was inspired from. Should | say it that way? A similar model, a genius model
is what it’s called, The Genius Model developed by Simon Bowen.

Stephen (01:00):

Brilliant, absolutely brilliant. There's a lot of inspiration taken from his genius model that we then
adapted for the content blueprint. So Simon, if you happen to be watching, really well done. It's
outstanding. Ok, let's take this to the iPad. I'm going to sketch it out. Then I'm going to show you the
content blueprint at Predictive, the final version, and then how you use this, going back to the example
from Scott McKain of getting super narrow with your content and making sure that you just go narrow,
narrow, narrow, narrow, narrow. And then as Seth Goden reminds us that the smallest viable audience
ought to be your goal for your content. I'm going to switch over to iPad here, and we're going to draw
out a rough content blueprint and I'll explain the inner circles, the outer circles, then I'll show you a
finished one.

Stephen (01:58):

You can download a blank template from this module so that you can start sketching out your own
content blueprint. Here's the point of having a content blueprint. This is going to be like, once you have
this filled out, once you've mapped out the 12 different areas within it, this is essentially a visualization
of your areas of expertise. If it doesn't fit within the content blueprint, then you don't accept the
speaking engagement. You don't accept the opportunity to be the guest on the podcast. You don't
accept the, hey, could you contribute to this blog? This is literally like your north star, your marching
orders, that all of it is a distillation of your smarts onto a sheet of paper in a very, very helpful visual tool.
So that at any given time you can say yes or no, or pursue the right opportunity because it either fits or
it doesn't

Stephen (02:58):

That's where this is a really, really powerful tool. The first thing to be thinking about at the center of
your content blueprint is the ultimate promise that you're making to the audience. Let's go back to the
guote that we looked at from Seth Goden. What is that promise that we're delivering to that smallest
viable audience? What is it that we're teaching and what is the goal that they're trying to attain or
business challenge that they're trying to overcome? What is our promise to be able to be helpful against
that? Whatever that is for you in your business, I'm just going to call it X, Y, Z for the sake of this
drawing. Now let's build the shell around it.

Stephen (03:57):

There's one strategy, second strategy, and third strategy. You'll see that I'm not much of an artist here,
but on the next page where | show you the final version of the Predictive ROl blueprint, then it'll make a
little bit more sense. These three outer circles represent the three., oops, | didn't want to do it that way.
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Let me erase that there. Okay. These three outer circles represent the three core strategies to deliver X,
Y, Z. We're going to put those in there. Then around each of the strategies, there are going to be three
more. If you want to call them tactical areas or smaller strategies that help you deliver the core strategy.
Essentially we're going to go around like this. There's another strategy here, strategy here. Oops, | drew
too many. And then a strategy here.

Stephen (05:07):

We've got three. Another here, here and here. Altogether there are going to be nine outer strategies
supporting strategies of one, two, and three, and all focused on being able to deliver X, Y, Z. Typically
your client's result outcome is there in the center. Again, if topically, what you're being asked to talk
about doesn't fit within any of these spheres, then it's got to be a hard no. Now let's take a look at the
finished version for Predictive ROI, the Authority Sales Machine. We've also adapted this for some of our
clients who have the exact same goals as us. So I'm not saying the words within your content blueprint
are going to be the same, just to be clear, but the shape of it and the strategy behind it, yes. And that's
going to be a very helpful tool.

Stephen (06:11):

Let's take a look at ours. Here at Predictive ROI, let me just walk you through how this works so that
when you download the blank version of the template, you'll be able to follow the same process. Our
three core strategies here at Predictive are that we help our clients grow audience, we help them
certainly generate and nurture leads, and then we help them increase sales. Why do we do that? We do
that so that they right in the center, they can get predictable, measurable, repeatable return on
investment for every dollar that they give to us that there's a predictable, measurable, repeatable,
excuse me, return on investment. How do we do that? When we're looking at grow audience, we're
going to help them plant their flag of authority. We're going to make sure that we help them master the
three essentials to planting their flag of authority, which is one, a lot of clarity around niche and going
narrow the better, just like we heard from Seth Goden, right, the smallest viable audience.

Stephen (07:17):

Two, we help them gain clarity around their point of view. Then three, to not be a one trick pony so that
their cornerstone content is cut up into smaller pieces. It’s available across many channels. They are
channel agnostic and findable in many places from the niche audiences or within the niche audiences
that they serve. Plant the flag. Next, creating cornerstone content. The big meaty pieces of content that
are shared on a weekly basis, being helpful to the audience. Then we're going to apply accelerant to that
content so the audience grows. Okay, so that's grow audience. In nurture leads, we're going to create
cobblestone content, which is at the middle stage of the sales funnel, which takes the relationship even
deeper, helps build the list even further. Then we're going to fill that funnel with right fit prospects,
which you can see here, right fit prospects.

Stephen (08:10):

Then we're going to create transitional moments for those right fit prospects in order to move them into
the potential sales stage of the relationship. We're going to help them. So that's nurture leads. In
increase sales, we're going to help them map out a value ladder with the right ascension, the right price
points. We're going to have a successful onboarding of those new clients. We can offer some value
there. As well as then an Ascension plan that's built into the value ladder that | had just mentioned. All
of that is resulting in new clients. And of course, | forgot to highlight this piece over here, the attraction
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piece. Anytime that a podcast host, for example, or if there's a media opportunity, or maybe a speaking
engagement at an event, or whatever the opportunity is for us to share our smarts outside of the
Predictive ROl audience, this is the litmus test that | use of, can | really add value.

Stephen (09:09):

One, is it an audience that we know well? And can | add value from the content blueprint? If it's an
audience that | don't know well, and the topic being asked of me to cover does not align with the
content blueprint, then it's got to be a no. Otherwise, here's the deal. Otherwise, if | say yes to that, I'm
saying yes to it for completely vanity reasons. Now that might be a strategy, right? It's not a strategy for
me. And it's not a strategy that we suggest for clients. Being on the biggest stages in front of a stadium
full of people, there’s many speakers who, that's absolutely what they want and because that's the type
of business that they're trying to build. I'm not knocking that to be clear. I'm not knocking that
whatsoever.

Stephen (09:58):

| have many friends who have been doing that for decades and they're crushing it. That's their business
model. That is not our business model. If that speaking opportunity doesn't fit the audience and the
content blueprint, that it's got to be a no for me. This is what we're suggesting that you also create for
yourself. Download the blank template and start building out your content blueprint, because that is
going to serve as your guide so that you can say yes or no to the right opportunities or the wrong
opportunities. You'll be able to use this as a tool for who to reach out to in the beginning stages so that
you can start siphoning that audience into your audience. | hope that you found that helpful. | look
forward to seeing you in the next video, where we start breaking down the types of opportunities like
media channels, the types of opportunities to be pursuing, and then we'll continue to get our hands
dirty on the, how do | open the doors in order to pursue or pursue, excuse me, those opportunities. |
hope that was helpful on the content blueprint. | look forward to seeing you back for the next video.
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