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Disclaimer

This book is an informative resource containing podcasting related content.

Whilst all due care has been taken to prepare the contents of this book, the author makes no
warranties or representations relating to the currency, accuracy or completeness of the content found
herein.

The author of this book shall not be held liable for any financial loss or commercial damages
including but not limited to consequential, incidental, special or other damages as a result of your
action or inaction.

Examples, estimates and results reflect the authors personal experiences and the experiences of
selected clients and are not to be taken as a promise or a guarantee that you will earn any money at
all from podcasting following the completion of this book or from implementing any of the systems
and processes outlined or described.

Your results are independent of the contents of this book and any external materials provided. Your
results are dependent on the time you devote to learning and implementing the ideas, tools and
techniques found herein, the personal finances you invest, your level of knowledge, and any other
relevant skills needed to achieve your podcasting goals.

 You are responsible for any action you take as a result of reading this book. Before implementing any
of the ideas found herein, undertake your due diligence and seek professional legal guidance where
appropriate.
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This book is dedicated to my incredible wife who believed in me, to my two
amazing boys who are my joy and inspiration every day, and to all of my friends,

professional colleagues, mentors, and you, the reader. Thank You!
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Foreword

In the fall of 2019, I decided to take a leap of faith by leaving behind a stable career with the U.S.
Federal Government to pursue my passion. I planned to empower organizations and their employees
against the growing threats of data breaches by focusing on the dangers of social engineering, also
known as human hacking. While I had laid the foundation for an exceptional training and consultancy
business, I struggled with gaining market exposure. How could I reach my target audience without
spending a fortune on advertising? As I read more and more about the exponential growth of
podcasting, I decided that I would attempt to leverage this alluring marketing channel. Not yet ready
to consider developing my own podcast, I decided to look for opportunities to appear as a guest on
several established shows.

Like most of us, my exploratory efforts started with a basic google search. Among the top hits was
Rick Nuske and his My Future Business podcast. Naturally, the name of the podcast immediately
caught my attention. When I accessed his website, I was amazed by the simplified process in filing out
the application and scheduling the podcast interview. This, combined with such a nominal scheduling
fee, left me with the impression that it was too good to be true. Could it be a scam? I immediately
decided to conduct due diligence regarding this show’s past performance. I listened to numerous
recorded videos from previous interviews and investigated the validity of these guests.

It did not take long for me to realize that Rick’s proven success was based upon helping his impressive
guests leverage the value of the podcast to market their respective businesses while delivering content
of value to the show’s listeners. It appeared to be a win-win for the guest, Rick, and the audience at
large. For me it was a no brainer. I would give it a try.

While Rick’s link to his Frequently Asked Questions (FAQ’s) laid to rest any doubts regarding the
streamlined process, I must admit that I was very nervous leading up to the show. As it would be my
first podcast interview, I feared that I might come off as a rambling idiot. These concerns were
immediately laid to rest within minutes of speaking with Rick during our pre-show technical test. Rick
warmly shared that, “It’ll be like two old friends having a chat over coffee. Just be you and have fun
with it. The power of editing will take care of anything that might need tweaking.”
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Foreword

That interview went exactly as Rick said that it would. He started the interview with a few questions
about my personal life. In addition to putting myself at ease, it helped the audience develop a
personal connection with me. The conversation then transitioned into how my business educates clients
regarding the dangers of social engineering. Rick masterfully directed the conversation to address
many of the same questions in the minds of his audience. He then wrapped up the show with ways
which listeners could directly connect with me.

As promised, Rick had the show masterfully edited and uploaded onto his platform in less than 24
hours with linkage back from several social media channels. He also provided me with a
downloadable recording to use for my own promotional activities. He delivered exactly what he
promised.

More importantly, this first podcast was the perfect tool for my marketing launch. It provided
immediate credibility and led to additional guest appearances on podcasts as well as conference
speaking opportunities. I was so pleased with the results from my podcast interview with Rick that I
returned to him in February 2021 for a follow-up interview focused on my book launch. Once again,
the process was seamless, and the results fully met my expectations.
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Foreword

While I have yet to establish my own solo podcast platform, I recently joined a business associate as
a regular contributor on a podcast produced by his team. Although this show is growing in success,
the learning curve has been steep. We continue to improve through lots of trial, and our fair share of
errors.

Having gone through these challenging experiences, we decided to introduce Rick's podcasting
system to streamline the show, and I can firmly attest to the invaluable content delivered in Rick’s
book, Welcome to the Show 1.0 – The Complete Podcasting System for Your Business. It is
indispensable reading for anyone thinking about developing their own podcast.

However, I would not stop there. It contains very useful information which can be used by established
podcasters who might want to improve upon the efficiency of their operations. Even those who have
no interest in establishing their own show can benefit from Rick’s advice regarding the development
and use of various online tools (website design, social media channels, etc.,) to streamline their
respective businesses.

I found Rick’s book to be a genuine reflection of his personal and professional values. He continues to
draw great satisfaction in helping others build successful businesses. Welcome to the Show 1.0 is
extremely well written and an invaluable resource for anyone wanting to use podcasting to grow their
business.

Peter Warmka is a former Senior Intelligence Officer with the CIA. In 2019 he founded
Counterintelligence Institute LLC specializing as an educator and consultant regarding cybersecurity.
He is a Certified Protection Professional (CPP) and Certified Fraud Examiner (CFE). He is author of the
best seller Confessions of a CIA Spy: The Art of Human Hacking.
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Welcome To The Show

Hi, my name's Rick Nuske, and I’m happy that you found this book on conversion-focused podcasting.
I’m even happier to share with you all of things I know and do to help you in the creation of your very
own conversion-focused podcast.

The best part about this book is that you have a clear roadmap that will help you successfully
implement conversion-focused podcasting into your business, and you will have me to guide you.

As host of the popular business building podcast, The My Future Business Show, I’ve been blessed to
have built rock-solid relationships with hundreds of amazing professionals. Many of these incredibly
skilled individuals have suggested, more than once, that I write a book on conversion-focused
podcasting because it would help those who want to add podcasting to their business, but didn’t
know where to start, or how to make it profitable.

Now, although I took their advice, and I started writing the book, it almost didn’t happen. Here’s why.
As a host, I’m pretty happy with the way things are going, but as an author, I’m my own worst enemy.
I’ve wasted days thinking about what to include in the book, and how to structure each part so you
get the best results.

To help me work through this problem, I sought help from an established author friend who knows
much more than I do about how to write outcome-focused books. This was the best decision I’ve ever
made, not only because it helped me get past analysis paralysis, I finally published the book in a way
that details everything you need to know about conversion-focused podcasting, and gives you a clear
path to follow.
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Welcome To The Show

 As a result, this book is divided into 9 parts. I've done this to make it easy to find and work on each
section, and to avoid overwhelming you. It’s easier to digest one part at a time, and that singular
focus will help you stay on track.

By the end of the book, not only will you have an evergreen resource that you can refer back to when
you need to, but also, you'll know everything there is to know about this content-driven, outcome-
focused system designed specifically for your business.

From here, trust the process and implement what you learn.
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Preface

I believe the rate of failure in small to medium size businesses is unacceptably high. So, as an
experienced marketer, business builder and podcaster, I'm here to do something worthwhile that
addresses this problem.

With many people moving away from traditional employment, and more towards starting their own
business, given what I know about business, marketing and podcasting, I'm doing what I can to help
you add conversion-focused podcasting to your business in a particular way that helps you prosper
long-term.

I wrote this book to help motivated business owners like you, fill their sales pipeline with double the
number of targeted prospects each and every month, so they can make more sales, relax after hours,
live a better quality of life, and grow their bottom line without resorting to outdated marketing tactics
that don’t work.

With that in mind, for you to take full advantage of this system, you need three things:

1. Commitment
2. A Clear Road Map, &
3. Someone To Guide You

By reading this book, I can already tell that you’re committed to doing this properly. This book is the
roadmap you need, and I’m here to guide you through the entire process.

11 of 234
--



Preface

If you're looking for effective ways to market your business, attract new customers, and grow your
business but you don't know how, or maybe you're super busy, and you just want podcasting to be
simple and effective, then this book is for you!

Even if I only got one of those right, you now have access to a book that breaks down the exact steps
you need to take to get your podcast up and running. By having access to this book, think about how
much time and money you will save, and how many mistakes you will avoid making by having
everything laid out in front of you.

If results are what you’re looking for, then you have come to the right place. Inside this book, you get
access to step by step instructions that will not only help you set up your podcasting system, it will
also differentiate your business, help you become an authority in your niche, and show you how to
consistently attract a steady stream of new listeners and paying customers.

If you're ready to leverage the power of podcasting to promote your business and attract a steady
stream of targeted customers, then let's start by taking a really quick look at the nine step Welcome to
the Show Podcasting System for Your Business road-map outlining each part from 1-9.
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Welcome To The Show Podcasting
System For Your Business Overview

PHASE ONE - PLAN YOUR SHOW - [STEPS 1 to 3]

Step 1

CONTENT-FIRST
STRATEGY

Step 2

KNOW YOUR
CUSTOMER  

Step 3

COUNTDOWN TO
LAUNCH

PHASE TWO - MAKE YOUR SHOW - [STEPS 4 to 6]

Step 4

STUFF YOU NEED

Step 5

GIVE YOUR SHOW A
HOME

Step 6

STEPS TO FOLLOW

PHASE THREE - SHARE YOUR SHOW - [STEPS 7 to 9]

Step 7

MAKE IT COUNT

Step 8

BUILD YOUR TRIBE

Step 9

SEND IT OUT  
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Podcasting System For Your Business

This 9-part book outlines the entire Welcome To The Show Podcasting System, and covers…

PHASE 1 - PLAN YOUR SHOW

1. CONTENT-FIRST STRATEGY builds deep trust with your audience and establishes a clear and
concise purpose, mission and promise that separates your show from the competition, positions you
as the preeminent authority in your niche  , and makes your products and services standout as the
obvious choice over all others.   

2. KNOW YOUR CUSTOMER shows you ways to find your best customers, uncover their biggest
fears, problems, goals and desires, and helps you understand as much about them as possible, so
you can motivate them to go from an interested listener to an excited buyer without any fear,
uncertainty or resistance.   

3. PODCAST LAUNCH PLANNER shows you how to prepare and execute a unique launch plan that
takes full advantage of your available resources, so you can launch in a way that gives you the best
opportunity to make that all-important first impression.  
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Podcasting System For Your Business

This 9-part book outlines the entire Welcome To The Show Podcasting System, and covers… 

PHASE 2 - MAKE YOUR SHOW

4. STUFF YOU NEED shows you how to find, choose and use the hardware, software, tools and
equipment you will need to produce an amazing video and audio experience that your audience and
customers rave about. 

5. GIVE YOUR SHOW A HOME  introduces you to the process behind creating a reliable, safe and
secure, content-drive, conversion-focused WordPress website, that will not only be home for your
show, but also where your audience goes to listen, learn and buy from you.

6. STEPS TO FOLLOW shows you how to attract, nurture and convert visitors into guests, provides a
step-by-step breakdown of the interview process, including application, scheduling and interviewing,
and outlines all of the resources you will need to successfully maximize your impact and conversions.
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Podcasting System For Your Business

This 9-part book outlines the entire Welcome To The Show Podcasting System, and covers…

PHASE 3 - SHARE YOUR SHOW

7. MAKE IT COUNT  shows you how to leverage your relationship with listeners and guests to make
more sales, gather amazing reviews from your biggest fans,   and create an effective audience
feedback loop that systematically and continuously improves your show .    

8. BUILD YOUR TRIBE shows you how to bring together an active community of listeners, superfans
and prospects who know like and trust you, engage with your show, and buy your products and
services at every opportunity.  

9. SEND IT OUT shows you how to automatically distribute your latest content in front of your target
audience on time every time, on the social channels they use the most, to get a response from hot
prospects who are ready to buy now. 
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Blueprint

I remember the first time the Welcome to The Show Podcasting System was used in a business other
than my own. Although I was confident it would work, after all, it worked for my business, I was a bit
nervous because it was the first time that another business would be using the very same system that I
personally created.

The main thing I remember about that first time, is the excitement in Kelly’s voice when she talked
about her results. Kelly, who is our case study throughout the book, was over the moon that she now
had a cost-effective way to reliably attract more of the right type of people to her website, and is now
experiencing month-on-month growth.

With that in mind, the ultimate goal of this book is to help you setup a content-driven, outcome-
focused podcast system of your own, and to turn your business into an unmissable force that not only
adds massive amounts of value to your audience, but also gives you a way to engage with your ideal
prospects in a way that moves them from lookers to buyers of your products and services.

This book is like a blueprint that will help you build your first home. To build your home, you will need
all the right parts, and each part needs to be added at the right time. With that in mind, this book is
your guide to building your own conversion-focused podcasting system. It lists all the parts you need
and walks you through the entire process in a structured but easy-to-follow way.
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Instructions

The Welcome To The Show Podcasting System is made up of three main parts.

Planning
Producing
Publishing

Inside each main part there are sub-parts. Each sub-part contains action items.

Plan Your Show: Content First, Know Your Customer, Launch Planner
Make Your Show: Stuff You Need, Give Your Show A Home, Steps to Follow
Share Your Show: Make It Count, Build Your Tribe, Send It Out.

At the end of the book, there’s a link to your PODCAST PROJECT PACK download. This pack
contains a spreadsheet that you will update as you work your way through each part of the book.

Download a copy of the pack to your computer, create a folder called Podcast Project Pack, and
store all podcast related information in that folder.

As you work your way through each part of the book, open your spreadsheet, go to the relevant
section, and update it when that section is complete.

Don't skip any part of this book, they are all important. Read each part, implement what you learn,
and contact me if you have any questions.
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CONTENT-FIRST STRATEGY

Step 1 of 9
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Content-First Strategy

Welcome to Step1 of 9 - Content-First Strategy.

In this part, you'll be shown how to plan your podcast by combining a rock-solid content-first strategy
with a clear and concise purpose and promise that separates you from the competition, positions you
as the authority, makes your show standout as the obvious choice over all others in your industry, and
attracts more ideal customers to your show and wider business.

When you have a problem that you’re trying to solve, how often do you go searching for the answer
online? With technology at our fingertips, doing a quick Google search has almost become second-
nature. So, if the internet’s a wealth of information that has the answers to many of our own questions,
how many other people, who happen to be our target customers, are looking for solutions to
problems that our business can solve? And if we could find them, how good would that be for our
business and our bottom line?

What I’ve noticed, is a shift by organizations large and small, towards offering high-quality, relevant
and valuable free content, specifically created for their target audience. Businesses provide so much
value up front, that when someone is ready to buy, their business stands out above all others as the
obvious choice to solve their problem. In turn, customers make their way to the online store or
shopfront, make their purchase, and their problem is solved.

The really exciting thing for you as a business owner, is the number of people who are listening to
podcasts in search of solutions is increasing at a compound average of 20% every year. There are
people out there right now who have a problem and are looking for products and services to solve
them, and many of them are listening to podcasts to find those solutions. Thus, now is an excellent
time to launch a podcast to promote and grow your brand.
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Content-First Strategy

Now, before you get too excited and start building your show, understand that it’s not enough to
pump out content, or to even have a process for creating, publishing and promoting it. What you
really need to succeed, is a deliberate, well-planned and carefully executed content-first strategy. This
is a path least travelled by many business owners, and one that will give you a strategic advantage
over your competitors.

Unfortunately, but fortunately for you, there’s a downside to all of this excitement around podcasting,
and that’s an uptick in lower-quality shows. This is a good thing for you, as it opens the way forward
for you to make sure your content strategy stands out above all the rest. Your content strategy will not
be like the also-rans, it will have a clear purpose, it will deliver relevant content, and you will be
moving in a direction that best serves your audience and your business.

If you look at The My Future Business Show, and our case study, Kelly’s Pet Store Show, both have a
very clear focus. There’s a flow to both shows, you know what to expect, and more often than not, you
leave having listened to an episode better for the experience. These two shows are designed this way,
and this does not happen by happy accident. Behind your favorite shows is a well-thought-out
content-strategy, a strategy that I will help you create.

Beyond making the commitment to a content-first podcasting strategy, you have another decision to
make that will affect how you go about creating content. Will you be a solo caster who creates
content on their own, a panel-caster who creates content with a panel of contributors, or, will you do
one-on-one interviews with subject matter experts? As a solo caster, things can be a little more
challenging in that your audience will look to you for answers, and with a panel of experts, it can get
quite complicated given all the equipment and coordination. In fact, this is the very reason many
clients prefer to develop a one-on-one interview-based show. In this way, they get to interview subject
matter experts who share what they know, and their role as the host is to focus on asking relevant
questions.
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Content-First Strategy

As a point of reference, The My Future Business Show is an interview-based, business building
podcast that relies on guests to provide rich relevant content that serves not only our target audience,
but their audience as well. The show has been producing new content each month for more than a
decade, has recorded in excess of 400 interviews, and much of the show's success is due to
our amazing guests.

At this point, I’ve already given away what I believe is the secret sauce to content creation, which is to
interview subject matter experts. But, how do you go about finding incredibly talented people who
are willing to appear as a guest on your new show? Well, there is some initial ground work you need
to do before you can start attracting your ideal guests. It’s not hard work, but it’s work that needs to be
done before you will have the opportunity to talk with amazing talent. As you work your way through
each section, you will uncover specific instructions that will help you find and connect with ideal
guests for your new show.

Importantly, to get the most impact, your podcast must become more than just an add-on to your
business. In fact, as a long-term business growth strategy, your show must become an integral part of
the way you do business. It must not be seen as something that can just be thrown out at the first sign
of struggle. When you apply the same sort of focus, commitment, consistency, persistence and never-
say-die attitude towards your show as you do your business, you will overcome many of the
inevitable obstacles that will present themselves along the way.

Now, I want to point out that Kelly, our case study throughout the book, is not passionate about
podcasting. Nor does she need to be. What is important, is that she’s interested in pet care products,
and serving her audience with premium pet care products that last. So, if you’re like Kelly, and you’re
in business doing something that makes a difference, but you’re not so keen on becoming a
podcaster, then don’t worry, you don’t have to be. All you need is a commercially valid reason for
doing it, and the tenacity to stick with it.
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Purpose Of Your Show

This next section is designed to help you establish a definiteness of purpose for your show, and
identify what you want from your podcast. By the end of this section, you will have identified the true
purpose behind your show, and you will have overcome any obstacles holding you back from
establishing your show’s purpose. Before you start recording, you need to know the purpose of your
show. Knowing your show’s purpose helps you define the exact reason your show exists, and will
guide you as you make future decisions.

Can you imagine starting a business without a purpose? It would be like steering a ship
without a rudder. You would have no way of getting to your destination, and you would not be able
to do what you needed to do to get there. In the same way a boat needs a rudder, your show needs a
purpose; and in many ways, this book acts as a rudder which you can use to keep you on track as
you prepare, launch and distribute your new show.

What is your reason for starting a podcast? You need to be very clear about your reason
because podcasting is a long-term game with no short-term feedback or results. It takes a lot of time
and continued effort to see results, and there are no easy short cuts to the results you want to achieve.
When you specify the purpose of your show, you also create an emotional connection with your
audience that not only helps build trust, it helps differentiate your show from your competitors, and it
nurtures audience loyalty, which ultimately attracts sales. That said, your show’s purpose must always
put the needs of your audience first.

Your show’s purpose should also polarize your audience by repelling those who are not a good fit for
your products and services, whilst attracting and resonating with your ideal prospects. The purpose of
your show is incredibly important in that it also helps align and guide you and your team, it can be
used to communicate how your podcast will provide value, and it will also remind you why you’re a
podcaster. Your podcast purpose can be a written statement that is there to help you, your team, and
your audience, understand what your podcast is all about, and it will guide decisions about future
guests, content and new topics that align with the values, vision and mission you have established for
your business.
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Purpose Of Your Show

To start crafting your show’s purpose, first work out why you want to add podcasting to your business.
As an example, Kelly started podcasting because she had a problem with poor quality pet products
and the purpose of her show was to share what she knows about premium pet products that last, but
also to support local manufacturers. Kelly’s goal is to educate her audience about all of the different
types of premium pet products that are available, help listeners find suitable solutions for their pets,
and ultimately have them buy these products from her business.

Whatever your reason for starting a podcast, begin writing down things that you value and want.
Detail where you want your podcast to be in the future, what you want to achieve with your show,
and then document all of the actions you and your team will need to take in order for you to have
achieved your podcasting goals.

When you have finished documenting your show’s purpose, share it with your team, and make it
available in a place where you and your entire team can see it. If you’re the only person in your
business, then your purpose statement will be about what you do personally that demonstrates your
commitment to the things you value and the goals you want to achieve inside your business.

Make it a standard practice to periodically review your show’s purpose to make sure any significant
operational changes and changes in the focus of the business, and your show, are captured in your
updated purpose statement. In turn, communicate any significant changes to your team to make sure
everybody is kept up to date.

Although you may be inclined to write the purpose of your show, video is another effective method for
capturing and communicating it. As an example, for The My Future Business Show, I’ve not only
provided a written version of our values, reasons and goals, I’ve also recorded a video that outlines
my background, the journey that brought me to where I am today, and the mission I’m on to help
people get in front of their best audience and stay there.
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Purpose Of Your Show

To define your show’s purpose, you need to relate it to what your business does. Using Kelly as our
example, she educates and promotes premium pet products through her podcast, so her show is
about pet care education and promoting premium pet products. Kelly is very clear about her brand’s
purpose, and her team and customers know why she does what she does and knows what to expect
from her show and business.

Just like in your business, you’ll need, or your team will need, to work on your show consistently to
achieve results. You’ll also need to stay focused and committed over the long term to get there. This is
where having a solid purpose that guides and motivates you to do the work, is needed for you to
achieve the results you’ve planned.

To help identify the purpose of your show, think about the reason you started your business. You might
have started your business because of a single thing that happened in your life, that impacted you so
deeply, that you built your business around it to solve a specific problem. If this is the case, it makes
sense to adopt your original purpose to guide the development of your new show.

When I think about purpose, I think about an interview I heard Elon Musk give. One of the stand out
moments of the interview, was when Elon revealed that he regularly slept on a couch inside his
factory. This is a person who has a strong reason for doing what he does, and demonstrates such
conviction and a never-say-die attitude to securing the success of his business. In fact, when he was
asked if he’d ever thought of giving up, Elon replied ‘giving up is not even an option’. This is important
to recall when things are not going so well for your business and show. When something goes wrong,
or you’re not seeing results, will your purpose be strong enough to keep you going?
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Purpose Of Your Show

The Welcome to the Show Podcasting System is based on a content-first strategy. This means
providing value first. So, for you to know what content to create for your new show, first you need to
understand who your target market is, and the problem they’re looking to solve. By knowing these
things, and considering the purpose of your existing business, you will have an insight into what the
purpose of your new show should be.

Kelly’s purpose is to help her audience find high quality pet products that last. This is a simple one-
sentence purpose that encapsulates everything that Kelly’s business and show is about. You don’t have
to overdo it, keep it simple, and if possible, keep it to one sentence. To see if it’s on target, ask
someone if they understand the purpose of your show by reading it. If yes, fantastic, if not, go back,
refine it, and ask them to confirm they understand it.

As another example, the reason The My Future Business Show exists, is to get you in front of your best
audience and keep you there. I often think about our purpose because it gives me renewed direction
when I need it most, and it helps me come up with new ideas on how to do it better.

After defining the purpose of your show, you can then share it in various formats. You can tell
someone about the purpose of your show, you can make a video about your purpose, or you can
show somebody your purpose in writing. No matter which format you choose, each will help solidify
the reason behind your show, and build awareness of the driving force behind its creation.

Having a clearly defined purpose guides everything you create for your show. It’s also a guiding light
when you feel uncomfortable doing something that changes the way you run your show. In times like
these, your purpose will help you cut through your own negative self-talk, and will remind you that
your show is bigger than you, and that it’s important enough to make the extra effort to do
extraordinary things.
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Purpose Of Your Show

Kelly's a really good example of why purpose is so important, and she knows what it’s like to run a
business and a podcast at the same time. As important, she also knows what it feels like to not have
any feedback from her audience. Kelly spent months creating new content for her show, promoting it,
and doing everything she needed to do for it to be successful, yet, she wasn’t getting any results. It
would have been easy for her to give up, but she didn’t. Kelly understood that podcasting is a long-
term strategy that takes commitment and consistent implementation for it to get results, and you must
too.

There were times that Kelly wouldn’t get any feedback from her audience at all, and quitting was
something she'd considered more than once. However, with some guidance and gently reminding her
about the reason she was doing this, Kelly was able to refocus and use the purpose for her business
and show, as motivation to keep going, keep creating amazing content, and do it knowing that it was
going to help her audience solve their problems.

When you start, expect that you will not receive any feedback for a while. It will come, but it takes
time, and you need to be slow and steady to win this race. Fight any thoughts of quitting, because it
will seem like an option, but resist and keep working, and focus on serving your audience with content
that makes a difference. This is where your purpose will give you the direction you need, it will boost
your spirit, and it will motivate you to keep going where willpower alone will not be enough. Nurture
a never-say-die attitude towards your podcasting.

As a business owner, you’re probably already familiar with the pain and frustrations that come with
running a business. In many ways, similar pains and frustrations can be present with podcasting. There
will be problems to overcome, and you will need a strong reason to keep you going when the going
gets tough. This all boils down to how badly you want your show to succeed, and how much effort
you are willing to put into you podcast to achieve it. If you work at it, you will see results, but getting
there requires ongoing effort, commitment and consistency.
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When I started podcasting, the last thing on my mind was how my show was different than my
competitors. At the time, my whole focus was on finding people to interview. In hindsight, this was not
the best way to go about it. It would have been far more effective, and frankly, much easier for me to
do the research that I spoke about earlier, and work out my business’s market position as one of the
first things on my to-do list. This would have made creating the My Future Business Show much easier
and I would have saved countless hours of valuable time.

Purpose and positioning go hand in hand and are important because they give your show a way to
stand out from your competitors, and to stay at the top of your ideal customers mind more often. To
stand out and be the show and business your ideal customers think about, not only do you need a
way to associate your podcast and business with your ideal customers, you need a way to create and
embed a positive perception about your show in your ideal customers’ mind.

So, instead of doing it the hard way, like I did, work out what your point of difference is as soon as
possible. As a business owner, you know it makes sense to work out where your business stands in the
market, and you also know how important it is to make sure that your business stands out from your
competitors. Thus, the same applies for how you differentiate your podcast to give it the best
opportunity to attract your ideal listeners and customers.

When you position your show in front of your ideal customers, and you build a picture in their minds
about what you can do for them, not only do you encourage loyalty, your audience will be more
likely to buy from you. This is why it’s so important for you to position your show such that your ideal
customers see you as a positive force that will help them solve their biggest problems, and for your
show and business to become their first choice above and beyond all other choices in the
marketplace.
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In order for you to create unique positioning for your show, not only do you need to know who your
customers are and the problem they’re looking to solve, you also need to know exactly what solutions
your business is capable of delivering. In addition, you must have an understanding on how each of
your competitors are positioning their brand so you can differentiate yours from theirs.

When you’ve done this foundational research, then you can create a podcast positioning statement
that not only resonates with your ideal customers, it will be uniquely different from your competitors.
Avoid using generic terms like high quality, timely or best, as they are far from unique or inspiring and
will not separate you from your competitors at all.

In referring to Kelly’s positioning, she wants to be perceived very differently by her local market when
compared to the hundreds of other pet product suppliers out there. To do this, Kelly talked about how
her show supported locally manufactured products that resulted in local jobs. Kelly also talked about
the use of biodegradable packaging in support of her commitment to improving the environment.
Additionally, she also talked about how she connects and communicates with her audience online
and at local community events to raise awareness of animal cruelty and about her personal
commitment to giving abused pets a better life. All of this helps Kelly create a following of raving fans
that know, like and trust her, and are more than happy to pay premium prices because of the value
she provides and the significant difference she is making to pets and pet lovers.

In positioning her business as a premium pet products supplier, Kelly does not race to the bottom
when it comes to price. In fact, she makes it clear that although she is not the cheapest, her products
exceed life expectancy for comparable cheaper products, and a percentage of her sales goes to her
charitable work with pets. Thus, further appealing to pet lovers who want the best for both their own
pets, and for abused pets who deserve a better life.
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As you can see from Kelly’s example, positioning is about how you provide value to your ideal
customers and what you do to attract them to your show. By knowing why you do what you do, and
how and what you do to attract your target audience, you will have a way to differentiate your show,
and your customers will know that they will only receive the unique experience you provide when they
listen to your show and buy from your business.

When positioning your show, you will also need to make a decision about which customers are the
best fit for your business. This is about finding and serving your ideal customer instead of trying to
serve everyone, which is an ineffective strategy. Instead, you want to position your show and business
to serve a specific set of people and stay focused on serving that narrow market segment.

To help you find your position in your market, look at how you promote your products and services,
and compare what you do with what your competitors are doing. Ask yourself and your customers,
how your offer compares to your competitors and document areas that are appealing about your
competitors offers with the view to replicating what they do well. Keep in mind, however, that
positioning is about differentiating your show and wider business, not copying what your competitors
are doing. When you do things that are unique and different, not only will you stand out, you’ll
naturally attract your ideal customers.

Having a content-first strategy and knowing how to position your show are two elements that must
work hand in hand. If you look at the car industry, and you think prestige vehicles, it’s the difference
between a Ford and a Mercedes Benz. Both are capable vehicles that do very much the same thing,
but both are positioned very differently in the marketplace and thus, appeal to different audiences.
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Positioning Your Show

When you think about positioning your show, think about how your existing business is positioned in
the marketplace, and position your show to appeal to that same audience. For your business to
benefit from podcasting, you want to make sure it positions you and your business as leaders in your
field, and delivers a unique experience that your audience cannot experience anywhere else.

You have to decide if you want your show to be the Ford of podcasting and appeal to a wide general
audience, or do you want it to be positioned like Mercedes Benz who have a select audience who
like the finer things in life? To help you decide where to position your podcast, think about your
existing positioning. Do you charge premium prices, or do you offer the lowest prices? By positioning
your show like Mercedes Benz, not only do you attract an audience who is looking for a high-end
experience, it raises your credibility in the eyes of your target audience, and you can carry that
premium over to your pricing.

Keep in mind that everything you do in your business and show to position it, either builds it up, or
brings it down. Podcasting is a great tool for maximizing the benefit of your positioning, and you can
use it to build trust and become an authority in the market you serve. However, the power of your
positioning will diminish over time if you lose focus, become sloppy and deliver average content and
a poor experience. So, if you’re positioned more like Mercedes, don’t all of a sudden provide content
as if you were Ford.
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When we’re growing up, many of us have a tendency to trust people, why wouldn’t we? Early on, we
don’t have any reason to worry about getting hurt or lied to simply because we’ve not been exposed
to that sort of thing. However, as we grow, although we may have many positive experiences that
give us reason to continue trusting people, we might also have negative experiences that stick with us,
and change how we feel about trust.

How someone feels about you, your business, and your show, impacts how much they trust you.
Accordingly, for your show to be successful, it’s important that you think about how you build trust
from day one. If you want to sell more, you need to get really good at building trust, and instead of
selling, you need to get really good at going deep in your conversations with your target audience,
and talk less about your products and services, at least initially.

Scenario 1: do you remember the last time you were called out of the blue by a complete stranger
trying to pressure sell you something? Do you remember how you felt when it happened? Did you feel
so good about the experience that you wanted to whip out your credit card and buy whatever it was
they were trying to sell you?

Scenario 2: can you recall a conversation with someone who didn’t talk at all about what they sold,
or even how it would solve your problem, and instead, talked about the specific problem you were
experiencing? Has that ever happened to you? If it has, how did that experience feel compared to
being sold to, and which scenario would be more effective at motivating you to move closer to a
buying action?

Trust-based selling, which is fundamental to how you run your new show, forces you to forget all
about the antiquated sales approach of sell at all cost and don’t stop until they buy. This approach
does not work, and all it does is leaves the buyer with a case of buyers’ remorse, and a negative
experience.
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Trust-Based Podcasting

As the host of The My Future Business Show, I’m lucky to learn from the very best, and recently, I
interviewed Ari Galper, the world’s #1 authority in trust-based selling. Now, Ari has clients in 35
countries, and he has worked with a long-list of amazing talent including Richard Branson, Joan
Rivers and many others; and he’s featured in many different books including Dan Kennedy’s No BS
series, and Perry Marshall’s 80/20 Sales and Marketing.

The reason for introducing Ari here, is simply because he builds trust like no other person I’ve met, and
I know you will benefit from his method. To give you some idea, shortly after locking in a call with Ari,
I received an unannounced package on my doorstep. This package was from Ari. Ari calls this
package a ‘trust box’, and in this box was his books Unlock the Sales Game, Trusted Authority, The
One Sales Call, Lessons from Toby, and something I’d never seen before which was a flipbook style
video player the size of an a5 book.

All of this content and physical material had a profound impact on me. But here’s the thing, it left me
feeling that I’d known Ari for much longer than I actually had. By sharing deep insights and stories
about his personal life, I could not help but feel that I had known Ari for some time, which I believe is
the key to effective trust-based podcasting.

Fast forward a week or so, and here I was online with Ari on a Zoom call, talking about his book
Unlock the Sales Game. Now, for the most part, Ari is no different than you or I, however, the thing
that instantly stood out was his focus on trust, integrity and authenticity in everything he does. The
great thing about Ari’s approach, is that it works no matter where you are in the world, and
importantly, it’s easy to learn and apply. As Ari puts it, “our customers need to know who they’re
talking to, they need to know we know what we’re talking about, and they need to know we can be
trusted to do the job they need us to do”. Ari goes on to say that “in this new economy, trust is a
currency everyone understands”. Thus, I encourage you to focus on building trust, and going deep
with every conversation and piece of content you create to attract an audience who trusts you.
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To be successful with this method, strike a balance between selling and providing value, whilst staying
grounded in authenticity, integrity and trust. With that in mind, your show gives you a reason to be
more human, more honest, and even a little bit vulnerable if it helps to tell your story.

On launch day, which I talk about later, and from that day forward, you must be focused on building
real trust, whilst at the same time, completely letting go of the need to make a sale. Remember, your
show is being used to deliver your content-first strategy, with a value-add focus. The natural selling
process comes after you have built deep trust with your audience as they will self-identify, step
forward and ask for your help to solve their problem.

As Ari mentions “the thing about trust-based selling, is that when you stop actively selling, and you
focus on building trust and helping your audience clarify their problem, you become unique, and
people start to notice that you’re different”. This is what happened when I received Ari’s trust box in
the mail, I felt instantly connected, and importantly, that I could trust Ari to do the right thing.

In a similar way that Ari sends a trust box to establish an initial connection, you can share similar trust
box type content in physical form, as a digital download, on an FAQ page, or as a video or audio
on your show. This information is an effective way to get to know you, break down barriers, and it
provides just enough information about you and what you do without telling your audience exactly
how you solve their problems. That comes later.
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Imagine being the host that doesn’t sell, and instead educates, tells meaningful and relevant stories,
and even becomes a little bit vulnerable at times. Being human builds deep trust, and is the most
effective way to connect with your audience. Note, this is not the same as building a relationship.
Prior to the sale, the conversation must focus on clarifying what the audiences’ problems are, and
demonstrating that you know exactly what they’re going through, and most importantly, that you
understand them. In this way, those who are serious about solving the problem they’re having, will
self-identify, and you won’t waste time and money chasing people who will never buy from you
anyway.

When hosting your show, your focus must be on building trust-based relationships, helping to clarify
the problem for your audience, and showing them that you know what the problem is by diagnosing
it like a Dr. would with their patient. You’re positioning yourself as the expert in your niche that can
help solve their problem, but first they need to know that you know what you’re talking about before
they trust you enough to take the next step. Before the sale, your only goal is to build trust and get the
audience feeling that you understand them on a deep level.

Importantly, it’s not the platform that matters, in this case your podcast, it’s your approach to content
and providing value that makes all the difference. So be authentic, focus on building trust with your
audience, provide clarity around the problem they’re having, and they will self-identify, and come
forward to work with you.

35 of 234
--
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Kelly, our wonderful case study, started by combining her love of pets with her knowledge of pet
products to make a podcast that changes pet owners’ lives, and the lives of their pets. As a business
owner, you have a distinct advantage in that you may already know something about your target
audience that you can use in your show. As an example, from your research, you might know what
they enjoy doing in their pastime, which you can introduce into your show as a content piece, with no
selling whatsoever. You might know their biggest problem, and how it comes about, and you can talk
about that, again, with absolutely no focus on selling.

Coming up with content ideas should not be difficult, especially after researching your target
audience. That said, you have a lot of knowledge and skills to share, as do the people who work
inside your business. To help me come up with content ideas that were relevant to my audience, when
I started, I found it helpful to create a simple spreadsheet. In this spreadsheet, I would add categories,
such as technology, systems and training, and I would add a short sentence under each relevant
category when I had a content idea. After a few weeks of adding to this spreadsheet, I had six months
of content ideas waiting to be created for the show.

Another effective way to draw out what you know, is to record yourself sharing knowledge with
someone you feel comfortable around, and then transcribing the conversation. You will be surprised
how many relevant content ideas you come up with that you can further develop for your show.
Personally, I find that conversations flow where writing takes more effort. Whatever method works for
you, focus on that to draw out your content ideas.

If you have other people working in your business, and they are subject matter experts, they will bring
different knowledge, skills and experiences that will compliment your show. So, invite them to talk
about what they know, either in an one-on-one interview setting, or as a solo-cast, or as part of a
panel.
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Trust-Based Podcasting

The content you create must focus on serving your audience, and strike a balance between pure
content and information about your products and services. There will be a time after the show to
connect with individuals, such as guests and audience members, who self-identify and are looking for
help, but your show content should focus on story-telling and sharing user experiences more than the
features and benefits of your products and services.

If you, or any of your team for that matter, are passionate about a relevant topic, then make that a
part of what you talk about on your show. Depending on your editorial policy, you might go
completely unscripted and not be concerned about what is said, or you might put some editorial
controls in place to make sure that the content falls into line with your content policy.

When you apply the idea of passion to your podcasting, be mindful that you may not feel passionate
every waking moment, and nor should you. You should, however, feel energized when you’re
creating content about something that you know is solving a problem and making a difference to the
audience your show serves.

Staying on topic’s important too. If you want to talk about something that’s not directly relevant to the
topic you’re talking about that day, then don’t share it. Focus on what is relevant and helpful to your
target audience. You have spent a great deal of time researching your target audience, so you don’t
want to confuse them with content that digresses from the topic that will help them move towards a
solution. You will confuse them, and that’s not helpful.
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The type of content you create can also act as a guide. You might find that you need to try different
types of content to hit that sweet spot that your audience resonates with and responds to. The ultimate
objective of your content-first strategy is to bring together an active audience who respond to your
content. When you have an audience that knows, likes and trusts your content, you will open up new
opportunities to promote your products and services before, during and after your show has aired.
So, don’t be scared to try different content types, and ask your audience what types of content they
would find most useful.

Now, when creating content, consider recording an audio and video version of your show. There’s a
lot of competition out there that are leveraging both formats to help extend their reach. When you use
audio and video, you have the ability to communicate your content in different formats that appeal to
different segments of your audience. Importantly, consider where your audience is online, and only
upload content to those specific platforms.

Your content-first strategy is not just about creating pure content or even about your products and
services. Its focus must be niched down so your show stands out from the pack. A way to do this, is to
talk about things that your competitors are not talking about. For example, Kelly doesn’t only talk
about pet products, she also talks about how the pet experiences using or consuming the products,
which is very different to her competition who mainly focus on features. So, what topics will your
show address that your competition are simply not talking about?
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Your goal may be to be the number one content resource for your industry or market, and it should
align with your wider business goals. So, never look at your content as just ok, it must be the best it
can be, in fact, so good, that if you stopped creating content, your audience would notice and
probably complain to you about it.

If you’re struggling to create content, then it’s useful to know what your competition is doing. That
said, don’t focus all of your attention on what they’re doing. Instead, have an idea of what they’re up
to, but focus most of your attention towards your target audience and their needs, and create content
that serves them.

A key part of your content-first strategy, is to have a mechanism for continually asking relevant
questions. Asking questions is an effective way to stay on topic, and provides important touch points
as you get to know your audience. In turn, you can convert the feedback you receive into laser
targeted content.

If you find that your content is falling flat, and you’re not getting any feedback. To get ahead of the
curve, make it standard practice to monitor trends in the feedback you do receive, and proactively
make changes when your numbers tell you that it’s time for a different type of content. Keep in mind
that your initial content strategy will be different than your latest content simply because it will change
to reflect new problems your target audience is experiencing.
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Your Show's Promise

When you make a promise to someone, you’re committing to delivering a specific outcome. Thus,
when you promise your podcast audience something, they will expect you to deliver on that promise.
Keeping your promise applies to all parts of your business, and you want to make sure that you
deliver on your promises to maintain integrity and build trust over time.

You want your show and wider business to become known for something. By making a promise
relating to your show, everyone knows what your show represents. The promise that you create for
your show will also help people in your organization operate in alignment with that promise.

Regardless of if you communicate your show’s promise or not, listeners will have expectations. As
such, specifically define your show’s promise to clarify what you stand for to create consistency for
everyone who comes into contact with your show and wider business. Your show’s promise helps you
be very clear about what you do for your audience and should be documented. This document
becomes the standard by which all team members operate, and the standard that all listeners come to
expect from you, your team and your show.

If you promise to deliver high quality content, then your audience will come to expect high quality
content. Any promise you make sets a standard, and your audience will come to expect a similar
outcome every time they interact with your show. For example, if I go to Subway, I expect to see a
clean environment, fresh food and friendly staff serving customers. This perception reflects my
expectations as a Subway customer that Subway themselves purposefully created as part of their
brand promise. 

40 of 234
--



Your Show's Promise

When creating your show’s promise, think about what you value, and the category of product that
your show will be talking about. With Kelly as the example, her products were premium pet products,
hence high quality, she prefers local manufacturing, she offers improved alternatives that appealed
specifically to pet lovers, and she actively supported environmental sustainability and animal
protection.

Although your show’s promise can be shared with your audience, you might also choose to make it
an internal commitment. That said, you might choose to create and share a tag line for your show that
you share publicly. An example of a tag line used by My Future Business is “Helpful People Helping
People”.

Delivering on your brand promise is critically important because it reflects how people perceive you
and your brand. Break a promise and it is very hard to regain people’s trust. Accordingly, consider
making your brand promise part of your shows promise, and make sure that it defines and permeates
every part of your show and wider business.

Make certain that your promise gives your show credibility. If your audience’s experience with your
show and wider business do not match your show’s promise, your brand integrity will be negatively
impacted. As an example, The My Future Business Show promise permeates every part of our show
and wider business. our promise states: ‘We get you in front of your best audience, and keep you
there”. This statement has to reflect what we do, it has to permeate all parts of the business, it has to
be achievable, and it has to reflect what we do for our customers.
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It will take time and careful consideration to define your show’s promise without sounding like your
competitors brand promise. It is critical not to sound like your competitor’s brand or show promise
because similarity will not help you differentiate your show. Your show’s promise reflects the heart of
you, your team and your business, and goes well beyond features and benefits. So, with that in mind,
focus on creating a show promise that inspires your target audience, but at the same time appeals to
their needs and is actually achievable.

So, how do you write a show promise? If you have an existing business and you have written a brand
promise for it, then if your show reflects the same values and mission, then you can overlay it onto
your show. If you don’t, then thinking about it early in the development of your show will help you
and your team focus on creating a promise that is meaningful, achievable and relevant for your target
audience.

Asking your existing audience or your competitors’ audience about their problems is a proven
strategy to help you define your promise. You can ask them why they use the products they do, how
they perceive your brand, and in addition to that, when they think of your brand, what is the first
thought that comes to mind. With this feedback, you will gain a new perspective that will allow you to
see how your audience perceives your show and wider brand which you can use to craft your unique
promise.

If this is new to you, and you need to create a show promise from scratch, then remember to answer
this question. What do you do, and who do you do it for? Although this simplifies the process, it will
take you time and thought to create a promise that fits your brand and show, but it will be time well
invested. When you understand what you do, and who you do it for, you can define and document a
promise that clearly communicates exactly what makes your show and wider business special in the
eyes of your ideal customers, that will create a stronger connection between you, your team and your
target customer.
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Know Your Customer

Welcome to Step 2 of 9 - Know Your Customer.

 This part of the book focuses on identifying your ideal prospect and their problems, lives inside the
planning phase of the Welcome to the Show Podcasting System, and is designed to help you find a
specific, large enough and easy to reach target market through your podcast, that has a clearly
defined [and urgent] need to remedy the problem your business solves.

Accordingly, your podcast should be an extension of your business and offer helpful content and
access to solutions. As a podcast designed to complement your business, you should talk about the
same problems and solutions that you would talk about with customers in your shop and give them a
way to buy from you.

If you're in the early phases of your business, and you're not clear on your ideal prospect, then you
first need to confirm if there is a large enough target market that has an urgent enough problem that
they need solved. It must be so painful for them that they cannot stand the idea of not doing anything
about it, and they're ready to buy your solution.
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Imagine for a moment that you have a podcast that attracts a consistent stream of highly qualified
prospects on autopilot, who listen to your show, love your content, and regularly pull out their credit
cards and buy from you. That’s the transformation that awaits your business when you create a
conversion-focused, problem-solving podcast for your ideal customers.

Tony Robbins: “don’t fall in love with your product, fall in love with your ideal customer”

As an existing business owner, you might already know a fair bit about who your ideal customers are
and the problem your business solves for them. If, on the other hand, you don’t know much about
them, or at best, you’re vague on who they are and the problems they have, then you don’t really
know who you’re selling to. The better you know who you’re selling to, the more effectively you can
market to them through your show.

Instead of trying to market to everyone on your show, it is better to focus your energy and effort
towards your best prospects who are interested in what you have to say. When you focus your
marketing messages on your show, you’ll strengthen the appeal of your show for people who are
interested in what you say and the offers you make.

Although podcasting is not new, its popularity as a marketing tool for business owners is most
definitely on the rise. When you think about radio advertisement, tv, and other forms of media, what
you notice is that more and more business owners are now choosing podcasting as their media of
choice. This is simply because of its cost-effectiveness, its ability to cut through the noise, and because
it gives your business an effective way to connect, educate and convert your audience on a platform
that you own and control.
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Is it important to identify your prospects red-hot urgent problem? Yes! If you're building a podcast
around people who don’t really have an urgent problem, then you will have a tough time achieving
results. Look for a group of people who have a red-hot problem they need fixed, and make sure they
know that your show is the clear path they need to follow in order to get the solution and support they
need. Reinforce at every opportunity that you understand them, that you are the right person to solve
their problem, and that you will be there throughout the entire process to make sure they achieve the
outcome they want.

Does knowing my prospects red-hot problem make marketing easier? Yes! Knowing your prospects
problems is powerful. When you know their problems, understand their struggles, and you know who
needs your help and is looking for a solution right now, it makes marketing to that person much easier.
So, do the research, be thorough, and you will not have to work out what your target customers are
struggling with ever again. Every single person on the planet who has a real problem, wants to fix it
now. They want to know the best way to fix it, and they are looking for the right people to help and
support them as buyers and end users. That person is you, and the best way to start is through your
podcast.

Does researching my prospect help me produce content for my show? Yes! Because of your research
and what you know about your ideal prospects, you know that your content talks directly to their
main source of pain, and your podcast is the first step towards solving their problem. Your show gives
them a path to follow, and with your help, they will go from being in a position of pain, to a result
with a product or service that works.

Should I try to attract everyone to my show? No! There are two sides to the coin. Not only do you
need to find, know and talk with your best prospects, you also need to repel those who are not a
good fit for your business, meaning, people you should not be working with. As you become clear on
your ideal prospect, you will find that creating targeted messaging for them becomes much easier,
and you will naturally repel those who are not a good fit for your show and your business.
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Buyer Types

Whilst at a recent live event held by James Schramko, I met Ryan Levesque, author of The Ask Method.
The discussion we had about his book changed my whole perspective on the power of data, data
gathering and data analysis, and has helped me clearly identify my best prospects and their hot
problems.

The thing I remember most was our conversation about the different people you will serve. On your
show, and in your business, you will be interacting with different people with different needs.
Accordingly, it will be important for you to ask the right questions, at the right time, to the right
people. This won’t be easy because you won’t know who they are, what they want, the problems they
have, and how urgent their problem is to solve.

As part of your research, you will find yourself in various forums and groups. When in these
environments, the questions you ask are important. If you speak to everyone the same way, your
questioning will not yield a useful result. The reason for this is that there are different segments of your
target market that need different information from you before they will buy, and this is why it’s
important to understand what Ryan refers to as buyer types.

When talking with an individual, they will fall into a buyer type. Hence, for you to learn what you
need to know, or to get any one of the buyer types to make a buying decision, you need to talk with
them in a way that satisfies their prerequisite needs.
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Buyer Types

To help you ask questions that would get the most useful response and reveal who your ideal customer
is, it’s important to understand each buyer type. I’ve called the first buyer type the ‘Impulsive Buyer’.
This buyer type makes decisions quickly, and usually make decisions based on how they feel about
the product or service being offered. This buyer type loves to get a bargain and want to feel like
they’ve got themselves a bargain or somehow ended up better off from buying your product or
service.

I refer to the next buyer type as the ‘Details-Driven Buyer’. Although this buyer will move rapidly and
are quite spontaneous, they want to know as much as possible about your product or service before
they buy. They will read the instructions, they will want everything in writing, and they will often be
the same person who thoroughly reads your frequently asked questions page. The more proof and
details you can provide this buyer straight away, the more likely they will buy your products and
services. With this buyer type, having your own frequently asked questions page, comparison charts
and product purchase testimonials, appeals to this type of buyer. Once a Details-Driven Buyer
purchases from you, they will be the most likely to use your products and services and actually get
results.

The next buyer type is what I call ‘Slow-and-Certain’. This type of person prefers to take their time and
is more likely to be influenced to buy based on how they feel. They are very intuitive, and value the
opinions of others who have also purchased from you. As feeling people, this buyer type loves to feel
that they belong, so it makes good sense to get them involved in your conversation at every
opportunity. This type of buyer will be thinking about how you, your business, and your products
make them feel, they will be asking themselves if they can trust you, and they will be seeking evidence
from other buyers that use your products and services as social proof.
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The final buyer type, which I call the ‘Last-Minute Master’, will wait until the very last minute to buy
because it gives them a feeling of control. This person will often be looking for ways to improve
themselves, they see themselves as competent, and they’re looking for ways they can be better than
their competitors. It pays to tell this buyer type exactly how your products and services help them
achieve that goal. They will check you out on LinkedIn and other social platforms to make sure you are
qualified to work with them, and they will be the most likely to read your about page. This buyer
needs very specific proof before buying from you.

So, when doing your research, be thoughtful. You want your questions to grab your audience’s
interest. Consider which buyer types you're talking to, and remember that people, no matter which
buyer type, are not good at telling you what they want simply because they don’t know. It is your job
to ask questions that uncover their pain points and the things they don’t want, and talk about them in
forums, groups, and on your show.

Avoid asking questions like ‘how can my business help you?’ or what sort of product would help you
solve your problem? Because people won’t be able to tell you. One of the most effective ways to get
useful feedback is to not go in expecting an answer the very first time you ask it in a group or forum.
Give it time, add value first by offering answers to questions and by becoming a familiar face. This
will only take a few visits and some of your time. Then you can ask the questions that you really want
to ask, and turn their answers into content for your show.

Aside from asking directly in the group or forum, send a direct private message to someone you have
been talking with for some time, asking if they would help you answer some questions, maybe in a
live call or by responding to a pre-made survey. Your opening questions should be basic and broad,
then focus in on the questions you want answers to.
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The goal of your questions is to gather data that will give you the ability to create podcast content that
addresses the specific needs of your target market, that will also help your business scale because you
know exactly who has the problem that your product or service can solve.

Remember, you will be talking with one of the aforementioned buyer types; two of which are faster
than the others at making buying decisions. Each buyer type has particular questions and needs for
data and proof before taking the next step with you. Ask the right questions at the right time, uncover
their problems, and you will know exactly what your best prospects want to buy.

The Impulsive Buyer: fast to purchase, needs structure and makes decisions based on logic and
feeling. They want to know what makes your solutions the best.

The Details-Driven Buyer: fast to purchase, not so structured, and makes their buying decisions based
on how they feel. They want to know why they should choose you now.

The Slow-And-Certain Buyer: slow to purchase, very structured, and makes their buying decision
based on logic. They want to know how your process and solution works.

The Last-Minute-Master: slow to purchase, does not rely on structure and facts, and makes their
buying decisions based on emotion and social proof. They want to know who is using your solution to
fix their problem.
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The start point is research. Knowing as much as you can about your ideal customers is not only
essential to the success of your business, but also your podcast. It is critical that you know who they
are, where they are, how to find them, and to have a strategy for connecting with them so you can
prove that you understand their problems and that your business has the solution they’re looking for. 

If you’re passionate about what you do and the problems you know you can solve, then when it
comes to creating your show, not only will your research data save you time when it comes to
creating targeted content, you will naturally attract ideal prospects who are ready to buy solutions to
fix their urgent problem.

Understanding their main problem is the most effective way for you to go about designing a podcast
that talks directly to their needs. This is critical research groundwork, and done properly, will position
your show as the preferred source of information your target market chooses over every other option
out there.

Imagine spending time building a show and buying equipment, only to realize you were focusing on
all of the wrong things, talking to the wrong people, and offering solutions to a market that doesn’t
exist. There’s a better option.

By knowing your prospects actual problems, you will save time and reduce frustration because you
won’t need to make any major changes in how you plan, publish and promote your podcast, and you
will naturally attract your ideal prospects with content they’re looking for that helps solve their
problems.
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What is the goal of my research? The goal of your research is to gather relevant information about
your prospects and their problems, so you can create an ideal customer profile that reveals everything
you need to know about them. With this information, you will be able to structure your podcast such
that everything you say to or about your ideal customer, moves them away from their pains,
frustrations and fears, towards achieving their future goals, desires, dreams and aspirations.

What does an ideal customer profile contain? A customer profile contains information about your
perfect customer and gives you clarity into their vital statistics, behaviors and interests. Developing
your ideal customer profile is the start point for developing your messaging and positioning your
show within your marketplace. Your ideal customer profile should include at a minimum, their pains
and frustrations, fears and consequences, goals and desires and their dreams and aspirations. The
goal is to use what you know about your ideal customer to move them from where they are now, to
where they want to be.

As an example, Kelly, our case study, knows that her customers are overwhelmed for choice. So, she
documents that fact as a pain or frustration that they are experiencing. She also knows that they are
fearful of buying pet products that are not going to be a good choice, and a waste of money.
Accordingly, Kelly adds that as one of their fears and consequences. Kelly knows that her customers
goals are to get the right product, at the right price, that their pets will enjoy.

By thoroughly researching her ideal customers and creating an accurate profile that draws out their
pains, fears, goals and dreams, Kelly's able to target her messaging so it resonates and connects with
her best prospects at scale, and positions her business as the one and only choice over all others in the
marketplace. Create an accurate customer profile!
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How much time do I spend creating my ideal customer profile? When creating your customer profile,
keep it simple and don't overthink this process. Remember that you're a problem solver, and the
reason for creating your customer profile is to find out who you can help the most with your products
and services.

Why is creating a customer profile so important?  This is about finding the people who need what you
sell. Your customer profile is the foundation for everything else you do in your show and business, and
it will help you create a picture of the person who is looking for your products and services to solve
their problem. In turn, you will use your customer profile when creating a sales page, when running
paid ads, and in any other promotional materials you create.

What information should I be adding to my customer profile?   Kelly followed this exact process to find
out who her ideal customers were before she did anything else with her show. When looking at the
demographics of her audience, she realized that they were predominately women between 30-50
years of age, they lived in the eastern states of America, they had an income of between 5k-7k per
month, and they were either single or divorced. Kelly also spent time learning more about what her
target customer does. She learnt that her ideal customer is interested in pets and is happy to spend
between $50-$100 every week on them. Her best customers follow a well-known veterinarian when
they need health care advice for their pets, they subscribe to various pet-related magazines, and they
are involved with pet-related groups and communities.

Should I describe my best customer in writing? Yes! Be very specific about the person you want to sell
to by describing them in writing. Be as specific as possible, and include as much detail as possible,
including their daily routines, family commitments, and other attributes. As an example, Kelly's
customers are tired of being sold products that don't last, and are too expensive. They're frustrated
and looking for someone who knows about pet products and is happy to share their knowledge.
Kelly's ideal prospects are ready to buy.
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Can't I start my podcast first and do the research later? No! If you do not clearly understand your
target market’s number one problem, then how can you know with certainty that you’re serving the
right market, that the market exists at all, and if you’re offering the right solutions?  Researching your
ideal prospects and their problems is a critically important part of planning your podcast, so take
your time, and do it thoroughly beforehand. You must understand the people you serve to be able to
create a show that attracts them and positions your business as the answer to their problems.

My prospect has more than one problem, how do I choose one? This comes back to research and
knowing as much as you can about your prospect. Identify and focus on the main problem your target
market actually has that your products and services can solve.

Imagine how much easier it will be knowing everything there is to know about your target prospect by
uncovering their one main problem, and then building your show around data that talks directly to
them about their problem and offers a way to solve it.

Don’t build Rome and hope they will come. Do your research!
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When Kelly was doing her research, she spent time asking questions as if she was her own customer.
She simply added her questions about pet supplies into Google, and followed the data to her most
successful competitors. She spent time looking at how her competitors responded to their customers'
questions, and she even followed the purchasing process to see how customers travelled through the
sales cycle. In addition, Kelly spent time reviewing her competitor’s frequently asked questions page
and product review pages to get a feel for how her competitors were serving their customers.

I've never done online research, is it hard to do? Thanks to Google, online research is much easier
than it used to be. Today, you can type in a question and in an instant, you will receive a long list of
answers. That said, not all answers will be relevant, and this is where you will need to put aside time
to read and extract responses that are relevant and useful.

How important is it to disqualify people who are not a good fit for my show? By disqualifying those
who are not a good fit, your messaging becomes interesting, relevant and very specific, and it talks
directly to your ideal target market. Use a set of disqualifying steps in every part of your sales cycle
including on your landing pages, in your email marketing, and so on. As part of the disqualifying
process you need to work out who is not ready or capable of buying and who doesn't have a red-hot
urgent problem to solve right now. The first thing to ask is do they have a budget to solve their problem
right now? If they do, and they have a red-hot problem to solve, then this person is your hottest
prospect.

Should I talk to anyone I can in my prospects business? No! You want to know if the person you're
talking to has the ability to say yes and has the authority to buy. This might be the owner of the
business, the purchasing manager or other authorized person. You have to ask the question upfront to
avoid wasting time with people who have no power to say yes and buy from you. You also want to
know how your product solutions fit in with their overall plans. If they are not a good fit, then by using
these disqualifiers, you spend much less time marketing to those who are not your ideal customers,
and instead, you market to a much smaller group of people who are a good fit.
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Should I research forums and groups to find my prospects? Yes! Your research will reveal your target
market’s favorite groups and forums. When this happens, not only will you be able to find and take
notes about their problems, you will be able to ask specific questions about their favorite products
and services, in the same way Kelly did when researching the best pet supply products to sell.

What will I learn from researching forums and groups? Groups and forums are the place to gather
data about the types of people you are talking with, and you will learn a lot about their demographic
and psychographic information simply by looking at their profile data and following any links they
provide about themselves.

How much time should I spend researching forums and groups? When researching inside forums and
groups, do not be in a rush. Become a trusted contributor before you start asking questions. After you
have become known for contributing, then you can start asking questions that dig a little deeper. In
this way, administrators will see that you're a valuable contributor and will allow your probing
questions. Use the 80/20 rule and contribute 80 percent of the time, and ask questions 20 percent of
the time.

I see lots of people who are not my target prospect, do I ignore them? No! Even though 80/20 is
about finding and engaging with that hyper responsive and ready to buy 20 percent of your target
market, at the same time, your show will also attract a less responsive audience who don’t necessarily
have a red-hot urgent problem that they need to solve right now. However, it’s worth serving the
remaining 80 percent of your listeners who are not ready to buy because they may need your
products and services in the future. So, nurture the remaining 80 percent of your less active audience
with content that relates to their interests.
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Will researching forums and groups help reveal my best prospects and their problems? Yes! If you find
a group of people talking about their specific problems in online forums and groups, and you know
your products and services can solve them, then you're a step closer to being able to create a show
that caters to your target markets specific needs.

Will understanding my prospect's problems help me sell to them? Yes! The key is to find people who
are talking about their problem, because it’s far easier to create a show that talks about their specific
problems and how you can solve them. When you talk to targeted prospects about their specific
problem, it’s also much easier to convince them that your products and services are the best solution.

Where do I find people with problems that my products and services solve? Online research is the
quickest and most effective way to find out where your target market is hanging out, and to learn what
they're talking about.  When doing your research, not only do you need to know about their fears,
problems and goals, you also need to know which experts they follow, the tools they use to solve
their problems, their vision and goals for their future, what they’re searching for online, and the
questions they ask in online groups and forums such as LinkedIn, Facebook, Quora, Reddit, and any
others that are relevant.

I did market research years ago, should I do it again for my podcast? Yes! Even if you're clear on your
ideal prospect, it’s useful to refresh your research from time to time to make sure your business remains
current and relevant in the eyes of your best prospects. When you re-do your research, do it on the
demographic and psychographic data of your target market to see if anything has changed, and to
define an estimate audience size and traffic sources that you will use to reach them. 
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What ways are there to learn about my best prospects problems? Running relevant keyword searches
on Ubersuggest or Keywords Everywhere are both effective research methods that will reveal
interesting data about your target market. To understand how many people are talking about a
particular problem, not only should you run Google Keyword searches on keywords related to your
niche, you should also spend time researching Facebook Groups, LinkedIn Groups searching for
questions until you get enough relevant data that helps you understand the size of your target
audience and their problems. 

Additionally, look for the types of articles and books your target prospects like reading to find out
more about the problem they want to solve. A great place for insight is Amazon book reviews. Not
only are Amazon book reviews a goldmine for what is great about a book, it is also the same place
where people will share their frustrations.

Should I care about what my competitors are doing? Yes! A lot of relevant target market data can be
gathered from researching what your competitors are doing. For example, what messaging are they
using, do they have their own podcast, and what sort of content are they creating? All of this
information will help you position yourself differently to them, and by doing that, you become a
standout business and podcast your target market is attracted to. As part of your research, check out
competitor blogs, sales letters, groups and forums to uncover what questions your target market is
asking your competitors.

Will knowing my prospect and their problems give me a competitive advantage? Yes! All of the
research you do now will help you become the preferred podcast your target market listens to, which
gives you a competitive advantage when it comes time to promote your products and services. The
goal is to differentiate your business from your competitors by really niching down. By niching down,
not only can you prove how well you understand your markets problems, because of your complete
focus on helping solve their exact problems, your best prospects will be magnetically attracted to your
show.
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Welcome to Step 3 of 9 - Countdown To Launch.

 Did you get to watch UK businessman Sir Richard Branson take off in his Virgin Galactic rocket
‘Unity’? I did, and it was spectacular. Amazing events like this seem to be ever-present in Sir Richard’s
life. If it’s not rocket launches, it’s driving a Sherman tank through Time Square, or setting a new world
record by flying in a hot air balloon across the Atlantic Ocean. No matter what Sir Richard does to
launch a new product or brand, it’s always memorable.

Much of the inspiration for Sir Richard’s extraordinary events came after having a conversation with
the late Sir Freddie Laker, an entrepreneur who was the first to launch a low-cost airline in the UK,
Laker Airlines. During that conversation, Sir Richard asked Sir Freddie how he could avoid the same
failures that he’d experienced after being forced out of business by British Airlines. In response, Sir
Freddie talked about making everything he did to promote his business, an event, and to use himself
as part of his own marketing to get on the front pages of the newspapers, rather than a small footnote
at the back.

Now, I know that launching your new podcast is nothing like shooting a rocket into orbit, or driving a
tank through the heart of New York City, but the goal is the same. To make your podcast launch a
memorable event. If you spend time preparing, involve the right people, and execute your plan
properly, launch day for your new show will be an incredibly exciting event that everyone will
remember for a long time to come.

With that in mind, in this section you’ll be introduced to each step in the podcast launch process. By
the end of this section, you’ll know the steps to creating a practical plan to successfully launch your
new show into podcasting orbit. 

60 of 234
--



Countdown To Launch

The thing about launching a new show, is that most of us have never done it before, we don’t know
where to start, and we only get to do it once. So, when launching your new show, don’t rely on hope.
Hope is not a reliable plan, but it is a reliable way to fail.

Looking back, although I don’t remember every detail of our own launch, I do recall being extremely
focused on keeping things happening and moving in the right direction. One of the most important
things I remembered, was to treat it as a major event. When you launch, make a big deal out of it.
Build excitement, make sure as many people know about it as possible, and build a buzz around all
of the special things you’ve planned for launch day.

The Welcome to The Show launch sequence is quite different to a standard podcast launch, in that
your show will launch more than just a podcast. Not only will there be a series of steps leading up to,
during and after launch day, everything that happens will be linked back to a website that
compliments your show and sales processes.

The launch control plan that I’m about to introduce you to includes the creation of early-stage content
and promotional processes that support your show, and it encourages you to establish an online
presence to build ‘buzz’, and to ‘tease’ your target audience with ‘sneak peeks’ of your new show.
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LAUNCH TEAM

There’s a lot going on in the weeks leading up to launch day, and you and your launch team needs to
be prepared. Now, although you can launch on your own, planning and launching your show is
more effective and efficient when done with the help of those around you. So, if possible, bring
together a “podcast launch team” to help launch your show.

When involving key people around you, which might include employees, friends or family members,
keep in mind that they have other things to do. So, do what you can to make their involvement as easy
as possible by providing instructions on how they will contribute, and outline the amount of time
they’ll need to set aside to help out.

Not only will your launch need a leader to coordinate the launch sequence, there will need to be
someone for the launch team to contact if they have questions. If you decide to be the leader, you’ll be
responsible for maintaining regular communication with your launch team and making sure that the
launch plan stays on track. If it’s not on track, it’s your job to get it back on track, which means having
a conversation with your launch team, highlighting the issue, and correcting course.
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LAUNCH TEAM

Additionally, you or your delegate, are responsible for creating all of the promotional information
that you give to your launch team. This will include email copy, images, logos and downloadable
materials used during the launch.

Selecting who will be on your launch team is an important task in itself, so be sure to carefully
consider who you ask to help launch your show. You want your team members to have a mix of talent
and enthusiasm, but most importantly, they must be able to put aside some time to help at critical
stages of the launch sequence.

Once you’ve identified who will be on your launch team, email them your completed launch control
plan containing everything they need to know about the show, the launch process, and important
action dates, including the date of the launch.

63 of 234
--



Countdown To Launch

LAUNCH CONTROL PLAN

A key part of the launch process is about sharing relevant information, maintaining ongoing
communication and providing clear and timely instruction to your launch team. The most effective way
to share this information and maintain control of your launch sequence, is to create a launch control
plan. There are some basic elements that all plans must have, including goals and objectives, the
launch sequence, important dates, and links to additional resources such as launch copy, email
templates, promotional artwork and review pages.

Accordingly, send out a completed launch control plan to your team that includes important
information about your entire launch process. This information will include show goals and objectives,
distribution points i.e., Apple Podcast, Spotify, iHeartRadio etc., it will specify the format of your
show, i.e., interview-based, co-host, panel or solo, and it will outline specific promotional instructions
and key dates for your launch team to implement.

Your launch control plan should also provide details about the focus of the show, the types of content
you will be producing, what listeners can expect to get out of tuning in, and how often you will
release new content. It should contain links to your podcast website, business information, and any
groups you are a part of to help your launch team and audience stay connected and actively involved
throughout the launch.
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LAUNCH CONTROL PLAN

Aside from your website, you will need to decide which platforms your show will be distributed on,
and set up accounts on those sites prior to launch day. When submitting your show to your preferred
platforms, such as Apple Podcast and Google Podcast, you will need to choose the categories your
show will be found in. When you have this information, add all distribution site links to your launch
control plan before sending it out to your launch team.

Two important tools used in the implementation and tracking of your launch, is a Gannt chart and
Trello board. As a basic overview, your Gannt chart is used to track the overall progress of your
launch, where your Trello board is a collaboration board that helps remind you of who’s working on
what. Both must be updated as you work through your launch sequence, and can be done by you or
a delegate.

Although you have a documented launch control plan, don’t rely on it to communicate important
launch instructions. Have a conversation before the launch sequence begins to clarify the promotional
process, identify important dates, and agree on the best method of team communication.

In the weeks leading up to launch day, steadily increase the frequency of communication with your
team to stay in touch, keep them motivated, and importantly, to remind them of key promotional
dates. Take every opportunity to remind your launch team just how important their involvement is to
the success of your launch. 
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BEFORE LAUNCH DAY

The launch planning phase is not only about forming a launch team and creating the launch control
plan, it’s also the time where you decide on the strategy you will use to help build and maintain
awareness of your new show prior to launch day.

Now, my assumption is that you've done the requisite research to uncover your target audience and
the main problem they want to solve. If you’ve not done this research, please go back and do it now.
For those who have done the research, you understand the journey your target audience is on, and
you know what sort of transformation, the before and after, that your products and services can
deliver. This information positions you to create before-launch-content that appeals directly to your
target audience, that will give them a feel for how you can help solve their problem, which you can
share on social media, in relevant groups, in emails to your list, and in videos that you create to
promote your new show.

The focus of your before-launch-day content is to also build excitement about the upcoming launch,
and to tease your special launch offer. This might be in the form of price discounts or product bundles
or coupons. With this in mind, a week out from launch day, start sending out before-launch-day
content that primes your target audience with targeted content that you researched earlier, and hint
that something special is about to happen. You don’t reveal anything about the special offer just yet,
but you do suggest that your audience keeps an eye open for more information about your upcoming
launch, and start ‘teasing out’ information about a launch day special offer.
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BEFORE LAUNCH DAY

The real focus of your before-launch-day content is to align with your target audience, remind them of
the problem they know they’re already having, and hint that you know how to solve it for them. Of
key importance here, is to share that a special offer exists for being a part of your launch day event,
and sharing how they will be rewarded by attending on launch day.

So, start sending out before-launch-day content seven days prior to launch day, on your target
audiences preferred platforms, in their preferred format e.g., video, text or audio. This is your best
opportunity to engage your target audience leading up to launch day, and it creates an opportunity
for you to ask them questions about the problems they’re facing.

In the seven days leading up to launch day, create seven days of content in various formats, and send
out one piece of content per day. Use a combination of emails, videos, blog posts and social media
posts. Make sure that each piece of content is consistent and send out one piece of content out at the
same time each day. During the seven days of before-launch-day, introduce your business, talk about
your target customers core problems, and in the final two days, begin talking about how your
business can solve their main problem, and share specific details about your upcoming launch and
special offer.
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BEFORE LAUNCH DAY

Your first before-launch-day primer content should introduce you and your business, share what you
do, and explain how your business came about. The remaining content you create should focus on the
problem and how you solve it for your target customers.

In all of your before-launch-day content, make sure to mention your new show. In each message,
regardless of the format, provide a call to action for people to share information about your new
show, ask them to leave comments on social media, and encourage their friends and colleagues to
check out the new show on launch day.

To make sure you have enough launch content, two weeks out from launch day, record a series of
five-minute episodes that tells your audience what to expect from your podcast in the future. Use these
short episodes to share your mission and goals, the frequency at which you will publish new content,
and any other core content that is relevant to your business and how you operate. Use this
foundational content as reference points to send your audience back to in future episodes. By having
this foundational content available, you can use it to help reduce the need to repeat sharing
information that doesn't change.

Your foundational content is your opportunity to share information that explains the important parts of
your business, and provides relevant information about your products, services and show. This is just a
start point, and you can add additional foundational content that is specific to the needs of your show
and business.

To help create your foundational content, look at the frequently asked questions your business
receives, and create content that addresses those questions. Look for the most popular frequently
asked questions, and use it as inspiration for upcoming show content. 
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BEFORE LAUNCH DAY

Part of your launch content should focus on making it easy for your audience to understand what your
new show is about. To achieve this, create a show trailer in both audio and video format, and
distribute two weeks out from launch day. Share it in your groups and pages, and encourage your
audience to like it, subscribe to your channel, comment and share.

I created a series of videos to help promote The My Future Business Show launch as they are quite
effective at getting your message out there. You can use video to build anticipation, excitement and
buzz, and you use them to draw the attention of your target audience, and motivate them to take
action.

Videos will help transform your launch sequence into an exciting event that pulls people into your
world. People love experiences, and your role when developing this sequence of videos, is to build
excitement around your launch, and importantly, get your audience even more excited about what
your launch means for them.

To outline how I did it, in video one, I introduced myself. In video two, I talked about my business and
what it does. In the third video, I started talking about the problem my audience knew they were
having, and in video four, I shared how my products or service could help my audience solve their
problem. In the final video, I showed the viewer what it was like to use the product to help
demonstrate how they would feel using it.
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LAUNCH DAY

Launch day is here, your audience is primed with great content, and now, it's time to reveal your
special opening day launch offers for buyers of your products and services. Because you teased out
information about your special offer leading up to launch day, people are keen to know what the
special offer is, and now it’s time to announce it. This is where you reward your audience for opting
into your launch list with savings and other opening day benefits. Importantly, launch day must be the
only day when bonuses and special offers are available. After launch day, your bonuses and special
offers must go away completely.

If launch day attendees don’t take action, they must miss out on your special offers and bonuses. The
whole strategy is based around making sure that your launch day is a huge event. This is about
offering real benefits for your audience that takes action only on launch day. You must make missing
out on special offers and bonuses a big part of your launch to produce maximum response from your
audience. If you do not make special offers and bonuses go away after launch day, your launch will
be less effective.

Launch day will be your busiest time. So, make sure you have the resources available to manage
tickets, respond to technical issues, process payments and so on. The last thing you want to do is
under resource after spending so much time preparing for an amazing launch.
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AFTER LAUNCH DAY

Although launch day is done, the work continues in many different ways. This is where you will focus
your efforts towards onboarding new customers and clients, and delivering the outcomes you
promised to deliver. You also get to continue the conversation with your new audience, especially
those who reached out to you seeking your help.

I mentioned earlier, the importance of creating ample post-launch content to keep your audience
engaged. So, on the day after the launch, schedule your post-launch content to go live on consecutive
days. You can record more, but at a minimum, have seven days of content ready to go. There’s nothing
worse than a show with no content, and having a number of episodes already available will help
keep your listeners interested.

In the days following your launch, be sure to send out an email to those on your launch email list,
reminding them about the special offers and bonuses that are about to go away. In that follow up
email, remind them what they will miss out on if they don’t act now.

Remember that you only get once chance to launch with maximum effect, so make sure to follow up in
every way possible, on all platforms where your audience exists and with those who knew about the
launch. People are busy, so remind them of what they’re going to miss out on if they don’t take action.
Continue the conversation with your target audience via email, on social, in chat, or by sending out
surveys, by asking for feedback about purchases, and seeking testimonials that you can use in future
promotions.

Post-launch is also a good time to gather feedback that may give you insights into other problems
your audience is experiencing. So, make it standard practice to ask your audience ‘what problems
are you experiencing, and what would you do to fix it?’ and provide a contact form where they can
share their feedback.
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LAUNCH EMAILS

Launch emails are not only an incredibly powerful way to connect, communicate and stay in touch
with your target audience, they can also be an effective tool in the coordination of your launch team
activities. However, they must be used carefully so as not to overwhelm your launch team, or those
who have opted in to receive your launch related information.

Launch emails are going to be sent out before, during and after your launch, and must be carefully
constructed to make sure that important information and key dates are not overlooked. They are also
used to address questions and objections to improve the success of your launch.

Each email you create must specifically address your target audience, their problems, and ultimately,
lead them towards your solution. Keep your email copy short and to the point, and rely on your
videos to provide a deeper level of detail.

Importantly, don’t stop sending emails after your launch is finished. In fact, keep sending them.
Continue sending out value-packed emails linked to your products, services, special offers and
coupons to stay in touch, keep your subscribers interested, and to keep your business in the front of
their mind. Stay engaged, and don’t let your list go cold!
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With an email list, you are able to continue talking with people who know you. They are on your
email list because they want to be there, and they will be responsive to your offers. Because of the
relationships you will build with each person on your list, you will be able to continue making sales
well after your launch has finished.

That said, be respectful of the people on your email subscriber list. They don’t want to be bombarded
with promotional content every day. The 80/20 rule will help you maintain their interest without
overwhelming them. When creating emails, spend 80 percent of your time adding value, and for the
remaining 20 percent, focus all of your creative efforts writing emails that promote your products and
services.

Now, don’t worry if you don’t have an email list, no one does when they’re starting out. That said, the
months leading up to your launch is an opportunity for you to start building one. You don’t have to
have a huge number of subscribers on your email list to see results neither. In fact, you only need a
small list of responsive subscribers who open and act on relevant emails that you send.

When I showed Kelly, our case study, how to capture emails for her launch, she thought I was talking
in another language. I understand how she felt, because I felt overwhelmed when I first heard about
email auto responders, form code, lists, tags and so on. That said, don’t get bogged down in the
detail. Keep it simple and do the basics. The basics include creating a landing page, and connecting it
with an email autoresponder. You can create a launch landing page using WordPress and a page
builder. For this, I recommend Thrive Landing pages.

73 of 234
--



Countdown To Launch

LAUNCH EMAILS

In each video, text or audio that you send out to promote your upcoming launch, provide a call to
action asking viewers to visit a landing page that you will have created to capture the emails of
interested viewers who want to learn more about the launch. Your landing page should be live and
capturing email addresses for a minimum of four weeks prior to launch day, and you should
encourage people to register for updates about your upcoming launch.

Your landing page should include information about the benefits of listening in to your show, and
should entice the viewer to subscribe via email to gain special access to bonuses that are not
available anywhere else. Because you know who your viewer is, and you know their problems,
creating videos that talk to them, talk to their specific problems, and finally, offers a way for them to
solve it, will encourage them to sign up to your launch wait list.

Your before-launch-day content is going to create additional buzz on autopilot, so make sure to do
this additional work because it will automate part of your launch communications. Not only that, you
will be creating a buzz and building your email list where you can continue talking about the show in
the weeks leading up to launch day.

Your before launch day content is important because it’s an opportunity to provide valuable, relevant
content that will send free traffic to your landing pages. This is about building that early momentum in
the weeks leading up to launch day, which will result in greater audience participation and buying
behavior when your show goes live.
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To start the email sequence, you need a landing page. On your launch landing page is where you
outline your special launch offer. For someone to get access to your special launch offer, they have to
enter their email address in return for access to the offer, for example, a discount coupon. When the
visitor enters their email address, it gets automatically added into an email autoresponder, and they
are then redirected to a different page where you can further promote your show or business.

Your launch will attract a lot of attention, so it’s a good time to create landing pages for each of your
products and services that you want to promote on your show. By creating unique lists specific to each
of your products and services, not only will you be able to see who is interested in what, but you will
also be able to create content for your show that talks about the specific problem each product and
service solves.

In keeping your launch process as simple as possible, the first email list that your audience should be
subscribed to is your podcast launch list. From there, your email sequence can introduce relevant
offers related to your other products and services, and they can add themselves to that specific email
list by again subscribing via the landing page for that product.

75 of 234
--



Countdown To Launch

LAUNCH EMAILS

Now, importantly, even though I encourage you to continue mailing your list, when your launch is
finished, do not continue mailing your initial launch list. It has done its job, and you should finish using
it after sending a final email offering ways to gain access to other products and services. For example,
if you decide to introduce another product or service later on after your launch is over, and you want
them to have the first chance to buy, then send them an email that details the offer, and gives them a
link where they can move over to your new product waiting list to be informed when that new product
or service is available for purchase. Beyond that email, do not email that list again.

There is power in email, and I encourage you to start building your podcast launch list. Ask people to
subscribe to your launch list to get exclusive access to all the bonuses and special offers. If you have
allied partners who are willing to promote your launch, ask them to send their audience to your
landing pages to help build buzz and your launch list.

Learn as much as you can from your podcast launch list by sending them surveys asking what their
problems are and the solution they’re looking for. Be responsive and actively engage with your
subscribers, and show them that you want to help solve their problems.

Your email launch sequence should link to a series of additional content that identifies and escalates
the problem your target market is experiencing. First talk about the problem they have shared with
you, then talk about the consequence of not doing anything about it, and then lead them to a happy
ending, which is your solution.
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 If you already have an email list, then leverage it to build buzz and generate sales. Your existing
customer list is always going to be easier to sell to again because they know who you are, and
they’ve have purchased from you in the past. You might even choose to create a special offer
specifically for your existing customers to acknowledge their participation and thank them for their
involvement in your launch.

Your email sequence should start two weeks prior to launch day, and you will send emails on launch
day and continue sending them once the launch is done. Your launch email list will receive an initial
thank you email and video. Following day, launch subscribers will receive an FAQ email and video,
followed by another email and video talking about their specific problem. In your next email, you
take your subscriber through a transformation process whereby they get to experience what it will be
like using your product to solve their problem, and finally, your last email and video introduces your
special offer to launch list subscribers who are actively involved in the launch-on-launch day.

To save time, I recommend that you create a set of email templates that will help you reduce the
amount of time to communicate key stages of your launch. Email templates will include initial request
for help, email containing answers to foreseeable questions your launch team will have, an email
containing your show and review page links, with a reminder to review your show, a launch day
email template, and finally, a thank you email to send to those who helped launch your show.

Make sure that each email you send out provides specific information about the launch date, time and
closing dates to access bonuses and special offers. Provide a working link to your offer page, and test
it before you send it out to your launch subscribers.
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Stuff You Need

Welcome to Step 4 of 9 - Stuff You Need.

This section focuses on the selection of appropriate podcasting equipment and recording software
suitable for your new show. My goal is to make your podcast sound great, and look great too if you
use video in your production.

Before selecting the right equipment for your podcast, first you need to work out what type of show
you will create. Will you be doing a solo show, will you have remote guests or local guests, will you
record on the go, or will you record in your local studio? When you know the format of your show,
choosing the right equipment becomes much easier.

So, let’s say that you’re a very mobile individual and you’re more into content creation and less about
quality, but you still want reasonable audio. In this scenario, you could start with a smartphone. You
could upload your content to a free Anchor account and then start distributing it across all of the
major listening apps.

If you plan to host a show that interviews people remotely, you will need a capable computer,
recording software, headphones and a microphone. I recommend starting with a USB microphone.
With a USB mic, you literally plug it into your computer’s USB port, configure your recording software
to capture your voice, and start recording. You can add additional equipment later on, including a
boom arm, shock mount and a pop filter to help reduce unwanted ‘popping’ sounds when you speak
into the microphone.

If you’re planning to interview multiple guests live in your studio, then you will need to have at least
two microphones, an audio interface with two or more ports, a capable computer, and recording
software. Not only do you need multiple channels for each guest to contribute, having each guest
recording on their own independent track will make post-call editing much easier to manage.
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If you're planning to interview people live in your studio, or you have a local co-host, then using USB
microphones might not be the best option for you. Instead, you might invest in either a mixer or an
audio interface that allows you to connect multiple microphones. Your audio interface will act like a
bridge between your microphone and your computer, where a mixer can be used to control your
audio levels, inputs and outputs.

Some podcasters want to start with higher-quality audio that’s noticeably better than entry-level
equipment. If that's you, then you’re going to need a next-level setup. This will include a higher-quality
microphone, an audio interface [if not using a studio grade USB mic like the RODE Podcaster], a
capable computer and recording software. You can see a pattern here; the only difference is the
quality and price of the equipment.
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EQUIPMENT

Choosing equipment can be confusing, and the process overwhelming, especially if you have no
experience and don’t really know what to buy and how much to spend. With that in mind, my goal is
to keep it very simple for you by sharing what I know, and by talking about the equipment I use so
you can get your show up and running as quickly and easily as possible, without spending too much
time and money.

One of my very first interviews as a host, was with James Schramko, founder of Superfast Business.
This interview was pivotal because it changed my perspective of equipment and sound quality. There
were two things I remember about that call, one was just how good James sounded, and secondly,
how bad I sounded. To give you an idea, I was using an inbuilt microphone on an early Logitech
camera. Whilst it did the job, and I was able to record the interview, when compared to the beautiful
audio coming through James’ microphone, it was like chalk and cheese.

After the interview, I asked James about the equipment he was using and about his set up. I can
remember taking notes as fast as I could. By the end of it, I had a page full of information to follow up
on. I took what James shared with me, and I purchased everything I needed. Out of all my purchases,
the most important one I made was the RODE Podcaster. Although this was a sizeable investment for
me at the time, I’ve not used anything else since.
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EQUIPMENT

I’ve learnt that you can save loads of time and money just by asking someone who knows more than
you do. Thanks to James, I purchased with confidence knowing that my new equipment was going to
deliver excellent quality audio.

That being said, I’ve seen so many new podcasters proudly boasting on social media how proud they
are to have spent many hundreds, if not thousands of dollars, purchasing a whole box of new
podcasting equipment. They show pictures of multiple high-end microphones, mixers, audio
interfaces, cables and even portable Zoom H1 recorders with the explanation being ‘just in case’.

The worst part, is that they buy all of this equipment before even knowing that they will be podcasting
for the long-term. Sadly, in many cases, I see the same people selling off their equipment a month or
so later at a massive financial loss.

Please, don’t be that new podcaster who overinvests in high end equipment on the first day, only to
realize you could have achieved a similar result with a simpler and often much cheaper set up. With
the standard of podcasting equipment being what it is today, you don’t have to buy the best right
away. You can start with entry-level quality, and upgrade when you decide that podcasting is right
for you. By investing in entry-level equipment, you can get started without burning a hole in your
pocket, and you can upgrade when you know you’re into podcasting for the long run.
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COMPUTER

Probably the largest investment is a computer to record, edit and distribute your content. Nowadays,
most computers have the capability to run the recording software you use to record your show, but if
you’re unsure, ask your local computer specialist for advice.

The computer you use is a personal choice. Some people love Mac, some PC, others have both. Either
is fine. Personally, I use a mid-range windows PC with a high-end graphics card, and lots of random-
access memory [RAM] to quickly convert interview files into mp3 and mp4.

The computer you choose to record, edit and distribute your show, is largely dependent on the format
of your show. If you’re recording in one location, then a desktop computer might be a good option for
you. If, however, you get around, then a capable laptop or portable recorder might be a more
appropriate option. You may choose to go for a portable recorder and not use a computer at all. This
is entirely dependent on your preferred set up.
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SOFTWARE

What software should I use to record my show?

As there are so many audio workstation software options out there that you can use to record, edit,
produce and improve your audio files, to answer this, you need to consider your specific needs and
budget.

In any case, and at a minimum, the software you use must be able to record and edit your content,
and have the ability to add and cut sections you don’t like such as coughs, dogs barking and so forth.
I use Camtasia to produce my show and it does all of this and more.

As Camtasia does not have an inbuilt mp3 converter, after rendering the mp4 video file, I then convert
the mp4 to mp3 using VLC media player, which although free, delivers exceptional quality mp3
audio files.   I then further enhance my recordings using mastering software provided by Remaster
Media.

I use Camtasia on a windows computer, and many people use it on Mac. In many cases, recording
software is cross-platform compatible, and will work in very much the same way. If PC's aren't your
preference, as a Mac user, you may want to take advantage of the inbuilt music creation software
provided called GarageBand to record your show.

There are several other premium audio workstation software options out there to choose from
including Reaper, Adobe Audition, and others such as Cleanfeed which is a browser-based software
that allows you to connect and record live with anyone in the world.
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The most effective way to decide which audio workstation software  is right for your show, is to think
about your workflow and the systems you want to introduce, and use them to guide the software
purchases you make. Much of it will come down to personal choice, technical capability and budget.

If you produce audio and video, I recommend Camtasia for your digital workstation because it’s
reliable and a one-off investment. That said, I also like Reaper which gives you all the recording,
editing and processing power you could want. Another amazing audio workstation is Adobe
Audition. This is considered to be the best digital audio editing software around, and although it’s
really good, if you don’t like monthly fees, Adobe Audition might not be for you.

If you don’t want to invest in something like Camtasia, or any of the other premium software I’ve
mentioned, one other noteworthy contender that will help you achieve professional level video and
sound editing capabilities, for free, is DaVinci Resolve. This is extremely powerful software that caught
my attention. With this free software, you get access to about 95% of its features, so there’s really no
need to upgrade to paid unless you want to go pro. Like Camtasia, to convert video into audio mp3
format, you will need to export as an mp4 and then convert to an mp3 using VLC Player.

To connect with your guests for remote interviews, there’s a long list of conferencing software that you
can use including Zoom, Google Meet, Skype and Microsoft Teams. All of these platforms are
established, and give you a way to capture both audio and video, that in turn, you can process
through your workstation software .  
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AUDIO QUALITY

How Will You Maintain Incoming Audio Quality?

To maintain acceptable quality audio on my show, and to help inexperienced guests, I always send
an email containing a link to my FAQ page that outlines the minimum equipment guests need to have
to be a guest on my show. If you’re interviewing guests remotely, and you want to maintain incoming
audio quality, then I recommend you send out a similar minimum standard equipment FAQ page link
to help your guest prepare.

Another thing to think about when interviewing guests remotely, is the internet connect you and your
guest rely on during the interview. In my minimum standard equipment FAQ, I point out that WIFI is
usually less reliable than using a hard-wired ethernet connection. To avoid choppy recordings, I
recommend that you and your guest use a hard-wired ethernet connection to help maintain a strong
internet connection during the interview.

When recording consider the noise in your environment. Are you located near a busy street, near
computer fans, do you have pets nearby, noisy neighbors or wafer-thin walls? If you do, there are
noise deadening products out there that can reduce the noise they produce. One way to achieve
better quality audio, is by adding acoustic foam to your walls. If you don’t want to spend money on
acoustic tiles, hanging household blankets can have a similar noise deadening effect.

To help further reduce unwanted noise, consider using a dynamic microphone. The placement of your
mic will also help to reduce noise; so, position it as close to you as possible, and as far away as
possible from other sources of unwanted noise.
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In addition to microphone placement, use a microphone boom arm coupled with a shock mount and
a pop filter which is used to cut out unwanted sounds on both high and low ends of the sound
spectrum. Your shock mount will help absorb vibrations coming through your table, and a pop filter
will help reduce ‘popping’ sounds caused by the mechanical impact of fast-moving air on the
microphone itself. For this purpose, I use the RODE WS2 pop filter.

With boom arms, which is basically a metal arm that holds your microphone in position, I recommend
the RODE PSA1 studio boom arm. Not only is this boom arm well made, after moving mine
backwards and forwards on a daily basis for the last seven years or so, mechanically, it functions the
same way as it did when I first installed it. I like this boom arm because although it clamps onto the
edge of my table, I have the option to permanently fix it to the table.
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MICROPHONES

Although the quality of your audio can be the difference between a good experience and a great
one, the listeners experience is largely dependent on the equipment they use to listen to your show.
More often than not, your audience will be on the move tuning in through their smartphone
headphones, which are not going to pick up all of the sounds coming from your microphone. This is
why you can safely start your show using entry-level equipment.

Although you may be tempted, please do not use your computer’s inbuilt microphone or the inbuilt
microphone you often see in webcams, to record your show. Inbuilt microphones are not good
quality, and you will not be happy with the final recording quality. I suggest that you ignore inbuilt
microphones altogether, and use one of the microphones I talk about in this section.

There are so many microphones on the market, and all of them will give you the ability to record your
voice directly into your computer. There are two main types of microphones, condenser and dynamic
mics. A condenser mic can pick up sound from all directions, and they deliver a natural sounding
recording. They are good in smaller rooms that have good acoustic quality.

On the other hand, you have the dynamic mic. This mic will only pick up sound from the front, and
they also produce a natural sounding voice recording. This type of mic is good in large areas because
they don’t generally pick up unwanted ambient sound. A good example of a dynamic mic is the
RODE Podcaster. This mic delivers broadcast quality audio and is great for solo podcasting and
remote interviewing.
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Now, what I think is nice sounding, may not be what you consider nice sound. So, what type of mic
you buy, is dependent on personal preference and the environment in which you intend to use it.
Another relevant point, is to keep an eye on price, because the amount you invest is not necessarily a
reflection on the quality of sound you get. You may find a cheaper alternative sounds better to you
than a premium option that comes with a higher price tag.

When purchasing your microphone, you will need to consider the two main connection types on the
market. One is USB, and the other is XLR. USB is much easier and connects direct to your computer’s
USB port. Whereas XLR mics require the use of either an audio interface or mixer.

If you’re recording content on your own, or you’re interviewing people remotely, then a USB mic such
as the RODE Podcaster, is more than capable of delivering high-quality audio recordings. And with a
USB mic, you will not need to invest more money buying an audio interface or mixer.

If, however, you’re recording two or more people locally, then buying an audio interface that takes
multiple mics may be the way to go. An audio interface will let you convert your analog mic audio
i.e., your voice, into a digital signal that your computer can understand and process. There are a lot of
audio interface options to choose from, and they can vary in quality, features and the number of
inputs and outputs. I’ve provided a list of audio interfaces later in the section, starting from the 2x2
unit, then the 4x4 and onto 8x8 options.
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Now, back to mics. I really like the Logitech H390 USB mic for those who are just getting into
podcasting. They are plug and play, their headphone audio quality is good, and their microphone is
quite capable for the price. Kelly, our case study, started with the Logitech H390 because she was
focused on saving money, and she liked the fact that this mic came with a microphone arm that she
could swing out the way when she wasn’t recording. This particular mic won’t stretch the budget
coming in at around $70. The Logitech H390 also happens to be the microphone I recommend my
guests use and can be found on my minimum standard equipment list.

Moving up a notch, my next microphone option is the Blue Yeti condenser mic. This is a good
introductory mic that has an inbuilt stand, it delivers great audio quality for the price, and it will last
you a long time. The only thing with this mic, which is applicable to all environments, is that you will
need to make sure your recording area is free of unwanted sound as the Blue Yeti is quite capable of
capturing it. The Blue Yeti retails for around $180.

Next in line, and my personal favourite, is the RODE Podcaster by a country mile. It delivers
broadcast quality, it’s plug and play, and I don’t need anything else such as audio interfaces and
mixers. All you need to have is a free USB port and recording software that can ‘talk’ to it, which all
of them will, and you’re ready to record. The RODE Podcaster is a standout choice and retails for
around $250.

For XLR mics, my preference is the Shure PG ALTA PGA48 dynamic vocal microphone. This and the
Shure SM7B vocal dynamic microphone are both good choices for broadcasting, podcasting and
general recording. The Shure PG ALTA retails for around $60, and the SHURE SM7B retails for
around $400.
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If you want to record your show on the go, and you want the best in mobile recording, then there’s the
Zoom H1n portable field recorder. This is an affordable studio quality recorder and retails for about
$175. Kelly, our case study, has since invested in a Zoom H1 to record interviews with pet product
suppliers when she’s at trade shows.

If you don’t want to buy a Zoom portable recorder, and you have a smartphone, then you can record
on the go with a Lavalier microphone, such as a RODE smartLav+ lavalier mic, which works with
either the RODE recording app for IOS, or with an audio app of your choice. You can get this set up
for about $100 plus the cost of your smartphone.
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How Do I Record Multiple Audio Sources Using USB Microphones?  

If you want to record two or more USB microphones on your computer, you can do it. It is, however,
better to have two different brands of microphone, because your computer and some software may
not be able to tell them apart if they’re the same brand. Not only that, it’s a pain when you’re trying to
work out which is which.

To record two USB microphones on your computer, you can use Voicemeeter. This is a free online
mixer that lets you link multiple USB microphones. To get it working, it’s simply a matter of selecting
Voicemeeter as your input and output in the audio settings of your recording software. One thing to
keep in mind, is that Voicemeeter only records both microphones on a single track, which can make
further editing difficult.

Now, if you’re using a Mac, and you want to record two USB microphones, you won’t need any
additional software because Mac has inbuilt software that does exactly that. All you do is search for
Audio Midi Setup, click the + in the bottom left-hand corner and ‘create aggregate device’. After
choosing the two different microphones, select aggregate device as your input and output in your
recording software, and away you go.

Alternatively, you could purchase a Zoom H4n which although a little more expensive at around
$390, offers four-track simultaneous recording and two mic/line level inputs. You can plug your
Zoom H4n directly into the USB port of your computer, select ‘audio interface’ then choose H4n as
your input and output in your recording software.
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What Are the Best Headphones to Use?

Headphones are an important part of your podcasting toolkit, and they should be worn simply
because without headphones, it can be more difficult to hear what is being said. Headphones can
also help reduce unwanted sound, and help both you and your guest hear each other during
interviews. Headphones should be worn regardless of the platform being used such as Zoom, Skype,
Google Meet, Microsoft Teams, or any other remote recording platforms.

Oftentimes, interview guests will try to do their interview without headphones, and you get this weird
audio feedback loop. This is where you will say something, and the other person will hear what you
say, but you will hear what you say too. This is not what you want when you’re recording, and a
prime reason for using headphones.

Some microphones, including the RODE Podcaster, have a headphone jack where you can plug in
your headphones and control the volume of your voice to your liking. This is particularly useful when
learning to podcast as you get to hear what you actually sound like, and you can make minor
adjustments to your mic technique along the way.

When hosting The My Future Business Show, I use a pair of over-the-ear JBL ear buds. I plug them into
my 3.5mm jack on the back of my computer, and configure it so I can hear my remote guest through
them. This all happens whilst I’m seeing them on the screen, and recording both their video and audio
[and my video and audio] into Camtasia.
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If you’re doing longer shows, then comfort becomes more important. I recall my first headphones I
used were those white headphones with an inbuilt mic that you get when you purchase a smartphone.
I used to have this problem with them where they would fall out because they didn’t fit my ears
properly. It’s not a good look when I'm recording a video and you see me trying to get them to stay in
my ears.

Needless to say, it didn’t take long for me to get to a point where I’d had enough of them falling out,
and I started looking for a better option that would stay in place throughout the interview. My next set
had to deliver good quality sound, and they needed to be comfortable to wear for longer periods of
time. As it turns out, I ended up buying a set of JVC jogger style headphones that you literally clip
over your ear. With these, I’ve never had to worry about my headphones falling out during a call.
What’s more, because they’re black, they’re hard to see, so it looks as if I don’t have any headphones
on at all, which is perfect for video interviews.

So, what type of headphones do you need? Well, if you’re doing a solo show, you may not need to
worry about what they look like, and it might be more about how comfortable they are to wear.
Whereas, if you’re doing video as part of your show, and you're interviewing people on camera, then
it might matter to you. If this is the case, then you might be better off investing in some earbud style
headphones like the ones I’ve just mentioned.

Another important thing to think about is how good do they need to sound? One factor is how much
sound that your headphones will cut out from your surrounding environment, which might include
external traffic sounds, computer fans and any other low-level sounds. I’ve found the JBL’s are quite
good at cutting out most of the external noise during a call, and are an affordable option at around
$50.
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When I record, I’m sitting at my computer desk. And on more than one occasion, I’ve stood up from
my chair with my wired headphones still on, and walked away from my computer. As a result, I’ve
damaged the headphone jack, and the connection on my computer. If that’s something that you’re
likely to do, take this as a warning not to stand up and walk away with your headphones on!
Unfortunately, wireless microphones won’t fix this problem either, and are no good for podcasting
because of their longer latency, which is the time it takes to send and receive audio.

As far as price goes, you can spend very little or quite a lot for a high-quality pair of headphones.
When you start podcasting, I recommend that you invest in an entry level set between $50 to $100.
This way, you can get a feel for podcasting before you go and jump into buying top quality
headphones. I started off with a standard set of earbuds that came with my Android phone, and they
worked fine for a very long time.

If you interview people, and you record yourself on video, which I recommend, then I suggest that you
use a pair of black over-the-ear sports style headphones because they won’t be obvious, and they
won’t fall out. On the other hand, if you’re not recording yourself on video, then consider using the
Logitech H390’s I mentioned earlier because it won’t matter so much about looks because no one will
see you anyway.
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AUDIO INTERFACE

If you decide to start interviewing people locally, introduce a local co-host, or you want to add other
equipment such as musical instruments, you will need to reconfigure your set up. By introducing an
audio interface, you, your co-host and you guests will be able to record using their own mic or
equipment on their own channel.

So, what’s an audio interface? An audio interface simply allows you to connect a microphone or other
piece of equipment to your computer. It acts as an interface between the microphone and your
computer and delivers high quality audio conversion from analogue to digital signal. A bonus with
using an audio interface, is that when compared to an inbuilt sound card, you’ll also experience
higher sound quality. And depending on your computer’s capability and the type of microphone you
choose, even if you don’t have a co-host or interview people locally, you may need to use an audio
interface for additional power for your mic to work properly. The thing I really like about an audio
interface, they can be used independent of your computer using either their inbuilt microphones, or
you can plug in an external microphone like an XLR mic or lavalier mic, and you can even hook them
up to a mixer as a backup for your recordings in case anything does go wrong with your computer.

An audio interface that’s appropriate for your show depends on your use case. So, to help make it
easier to choose, I’ve provided a number of brands and models. If you’re a solo podcaster, I would
always choose a RODE Podcaster USB mic first. However, if you really want one, I would start with a
2x2 audio interface. If, on the other hand, you have multiple people and possibly equipment you
want to record, then jump to a 4x4 or 8x8 unit. The higher the number, the more inputs and outputs
you have available.
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Starting with the 2x2 unit, my choice is the Behringer UMC22 computer audio interface which is
compatible with all popular recording software and gives you two inputs and two outputs. My next
choice is the Behringer U-Phoria UMC202HD which comes with two inputs and two outputs and a
48-volt switchable phantom power supply and is compatible with both Mac and Windows. Both are
excellent and affordable options at around $75 and $200 respectively.  

Moving up to the 4x4 units, my selection is the Behringer IMC404HD that retails for around $150.
And for the 8x8, again a Behringer because they’re a solid allrounder, is the Behringer U-Phoria
UMC1820 for about $450. Keep in mind, you will need to have recording software that can
communicate with it, such as Avid Pro Tools, Ableton Live or Steinberg Cubase.

Another next level option, is to investin a dedicated mixer such as Behringer Xenyx Q502USB or the
Behringer Xenyx Q802USB which are both great entry level mixers.
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CAMERAS

Cameras are an optional bit of equipment, and are only required if you record yourself. I record
myself and create a video for each My Future Business Show, which is then uploaded to YouTube. If
this is something you choose to do, there’s a long list of camera options. But again, when you’re
starting out, keep it simple, and save yourself some cash by opting for the most cost-effective camera
option that will do the job.

When I started podcasting, I always had the idea to do more with the content, and video was always
a part of The My Future Business Show. I got the idea for video when I was looking at a YouTube
channel that was showing interviews where they’d recorded both audio and video. What I noticed
even more, was the amount of traffic they were driving back to their podcast website, all because they
were using video. It was obvious to me that video would be beneficial, and so I went about looking
for a camera to do the same thing. 

I’ve personally used everything from Go-Pro cameras, mobile phones and even high-end broadcast
quality cameras to capture video. I still occasionally use my mobile phone coupled with a lavalier
microphone that plugs in to my mobile phone for recording on the go. However, more often than not,
I use a dedicated high-definition Logitech USB webcam to record myself through Camtasia.

I like the ease at which I can set up my USB Logitech webcam. It simply plugs into my computer,
Camtasia recognizes it, and away I go. I ended up buying a Logitech C922 Pro Stream Webcam. This
has turned out to be very reliable, delivers great video quality, and cost around $150.
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LIGHTING

If you do record yourself on video, then you want to make sure that you have good lighting. For this, I
personally use a Ledgo LG-600SF because I can use it at home or when I’m out and about. This light
is not cheap, coming in at around $400, but it’s a high-quality lighting panel the provides me with
the continuous light that I need when recording, and it lightens up my recording area really well.

Having good quality lighting that is bright enough, is particularly important if you use a green screen
like I do. The last thing you want is to try and remove a background green screen with low light. What
happens, is that the area of the green screen that didn’t get as much light, won’t be removed as
effectively, or at all in some instances.

If you’re not ready spend that sort of money on lighting, there are other options including the Neewer
LED Softbox which comes with adjustable brightness and color temperature control, that you can buy
for around $150. I have a set of these, and I still use them for some recordings. They give me that
additional light and I can position it where it’s needed.

Another option to bring in additional light, is to install brighter led globes into your existing light
fittings, and you can do this for less than $30. If this is not an option, and you have windows, you
might also consider relocating where you record your video, or make the recording area brighter by
opening doors and windows to let more natural light in. 
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COMFORT

In closing this section, give some thought to the table and chair you use for your podcasting. Consider
the height of your table and chair to help make podcasting more comfortable. The height of your
table, and the quality of your chair, and its ability to adjust to the height at which you sit, or the
height of your table, all contribute to your comfort. If you spend any length of time sitting down
podcasting, you will notice it over time, so maintaining good posture is important.

Another option is to stand when recording, using a stand-up adjustable desk. It’s so important to be
comfortable and have a good posture when recording so you can deliver your best performance.
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Give Your Show A Home 

Welcome to Step 5 of 9 - Give Your Show A Home.

 The purpose of this section is to introduce you to podcast websites. By the end of this section, you will
know the benefits of having your own podcast website, and you will have a better understanding of
what goes into creating and maintaining a content-driven, conversion-focused site.

So, do you need a website for your podcast? The short answer is no, but it certainly helps because
your website is digital real-estate where people can learn more about you, your products and
services, and listen in to your show.

I’m a big fan of a guy named James Schramko. James is the founder of an online business coaching
organization named Superfast Business. I recall attending one of James’ live events in Manly Beach in
New South Wales, in which he talked about his signature strategy that he called ‘Own the
Racecourse’ [OTR].

Owning the racecourse is James’ primary strategy for maintaining authority and control of his content
and marketing. Not only does OTR allow James to maintain his position in the marketplace, he also
maintains total control of his business, and everything he does online becomes highly leveraged.

To illustrate the point, despite how easy it is for you to upload your content onto another platform like
Facebook and YouTube, by uploading all of your content on these external platforms, you become
dependent on them. However, should any one of them decide to shut down your account, all of your
work is lost.

102 of 234
--



Give Your Show A Home 

You do not want your whole business to be dependent on external platforms that you have no control
over including the likes of Facebook, YouTube and others. Instead, you want to be on various
platforms to generate multiple traffic streams, and then drive this traffic back to your own website,
your racecourse.

With your own conversion-focused podcast website, not only will you have a way to attract new
leads to your business from multiple sources, you will have a platform on which to systematically
convert those leads into customers. Your podcast website becomes the hub of your business. It is where
you educate new leads, convert prospects into customers, and it’s where you continue serving your
existing customers.

Your podcast website will become an indispensable asset that you manage that can be used to share
your show, market your business, promote your products and services and share testimonials and
reviews. Your podcast website will be the home where your show lives, it will contain every interview
you produce, and it will have all of your show notes, transcripts, lead magnets, and any other
marketing assets you create. Best of all, you control it.
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As websites are an extensive topic with many moving parts, this book cannot possibly address every
single aspect you will encounter as you go about building your own podcast website. That said, it
does introduce all of the important elements, at least on a cursory level, to get you thinking about
what you need, and what needs to be done to get your show on the road.

In this section, you will find the following website-related information…

WORDPRESS

DESIGN

HOSTING

THEMES

PLUGINS

POLICIES

MAINTENANCE

SECURITY

ADVERTISING

STORAGE
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WORDPRESS

So, what platform should you use to create you podcast website? I use WordPress because it’s a
mature content management system that gives you what you will need to build your conversion-
focused website. Everything from attraction, lead acquisition, nurturing, content creation, course
creation, ecommerce and more, you can achieve all of it with WordPress. You can make your website
look and feel exactly how you want, and you can add design and functionality that enhances your
visitor’s experience.

At the time of writing, WordPress now powers well over half of the world’s websites; which is
amazing when you think back to its humble beginnings. WordPress is a content management system
that allows you to create webpages with a click of a button. It also allows you to store content and
publish your webpage on the internet, and all you need is WordPress, a domain, website hosting, a
few plugins, a theme, and away you go.

There are two versions of WordPress, hosted and self-hosted, and the one you want is the self-hosted
option. I always talk about the importance of owning the digital real estate on which you build your
business, and self-hosted WordPress allows you to do that.
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When you build on someone else’s platform, they may, without notice, and for whatever reason,
decide that your content is no longer a good fit for them, and will close, ban, suspend or restrict your
account. Hence, the reason for building your own self-hosted WordPress website.

With your own self-hosted WordPress website, not only do you get to upload unique content, you can
also use your site to stay in contact with your target audience. In addition, you have the choice of
promoting to your audience without the fear of having your reach being taken away.

If you’re building the digital part of your business on someone else’s platform, you’re vulnerable. If
you feel ‘safe’ doing it that way, then be prepared for the day that your safety net is taken away, and
you find yourself looking for a new home for your content and community. Remember, the owners of
third-party platforms create the policies that govern the use of their platform, and they can, and often
do, enforce those policies.
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WEBSITE DESIGN

In this section, you’ll be introduced to website design. By the end of this section, you will know more
about the design process, and you will know what to consider as you go about creating your own
unique website.

When designing your site, look at other people’s podcast websites. See what they’re doing well, and
take notes on what features would serve your audience and your business, and also take note of the
things you don’t want.

I used to work for a fire protection business many years ago, and one of the things I remember is their
style guide. This guide outlined sizes, fonts, styles, logos, page layouts, vehicle branding and clothing
requirements. Everything about style and brand was contained within the guide. This document
changed my whole view on branding because it made it easy to see how it could be applied
consistently across a business. The great part about style guides, is that any business can benefit from
having one. Everything you do that impacts your brand, should be contained inside your own style
guide, and this includes everything to do with your website design choices.

Website design is not only about how your site looks. So, when designing yours, see yourself through
the eyes of your end user. Consider the user’s experience by visualizing their journey on your website.
Is it the journey you want them to take? What are the actual steps they take as they navigate their way
through your site? This is workflow design that needs to be established prior to building your website,
so you can guide visitors down the path towards the outcomes you want. By doing this, you will
reduce unnecessary steps and actions, and you will improve the user experience which will lead to
improved satisfaction and higher conversion rates.
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To illustrate the design process, Kelly’s purchase path had only 4 steps from initial enquiry to payment
confirmation. By writing down each step her visitor takes, Kelly was able to visualise her customers
purchase path. It also revealed the number of steps it would take for Kelly’s visitor to go from enquiry
to customer. With this information, Kelly knows what pages and information she needs on her site to
help visitors find the information they need to make a purchase without her help, and she was able to
remove any unnecessary step in the process.

The My Future Business Show application process was designed in much the same way. In our
example, Jack, our interview guest, lands on our home page, and is looking for information about the
show. Jack wanted to know who the show was for, interview duration, and the process of booking an
interview. Jack clicked on the booking button at the top of our home page, and was taken to our FAQ
page. On this page, Jack reads through the features and benefits of the show, and then clicked
through to our reviews page where he was able to check out previous guest reviews. After checking
out the reviews page, Jack was ready to book his interview, and clicked on the application form,
which when completed, redirected him to the checkout page. Once Jack confirmed his interview, he
was then redirected a final time to our booking scheduler page where he chose a date and time for his
interview.

When designing for audience interaction, I’m not a fan of accepting comments because of comment
spam. To avoid this problem, as part of our workflow, we’ve switched off all comments. As your
website becomes more popular, comment spam increases and takes up more time than its worth. If
you must have comments switched on, then set to approved first which gives you the opportunity to
review the comments before they go live on your website.
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The attention span of your visitors is shorter than they’ve ever been, and it’s only getting shorter. To
help counter this problem, and regain their attention, set your menu to open a new browser tab each
time your visitor clicks links in your website menu. A word of caution, only use this technique for
important pages of your website where you want your visitor to focus their attention, otherwise your
users experience will suffer.

For example, make it so your main product page opens in a new tab when its link is clicked. In this
way, when a visitor closes any other page they’re currently on, your products page tab remains open
and will regain their attention. We do this for our FAQ page to regain a visitor’s attention to
encourage them to book their spot on The My Future Business Show.

As websites can be quite complicated to build, and there are several things that can, and often do, go
wrong, if designing and building websites is not your core business, then don’t do it yourself. Instead,
consider hiring a professional website developer to build your site instead of wasting many months
learning how to do it yourself.
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WEBSITE HOSTING

In this section, you’ll be introduced to website hosting. By the end of this section, you will be able to
confidently choose a website host and plan that’s most appropriate for you and your business.
Although my journey with hosting has been challenging, I can share what I’ve learnt from experience
so you don’t have to make the same mistakes I did. I’ve seen some of the best, and some of the very
worst website hosting options around. I’ve made some really poor choices along the way, which has
not only resulted in a great deal of frustration, it has also cost me quite a bit of money.

My earliest website hosting experience was with a company called Hostgator. I used to think they
were the bee’s knees when it came to WordPress websites. However, it didn’t take long before I
started having problems. So, after putting up with them for a while, I started looking around for a new
host.

In my experience, it’s wise to slow down when researching potential website hosts. You really want to
know as much as possible about them before you commit to a hosting plan. I always take some time
to review each page of their website which includes their frequently asked questions page, pricing
and reviews page. I also make a point to do a search on the host to see what I can learn about them.
Reading the feedback from other customers about a potential host can also save you time and a lot of
pain later on. Choosing a host is a long-term commitment, so please, don’t rush this decision because
the pain of moving again in the future can be significant.

When looking for a website host, you want them to be known for their speed, reliability and support.
Be on the lookout for evidence that the host also has a good track record with other customers. Don't
go for bottom dollar bargain basement hosting plans because over time, it will start to slow down
and become unreliable, especially when your website starts attracting more traffic.
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Fortunately for me, a few weeks into my search for a new host I was introduced to a company called
SiteGround. I remember being impressed by their willingness to spend time with me on the phone to
explain their features and benefits before migrating my existing website onto their server. My decision
to move over to SiteGround was made even easier when they mentioned they have a one-click
migration service that would take care of everything. This is particularly attractive if you have a lot of
content that you need moved over from one provider to another.

Your choice of website host should not only be based on how much you pay each month. If only we
could pay $5 a month for fast and reliable website hosting. Unfortunately, the reality with cheap
website hosting is that they’re reliably unreliable compared to higher quality, higher cost hosts. Your
website’s performance and ongoing technical support are critical, so, be sure to thoroughly research
hosts and hosting plans, understand what you get for your money before signing up, and don’t be shy
to invest a little more. Using a reliable host may cost more, but the peace of mind that comes with it is
well worth the extra few dollars each month.

When choosing your plan, consider the differences between shared hosting, virtual private servers
and dedicated hosting. Although you can set up your podcast website on shared hosting, it comes
with its own risks and performance issues. When you’re on shared hosting, your part of a system
where the host uses a single server to host multiple websites on the internet. Because other websites
are sharing the same server with you, and they all share a common directory, hackers can potentially
target every website on that server, including yours. To avoid the issues with shared hosting altogether
and gain complete control over your website server environment, you can always sign up for a virtual
private server [VPS]. This is perfect for businesses who have lots of traffic and high resource use.
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The My Future Business website has been hosted on SiteGround servers for the last five or so years.
They’ve made it easy to bring our website across to them, and the performance improvement was
nothing short of breathtaking. If you don’t have a website yet, and you decide to go with a host like
SiteGround, they also offer one-click WordPress website installation. Although this sounds like a one-
and-done process, a one-click installation is purely for the basic WordPress installation in its raw
form. From there, you’ll need to configure your site, and add a theme and plugins.

When looking around for a website host, also take note of their support system and support policies.
As part of their support, do they provide live chat, phone support, or just email support? All of this will
become important if you have any issues that need urgent attention.

Another thing to ask about is the type of technology they use to host your site. For example, do their
servers use solid state drives, or are they older technology. Solid state servers are far superior, and
your website will load faster by default. Finally, ask the host if they provide free SSL certification for
your website as part of your plan. If they don’t, then consider looking at other website hosts who
provide free SSL certification, which is standard nowadays.

The thing that I like about SiteGround hosting, which I’m sure other hosts offer, is the ability to stage
your website updates so you don’t accidently make a change to your live website that crashes it. This
safety mechanism is vitally important, especially if something does go wrong, because no-one but
you and your team will see it and you can fix it before going live.
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The purpose of this section, is to introduce you to podcast hosting. By the end of this section, you will
know more about the podcast hosting options [not website hosting!] available to you so you can
make an informed decision about who to use for your show.

To distribute your show, you will need a podcast host. A podcast host will give you access to your
own online account where you store and distribute your show’s audio files. Now, although you can
create your own WordPress RSS feed, or a feed using a plugin link with PowerPress, your podcast
host will also provide you with an RSS feed that you can submit to Apple Podcasts, Google Podcasts,
Stitcher, and many other directories where your audience can listen to your show.

Podcast hosts will also provide a podcast player that you can embed into your website, so your
audience can listen to your show. Your podcast host should also offer at least basic analytics and a
scheduling tool so you can send out your latest content when you choose. To this end, and after
investing many hours researching various podcast hosting options, for The My Future Business Show, I
ultimately went with a combination of Powerpress by Blubrry and bCast.

The reason for mixing two podcast services in this way, is because I’d already been using Blubrry
podcast well before bCast came along as a lifetime deal. So, instead of running the risk of my show
going offline in the event that bCast went out of business, I decided to keep Powerpress by Blubrry on
my site as it links to my paid Amazon S3 account where I host every single episode of The My Future
Business Show.
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Although Powerpress by Blubrry provides a hosting service, I’ve always used Amazon S3 to host my
podcast files. When I create a new episode, it is uploaded to Amazon S3 and then the S3 link is
copied and pasted into my Powerpress plugin inside a new WordPress post.

Anyone who knows me, knows that I believe it’s a mistake not having your own dedicated podcasting
website. That said, I can appreciate that some people don’t want one, or they don’t want to mess
around with the one they have, and are looking for alternative ways to host and distribute their show.
I will say, however, that having your own website helps position your show and business, and it gives
you another way to promote your products and services.

All that said, if you really don’t want a website for your show, you can always subscribe to a
dedicated podcast host like Lybsyn, PodBean, or bCast, who will store and distribute your show’s
files. In this way, all you do is send your audience the link provided, and they can listen in that way.

As there are several podcast hosting options to choose from, to make you decision easier, look at all
of the features each podcast hosting service offers, look at their development roadmap, check out their
current users on social media, read their feedback, and consider what the host will do for you now
and in the future as your show grows.
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In this section, you’ll be introduced to website domains. By the end of this section, you will understand
the difference between your website domain and your website, and you will be able to choose and
purchase your own website domain.

There is a direct relationship between your website domain and the website itself. One cannot exist
without the other, but they are different. Your website domain is the name of your website, where a
URL is how to find your website on the internet. So, when you purchase a website domain, for
example: ‘mywebsite.com’ you have purchased the name for your website, but you still need to build
your WordPress website that people will see, and interact with, when they search for your website
URL ‘mywebsite.com’.

If you don’t already have a website for your business on which to add your podcast, then you will
need to choose and purchase a website domain. When deciding on a domain name to buy, choose a
name that best represents your business. Choose a name that’s easy to spell or remember, and avoid
using special characters or hyphens.

When choosing your website domain, you will have several things to consider. Is the name available,
is it being used in a business already, and is the name similar to a trademarked name? Additionally,
depending on the type of domain name you want, you will notice that the cost of the domain will
vary depending on how descriptive and easy it is to spell and remember.

If you have an existing business website, but you don’t want to add your podcast to it, then you have
the option to create a subdomain of your main domain for your show. Most hosting providers make it
easy to create WordPress subdomains, and a subdomain for your show will look something like this:
‘podcast.mybusiness.com  ’.
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The attractive thing about adding a sub-domain, is that it lets you separate your podcast from your
main site. This is important, because your podcast will become significant on its own, and not having
to create a totally new website from scratch for your show significantly reduces the technical barriers
to getting your show up and running sooner than later. Further to that, visitors will not be confused
when they see ‘podcast.mybusiness.com ’ because they may already be familiar with your main
website domain ‘mybusiness.com’.

An important thing to point out with website domains, is that you’re not actually buying it, you’re
really leasing it. So, to maintain the lease, make sure that you pay the periodic renewal fee to use
your chosen domain. If you forget, someone else can lease it and start using it. This can be really bad
if you’ve invested time and money building your website, but for some reason, overlook renewing the
domain. The best way I’ve found to manage this is to pay 5 years up front, and add periodic calendar
reminders. You can also set auto payment renewal with an email reminder inside your hosting
account.

Although there’s several places where you can go to purchase a domain name, where possible, buy
from a single domain name supplier. This way, you can manage all of your website related
information in the one location. Like many providers, SiteGround have a system where you can buy
and maintain all of your website domains from directly inside your account.
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In this section, you’ll be introduced to website themes for WordPress. By the end of this section, you
will know which theme choices are appropriate for your website, where to find them, and how to
install and tailor them to the needs of your show and business.

I make a point of using premium themes and plugins to run the My Future Business website. With
quality in mind, I decided to go with Thrive Themes. I’ve used one of their premium themes and many
of their plugins for many years, and I’ve never needed or considered using anything else. In fact, I’ve
been using Thrive Themes on my WordPress websites for as long as Shane Melaugh has been in
business.

Shane is the founder and CEO at Thrive Themes, and I think I’ve purchased almost every product
Shane has ever made. I love what Shane is doing with Thrive Themes because his entire product line
gives me the ability to create a website with the functionality needed to run my podcast-based
business. WordPress and Thrive Themes are a match made in heaven, and when used together, the
sky’s the limit when it comes to functionality, responsiveness and looks.

For clarification, WordPress themes do different things than WordPress plugins. Themes generally
change how your site looks, where plugins change what it does. As a WordPress user, you will have
access to some basic free themes that you can modify and make more like your brand. That said, a
better way to go is to have a premium theme that you can customize specifically to your brand that
will also give you a lot more features, functions and flexibility to achieve your business goals.
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Recently, Thrive Themes moved away from selling their themes and plugins as separate products, and
instead, they’ve started promoting one product called Thrive Themes Suite. This single product contains
all of their premium themes, plugins and support, which means that you now get access to everything
they have to offer with one purchase. So, instead of having to spend significant amounts of money on
individual items, you get access to absolutely every tool that they have available, which makes
available even more possibilities for your website.

Having used all of Shane’s themes and plugins myself, I know that Thrive Themes products and support
are top quality, which is critical when it comes to getting the best support and performance out of
your website. Thrive Theme products are also mobile responsive, which means your website will look
beautiful on both desktop, tablets and phones. Each theme comes with various widgets, short codes,
lead magnet forms, landing pages, countdown timers, testimonial functionality, you name it, it’s there.

With Thrive Themes, I’ve never experienced any issues getting problems solved, and this is in large
part, why I recommend matching a good quality hosting provider, like SiteGround, with Shane’s
conversion-focused Thrive Theme suite of products to get the maximum reliability, support and
performance out of your site.

Importantly, all of Shane’s products are optimized for speed, which has become even more important
now that Google measures and ranks websites based on their time to load, amongst other things. So,
if you want your website to rank better, make sure to use Thrive Themes products, which you can check
against Google’s page speed insights system, which you can find by searching for ‘Google Page
Speed Insights’.
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If you decide to shop around for themes, don't go for the cheapest. It’s wise to go premium straight
away to avoid the long-list of potential problems that comes with mixing and matching poorly coded
software on your website. Go with a premium theme provider that’s supported and has an active
community of happy users.

In your search, look for a provider that regularly updates their software and is actively involved with
their customers. Look for a growing community of users where there is regular interaction between the
business and the customer. This will give you confidence knowing that there is an active community
and the software is being maintained, which is a good sign that the business plans on staying in
business for the long term.

WordPress has recently introduced what are called blocks. These blocks are used to create content
layouts for your webpages in the new WordPress block editor called Gutenberg. With Gutenberg,
you can literally click and drag blocks around a webpage to create a design of your choosing.

If you choose to use Gutenberg editor to add or modify the content of your pages or posts, and you
use them with Thrive Themes products, you will be able to use the Thrive Theme blocks. This means that
you will be able to use WordPress’ native editor, and still take advantage of all of the blocks provided
in the Thrive Suite of products including those in Thrive Architect, Thrive Leads and Thrive Ovation.
With Gutenberg Blocks and Thrive products working together, you can design each page and post the
way you want, and then save them as templates for use when and where you want.
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In this section, you’ll be introduced to WordPress plugins and software. You will find out how they
work, what they can do, and how you can avoid problems when using them. By the end of this
section, you will know the benefits of using premium plugins and software, the relevance of keeping
the number of plugins and software to a minimum, and you will be introduced to a selection of
plugins and software that may be a good fit for your site.

WordPress is amazing in that it gives you the ability to extend the functionality of your website, which
in turn, helps you achieve your business goals. At last count, there are almost sixty thousand plugins
available on the WordPress repository. There are free and paid plugin options, which you can access
through your WordPress admin area or by visiting the WordPress repository located at
WordPress.Org. Keep in mind, not all plugins are created equally.

So, what is a plugin, and what does it do? A plugin gives your website additional functionality, and
there are plugins for almost anything you can think of. From online commerce, membership sites,
podcasts, contact forms, payment processors and more. Think of a functionality that you would like,
and there’s probably a plugin for it.

How many plugins are too many plugins? There are different schools of thought about this, and some
say that you should be ok adding as many as you like provided they are coded properly. Where other
people suggest keeping the number of plugins to a minimum, which I tend to agree with. In my
opinion, add only what you need, and remove everything else.
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In basic terms, a plugin works by installing it on your WordPress website. Each plugin is managed
independently of others, and you can turn them off or on when you choose. Each time your WordPress
site connects to your hosting database, it loads not only the core WordPress content management
system software, it also loads all of your active plugins.

Although I’m not a fan of free plugins, an example of a good quality, well-coded free plugin is called
‘Powerpress’. This particular plugin was developed by a company named Blubrry. This plugin is for
podcasters and is used on WordPress powered sites. Powerpress provides a lot of very useful podcast
functionality, including podcast publication, RSS feed distribution, SEO tools and a basic podcast
player option.

Although there are exceptions to the rule, like Powerpress, I’m always looking for premium paid
plugin because they’re more likely to be well-coded, supported and updated. Another reason I prefer
to pay for a plugin, is that if I need help for any reason, I can contact someone who knows all about
the plugin who can address the issue directly.

Regardless of which plugins you install, you still may occasionally experience conflicts. You will know
when you’re experiencing one because your website admin area will suddenly disappear, only to be
replaced with a completely blank white screen. Although this experience is unpleasant, it can be
fixed.

A way to minimize the risk of conflicts, is to do some research on known plugin issues before you
make any purchases or install anything. Last thing you want is to install a dodgy plugin that crashes
your site because it doesn’t play nicely with your other plugins. This is a perfect example of where a
staging website will help you avoid any issues on your published website.
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When sourcing a plugin, user reviews can be helpful as they will give you some idea of how the
plugin is performing. Purchase plugins sold by reputable businesses that you know and trust that have
a large community, a large customer base and that have a history of regular updates and several
reviews.

Having too many plugins active on your website results in what I call ‘code bloat’. A way to help
avoid this problem, is to use an external service called Google Tag Manager. In lots of situations,
developers of plugins will allow you to add their plugin script via your Google tag manager, which
will run/fire/trigger when somebody hits the website page or post that you have specified in Google
Tag Manager.

As an example of how Google Tag Manager works, instead of installing a plugin called ‘Evidence’
directly into my website plugin directory, I loaded their script into my Google tag manager account,
and it fires from there. This is done without ever having to add the plugin directly into my plugin’s
admin area, thus reducing code bloat. The beauty of Google Tag Manager, is that I don’t have to
add more code to my WordPress database, risking conflict between too many plugins and with the
core of WordPress itself. By using Google Tag Manager in this way, I have significantly reduced the
risk of conflicts on our website.

Another proven way to avoid plugin conflicts, is to avoid trying to do too much on the one website
database. For example, you might have a membership plugin, a podcasting plugin, a form plugin,
SEO plugin, and a security plugin, all on the one site. So, instead of pushing your luck by running
everything on one WordPress installation, create what is called a sub-domain of your primary
website domain, and dedicate that website to one function such as your podcast. Most hosting
providers make it easy to create subdomains, and for your podcast, it will look something like
‘podcast.mybusiness.com’.
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If you’re just starting out, and you don’t have your own website, then the following list introduces you
to the software you might consider when creating your own conversion-focused podcast website.

WordPress
Thrive Themes
Thrive Architect
Thrive Ovation
Live Agent
Thrive Cart
Fluent Forms
ConvertBox
Blubrry Powerpress
bCast Podcast
Evidence
LoopedIn
Stencil
The SEO Framework

Starting from top, and working through the list, is WordPress. For all of the reasons previously
mentioned, WordPress is my preferred weapon of choice when it comes to content management
systems.

Next is Thrive Themes, which is my first pick when it comes to themes and WordPress website
functionality. There are several Thrive Theme products used on The My Future Business Show website,
including their RISE theme, Ovation, and Architect. I’ve used Thrive Themes from their inception, and
their suite of products always delivers.
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Live Agent is our dedicated ticket management system. Early on, I purchased a self-hosted Live Agent
account, and I tried running it on my Hostgator hosting account. Needless to say, things did not go
well. Since then, I’ve moved our ticketing over to Live Agent’s hosted plan, and I’ve never been
happier. Customer care and ticket management are critical in our business, and I suspect they’re just
as important in yours. So, if you’re looking for a ticket management system, Live Agent is one of those
under-the-radar options that are reliable, cost-effective and have a wide range of functionality that’s
suited to small, medium and large businesses. You can purchase single seat licenses or multiple seats
depending on how many staff your ticket system needs.

Most businesses need a way to take payment, and for this purpose, we use Thrive Cart as our
payment processor. My Future Business has used Thrive Cart since they first came onto the market, and
the system accepts payments through PayPal, Stripe Authorize.net, Apple Pay and Google Pay. Thrive
Cart is very versatile, and you can design your own checkout page to suit your brand. They also have
an amazing community who are encouraged to share their checkout designs using Thrive Cart’s
design share feature.

I used to be a Gravity Forms user. That was until Fluent Forms came along and completely decimated
them on price and included functionality. With Fluent Forms, you can also integrate them with external
email providers through webhooks and or API. Imagine my excitement when I realized I had another
way to build our email lists.

Moving onto ConvertBox, which is a lead capture and segmentation system that’s owned by the same
people who own Thrive Cart. ConvertBox is another tool that is very effective and efficient at
collecting emails and other relevant information. However, it’s far more than a lead generation tool.
You can use ConvertBox to create smart quiz’s that help you identify specific information about a
visitor, and in turn, guide them to specific content that matches their needs.

124 of 234
--



Website Elements

WEBSITE PLUGINS AND SOFTWARE

As a podcaster, I started with the Powerpress podcaster plugin made by Blubrry. This is a dedicated
plugin for distributing your podcast and it is the most reliable free option I’ve ever used. It distributes
The My Future Business Show across selected channels, including Apple Podcasts, Google Podcasts
and others, and it also has a feature where you can create a free tracking link for each episode from
inside their main website.

Some time ago, I added an additional podcast service called bCast. bCast is a secondary podcast
player, and host that I use to distribute The My Future Business Show. Although it’s somewhat of a new
kid on the block, the inside of bCast is amazing. Their development focus is exceptional, and their
improvements are regular and ongoing. One thing I really like about bCast, is that they give you the
ability to have single players or playlists, analytics, and their auto opt-in lead capture system is
noteworthy. Another feature worth mentioning, is their audio inserts. These inserts give you the ability
to add snippets of additional promotional audio at the start, middle or end of your podcast, which is
a nice touch when you want to add extra marketing material.

Another software that helps run our business, is called Evidence, which helps us boost our conversion
rates with real-time social proof. The thing that I like about Evidence over their competitors, is that they
do not allow for fake social proof numbers to be shown on your website. So, when you see our
Evidence social proof popup, you know for certain that our visitors on-site, and buyer numbers are
real.

Another quality software in our toolkit is called LoopedIn. LoopedIn helps us keep our customers and
audience in the loop. We use it to share our latest updates and to build our product roadmaps. The
best part about this particular software, is not the software at all, although that is top tier quality. The
best part is the leadership team. They’re amazing at supporting their community, and when we have
any questions, they have an answer within a few hours.
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With all of the images we use on our website, we needed a robust service that we could use to create
eye-catching cover pages for our guests and their posts. For this purpose, and after trying many other
options, we decided to make Stencil our main image creation service. Stencil is great because you
can open it in your browser, create an image that you want, then save and download it. From there,
you can also access the same image directly inside your WordPress media page. You click on the
word ‘Stencil’, and a popup page appears with the latest image you created. From this same popup,
you can navigate your Stencil account without ever leave your media page.

Lastly, is our SEO plugin called ‘The SEO Framework’. Now, this was one of those free plugins that I
was hesitant to install, but after experiencing Yoast, I knew I had to look for another SEO option.
Happy to report that The SEO Framework delivers in spades. This plugin can create critical SEO meta
tags on its own by actually reading your WordPress website data. This is one of those hidden gems
that has no extra fluff like advertising, branding and dodgy practices. It’s a lightweight plugin that is
superfast, and it has a strong security focus. This is a must-try plugin that will improve your search
engine optimization efforts. 
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In this section, I'll talk about the different pages that make up the My Future Business website. By the
end of this section, you will have a better understanding of the pages we use, so you can design
similar pages for your site.

Our home page, which we also refer to as our welcome page, is the first page most visitors will land
on. This page is an opportunity for you to share what your business and show is about, and to provide
information that encourages the visitor to take whatever action you want them to take. For example,
The My Future Business Show home page prompts visitors to click a button and book their spot as a
guest on the show.

To make your home page more inviting, refer to it as your welcome page in your menu. As the most
visited page on your website, spend a significant portion of your time optimizing this page to
maximize the effectiveness of your marketing message, your call to action and any testimonials you
make available on the home page.

Now, above the fold, which is anything you see on your screen without having to scroll down the
page, needs your special attention because it’s where you will have your call to action, your banner
ads, and a button to your offer. In our case, the above the fold button takes the visitor to our paid
featured guests’ application page. When setting up your home page, add a brief version of your
mission statement and a call-to-action button above the fold, and make sure to check that it looks
good in desktop and mobile view.

Visitors will need an easy way to find who or what they’re looking for. So, to make finding specific
content on your website as easy as possible, add a search bar as close to the top of your home page
as possible. This is the most effective way to help your visitors find the content they’re after. Again,
check what it looks like on desktop and in mobile view.
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As you scroll down the My Future Business home page, you will see our sponsored message audio
advert player, testimonials, as well as a customer brand logo section created using the logos from our
previous guests’ businesses as additional social proof. Further down, you will also find a selection of
buttons that redirect to additional products and services.

Behind the scenes, we’ve installed software that displays a live social proof message at the top right
side of our home page when there is a dozen or more visitors currently visiting our home page. This
software is triggered using Google Tag Manager which is not only reliable, it also removes the need
to add more code directly to our website.

At the bottom right side of our home page, we have an interview update widget installed that shows
details about our latest interviews from a company called LoopedIn, and at the bottom left, is a pop-
up contact form that links to our Live Agent ticketing system where visitors can leave a message or ask
a question.
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The next page to create is the about page. This is an important page that you use to share your vision
and mission. An example of which can be found on the My Future Business about page. To help
communicate what your business is all about, provide both a written outline of your mission, along
with an embedded about us video. In our case, our about us page video is the same introductory
video we use on our YouTube channel.

On your about page, share a bit about you and your business, and the big problem you solve. As an
example, our big problem is the high and largely avoidable rate of failure in small and medium sized
businesses, and explains what we’re doing to help change that outcome for as many businesses as
possible through The My Future Business Show.

When creating your about page, provide a bit about your background for context, share the reason
for doing what you’re doing, and intentionally talk about the one big problem that you, your
business, and your podcast solves. Keep your messaging short and to the point, and no more than
one page.

Create an about page that leaves the reader with a positive, meaningful and impactful message that
motivates them to take action to solve the problem or pain they’re experiencing. Importantly, add a
button or text link to your offer page such that your ideal prospect can take the next step towards
buying from you. In our case, that button links the visitor to our interview application page where they
can book an interview on our show.
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Customer feedback about your products and services helps strangers, who are your potential
customers, make a decision as to whether or not to buy from your business. As such, be sure to
introduce a testimonials page to share feedback received from your existing customers. In our case,
we use it to share testimonials from previous guests on The My Future Business Show.

To automate our testimonials collection process, we use a Thrive Themes plugin called Ovation. Even
more recently, we decided to add another page to our website for video testimonials, which we use a
service called Dubb to gather video testimonials. Video has proven to be another very effective media
for gathering testimonials from people who are comfortable with sharing their feedback using video.

We have more than two hundred written testimonials, and a fast-growing list of video reviews. We
have created two different pages for each type of testimonial as they use different formats that don’t
really work well together on the same page. In any event, consider capturing both written and video
reviews as they both give your business and show more credibility. 
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Some visitors will need answers before they take that next step in your buyer’s journey. In our case,
before booking an interview on The My Future Business Show. This is where a contact page becomes a
vitally important first touch for many of your potential customers. For our contact page we embed a
contact form created using a form plugin from a company called Fluent Forms.

When creating your contact form, configure it to capture answers to questions you typically get asked
about each of your products and services. Think about all of the different questions that you will likely
receive, or are already receiving, and add them as a drop-down element on your contact form.
Additionally, by using Fluent Forms, you can configure your responses to either redirect the visitor to
your frequently asked questions page, or email them the link to further information about your
business or show.

When setting up your contact form, include fields to capture the visitors first name and email address,
and provide a simple text area element where your visitor can add more details about their specific
question.
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Amongst other things, visitors are there to listen to your latest show. So, it’s in your interest to make it
as easy as possible for visitors to find your latest podcast content. To do this, create a dedicated
podcast page.

We use Thrive Architect as our page builder, which amongst other things, gives us the ability to create
tables of any size to display previous interview posts. We’ve set up our previous interviews table as
three columns by four rows. Keeping it this size helps make it easy for visitors to get a snapshot of our
latest interview content, and reduces the time it takes to load the page. To make it easy to find your
show content, consider adding a search bar at the top of the page.

My Future Business interview posts are at the core of our business. So, when we create an interview
post, we are focused on efficiency and promoting our guest’s interview. To save time, we use a Thrive
Themes post template that we created once, saved and use over and over again. Initially, this
template took some time to create because it had a number of formatting items to add including H1
tags for the interview title, along with H2 tags for body text, along with buttons and other
embeddable features, but in the long run, the template has saved hundreds of hours of work having to
recreate this same page every time we add a new interview post. Thus, I recommend that you create
your own dedicated post and page templates to save time. Invest time now to save time later.

To encourage visitors to book an interview on your show, always provide a link back to your
application form on this page to make it easy to apply. With that in mind, I've added a clickable
ribbon inviting visitors to book their interview which redirects them to our frequently asked questions
page, then onto our application form.
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If you're show is available on other websites, then on the previous interviews page, link out to those
websites using clickable images or clickable text links to those sites. In our case, we link to TuneIn,
Apple Podcasts, Google Podcasts and Stitcher.

We've also added a link to join The My Future Business Show affiliate program on this page. When
someone applies to promote The My Future Business Show, and someone confirms their interview
through the affiliates link, the affiliate receives a percentage of the booking fee.

Below the affiliate link, I've added a paragraph about myself, which acts like a mini about me page. If
a visitor lands on this page first, they will see information about who I am, what led me to be where I
am today, along with a link inviting them to book their spot on the show.

Nearing the bottom of the page, I’ve embedded a Powerpress by Blubrry podcast snippet as it gives
visitors an easy way to subscribe to the show via Apple Podcast, Google Podcast, TuneIn, Android,
Stitcher, Blubrry, by email and RSS. I also like to promote the show by using social share buttons
which are also located at the bottom of the page.

Over time, you will build a library of podcast episodes, and your visitors will need an easy way to
find the episodes they’re looking for. For this purpose, not only have we added a search bar at the top
of the page, we’ve also embedded bCast’s all episode’s feature, which visitors can scroll through to
find the episode they’re interested in.
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If visitors to your site don’t know what products and services exist, they cannot buy them. So, be sure
to add all of your core products and services to your website, and showcase them on your shop page
to encourage sales.

As an affiliate marketer and information product creator, I’ve experienced a high level of success
through these channels, and I’ve been able to generate additional revenue that is reinvested into the
business. Now, I’m not suggesting that you have to create information products or become an affiliate
to someone else’s products, however, there are opportunities to create additional revenue streams as
an affiliate or product creator.

134 of 234
--



Website Elements

WEBSITE PAGES - COMMUNITY PAGE

The only menu page that redirects to an external site is our community site link. This link takes visitors
to our dedicated community platform where they can sign up for free to gain access to a community
of likeminded professionals. The My Future Business Show offers a way for our community to stay
connected. This happens external to Facebook groups and pages, and is hosted on our own
dedicated community platform.

Our community can access this site free of charge, and ask question from either My Future Business
directly, or they can interact with each other to seek answers. In another section of this book, I talk
about giving your community, or tribe, a place to meet, connect and share insights and information.
Please refer to the section on tribes for more information on this vitally important ingredient that goes
into building your show.

The reason I support having your own community platform goes back to owning the racecourse and
building your own podcast tribe. Facebook, which is where a lot of people create groups, is not your
racecourse. If they decide to change their terms and conditions, and all of a sudden, they don’t like
your content, then in a moment it can be shut down. This is critically important to remember, because it
can, and has happened.
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Last on the menu is your frequently asked questions page [FAQ]. An FAQ page is an effective way to
help visitors find answers to their most common questions without your personal help. FAQ pages help
build trust with your audience, and they’re a proactive way to reduce the likelihood of customer
complaints. We use an FAQ page to provide specific information about The My Future Business Show,
and to provide information on the application process, audience reach, policies and pricing
information.

When you find yourself answering the same questions over and over again, then it’s time to create a
frequently asked questions page. An effective way to work out what FAQ pages to create, is to listen
to your audience. When they ask questions, make sure to keep notes about the questions they ask you,
and add these questions and corresponding answers to your FAQ page.

FAQ pages can be used to answer questions about anything inside your business including questions
about your podcast, and your products and your services, and can be used to reduce purchasing
friction by providing clarity around terms and conditions and the buying process.

One of the most attractive benefits of FAQ pages is how they can be used to promote self-service and
reduce the time we spent on support answering ticket questions. Even the most basic of FAQ pages
can save hours of time otherwise spent responding to questions.
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Not only do we use FAQ pages to provide information about The My Future Business Show, we also
use them to provide details about all of our other products, services and processes. We will update
our FAQ pages when there is a need to provide additional information on any topic that will
ultimately streamline our internal workflows.

An important part about FAQ pages, is to make sure they are easy to find. Accordingly, make sure to
add a link to your FAQ pages in the main menu, as well as in your page footer. Another way to help
people find answers themselves, is to add the relevant FAQ link inside a reply email along with
instructions on how to use the FAQ.

Your FAQ page prompts the guest to think about their recording environment, the equipment they use,
and outlines the entire process so they know exactly what is going to happen leading up to, during
and after their interview. Creating a dedicated FAQ page takes some time to setup, but once it’s done,
you will save a lot of time typing out the same thing over and over for each new guest.

In the opening section of your FAQ page, you can share information about who the show is for, for
example, start-up entrepreneurs, small business owners and book authors. In the next section of your
FAQ page, you can provide details about the objectives with the show, which in Kelly’s case, is to get
help her audience find premium pet products that last.

Your FAQ page is also where the reader finds out more about the interview process, including how the
interview is done in a relaxed, non-threatening environment to bring out their best content. Whatever
is relevant for your show, you would add it, and as a ‘living document’, you would update your FAQ
page as processes change.
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In this section, you will be introduced to website policies. By the end of this section, you will know
what policies are, what they are used for, and you will be able to create, or arrange for the creation,
of policies that relate to your podcast website.

Please note, as I’m not a legal professional, where necessary, please seek input from a qualified legal
professional to help create policies appropriate to your specific needs.

Although policies are found throughout your business, in this section, we’re focusing on policies that
relate to your website and its users. At the opening of this section, I talked about how external
platforms write, control and enforce their own policies. In a similar way, I recommend that you have
your own set of policies that set expectations for all visitors to your site.

Policies show the ‘why’ behind certain actions and act as guidelines, rules and directions. They reflect
the principles and broad intention of your show and wider business, and give it a clear direction.
Policy documents outline your purpose, describe what you are trying to achieve, and are an effective
way to measure compliance.

One of the things I see people doing is copying and pasting generic policy templates into their
website. This is a formula for failure as oftentimes those generic policy documents do not address the
specific policy requirements that are unique to how your business operates, and they don’t provide
specific guidance to address issues as they arise. By all means, look at policy templates, but tailor
them to meet the specific needs of your podcast website.
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My Future Business has relevant policies that guide all aspects of our day-to-day operations. They
have proven invaluable as they remove bottlenecks and provide clarity, certainty and compliance. In
addition to that, each policy document encourages and supports decision making without my
personal involvement.

Having policy documents won’t make any difference unless they are understood and adhered to by
everyone in your business. So, if you’re going to go to the effort of creating policy documents, then
make sure to involve affected team members required to adhere to those policies such that they can
contribute to their creation.

Everything My Future Business does is supported by a relevant policy document that guides the day-
to-day operations of the business. As an example, My Future Business has a terms and conditions
policy which sets out the terms, conditions and requirements relating to the use of our website content
and all of our products and services. Our terms and conditions policy outlines the types of content a
user will find on the website, and communicates the conditions that come with accessing our website
content.

We also have a policy that demonstrates our commitment to user privacy. This policy is a statement
that explains in simple language how we handle personal information. Our privacy policy also
explains the type of personal information that we collect and store, the reasons why we collect this
information, and describes how we use and disclose personal information. To help users contact us,
our privacy policy shows our business name, my name as the business owner, and our contact details
including support email address. We provide this information so users can update, change or request
removal of their personal information, and as a way to lodge a complaint if the user believes we have
mishandled their information.
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As the My Future Business Show has a global audience, we needed to consider our European
obligations. This meant reviewing our compliance to GDPR legislation. GDPR is a law passed by the
European Union that addresses data privacy and security. This law applies to any organization
anywhere that targets and collects data related to people located in the European Union.

We also have an earnings disclaimer policy. In this policy document, we inform the user that the
information provided on our site is for information purposes only, and that users should not take any
action based on the information provided, and to do their due diligence including obtaining legal
advice before making any decisions or taking any action based on the information provided or
accessed on our website.

As we offer paid products and services, My Future Business has a well-defined refund policy. As a
business selling some sort of product or service, it is likely that you already have a refunds policy. Our
refund policy communicates the terms under which refunds or returns may be offered.
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Email spam is a problem for online end users. Accordingly, there are laws governing the use of email
for commercial marketing purposes. This law establishes very clear requirements and gives email
recipients the right to instruct you to stop emailing them altogether. With that in mind, My Future
Business has introduced very specific policy requirements for all email communication and sending of
marketing material to people on our email lists.

 Compliance with the email Can-Spam Act is about acting honestly and providing accurate
information that does not mislead or misrepresent the content inside a promotional email.
Accordingly, we’ve made sure that all of our promotional emails highlight that this type of email
contains advertising material. In addition, each email gives the end user the opportunity to opt-out of
any future email correspondence. Email opt-out is immediate and automatic.

Importantly, keep your policy documents relevant, up-to-date and easy-to-read. Once approved,
make your policy documents available on your website in an easy-to-find location. Additionally,
provide training to your team about their content, and your expectations as the business owner. Keep
records of the training provided, and review approved policy documents annually or when processes
change to make sure they remain current and relevant.
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In this section, you'll be introduced to Search Engine Optimization [SEO]. By the end of this section,
not only will you understand SEO basics, you will also know how to use SEO to improve search
engine results without spending any money on advertising.

‘SEO’ is short for Search Engine Optimization. SEO is used to increase the quality and quantity of
traffic [people] who visit your website. Done well, SEO will increase exposure to your brand through
organic search, i.e., non-paid searches by indexing your website on search engines such as Google. 

I’ve always been interested in ways to get people to my website without having to pay for traffic, and
one of the ways I’ve found to do that successfully is by optimizing my site for search. This is called
search engine optimization, or SEO. SEO helps rank your website as high as possible in the search
engines, and part of the process is to build a fast, high-quality, well-structured podcast website that
Google’s search algorithm can see and is attracted to.

On-page SEO is all to do with what’s on your website. How you design and build your website has a
direct impact on your ability to rank in the search engines. With on-page SEO, you have much more
control over what happens. You have the ability to control the type and quality of the content you add
to your site, and you have control over all of the technical elements. Everything that happens on your
website requires coding, and having good quality coding also impacts your ability to rank in the
search engines, and this is another reason I recommend WordPress because it’s SEO friendly. Off-
page SEO, on the other hand, is where your goal is to get more people to provide links back to your
website. The more high-quality and relevant links you get linking back to your website, the more likely
your website will rank higher in the search engines. 
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Now, here’s why focusing on building an amazing podcast website should be a priority. You don’t
want to have a low-quality website with content no-one wants to know about. So, as part of your off-
page SEO strategy, to give yourself the best chance of having people link to your website, you must
create the highest quality content and every part of your website must be working; meaning no
broken links, missing images, poor spelling and so on. Your website must deliver an exceptional end
user experience, and content should be easy to find.

Google offers a powerful suite of tools that you should take advantage of when building your podcast
website. As soon as your website goes live, Google will start indexing your content. In turn when
people search for content in your niche, your name and the name of your podcast, then it is likely that
Google search engine results will return your website, your podcast name and your name as the host.
Without your own podcast website, it makes it more challenging for you to take advantage of
Google’s indexing and search engine results algorithm.

If you already have a website, then you might already have an SEO strategy. If not, and you plan to
create your website to promote your show and your products and services, and you want people to
find it when searching on the internet, then SEO is going to play an important part in helping people
find your website organically.
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Early on, I knew very little about SEO, and I spent hours consuming everything I could find. Based on
what I learnt, I decided to buy a tool called Yoast SEO plugin. I installed it, and started using it in the
hope of ranking for keywords related to my business. At the time, although I understood the value of
the plugin, and how SEO could help my business attract organic traffic, I couldn’t justify the ongoing
cost. So, I cancelled it and started looking around for other SEO plugin options.

After trialling a few different SEO plugins, I found one called ‘The SEO Framework’ which is a
WordPress plugin that automates much of my SEO work. This plugin does not have any
advertisements, no branding and does what it says it will do. Importantly, The SEO Framework uses
‘white hat’ SEO that comply with Google’s guidelines. Importantly, The SEO Framework plugin
doesn’t slow down my website, and is much faster than other SEO plugins that I’ve used because it
doesn’t perform any unnecessary queries or hog database resources.

The SEO Framework plugin also creates meta tags gathered from your WordPress website. In terms of
SEO attack protection, it only indexes the best versions of your WordPress pages, and its free version
delivers great results. Their paid version is well worth the investment if you are looking for additional
functionality.

SEO still works today because Google still indexes your website and ranks your site based on the
search terms and keywords you use to highlight different topics. Although there are other ways to
measure SEO performance, a good place to start is with Google Analytics. Google Analytics shows
you a lot of data including the number of unique visitors to your website.
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SEO is a long-term strategy that can result in more visibility and revenue. To achieve results with SEO,
be prepared to make optimizing for SEO a part of your daily podcast operations. You don’t need to
be an expert at SEO to get started. All that is needed, is a basic understanding of SEO principles, and
The SEO Framework plugin to start using SEO on your WordPress website.

Another amazing way to attract organic traffic to your show, is to use the power of YouTube. Once
you have converted your audio content into videos, added transcription, and then uploaded them to
the platform, you can then further optimize your content keywords using software called Tube Buddy
to increase your organic reach via YouTube.

Yet another way to increase your organic search traffic is to add transcripts of interviews that you have
given, or transcripts from the content you talk about on your show. For transcriptions, I use a company
called Happy Scribe, which is very accurate and can even separate your voice from your guest’s
voice. When you have the transcript, make sure to check it before uploading it to your website, your
YouTube channel and anywhere else you distribute your show. Where possible, make sure to optimize
your heading and sub-heading for search using H1 and H2 tags, which you will find in your editor.
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So, let’s assume that you’ve built your podcast website, but no one comes. Why is that? Well, as it
applies to SEO, for your website to be seen by search engines that help real people find what they’re
looking for, first the likes of Google need to index then rank your website's content.

Google’s role is to help its users find the best results to their questions or queries. Accordingly, for your
website to have a chance of being ranked high enough to be seen on page one of the user’s search
results, your content has to be relevant and high-quality.

The starting point of having your site indexed and ranked, is to create a sitemap, and then provide it
to Google for indexing using either their Sitemap report feature or ping tool. Indexing is a necessary
step for your website to be seen in the search engines. Google needs to know that you have content to
share, and for it to know what pages to show, it needs to index them. Indexing is the process of
adding your pages and posts to their vast library of indexed pages, so people can find answers to
their questions easier and faster.

There are two types of WordPress sitemaps, dynamic and static. Dynamic are made for people like
me who don’t know much about sitemaps and don’t have much time to maintain sitemaps. The other is
a static sitemap which does not automatically index your posts and pages, and needs to be manually
updated as you add more content to your website. If you have the time, then you can use this option,
and then once created using an XML-Sitemap generator, you download it in .xml format, then upload
it to your website’s root directory. To do this, download FileZilla then log into your website directory
using File Transfer Protocol [FTP], then find and click on your site’s root directory, and upload your
static .xml sitemap.
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If you have an existing WordPress website, you can find the XML sitemap that WordPress creates. To
find it, all you do is add some additional information at the end of your domain URL called a ‘slug’.
This slug usually is sitemap.xml/. As an example, if your website is yourwebsite.com, it becomes
yourwebsite.com/sitemap.xml/.

You should have both an XML and HTML sitemap for your WordPress website for the reasons I’ve
mentioned. For the inexperienced, this can seem like a daunting task, however, in reality, there are
WordPress plugins that make creating your sitemaps very easy. One that comes to mind, is the
Google XML sitemaps plugin.

To submit your XML sitemap to Google, you first need to verify that you own the website. When that’s
done, you will be able to find your website through the Google Search Console. Inside the Google
Search Console, navigate to Index and then sitemaps. Enter your WordPress sitemap URL and click
submit. Wait a few days, and Google will begin to index your site in their search engine.
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Up to this point, we’ve talked about the basics of SEO, and why it’s important for driving organic
search engine traffic to your podcast website. We’ve touched on indexing and sitemaps, and now it’s
time to introduce meta tags and meta descriptions.

So, what is the difference between a meta tag and a meta description? Well, meta tags are invisible
bits of code that provide information about your page to search engines and website visitors. These
tags make it easier for search engines to work out what your content is about, and therefore, are an
important part of your SEO strategy.

The primary difference between a meta tag you don’t see, and one that you can see on say a post, is
where they are located. For example, you put metatags in the <head> section of your WordPress
website. To check if a webpage contains meta tags, right click anywhere on the page and select ‘View
Page Source’. A new tab will open, and you will be able to see the metatag information for that page.

There a few different meta tags, including [Meta Keyword Attribute], which is a series of keywords
that are relevant to a page, [Title Tags], which are on-page text that you will see at the top of your
browser, [Meta Robots Attribute], which is how you tell search engines what to do with your pages,
for example, index/noindex and follow/nofollow. The [index/noindex] attribute helps search
engines decide whether or not to show your page in search results, where the [follow/nofollow]
attribute tells search engines what to do with links on your pages.
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 So, what do you do with all this information on meta tags? For one, make it a habit when creating
pages and posts to start using the Title Tag religiously as it alone can have a positive impact on your
position in search rankings. Also use descriptive tags to help people decide if they should visit your
site, and employ the meta description in a skilful way to promote your podcast, products or services.

Another tag that you need to consider, is the alt text tag. The reason for this is because image
optimisation is an important part of SEO simply because it’s another way to rank in search results
using images. Your images should be seen by search engines and site visitors, and alt text tags help
you do both these things. Not only can the visitor actually see what is written as they hover over an
image with an alt text tag, search engines can also read the text.

Your image alt text tags should contain your keywords, however, don’t overdo it. Keep your keyword
relevant and use it to accurately describe the visual content being displayed. This is a great
opportunity to further improve your SEO performance, but it must be done without stuffing unrelated
keywords where they don’t belong as this will harm your rankings and potentially ruin your visitor’s
experience.

Another tag I want to talk about is the canonical tag. This tag helps you prioritize which pages the
search engine should prioritize. An example of this is when we upload similar content onto Medium,
which is one of our distribution channels, and the content is identical. Medium gives you the
opportunity to add the canonical url to highlight that this content was originally published elsewhere,
and to prioritize that content over the content just uploaded to Medium.
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Last but certainly not least, are the header tags [h1, h2, h3]. These tags are applied directly inside
your content and are tiered. This means that the higher up the page, the higher the tag number. For
example, if you have a heading, this will be tagged with h1. A sub-heading will be tagged with h2. I
don’t generally go beyond h2 as you can overdo these tags. Keep in mind that the reason you use
these tags, is to break up your content, and to help search engines understand your content structure.

In summary, make sure that all of your posts and pages have header tags, title tags and meta
descriptions. When creating posts, use The SEO Framework plugin which allows you to add meta
descriptions, and use H1 and H2 title tags every time to optimize for search. Add alt text tags to all
images you use on your website, and use robot meta tags to show search engines how to access your
content, and create a post template containing all of these items so you don’t have to recreate the
wheel every time you start a new post or page.
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In this section, you’ll be introduced to RSS feeds. By the end of this section, you’ll know how to create
your own RSS feed and use it to automatically distribute your latest podcast content to your audience.

You’ve done a lot of work to get your show up and running, and you have some amazing content to
share. For you to do this without pulling your hair out, you need a way to distribute it automatically
across your chosen distribution channels. This is where an RSS feed makes life so much easier.

As a podcaster, you create content for your audience, and many of them don’t want to miss out on
your latest updates. This is especially the case if your content is valuable, relevant, educational or
inspiring, and helps them improve their lives in some way. Spare time is not something that busy
people have lots of, and RSS feeds make sure they never have to visit your site to get your latest
updates. As soon as your latest interview or solo cast goes out, people who subscribed to your RSS
feed will see the update.

So, how does an RSS feed work? RSS, otherwise known as Really Simple Syndication, is an online
file that contains information about all of the content your website has published. Each time you
publish new content, say a podcast interview, metadata is added to a structured XML document
which includes details about that interview, including its name, a summary of the content, date of
publication and author. Once created, they’re automatically distributed to your chosen podcast
directories.

By default, WordPress creates an RSS Feed. Now, if you don’t want to have your own dedicated
podcast website, and prefer to use a dedicated podcast hosting service, like bCast, then they make it
easy by creating an RSS feed for you.
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The primary reason for having your own RSS feed is to make it easy for people to find your podcast.
Having one also makes it easy for you to submit your show to various podcast directories. Think Apple
Podcasts, Google Podcasts, Spotify, Stitcher, TuneIn, and others. As soon as you post new podcast
content, all of the podcast directories you’ve provided your RSS feed to will automatically update
with your new content and make it available to your audience.

Popular podcast directories are not the only way to subscribe to your RSS feed. For example, listeners
might use their email service to get RSS updates delivered straight to their inbox, where others will use
a dedicated feed reader such as ‘Feedly’ or ‘Feeder’ accessed on their Chrome browser. I use an RSS
feed to help distribute The My Future Business Show. To do this, I installed Blubrry’s Powerpress plugin
on our website to automatically distribute content to various podcast directories including Apple
Podcast, Google Podcast, Spotify, Stitcher and TuneIn. This plugin also offers short codes that we add
at the bottom of our post template, which makes our RSS link available to listeners so they can
subscribe directly from the post.

Another way we notify our audience when new content is available, is through RSS feed updates on
our home page. We do this with the help of a company called Gravitec. Just like any other RSS feed
reader, Gravitec will automatically update as new content goes live, and it will push notifications out
to subscribers as soon as a new post becomes available. The best part is that our listeners don’t have
to provide an email address to get those updates as Gravitec’s system does not need one. All we did
was add our RSS feed into their system, added a snippet of Gravitec code to our Google Tag
Manager account, and now all RSS feed updates are displayed automatically on our home page.

152 of 234
--



Website Elements

WEBSITE MAINTENANCE

In this section, you’ll be introduced to website maintenance. By the end of this section, you will have
an appreciation of the importance of maintaining your website, and you will know the most important
maintenance tasks to do regularly to keep your website running smoothly.

There are so many different parts that make up your WordPress website. There’s hosting, WordPress
core files, plugins and themes, let alone all of the content you add including images, text and video.
So, to maintain optimal website performance, you need to keep your website up to date, use
premium quality plugins and themes, and generally keep an eye on your website.

Part of maintaining your site includes introducing a maintenance schedule to help make sure that your
site is running smoothly. Keep in mind, that as your website becomes popular, and you start attracting
more and more visitors, you should increase your maintenance cycle.

SiteGround have the ability to automatically update your website plugins and themes. However, this
can be problematic if there is a problem and they don’t fix it. So, make it a rule to make the changes
yourself, and to observe the outcomes of any changes you make to ensure you don’t ‘break’ your site.

Part of your website maintenance process should include visibly checking your website, on both
desktop and mobile, changing your passwords, backing up your site, removing spam comments,
testing all of your embedded forms, optimizing your WordPress database, running a performance
test, finding a deleting error 404 pages, fixing broken links, optimizing your website for SEO with an
SEO audit, optimizing all images, and reviewing your WordPress security logs.
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When making changes to your site, be it updating plugins, making design changes, or whatever it
happens to be, it’s good practice to use a staging website to avoid any issues being experienced on
your live site. If your website host doesn’t provide a website staging service, then the next best thing is
to put your site into maintenance mode.

In this way, any issues that occur won’t be seen by visitors to your site. SiteGround offers a staging
environment where you can make changes and test them before they go live, and to hide your website
altogether, install a Maintenance Mode plugin which you can find on the WordPress plugin
repository.

If you’re a one-person business, then maintenance is probably something you do personally.
However, if you have access to additional resources, and you can get someone else to do this work,
then get them to manage site security, maintenance and updates, so you can focus on building your
business.
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The purpose of this section is to introduce you to WordPress website security. By the end of this section,
you will have a better understand of the things you can do to proactively improve website security
and reduce the risk of a damaging website security breach.

As website security is a comprehensive topic, and I’m not a website security expert, this section will
introduce the basics of website security that you can refer to as you plan, build and maintain your
podcast website. Instead of adding pages and pages of security jargon that would add little value, I
decided to talk about some of the more obvious security topics, and encourage you to connect with
professional service providers who work on WordPress security issues every day.

In basic terms, website security is the sum of all the controls you put in place that help protect your
business, your customers and your website from cyberattack. To make it as easy as possible for you to
manage this side of your business, and prevent hacks and attacks, I recommend hiring professionals
like Securi, who will be in the background working to keep your website secure.

Unfortunately, your website will be under attack almost all the time, be it from malicious bots or
people who seek to cause you harm by accessing and even destroying your website. This is why it’s
critical to consider what security system you will use before you begin building your site; not after you
experience an attack.

Now, if you already have a website, then you might know what it’s like to be on the receiving end of
a malicious attack. Not only do you worry about what’s going to happen next, being hacked can
leave you stressed, frustrated and angry. You and your team go into overdrive to fix the breach, and
you don’t get much rest until it’s fixed.
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The last time I was involved with a breach, it was a public holiday. Malicious code was injected into
the website, and this code displayed a banner at the top of each page. When you clicked on the
banner, you were redirected away from the website, and you ended up on a totally different site that
our business has absolutely no association with.

Unfortunately, there’s no such thing as a perfectly secure website. If you have a website, then there are
always going to be security threats from someone or something trying to gain access to your website
files without your permission. Fortunately, there are many proactive steps you can take that will help
protect your site from threats.

Business owners accept that risk is a part of running their business. There’s compliance risk, financial
risk, reputation risk and operational risks, and now that you are building your own website, there’s
also website security risks. Like any other risk, website security risks need to be identified, assessed for
severity, and then suitable controls put in place to reduce the risk of a malicious attack.

Throughout this section I will make reference to various website security related terms you may not be
familiar with. For each term there will be a corresponding explanation to help clarify their meaning
and application, and further information may be provided.

Starting with ‘security posture’, what is it and why is it important? Your security posture is the result of
the security planning and controls you have put in place to protect your business from a cyberattack.
Your security posture includes the mechanisms you’ve introduced that help you identify vulnerabilities
and hacks, how you will respond when a hack occurs, how your business will recover from it, and
what you do to reduce the likelihood of the hack happening again in the future.
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Now, what happens if you’re doing all of the security planning on your own, and you have no idea
where to start? Although there are some basic things you can do to help protect your website from
being hacked, there are many complex security vulnerabilities that require help from someone who
deals with technical website security.

Fortunately, there are skilled security contractors available to help you work out what you need to
do to protect your website. I won’t specify who you should talk to, however, a quick search will
reveal a list of skilled website security contractors who know what your site needs and are keen to
help. For this purpose, we use Securi.

If you are thinking about managing website security yourself, because after all, WordPress is so
easy to set up, then ask yourself, what do you know about technical website security? Do you know
what to do if your website is hacked, and could you fix the problem yourself? If you know nothing
about technical website security, do you have the time to learn? Are you interested in spending
months if not years learning and keeping up to date with the steady stream of new vulnerabilities
and fixing them?

Personally, I’d rather not spend time doing something I know I’m not good at. So, if you’re not a
website security expert, then I’d say don’t your waste time, instead, consider outsourcing the
technical website security work to a security expert who loves this sort of work, is good at it, and
knows what they’re doing.

A quick search will reveal some of the more common website security providers including TopTal,
Securi, Wordfence and Codeable just to name a few. Alternatively, you could search ‘hire a
WordPress website security expert’ or ‘WordPress developers for hire’ and start doing your
research to find someone suitable for your business
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When you’ve finished researching, and you know as much as you can about the security experts work
history and performance, then you can formally contract them to manage your website’s security.
Once the terms of the contract are agreed, including scope, timeline, deliverables and cost, then the
work can begin. Your security contractor will first undertake a security analysis to help them fully
understand your current situation, and the situation of your website. The contractor will know exactly
what to look for and where to look for vulnerabilities.

Once the analysis is complete, the security expert should report back to you with a list of potential
and actual vulnerabilities that need to be addressed. The report should contain information and
suggestions about security responsibilities, hosting options, file permissions, passwords, firewalls,
themes and plugins and vulnerabilities found on hosting servers, networks and local computers, along
with any other relevant security risks they have identified.

If you don’t fully understand what the security contractor tells you in their report, don’t worry, I didn’t
either. All you need to know is that they are contracted to help you reduce the number of ways that
someone or something can gain access to your website and attack it. Leave the technical details up to
them, this is why you hired them.

Beyond the high-level technical website security work, there are things you and your team can
manage internally to maintain and improve the security of your website. In fact, we ended up creating
our own security checklist that highlights all of the lower-level activities that we can do ourselves.
Every month we systematically work through the checklist to make sure we are doing everything we
can to stay protected.
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Amongst other things, our security checklist prompts us to review our current theme and plugins,
change passwords, make sure files and folders are successfully backed up, and to completely remove
obsolete plugins and folders altogether. We completely remove unused plugins and folders because
anything on your server that is not in use, can act as a door through which hackers can enter your
website and inject malicious code.

So, who is responsible for your website’s security? Is it you or your website host? Although your
website host has an important role to play by protecting the security of their hosting infrastructure on
which your website is hosted, you are ultimately responsible for the security of your website, not your
website host.

The next paragraph introduces PHP as it relates to website security. What is PHP and what version do
you need to be using on your website to reduce security risk? PHP is a language used on your website
hosting server, and it’s the core language used in many websites including WordPress websites. If
you’re using an outdated version of PHP, your website can be exposed to security vulnerabilities.
Oftentimes these risks exist simply because the version of PHP is no longer supported and not
receiving security updates. By using the latest PHP version, not only do you improve site security, you
also benefit from all of the bug fixes and efficiency improvements.

To check which PHP version your website is using, inside the WordPress admin area you will see a
message about which version of PHP you are using. If you are using an out-of-date version,
WordPress will prompt you to upgrade to the latest stable version. Before updating to the latest PHP
version, make sure you have backed up your website.
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Now, although technically, SSL and website security are different topics, I want to briefly talk about
SSL certification. Having an SSL certificate installed for your website helps protect sensitive
information that is transferring between your website and your host server. Aside from encrypting this
information, another good reason for using SSL on your site is because Google and other browsers
now identify websites that don’t have an SSL certificate as ‘Not Secure’, which is never good for
business.

An SSL certificate is a digital file containing information that authenticates your website, and in turn,
enables an encrypted connection. SSL certificates encrypt all traffic that goes through your website,
including sensitive information like personal details, login details and credit card numbers. You can
check if a website has a valid SSL certificate by clicking on the padlock icon you see in the browser
address bar for the website you are visiting. When you click on the padlock icon, a popup message
will show details about the website’s connection status.

In the past, SSL certificates used to be costly and a pain to install on your website. Today, most
hosting companies provide SSL certificates as part of their hosting plans and you don’t have to do
anything to set them up. If your website host does not provide an SSL certificate with your website
hosting plan, consider moving to one that does.

You also need to optimize your login page to prevent brute force attacks. Brute force attacks are a
simple way for attackers to gain access to your website. The process involves trying usernames and
password combinations over and over again until they find the right combination. The best way to
avoid a brute force attack is to create a long unique user name and password with special characters.
As an example, avoid using ‘admin’ as a user name and a password like ‘qwerty1234’.
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To further protect your website from brute force attacks, you can also restrict the number of login
attempts, and you might choose to install a plugin that completely hides your standard WordPress
login URL, and replaces it with a unique administrator login URL that only you have access to.

In addition to that, another way to harden your website security, and stop malicious bots from
accessing your website through your login page, is by using Google’s ReCAPTCHA. I use the
ReCAPTCHA ‘I’m not a robot’ checkbox on my website which is coupled with our hidden admin login
page. I like ReCAPTCHA because it requires you to prove that you are a human and not a nasty bot,
before letting you into your website’s admin area.

To avoid password breaches, make sure you use a strong and unique password for your hosting
control panel access, your WordPress admin account, your FTP accounts, MYSQL database that runs
your WordPress website, and for all of your email accounts used for WordPress admin and hosting
account access. To further improve website security, you can also deny access to your WordPress wp-
config file which contains your website login credentials. You do this by adding a line of code into
your wp-config file.

Another step is to set up two-factor authentication such as a Google Authenticator. With this
authenticator, hackers will not be able to access your website unless they have a time-controlled
random security code that is provided by Google Authenticator. Additionally, because you are
linking your website with your personal mobile device, you will be the only person with access to
retrieve the unique code to login. This code changes every minute or so to maintain security.
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Additionally, get into the habit of maintaining and updating your WordPress core files and plugins.
The reason this is so important is because each update fixes bugs and security vulnerabilities. Now, if
you are scared to update your website because you think it will break, then make sure to create a
complete back up of your site before you hit the update button, and use a staging website that helps
you test your updates safely on a test site before going live.

Using free themes and plugins come with additional risk. They can compromise your website and be
used to reveal sensitive information. Although there are some great free plugins out there, where
possible, pay for and use premium plugins that are supported and maintained, and you can contact if
you have any questions. If you have plugins that you don’t use anymore, instead of deactivating them,
delete them from your website plugins list and website hosting server altogether.

Now, although not strictly to do with your website, in terms of your local computer, do you use
antivirus software? The reason this is important is that it helps to further protect your computer from
spyware, malware, viruses, trojans, spam, phishing attacks, and other online cyber threats. Although
I’m not going to specify which antivirus software you should use, what I will say, is don’t buy the first
security solution you find. Instead, do your research. As part of your decision-making process, make
sure that the security software you choose is supported, regularly maintained, and that you can
contact their support if you need help.

162 of 234
--



STEPS TO FOLLOW
Step 6 of 9

--



Steps To Follow

Welcome to Step 6 of 9 - Steps To Follow. 

Step 6 lives inside the production phase of the program and outlines all of the steps you need to
connect and engage with your target audience, create high-quality content and provide top tier
support. The production phase is not only where you get to put your skills to the test, it’s also an
opportunity to standardize the way in which you go about making your podcast come to life, whilst
saving time and making your show stand out from the competition.

Do this right, and your audience, guests and fellow panelists, if you have them, will comment on how
well you’ve designed your show. This is the ultimate position to be in as it validates all of the hard
work and investments you’ve made to get your podcast to where it is. This system will save you time,
remove most, if not all, of the manual processes usually found in podcasting, and will naturally move
your target customer towards a buying decision.

In this part of the book, it’s time to reveal the steps behind creating regular content for your show and
connecting with your target audience. The good news is that the production process behind every
podcast episode you ever create is the same. So, in this section, we’ll talk about the format of your
show, identify specific steps, standardize them, and then you can implement the same process each
time you record new content. We’ll also cover the process behind connecting with prospective guests,
and spend some time talking about the assessment process, communication steps, and the interview
process itself.
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So, what’s actually involved in the interview process from start to finish? Well, earlier you began by
finding out who your audience was, and where they were online. At that point, you would make
contact by whatever means necessary, which may have been in person, via a website, or through a
referral. From there, you would invite them to your website, and if they showed some interest and
requested further information about your show, you would send the prospective guest some further
information, either in an email, or by providing a link to your FAQ page to highlight the benefits of
appearing on your show.

From there, when a prospective guest decides that appearing on your show is a good idea, they
would send you a completed application form. You then assess their information for alignment with
your show, and you make a decision as to whether or not they are a good fit to be your guest. Good
fit or not, the applicant receives a follow up email notifying them of their application status. Yes,
you’re a good fit, or no, you’re not a good fit and we won’t be going forward with an interview.

Successful applicants are sent an email containing a link to your booking’s confirmation page, where
they choose a date and time for their interview. The applicant will provide some more details about
themselves and their business, book or venture, and then they will choose a date and time for their
call. On the day of their interview, they will receive reminders via email and SMS message, if you use
a booking system with that feature.
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Now, as the host, your interview experience is much different than your guests. You have a lot to think
about leading up to, during and after the interview. For you, there are three parts to producing a
podcast episode. Recording the interview, editing it, and finally, distribution, which we’ll talk about in
more detail later in the book.

In my case, recording an interview takes approximately thirty minutes, and editing that same video
used to take approximately three hours. Distributing the video once it’s rendered, takes around thirty-
minutes, which includes sharing it on various social platforms and sending out an email to my list to let
them know a new interview is available online.

Knowing how long it takes you to record, edit and distribute each interview is key to reducing the time
it takes to produce it. You need to set a benchmark from which you can refine your processes with the
goal being to save time. When you frequently interview people, the more time you can save the better
it is for you and your team.

Before you can record an interview, you need to find and then attract guests, which I talked about in
part 2 Know Your Customer. Fortunately, due to podcasting’s increasing popularity, finding people to
interview is relatively easy. You can find guests on dedicated podcast guest websites where they
register, pay a fee, and then you pick and choose from the available pool of talent. As the podcaster,
you generally don’t pay a fee to access people looking to be interviewed.

Another way to connect with guests is when you find and approach them directly. People you
approach may represent a manufacturer or supplier to your business, and they may also be your
target customers. When you connect, you start communicating with them through whatever means is
appropriate. It might be via email or by having an actual conversation.
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Although this book focuses on the interview format, if interviews are not your thing, you have other
options available to you that will bring out the best in your business. So, which type of show will suit
your needs? 

Let's start by talking about the panel-of-experts type show. If you have access to people that you can
call on to chat about relevant topics on your show, then it might be an option for you to start a panel-
based show. This is a type of podcast where you invite other people, let’s call them subject matter
experts, to talk with you in a ‘studio’ setting, where they share their knowledge and experience. Note
that if you decide to create this type of show, you will need to purchase more equipment up front, and
this pushes up the price to get started. Although the start-up cost of a panel of expert's type show can
be costly, if your business has the budget, and the format suits your business needs and brings out the
best content, then go with this format.

Alternatively, you might decide to start off as a solo-caster to test out that format first. This is where
you are the only one involved in the show. You are the host and subject matter expert, and you may
be the only person involved in the production of your show. Personally, I would start off with the solo-
cast format, see if it works for you, and if not, you can always switch to a different show format later
on, such as the interview format that I take about later in this section.

If you’re a solopreneur, and a busy one at that, a question that you should ask yourself if you intend
to create content on your own, is how much of the work can you actually produce, and still run your
business effectively? There’s a lot of time and effort that will need to go into regularly creating new
content, so take some time to work out what will work best for your business. Regardless of the format
you choose, you are in control of what happens, and you can change your format. However, doing
so takes additional time and effort, and unless you train your audience to expect this type of
variation, they may become confused.
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If you’re running a business on your own, and you decide to do all the production, editing and
distribution work yourself, then progress will be measurably slower than if you had the resources
around you to fulfil these tasks. The key here is not to be the person who does all of the work. This may
be a poor use of your skills and time, and much of the podcast production can be done by someone
else. So, take the time to work out which type of show best suits your needs, and get the help you
need up front.

If you don’t have the financial capacity to hire someone to help out on a full-time basis, outsourcing
parts of the production is a cost-effective option. With any person you hire to help produce your show,
there will be an onboarding period. They won’t know what you expect straight away, so during this
time, you will need to spend time making sure they understand their tasks and know exactly what you
expect of them.

When The My Future Business Show started, it was a solo effort. Fast forward to today, I’ve hired a
couple of people to help create, edit and distribute the show. The show is an interview-based podcast
that interviews founders, CEO’s and subject matter experts. With that in mind, I’ll be taking you
through the exact processes we use leading up to, during and after an interview. This includes
contacting potential guests, communicating, gathering guest information, booking and scheduling
interviews, and post-interview production.

There’s a lot of work that goes into this phase, but I want you to remember that once you have
established your production system, and you’ve used it half a dozen times, then the time it takes you
to produce an episode drops significantly. You will uncover opportunities to further improve your
processes each time you go through the production process, and each of these improvements should
be documented to make sure you follow the same processes each time. The more you do it, the better
you’ll get at it, and the more time you’ll save.
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So, how often should you create content for your show? Although the frequency you set is partly
dependent on your available time and resources, whatever episode frequency you go with, the most
important part of it is to be consistent and to actually deliver content at that frequency. In the early
episodes, set the expectation for your audience by sharing how often you will post new content. This
will have the effect of training them to get used to receiving content at that frequency. Keep in mind
that your audience will come to expect content when you said you’d deliver it, so only commit to what
you know you can achieve.

Kelly’s Pet Products Show has committed to new content every fortnight. Unlike many podcasts, Kelly
does not run her show based on seasons. To set expectations, Kelly shares her production frequency
with her audience via her website and social media. This approach helps maintain a healthy
expectation, and those who are involved in the production process know exactly what’s expected of
them.

Sometimes, Kelly produces multiple episodes a week, and other weeks, she produces only one. All in
all, she has geared her production in a way that she can manage, and this reduces the pressure to
produce. It also allows her production team to focus on other work. Regardless of the frequency you
set, you’re in control of how frequently new content comes out. So, do what works in with the needs of
your core business.

If you struggle to decide on the frequency for your podcast, start by writing down a list of people you
want to interview, along with the products, services and topics you want to share on your show. In a
column next to that information, prioritize who or what you want to talk about, and consider if you
have the time and resources to create and deliver that content in the time you have available. If you
don’t have the resources to help you edit and distribute your content, then you will need to cap the
amount of content you produce each month.
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Application Process

With everything that needs to be managed in an interview-based show, it’s important to set up an
application process that makes working with guests and running your show as easy as possible.

Thus, part of your system will be to introduce a mandatory guest information form that is filled in by
everyone who you plan to have on your show. Having a standard way to quickly process prospective
guest information becomes increasingly important as your show gains popularity, and you begin
receiving a steady stream of interested contributors.

I used to find organizing interviews to be a painful process. I was doing everything manually, and
there were literally dozens of emails going backwards and forwards trying to decide topics, dates
and times. There were time zone challenges, and there was just no easy way to get everything done.

Up to that point, I’d never really focused on building a system to automate the interview bookings
process. So, after I did some research, I found that many of the top podcasters in various niches, all
had an automated application process. To learn how they were doing it, I applied to several of them
with the goal being to see how their application process actually worked. This was time well spent.
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I learnt that to make the interview application process as easy as possible, I needed to have an online
form that was mandatory for all guests to complete and submit. The form asks for answers to common
questions, and it captures first name, email address, topic of discussion, and the guest’s website
address.

Further to that, it has a text box where additional feedback could be provided by the applicant. With
this information, I was able to put together an interview outline that matched the upcoming interview
topic, and I was able to add additional questions that aligned with my guest’s background to give
more body to the interview.

Your interview application process must be mandatory for guests who book themselves directly, and
for agents that book on their guests’ behalf. The guest information form must be completed, reviewed
and approved before accepting their application. To capture guest information, including their name,
email, website and chosen interview topic, I use software called Fluent Forms.

On your guest information form, you can add some cursory information at the top of the form about
who listens in to your show, where your audience is located, how long your show has been online,
and even the number of downloads you typically get within a week. You can also use your form to
share relevant information about your business that may be of interest to your guest, along with a
prompt to ask you for more information about your products and services when you catch up for the
interview.

Kelly introduced the very same application system which required each guest to fill in an online
application form. When the guest submitted the completed form, they would then be redirected to her
Book Like a Boss scheduling calendar page. This is the same booking software that My Future Business
uses because it’s reliable, offers guests times in their local time zone, and it integrates with the likes of
Zoom, Google Meet, and others.
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Book Like a Boss not only looks professional, you can set up your own unique domain to help with
branding, and it also allows you to send out SMS reminder messages to your guests which is a nice
touch that helps reduce interview no-shows. We’ve integrated our Book Like a Boss calendar directly
into our website thank you page, and we have a dedicated backup Book Like a Boss booking page
that we can use if our website experiences any technical issues.

  The key takeaway here, is to build a system that walks your guest through the entire interview
application process without your input. In addition to that, the more touch points you can add prior to
the interview, the better. For example, our very first touch point with a prospective guest is our FAQ
page, the next is our guest information form, then in our case, because we charge a fee for interviews,
the guest is redirected to our Thrive Cart checkout page straight after completing the guest information
form. Finally, the guest is redirected to our thank you page where they get to choose a date and time
for their interview.

Your booking sequence should trigger an email that confirms that someone has booked an interview.
When they complete the guest information form, the booking system should also send them a
confirmation email stating that you have received their initial application and booking information.
When a guest chooses a date and time for their call, the calendar system should also send them an
email confirming the date and time for the interview, two follow up emails that go out on the day of
the call, and in our case, there are two reminder SMS notifications that go out to both the guest and
myself as the host of the show.

One thing to avoid is interviewing people who do not meet your minimum equipment standards. To
avoid this, in one of your initial contact emails, make sure to send out a link to your equipment guide
page to help them prepare their environment and equipment as best as possible for their interview.
You can either create a separate equipment guide, or you can make it part of your interview FAQ
page, however, keep your instructions and requirements brief so as to not overwhelm your guest.
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In addition to providing equipment guidance, you also want to make contacting you as easy as
possible. You do this by setting up a simple contact page. When someone fills in your contact page
form, that you create using software like Fluent Forms, the automated email reply they receive
contains all of the frequently asked questions about your show. If you have a lot of information to
share, you could also include a link to your aforementioned FAQ page and equipment guide.

By standardizing and automating much of your guest application process, that all guests must go
through to confirm their spot on your show, not only will you have a reliable way to capture relevant
information about your prospective guest, you will also have a way to gather relevant information
that can be used to evaluate each applicant. If it turns out that they’re not a good fit for your show
based on the information they provide, then you have an opportunity to politely decline their
application via a reply email, which can be setup as a standard email template.
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So, how do you choose who will appear on your show? Firstly, take the time to assess each
application for alignment to your show, your business, and the topic they are interested in talking
about on your show. If you receive an application that does not fit in with your show or business, it's
okay to say no. For example, let's say that your show is about business and somebody wants to come
on and talk about sports, that would be a misalignment of your topics. In turn, when you reply, you
can use a standard response template that says something like “thank you for your interview
application, however, as your topic doesn't align with the goals of the show, on this occasion, we will
not be moving forward with your application. Thanks again for your interest”.

When reviewing applications, carefully inspect emails, and don’t open or click on suspicious links as
they may be spam or phishing links. Instead of clicking the link directly inside the email, type into your
browser the name of the person that is applying for an interview. In addition to that, set up a
verification step in your application process that forces the applicant to prove their identify before
being able to send their information to you.

When an applicant has submitted their guest information form, and has been approved for an
interview, they should be directed to your booking’s scheduler page. When your guest has chosen a
date and time for their interview, they should receive an email containing all of the details about their
interview, including a link to the to the Zoom meeting room, if you use Zoom, and a password to
access the meeting room on the day.

Your booking process must also offer an easy way for you or your guest to reschedule. This is yet
another reason that we use Book Like a Boss, as they embed a reschedule link inside each booking
confirmation email, which makes rescheduling a one-click process.
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As your show becomes more popular, you’re going to see an increase in the number of emails that
you receive from people who want to be a guest on your show. You’re also going to see more emails
coming in from those who have questions about your products and services. Thus, having a ticketing
system to respond will become incredibly important for both your sanity, and the satisfaction of your
audience, guests and customers. For this purpose, The My Future Business Show uses a ticket
management system called Live Agent, which has saved us countless hours because it standardizes
many of the replies we send out on a daily basis, and it allows us to have more than one person
responding to questions.

If you’re not keen to invest in a paid ticketing solution at this stage, you could start out using Outlook
or Gmail, or even a free ticketing system called Maian Support. Maian Support is PHP based
software that is comparable with many of the paid help desk software options. They do have a paid
commercial level that unlocks other features, but in reality, you’ll be fine with the free version, at least
for a while until your show grows.

With a dedicated ticketing system, you’re able to effectively and efficiently manage the influx of
enquires about your show. To save time, be sure to create a selection of standard email responses,
otherwise known as canned responses. Some examples of standard replies include a guest
information form email, an approval's email template, an unsuccessful application email template,
and there’s a template that outlines all the features and benefits of appearing on your show,
equipment guide, target audience, products and services and equipment information.
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As each show is different, you may or may not receive requests for guest interviews through booking
agents. A booking agent is somebody who works on behalf of a business owner who wants to be a
guest on your show. Booking agents can be a great source of high-quality guests, and they will
usually come prepared with everything you need to know about the proposed guest.

When communicating with a booking agent, most, if not all, of your interaction will be via email.
Accordingly, in your canned email responses, make sure that you provide enough relevant
information about your show including the features and benefits, distribution channels, audience
numbers, reach and other relevant information such as subscriber numbers. By setting up your booking
agent email template properly first time around, it won't need to be changed much in the future, thus,
saving you even more time by answering common questions up front.

One of the most important things I’ve learnt in working with agents, is to work in accordance with their
system. The reason is because they will have relationships with other booking agents who work
directly with the person who ends up being your guest. For example, in some cases, by circumventing
them, and talking directly with the guest after the show has been recorded, the booking agent loses
track of what is happening with the guest’s interview. This can be frustrating and causes unnecessary
friction. So, be sure to ask what their process requirements are before requesting the guests email and
communicating directly with guests supplied by the booking agent.

In your booking agent email template, communicate with agents in a way that encourages the agent
to forward the templated email that you have sent to them, to their client [your guest] for their review.
Your goal is to make sure that the booking agent gives their client the opportunity to make the decision
about appearing on the show. Provide enough information to outline all of the features and benefits of
appearing on your show, including things like where your show is distributed, audience size, reach,
subscriber numbers and whatever else is relevant for your show and business.
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To get the best podcasting results, you need to consider your recording environment. Now, this can be
a dedicated recording set up, or it can be a more mobile arrangement. Regardless, you need to
allocate enough time to prepare your recording space such that when it comes time to record, you
have good lighting, low noise, and a comfortable place to have a conversation.

The My Future Business Show is recorded in a room dedicated to podcasting. I’ve done as much as
possible to control the environment in terms of unwanted noise, audio quality, equipment selection,
seating and lighting. After recording more than five hundred interviews over the course of seven years
or so, I still make small changes to my recording environment and equipment to make sure it’s the best
it can possibly be. Now, this doesn’t mean you need to do this, in fact, once you’ve set up your
recording area, assuming it’s in a dedicated space, it’s unlikely that you’ll need to do too much more
to improve it.

The one thing I struggled with early on, was low quality audio. At the time, I didn’t know what I didn’t
know. So, I started to look at what other podcasters were doing to achieve good audio quality. Talk
about a rabbit hole. What I learnt, aside from using a good quality, low noise capable microphone,
is that there are several other cost-effective ways you can improve your audio quality.

As a bit of an aside, but a relevant one, in the middle of starting my own show, my wife and I decided
to install new hardwood flooring to help manage our kids' allergies. However, removing the carpet
changed the sound dynamics in the room, and now my recordings sounded like I was talking in a
tunnel. So, in an attempt to fix it, I installed some thick rubber matting on the floor underneath my
recording table, and on the wall behind the table, I added squares of sound deadening acoustic
foam. It wasn’t cheap, but it certainly improved the sound quality at my end.
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Now, I say my end, because your guest also has to think about their recording environment. For
example, I’ve interviewed guests who thought it was ok to record their interview in the middle of a
busy café. Needless to say, it was less than ideal. So, to avoid this happening again, I ask guests to
choose a quiet place to record their interview well before the call.

If you work in a busy environment, you know how noisy it can get. So, before recording, let everyone
know that you’re about to do an interview, and ask them to keep the noise down. As a courtesy, tell
them how long your interview will take, and be sure to let them know when you’ve finished so they
don’t walk around on egg shells all day.

If you work in a noisy neighborhood, or close to a busy street, you might consider adding noise
deadening acoustic foam. However, from my experience, although it will reduce the noise, unless
you’re surrounded by acoustic foam, it won’t completely remove it. In addition to that, if you’re in a
rental property, you don’t want to be sticking foam all over the walls. So, instead, you could put rugs
on the floor and large towels near your microphone to reduce echo and dampen unwanted noise.

Another option is to invest in ‘sound blankets’ which you can hang using small hooks or existing
fixtures. You can use background stands to hang them, but they can get in the way. So, if you have the
option, screw in a few hooks, and hang the sound blankets on those. With a sound blanket, you will
immediately notice the difference in sound quality. To round out this section, buy yourself a
microphone with low noise capability. For more specific guidance on equipment selection, check out
part 4 Stuff You Need.
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Connecting With Guests

As a business owner, you will most likely have a number of existing relationships. These relationships
may include customers, manufacturers, supplier and those who work in allied industry businesses that
compliment your own products and services. With that, there will be times where you identify
opportunities to invite interesting people onto your show.

When you make initial contact with a prospective guest, be they a manufacturer or supplier, be
respectful of their time by making your initial message brief. In your initial email, outline what you
know of them, and explain how having them on your show could help both your business and theirs.

In a similar way, when you invite someone to appear on your show, be respectful of their time by
making your initial message brief. In your initial communication, outline what you know of them, and
why you think you could help them by sharing what they’re going through on your show. This is an
opportunity to show that you care about their situation, and in turn, this opens up an opportunity to
continue the conversation after the interview, with your objective being to introducing a way for your
guest [and potential target customer] to solve their problem or challenge by using your products or
services.

Regardless of whether they’re a manufacturer, supplier or target customer, learning as much about
your guest prior to the interview is a powerful way to connect with them on a level that many shows
don’t bother achieving. So, be sure to research your guests by subscribing to their email list, and
checking out their websites about page to learn more about their business, book, venture, problem or
challenge, that you can talk about during their interview.
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When connecting with a prospective guest, reach out to them using a ‘first touch’ email. This email
introduces you and your podcast, and explains what your show can do for them. Keep in mind that
the first touch email is not the time to talk about, or offer, commercial opportunities or customer-
focused solutions. That would be like asking to get married on the first date. At this stage, your entire
focus is on building familiarity with you and your brand, and in turn, introducing your prospective
guest to the benefits of appearing on your show.

When assessing guests, be they manufacturers, suppliers or target customers, look for people who
have something to share that aligns with your own mission and core business. When you find them,
locate their contact details and send them your initial contact email template explaining who you are,
and what you can do for them. At the end of the email, ask if they would be interested in appearing
as your special guest. All of this early-stage interaction must focus on your guest and what you can do
for them.

Connecting with new guests is critical to your show’s ongoing success. Even when you have an
established show, continue making contact with new people as they’re a reliable source of fresh
content. When you first reach out to a complete stranger, it can feel intimidating, and you might be
hesitant to invite them onto your show. If you're uncertain about making contact, for whatever reason,
do it anyway. Every person on this planet has aspirations, desires, wants and needs. They have two
feet, a heartbeat, they have their own fears, and they want many of the same things you do. So, get
comfortable reaching out and inviting new people onto your show, and do it often.
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To be a guest on The My Future Business Show, there are two ways to go about it. The first is to
receive a personal invite email that’s sent to the prospective guest, and the second way is to visit the
My Future Business website home page where, at the very top of the page, visitors see an apply now
button. When a visitor clicks on that button, they have begun their journey through our interview
application process. When setting up your application process, make sure to have at least one clear
simple way for your prospective guests to apply, and another that you and your team uses to invite
people of interest onto your show.

On clicking the apply now button, applicants should be redirected to your FAQ page, which in turn,
has another button that will take them to an application form that prompts them to provide their first
name, last name, email address, website information, and any other options that you require to help
profile the applicant.

I currently use Fluent Form software for to capture my guest’s information. This is a WordPress form
builder plugin that I use to create any sort of form I need. The good part about using Fluent Forms is
that it connects directly to my email auto responder, which in turn, allows me to continue the
conversation I’m having with my guest after I’ve received their application. It’s also an effective way to
start talking about how my business can help solve the problem or challenge they're experiencing,
which oftentimes results in a conversation prior to the interview itself.

I recommend using Fluent Forms because it not only gives you the ability to create amazing forms, but
it also allows you to set up auto redirects once the form has been submitted. So, when you receive an
application, you can set it up so that your applicant receives a confirmation email, and you will also
be notified at the same time. As this is happening, the applicant is redirected to the next page in your
application process, which is your booking scheduler page where they will choose a date and time
for their interview. The thing about this technology, is that once you’ve set it up, you never have to
touch it again.
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On your application form, make sure to add a box where the applicant can type in additional topics
they wish to talk about during the interview, along with a section at the bottom of the form asking
them where they found out about the show. This last section is powerful because it opens up new
streams of prospective guests. This might be from a podcast guest website, Facebook, Google search,
Reddit, or they may have been introduced to you through word-of-mouth. Knowing where guests
found your show gives you some idea of where to focus your future promotions.

Your interview application form should also request the applicant’s social media links including
Facebook, Twitter, LinkedIn, and Instagram. All of which you can use to connect with your guest and
further promote them. So, when a booking is confirmed, make it standard practice to connect with
your guest on social media. In turn, what you will notice, is that your guest will start to share the
upcoming interview, and they will often provide a link back to your website for their audience to visit.
Thus, helping to organically build your audience.

Thanks to the application form, you now have access to some information, and although basic, it’s
enough to get an understanding of your guest so that you can make a decision to either accept or
reject their application for an interview. Knowing that your intention is to work with them later on, this
information is more important than it seems, so when creating your application form for manufacturers
and suppliers, be sure to ask probing questions that draw out their commercial intentions, and for
your target customers, ask questions that draw out their biggest problems and challenges by asking
what they plan to improve in their business in the next three to six months. Using this approach does
not force the guest to talk about their intentions or problems directly, and they will indirectly reveal
what they’re looking to achieve by appearing on your show.
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Let's face it, there’s nothing worse than being unprepared. I did this once, and I was so embarrassed.
I’d overlooked checking my computer set up, which resulted in recording myself talking, but not my
guest. Imagine my horror when at the end of the call, I went to save the call, only to realize that one
recorded track appeared on the timeline, not two. Worse still, consider how I felt having to tell my
guest that their interview didn’t work out and that we’d have to do it again.

Fortunately, all of this is avoidable with a few simple, but important pre-call checks. It only takes a
few minutes prior to a call to run through these checks, but they can, and in my case, have saved
hours of extra work time, embarrassment, and importantly, they saved my guest from having to come
back and try again another time. Although obvious, it's worth mentioning that your goal is to
successfully record your content the first time around, and having a pre-call check helps you do that.

The first part of this pre-call process is to check the audio and video configuration between your
computer, your microphone and your recording software. To complete the pre-call check, I open up
my recording software, Camtasia, I open a random YouTube video, and I hit record on Camtasia. I
record myself counting down from ten, and I check that there are two audio levels moving inside
Camtasia. When I stop recording, I listen to and watch the recording to see that both the YouTube
video and my countdown was successfully recorded and is displayed on the two timelines. If they are,
I know that my set up is ready for the upcoming call.

183 of 234
--



The Interview

As far as the interview process itself goes, I’ve invested in a computer that enables me to use three
screens. I use the screen on the left for my show questions, I use the center screen to capture the guest
on video, and on the right screen, I usually have either the guest’s bio or website, or both, to help
guide the conversation. I know this might sound like overkill, and it probably is for most podcasters,
but imagine how much easier it is not having to alt-tab between screens all the time looking for
different information. Not only that, if you’re doing a video version of your show like I do, then having
the three-screen set up is a must-have as you never have to tab between different pages which can
ruin a good video.

Around 5 minutes out from the time of the call, login to Zoom, which is currently what I use to
interview my guests, and make sure that you’re logged in before the guest arrives. That way, they
don’t log in and nobody is there to greet them. In the minutes prior to entering the Zoom room,
assuming you are doing the interview online, set the room to manually allow your guest to enter. By
doing this, you avoid accidently saying something that you don’t want your guest to hear, like you
doing a mic check, coughing, or whatever it is you might be doing before they enter the room.

Just prior to the interview actually starting, give your guest time to ask questions about the process.
They may be nervous, even though they might not say so. Assume that they are, be respectful, and ask
if they want to talk about anything prior to starting the interview.

Take the time to reiterate that you are there to have a conversation in a non-threatening environment,
and that you treat the call like two old friends having a chat over lunch. In fact, when you take the
time to do this, many times post-call, guests will share how you made them feel comfortable, which is
always a good way to start a new relationship.

184 of 234
--



The Interview

If you’re new to podcasting, you may not have found your unique podcasting voice yet, and that’s ok.
I look back on my own early hosting experiences, and I recall how disorganized and unprofessional it
felt. Take it from me, the only way that you will get better at hosting your show, is to practice. It might
feel like a baptism of fire, but over time, you will refine how you do things, and you will naturally
improve as you go along.

Personally, I’ve always enjoyed having conversations with people, and I find interviewing guests to
be extremely rewarding. That said, if you’ve never given an interview, and the idea of interviewing
someone is nauseating and uncomfortable, then it really does come back to practice. By practicing
and nurturing your interview skills, you will get better at it.

When recording, try and forget that you’re recording. Instead, think about someone who you feel
comfortable around, and imagine that you’re having this conversation with them. I find hanging a
picture of someone close to me on my wall directly in front of me helps. I quickly glance at the picture
whenever I feel a little bit overwhelmed and remind myself that the call is going to turn out amazing.
After a while, I relax into the call, and I remember that my guest is probably as nervous as I am.

As a host, the two golden rules are to talk as little as possible, and to focus on bringing out the best in
your guest. You need to do everything you can to shine the spotlight on them. By making your show
all about them, you’re show becomes bigger than you, and you’ll become known for your abilities to
bring out the best in your guests.

Too many times have I listened to interviews where the host talks more than their guest. To remind you
to talk less, place a sticky note just above your screen with ‘80-20’ written on it. This is a reminder to
speak no more than 20% percent of the time, and to listen carefully to what your guest says for the
remaining 80% of the time, if not more. Your time to talk is during the introduction, when asking
questions, and when closing the call.
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When interviewing your guest, be sure to notice and discuss topics that are important to them. During
the call, your guest will have their own particular focus and objectives, and you want to focus on
those to deliver an amazing interview experience. When interacting with your guest, a good rule of
thumb is to ask yourself: will this help my guest share their message and get what they want? As part
of your mission to help them achieve what they want, keep a pen handy to take notes as your guest
will reveal insights that you might want to follow up on after the call.

As you work your way through the interview, avoid making too many matter-of-fact statements.
Instead, ask questions and be genuinely curious. Also, if you don’t agree with something your guest
says, or you want to say something while it’s on your mind, don’t interrupt, let your guest finish
speaking, and then consider talking if what you had in mind is still relevant and timely.

You want to be actively listening, and readying yourself to reply with additional questions. That said,
don’t obsess over your reply, otherwise it might not feel natural or flow in the conversation. This might
be a challenge when starting out, but when you listen intently to what your guest is saying, you will
avoid that horrible ‘dead air’.
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By adding more personal questions, like hobbies, pets, favorite foods and so on, I’ve had many
guests tell me how refreshing it is to have a conversation that not only talks about their business, book
or venture, but also a little bit about them too. If this helps tell your guests story, then feel free to add
some of these more personal questions, but make sure to let your guest know about them before your
start recording.

My interviews always start with a conversation about the guest’s personal life including where they
live, what they enjoy doing in their pastime, hobbies, pets, food they love, and that sort of thing. From
there, I naturally shift the conversation towards what they remember about their first entrepreneurial
experience, how they got into what they’re doing today, and then we have a deeper conversation
about their business, book or venture, which I refer to as the core of the call.

An interesting, informative, and natural feeling interview is created by linking your guests answers to
your next question. This helps you go deeper and draw out more information. Not only does this
approach give body to the conversation, it demonstrates your skills as a listener, and it will bring out
the best in your guest. Again, if this is all new to you, and you have little to no experience hosting
interviews, just do your best. Your guest will be more accommodating than you might think.

187 of 234
--



The Interview

I always make a point to do some research on my guest and write down a few guiding questions
before we start. If you have multiple screens, you can place your questions on one screen, and record
your interview on the other. If you have one screen, then write down your questions on a notepad and
glance at them as you work your way through the interview.  

If you want to expand on a question, you’ve already asked, then trust your intuition. If it’s not
something you had on your question list, don’t worry about it, just ask the question. The caveat, don’t
deviate too far from your original line of questioning, don’t let your guest get off track, and only ask
questions that bring out their best.

The key to delivering an informative and interesting interview is to avoid asking questions that put your
guest in an awkward position. This is where having that pre-interview conversation will help to clarify
and agree on what you will be talking about. Again, don’t obsess over the questions, trust your
intuition, and focus on bringing out the best in your guest.

When closing out the interview, always give your guest the opportunity to share how the audience
can contact them. Spend a few minutes summarizing the conversation, and then ask your guest how
can people find them if they want to work with them or get more information. This part of the interview
is effectively their call to action.

The last point I want to make is to do with the very end of an interview, where the recording is
finished. This is your opportunity to give your guest another opportunity to ask questions. This is when
you can explain what happens with their interview. You might share information about how the
interview is produced, when it will be released, the distribution process, and where they can find their
interview online once it goes live.
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I’ve found that I can record a really informative interview in around thirty minutes. To do this
consistently, you need to keep your eye on the time because it flies by when you’re having a great
conversation. You really have to steer the conversation, especially when your guest enjoys talking,
and would probably continue talking unless you intervened. This takes a certain ability, so if you feel
uneasy interjecting to help direct the conversation, then you will need to practice and develop this
skill.

Right at the start of a My Future Business Show interview, listeners will hear a standard My Future
Business call to action inviting them to book their spot on the show that includes me sharing our
website URL that they need to follow to learn more and to book a call on the show. The body of the
call goes for approximately 25-28 minutes, and is finished off with the outro and final call to action
which reiterates the call to action heard at the beginning.

In thirty minutes, I break down the call into three parts. These are not set in stone, but they are a good
guide to keep me on track to deliver an amazing interview, whilst drawing out relevant information I
can follow up on later. The first part is about my guest’s more personal side. Things like what they
enjoy doing in their past time, where they live, how long they have lived there, type of food they
enjoy, and that sort of thing. Then we move into the core of the call, the reason the guest is there to
talk. Finally, we spend a few minutes talking about how people can apply, the criteria for working
with the guest’s business, and if it’s a target customer, we talk about what they want to achieve in the
next few months to draw out their biggest problems, pains and challenges so I can follow up later.

The way you configure your interview process is entirely dependent on what you want to achieve with
your podcast. You can take all, or none, of the set-up ideas that I’ve shared, and make them your
own. The one thing that is mandated, is that you have a standard way of creating memorable
interviews that bring out the best in your guest.
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Production & Editing

By this stage, you’ve successfully recorded some raw content. But is it good enough for your
audience? To find out, you need to spend some time checking your audio and video quality. But what
is the process for checking for unwanted noise, correcting audio levels, taking out mistakes and
generally cleaning up a recording so it sounds good and is effective at telling the story?

More often than not, your raw recording will need further attention to get it to an acceptable
standard. By doing some basic audio production, you will give your content body by mixing it
together, adding transitions and even some music, whereas any editing you do will bring it all
together in an audibly and visually pleasing way.

Your ultimate goal in this process, is to smooth out your content, remove any popping noises created
when speaking, and generally setting the pace of your content so that it’s easy on the ear for the
listener. So, with that in mind, in this section, you’ll be introduced to production and editing basics
that will help you capture your audience’s attention and tell your guest’s story.

Now, if anyone ever tells you that to produce their content, all they did was hit the record button,
save it, and send it out without any production or editing, then they’re probably lying to you.
Regardless of if it’s just you, or a team of people helping out, there will be some level of production
and editing in the background to bring out the best in their content.

As a practical guide, the most important thing I’ve learnt about production and editing, is to avoid
perfection. In fact, you may find, like I did, that your audience responds positively to raw sounding
content with some umms, ahhs, oops, and so on. This will be up to you to decide, but again,
perfection is the enemy of progress. That said, production and editing is important, and it’s really a
matter of deciding how much you need to create something special for your show.
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To give you an idea of how much time to spend on production and editing, think about the quality of
content you don’t want to create. If there’s unbearable hissing noise, plosives, and your audio is so
loud that listeners stop listening, then this is a good indication that you should spend a little more time
on improving the audio and visual quality of your content before sending it out.

If you listen to any My Future Business Show episode, you will hear a small amount of background
noise, and there will be anomalies in the recording that were missed or overlooked. We allocate an
amount of time to produce and edit each guest’s interview, however, there will invariably be times
when we overlook, choose to ignore, or even miss certain issues that really don’t detract from the
quality of the message being shared.

Occasionally you’ll record something that’s either difficult to remove, or basically impossible to
remove without disrupting the flow of the conversation. For example, sometimes the internet
connection between you and your guest will drop out momentarily, leaving you with a broken
sentence or missing word. In this case, you could either cut out that entire section, or decide that it’s
not that bad, and leave it alone. Then other times, someone will be sharing a critical point, and an
SMS reminder notification bell goes off. Annoying, yes, but not a show stopper.

If you’re doing production and editing on your own, practice will help you get better at it. The more
you do it, the sharper your skills become, and the less time you will spend worrying about things that
really don’t matter. After a few recordings, you will have an ear for what is acceptable, and you will
have established a few pre-sets within your software that make the process a lot easier.
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To get you started, I want to share some of the most common issues that I listen for and how you can
go about avoiding them or fixing them. The first being clear speech. If you or your guest are difficult to
understand, are muffled or don’t pronounce words clearly, then its likely that your audience will hear
this content the same way you do. Background noises are another common issue that you will
encounter. Sounds from your computer fans, the neighbours’ dogs, kids playing in the background,
and if you’re out and about recording, any number of other sources of noise can be present.

When sitting down to work on your raw content, focus on listening with your ears. I know that sounds
obvious, but it’s easy to get into the weeds by looking at audio levels on your screen, and even
comparing what was said with what you had scripted. Sound level meters and scripts are not how
your audience will listen to your show, so use your ears to start the editing process. Train your ears to
do most of the work, and if you have others around you who can listen to your content, then ask them
to listen with a critical ear, and ask them to share their feedback about the quality of the recording.

When listening to my raw content, I use earbuds as they’re usually how my audience listens to The My
Future Business Show. You can also use desktop speakers, which are good for balancing audio and
picking up anomalies that headphones and earbuds may not pick up. That said, listen to your raw
recordings as many ways as possible, including speakers, mobile devices, laptops, tablets and
earbuds. By doing this, you get to hear most of the anomalies produced by different types of
speakers.

When you listen, take note of the time on your recording timeline where you heard the issue, so you
can return to it later to fix it. Personally, I fix issues on the go, but if you’re uncomfortable doing it this
way, then take some notes, and work through any identified issues later on. Another thing to listen for
are lengthy pauses. Now, unless they fit in with the recording, let’s say you add a lengthy pause and
wait whilst your guest ponders a question, then identify long pauses and remove them to give your
recording a seamless feel.
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 When I was learning to produce and edit content, I’d always find new problems and things to
improve. The point here is to avoid perfection. In many cases, by fiddling with too many things, you
will waste hours of precious time on things that your audience will be unlikely to hear anyway. So,
set up a standard production and editing process that you follow, and stick to it.

For me, the most important things to be aware of are levels and transitions. I use multiple transitions
throughout an interview, which is where one audio finishes and another starts, and oftentimes my
guests’ levels will be different than my own. I always check the balance between left and right
audio channels to make sure the audio sounds good, and that all audio comes out at about the
same level throughout the length of the recording. If they don’t, then I spend time improving those
things.

Keep in mind that you can do much more than basic levelling and balancing. There’s software for
compression and equalization, there’s noise reduction and loudness meters, high-pass and low-
pass filters, and many other tools that do amazing things. All of which are great if you know what
you’re doing, but oftentimes they’re overkill and should be used sparingly. Avoid tinkering too
much with tools you don’t understand as you can cause irreversible damage to your recording.

I find that by using my own audio track as the standard by which everything is measured and
adjusted, gives me a reliable starting point from which all other audio levels can be set against. If
you’re happy with your audio quality, and your levels and balance is where you want it to be,
then consider using your audio track as the standard.
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A key to saving time and ending up with content you can be happy with, is to set up a production
template. Creating a standard production template takes a bit of work up front, but it saves you a lot
of time at the end and gives your interview process structure. Your template can be similar to our own,
or it can be unique to your show.

Our interview production template starts with a swoosh audio, followed by an intro audio and video
containing a music background, followed by a guest snippet section with a standard video used for
each guest, then into the core of the call, and finally, closed out with an audio and video outro.

I produce and edit all of my content using software called Camtasia. There are a lot of really good
software options to choose from, and Camtasia is only one of them. However, the thing I love about
Camtasia, is that it’s very capable in its own right, and importantly, I’m not locked into a subscription
that forces monthly or annual payments, and I can upgrade whenever I choose.

Recording and editing takes up most of our time. However, with incremental improvement, we’ve
been able to cut down the time it takes to produce and edit calls to around two hours total now that
I’ve created a Camtasia template that contains our standard intro and outro, swoosh audio and
music. Unless it’s something you want to improve at some stage in the future, your production template
is a one-and-done.
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 I used to spend an inordinate amount of time finding a guest snippet, which is a relevant audio
sample that’s added at the very beginning of the interview recording. I’d spend even more time
leveling, removing noise, trimming and generally making the interviews look and sound more
professional. The point here is not to get too deep into post-production otherwise you will find that
your end result is great, but your production rate will be painfully slow.

After I’ve cleaned up a recording, I convert it into an mp4 video. I then take that mp4, and upload it
to an audio remastering service called Remastermedia to give the audio an even more polished sound
quality. Keep in mind, using Remastermedia is not mandatory. The thing I like about Remastermedia,
is that it offers audio pre-sets that save a lot of time, and they also have a noise cancelling feature that
you apply to your final recording that is quite effective at removing unwanted noise. The next step is to
take that remastered mp4 video, and convert it into mp3 audio format, which is the format you need
to upload to most podcast hosting services. To do this, I use a free software called VLC Player which
has an inbuilt MP3 converter.

Another way to save time is to create standard intro and outro audio and video. If you’re doing an
audio show only, then your focus will be on the creation of audio intro and outros. An intro and outro
are the audio or video you create for your production template, that act as bookends at the start and
end of each episode.

Intros and outros are fifteen to twenty second audio or video messages inserted at the start and end of
your interview. They are used to help standardize your production process, communicate what your
show is about, and share your call to action. To give your show a unique feel, invest in the creation of
high-quality intro and outro messaging as bookends that are embedded into your interview template.
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Not only do I use a Camtasia template to produce each episode of The My Future Business Show, I
also use it to create The My Future Business Show intro and outro. To do this with Camtasia, I convert
them in video format first, and then the final production is converted from mp4 video format, to mp3
audio format using VLC media player.

The first thing on our Camtasia interview template, which is the same flow you see and hear in the
final product, is the swoosh noise that indicates the very start point of a new interview. At the same
time, you hear that swoosh sound, you see a standard Camtasia video introduction of a person in a
library, walking past an open laptop. Whilst watching this fifteen second video, for context, you hear
an audio snippet of my guest saying something relevant to the topic of the call.

After the intro section, there’s a dedicated spot for the guest’s audio snippet. The My Future Business
Show guest audio snippet is approximately fifteen seconds long. This snippet contains a section of my
guest sharing information that gives listeners insight into what we are talking about on today’s show.
Where their audio snippet goes longer than fifteen seconds, I add a white background with the text
‘interview with’ and the guests name below it, to fill in that extra time. If you do this, keep the audio
snippet to a maximum of twenty-five seconds.
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The next template transition you will see, or hear, is the standard introduction video. In the My Future
Business Show intro, you will hear me say ‘Welcome to The My Future Business Show’, and then I
share my mission ‘where we get you in front of your best audience, and keep you there’. In addition,
not only do I talk about interviewing the biggest names in business, I also invite business owners to
book their spot on the show to help them grow their business at the end of the intro.

The last step in this introductory message provides a call to action where at the end of the call,
listeners are invited to fill out the interview application form to apply, and I tell them the website
address to visit. It’s vitally important to add a standard call to action inside your intro and outro,
otherwise you are not taking full advantage of the time you have your audience’s attention.

In The My Future Business Show outro, I thank the audience for joining us on the call, and I ask them to
subscribe to our channel, leave a comment, share the show with their friends, and finally, I ask them to
book their spot on the show and tell them the website address to visit to apply.

I record The My Future Business Show intro and outro messages in my own voice. If you’re
uncomfortable doing this, you can always outsource their creation. If you don’t have the time, skill or
inclination to do it yourself, either allocate the responsibility to a team member, or hire an external
voice actor to create them for you.

Regardless of whether you decide to record it yourself or outsource this work, when preparing to
record your intro and outro, first write down what you want to say, and then practice reading it
before recording it. When you hear it, you will pick up parts where your message does not flow, or
make sense, and you can make changes before recording, which saves a lot of time. Camtasia is
fantastic for editing out fumbles, umms and ahhs that you don’t like, which any half-decent editing
software can do.
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I’ve also added background audio to help make my show unique. A word of caution about adding
background music. I use Camtasia media under license, and where needed, I also have a license to
use audio provided by a service called Audio Hero. Just be mindful that you can get into hot water for
using someone else’s audio without express permission. In fact, YouTube can pick up where other
people’s work is being used, and may flag your video. So, be sure to get approval to use other
people’s audio before producing your intro and outro.

In my standard interview introduction, I introduce the name of the show, my name as the host, and I
thank my audience and my guests for supporting the show. This is important as it shows that you have
an audience, and that you appreciate their support. Without your audience, you don’t have a show,
so be sure to acknowledge and thank them for being part of your show. Do this each and every time
you start a new interview.

During the introduction, I spend no more than a few seconds talking about what my guest specializes
in, and I then ask the guest to share a little bit about themselves. Things like where they were born and
what they like to do when they’re not working. The goal is to your guest talking as soon as possible.

Finally, when you’ve completed your interview, and you’ve created your mp3 audio or mp4 video
masterpiece, then always listen to or watch the content just to make sure that you haven’t overlooked
something obvious. It can happen, it has happened, and you don’t want to find out when it’s too late.
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I recall the time when I was about twenty minutes into a call, and because I’d forgotten to check that I
had enough room on my computer to store the recording, Camtasia displayed an error message
stating that I had insufficient room on my computer. Just imagine my horror and embarrassment when I
realized what was happening. Worse still, I had to tell my guest that we’d lost the entire interview
because I couldn’t save it.

Beyond having a capable computer, the next most important thing is having enough space on your
computer to save your recordings. So, prior to recording a call, check that you have ample space
available for the new recording. To keep your folders under control, and to make sure you have
enough available storage space, make it policy that you delete interview folders that are older than
12 months, or whatever frequency that suits your circumstances.

Once you've finished a recording, get into the habit of saving, then immediately saving a copy in
another folder. On your drive, create a folder for each guest, and rename each folder with their full
name. Then inside of that folder, store all of the information related to the guest including their logo,
headshot, bio information, raw interview files, and the final MP3 audio and MP4 video files. In this
way, you will know exactly where everything is relating to each guest.

In my case, I create a top-level folder and rename it ‘Interviews’. From there, each interview is stored in
a sub-folder, and that folder is renamed with my guest’s name. In that sub-folder, I save the Camtasia
recording, and everything related to that guest is stored in that folder. In this way, I only have to look
in one spot for images, recordings, logos, bio and any other relevant information. 
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Welcome to Part 7 of 9 - Make It Count.

This section is a vital part of the Welcome to The Show system as it not only outlines the steps you need
to take to continue the conversation with your guest, but it also provides options for collecting their
feedback that you can use to improve your show, boost your credibility, and further promote your
show and business.

Tony Robbins is quoted as saying “don’t fall in love with your product, fall in love with your ideal
customer”. With that in mind, put the needs of your prospect before the needs of your business,
knowing of course that ultimately, your business will also benefit. Although doing this may feel
counterintuitive, when you do, you’ll position yourself as the go-to expert in your niche, and people
will seek out your business to solve their problems and challenges because you added a ton of value
up front, and you didn’t come across as that nagging sales person looking for a sale.

A major focus of the Welcome to The Show system, is that it encourages you as a business owner, to
leverage existing relationships with your suppliers, manufacturers and customers. You begin this
process by inviting them onto your show to share knowledge and insights as they relate to their
contribution to your products and services. This strategy can be applied to new and existing
manufacturers or suppliers with whom you want to establish or nurture your commercial relationship,
as well as with your ideal prospects who have a problem or challenge, they want to solve. 

By inviting your target customers as guests onto your show, you have an opportunity to talk about
their problems, challenges, and importantly, their goals. This strategy presents an opening for you to
continue the conversation after their interview, with the goal being to identify what they want, and in
turn, help them solve their problem or challenge by using your products and services.
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Additionally, you can interview existing customers with the goal being to draw out their story, which
could be how they were struggling with a problem or challenge before they were introduced to your
solution. During the call, you can encourage them to explain how your products and services have
fixed their problem or challenge, so that others who have a similar problem or challenge, can gain a
level of confidence in your solutions before making a decision to buy from your business.

This section is a direct follow on from part 6 Steps to Follow, which details the interview process.
Although there are other important steps in the overall process, some of the most important actions
you can take, happen immediately after the interview. Timing is everything, and for this to be effective,
you must make sure you act on what you know about your guest immediately following the close of
the call.

The close of the interview is the best time to continue the conversation, and the onus is on you to say
what needs to be said. If you hesitate because you don’t want to offend your guest, or put them on the
spot, then you might miss the opportunity, which is something I can relate to. In that moment, there’s a
lot of pressure to take that leap of faith and start that important conversation.

It won’t matter if you don’t start that conversation, will it? Maybe…what if your business has a solution
to your guest’s problem or challenge? If so, then I believe it’s your responsibility to share that solution
with your guest. Imagine the transformation your solution brings about, and how much better off your
guest will be having taken advantage of it.

On the other hand, just Imagine not sharing your solution, only to learn that your guest was
approached by a competitor. This points out that if you don’t offer a way to solve the problem,
someone else will, so that someone may as well be you. Don’t ever let regret or uncertainty become
part of the equation.
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So, with that in mind, after each interview, be sure to congratulate your guest for a wonderful
interview, and share how much value the audience will take away from the call. At that point, share
how much time it will take to edit and distribute the interview, and tell them about the final email
containing all of the links they will receive once all the work has been done.

 Remember, immediately after an interview is the best time to continue the conversation as your guest
will be receptive to what you have to say. To get the conversation flowing, ask questions about your
guest’s time on your show. You might ask if they enjoyed the experience, did they think you covered
the most important topics, did they feel comfortable about the questions, along with whatever else is
relevant in that moment.

This is your opportunity to start talking about anything your guest might have said, that relates to the
products or services your business provides. However, this is not your time to hit them over the head
with an offer. What you can do is ask your guest if they would be interested in hearing about how you
can help them solve their problem or improve their situation. This is more of a gentle door-opener
conversation to see if they’re really interested in finding a solution.

As you’ve just created a rapport with your guest, and they know that you know what you’re talking
about, they will be receptive to ways in which you can help them fix their problem. If it turns out that
you don’t have the right solution, you might offer access to someone who does. In either case, by
focusing on what you can do to help your guest, you become a trusted advisor.

One of the points about this part of your follow up process, is to be consistent. The more you practice
this, the better you will get at it, and the more natural it becomes. Initially, it might feel awkward, but
that passes as you become more confident in spotting where the opportunities are to help those that
you know would benefit from your solutions.
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To help you deliver a consistent message about the solutions you provide, you can do what we’ve
done, by creating a solutions PDF that reflects the products and services your business provides. This
document can be sent out before or after interviewing your guest. This document contains information
that addresses the key problems and challenges your target customers are experiencing. It can also
contain customer testimonials for social proof, and details about how to contact your business.

On your solutions PDF, you can also explain why they should buy your solution over your
competitors, you can provide some details about your business, you might reiterate the urgency of
their problem, and importantly, the possible consequences of not taking action sooner than later.

When creating your solutions PDF, although it will contain elements of you and your business,
remember that it’s mainly about your prospect. To keep the focus on your prospect, use the 80/20
rule. 80% of the PDF is about them, and the remaining space is for you to share how your business
can help them get the result they’re looking for.

Our solutions PDF is delivered as part of an automated email follow up sequence. If you decide to
send yours out as part of your own sequence, make sure to set it up as a double-opt in. On your initial
consult application form, which I recommend using Fluent Forms to create, add a consent box along
with the statement ‘do you grant us permission to send you marketing materials?’, or something along
those lines. By doing these two things, you have a record of consent, and you can send marketing
materials knowing that the prospect has given you express permission to send them further information
about the products and services that your business offers.
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As an example, the My Future Business solutions PDF not only provides information about our product
and services, what we do, and our contact details, it also provides a link to a specific booking page
where our prospects can connect with us to talk about their problem. We offer this service to help work
out if what we offer, podcast system creation, is a good fit for their business. This is a free 15-minute
Zoom call that not only helps the prospect work out what’s best for their business, it also serves as a
way for us to make a decision about the prospect.

If you do decide to offer a free consultation, on your application form, be sure to gather their name,
business website URL, and provide a text box where they can provide a brief overview of their
problem or challenge. This information gives you some insight before the actual call, which you can
use to tailor your conversation around the most appropriate course of action for them.

Use the relationship that you’ve just created with your guest, that connect you in other ways, to start a
conversation on how your business goes about fixing the problem they're facing. If they respond
positively and say, ‘well, that's great, what else can you tell me about that and what do I do next?’
Then this is your opportunity to share that you have a product or service that can fix their exact
problem, would you like to know more about it? If they say yes, then you’ll send them more
information via email, and set a date for a second follow up conversation.

During the second follow up conversation, remind them about the initial discussion you had following
their interview, and specifically remind them about how you would go about solving the problem
they’re having. If they’re still keen to solve their problem or challenge, ask if they would like to move
to the next step of your process, which might be to meet to discuss the details of your solution.
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As a real-life example of how this is done, after listening to my guests talk about their problems and
challenges during an interview, I oftentimes hear them say something that I know is a problem they
want to solve. In many cases, it relates to growing their business but not wanting to spend too much
money on marketing. Naturally, I then follow up with them after the call, and I offer to share how I
can help them solve their problem. I have a discussion with my guest about how podcasting is a cost-
effective way to add value to their business, establish and nurture commercial relationships, and
attract new customers, but I stop short of providing specifics. In turn, I ask if they would like me to
provide some more specific information, and if they say yes, I send them an email containing the
details.

The entire Welcome to The Show system is about delivering a ton of value first, so you can naturally
move your guest towards an engagement or buying decision. So, be mindful not to become that
annoying salesperson, and instead leverage what you know about your guest to find out if, and how,
you can help them before anything else.

Making it count is about positioning you, your show, and your business, as the expert in your field. It’s
all about being the first choice before all other choices that your prospect could make. This is your
opportunity to shine by sharing your skills, knowledge and real-world experience with your prospect
in a relaxed but professional way.

Beyond becoming an amazing host that brings out the best in your guest, by applying the process
outlined in this section, you will not only become adept at providing clarity around problems and
challenges that your prospect faces, your expertise, openness and willingness to share ideas will
attract your ideal prospects like magnets.
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Making it count means doing everything you can at the appropriate time. Thus, it’s also appropriate
at the end of an interview, to ask your guest for their feedback about their time on your show. I offer
two ways for my guest to provide their feedback. The first way is via my Thrive Themes Ovation
software, which is a dedicated testimonials plugin for WordPress, which I use to gather written
testimonials.

The second way that we gather guest feedback, which is becoming increasingly popular, is via video
feedback. For this purpose, I use an all-in-one video sales and marketing platform called Dubb.
Although there are other browser-based options out there, I use Dubb for gathering the My Future
Business Show video endorsements because it’s one of the easiest to use.

In all of this, you also need a way to identify, gather and act on opportunities to improve your show
and wider business. So, to continuously improve your show over time, make it standard practice to
gather audience and guest feedback to identify opportunities for improvement.

To semi-automate your continuous improvement process, create a form containing an optional name,
business and website URL field, along with a box for their improvement idea. Create a simple register
and transfer the details of each completed form into the register for follow up at a later date. As you
will receive a number of ideas, only follow up on those that will have a significant positive impact on
your show and wider business.
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To round out this part of the book, if you want to establish new commercial relationships, or get more
customers buying your products and services, introduce the processes outlined in this section, and start
a conversation with your guests and commercial partners.

These are the same people who are already listening to what you have to say, they value your show,
they know your business, and they’re ready to take that next step in the relationship.

So, have that conversation and make it part of your show. Give your commercial prospects and guests
the information they need, and allow them to decide whether or not what you have to offer is right for
them. If it is, rest assured, they'll approach you looking for more information.
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Welcome to Step 8 of 9 - Build Your Podcast Tribe.

Building your own community of loyal followers is an important element in the creation of a show that
you can ultimately use to promote your business and your products and services.  By the end of this
section, you'll have all of the tools available to you to start building your own vibrant podcast tribe.

For over a decade, I was deeply involved with a karate club. I would religiously put on my karate Gi,
which for readers who don’t know what that is, it’s basically a uniform that you train in. I would make
my way to my local dojo, which is where we would practice, and sometimes, a training friend and I
would visit a nearby dojo belonging to the same club, where we would train with their students.

I loved everything about my karate club. I loved being a part of it, I enjoyed training and pushing
myself to be better, I liked going to gradings, even though gradings were sometimes challenging, and
making new friends was really easy. The best part for everyone, is that we were improving our
physical and mental strength, we were certainly learning new skills to protect ourselves, and we
always left the dojo happy. The one thing I never thought of at the time, was how being around
people who loved the very same thing I did, karate, was the common thread that brought us together
as a community.

Looking back on it, I was part of something much bigger than myself, and I was an active participant
who loved being involved, and I contributed every way I could. I even got to the point where I was
leading classes alongside my Renshi sensei, which is just a fancy way of saying head coach or
teacher. They say that your life mirrors the five people you spend the most time with, and the people I
got to know and loved spending time with, have not only improved the quality of my life, I still live by
the values and discipline I learnt back then.
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Clubs like this are tribes. They are groups of people who have come together to form a community,
they have a common interest, karate, and at its core, there is a culture that is driven by the Renshi
Sensei, the leader.

With tribes in mind, and focusing on you as a leader inside your business, I don’t know if you’ve
already created your own tribe of loyal followers, however, what I do know is that building a
podcast tribe is going to have a positive impact on your business.

If you’ve not experienced the business benefits of having your own tribe, or community, call it what
you will, just ask any business owner who has, and you will immediately see how much easier it will
be for your business to be successful when you have your own group of loyal followers who love what
you do and look forward to content that helps them solve their problems or gives them ideas on how
they can improve.

Building and leading a podcast tribe is a challenge for anyone who’s never done it before. However,
that should not stop you from doing it. To gain that competitive advantage, you need to have your
own tribe, and you need to be connected and communicating with them most of the time to give your
business an advantage.

Many successful businesses, think Apple for example, has used, and continues to use to this day, the
power of community to create a loyal following of raving fans who salivate when news of a new
product is announced. Apple makes it an event each and every time, and their followers are made to
feel like they are part of an exclusive club where they get VIP treatment. Now, you don’t have to be an
Apple to start building your own tribe. Not at all. But you do need to understand why it’s important to
build one.
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In researching the origins of tribes, which go back since the start of recorded human history, I
uncovered a motto used by a tribe called the ‘Himba’ who live in the Northern part of Namibia. Their
motto is: ‘Don’t start your farming with cattle, start it with people”. This captures perfectly the essence
of tribes, and should be something you reflect on as you go about building your own podcast tribe.
Tribes are all about people.

Now, it’s very possible that you already have a community of followers, a tribe, who know what you
do, love your products and enjoy doing business with you. If this is the case, then you already know
some of the things you need to do to create your podcast tribe. Fortunately, in many cases, you can
introduce those same people into your new podcast tribe environment.

It would be nice to be able to put together a podcast system, launch it and watch the leads and sales
roll in, but in reality, they’re only part of the picture. The other part is how you serve people, and this
will be the difference in how successful you are at building your tribe.

If you are yet to build your own tribe of loyal followers, not to worry. In this section, you will be
introduced to tribes, and you will uncover just how important they’ve always been. It’s my opinion that
too many business owners wrongly believe that having a good product or service is enough to thrive
nowadays, and unfortunately, many of those same businesses have failed because they didn’t have a
tribe at the core of their business.

Let’s assume that you have built your podcast tribe of loyal followers. These same people are your
biggest fans, they look forward to your latest content, and they love sharing your content, even when
you don’t ask them to. Your tribe goes out of their way to share your content, they give you feedback
on their biggest problems, they become your leads, and they ultimately buy your products and
services. Knowing that you can achieve a similar outcome in your business, why wouldn’t you want to
start building your own podcast tribe?
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When building your podcast tribe, everything you do must be focused on giving, not taking. None of
what you do as tribe leader is about you. It’s all about the tribe and how you can help them.
Everything you do, do it with humility, but at the same time, do things that leave a lasting positive
impression. This is your opportunity to get out in front, challenge what is considered normal, but you
must be brave and stick to your mission and vision despite any challenges that come your way.

Your entire focus and intention must be on helping your community. You must be an authentic leader
that people can approach when they have a question about something they’ve heard, either on your
podcast or inside your podcast community. Your role is to connect people and give them the tools they
need to communicate, and provide access to information that educates and inspires them to be better
than they are.

When you start building your own podcast tribe, you have to be genuine and authentic in the way
you go about it. At the same time, you want to repel others who are not a good fit for your
community. So, how do you do it? The best way to answer this is to ask you a question: If I were to put
two people in front of you, and one was energetic and keen to share their ideas with your tribe,
where the other person was unwilling to get involved, which one would you prefer to have in your
tribe? The obvious answer is that you want to attract as many energetic and keen people as you can,
because they will bring life to your tribe and nurture a positive culture.

Now, from a process perspective, there is a specific way to go about building your tribe. If you don’t
know the process, or you disregard it, you may end up with a group of people who are disinterested
in what your community shares, and will only stick around to get what they can out of being there.
This is not the type of person you want. The best tribes are the tribes that have people who want to be
there, they’re willing to share their ideas, and are motivated to contribute because they feel part of
something that is bigger and more important than they are on their own, just like the karate club did
for me.
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Another important psychological part of tribes, is that they address our need to feel like we belong.
People want to be a part of something where they belong and can contribute to and take from a
group of likeminded people, and this group of likeminded people is your tribe. So, do everything to
help people feel like they belong.

You don’t need to look far to find examples of tribes. They are all over the world, and they exist in all
shapes and sizes and for an almost endless number of reasons. They exist in professional settings,
social settings, and importantly, they exist as movements that are on a mission to take their followers
from where they are now, to where they want to be. This idea of being part of a movement is
foundational to your podcast tribe, and is an important focal point as you communicate with your
podcast tribe.

I notice how different tribes make it harder to become part of their community. With exclusivity in
mind, you might decide to introduce an application process or some criteria that people need to meet
to be eligible. In this way, you develop an effective method for attracting the right type of person to
your community, whilst naturally repelling those who are not a good fit.

Can you recall the last time you were drawn to someone who had something to say, and were not
afraid to say it? When you’re drawn to someone like this, you’re drawn to them because you can
relate to them on some level. This is because they’re talking about something of interest to you, and
they’ve taken a specific position about the topic they’re talking about. In this moment, you see
something in them that you see in yourself.

The reason this is relevant, is because as a leader of your podcast tribe, you will need to show an
unwavering commitment to what you believe in. Your tribe members will intuitively pick up on
everything you say, and they will be able to tell if you are not 100% committed to your mission. Thus,
believe in what you say at all times.
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When you talk to your tribe, you must wholeheartedly believe in what you’re saying. When you
believe what you say, people will pick up on your commitment to your beliefs, and this will
encourage your tribe to follow you on your path. Look at any great leaders in history who have an
unwavering commitment to their beliefs, and look at the massive followings they created. Think of any
leading political figure, and consider what they did to inspire their followers to vote for them, what
did you notice? It was an absolute commitment to their beliefs.

When I think about tribes that fail, I cannot help but ask why they failed in the first place? There are
several things to consider here, one being the lack of a leader, but also, the community has become
stale and inactive, and no new content or ideas have been shared. If this happens, this is the first nail
in the coffin for your podcast tribe. So again, your leadership here is paramount, and your role must
be to maintain that momentum, and provide a goal for your tribe to keep them focused and interested
in achieving it.

When you start building your tribe, everyone will be strangers. But after a short amount of time, and
after you provide the necessary leadership, empower them, and give them a good reason to
contribute, they will begin to take the initiative to get involved and start conversations on their own.

Now, even though you will do your best to attract only the best fit for your tribe, there will be times
where things change, and members of your tribe no longer contribute, and some even become a little
negative. In this instance, it becomes obvious who is a good fit for your podcast tribe, and those who
should be asked to move on. This is where leadership can become challenging. When you find people
who are no longer a good fit, you don’t want them hanging around only to act like the proverbial
bad apple in the barrel. It is your job to identify them, talk with them, and if your suspicions were
correct about them, ask them to leave the community. Sometimes, less is more, especially if it reduces
the potential for negativity to infiltrate your community.
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For there to be a tribe, there must be a leader. In turn, that leader must be followed by a group of
people who have come together with a common purpose. Now, that leader doesn’t necessarily need
to be you, it could be someone in your existing community, or someone inside your business.

With that in mind, I love talking about my case study, Kelly, because she’s a reflection of what you
can achieve when you implement these tribe building steps. On the face of it, Kelly’s community
would appear to have no leader. Nothing could be further from the truth. What she has done, is
stepped back, provided the system, structure and rules for her community to follow, and she has
enabled others in her tribe to take the lead and facilitate all community interactions, all whilst she is
still present and active. What Kelly loves doing, which plays to her strong points, is welcoming new
members to the community, and making sure they get the support they need. So, what sort of role do
you think you, and your team will be the best at?

I think the real key to leading your podcast tribe, is to be genuinely interested in what your tribe has to
say. Not at a cursory level, at the deep and meaningful level, where each person knows that when
they talk, you are actually listening. Listen to their ideas and concepts as if they are the answer to
changing and improving, even if they’re not, and take notes about what you hear because what they
say may just be the catalyst for improving the results, outcomes and products and services you
provide.

As an exercise, I want you to stop and count how many tribes you currently belong to. You might find
that your part of several tribes but have never thought about those relationships in this way. For
example, your family circle is a tribe, and your local club that you attend every week is also a tribe,
just like my karate club is a tribe.
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Now, aside from your family tribe, ask yourself, what motivated you to join those clubs, communities
or tribes? What was it that drew you to them? What did they say that was compelling enough for you
to join them? In your experience, what did those tribes offer you that you really wanted, and did they
make it easy for you to get involved and contribute? What was it about them that motivated you? This
exercise is a good starting point for becoming a leader of your podcast tribe. You have to see it from
your follower’s position. You have to know their problems, goals and dreams, and you have to
always focused on improving their lives.

My case study, Kelly, who has her own online pet products business, illustrates the power of
leadership really well. When Kelly first started, she only had a small following of people who had
bought from her in the past. Fast forward to today, and with a small shift in focus, Kelly now has a
vibrant community of people following her podcast, her tribe, who actively contribute to the
community with little or no prompting.

Your family is a good example of a tribe, and your friends’ circle is also a tribe. As a business owner,
you can probably identify various tribes within your business. Your podcast tribe is another group of
people who have come together with a common goal or interest, and are looking to be part of
something that takes them to where they want to go. To get them to where they want to go, you need
to take them there, but how?

Now, if I were to ask you how does it feel to lead a tribe, what would you say? Don’t worry, my
answer was probably different to yours too. It doesn’t matter if you don’t know what it feels like,
maybe because you’ve never been in a leadership position before. When starting out, focus on being
the leader of your tribe, being authentic and genuine in everything you do, and give your followers
someone worth following.
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The reason your podcast tribe will succeed and remain vibrant and active, is because as their leader,
you will develop a culture that embraces change by regularly introducing new ideas and concepts.
You will notice that other tribes, some of which you might have been a part of, fail because they don’t
embrace change and are uncomfortable about moving forward. In my opinion, momentum and
change should be part of your mantra.

A large part of building an active podcast tribe, depends on the type of people you attract. Thus, you
want to be on the lookout for people who align with your mission and vision you have for your tribe.
You’re on the lookout for those who are energized by the idea of being a part of something bigger
than themselves.

With software, the internet, and your commitment, it’s almost too easy for you to build a successful
tribe. An example of this in action, is Facebook. You only need to go to your Facebook feed and leave
a post. That post is then shared across the platform, which amplifies your message. Now, I’m not
necessarily advocating that you use Facebook groups to build your community, but it can be one part
of your tribe building strategy, and it has been used in this way by many very successful businesses. A
word of caution: be careful building your house on sand, meaning you don’t own Facebook, and they
get to change the rules if and when they want, and they do.

In all of this, please remember that you reason for building a podcast tribe is not so you can sell stuff
to them. That will not work. People aren’t silly, and they will intuitively sense that you are up to
something, and will likely stop engaging, or worse, leave your tribe altogether.

The real motivation for building your podcast tribe must be to educate and inspire first. From which,
your tribe will come to know what to expect, and in turn like, or even love your content, and begin
sharing it with others who may benefit from it.
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When Kelly started her show, she didn’t really have an active tribe of followers who engaged with her
through any of the aforementioned social channels. However, shortly after deciding to focus on
building her tribe by giving them a place to go and connect, and by sharing her mission and vision
with her followers, Kelly’s tribe began to experience rapid organic, word-of-mouth growth. She
achieved these results by leading her tribe, sharing great content, and making sure that everyone in
her tribe has an opportunity to contribute. Not once did Kelly focus on selling them products whilst
communicating with her tribe. The sales will come when value is delivered and the solution is obvious
to your tribe.

Having a tribe without a home is problematic. As a tribe builder, you need to give your community a
place to go where they can meet and communicate. I mentioned earlier some of the platforms you can
use to start free groups, which are an OK starting point, however, your long-term plan should be to
create a community on a platform you control that cannot be changed or taken away.

Think about how different it was building tribes without the technology we have today. People would
have used other methods to build their tribes, and some probably would prefer to build them without
the help of technology. That said, we live in an amazing technological age, where at the click of a
mouse button, you can get immediate access to a multitude of digital platforms that you can use to
lead your podcast tribe. Think Facebook, YouTube, Twitter, ORA, Basecamp for projects, your
website, and email, to name but a few.

When choosing a home for your tribe, making sure to centralize their activity is critical. In this
example, Kelly has used her blog to centralize all of her tribe communications. Not only has she
installed a community platform software, she uses it to establish rules and expectations, and the tribe
uses the platform to communicate. In addition, Kelly also provides access to a ticketing system and
live chat feature to help keep the conversation going.
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To get started, consider setting up a Facebook group and building your tribe on that platform. You can
do this, but keep in mind that Facebook is not yours, and they can change their policies at any stage.
They may decide that your type of content is not suitable any longer, and you will need to take your
community elsewhere. So, in my opinion, it is better to start off on a platform that you own, like a self-
hosted WordPress blog, and start building your tribe there. In this way, your community cannot be
censored or deleted.

Although there’s a long list of platforms out there that you can use, in the scope of this book, the two
that standout for me are your website and email communication. The first gives your show a home that
you can direct your tribe to, and the second, email, gives you another proven way to stay connected
with your tribe.

For you to succeed with your tribe building, avoid relying on software alone to get results. Just like a
tribe needs a leader for followers to exist, your tribe must have a balance between the use of software
and human interaction. Hence, it’s important to work out what you want to achieve before building
your tribe. Yes, your podcast tribe will need a leader, and you can use technology to reach them, but
you need to connect with your tribe in a meaningful way. You need to marry technology and human
interaction in a way that matters to your followers.

To help people in your tribe, not only do you need to give them the tools they need to connect and
communicate, you also need to focus on what they need. Part of this includes inviting followers to
share their ideas and gather their feedback. As leaders, we should listen more than we speak, and
then take what we hear, and create content that hits at the heart of what your tribe are talking about.
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Welcome to Step 9 of 9 - Send It Out.

 Welcome to the final part of Welcome to The Show, Send It Out. In this final section you’ll be
introduced to the process behind distributing your podcast content. By the end of this section, you’ll
know how to distribute your content on channels where your audience hangs out, and you’ll know
which technology to use that will automate much of the process.

Keep in mind that there are always news ways and places to distribute your content. For example,
recently, Facebook introduced podcasting to their platform. To list your show, all you do is add your
podcast RSS feed, and every time you release content, the RSS feed will update your Facebook page
with that new content. However, the underlying point is to stay focused on your target audience, and
be where they are online, instead of using a shotgun approach to distribution by posting everywhere.
That being said, if Facebook’s new podcasting platform happens to be where your audience is, then
be there. If not, forget about it. Apply this rule to each site you consider distributing your show on,
and you’ll avoid posting on irrelevant websites that make no measurable difference to your show or
business.

Now that you’re on the final stretch, and much of the work is done, it’s time to send out your content
through your content distribution network. Thanks to RSS feed technology, some of your distribution
will happen automatically, where the remainder of your distribution is done by manually uploading
to websites where your audience exists.

When I started podcasting, the entire process used to take me around 6 hours. With incremental
improvement, the same process now takes me less than 3 hours. So, if you’re spending more than 3
hours from start to finish, then you have an opportunity to refine and improve your production and
distribution process. As a busy business owner, you should always be looking for solutions that can
automate your podcast production and distribution processes.
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With time saving in mind, I’m going to share my software toolkit, and tell you how I use it to send out
content. A good place to start this conversation, is with the Google browser extension we use called
‘Toby’. This browser app is the very first thing I open as soon as the interview is available in MP3 and
MP4. The Toby app helps organize my browser tabs so I can quickly access key distribution sites,
which saves me time having to search for them in my list of bookmarks, and manually opening each
one every time I send out new content.

The Toby app is excellent at listing each and every website where I need to manually upload content,
and we have set it up so that it opens as our browser landing page. Best of all, I never overlook
uploading to a website because they’re all in front of me in their own browser tab, and they don’t get
closed until the content is uploaded.

Now, although I’m sharing each and every website that our own show is distributed on, your list of
sites will likely be different because your audience hangs out in different locations. There is absolutely
no point distributing your content in front of people who have no interest in it, so tailor your
distribution list to suit your audience and where they hang out online. This links back to part 2 Know
Your Customer, where you did your research to learn as much about your target audience as possible.

When you know where your audience is are online, then create a Toby list containing relevant website
links. As a side note, you can create multiple lists inside Toby, which enables you to group certain
sites and resources, which will help save even more time and further improve your productivity.
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Ok, so remembering that your Toby list will most likely be different to ours, I’ll run through the list of
sites where our show is distributed. There will be some sites in our list that you may get some benefit
from using, where others may not be relevant and can be ignored.

So, working from left to right, the first browser tab we see is a service called Remastermedia. This
software is used to remaster the audio quality of our content, and is an excellent option if you don’t
have the skills or inclination to learn more than you have to about sound remastering. We use this
service to improve the overall quality of our recordings, and it takes around five minutes to remaster
interviews depending on their duration.

The next site in the list is YouTube. I take advantage of YouTube once we’ve remastered our video as it’s
the second-largest search engine in the world. When I do an interview, by default a video of the
interview is created so that it can be shared on the YouTube network. Toby has a button called ‘open
tabs’ and when you click it, every site in that list opens in their own browser tab. When the YouTube
link opens, it takes me directly to our YouTube Studio page, where I can see a snapshot of the
performance of other videos in my playlist along with subscriber stats, comments and ways I can
improve my channel.

In the next browser tab is a service called bCAST, which is the podcast hosting service we use that is
designed for high growth businesses. Each video that we create is also converted into an mp3 audio
version of the call, and then uploaded to our bCAST account. bCAST also has a good-looking
embeddable podcast player, which we add to every post.

As we send out each interview to the Apple Podcasts platform, we first had to set up an account and
wait for approval before our show was available on their network. As such, apply as soon as
possible because it can take some time for Apple Podcasts to get back to you. We use bCAST to
distribute our show onto Apple Podcasts along with Google Podcasts, Spotify Podcasts, Podchaser,
Amazon Music, Stitcher, Breaker, Podcast Addict, and Player FM.
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One bCAST feature that is really handy, is their inbuilt landing page, which is especially useful when
a guest wants to listen to their interview before it goes live anywhere else. When you upload new
content inside the bCAST platform, bCAST automatically generates a dedicated landing page in the
background, and provides a link that you can share with your guest to see it. I’ve also noticed that
search engines quickly find bCAST landing pages when you search for the name of your latest
content, which is a big plus given the importance of being easily found online.

Artwork is our next browser tab. I’ve tried many graphic design tools for marketers, and I found the
best one for my purposes is called Stencil. I use Stencil to create a cover image that is used in each
interview, and it takes me less than two minutes to create. Initially, I worked through a list of images
that would be used as my standard cover image, which ended up being a computer on a desk, with a
podcast microphone and mixer on the table. Every time a new guest is interviewed, I add their full
name, followed directly underneath with the topic of their interview onto the image. As I upload
interviews on various sites across the web, including Facebook, LinkedIn, Instagram, YouTube, bCAST,
Medium, Anchor, SoundCloud and LoopedIn, we upload the same cover image to all of those sites.

The thing I really love about Stencil, is that I can click on the Stencil button inside my WordPress media
area, and I can work on my design from inside my WordPress site. When I want that design to be a
part of my post, I click add to post, and that’s it, the image is automatically added to my post.

To save time when distributing fresh content, I always use automations whenever possible.
Automations are a big part of a service we use called Social Bee. As our next browser tab, Social Bee
is, well, the bee’s knees of distribution automation, and we use it to automate the lion’s share of our
distribution. Social Bee connects with Facebook pages, Twitter, Google My Business, LinkedIn,
Instagram and Pinterest.
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A service that we use to redistribute our content, is called Missinglettr. Missinglettr is really good at
automatically growing our brand with each piece of content that we publish. It’s also a curation
system that enables us to search within the platform for similar content that our audience will respond
to. When we have decided on the content that we want to send out, we can schedule it to go out
when we need it to, which can be important as we have guests who request reposting of their
interview on various platforms to coincide with their marketing efforts.

In our next distribution tab is a service called SoundWise. I use SoundWise as another way to
distribute The My Future Business Show in mp3 audio format. This is a standalone service where
listeners access the content from within the system via an app or desktop browser. SoundWise is a
good option if you have content that you want to charge a fee to access, and they too offer inbuilt
landing pages.

We also upload each new interview manually to Anchor, which is owned by Spotify. This is a
relatively straight forward process, in that we upload an MP3 of the call, and we enter our interview
copy to the text box provided. Once uploaded, we hit publish, check that it’s live, and then close the
tab and move onto the next distribution tab. As Reddit and Medium are both popular websites where
our audience hangs out, we manually upload each new interview to both sites. Uploading to Reddit
and Medium is also a straightforward process, which takes less than a few minutes to complete.

A powerful distribution site in our list, is Google My Business. The reason for this is because many of
our guests also have Google accounts, and it’s easy for them to leave reviews. Obviously, being
Google, having a Google My Business account also makes finding your show much easier. You can
never have too many reviews, and Google My Business is another proven way to extend your guests
reach and improve their visibility online.
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Next in line is Gravitec, which uses our RSS feed to automatically send push notifications to
subscribers about our latest content. The powerful part of this system, is that it enables us to reach a
segment of our audience who do not want to subscribe via email. In this system, all the listener does is
click to allow updates without subscribing, and when we post a new interview, a notification shows in
mobile and desktop, on all popular browsers. We have configured our notification subscription
window, which is where they can choose ‘No, Thanks’ or ‘Yes, Allow’ to say ‘Get Updates Without
Subscribing!’ which has proven to be very effective at growing our audience.

When all of the distribution work is done, and our latest content is live, we then create what we call a
‘side-post’ in a service called LoopedIn. LoopedIn keeps visitors to your website in the loop as to
what's happening. When you visit our website, on the bottom right side, you will see a button. If you
click that button, a slide out will appear displaying the latest interview content. Visitors can click the
image or the link provided, and they will be taken directly to the post.

The second-last step in our distribution process, is to open our Platform.ly email marketing service tab,
create a newsletter post, and send it out to our subscribers. We use the first paragraph from our
interview copy to explain what the latest interview is about, and we add a tracking link created inside
Platform.ly to track opens and clicks.

An important takeaway with email marketing, and any marketing for that matter, is to make sure that
you respond to any questions or comments you receive, which links back to part 8 Building Your Tribe.
Treat every opportunity to connect with your audience in an authentic way, and offer your best
solutions without expectation of reward.
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The final step in our distribution process, is to open our last tab containing our Live Agent account.
After everything else is done, we open Live Agent, and write a final email to our guest. This final email
is a canned response that is tailored to each guest. I start the final email by saying something along
the lines of “thank you for joining me on the show earlier today. It was wonderful sharing your
knowledge and experience”.

In this final email, it’s important to point out that you have delivered what was promised, and prompt
the recipient to see attached. Say “hey, as promised, please find below links to your MP3 and MP4”.
If you offer your guest complete control over the content, meaning they can use it as they wish, then
add to this final email something along the lines of “feel free to use this content in any way you
choose to help promote your business, book or venture”. On the other hand, if you don’t give express
permission to use the content anywhere other than where you post it, then be sure to outline your
expectations.

Right under that section of your final email template, add your version of a Droplr sharing link. You
might use Google Drive or Dropbox to upload your content. Whatever transfer system you use, be
sure to add a link to your guest’s specific content folder so they can download the content at a later
stage.

Importantly, on completing each upload, and before moving onto our next distribution task, it is
standard practice for our team to check that the information uploaded, including video, text, audio
and images, were successfully uploaded and the service is working. There have been times when I’ve
not checked, only to find out that the upload was incomplete or unsuccessful. So, make sure that you
do a final check and confirm that you did in fact successfully upload your latest content before moving
onto your next distribution task.
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As My Future Business helps people grow their business through podcasting, I’m always looking for
ways to promote my guest’s business. One way that I do this is by offering them an opportunity to buy
various services from inside our final email, for things like a featured spot on our homepage. We also
offer professional transcriptions of their entire interview, which they can add to their website or use as
a lead magnet, which is a popular way to use transcriptions. We also offer promotional banners that
we can list across our website for a nominated period of time, along with social media design and
audio adverts. Again, this may not be relevant to your show or business, and you might not use your
final email in this way, however, it’s food for thought as to what you might do for your audience to
add additional value and boost your sales.

Nearing the bottom of your final email template is prime marketing real-estate. One of the ways to
get some additional benefit out of your final email, is to add opportunities for your guest to like their
video and subscribe to your YouTube channel, or any other action you want them to take. The same
applies to any other site where you ask them to send you a like, leave a review or comment, or ask
them to connect with you on other relevant sites.

Now, the very last call-to-action I offer in the final email, and you can do a similar thing if it’s
appropriate, is to give our guest a way to connect with me to talk about whether or not building a
conversion-focused podcast system for their business is a good fit for them. A link to our booking page
is provided, and if they choose to connect, we have a brief conversation about their goals. So, when
setting up your final email template, think about all of the ways you can maximize value and
potential for further engagement and sales.
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Closing Comments

Now that you've taken the very first step in your podcasting journey, it might seem like a lot of work in
front of you. In reality, when you break it down into 9 bite-size pieces, and you work on each piece
until completed, before you know it, you will have a complete podcasting system inside your
organization that's doing its part to grow your business.

However, knowing what to do is one thing, actually doing it is another. By doing what needs to be
done, you'll separate your business from your competitors who won't do what's needed to stand out
from the crowd. In closing...

No matter how slow you go, just don't stop.

The rewards are well worth the effort.

Implement the instructions found throughout the book, track your progress, update your podcast
project spreadsheet, and make small improvements along the way.

Each day, do one thing that moves your show in the right direction, and your conversion-focused
podcast will be up and running before you can say "I'm a podcaster!"

Whenever you feel stuck, or you don't think you can do it, consider this...

"It Always Seems Impossible, Until It's Done"

Nelson Mandela 

Rick Nuske
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NEED HELP?

Congratulations…You’ve made it to the end of the book!

When all parts of this book are combined and implemented, you end up with a comprehensive end-
to-end conversion-focused podcasting solution designed for business owners who want to use
podcasting to promote their products and services.

If after reading this book, you’re confident this system will work in your business, but you’re not so
confident about doing it on your own, I’m here to support you through the process.

If you want help getting your conversion-focused podcast up and running, book a 10-minute call with
me to share your business and talk about how to introduce conversion-focused podcasting into your
business.

Click the link below to book your call with me.

https://links.myfuturebusiness.com/podcasting
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Resources 

Below you will find a link to your PODCAST PROJECT PACK.

1. Create a local folder called Podcast Project Pack.

2. Download the Podcast Project Pack from our site. 

    [note: you will be promoted to download a copy]

3. Store all of your podcast project information in that folder.

https://links.myfuturebusiness.com/podcast-project-pack
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Contact Us

Have a question, or would like to contact the author?

The My Future Business Show website: https://myfuturebusiness.com

The My Future Business Show email: support@myfuturebusiness.com

Did This Book Help You Launch Your Podcast?

If it did, let me know, and I will promote your show to my network. Also, please click the link below
and leave me an honest review - I would love to get your feedback.

https://links.myfuturebusiness.com/your-book-review

Tell Your Friends

If this book helped you launch your podcast, please tell your friends and colleagues about it, and
encourage them to download it. Your support makes all the difference!
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Need Help?

Book A Call With Me

Con�dent you can get podcasting results,
but you just don’t want to do it on your own?

Click the link below and let me share how I
can help you introduce this proven

conversion-focused podcasting system into
your business without any stress or

overwhelm.

OR

https://links.myfuturebusiness.com/podcasting

