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A Note to My Readers

Hey, my friend! I suspect you’re a solopreneur or content 
creator with big dreams and crazy ideas. And one of those 
ideas is to write a book. That’s an awesome idea!

And here’s why. My previous book, The Solo Thought 
Leader, outlines the seven steps any solopreneur can take to 
become the go-to expert in their niche. And the last step is 
to write a book. That chapter was called The Solo Author.

But I felt like there was a lot more to say about writing a 
book and building a business around your book and leading 
thoughts. And that’s the reason for this book.

Let me make a bold statement: Writing books is a 
non-negotiable for any aspiring thought leader.

If you want your ideas to spread and gain momentum, 
you must build a framework and publish a book. Here’s why:

1. It helps you organize your leading thoughts: Having to 
write down your framework in a book format—and explain 
it from A to Z—will clarify your thoughts and cement your 
unique point of view.
2. People can read, understand, and amplify your message 
easily: Your framework is all in one place, not scattered over 
30 blog posts, 9 months of podcast episodes, and 2 years’ 
worth of LinkedIn posts.
3. A book opens doors to further spread your message: As 
a published author you’ll be invited more often to offer 
keynotes, podcasts, and media interviews.
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Think about The Blue Ocean Strategy by W. Chan Kim 
and Renée Mauborgne, for example. Would it be so influ-
ential if the creators of that framework had not published a 
book? What if they had just given some lectures, written a 
few social media posts, and posted some videos on YouTube? 
Would everyone know about them? Probably not.

Those things are great. But they all point back to the book. 
People read the book, reference the book, lend and gift the 
book, discuss it in classes and workshops, and review it and 
write summaries about it. People carry a book around and 
take pictures of it for social media. They highlight it and share 
quotes with others. They listen to the audiobook a few times 
and reread the book if it is that good. That hardly happens 
with another type of content.

That’s the power of a book to spread ideas.
In the pages that follow, you’ll meet some successful 

authorpreneurs that are making lots of money with their 
books and businesses, and you’ll learn the book ecosystem 
framework as well as how to make it big as a solo author.

Enjoy,

Diego Pineda
Kelowna, BC, Canada
January 2023



PART I: 
BECOMING A 

SOLO AUTHOR
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CHAPTER 1

Why Use a Book to Grow Your Business

In the summer of 2021 I was burned out and ready to quit 
my job. I was the Director of Digital and Content Marketing 
at a sales training company and was on my way to becoming 
VP of Marketing.

But I couldn’t do it anymore. I was working 10-hour 
days, answering emails from my boss in the middle of the 
night, carrying the blame for an underperforming team, 
and overall, feeling empty inside.

It was about then that I read The Big Leap by Gay Hen-
dricks. It talks about the concept of being in your Zone 
of Genius as opposed to your Zone of Excellence or just 
your Zone of Competence. In case you are not familiar 
with the concept, here’s a quick summary of the four zones 
Hendricks describes:

1. Zone of Incompetence. The tasks you need to perform and 
your talent or skills are completely misaligned. The solution 
here is to get some training, switch roles, or look for another 
job or career.
2. Zone of Competence. Now you’re doing tasks that you 
are good at, but the truth is that others can do them better. You 
should delegate or give those tasks to others better suited 
for them.
3. Zone of Excellence. In this zone, you’re working on things 
that match some of your talent and skills, but the work doesn’t 
give you energy. You may be successful in the short term, but 
over time you will burn out.



12          DIEGO PINEDA

4. Zone of Genius. Here all your work is aligned with your 
talents, skills, and strengths. You’re doing the things that you 
are uniquely good at in the world, and that you’re passionate 
about. You usually enter in a state of flow and creativity. This 
is where you should spend most—if not all—of your time.

After some self-ref lection, I realized I was feeling mis-
erable because my job kept me in the Zone of Excellence, 
managing people and attending Zoom meetings all day. 
I’m in my Zone of Genius when I’m doing something cre-
ative, like writing content or telling stories.

So, I looked for another job as an individual contributor. 
My boss could not fathom that I would leave a director role 
to become a content writer. But I decided that I’d rather 
be happy than have a title.

It turned out to be a great decision. Having fewer meetings 
and no people to manage, gave me more time during the 
day to be in my zone of genius. That new rhythm awak-
ened something in me.

I became more active on LinkedIn, posting every day 
(something I had wanted to do for a while but couldn’t do 
because of how busy I was). I took Justin Welsh’s LinkedIn 
course and joined his community of solopreneurs.

This newfound creative outlet forced me to find a niche 
and a topic to write about. Perhaps I could start a side gig 
out of it, I thought.

At first, I started writing about reinventing oneself 
(something I had done quite a few times in my life) and 
how to find a new career. But there were so many peo-
ple already writing about that on LinkedIn! And I really 
didn’t want to be helping people out with their resumes 



THE SOLO AUTHOR           13

and job interviews, nor did I want to become another 
self-help guru.

Somehow I stumbled upon the topic of thought leader-
ship, and read every article and book I could find about it. 
Thought leadership looked like a promising niche. What if 
I could figure out the steps I needed to become a thought 
leader and share my discovery journey on LinkedIn? 
Perhaps some people would be interested.

From my initial research, it seemed that thought 
leadership would be a topic that would interest startup 
founders and C-executives. After all, the books I’d read 
about the topic always addressed business leaders. But 
then, something interesting happened.

People started interacting with my posts, commenting, 
and asking questions. But when I looked at their profiles, I 
noticed that none of them were the executives or company 
leaders I was expecting. They were coaches, consultants, 
content creators...mostly solopreneurs.

Somehow, my niche had found me.
So, I decided to pivot and write for them. But none 

of the content out there was valuable for solopreneurs. It 
seemed that to be a thought leader you had to be already 
someone in leadership, like a big company CEO, a Ph.D. 
from an Ivy League university, or someone famous. No 
one spoke about how to build thought leadership from 
scratch, or how to go from solopreneur to thought leader.

That was a huge gap. And I decided to fill it.
In the next few weeks, I began putting together a 

framework anyone could use to position themselves as 
thought leaders in their niches. And because I’m a writer, 
I thought, hey this could be a book!
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It was mid-October and I knew NaNoWriMo was 
coming up in November. What’s NaNoWriMo? Well, it’s 
the National Novel Writing Month, when writers from all 
over the world commit to writing an entire novel during 
the 30 days of November. I participated in NaNoWriMo 
once in 2007 and it was fun. So, I decided I was going to 
write the book in November (I’ll tell you more about the 
process later).

It actually took me a bit longer, but I finished the first 
draft on December second. I worked on the second draft 
in December and sent the manuscript to my editor in the 
first week of January.

The Solo Thought Leader: From Solopreneur to Go-To 
Expert in 7 Steps was published on March, 4th 2022 (my 
wife's birthday), and it became an instant Amazon bestseller.

Later in the book, I’ ll share my book launch and 
marketing strategies.

All in all, it took a little over four months to go from 
an idea to a published book. But as impressive as that may 
sound to some, what’s more impressive are the outcomes.

I’m regularly invited to speak at events or podcasts as 
a thought leadership expert.

People quote me and my book as an authoritative 
source in thought leadership.

People contact me asking for mentoring and coaching.
And of course, I’m making money from my book.
And that money not only comes from the royalties of 

copies sold. It comes from a book ecosystem I’ve created 
around it.

Now, here’s the point I want to drive home with this 
story:
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A little over a year ago, I was a burnout marketing 
leader in a corporate job with minimal knowledge about 
thought leadership. I had no social media following and 
nobody knew me outside my small sphere of inf luence. 
Now, I have a business fueled by my book and I’m recog-
nized as a thought leadership expert.

It’s so cool that it seems unfair.

Why Start with a Book?

LinkedIn gurus tell you to post content for a year or more, 
write a newsletter or start a podcast to start building an audi-
ence and earning their trust. But writing and publishing a 
great book trumps all of that.

Let me share an analogy to illustrate why.
Last Spring break, I took my family to Universal Studios 

in Florida. We stood in line for 60 to 130 minutes for the 
most popular rides (which lasted less than 5 minutes each). 
At the entrance of each ride, though, there was another 
way to get to the ride faster (less than 30 minutes). That 
was the entrance for the Express Pass holders. These peo-
ple paid an extra $120 per day to skip the regular lines and 
get to their destination faster.

A book is like an express pass that will get you to the 
front of the line in your industry much quicker than any 
other method or channel if you do it right (I’ll show you 
how in this book).

I see those 120 days that I invested in writing, 
publishing, and marketing the book as the $120 you pay 
for the Express Pass. And, although I didn’t spend the 
money on the Universal tickets (the cost for the whole 
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family just didn’t make sense), I sure am glad I spent that 
time on my book.

Although many people may think a book is what you 
do last, when you are at the pinnacle of your career and 
you can write a magnum opus retelling your greatest 
achievements, I think it should be the other way around.

There are many ways to build and grow a business. You 
certainly don’t need a book to be a successful entrepreneur. 
And having one won’t guarantee fame and riches either. 
But if you are a solopreneur, content creator, or aspiring 
thought leader, becoming a solo author is a powerful way 
to fast-track your career.

The primary message of my previous book, The Solo 
Thought Leader, is that to really stand out and grow a 
successful business, solopreneurs must become thought 
leaders in their niches.

In my research, I found strong correlations between 
scoring highly in 7 specific categories and being consid-
ered a thought leader. The 7 categories are: 

• Expertise
• Innovation
• Branding
• Education
• Impact
• Business Operations
• Intellectual Property Creation

I’ve created a Thought Leadership Scorecard, which 
benchmarks a person’s ability to become the go-to expert 
in their industry and identifies opportunities for growth. 
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Many people from all over the world have taken the score-
card and, from the results, I’ve identified the weakest areas 
and the big mistakes solopreneurs are making.

One of those mistakes is not creating original intellec-
tual property. If tomorrow you were to lose all your clients, 
partners, and physical assets in your business, only one thing 
would remain that would allow you to get back on your feet 
very fast: your intellectual property assets. Or IP for short.

IP assets include designs, inventions, trademarks, 
published books and articles, digital films, and the like. 
Anything you create with your knowledge and has your 
name attached to it as the creator.

Sadly, most solopreneurs are happy with posting their 
ideas on social media and rarely put down their full frame-
works on writing.

In my opinion, the best IP asset you can create is a 
book. Writing a book forces you to organize your ideas 
and systems (whatever you do for your clients or in your 
craft) and explain them in a clear way. Once you do that, 
you can clarify your message, create an ecosystem of 
products around your book, and gain credibility and 
authority as a published author.

That’s why I’ve made it my mission to help solopreneurs 
write and publish books that will make an impact in their 
businesses and the world.

What is a Solo Author?

A solo author is a writer with a business mindset or a business 
person with a writer’s soul. Just like in multiplication, the 
order of the numbers doesn’t affect the result.
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A solo author doesn’t write a book for the sake of art or 
as a creative outlet. The book is part of a bigger strategy to:

• Be recognized as an expert.
• Gain authority and credibility.
• Revolutionize an industry.
• Allow others to apply and replicate your ideas.
• Promote a product or service.
• Leave a legacy.

Most content creators are happy publishing blogs and 
Twitter threads. But those are ephemeral. They get lost in 
the infinite scroll.

Solo authors, on the other hand, don’t just spread their 
innovative ideas in bite-sized LinkedIn posts, or lay out 
their thought leadership in convenient online courses.

Those are okay. But everybody else does that. The fact 
is, nothing spells out thought leader like a published book. 
And it all starts with documenting your knowledge and 
insights into a system, methodology, process, or guiding 
principles—and publishing them.

You may already be an expert on something, but unless 
you have published a book on the topic, it’s hard to prove it. 
A published author can charge larger speaking and consult-
ing fees than someone without a book in his or her name. 
In fact, event organizers, talk show hosts, and podcasters 
prefer to invite authors to their shows over other guests.

A book is a branding device that turns:

• a business executive into a thought leader.
• a coach or consultant into an expert.
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• a content creator into a credible voice.
• and a solopreneur into a sought-after advisor.

And the book doesn’t need to be a bestseller or a Pulitzer 
Prize winner. Because when you use your book to create 
your brand and market your services, your audience is not 
just the readers, but investors, speaking agents, corporate 
clients, and more.

The fact is that a book is like a master key: It opens 
doors.

Monetizing Your Content: the “Show Me the 
Money” Mindset

“Show me the money!” is the famous Jerry McGuire quote 
that defined a generation.1

Well, that may be an exaggeration, but it really is the 
battle cry of every solopreneur. Without money, there’s no 
business. Maybe a hobby.

For those with an entrepreneurial mind, show-me-
the-money is a natural instinct. It’s second nature. But 
not so for everybody.

In my career as an author and now as a thought 
leadership evangelist, I’ve encountered many people who 
lack this show-me-the-money mindset.

Authors who write out of love for the art and glorify the 
legend of the starving writer who only cares about words.

Thought leaders who have zero inclinations toward 
monetizing their knowledge.

This became evident when I invited a well-known 
marketing leader who also talks about thought leadership, 
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to take my Thought Leadership Scorecard. In her opinion, 
pure thought leaders don’t need to be business savvy or 
have a personal brand.

“I will say that seeing how you’ve broken it down to include busi-
ness elements means it’s not pure thought leadership, IMO. I think 
you can be quite savvy in business and making money, without 
actually being a thought leader. And I think you can be a thought 
leader without being an entrepreneur/business owner (though I see 
it’s called ‘Solo’ Thought Leader, so again, I’m probably bringing 
my own bias into it). I struggle a bit with the branding aspect of it 
because I think you can be a thought leader without having a logo 
or a ‘signature’ look. The biggest thought leaders do have that extra 
level of memorable elements, and if people ask me about getting 
started, I include a personal branding worksheet that has voice/
tone, look/clothes, etc. Overall, I like it, and I think it’s a great way 
for someone to baseline themselves to pinpoint the most urgent areas 
to address on their journey.” 2

Historically, “pure thought leadership” has been only 
an academic exercise or a job function and has nothing to 
do with profit (although universities and companies still 
make money out of the thought leaders they hire).

That’s why I created a new category: The Solo Thought 
Leader.

A solo thought leader can be:

• A solopreneur or business owner who grows their 
business through thought leadership.
• A content creator or writer who becomes an author-
preneur with a unique point of view.
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When you are considered the go-to expert in your 
niche (a.k.a. a solo thought leader) and you are a published 
author, you can actually charge premium prices and get 
high-ticket clients.

But if you don’t have the right mindset (the show-me-
the-money mindset), you are going to give everything 
away for free or at a very inexpensive price. Then you’ll be 
struggling financially or burning out because you have to 
work more hours to compensate for how little you charge.

You may say: “But, Diego, I’m just starting out, so I 
have to give value for free for at least a year or something.”

I say: Not true.
If you are just learning to write or don’t have a good 

enough product, by all means, test it with free samples 
and improve it with feedback from your users. But if you 
are creating products based on years of expertise and you 
can prove/guarantee results, please don’t give your stuff 
away for pennies. Value yourself more. You are worthy.

Here are my five top tips for monetizing your thought 
leadership content.

1. Charge for at least one product from the 
start.

I realize that some people advocate for building an audience 
first, earning trust, and then launching a product. But I won-
der if they’d do the same with a more traditional business. 
Would they start a restaurant and give food away for free for 
a year before starting to charge their customers?

Of course not! 
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The ingredients, the assets, the staff… they all cost 
money.

And you know what? So does the time you invest in 
creating your content.

I began posting on LinkedIn a year ago. And less than 
two months later, I launched an online course. Guess 
what? People bought it. I made over a thousand dollars 
in a few weeks.

Maybe you won’t get tons of sales because your audience 
is small, but if your content is good and you are solving a 
problem people have today, why wait a year to offer them 
the solution?

There are people out there ready to buy that product 
you are thinking about launching, but if you don’t do it, 
they’ll just buy it from someone else.

2. Charge as much as the market is willing to 
pay.

It’s easier to lower prices than it is to raise them. If you price 
your course at $29 and then jump to $199, people are going 
to react negatively.

The way to test how much the market is willing to pay 
is to start with a high price and reduce it gradually if you 
don’t have any sales until you find the sweet spot.

My first course was priced at $500 for the cohort and 
$350 for the on-demand. My first few sales were for the 
cohort version.

Later, I decided to just offer the on-demand course 
for the sake of time but noticed that it wasn’t selling. So, 
I reduced the price to $250. No sales.
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Then I went down to $150. Just a few sales. So, I tried 
$97. Bingo!

The sad thing is that many solo content creators start 
selling $20-$30 courses and never find out if people are 
willing to pay more than that. They’re leaving money on 
the table.

3. Don’t offer seasonal discounts, ever.

Years ago, when I had a solo marketing agency, one of my 
clients owned an exclusive women’s clothing boutique that 
carried brands not available anywhere else in town.

She paid me to send out promotional emails to her 
list five or six times per year with the latest promotion: 
from Valentine’s to Spring, Summer, Fall, and Christmas 
specials with impressive markdowns of 30% off or more.

Unintentionally, she trained her clients to wait for the 
next promotion, so they would rarely pay full price for her 
products. She eventually had to close her boutique.

I almost never offer discounts. Only on very special 
occasions.

If you want to incentivize people to buy, instead of 
giving out a discount (subtracting value from your prod-
uct), offer a bonus (adding value to your product).

For instance, many authors give their books away 
for free or at a deep discount for a couple of days during 
launch. But when launching The Solo Thought Leader, I 
offered free access to exclusive interview videos to those 
who bought the book on the launch date.

The result? I sold dozens of copies at full price that day.
However, as you will see in a later chapter, sometimes 
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giving away your book for free is the right strategy (if you 
have a book ecosystem).

4. Grow your business with a Book Ecosystem.

The worst mistake you can make is to sell OOPS (Only One 
Product or Service).

Things like 1:1 career coaching, fitness training, finan-
cial planning … and that’s it. The problem with an OOPS 
system is that:

• It’s not scalable.
• There’s no pipeline.
• It’s time-consuming.
• It makes you vulnerable.

What you need is a book ecosystem that will generate:

• Attention and leads (free content and products)
• Interest and sales (low-cost, low-risk products)
• Revenue (your main offering)
• Recurring revenue (upsells, memberships, services)

The products in the ecosystem follow an ascending 
ladder, with each step being more valuable (hence, more 
expensive) than the previous one.

You don’t need to build the whole ecosystem from 
day one, but you can start working toward it. And in this 
book, you’ll learn how.
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5. Build a tribe of true fans.

True fans are those who buy every single thing you release. 
They read your posts and articles, listen to your podcasts, and 
subscribe to your newsletter. And they do free marketing for 
you, telling everyone about you, bringing new fans to the tribe.

You can have a profitable business with a tribe of 
true fans plus the occasional purchases from people who 
stumble into you. So, identify your fans and communi-
cate with them, delight them, and make them feel part of 
your creation process.

That, in my opinion, is more valuable than going 
after virality and obsessing about increasing the number 
of followers.

Yes, there’s that option as well: focus on big followings 
that bring tons of traffic to your site and try to convert 
them (the average conversion rate is 2–3%). The problem 
with this approach is that you are constantly looking for 
growth hacks and new techniques to call attention to your-
self, which causes two additional problems:

You focus on the short term and won’t develop thought 
leadership (which requires long-term planning and think-
ing).

You focus on gaining new followers at the expense of 
your existing fans.

And as every good business person knows, it is five 
times easier to sell something to an existing customer than 
to get a new one. In fact, in a product ecosystem, most of 
the profit is made on the backend, with the recurring 
revenue of your existing clients.
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Content Creation as a Business

“Show me the money” is not the motto of a greedy bastard. 
It’s one of the three components of a successful business.

Your business should give you three things: money, 
time, and significance.

Enough money to support your ideal lifestyle.
Enough free time to enjoy that lifestyle.

And significance so you know you’re making a difference and 
you’d feel fulfilled.

My business mentor used to say that until you master 
those three things, you’re not a real business owner, you’re 
just self-employed.

That’s why one of the steps of the solo thought leadership 
framework is The Solo Business Owner. You must take 
care of the business side as well as the thought leadership 
side to become a solo thought leader.

Are you ready? Let’s go!

Checklist
 ☑ I’m working in my zone of genius (or committed 

to moving most of my tasks to that zone).
 ☑ I’m creating intellectual property and not just 

ephemeral content.
 ☑ I have a show-me-the-money mindset and I’m 

monetizing my content.
 ☑ I’m excited about becoming a Solo Author!
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CHAPTER 2

Start with a Thought Leadership Framework

Every year, I teach a creative writing class to the kids at 
Rhema e-School, an online alternative education program 
my wife and I created (rhemaschool.com).

And this year, I decided to do something different. Instead 
of just going through the basics of ideation, plot, characters, 
POV, and other fundamentals, I taught them worldbuilding.

Worldbuilding is what fantasy or science fiction writ-
ers do when creating a world for their characters to inhabit. 
Like Tolkien creating Middle Earth or Rowling creating the 
wizarding world of Harry Potter.

Worldbuilding requires a writer to think about many 
details that may never be evident to the reader or that won’t 
be part of the published story. But they are essential for the 
writer to create a coherent and believable world.

The reader may only see the tip of the iceberg, but under-
neath it, the author has developed a world with its own 
location, time, climate, fauna, flora, civilizations, conflicts, 
politics, economy, culture, and magic. Those imaginary 
worlds may be fictional but they must have rules and laws 
to make them work.

And as you were probably expecting, there’s a reason I’m 
talking about all this.

Writing like a solo author is a lot like worldbuilding. You 
have to build your own world (your point of view, system, or 
framework) on which your stories (ideas) will be based. Because 
once you have built this world, the rest is easy. The story flows 
and everything makes sense, like pieces on a board game.
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And both games and fantasy worlds are fun. So make 
your writing FUN:

Following a framework
Unique in delivery
Not boring

For example, for The Solo Thought Leader, I created a 
framework of seven steps to become a thought leader.

Each step is unique in delivery as I gave them a name 
within the framework: The Solo Expert, The Solo Innovator, 
The Solo Author, and so on.

And, of course, it’s not boring. I use a conversational style 
and vary the narrative with stories and interview quotes.

So, are you ready to make your content FUN?
Think about this:

• Do you have a unique system, process, or frame-
work that will set you apart as a thought leader?
• What words or concepts can you use to describe 
your framework?
• Can you mix two different concepts and coin a 
new term?
• What are some other ways you can use for a unique 
delivery (think about graphics, visuals, and other 
mediums)?

Now, try this:

• Describe the process you follow with your clients 
or the way you conduct your business, step by step.
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• Come up with a unique angle or analogy to pack-
age your framework.
• Write a summary of no more than 250 words 
describing the framework.

Worldbuilding and thought leadership will make you 
stand out from other writers who are happy writing about 
the mundane. That’s why everyone knows Tolkien and C.S. 
Lewis and J.K. Rowling. They created memorable worlds.

It requires a lot of effort and time to lay the groundwork, 
but in the end, it will make everything easier. Both for you 
and your readers.

So, lead with depth and well-thought-out ideas. Be the 
leader of a world of your creation (your original thoughts) 
and invite others to come and discover it.

Learning from George Lucas and Star Wars

Have you heard of the reluctant hero? In storytelling, it’s 
the character that refuses her calling because of her faults, 
duties, or attachments. An example of this it Luke Skywalker 
refusing to go with Obi-Wan because he has to work with 
his uncle. It wasn’t until tragedy struck and he had nothing 
left that he decided to heed the call. He was a reluctant hero. 

And we all are reluctant heroes in a sense. As writers, solo- 
preneurs, or aspiring thought leaders we are called to stand 
out. Yet, our default mode is to blend in, to be like others.

Standing out means having a strong opinion and not shy-
ing away from conflict—but the brain craves the dopamine 
that comes from approval (likes, nice comments).

Standing out means going against the grain and doing 
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things differently—but it’s easier to copy the top performers 
and improve on what’s already working (or add a personal 
touch).

Standing out as a thought leader means creating origi-
nal non-obvious content—but it’s easier to follow formulas, 
share inspirational quotes, and become a motivational poster.

I bet you don’t want to wait for tragedy to hit and force 
you into the hero’s path. You just need to make a decision 
today and step out of your comfort zone.

Here’s what heroes need:

1. A Mission

Luke: destroy an evil galactic empire.
You: change your industry, help others become better at ____.

What is your ultimate mission? What impact do you 
want to make in your world? Is there a calling or cause you 
feel drawn to and want to support?

This mission should keep you up at night and make you 
jump out of bed in the morning. It should energize you and 
make you daydream.

2. A Guide

Luke: Obi Wan Kenobi, Master Yoda.
You: mentors, authors, teachers.

Do you need to find a mentor? Are you learning from others 
and training to improve your business and writing skills?
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3. A Weapon

Luke: a lightsaber.
You: your writing, your leading thoughts, and your ideas.

Have you found your weapon? That which you do well 
and that resonates the best with your audience (writing, pod-
casting, videos, acting, sword fighting)?

Now, write down your mission and commit it to mem-
ory. Don’t make it something that can easily be checked as 
complete (like having 100k followers or $1M dollars). Things 
that can be checked off are goals or milestones and they come 
under your mission (but are not the mission).

Instead, strive for a mission that is always expanding. For 
example, my mission as a writer is to help aspiring authors 
put their great ideas into writing and release their books into 
the world so they can become thought leaders in their niches.

Note that I said “my mission as a writer” and not “my 
mission in life” or just “my mission.” I believe you can have 
different missions for different areas of your life. You can have 
a personal mission and a professional mission. If not, then 
you would be risking your health, relationships, and more, 
just to follow your professional mission.

Heroes embrace leadership. But leadership is not easy. 
While followers just need to do as they’re told, leaders must 
be proactive, always thinking ahead. And that’s the key for 
thought leaders. Think about the future, create a vision of a 
different world, and communicate it through your writing.

Just like Luke Skywalker, become the hero that inspires 
others to fight for their dreams (financial freedom, job satis-
faction, happiness, business success… you name it). Embrace 
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your different, and let go of the fear of standing out. So, get 
out of your comfort zone and jump into the hero’s journey.

Thought Leadership Requires Having Strong 
and Informed Opinions

Religion and politics.
Do those two words make you feel uncomfortable? Many 

people don’t like to discuss them (and others love them).
Why? Because you can get into a clash of opinions and 

points of view in no time. And depending on your personality 
type, you may enjoy or avoid conflict.

Now, do you have strong opinions? I bet you do.
And do you post about them on social media? If you prefer 

to avoid conflict, perhaps you keep your opinions to yourself 
and drive in the right lane, where it feels safe.

It’s understandable. It’s easier to maintain the status quo 
and keep up with the politeness so common on LinkedIn 
(who wants to be like those trolls on Facebook and Twitter, 
right?). Sounds nice, but…

Writing like a solo author requires you to actually have 
strong opinions and take a stand. Then write about it with-
out apologizing.

And not necessarily about politics or religion. You need 
strong opinions about the main issues in your industry or 
business field. Whether your style is polarizing and aggressive 
or subtle and thought-provoking, it’s up to you.

The truth is that just presenting the pros and cons of every 
issue, won’t cut it. Reporters do that. Millions of bloggers 
do that. While content creators let the readers decide, solo 
authors say what they think and back it up with arguments.
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Thought leaders and solo authors don’t shy away from 
controversy because they have thought through their frame-
works and done their research.

So, let’s make sure that before you start writing about 
your opinions, you’ve done some critical thinking first.

Take your strongest opinion about an issue in your 
industry and ask yourself whether that opinion comes from:

• Intuition (what you think is true)
• Anecdotal evidence (what someone said or expe-
rienced)
• Authority (what an expert thinks)
• Reason (what seems logical)
• Data (what the research shows)

Once you identify the source or sources of your opinion, 
apply some critical thinking:

• What evidence (data, research) supports my 
opinion?
• How reliable is the evidence (trustworthy source, 
good research methods)?
• Do I (or the authority I rely on) have a potential 
bias (cultural, political, religious, etc.)?
• Have I evaluated the evidence for other points of 
view and weighed them fairly against mine?

This exercise may require you to do a bunch of reading 
before you get to write. If you’re up for it, here you go:

• Write down your current position about the topic.
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• Then, find other people’s positions and write a 
heading for each one of them.
• Make bullet points under each heading with the 
evidence you found for them.
• Analyze the strength of the evidence and the reli-
ability of the sources.
• Ask yourself: What is the most likely conclusion 
based on the evidence?
• Now write your conclusion in the best way possible.

7 Lessons from Political Campaigns to Build a 
Framework

I recently met Saul, who runs a local entrepreneur network. 
For the past three years, he has been busy doing events, charity 
work, and more. Saul related his frustration at how he had to 
do everything himself and how people would come and go 
to the networking meetings but never commit to the growth 
of the group.

“If I just had a team, I could do so much more,” Saul said. 
“But it’s hard to get volunteers.”

“What is your goal? Why are you doing this?” my wife 
asked him.

“I do it because I love to connect people and because I 
want to make a profit out of this one day.”

“That’s the problem,” I told him. “You don’t have a vision 
that would motivate others to follow you. It’s like a political 
candidate saying ‘vote for me because I like to be in public 
office and make some money.’ There’s no rallying call there.”

And you know what? Building a framework is a lot like 
running a political campaign.
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Here are the elements of a successful campaign that are 
also vital in any thought leadership messaging:

1. The Hero of the Narrative (the Voter/Reader)
Yeah, I know we just talked about heeding the hero’s call-
ing. But in reality, as a solo author, you want to be the guide, 
not the hero.

It’s not about you. Just as a good political candidate would 
not just talk about himself, but about the people and their 
interests, you should create a story where the reader (or your 
client) is the hero.

Ask yourself: Who is the hero in your niche?

2. The Problem (the Social Issue/Business Problem)
Identify the struggle of your hero and let your readers know 
you understand them. If you are creating a new category, per-
haps you have to make them aware of a problem they don’t 
know they have. So, make it clear.

3. The Mentor (the Candidate/Thought Leader)
Position yourself as the wise mentor who can help the reader 
solve their problems. You have the expertise and the tools to 
guide them toward success.

Have you positioned yourself as the trusted guide who 
can solve their problems?

4. The Plan (Campaign Promises/Thought Leadership 
Framework)
Here’s where you lay out the steps the reader needs to follow 
to solve their problem and reach their goals. Do you have a 
framework that is easy to understand and follow?
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5. The Opposition (the Opponent/the Competition)
Political candidates attack the incumbent or the rest of the 
candidates on the ballot. Thought leaders also find the enemy, 
although it wouldn’t be a person.

For example, the enemy can be complex processes, time 
wasters, poor training programs, etc.—it all depends on 
your industry.

Have you identified the common enemy that your niche 
has to defeat?

6. The Stakes
While the candidate would talk about what would happen if 
another wins, as a solo author you write about what would 
happen if your solution is not implemented by the reader. 
Show them what’s at stake.

Have you painted the picture of what life would look like 
for your customer without your solution?

7. The Big Ask (the Call-to-Action)
A candidate’s call to action is simple: vote for me!

Your call to action will depend on what you want to 
accomplish and toward where you are leading your readers. 
Perhaps it’s to get more information, to subscribe to your 
newsletter, or to buy something. But it must be something.

Do you have a clear call to action for your posts and 
articles?

Just as political campaigns have slogans, you should have 
one. This is a short memorable phrase that you can use every-
where, from your posts to your LinkedIn headline. It’s not 
about explaining what you do. It’s about creating an emotion 
or evoking possibilities.
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Some slogans from presidential campaigns focused on 
the future: “Forward” (Obama). Others focused on bringing 
back the past: “Make America Great Again” (Trump).

By the way, my slogan is, “Don’t just be better, be the 
only one.”

Write a slogan that will make people want to follow you.

Now, let me go back to the story of Saul and his entre-
preneur network. He acknowledged he needed to define his 
goal and vision. And I drove the point home when he asked 
me to write for his blog.

“Any useful advice for entrepreneurs to start getting 
content on my blog,” Saul said.

“It doesn’t work that way,” I said. “First you need to define 
the goal of your organization and then create content that 
supports that goal.”

I gave him an example: “Generic advice won’t work, 
because you have a brand new website (with no domain 
authority) for a local audience. So why would anyone find 
your site to read about entrepreneurship? There are thou-
sands of authoritative sites that cover that info already. But 
if, for example, your goal is to attract new businesses to the 
city, write about the top five businesses you can start in this 
region, based on the demographics and the current trends. 
That would be more relevant and unique to you.”

The fact is that you can’t write thought leadership con-
tent if you have not defined what you want to accomplish 
with your writing.

You can’t lead if you don’t know where you’re going.
So, if you want to get more followers, get clarity on your 

niche, your vision, and your goals. Then communicate your 
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message like a good political campaign (and don’t forget 
your slogan).

What is a Thought Leadership Framework?

Regular content marketing and thought leadership marketing 
are quite different.

While regular content creators focus on writing generic 
SEO-friendly content, thought leaders (solo authors) seek to 
make an impact with deep, practical, original content.

But how do you create such content? Do you have to spend 
a lot of time researching and thinking about unique angles? 
Do you always have to chase controversial topics and be a 
contrarian to write a thought leadership piece?

Not really. The truth is that it is much easier than it seems 
if you have the right foundation. And that foundation is a 
thought leadership framework.

So, what is a thought leadership framework? Author and 
thought leadership consultant, Denise Brosseau, advises aspiring 
thought leaders to codify their lessons learned and create 
intellectual property to differentiate themselves as thought 
leaders and create momentum for their ideas.

“Every year millions of thought leaders with amazing 
ideas successfully create bold initiatives, programs, and 
products, and many gain a successful following for those 
ideas,” she writes. “But to build momentum for new ways of 
thinking, to reframe an industry or pioneer sustained evolu-
tionary or revolutionary change, you need to document what 
you know into a system, methodology, process, protocol, or 
set of guiding principles so others can easily understand, get 
on board, and help you replicate your ideas.”
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Brosseau suggests five steps to create intellectual property 
out of your framework:

1. Create a simple, preferably visual, representation that 
is easy to understand.
2. Clearly document how to use that framework.
3. Give it a great name.
4. Show proof that it works.
5. Protect and control its use.

I’ve developed a straightforward plan for developing your 
thought leadership framework, called FRAME, which stands for:

Find
Research
Analyze
Map
Explain

Find that idea or process you already use or want to 
develop and refine it into a repeatable system.

Research existing frameworks or methods used in your 
industry that are used to solve the problem your clients have.

Analyze the results of your research and come up with 
a unique angle, either combining different existing frame-
works or innovating from your own experience.

Map your new framework visually (on a board, paper, 
or software like Miro) to gain insights on the steps to follow.

Explain your framework, now writing down every step 
in detail so anyone would understand it.
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Here are some practical exercises to help you create your 
framework.

Option 1: Pick a problem you already solved.
Is this something you do on a daily/weekly/monthly basis? 
If so, then create a process map.

Is this something you did once to grow your business 
or obtain a particular result and it worked? 

If so, then reverse engineer the process starting with the 
final outcome and listing each action or step you took to get 
there, working backwards.

Is this something you already teach to others?
If so, then explain it to someone who has zero background 

or inside knowledge of your industry, with such detail and 
simple language that they can explain it back to you. Make 
notes of the gaps where you need to explain more.

Option 2: Explore new ways to solve a problem for your 
client.
To start, read three to five books on the subject. Then, inter-
view practitioners in your field and ask them to describe their 
process or framework. 

After the interviews, compare notes, looking for patterns 
and differences.

Once that’s done, here are the next steps:

• Come up with 5 to 7 steps (no more than 10) from 
your process and those of others.
• Draw a mind map or flowchart of your system.
• Come up with a name for the framework and for 
each step.
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• Share it with some people in your niche or post it 
on social media and gather reactions and feedback.

Once you have a framework, content creation is much 
easier. All you have to do is develop the ideas within the 
framework into articles, videos, posts, and the like.

Although what we really want is to write a book with your 
framework. But that’s the topic of the next chapter.

Checklist
 ☑ I have written down my mission as a solo author.
 ☑ I have strong opinions about the main issues in 

my industry.
 ☑ I have a slogan that creates an emotional connec-

tion with my readers.
 ☑ I have developed a thought leadership framework.
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CHAPTER 3

Write the Best Books in Your Niche

When I was 15, I decided to write a book. So, for two years 
(on and off), I scribbled a story with a blue pen on a couple 
of notebooks I bought just for that purpose.

It was a novel, part adventure, part romance with a tragic 
ending involving drug lords, a kidnapped young woman, a 
boat in the Amazon river, and some Indians shooting arrows. 
It remains, thankfully, unpublished.

Honestly, it wasn’t very good at all. But it was my first try 
and I wrote the whole darn thing. At 15! If a clueless teen-
ager was able to write a full manuscript, can it really be that 
hard to write a book?

Apparently, for most folks, it is: 81% of Americans feel 
that they have a book in them and should write it. That’s 
about 266 million people. But very few will even attempt it. 
Of those who take the plunge and start writing, only 3% will 
actually finish it. And only 20% of that 3% who finish the 
book actually publish it. 

Why? The excuses are usually the same:

Confusion: They can’t decide on a good idea for the book.
Self-doubt: They are afraid it won’t be good.
Busyness: They don’t have time to write.
Procrastination: Oh, I’ll start next weekend.
Perfectionism: Still revising the introduction after 12 years.
Lack of inspiration: They keep waiting for the muse to 
visit them.
Writer’s block: They feel stuck.
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But these aspiring authors probably finished their 
schooling and many other creative projects. So, they could 
actually finish a 50,000-word book, right?

The actual problem is that they don’t have a process.

• A process to flesh out their book idea.
• A process to structure their content.
• A process to write regularly and meet their goals.
• And a process to write fast, edit thoroughly, and 
publish right.

Does the prospect of writing a book intimidate you? Does 
it feel like too big of an endeavor or a huge time commitment? 
Do you feel overwhelmed just thinking about it?

Then let me give you a tip. Don’t start by writing a book. 
Instead of going all in on book writing, start fleshing out your 
ideas in social media posts for a few months. See what sticks, 
what resonates with your audience.

Then expand the best posts into blog articles. Distribute 
them, get feedback from your audience and refine your ideas. 
Then you’ll be ready to expand those articles into book chap-
ters and start writing your book.

That is exactly what I did with The Solo Thought Leader. 
I began posting every day on LinkedIn my ideas about sol-
opreneurship and how to stand out and innovate. People 
commented and gave me some great insights.

Some of those posts became articles I published on 
Medium.com, where I received even more feedback. By the 
time I was putting together my book, I already had a bunch 
of written material that made the work super easy.
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Here are the 11 steps I follow when writing a book:

1.  Narrow down your idea. What is the book about 
and who is the audience?
2.  Create an outline. What are the chapter topics 
and contents?
3.  Create a Notebook in Evernote and a separate 
note for each chapter. You can also use Notion or a 
similar app.
4.  Write the introduction or first chapter. It can be a 
great story to start off and set the tone of the book.
5.  Search your files for articles, audio, speaking notes, 
and anything you can find that you already have on 
the topic of each chapter. Then copy and paste what 
you found under each chapter note.
6.  Organize and rewrite the existing materials to 
make them flow, and mold them into one narrative.
7.  Fill in the gaps with new info, writing the first 
draft as fast as you can. If needed, do some research 
and interview people.
8.  Walk away for a couple of days or a week after 
finishing the first draft and then go back to edit and 
polish.
9.  Hand it over to a professional editor who can help 
you improve it.
10. Work on the cover design and the layout, and 
write the back cover copy. You can do it yourself if 
you have the skills or hire a freelancer.
11. Set everything up in Amazon’s Kindle Direct 
Publishing platform and hit Publish.
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There you go. If you follow this blueprint, you can actu-
ally write and publish a book.

It’s really not that hard. You just have to break down the 
big project into smaller chunks and follow a process. Let me 
show you how.

A few years ago, I learned about the concept of the 2.1 
plan:

1. Where am I now?
2. Where do I want to be and when?
2.1. What step do I need to take today to get me closer 
to where I want to be?

Each day you ask the third question (2.1) and do it until 
you reach your goal.

Now, how does this relate to writing a book? Easy. Ask 
these questions:

1. How much have I written now?
2. How many words (or chapters) do I need to write and 
by when?
2.1. How many words do I need to write today to meet 
my deadline?

For example, if you want to write 50,000 words in 90 
days, you’ll have to write 555 words per day (if you don’t take 
weekends off). The math depends on your timeline and how 
many days a week you will be writing. So, set up a daily goal, 
something that is achievable but not too easy (challenge your-
self a bit) and go for it. In no time, you’ll have that book done.
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What makes a business book great?

Not all books are created equal. In fact, most business books 
suck. Some are just full of fluff, one idea repeated a hundred 
times. Others are like infomercials where authors praise 
themselves and their companies for 300 pages. And yet others 
are but a collection of random thoughts with no head or tail.

Let’s look at what makes a business book a great book 
and not just ‘meh.’

1. Find your ideal reader (niche).

The reviews for my first novel are hilarious. From “this is the 
best book on Amazon” to “this is a piece of literary trash,” 
there are reviewers on opposite sides of the spectrum.

You can’t make everybody happy, especially when you are 
writing thought leadership content. You’ll attract some readers 
and will repel others. Unfortunately, the wrong readers will 
sometimes stumble upon your book and trash it in public, 
not realizing that the book simply wasn’t written for them.

If you try to please everybody, your book will most cer-
tainly flop. Start by answering these 5 questions:

1. Who’s my perfect reader?
2. What is he/she dying to know that I can answer?
3. Will this topic position me as the go-to expert in my 
niche?
4. Can I offer a unique angle or point of view on the topic?
5. Do I have a call to action for my readers at the end of 
each chapter?
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Once you identify your perfect reader, you have to get 
to know them deeply.

Daniel Priestley says that before he started writing his 
first book, Key Person of Influence, he already knew for whom 
he was writing. He asked a few questions about his readers:

• What problems are they trying to solve?
• What is their present situation and what is the 
imagined prize that they want to get?
• How do I move them from the present situation to 
the prize in a really elegant way and in a way that feels 
like a book, and not like a brochure or a sales pitch?

Priestley wanted to use the book to sell his business accel-
erator program, but he didn’t want the book to feel salesy. 
His approach was, “If people knew what’s in my head, they’d 
want to buy what I’ve got to sell.” With this in mind, he put 
all his information into one place: his book.

But how do you find your perfect reader?
There is a lot of advice out there on how to find your 

niche, from finding the intersection of your passions, exper-
tise, and earning potential, to looking for gaps in the market.

But here’s an uncommon way of finding your niche. Ask 
yourself: What type of people do I like to hang out with?

This question is important because having a niche means:

• Building and participating in a community.
• Having tons of offline and online conversations.
• Writing for your audience and answering their 
questions.
• Obsessing about ways to help your audience.
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I’ve had some great business ideas over the years, but have 
not executed on many of them just because I didn’t see myself 
creating an ecosystem including the above with those niches.

Do you love hanging out with entrepreneurs? Write 
business insights for them.

Do you like to hang out with parents of kids the same 
age as yours? Write a parenting book.

Or do you like techie people? Write a book for them.
Being a solo author is hard enough already, so avoid 

things you don’t enjoy
Find a niche that energizes you. A group of people with 

whom you would happily go on vacation. Then become the 
go-to author for that niche.

Owning your niche has even greater benefits, as Category 
Pirates explain in Snow Leopard: 

“The benefit of creating your own category, and becoming known for 
a niche you own, isn’t just radical differentiation. You also unlock 
new business models for yourself. When people are in love with your 
category, they don’t just want one book. They want dozens of books 
on the topic. And they want courses going into depth on the topic. 
And they want worksheets helping them implement the topic. And 
they want to join a community supporting them on their journey 
learning and internalizing the topic. Ryan Holiday even sells his Sto-
icism fans $26 coins and Marcus Aurelius bobbleheads, reminding 
them of their commitment to Stoicism—which he says on the My 
First Million podcast are actually bigger and better revenue-gener-
ating businesses than selling books.”

So, keep in mind that you’re not writing the book for 
yourself but for a specific niche. That’s why you have to test 
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the market fi rst and prove that your concepts resonate with 
your ideal reader.

2. Before writing, test your ideas with your 
niche.

If you have a community or a mastermind group, bounce 
your ideas off  with your peers and get feedback.

If you have a social media following, ask the followers 
questions, and gather signals of what would interest them. 
For example, let’s say you are trying to decide which of your 
diff erent passions or interests to write about. Create a poll or 
simply write a post asking a question like this: “I’m thinking 
about doing a live event on one of the following three topics. 
Which one would you be most likely to attend?” Th en list the 
three topics you are working on and gather the data. If you 
get a good response for one of the topics, then go ahead and 
do the event so you can gather even more info.
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If you have an email list or newsletter, you can also ask 
them the same question. 

Gauge interest in your topic and point of view even before 
writing the book. There’s nothing worse than finding out you 
wrote a book that nobody wanted to read after it is published.

Being a solo author requires you to think like an algorithm. 
You see, putting all the technicalities aside, what algorithms 
are great at doing is figuring out what people like. That’s why 
Facebook feeds you the content you like to see, or Amazon 
keeps recommending books and stuff depending on your 
past purchases and what others have bought. Algorithms 
know who you are. They’re watching you. That’s why your 
Netflix profile looks different from your spouse’s and your 
kids’ profiles. Recommendations are based on your history.

Algorithms read the signals you send to their platform, 
whether it’s clicks, likes, ratings, dwell time, or minutes 
watched. And they give you more and more of the same. As 
a solo author, you must also collect signals from your read-
ers. Don’t just write about your favorite hobby. You could be 
insanely passionate about basket weaving, but…your readers 
probably don’t care.

So, how do you collect signals from your readers? The 
same way algorithms do: you measure everything.

• Open rates
• Click-through rates
• Unsubscribes
• Visits or views
• Likes
• Comments
• Shares
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• Questions
• Sales
• Fan mail

As I said, everything.
Collecting this data requires that you have access to ana-

lytics software that is connected to where you are publishing 
your writing. Sync your blog to Google Analytics, get a Shield 
plan for LinkedIn, learn to navigate Twitter analytics, and 
track every action in your newsletter. Then make decisions 
based on the data you collect.

Note what topics and writing styles get the best response 
and test them. Then, test again and again until you find your 
mojo. Here are some questions to ponder:

• If you send out emails… Which subject lines have 
the best open rates?
• If you post daily on social media… Which hooks 
get the best engagement?
• If you’re a blogger…. What articles are actually read 
through to the end? (tip: check the time on page in 
Google Analytics)

Make a list of the things you can measure and how you 
are going to do it.

• How often are you going to check the data?
• What is the process you are going to follow to 
decide what the data means? (tip: find some industry 
benchmarks to compare your data to)
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After you find what topic and style resonate more with 
your audience, write five pieces around the same topic or 
with the same formula and publish them on different dates 
and collect data on responses. Does the test confirm the 
initial finding? Then repurpose the content and use it on 
other platforms for further reach.

Now, you’re walking a fine line here. As a solo author, 
you want to innovate and put new ideas out there… not just 
feed people the same thing over and over, right?

Yes and no. Yes, you want to innovate and publish fasci-
nating pieces. Often. But you want to package your new ideas 
into familiar forms, so people won’t reject them. Our brains 
are designed to walk toward the familiar and run away from 
the uncertain. So, be smart about it and attract people with 
what they say they like. Then wow them with unexpected 
thought leadership.

Once you know that your book is not a crowd-pleaser, 
but a solution for a specific problem for a specific niche, you 
can write a great book.

3. Build in public.

Bring your readers for the ride, let them in behind the scenes, 
and let them participate in the process. That will create 
loyal fans. Once your book is out, people will want to read it 
because they will feel they are part of it, that they had a say 
in the final product.

For both my previous book and this one, I built in 
public, not only testing my ideas but asking my audience 
their opinions, gathering their input, and even letting them 
vote on the subtitle and the cover design. I shared the mile-
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stones along the way, from the initial idea to the writing and 
publishing process.

4. Include the voice of your readers.

People love to read about themselves or see their names 
mentioned in a book or article. Usually, authors quote other 
authors or experts in a fi eld. But what if you include the sto-
ries and thoughts of your readers in your book?

Interview folks in your niche community and use the 
best quotes in your book. Gather anecdotes and examples 
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from your target readers and not just from celebrities. You 
can even quote the comments people leave on your social 
media posts (either anonymously or with their names if you 
want to get their permission).

Then, before launching your book, let them know they 
are mentioned in the book, send them an Advanced Reader 
Copy (ARC), and get pre-release reviews from them. Because 
they are mentioned in the book, they will be more likely to 
read it and spread the word.

5. Make it practical and useful.

There are many great books that tell you the why the world is 
the way it is, or go deep into a scientific theory with advanced 
mathematical formulas. Those books are great and they have 
their place, but they are not practical.

In the business world, the best books have practical 
applications. And if you ask people, they would rather read 
something practical than theoretical. That’s what many of 
my readers have told me.

How do you make it practical? Easy: answer the how-to 
question. Lay out the step-by-step process people need to 
implement to get the results you are promising.

Even complex topics can be broken down into simple, 
actionable steps. A great example of this is the book The Art 
of Impossible by Steven Kotler. The book is full of technical 
language as it discusses neurochemistry and medical research. 
But Kotler does an amazing job at providing practical steps 
to apply the concepts in the book.

One way to make your book practical is to use a check-
list at the end of each chapter. Readers of The Solo Thought 
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Leader usually mention how much they loved the checklist 
at the end of my chapters. And as you can see, this book also 
has such checklists.

Unless your niche is composed of theoretical physicists, 
aim for a useful book that people can apply right away.

6. Get rid of fluff.

Most published business books are filled with fluff. You could 
cut two-thirds of the content and still get the message across. 
But traditional publishers insist that authors write 60k+ words.

Many authors repeat the same ideas over and over with 
different anecdotes.

They tell their own life story even when it’s no longer 
relevant.

Or add unnecessary details to make the word count.
Or sprinkle the book with inspirational quotes.
Some even write a summary at the end of each chapter 

repeating what they’ve already repeated.
It’s infuriating.
Yes, writing less is harder, but if you can’t say something 

in 150 pages, what makes you think you’ll do it in 300?
That’s why I think twice before picking up a business 

book longer than 400 pages. That’s fine for fiction or biogra-
phies, but usually unnecessary for business.

So, how do you avoid fluff in your own book? Starting 
with an outline and structuring your chapters.

Outlining a nonfiction book is not difficult, as long as 
you have a good grasp of the topic you are writing about. 
Start by creating the table of contents.

First, brainstorm all the topics you feel must go in the 
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book, without worrying about the order in which they will 
appear. Once you have exhausted your ideas, merge those that 
are closely related, and organize them into a logical order. For 
example, if you have a particular framework or system you are 
teaching, each step in the process could be its own chapter.

And if you want to avoid fluff and complexity, just have 
one big idea per chapter that you can explore in depth.

What about structuring your chapters? Let me share with 
you a public speaking technique I’ve used for years that I rec-
ommend authors use in their books. I call it the CPE method. 
CPE stands for concept, proof, and example.

You only need 3 things to communicate an idea:

1. A clear concept: the brilliant business idea or step in 
your process.
2. Proof: the research, stats, or business results that sup-
port your concept.
3. An example: a story that illustrates your idea in action 
(this is the part readers will remember).

Once you have those three elements, the rest is fluff.
Let’s look at an example of the CPE method in action, 

from the book Range: How Generalists Triumph in a Specialized 
World, by David Epstein. The concept is that to really be an 
innovator it’s better to have a wide range of knowledge instead 
of becoming a specialist.

As proof, he cites studies that show that nationally 
recognized scientists are much more likely than other scien-
tists to be musicians, sculptors, painters, printmakers, wood-
workers, mechanics, electronics tinkerers, glassblowers, poets, 
or writers, of both fiction and nonfiction. And compared to 
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other scientists, Nobel prize winners are at least twenty-two 
times more likely to be amateur actors, dancers, or magicians.

In other words, they have range.
Epstein also cites studies of specialist scientists and engi-

neers who concluded that those who did not make a creative 
contribution to their field lacked artistic interests outside 
their specialization.

Finally, he illustrates his concept with various examples, 
including the story of Leon Fleisher, who was regarded as 
one of the great classical pianists of the twentieth century. 
Fleisher said that his “greatest wish” was to be able to impro-
vise because, after a lifetime of masterfully interpreting notes 
on a page, he could not improvise at all. Fleisher was a spe-
cialist who could masterfully interpret other people’s pieces, 
but not his own.

When using the CPE method, you can mix the order of 
the elements. You can start with the example, follow with 
the proof, and then explain the concept.

I’ve created a template to organize and outline your book 
chapters using the CPE method. This template will let you 
plan your book in advance and make sure you finish it strong.

It’s usually only available to students in my course Write 
Your First Business Book in 90 days, but I’ll like to share it 
with the readers of this book.1

7. Design and clarity.

One of the favorite novels of my youth was La Tejedora de 
Coronas (The Weaver of Crowns) by Germán Espinosa.2 It’s 
considered by UNESCO one of the most important literary 
works yet to be translated into English. And there’s a reason 
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for it: It’s not easy to translate. Each chapter is one elabo-
rate thirty-page sentence of exquisite turns and twists in a 
baroque style. It sounds crazy, but the author is a genius, and 
the result is a beautiful and captivating story.

But what is admirable in literary fiction, is frowned upon 
when writing business books and online content. Whether 
writing a social media post, a newsletter, or a blog, short (and 
sometimes choppy) is preferred.

How the text looks on the screen (for an ebook) and the 
page (for print) is as important as what it says.

That’s why you see most LinkedIn creators writing short 
sentences and leaving spaces in between.

And that’s why in this section, each paragraph is just 
one sentence.

It’s easy to read.
Of course, when writing a book, I don’t recommend just 

using the same format as a LinkedIn post. But be conscious 
of the length of your paragraphs and sentences.

Perhaps you admire writers like William Faulkner and 
his very long sentences with complex subordinate parts. Or 
perhaps you admire Hemingway, who stripped away every-
thing he didn’t need from a sentence.

I would argue that solo authors are more like Heming-
way than Faulkner. They earn trust and followers because of 
their ideas. Not their verbosity. Leave that to the novelists.

Keep this in mind every time you sit down to write. 
Lead with brilliant thoughts. Lead with clarity and simplic-
ity. When you are mindful of both form and content, your 
ideas will shine more.
Here are some questions for you:
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• Does your writing stand out visually (on the page 
or screen)?
• Have you tested your manuscript for readability? 
If so, at what grade level is it? (More than 7th grade 
is difficult for the average reader)
• Are you varying the length of your sentences or 
are they all the same length (boring)?

If you want to put this into practice, do the following:

• Choose a piece of writing or write something new 
that’s not too short (500+ words).
• Paste it in the Hemingway editor (hemingwayapp.
com) to check for readability and adjust it to grade 
6 or 7 if it’s above that.
• Add visual elements: headings, main ideas in bold, 
pull-out quotes, etc.

Once you learn this skill, you can apply it to your book. 
If you are self-publishing, make sure the interior layout of 
your book is appealing. That means having a good amount of 
white space on the margins and even between book sections.

Have you ever opened a book and seen big blocks of text 
filling the page with very tiny margins? What’s your gut reac-
tion? Mine is that the book is dense and probably hard to read.

Take a look at these two examples. The one at the top 
crams a lot of text on one page, making a complex topic 
(philosophy) even harder to read. The example at the bot-
tom uses wide margins, a subtitle with a different font, bullet 
points, and shorter paragraphs. Which one do you feel more 
inclined to read?
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Choosing a Title for Your Book

The title is extremely important because it’s the first impres-
sion a potential reader gets of your book and it will determine 
if they will ignore it or inquire more about it.

Mike Reid, the coauthor of the Canadian edition of Key 
Person of Influence with Daniel Priestley, says that the title of 
the book is like the tip of the spear, the one thing for which 
you want to be known. 

“We want to be known for you becoming a key person of 
influence,” Reid says. “Dan’s [Priestley] new book, Scorecard 
Marketing, is the same thing. It’s like teaching people about 
getting to the destination of becoming a scorecard marketer 
and it unravels the method. A book’s valuable for packaging 
those ideas into that container value.”3

Here are some great titles:

The 4-Hour Workweek by Tim Ferriss
Atomic Habits by James Clear
Predictably Irrational by Dan Ariely
48-Hour Start-Up by Fraser Doherty
Do Cool Sh*t by Miki Agrawal

What do these titles have in common? Three things.

1. They are catchy.
They grab your attention because they are controversial, like 
The 4-Hour Work Week; intriguing, like Atomic Habits; 
irreverent but exciting, like Do Cool Sh*t; or they make a 
promise, like 48-Hour Start-Up.

Your title should make people pay attention.
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2. They tell you what the book is about.
You get the idea of what The 4-Hour Workweek is about, 
probably getting more done in less time (productivity). And 
here’s where the subtitle helps:

The 4-Hour Workweek: Escape 9-5. Live Anywhere, and 
Join the new rich.
48-Hour Start-Up: From Idea to Launch in 1 Weekend
Atomic Habits: An Easy & Proven Way to Build Good 
Habits & Break Bad Ones

3. They are short and memorable.
People remember short titles easier, so they can tell others 
about your book, who, in turn, can remember them and 
search for them later. They also work better when designing 
the cover.

One word-titles are great. You can leave the explanation 
to the subtitle. Two good examples are:

Sprint: How to Solve Big Problems and Test New Ideas in 
Just Five Days by Jake Knapp
Bold: How to go Big, Create Wealth, and Impact the World 
by Peter Diamandis

While the title is the hook, the subtitle is the explanation 
and the promise of the book. 

Align the Title with the Objective of the Book

Here are some use cases where you would pick a title that is 
aligned with your goal for the book.
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Branding: If you want to use your book to build your 
brand or products, name the book with your brand. An 
example is Donald Miller’s Business Made Simple, which 
is the brand name of his online courses, Business Made 
Simple University, plus other books with the Made Sim-
ple theme.
Build credibility: if you want to build your authority and 
credibility, you may want to use a title that conveys that, 
and not swear words. It all depends on your audience. 
Entrepreneurs may like the Do Cool Sh*t irreverence, but 
if you are reaching C-executives at Fortune 500 firms, 
you may want to be more conservative, like Jim Collins 
with Good to Great.
Attract publicity: Titles like The Subtle Art of Not Giving a 
F*ck by Mark Manson attract media attention and cause 
people to stop and read more. If that is your objective 
and style, it may work for you.

5 Extra Ideas for Book Titles

1. Use keywords that people may use on Amazon to find 
the book in your niche: How Innovation Works by Matt 
Ridley (for people searching for books on innovation).
2. Use the outcome of your reader as the title: The Effective 
Executive: The Definite Guide to Getting the Right Things 
Done by Peter Drucker.
3. Mention your target audience in the title: Secrets of 
Six-Figure Women by Barbara Stanny.
4. Coin a new word or concept: Indistractable by Nir Eyal 
or Ultralearning by Scott Young
5. Use a list: the 7 Habits of Highly Effective People by 
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Stephen Covey, or The 21 Irrefutable Laws of Leadership 
by John C. Maxwell

Start by brainstorming ideas for titles and subtitles. Mix 
different titles and subtitles and read them aloud. Then test 
the titles with your target audience through surveys or ser-
vices like pickfu.com—not family or friends, who may be 
biased or are not your target audience. Finally, pick one that 
makes you happy.

Should you Research Other Books on the Same 
Topic?

My business mentor used to say that when your mindset is 
such that you perceive you live in a world of abundance (where 
there is enough for everyone), competition doesn’t exist. In 
such a mental framework, you don’t care about what others 
do (or in this case, what others write) but you just focus on 
serving your audience the best way you can.

And, although I agree up to a certain point with that 
statement, I find it useful to research and study the compe-
tition. Actually, the idea for The Solo Thought Leader came 
to me because I saw a gap in the existing literature about 
thought leadership. If I hadn’t read those books, I would not 
have found my niche and built a framework for solopreneurs.

On the other hand, there’s the point of view of market-
ing thought leader David Meerman Scott, who told me that 
he never reads books about marketing because they can 
contaminate his thought process, and he wants his ideas to 
come from his own observations and not from what others 
have written.
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And, to a certain point, he’s right. If you read every single 
thing about your topic while preparing to write your book, 
you run the risk of ending up repeating the same ideas or 
getting discouraged and giving up, convincing yourself that 
it’s not worth writing another book about that topic (espe-
cially if you find a very good book about it).

The important thing to remember is that you are build-
ing your own framework, with your own point of view. So 
whatever research you do will help you to learn where to 
differentiate yourself from the rest. So, read like a researcher, 
but keep an abundance mindset.

Write More Than One Book

The title of this chapter is “Write the Best Books in Your 
Niche” and that’s intentional, of course. The more books 
you sell, the more money you make—from the books and 
the ecosystems.

Daniel Priestly has several ecosystems, for example. 
Whether the book or the business/product came first doesn’t 
matter. The result is the same. He wrote Key Person of Influ-
ence and then created the ecosystem. On the other hand, he 
created the Scoreapp software and later wrote the Scorecard 
Marketing book.

Solo Authors are not focused on writing one best-selling 
book, the next great American novel, or a Nobel Prize in 
literature book. They’re not focused on awards, going viral, 
or writing one nice book and retiring.

Solo Authors want to stand at the top of their category 
and build a profitable business.
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“Your goal isn’t to write one great book,” the Category 
Pirates write in Snow Leopard, “your goal is to write dozens, 
if not hundreds of great books. And your goal isn’t to cre-
ate one viral video—your goal is to create hundreds, maybe 
thousands of viral videos. As a result, your mindset shifts 
from being known as the creator of “one product” to being 
known for a unique and differentiated category.”

Checklist
 ☑ I have a solid idea for my new book.
 ☑ I have created a table of contents for the book.
 ☑ I have searched my files for existing material that 

I can use in the book.
 ☑ I have calculated how many words per day I need 

to write to finish my manuscript in 90 days or less.
 ☑ I know who my ideal reader is.
 ☑ I continually test my ideas with my audience.
 ☑ I am tracking my audience’s engagement with 

my content with analytics tools.
 ☑ I am building in public, sharing my writing pro-

cess with my audience.
 ☑ I am interviewing people in my niche to include 

their stories and voices in my book.
 ☑ My book is practical.
 ☑ I have chosen a book title that aligns with my 

business objectives.
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CHAPTER 4

Use the 4x3 Self-Publishing Method

What is the difference between traditional publishing and 
self-publishing? Let me give you an analogy.

Let’s say publishing a book is like getting to the top floor 
of a very tall building. Traditional publishing requires you to 
convince a few gatekeepers (agents and acquisition editors) 
to let you into the building first. The problem is that there 
are thousands of people trying to get in at the same time.

Once in, if you are in the lucky 1%, you realize that you’re 
going to have to take the stairs to the top. “Don’t worry, you’ll 
get 5% of the sales of your book,” someone says and pats you 
on the back.

You’ll have a few people meet you on the way up (an 
editor, a designer, maybe a marketer). But it will take more 
than a year to get there.

Self-publishing, on the other hand, is like entering the 
building unhindered and finding there are a few elevators you 
can take (although you’ll have to pay a fee). There’s a bunch 
of freelance editors and designers milling around the lobby 
that you can hire to come up with you as well.

The ride to the top is a breeze. Once you get there, you’ll 
notice something interesting. There is nobody waiting for 
you, but there are people (booksellers, reviewers, literary 
awards peeps) talking to those who made it up the stairs. 
They ignore you as if you didn’t exist.

Luckily, though, you soon realize that you don’t need 
them. On the other side of the hallway, there is a large door 
and a sign that says “Amazon.com—keep 70% of the profits.” 
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So, you go in with your book, ready to take on the world.
Either way, by the stairs or the elevator, it’s up to you to 

market your book and use it to grow your business. Now, 
let’s break down the differences in detail.

Traditional Publishing

When you sign a contract with a traditional book publisher, 
you are basically giving away your book to them in exchange 
for some services (editing, design, distribution, and marketing) 
and a small percentage of royalties: 15% hardcover, 7.5% trade 
paperback, and 5% mass market.

They have the final say on the edits, the cover design, 
pricing, and whatever marketing strategy (if any) they want 
to implement. They own the print and digital license, while 
you own the copyright. Movie rights and other ancillary 
products are negotiable.

This is what the process looks like for a nonfiction book:

• Write a book proposal.
• Find a literary agent to represent you (extremely 
difficult, they are swamped).
• Wait for the agent to pitch publishing compa-
nies your book idea (less than 1% of proposals are 
accepted).
• Sign the publishing contract.
• Receive the advance on royalties (if any is offered).
• Write the book.
• Submit the book for editing and copyediting.
• Make changes required by the editor.
• Wait 12 – 36 months for publication.
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• Market the heck out of your book yourself.

Pros of Traditional Publishing

• You may get some money before publishing (the 
advance), which you are expected to spend on mar-
keting.
• You get a professional editor and designer to work 
on your book.
• Bookstores are open to place your book in their 
shelves.
• You are eligible to show up in a best-seller list.
• You are eligible to be reviewed by mainstream 
media.
• You get bragging rights.

Cons of Traditional Publishing

• It takes a lot of time and work to get past the gate-
keepers and get a deal.
• By the time your book comes out, it may not be as 
relevant anymore.
• You lose ownership and control over your book.
• There’s a slim chance of making any money out 
of your book.

The fact is that if you can get a traditional publishing deal, 
it’s because you have a large following or platform already. A 
big New York publisher would like to see in your proposal 
that you can guarantee sales of 25,000 copies of your book 
to your existing audience... in the first month!
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So, you should definitely go for traditional publishing if 
you are a celebrity, a politician, a famous actor, the CEO of 
a big corporation, a British prince, or an established author 
with previous best-sellers.

But even then, you could still make more money self-pub-
lishing.

Self-Publishing

If you don’t belong to the 2% of people that I described 
above, then you are in the 98% of authors whose best bet is 
self-publishing.

Once upon a time, this was almost impossible or crazy 
expensive. Then, it became popular but was dismissed as a 
fad for mediocre writers who could not get a publishing deal. 
But today, self-publishing is the logical choice for anyone who 
understands the digital world and the creator-to-consumer 
economy, where a middleman isn’t necessary anymore.

Take this quote from the Category Pirates newsletter by 
Eddie Yoon, Nicolas Cole, and Christopher Lochhead, who 
are best-selling authors, both in traditional publishing and 
self-publishing:

“The book category also has a lot of ugly components. The book pub-
lishing business model today takes as much risk as a venture capital 
firm but with much less upside. Like startups, the vast majority of 
books will ‘ fail,’ while even the most financially successful books 
& authors in the world (the J.K. Rowlings and James Pattersons) 
achieve a fraction of high-flying unicorns.
“This broken risk/reward model causes publishers to hunt for books 
to acquire and publish in a more mercenary fashion. Most of the 
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questions they have are ‘How are you going to help us sell enough 
of these books to cover the risk of our first printing?’ as opposed 
to ‘How will this book change the world for the better?’ And book 
retailers seem like a noble business until you realize how little risk 
they take on the authors and publishers by returning unsold books 
and getting full refunds. The entire industry is so busy playing hot 
potato with the risks that come with book publishing that too many 
have lost the mission of transforming lives through the written word.
“From our perspective, the legacy category of ‘big book publishing’ 
is dying. So, we abandoned our long-form book project and started 
a Substack weekly newsletter instead. (Will we still write long-form 
books? Of course. A few will even be for sale before the end of the year! 
But we are a digital-first, 100% independent, publishing company.)” 1

Pros of Self-Publishing

• You own and control your book’s content.
• You keep all the royalties and make more money 
per copy (between 40% and 100%).
• You make creative and editorial decisions.
• You can publish fast (in a matter of months).
• No time is wasted waiting for someone else to 
approve your work.
• You can write for a small niche and don’t need a 
huge following.

Cons of Self-Publishing

• You have to learn and manage all the publishing 
and distribution processes.
• You need to invest a lot of time and energy.
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• It carries upfront costs to hire an editor and designer.
• If you don’t hire the right people, you may end up 
with a crappy book.
• Top-notch editors and designers are expensive.

What About Hybrid Publishing?

This is a tricky one. It can be deceptive model in some cases, 
where companies appear to be traditional publishing com-
panies but ask the authors to cover the costs of publishing. 
For example, they’d review your manuscript and then send 
you a contract where you have to agree to buy a minimum 
amount of copies of the book (usually at almost full price).

They promise to do the editing and design work and a 
bit of marketing, but will still keep a large percentage of the 
royalties. There is usually no advance on royalties, although these 
can be higher than the ones provided by traditional publishers.

The waiting process can also be long, between six and 
twenty-four months.

Some hybrid deals are not that bad and a few companies 
have decent contracts with fair terms and a wide distribution.

But, in my opinion, it’s not worth it. The money you 
would pay for the hard copies would be better invested 
in self-publishing and keeping control and future earnings.

What book publishing option should you choose?

If you are a solopreneur, coach, consultant, or any other 
non-celebrity, the best option for releasing your book is 
self-publishing. If you are willing to put in the work and 
gather the right team, you will succeed.
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What do I mean by the right team? You see, publishing 
a book is a team sport, and here are the players:

• The writer (you)
• The book coach
• The editor
• The cover and interior designers
• The publisher

You could skip the coach and wing it yourself. You should 
ditch the publisher and just self-publish. If you are also an 
artist you could design the cover yourself (but you have to 
be really good). You could also learn how to do the layout in 
InDesign (it’s actually easy). 

But never, ever, publish without an editor. A professional 
editor will go through four levels of editing:

1. Developmental editing: high-level editing to assess if 
the book’s structure and flow work well.
2. Content editing: medium-level editing looking at the 
consistency of voice and style, clarity, and readability.
3. Copy editing: low-level editing to fix any problems 
with grammar, punctuation, and spelling.
4. Proofreading: granular level editing to correct any-
thing that was missed in previous passes.

I’ve written and published 15 books and I’ve played all the 
roles, but I always work with an editor (sometimes several 
editors, specialized in one of the four levels above). Another 
pair of eyes makes a huge difference in the final product.
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The 4 Most Common Mistakes New Authors 
Make

Th e Author IQ Test measures fi ve core areas you need to master 
to be really successful as a writer: Mindset, Ideation, System, 
Publishing, and Marketing. Th e average score is 48%, but the 
lowest category is publishing, with 30%.

Th is takes us to the four common mistakes that new 
authors make.

1. Th ey try to do everything themselves so the book quality 
is amateurish. Here’s an example from a book I found on 
Amazon:
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Interestingly, this author’s book is about attention-grabbing 
book covers but her cover is not professional at all.

Let me give you a hint: Don’t use MS Word to design your 
cover or your interior layout. That’s a big mistake.

2. They publish in only one format (ebook PDF or Kindle), 
which reduces their reach and how people will find them.

3. They don’t use the right distribution channels. Yes, Ama-
zon is the largest but also where there’s more competition 
and titles get lost easily.

4. They don’t have a marketing plan nor a book ecosystem.  
Without marketing, nobody except your household will know 
your book exists.

So, let me introduce the 4x3 Self-Pub Method to create a 
high-quality book and actually sell lots of copies.

The 4x3 Self-Pub Method

It’s called 4x3 because there are four areas you need to master, 
and each one has three elements.

1. The three-person team
To avoid the first mistake, which is doing everything your-
self, you must assemble a three-person team: a writer (that’s 
you), an editor, and a designer. Writer, Editor, Designer, or 
WED, so you will remember.

Even if you are an English major with impeccable gram-
mar, you MUST hire an editor with experience in your book 
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genre. The second pair of eyes will always improve your book. 
Don’t skip this step.

And, if you don’t want your cover to look like the exam-
ple I gave earlier, you must  work with a professional designer 
who knows about book covers.

Now, if you are a good designer, you can do it yourself, 
but get feedback from others. I design my own covers but 
always submit them for critique to professionals and ask sev-
eral designers for tips on how to improve them.

There’s a +1 here for the team, and that would be a pro-
fessional narrator for your audiobook. This one can be expen-
sive, but the experience for the reader is better.

You may ask, is an audiobook necessary?
Well, that’s a good segue to the next group of three.

2. Three book formats
The three book formats are Audio, Print, and Ebook or APE. 
You won’t forget that one, right?

Not everybody likes ebooks. Some people don’t buy hard 
copies anymore. And others prefer to listen to audiobooks.

In fact, the global audiobook market has been grow-
ing significantly over the last few years and total revenue is 
expected to grow to $9.3bn by 2026. It was $4.8bn in 2021.

The key is to know what your audience prefers. I did a 
couple of polls to survey my audience and these are some of 
the insights I gained.

A lot of people love audiobooks, the preferred ebook plat-
form is Amazon, and some people don’t like ebooks at all.

That’s why you should go APE and publish in those three 
formats.
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3. Three distribution platforms
Now let’s move on to the three distribution platforms you 
must use when self-publishing.

First, use Amazon to publish both Kindle and paperback 
as a POD or Print on Demand book. It’s free to publish and 
you earn up to 70% per unit in royalties.

Second, IngramSpark. Use it to distribute your paperback 
(and ebook if you want) to bookstores and retailers across the 
world. Th ere’s a setup fee per title, but it’s really inexpensive.

Th e third platform is Findaway Voices to distribute your 
audiobook and even fi nd a narrator for your book. I actually 
hired Kevin Clay, the amazing voice for the audio version of 
Th e Solo Th ought Leader, through Findaway Voices.

And I have a +1 here for distributing your ebook to other 
stores and libraries around the US. It’s called Draft 2Digital 
and it’s connected to Findaway Voices.

4. Three marketing tactics
And the fourth group is the three marketing tactics. Th is is 
what will really make you money at the end of the day.

You’ll remember it with the cunning and rich Lex Luthor 
from Superman. LEX for Launch, Ecosystem, and Multiply.
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You need to plan a book launch three or more months 
in advance to create momentum and touch potential readers 
several times before launch day.

You also need a book ecosystem, which we’ll go deeper 
into in later chapters.

And finally, your marketing efforts should multiply sales, 
meaning it’s an ongoing effort, where you commit to doing 
at least one thing every day to promote your book.

In the next few chapters, I’ll talk about doing a book launch 
and creating a book ecosystem. But let me show you how it 
all worked with my own case study.

I came up with the idea for The Solo Thought Leader in 
October 2021 and prepared everything to write it by the end 
of the year. I wrote the first draft in 32 days, stepped away 
for two weeks, and revised and did a second draft during the 
Christmas break.

Then I went to Reedsy.com, searched for various editors 
with experience with business books, and asked them to bid 
on the project. I selected one of the editors and she did the 
copyediting in January 2022. I paid $522, including Reedsy’s 
fee, for the book, which has 38,000 words.

I designed the cover myself finding an illustration in 
Freepik, which was free and paying a designer in Fivver $20 
to make the bulb red. The rest I did myself in Photoshop.

And I paid about $1,800 for a professional to record the 
audiobook version of the book with all the technical speci-
fications required by Audible and other audiobook retailers.

In terms of formats and distribution, I started with the 
ebook on Amazon kindle and Draft2Digital to make it avail-
able in Barnes & Noble, Apple Books, and other retailers.
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The paperback edition was also submitted to Amazon 
directly and to IngramSpark for wider distribution.

For the audiobook, I tried to do it myself but found it too 
hard and too much work. You need the right equipment, stu-
dio setting, and voice and diction to read professionally. So, 
I used Findaway voices to cast several narrators, who read a 
sample of the book. I chose the best one and started working 
with him over a few weeks. Much easier than doing it myself. 
But it may be an option for you.

I made the kindle book available for pre-order a month 
before the launch date so I would gain some traction on 
Amazon and prove if there was interest. I ended up selling 
34 copies before the launch.

In the next chapter, we’ll talk about doing a successful 
book launch.

Checklist
 ☑ I have a professional editor who will edit my 

book.
 ☑ I will have a professional design of my book cover 

and the interior layout.
 ☑ I will publish my book in digital, print, and 

audio formats.
 ☑ I will distribute my book on various platforms, 

not just Amazon.
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CHAPTER 5

Launch the Book with a Bang

I’ve written many books but had never made a dent in the 
publishing world. Until now.

For previous books, I’d tried the usual marketing advice 
of building an author platform (which is useless by itself, by 
the way) and trying to reach influencers and reviews from 
important publications.

Those didn’t work for me. But for The Solo Thought Leader, 
I wanted to try something different. Could I make my book 
a bestseller without the usual tactics?

Book marketing “experts,” tell you that the way to make 
a splash when launching your book on Amazon is through:

• Buying Amazon ads.
• Partnering with people who have huge email lists.
• Discounting your book, or giving it away for free.

But my book became a #1 Amazon Bestseller in the Busi-
ness Consulting Category without any of the above. It was 
also a #1 Hot New Release on launch day.
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I wanted to practice what I preached in the book: Success 
comes from educating your audience and building a commu-
nity (a tribe) through valuable original content. So:

• I didn’t spend a dime on advertising.
• I only used my email list and LinkedIn.
• I sold the book at full price.

And it worked.
In previous chapters, I described how I wrote and 

launched The Solo Thought Leader. Here I’m going to break 
down the process for you in 10 steps, so you can do it as well.

The following 10 points serve as a checklist for imple-
menting the previous four chapters of this book.

1. Know your niche.
Knowing your audience and being able to talk to them 
directly is vital.

My niche is solopreneurs and I hang out with them on 
LinkedIn and in private online communities every day. I 
engage in conversations with them and I’m part of their tribe. 
We speak the same language and can relate to each other. 
Without this close relationship, I could not write a book that 
would resonate with them.

2. Create valuable content for that niche consistently.
I post on LinkedIn (where my tribe hangs out) every day. But 
I never post garbage or inspirational quotes. My purpose is 
to educate and bring value with each post while being fun 
and entertaining. It’s not easy, but the more I post, the more 
I learn what resonates with my audience.
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3. Set goals and a timeline.
Hope is not a strategy, so you need a clear plan of what you 
plan to accomplish and set ambitious deadlines for yourself. 
I gave myself four months to publish the book.

While the editor worked on the manuscript, I took care 
of the cover design, the marketing strategy, and the website 
for the book.

4. Write the best book you can.
Although I did it fast, I did not write a mediocre book. You 
have to define what is the best book for your specific audience. 
I had some standards in mind for the content:

No fluff. Most business books are filled with repetitive 
information and irrelevant anecdotes to meet a word 
quota. I wanted to write directly and to the point.
Short. Solopreneurs are busy people, so I wanted to write a 
book that could be read in a weekend, less than 200 pages.
Practical. A lot of business books focus on research 
studies and theories. Not mine. I wanted actionable tips 
on every page.
Relevant. I interviewed a lot of business practitioners 
and thought leaders to make sure the content works in 
the real world.

The form is also important, so I invested time and money in 
the cover and interior design and worked with a professional editor.

5. Build in public.
When you share the creative process with your audience, you 
create a bond, establish credibility and get real-time feedback. 
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Here are some things I did to build in public:

• Tested the ideas in my book through LinkedIn 
posts.
• Asked questions and polls to gather data that I 
later used in the book.
• Asked people to vote for their favorite cover design 
concept and incorporated their suggestions.
• Shared quotes from the experts I interviewed and 
mentioned the upcoming book.

6. Leverage relationships.
I once read about a small-town newspaper that had a coverage of 
110%. Everyone in town bought the paper plus people from 
out of town. The secret? Names.

The journalists mentioned the names of the people in the 
area when writing their stories (which obviously were about 
the people). And people love to read their names in print so 
they bought the newspaper.

I used the same concept by telling other people’s stories 
in my book and leveraging relationships. If you interview 
someone for your book, chances are they will spread the 
word about it later on.

7. Build a street team.
I contacted 30 people to be early readers, and provide feed-
back, pre-release reviews, and support for launch day. I was 
in constant contact with them and gave them some gifts as 
a way to thank them. 

These reviews went directly to my website and were shared on 
social media with well-designed graphics and then I asked them 
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to post the reviews on Amazon on the launch date. Not all of 
the people were able to read the book on time for the release, 
but many provided great reviews and social proof.

8. Create buzz.
For two months I released short teasers of the book, photos 
of the cover, and other material.

Just like Hollywood does with movies, I crafted content 
that allowed people to see and hear about the book many 
times during those two months, so by the time the book 
came out, they were eager to buy it.

9. Give away your best content for free.
Similar to creating buzz, this strategy worked wonders.

First, I published a free chapter on Medium, one that I 
knew was disruptive and a bit controversial. It’s in fact my 
most-read article on Medium so far, titled “Content Marketing 
is Dying.”

The article says that it’s an excerpt from the book and 
leads to my website.

Second, I created The Solo Thought Leadership Scorecard, 
based on the seven steps in the book. This is one of the best 
lead-generation tools I’ve used in my almost two decades as 
a marketer.

10. Create incentives to buy
I created bonus material for the book using the recorded 
video interviews with the experts quoted in the book. Then 
I offered exclusive access to those videos only to those who 
bought the book on the day of the launch.
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I created a landing page for the bonus material with 
instructions on how to get it, and promoted it to my email 
list and on social media. 

Instructions on how to get the bonus video content. See the landing 
page at: http://solothoughtleader.com/bonus-video-content

Th is push was crucial in obtaining sales on the launch date 
and ranking on the Amazon bestselling lists. Th e momentum I 
created with the launch was just the beginning. My commitment 
is that every day I will do three things to promote my book, no 
matter how small. And see what works and what doesn’t.

Th e lesson? Don’t get carried away by conventional wis-
dom. Make your own business rules. Be the one.

Checklist
☑ I have a list of people to invite to be in my street 
team.
☑ I have 20 ideas of things I can do to create buzz 
around the book.
☑ I have free content to promote through diff er-
ent channels.
☑ I have some cool incentives for people who buy 
the book on launch day.



PART II:  
THE BOOK ECOSYSTEM
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CHAPTER 6

Author Platforms Are Useless.  
Book Ecosystems Are the Future.

In his book Platform: Get Noticed in a Noisy World, Michael 
Hyatt recommends authors and other creatives build a platform 
before launching their products.

His advice? Stuff like:

• Build a great product
• Create an elevator pitch
• Start a blog
• Write guest posts
• Leverage Twitter
• Set up a Facebook page
• Start an email list

Nothing out of the ordinary. And probably you are doing 
that already. Hey, thousands, if not millions of authors are 
doing that. Yet, very few are making real money or living off 
their book sales.

Now, let’s Google “author platform” to see if we can find 
better advice. The top result is from masterclass.com. They 
tell you to:

• Create a website.
• Publish articles online.
• Maintain social media accounts.
• Explore other ventures.
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Wow, with such advice, no wonder authors are struggling.
The next result is an article by Jane Friedman.1 She should 

know. Besides repeating what Hyatt says, she adds things like 
attending or speaking at events and partnering with others 
to create visibility.

Self-publishing school says the same thing. And so do 
the other Google search results.

Is that it? Are authors doomed to follow this shallow 
advice and spend countless hours blogging and posting on 
social media with the hopes that somebody will buy a copy 
of their book so that at the end of the month or quarter they 
can get a few dollars in royalties?

That totally sucks, right?
Okay, I can hear some people arguing that there are some 

authors who have done great following the traditional route of 
blogging and social media. Yes, and there have been best-selling 
authors who don’t even have social media accounts.

They’re just lucky. They were at the right place at the right 
time with the right people. Talk to anyone in the publishing 
industry and they’ll tell you there’s no formula for becoming 
a bestselling author. If there was, then they would apply it to 
every single book and they would get instant success with 
every single one.

But there’s not. So, we must find a better way to at least 
take control of our success.

Instead of a platform, you need an ecosystem. The concept 
of a platform itself is flawed, recalling a raised floor where a 
speaker stands. It creates a distance from the audience, and 
separates you from the community.

What you want is to walk among your readers, invite 
them to come in and chat with you and buy your products. 
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Wait, did I say products? Didn’t I mean “buy your book”? 
Yes, I said products, because that’s what a book ecosystem 
is about: a series of products around the book that will give 
way more value to the reader and will be way more profi table 
for the author.

Th e worst mistake you can make as an author is to sell 
only books.

Below is a general overview of how the book ecosystem 
works. We’ll dive deeper into each step in the chapters that 
follow.

It all starts with a book describing your framework.
What if your book doesn’t have a framework? Th en you 

should give it one. Th ink of it as the backbone of your book, 
the trunk that holds and unites all the branches together.

If you can fi nd it and give it a name, you’ll have a better 
book. For instance, my framework is called Solo Th ought 
Leadership and I use the “solo” concept to name each of the 
steps in the system.



94          DIEGO PINEDA

The book ecosystem has four types of products:

1. Lead Generation Assets
This is the step where you can do some of what the Hyatts 
and Freidmans of the world suggest you do.

Create free content, repurposed from your book, and 
post it both on the social media channels where your target 
readers hang out and on your own blog, vlog, or podcast.

Don’t spread yourself thin. Choose two or three channels at 
most. This is so people can find you and be exposed to your 
ideas. But you are not posting about random things. It’s all 
tied back to the book and the framework.

The reason they are called lead generation assets is that 
you will be directing people somewhere. It’s not just free 
content for the sake of information. You want your readers 
to take action.

And that action is to give you their contact info or move 
them to the next product in the book ecosystem.

2. Low-Cost Products
Here’s where you can invite potential readers to buy your 
book, or buy other low-risk products, like digital courses and 
templates related to your framework.

If they like the book or the online course, they may be 
interested in the next product in the book ecosystem.

3. The Main Offering
This is a high-value, high-ticket product that you offer to a 
limited number of people. If the previous products were DIY 
(book, on-demand course), this one is DWY (do it with you).
Here you offer personalized coaching or live training where 
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you walk your clients through the implementation of your 
framework in their lives or business.

For example, at the end of Th e Art of Impossible, Kotler 
invites readers to apply to his coaching program (valued at 
$4k+). I think that’s a very big leap, to go from a book pur-
chase to such a big fi nancial commitment. Th at’s why at the 
end of my book, I pitch my on-demand online course, which 
is only $97 (or $48.50 using the coupon code in this book).

Kotler is asking a stranger to marry him. You should just 
ask for a date, so to speak.

4. Upsells
Also known as products for clients, these are things you sell 
to people who have already gone through your main off ering. 
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These can be additional services or upgrades, a membership 
for continuous access, a private community or mastermind, 
and more. These can also be DFY (done for you) products for 
people who prefer to hire someone else to deliver the results.

Let me close with a quote from the Category Pirates in 
their book, Snow Leopard:

“Your ‘ultimate goal’ is not to make money as a writer or creator. 
It’s also not to make ‘a lot’ of money as a writer or creator. Your 
ultimate goal is to make a difference, first, and then to monetize the 
difference you make in such a way that you build a portfolio of intel-
lectual capital that ‘pays for the party’ without you doing anything. 
(This is sometimes called ‘horizontal income’ because it rolls into 
your bank account even when you’re laying down.) These creations 
(assets) could be directly related to your craft: books and courses, 
eBooks and paid newsletters, etc. Or, these assets could be indirectly 
related and purchased from the earnings generated from your craft: 
stocks and bonds, real estate, cryptocurrencies, and so on. The point 
is: what you want is to create and/or acquire assets that pay you 
dividends regardless of whether or not you show up to the office.” 2
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CHAPTER 7

Build an Audience with  
Lead Generation Assets

How many business cards do you have to give away to get 
a client?

Odd question, right? Do you even print business cards 
anymore?

Okay, here’s an even weirder question: Would you mail 
over a business card to an important prospect and expect a 
call back from the person saying they want to do business 
with you?

Unlikely. Why? Because a business card is (most of the 
time) an exchange of contact information plus a website. It 
doesn’t show your expertise, does not answer any questions, 
and does not add any value to the prospect.

But there’s a type of business card (although I prefer to 
call it an access card), that actually does all of the above. 
I’ve met an entrepreneur who uses such a card. He figured 
out that he can get a new client for his high-ticket offering 
for every 70 “access cards” he gives away. His name is James 
Church, founder of Robot Mascot and author of Investable 
Entrepreneur: How to convince investors your business is the 
one to back.

Instead of giving out business cards, James gives out free 
copies of his book.

“Last month,” he told me during an interview, “we gave 
away 750 copies. A month before, about a thousand copies.”

And that’s not just free downloadable PDFs. People in the 
UK can request a free hard copy with free shipping.
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“We offer a free version of the audiobook available by SoundCloud 
rather than Audible. So, there are lots of different ways people can 
engage with that book for free because it’s such a good lead-gener-
ation tool. Our whole Facebook ads campaign is basically ‘get this 
book for free.’ We don’t try and sell our product. We don’t try and 
sell ourselves. It’s just: if you’re thinking of raising investment, get 
this book for free. That’s the strategy.”

The results? The first year after he launched the book, his 
business grew 3x, and in the second year 2x.

“I get asked the same questions by founders again and 
again and again,” Church says. “And this is despite all of the 
blog posts, all of the content from all of the experts with a 
VC background who are writing about this stuff. Actually, 
founders didn’t seem to get it, and they kept asking questions.”

All of the scattered content on the internet was creating 
confusion. So, James wrote the book that answered all the 
questions founders had about getting investment capital. And 
gave the book away. Now those founders read the book and 
want to work with him.

That’s the power of writing a book that contains your 
framework in one central place.

I asked James where he got this idea of using his book 
as a lead generation tool and he said: “From Dan Priestley.”

Daniel Priestley’s strategy from the start of his career as 
an authorpreneur has been to give away a minimum of one 
thousand copies of his books every year. In 2022, he planned 
to gift 10,000 copies. And in 2023, he plans to give away 
between 20,000 and 40,000 books globally.

“I think that it can be a little bit hard to sell books if you’re 
not super well known,” he said in an online event. “If you 
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don’t have thousands and thousands of followers on social 
media, it can be a hard slog to sell books, but oh my goodness, 
the benefit of just giving books away is out of this world.” 1

His latest venture, a software company, is already worth 
about £12million based on funding from an investment 
bank. “And when we scale up with the book strategy,” he 
says, “it’ll be a 50 to a £100 million business by the time we 
give away 30,000, 40,000  books. And the book is a key part 
of that strategy.”

How is that even possible? Can a book really do all that? 
Yes, it can, when it’s part of an ecosystem.

Let me illustrate how I came to know about Daniel Priest-
ley and his model.

I’m an avid audiobook listener and through my Scribd 
subscription, I have access to hundreds of business books. 
That’s how I found the book Oversubscribed by Priestley. In 
the book, he mentioned the key person of influence scorecard 
and gave the URL to find it.

I was curious, so I went to the site and took the quiz. In 
the end, the website’s CTA asked if I wanted a free copy of the 
book Key Person of Influence. I could choose to get a PDF or 
a hard copy. Well, I wanted both, so I gave them my contact 
info for them to mail the printed book, and then pressed the 
back button to request the ebook.

The next day I get a follow-up email and an SMS from 
someone at Dent, Priestley’s company. That was nice, but I 
didn’t do anything about it.

Later that day, however, the person who texted me, called 
me directly. “Hey, Diego, I saw you took the Key Person of 
Influence Scorecard, and I just wanted to follow up and see 
if you had any questions or wanted to discuss the results?”
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He asked if I had 15 minutes to answer a few questions 
about my business and my goals, and see if they could help 
me. Because I had already read one of their books and had 
started reading the other one, I was interested in what they 
had to offer.

After 15 minutes, he suggested we had another 45-min-
ute call later where he could explain how they could help me 
achieve my business goals based on the information I had 
provided. I wasn’t sold yet, but I was interested in hearing 
more, so we scheduled the call.

A few days later, the Dent sales rep walked me through 
their programs and offerings and said they had two business 
accelerator programs: a 12-week cohort-based course called 
Get Oversubscribed for $1,500 and a 10-month VIP coaching 
program called Key Person of Influence for $15,000. Based 
on where I was with my business, he suggested I started with 
the Get Oversubscribed course.

What do you think happened next?
I said, “why not?” and signed up for the course.
You see, it all started with a free book and a scorecard 

and ended up with a sale for $1,500. In fact, inside the course, 
this process was broken down and explained as a product 
ecosystem, which is the original inspiration for the book 
ecosystem (which I built during the course).

Dent calls their ecosystem the Ascending Transaction 
Model (ATM).

“We have a gift that we give away for free and we capture 
data,” Priestley says. “We then have what we call a product 
for prospects, which is the first engagement, the first time 
they connect with somebody and we know who they are, 
then we have a sales conversation. We then have a core prod-
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uct or a core business. We look after people better than they 
expected, which is our servicing proposition, and then we 
have a product for clients, which is an ongoing relationship, 
where we go on a journey with people.”1

According to Priestley, the most important part of the 
ecosystem is the product for prospects because it gets the 
leads through the door, it warms the relationship.

That’s how he has been able to scale his businesses for 
the past 20 years.

For his software company, ScoreApp, for example, they 
have three places where people can enter the early stage part 
of the ascending transaction model, and each one leads to 
the other one.

In September 2022, Priestley released a new book, 
Scorecard Marketing, and gave away thousands of copies. 
The book encourages readers to take a free trial of ScoreApp 
and to attend a live event, which is a one-hour introduction 
to ScoreApp.

But prospects can enter the ecosystem in other ways. If 
they find out about the free live event through social media 
and attend, they’ll get a copy of the book and a free trial of 
their software. And even if they take the free trial first, they’ll 
still get the book and the invitation to the webinar.

“So, it doesn’t matter which side you start with,” Priestley says, “our 
systems are set up to encourage people to go from one to the others. 
We know that when people have done the book, the live event, and 
the free trial, they’re absolutely ready to be a long-term client. All 
of that intellectual property, the stories, the case studies, all of that 
mind-matter that we wanted them to have is now installed, and 
they’re ready to be a client. They want to be a client. They completely 
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understand what we can do for them and how we can do that. So, a 
huge part of that intellectual property is the book. The live event is 
effectively just a live version of the book and the free trial of the soft-
ware is the implementation of the intellectual property in the book.”

Do you have to give away your book for free?

Not necessarily. The book can be either a lead generation asset 
(free) or a low-cost product (see the next chapter).

The beauty of the book ecosystem is that you can make 
money selling your books while also generating leads for 
your business.

That is the case of Katrijn Van Oudheusden, whom I met 
during a book coaching call in October 2021. She wanted to 
write a book to promote her coaching services, but felt stuck 
and was having trouble organizing her ideas.

Our conversation led to a breakthrough when she real-
ized she could just turn her client’s calls (where she answered 
all their questions) into a book.

Then she took my course, Write your First Business Book 
in 90 Days, and in January 2022, she released her book, 
Selfless Leadership: A Complete Guide to Awakening the Ser-
vant Leader Within.

I caught up with her almost a year after we first met and 
asked her how her book and business were going.

“Well, I sold a bunch of books,” she said. “And I got really good feed-
back, really happy. I got more people reaching out to me who had 
read the book. That shifted the type of people I talked to and then 
eventually also who wanted coaching for me from those who had, you 
know, just read my LinkedIn post and were interested. It prequalified 
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my clients for me because what I do is a bit weird. I mean, it’s not 
your average stuff. So the fact that they’ve read the book means that 
they‘re already familiar with what I do. They’re familiar with the 
methodology. They know what they’re signing up for. So I get fewer 
leads, but better-qualified ones.” (Personal interview)

A third option is to use a hybrid strategy of selling and 
giving away your books. For instance, you can sell your book 
on Amazon at a low price (between $0.99 and $4.99 for the 
kindle version) to get valid reviews, which is important. But 
you can also give away the pdf version to those who subscribe 
to your newsletter or attend a webinar. 

And if you have some in-person speaking gigs, give a 
hard copy to everyone in attendance. Let’s say you have a 
half-dozen speaking gigs over the year and gave away 50 to 
100 books every time. That way you would give away 1,000 
books that could result in 10 to 15 high-ticket clients, which 
may be just what you need for your small business.

If you’ve never done this, you may feel that giving 
away so many books is expensive and risky. But you’re 
probably going to spend money on marketing and adver-
tising anyway. 

Mike Reid, who co-founded Dent Global with Daniel 
Priestley, says that as a rule of thumb you want to spend 
between 10% and 15% of your revenue in marketing, as a 
minimum. “If you’re spending less than 10% on marketing,” 
he says, “you’re not spending enough to attract enough clients 
so you can grow. If you’re a small business, spending 20-30% 
on marketing is too much to acquire a client because you’re 
not at the scale at which you could absorb the cost of acqui-
sition of that client.”
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Reid recommends starting with the end in mind. Think 
about how much you want to get in revenue and then calcu-
late what you can do to print and distribute your book with 
10% of that revenue number.

“Let’s say you want to get to a half-million dollars in revenue, which 
means you want to have a budget of about $50,000 a year to spend 
on marketing,” Reid says. “I take my $50,000 of marketing budget 
and split it in half. I’d spend $25,000 on printing books and sending 
them out and putting a nice cover letter around it and packaging 
it up. The other $25,000 I’d spend on marketing the book. And if 
my single marketing effort was just to get 2,000 books out to my 
perfect clients, that’s how I think about generating my half-million 
dollars worth of business. Because a half-million dollars of business 
is probably for the average person anywhere from 25 to 50 new 
clients.” (Personal interview)

In this scenario, if you give away 2,000 books and generated 
30 new clients, you’d be giving away 66 books to get one cli-
ent (pretty close to James Church’s 70/1 formula).

“Don’t be afraid to spend $15,000 to $20,000 printing 
books and sending them out over the year and spend another 
$25,000 to $30,000 on some ads in promotion and marketing,” 
Reid says. “That’s how you get to your half-million.”

Types of Lead Generation Assets

You can generate leads with different types of content. 
Here are some examples.
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Content Cadence Based on the Book
Chapter 2 discussed the importance of having a framework. 
Your framework should have an edge, a unique angle (perhaps 
even a bit controversial one) that will differentiate you from 
everybody else. Otherwise, your content won’t stand out.

Thus, your framework will allow you to come up with 
disruptive ideas, that is, ideas that shake up your readers’ 
paradigms and challenge them to change their belief systems.

Ask yourself:

• What is an “old way” of thinking that your clients 
have that they must change for a better “new way”?
• What mistakes are your clients making that are 
perpetuating their problems?
• What principles for success do your clients need to 
adopt in order to get the outcomes they’re looking for?

For instance, when I answered those three questions, I 
was able to write three headlines for articles that I published 
on Medium.com. 

• Disruptive headline: “Content Marketing is 
Dying—Here’s why you need to develop thought 
leadership instead”
• Mistakes headline: “3 Mistakes Solopreneurs Make 
When Positioning Themselves”
• Principles headline: “Write Like a Thought 
Leader—Four principles for writing a blog post that 
makes an impact”
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But publishing your thought leadership framework 
content as a blog post is not enough. That’s why I created a 
content cadence.

The goal of the content cadence is to set up a set of activi-
ties that will allow you to do the same things week after week 
that will bring results.

The cadence consists of one main piece of content, which 
is then repurposed into several pieces. The main piece of con-
tent can be a long blog article, a podcast episode, the record-
ing of a live event, or some other type of video.

The blog post can be repurposed into shorter pieces of 
text to be shared on social media. The podcast and the videos 
can be cut into short clips (by topics) and also shared on 
social media.

For example, here’s a cadence you can follow. Write a 
weekly blog article for Medium and then repurpose it into 2 
or 3 newsletter issues, 5 LinkedIn posts, and 5 tweets.

Of course, the content shouldn’t be about random topics, but 
only those topics you’re building thought leadership frame-
works around. In my case, they are Thought Leadership, 
Book Writing, Writing, IP Creation, and Solopreneurship.

And since my writing is part of my business, I make sure 
that each article mentions one or more of my products (and 
links to them). For example, an article or post might mention 
my book (The Solo Thought Leader), the Thought Leadership 
Scorecard, or my online course.

Ready to do the same? Try this:

• Start by writing the long piece (900 + words).
• Then repurpose the long piece into several LinkedIn 
posts or Tweets.
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• Publish a shorter version of the article as an email 
sent to your list.
• Include CTAs to your products or services.

Writing like a solo author doesn’t mean creating pure and 
original pieces for each platform or medium. On the contrary, 
it means writing great pieces once and distributing them widely.

Your ideas should spread like wildfire, but don’t wait 
for it to happen by accident. You must be purposeful about 
amplifying your writing. And a great way to do that is with 
a content cadence.

A Framework for Content Ideation
To come up with new content ideas, you need FAQS. No, not 
those ones you’re thinking about. Here, FAQS stands for:

Feed. As in feed your mind. Read broadly and without 
prejudice. You want to expose your brain to new knowledge.
Associate. Make associations of concepts you find in 
your reading with problems in your field.
Question. What is a new angle or lesson you can draw 
from this association?
Simplify. Explain your learnings with as few words as 
possible, forming your new big idea.

Let me give you an example:

Feed. The other day I was listening to an audiobook about 
American politics, Why We’re Polarized by Ezra Klein.
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Associate. Klein explains that political parties take polar-
izing views so voters can differentiate between them and 
not be confused about who to vote for.
Question. How does this relate to thought leadership? 
Thought leaders take a stand on hot issues in their areas 
of expertise.
Simplify. Thought leaders must be polarizing to gain 
true followers and build a tribe.

Now it’s your turn. Think about the following. What 
books, articles, or essays are you reading outside your area 
of expertise? Are you thinking about new ideas, making 
associations, and questioning assumptions?

If not, choose a couple of books or a series of articles that 
sound interesting but that you would not normally read, and 
give them a try. Then, write (simplify) at least one new idea 
from your readings following the FAQS framework.

Writing as a solo author is not a one-time show. You 
must show up again and again. But don’t fall for the trap of 
easy lazy content that doesn’t challenge anything. Follow the 
process above or whatever works for you, to come up with 
original ideas. Then, just trust the process.

Scorecards or Quizzes

I’ve already mentioned Daniel Priestley and his magnificent 
strategy. One of the best lead generation assets is a quiz or 
scorecard because you can provide lots of value while getting 
insights from your audience. I have created two scorecards, 
The Author IQ Test and The Thought Leadership Scorecard.

As I was getting ready to launch The Solo Thought Leader, 
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I created The Thought Leadership Scorecard. Remember? The 
35 questions in the quiz are divided into 7 categories. Let’s 
review them: Expertise, Innovation, Branding, Education, 
Impact, Business Operations, and IP Creation. Each category 
corresponds to one of the seven steps laid out in the book.

Once a person takes the scorecard, they are presented 
with the scores for each category and a brief description. They 
immediately get an email with a link to a PDF report, where 
I offer recommendations and other resources to improve the 
scores in each area. At the end of the report, I have a CTA to 
buy the book, and a lot of people do.

I’ve also gotten coaching clients and partnership oppor-
tunities from the scorecard.

Another benefit is that the data you collect can serve 
for creating data-driven content. For instance, from the 
responses to the Scorecard, I identified the weakest areas 
and the big mistakes solopreneurs are making. From the 
results, I wrote one of my most popular articles on Medium: 
“3 Mistakes Solopreneurs Make When Trying to Position 
Themselves.”
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You don’t have to use Scoreapp. You can put together a 
Google Form and set up an autoresponder to send follow-up 
emails, but the experience is not the same. When you go to 
Scoreapp.com, you can get a 14-day free trial. Or you can use 
my invitation (referral) link and get a 30-day trial, by going 
to diegopineda.ca/scoreapp now.

Free Email Courses

Email courses are attractive because people don’t have to log 
in to a website to consume the material. The lessons arrive in 
their inboxes in the space of a few days without much effort.

The expectation for an email course is that lessons are short 
and sweet. Each email should not take more than 5 minutes to 
read, it should focus on one concept or idea and can include 
examples and a “homework” or something for the person to 
do. It should also create some expectations for the next lesson.

You can easily repurpose a long blog post or article into 
an email course. For example, let’s say you wrote an article 
on the “5 Ways to Get More Focused at Work.” You can then 
have a course with just seven emails, like this:

The first one would be a welcome email with a descrip-
tion of the course and what people should expect to receive. 
The next five emails are the 5 points in your article (one step 
per email). And the last one is a closing message inviting the 
reader to take the next step.

Since the best way to learn is to see something in action, 
here’s the sequence of an email course I created called, How 
to Finally Start Writing your Book. Notice that I included an 
emoji at the beginning of each subject line, so it will stand out 
in the inbox and the subscriber can easily find the lessons.
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Email #1

Subject line:          How to fi nally start writing your book: Lesson #1

“I am a writer.”

Go ahead, say it out loud a few times. And repeat it until you believe it.

Th e fi rst step to start writing your book is to have a writer’s mindset.

Stop the nonsense that you are not a writer yet because you have not pub-

lished a book or made it into the NYT Best-Sellers list.

You have a book in mind, ergo, you are a writer.

So, let’s start thinking like a professional writer.

People asked me oft en what is my secret to having written 14 books.

My answer: I use the “button method.” I put my butt on the chair and 

write. Th at simple.

Writing is not about waiting for the muse to inspire you or feeling in the 

mood or going into a trance. It’s work. Hard work.

Just as a salesperson doesn’t wait for inspiration to prospect and sell every 

day, or a lawyer doesn’t sit until the muse of justice touches her, a writer 

doesn’t sit in front of a blank page and does magic.

As a writer, I have to do research, plan, outline, write and rewrite.

As with any other profession, the more you do it, the better you get at it.

I’ve written stories since I was 9 years old, and have earned my living 

through writing for almost 20 years as a professional writer.

And not once can I say I had the muse visit me. Yes, sometimes I enter into 

the “zone” or particularly good fl ow of writing, but that depends more 

on other factors like health and concentration than a bout of inspiration.

Pablo Picasso said, “Inspiration exists, but it has to fi nd you working.”

Th is is the writer’s mindset: “Writing is my job and I just have to do it, 

every day.”

If you want to write, stop procrastinating and apply the butt-on method. 

Hopefully in a comfy chair.

I’ ll see you tomorrow for the next lesson.

         How to fi nally start writing your book: Lesson #1
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Email #2

Subject line:         How to fi nally start writing your book: Lesson #2

Now that you have a writer’s mindset, the next step is to fi nd a time and 

a place to write.

Th ese two elements will have a big impact on the quantity and quality of 

your prose.

Th ey will also help you enter the zone we spoke about yesterday.

For instance, you know how when you go into the kitchen you are predis-

posed to open the fridge or the pantry and grab something to eat (even if 

you are not that hungry)? It’s the same with your writing space. You should 

have a special place where you write that will trigger your mind to enter 

the writing zone.

Th is place should be comfortable (the chair is very important), have good 

lighting, and isolate you from distractions. I usually play music without lyr-

ics (smooth jazz works for me) to avoid external noises from distracting me.

Now, regarding the time, it depends if you are a morning or a night per-

son, your work schedule, and the time for family. Find at least an hour of 

uninterrupted time when you are not expected to answer calls or emails 

or attend meetings. Block that time in your calendar and treat it as an 

appointment you cannot miss. Ever.

I’m tomorrow’s lesson we’ll talk about establishing a writing plan to com-

plete your book.

Subject line:         
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Email #3

Subject line:        How to fi nally start writing your book: Lesson #3

Writing 50k + words is a daunting project.

Just thinking about it can feel overwhelming and paralyze you. Th at’s why 

we have to break it down.

A few years ago, I learned about the concept of the 2.1 plan:

1. Where are you now?

2. Where do you want to be and by when?

2.1. What step do I need to take today to get me closer to where I want to be?

Each day you ask the third question and do it until you reach your goal.

How does this relate to writing a book?

Easy.

1. How much have you written now?

2. How many words (or chapters) do you need to write and by when?

2.1. How many words do you need to write today to meet your deadline?

If you want to write 50,000 words in 90 days, you’ll have to write 555 words 

per day (if you don’t take weekends off ). Th e math depends on your timeline 

and for how many days a week you will be writing.

Set up a daily goal, something that is achievable but not too easy (challenge 

yourself a bit) and go for it.

In no time, you’ll have that book done.

Th at’s it for today. See you tomorrow!

        How to fi nally start writing your book: Lesson #3
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Email #4

Subject line:        How to fi nally start writing your book: Lesson #4

Writer’s block doesn’t exist.

It’s not a real thing.

You may feel the symptoms of writer’s block...

You stare at the blank page and the blinking cursor until you start to 

sweat blood.

Your mind wanders incessantly when you are supposed to be writing.

Trivial chores make a miraculous climb to the top of your to-do list.

But the truth is that your subconscious is resisting writing because you are no 

longer enjoying it. It feels like endless work and you’re not sure if it’s worth it.

Writer’s block is a state of mind and as such, it can be changed in a second.

What can you do when you feel stuck?

I use the peak state triad from Tony Robbins:

1. Change your physiology: How you use your body aff ects your mindset 

and your emotions. Th e way you sit or stand, how you eat and exercise, 

it’s all connected.

2. Change your focus: Focus on what is working, on how much you’ve writ-

ten so far, the WHY you are writing your book, and all the things you will 

accomplish. Tony says, “Where focus goes, energy fl ows, and results show.”

3. Change your language: Your self-talk determines how you feel and behave.  

Stop saying you have writer’s block and start telling yourself that you are 

in the writing zone, that words and ideas fl ow non-stop.

In fact, the above not only works to eliminate the feeling of writer’s block 

but any negative emotions in your life.

Try it out!

        How to fi nally start writing your book: Lesson #4
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Email #5

Subject line:         How to fi nally start writing your book: Lesson #5

As with anything in life, you need a big why, a strong motivation, to write 

your book and not give up before you fi nish it.

So, make sure you can answer this question clearly: Why am I writing 

this book?

Let me tell you that being rich and famous should not be the reason. Very 

few authors make a living out of their books and even fewer than that get 

rich with their book sales.

If you are writing nonfi ction, I encourage you to think of your book as a 

marketing tool, not your main source of income.

A book will help you to:

• Gain authority

• Become more visible

• Get more clients

• Get speaking engagements and podcast appearances

• Leave a legacy

• Make an impact in people’s lives

Th ink about your business and career goals and how your book will help 

you get there. Imagine the feeling of holding a copy of your book in your 

hands and signing copies for your fans at an event.

Anything that motivates you to get through the end works. Just picture it 

in your mind whenever you feel like putting the project aside or skipping a 

writing day and keep going.

I hope this mini-course has been helpful and you feel like fi nally writing 

your book. Let me know what you think about the course by replying to 

this email and let me know if you have any questions.

And remember, you are doomed to succeed!

         How to fi nally start writing your book: Lesson #5
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In the last email, you can also add a CTA for one of your 
low-cost products or to follow you on social media, or 
subscribe to your podcast or newsletter.

Webinars or Live Events

Webinars were very popular from 2017 to 2019. Most B2B 
companies seem to be having them every other day and we are 
bombarded with events of all kinds. Still, people register for 
them if the topic is valuable and the speakers are infl uential.

The secret here is to make events that solve specific 
problems or answer questions that your audience has. You 
can do these yourself or invite speakers and interview them.

A good way to do this is to start by looking for signals 
of interest. Create a poll on LinkedIn or Facebook (or even 
your newsletter) saying something like, “I’m thinking about 
doing an event about one of these three topics. Which one 
would you be most interested in attending?”
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The poll and the comments helped me decide on the 
topic (self-publishing), so I put together the content and 
then messaged everyone who responded directly, with a 
limit on the number of people who could attend (thus cre-
ating urgency). I capped it at 20 but I aimed for 50 registra-
tions because more than half of the people who register are 
no-shows (they want the recording to watch later).

Then I sent this message to my list and posted it on 
LinkedIn:

I’m hosting a virtual workshop called “How to Self-Publish 
a Book that Actually Makes Money” on Friday, April 1st 
between 11 am and 12 pm EDT.
Would you like to attend?
It’s free but capped at 20 people. DM me your email and I’ll 
send you a calendar invite.

MORE INFO:
How to Self-Publish a Book that Actually Makes Money
The average self-published book sells 250 copies over its life-
time. In fact, most authors don’t sell more than 80 copies of 
their books.
Why? Because they make four common mistakes:
• They try to do everything themselves so the book quality 

is amateurish.
• They publish in only one format (guess which one).
• They don’t use the right distribution channels.
• They don’t have a marketing plan nor a book ecosystem.
Join me in this online workshop where I’ll teach you the “4x3 
Self-Publishing Method,” so you can avoid those mistakes and 
actually make money and grow your business with your book.
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I also asked everyone who registered to take my score-
card, The Author IQ Test. I got 20 people at the event (but 
even more leads) and from the event, I got three appoint-
ments for coaching.

And, the content of the event was repurposed for a chapter 
in this book. Win-win!

Book Chapters, Ebooks, Videos, and More

In 2006, while working as a medical writer at the University 
of Texas, I discovered a niche market in my own industry 
and found a way to profit from it. There weren’t many ways to 
break into medical writing, other than having an advanced 
degree like mine, so I wrote an ebook called Becoming a 
Medical Writer: How to Launch a Successful Career Writing 
About Medicine and Health in 2007. 

At the time ebooks were something new, so I built a 
landing page with a sales letter and sold the 120-page PDF 
for $29.00. Of course, most people didn’t buy the first time 
they visited the site. Then, I offered the first chapter for free 
in exchange for their email. I built a list of more than 2,500 
people with that free chapter and nurtured them with a 
series of emails.

It was a hit. I sold hundreds of ebooks. Then readers began 
asking for more information. So, I took some of the topics 
from the ebook and turned them into online courses, which 
I sold for a few hundred bucks each. In a couple of years, I 
was earning more than $30K in passive income from this 
business. When the market was reaching a peak and Amazon 
released Kindle ebooks for less than $9.99, my sales began to 
decline—so I sold the business.
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Today, of course, people expect a whole ebook for free, 
not just a chapter. What worked yesterday doesn’t work today. 
You have to evolve as the market changes.

Giving away shorter ebooks or guides to generate leads 
works well.

You can make a video series on your method or frame-
work, or a mini course on how to avoid the three most com-
mon mistakes people make in your industry. Or, interview 
experts on your topics and package the interviews as a series 
people can subscribe to get access.

How you package your content makes it more valuable, 
so make it look nice.

Finally, ask yourself:

• Are your lead generation assets enough to persuade 
people you are the go-to expert to solve their problem?
• Or are you relying on insignificant freebies and 
obvious content to trick people into giving you their 
contact info?

Checklist
 ☑ I have created a content cadence based on the 

content of my book.
 ☑ I am creating disruptive content.
 ☑ I read broadly and expose myself to new knowledge.
 ☑ I have ideas for quizzes, email courses, and events 

for lead generation.
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CHAPTER 8

Build Trust with Low-Cost Products

The second element in the book ecosystem is a low-risk 
product that people can buy to try you out. It’s like saying, 
“Did you like my free content (the lead generation asset)? 
Here’s something you may be interested in!”

It’s not free, nor dirt cheap, so it won’t bring in free-
loaders or collectors of digital products. It’s priced just right 
for people with genuine interest to put some skin in the game 
and buy something.

How much are we talking about? Well, it depends on 
your niche and how much readers are willing to pay. If you 
sell to college students, perhaps $30 is just right. But if you 
sell to medium and large-size companies, a $2,000 workshop 
is pretty reasonable.

Some examples are the book itself (when you don’t give 
it away) for $20, an online course for $150, a package of tem-
plates for $40, a special paid event like a half-day workshop 
for $350, or a diagnostic for a company for $500.

Daniel Priestley sells a 12-week cohort course for entre-
preneurs for $1,500. And that’s his low-cost product. His 
main offering is 10x that.

The price also depends on the value you provide.
My recommendation is to start with an easy product 

like an on-demand course that people can do themselves. 
A DIY product with your best content and tactics that will 
offer quick wins for your clients.

That’s exactly what solo author Dennis Geelen did.
Dennis has published four books. Although according to 
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him, the first two don’t count, because he didn’t know what 
he was doing—but he learned a lot.

Those learnings paid off with his third book, The Zero In 
Formula: The Definitive Guide to Building a Disruptive and 
Sustainable Business through Customer-Centric Innovation.

He wrote The Zero In Formula during the pandemic. 
Before Covid, his consulting business was growing and he 
had a very good grasp of his niche, his services, and how to 
market and sell. Dennis was helping his customers create a 
foundation for their business that’s rooted in being as cus-
tomer-centric and innovative as possible. He took everything 
he was teaching his clients and put it into a book format.

“I originally just wrote it just to have some cachet,” Dennis says. 
“Like, hey, this is what I do and I’ve actually written a book about 
it, right? But then it hit the number one best seller on Amazon in 
four different countries. It got translated into Spanish. It got me on 
about forty-something podcasts. There were articles written about 
it. I was doing quite a bit of workshops and public speaking at the 
time so I would bring the book with me and I would sell it there. 
It did become a lead generator for me with my consulting because 
people would read the book and then they would reach out and ask 
if I could do some consulting with them. The intention of the book 
really was just to just have some extra cachet or credentials behind 
my name, but it ended up actually making money on its own and 
leading to a lot more consulting because it was a popular book.”

Thanks to the book, his business skyrocketed. Dennis 
went from being a local consultant, working with companies in 
his area (Ontario, Canada), to an international consultant. People 
around the world read the book and heard him on podcasts 
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and reached out to him. He’s now consulting for compa-
nies in Denmark, Norway, England, and the United States.

In 2022, Dennis published a fourth book, The Accidental 
Solopreneur. This book is a fictional parable about a guy who 
burned out in his corporate life and decides to go solo. Then 
he figures out he knows nothing about starting a solopre-
neur business. The parable follows his journey, the mentors 
he meets, the lessons he learns, and the mistakes he makes. 
The parable serves as an illustration of what a playbook to 
start a business looks like.

Armed with his previous experience, Dennis knew that 
as an author entrepreneur, he could not stop at writing the 
book. He had to build an ecosystem, starting with a low-
cost product.

How to Turn Your Book into an Online Course

“If all you want to do is write books and make money at it, 
you better be a really, really good author,” Dennis says. “I don’t 
consider myself an author. I’m a solopreneur consultant who 
writes books to help leverage other parts of my business.”

He has turned both The Zero In Formula and The 
Accidental Solopreneur into online courses.

“The first time I turned a book into an online course, it was meant 
for businesses,” he says. “I spent a lot of money on production value. 
I hired a professional film guy to film it and he did all the editing, 
and it cost me a lot of money. It was a higher-ticket course. But I 
found that’s not really what people care about. Yes, it has to be good 
quality, but it doesn’t have to be the best quality. The sound has to 
be good...  I do have a good mic that I’ve invested in. But any pretty 
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good camera nowadays is good enough, and it doesn’t have to be 
professionally edited with all these intros and intros and professional 
music in the background. What people are really looking for is ‘give 
me some really good hands-on tangible stuff that I can dive into.”

Most of what he did in his first course was talk to the 
camera and add some questions at the end for people to go 
away and think about. But people wanted more.

For his second book, he created another online course 
where he just recorded himself on Zoom with some slides. 
But this time, he added a workbook in Excel.

“The person taking the course would use this workbook,” Dennis 
says, “and it helps them figure out their niche. It helps them figure 
out who to network with and why. And it helps them figure out how 
to package and price their services. So, there are all these different 
tabs for each session. They’re actually building their business, and 
I’m just walking them through it in the video.”

Instead of a presentation (like he did in the first course), 
Dennis shows a couple of slides on why a particular topic 
is important, adds a few case studies and stories, and then 
works on them through the workbook. The course is about 
an hour and twenty minutes long and goes deeper than the 
book on how to build a solopreneur business.

“The book is actually told in a parable and it follows a man who 
leaves his corporate job and starts his own solo consulting business. 
It does show you the road map he follows but in a story format. The 
course then just takes the road map he ends up following and does a 
deeper dive into it. How do you do this for yourself? What does that 
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look like? Here are some tools that you can use to do this as well. So, 
it’s a much deeper dive for the courses than the book.”

Dennis doesn’t promote the course openly inside the 
book, but in his bio at the end of the book, he says he helps 
solopreneurs and adds a link to his website, where people can 
find the course and an option to work with him one-on-one.

Dennis’ advice for anyone creating an online course is 
to make sure that the course leads to measurable outcomes. 
The result people will get from taking the course should be 
very clear. 

“So for example, if it’s a marketing course, ‘you’re going to find X 
number of new clients from this marketing strategy.’ If it’s just too 
high level, they’re probably not going to be interested in the course. 
So there have to be tangible results, and there have to be tangible 
takeaways that they’re getting from it. Otherwise, it’s going to seem 
like they just did the book again.”

DENNIS’ ECOSYSTEM FOR  
THE ACCIDENTAL SOLOPRENEUR

LinkedIn and Twitter Content - FREE
Book - $10 (ebook) - $20 (paperback)

Online course - $75
1:1 Coaching - $200 per hour

When creating an online course, think about this sta-
tistic: the average completion rate is between 5% and 15%. 
That means up to 95% of people who sign up never finish the 
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course. That’s a serious problem when you count on them to 
finish, see results, and then move up the ecosystem’s ladder.

Below are some Dos and Don’ts of creating your online 
course.

DO:

 ☑ Keep it between 60 and 90 minutes of total 
video-watching time.

 ☑ Add worksheets/workbooks and practical 
hands-on activities.

 ☑ Link to resources and additional readings or 
tools.

 ☑ Be real and show them behind the scenes of what 
you do and how you do it.

 ☑ Create a compelling landing page with testimo-
nials and detailed information about the benefits 
(outcomes) and what’s inside the book.

DON’T:

 ☑ Regurgitate the same content of the book in a 
video format.

 ☑ Make it too long (90 minutes should the maximum).
 ☑ Make it boring but inject energy and variety.
 ☑ Go overboard with the production (it doesn’t 

need to be Hollywood quality).
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Creating Complementary Products

As you ponder about the progression within the book eco-
system, you’ve probably noticed that many people out there 
have online courses already without having written a book.

And it’s true. Online courses are extremely popular. 
In fact, the most popular online courses are about creating 
online courses (just like the most popular LinkedIn posts 
are about how to write popular LinkedIn posts). What can I 
say? We live in a meta world!

These creators usually have a newsletter or a good size 
following on social media to who they market their course. 
Some have several courses and may offer some consulting 
services.

However, as a solo author, you want to start with a frame-
work that can be developed into a scalable ecosystem that 
makes money in different ways. The framework starts with the 
book, which has the potential of positioning you as a thought 
leader in your niche and then moves you up the ladder.

So, what if you already have an online course or another 
type of low-cost product and don’t have your book yet? Can 
you do it the other way around and turn the course into a 
book?

If your course follows a framework, you can definitely try 
it. But instead of just repeating the same information, find a 
way that the book complements the content of your course, 
instead of simply replicating it.

You know what? I have to confess that that’s my case.
I already have an online course called Write your First 

Business Book in 90 Days, which I created before coming up 
with the Book Ecosystem Framework. The course walks you 
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step-by-step through how to write a book. I later added some 
additional info about the book ecosystem and self-publishing. 
But originally, it was just about helping people write a book.

Some people told me I should write a book about how to 
write a book. And I guess I could, as I have a particular sys-
tem I teach in my course. But instead, I decided to write this 
book, which doesn’t teach you how to actually write a book, 
but how to build a business around your book.

If you want to learn to write a book, you can buy the 
course. If you want to build a business with your book, read 
The Solo Author. They complement each other.

That’s how you leverage your book and your low-cost 
products to give value to your audience so they won’t feel 
cheated because you are repeating some of the same infor-
mation.

Hollywood screenwriters know that. When they adapt 
a popular book into a movie, they add some new characters 
or plot twists to surprise those who read the book already.

Listen to Your Audience

Honestly, I think the market is saturated with online courses. 
And most people who buy them, never finish them. In fact, 
the completion rate for online courses is around 6%.

That’s brutal. And that’s why you have to get creative 
and do something different. One of the best ways to find 
that product that’s going to make a difference is by listening 
to your audience.

In the previous chapter, I introduced Katrijn van 
Oudheusden, the servant leadership coach who wrote a 
book on self less leadership. Katrijn found an interesting new 



THE SOLO AUTHOR           129

product she could create from the questions of her readers. 
Unexpected readers.

What do I mean?
Well, she wrote the book for leaders, so they could prac-

tice her teachings in their organizations. But it turns out 
that many of the people who bought the book were other 
leadership coaches.

And that gave her the idea of writing a second book for 
these leadership coaches.

“I’m now teaching other coaches how they can teach clients the self-
less leadership stuff,” Katrijn says. “So, I’m moving into a second layer 
which is teaching other coaches how to coach for this. It’s called ‘the 
coach level.’ There’s going to be a training program which follows the 
handbook that I’m writing. I’m not sure yet exactly how it’s going to 
play out, but I’m testing now the contents of the book on mentoring 
clients one-on-one. What are the questions they have? What do they 
need? What would they want from a handbook? For example, I’m 
learning that they want to know more about how to market this as 
well as how to actually coach for it. So, I’m adding a chapter on how 
to talk about this to normal people.”

Katrijn’s second book will actually be a different product 
in the ecosystem.

“It’s a teaching book,” she says. “You could say it’s more like a text-
book in that sense. And it’s going to be for a much smaller audience. 
So, I’m probably going to price it higher and not even publish it via 
Amazon. I’m also thinking of what Donald Miller does as well, you 
know, to have an audio or a video of me coaching somebody.”



130          DIEGO PINEDA

In case you don’t know Donald Miller, he’s the bestselling 
author of Storybrand and many other books. For one of his 
most recent books, Business Made Simple, he created a series 
of videos that expanded on the contents of the book. Once 
you start reading the book, he directs you at the end of each 
chapter to watch the corresponding video on his website 
(which you have to sign up for). So, he offers value through 
the video, and because once you navigate to his website, and 
he obtains your contact info, he will try to funnel you into 
his other products in the ecosystem, like the Business Made 
Simple online courses for $275/year.

It’s a very smart strategy. So, listen to your audience and 
get creative. 

The purpose of the low-cost product is to earn the trust 
of your customers so they’ll decide to move to the next step 
in the book ecosystem: the main offering.

Checklist
 ☑ I have created a low-cost product for prospects.
 ☑ I am turning my book into an online course or 

other complementary products.
 ☑ I am listening to my audience and creating the 

type of products they need.
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CHAPTER 9

Build a Tribe with Your Main Offering

Once someone buys a low-cost product, you can lead them 
to the main offering. This is the core of your business. Actu-
ally, it is your business, where most of your revenue comes 
from, and what supports your lifestyle.

The main offering is what you are known for, the rea-
son people follow you, and what allows you to build a tribe.

The question is, should you build your main offering 
before your book? Or do you build the business from the book?

For NYT best-selling author and publishing consultant, 
Anna David, that’s the best question that exists, just like the 
chicken or the egg question.

“I actually think either works,” she says, “but the first is 
going to be more successful. And it really depends on what 
you want to do. Most of our clients come to us with 
super successful thriving businesses and they are experts 
in their field and they should be acknowledged. You know, 
they should be the ones on stage. They should be the ones 
the media is calling, and they need a book to make them offi-
cial. It’s like the transition into becoming a thought leader.”

Remember Dennis Geelen? He had a successful business 
(the main offering) doing consulting for companies. And then 
he wrote a book that skyrocketed his business.

But the other option is also possible.
“When it comes to how you build your business around a 

book,” Anna says, “it truly depends on what you’re passionate 
about. Not all passions lend themselves to a service business. 
The easiest thing to do, in my experience and in my opinion, 
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is to have a service business where you charge a premium.”
In the early 2000s, Anna David was (in her words) a 

“thought leader in the sex, dating, and relationship space” 
thanks to a story she wrote for “Playboy” magazine.

“It became a big deal,” she says. “I was suddenly asked to go on these 
TV shows to speak about this topic. And so, I just sort of said, ‘okay’. 
And I did that for many years, but I didn’t care about it. I wasn’t 
passionate about it. And then I had been sober seven years when I 
realized, ‘You know what? I’m very passionate about recovery. If this 
thought leadership thing is possible, I want to do it around recovery.’ 
I was able to switch and tried very hard to start a business around 
recovery. I started websites and tried all sorts of things and none of 
them worked. It was always just hitting a brick wall. And so then 
I said: ‘Well, what am I passionate about that I can also build a 
lucrative business around?’ And I realized that that was books and 
publishing. So, now I’m able to write books for fun. I’m not writing 
them for my income. And those books attract clients.”

Her business, Legacy Launch Pad, offers ghostwriting, 
editing, and publishing services to entrepreneurs who want 
to launch a book. They have three packages: Essential, VIP, 
and Advanced, ranging in price from $22,000 to $60,000.

“We’re super boutique. There are companies like ours that have 
released thousands of books. We release twelve a year. We don’t take 
everybody who reaches out. If we don’t think you can earn back ten 
to a hundred times what you’re paying us, you shouldn’t work with 
us. We don’t want people to look at our prices and go, ‘Oh my god, 
that’s so expensive. There’s someone out there who’ll do this for two 
thousand dollars.’ We wanted them to look at us and go, ‘That’s 
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exactly a worthwhile investment for what I’m going to make back 
over my lifetime.’ So it’s really just a high-end service.”

As a rule of thumb, if you have a service business, your 
main offering should not be priced below $2,000. Now, if 
you have a product like software that can be sold at scale 
(and you make money selling large volumes), the price can 
be lower. But within your book ecosystem, you are creating 
increasing value at each step, and those who can’t afford your 
main offering can still benefit from your low-cost products 
and your free content.

Note: the $2,000 price is applicable to North America, 
Europe, and Australia. If you live in Latin America, Asia, or 
Africa, adjust it to the cost of living in your country.

“My main source of revenue is my business consulting,” 
says Dennis Geelen. “It’s a higher ticket. I’m doing strategy 
stuff with companies where they’re paying thousands of dollars, 
whereas here, people are paying $9 or $20 for my book or $75 
for my course. And I charge $200 an hour for a coaching 
call. So, it takes a lot longer to make up as much money there 
unless you can build a big audience and you have a ton of 
those coming in.”

Dennis’ main offering is a Done-With-You (DWY) solu-
tion. Any 1:1 coaching service or a cohort course is considered 
a DWY. Anna’s main offering, on the other hand, is a Done-
For-You (DFY) solution.

In any case, you should be taking your clients on a journey 
from their current state to their desired state. You’re offering 
some definite outcomes and you promise to deliver.

For example, Legacy Launch Pad has an “Amazon #1 
Bestseller Guarantee” which is stated like this: “For the VIP 
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and Advanced packages, we guarantee your book will be a 
#1 Amazon bestseller in at least one category. Our launch 
process combines early distribution of the book to your 
contacts for advance reviews, the use of heavily targeted and 
specific keywords, and highly researched category selection. 
If #1 bestseller status isn’t achieved, the cost of the Bestseller 
Guarantee will be refunded to you.”

James Church, who’ve you met before in this book, also 
has a DFY service. His main offering is called Pitch Ready, 
where his company creates business plans, financials, pitch 
materials, and all of the assets someone would need for rais-
ing venture capital.

“So we’re selling this consulting, done for you service,” James says, 
“and it starts by sending everyone the book for free. Then they take 
the scorecard, get some additional information and data, bench-
mark themselves, and get a report. And then off the back of that, 
we reengage with them and ask them to attend a strategy session, 
which is like a weekly ninety-minute sales pitch. Essentially, it’s kind 
of one hour, fifteen minutes of theory and helpful advice, and fifteen 
minutes of a sales pitch. And then from there, they convert into a 
one-to-one call where we close the deal.”

Anna’s process is a bit more organic, where she joins 
expensive masterminds where her potential clients are and 
establishes relationships with them.

One of her most recent books is Make Your Mess Your 
Memoir on how to write a memoir.

“I wrote Make Your Mess Your Memoir with two people in mind,” 
Anna says. “They’re a couple and I knew them from this master-
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mind that I’m in. We had talked about my company publishing their 
book but they’d never hired me. But I thought about them on every 
page. I thought, ‘Would they like this? Is this too much for them? 
Would they respond to this?’ Then we had the big annual event for 
this mastermind and that book was in the gifting suite. I see them 
and I go and say, ‘Oh my God. I have the funniest thing to tell you. I 
wrote this book with you guys in mind, hoping, you know, you guys 
would hire me.’ They ended up hiring me after that. We’re doing 
their book now.”

Dennis Geelen has a different approach. He relies more 
on social media interactions and client referrals.

So, make the book ecosystem work for you and adapt it 
to your personal style.

Name and Package Your Main Offering

Does your main offering have a name? It can be the same as 
your book or different, but give it a name so you can create 
great marketing copy and designs around it. Here are some 
examples:

• Jame Church: Pitch Ready
• Daniel Priestley: Key Person of Influence
• Donald Miller: Business Made Simple
• Diego Pineda: The Book Ecosystem

Now, selling a VIP product is not the same as selling a 
commodity product. Packaging matters, as Apple has shown 
us (just look at the box of a new iPhone or Macbook).
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The first introduction to your high-ticket product is going 
to be your book. That’s why it has to be the best book possible 
and you should not be cheap with the cover and the interior 
design. Your book should look professional in every sense, 
from the fonts you choose to your author’s photo.

If you’re giving your book away for free, make sure to 
send the book with a cover letter that introduces the ideas 
in the book and how to take the next step. The cover letter is 
essentially a well-written sales letter that will help move the 
book prospects deeper into the funnel, asking them to com-
plete an online scorecard or attend an upcoming workshop. 
The book primes and educates the prospect, but the cover 
letter is what moves someone from the book into the next 
steps in the ecosystem.

The second introduction to your product is your website or 
landing page. Many authors treat their website as an afterthought, 
or never spend the time and effort it deserves. And that’s why 
they don’t see good results. So, let me help you with that.

Some websites are like mazes, where you can take dif-
ferent paths and get lost in a myriad of information. Oth-
ers are like a one-way street, where you’ll inevitably get to a 
unique destination. A website optimized for conversions is 
a one-way street. A well-designed landing page has only one 
purpose: to turn visitors into leads (by getting their contact 
info) or customers (by convincing them to buy). In other 
words, your landing page should only have one action step. 
Here are some examples:

• sign up for a course
• subscribe to your newsletter
• schedule a call
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And, it must be very obvious, and without distractions 
or other buttons that may pull visitors away to other pages.

How do you accomplish that? Let’s look at Donald Mill-
er’s website as an example.

Start with a headline that gets people excited, while making 
sure it’s 100% clear what the service is.

You know right away what they are off ering: on-demand 
courses and live coaching. Th en it makes a promise (grow your 
business) and tells you who it is for (small business owners).

Th is is great because sometimes you just see clever little 
headlines that make you scratch your head (WTF are they 
selling?).

Your product or service surely has many benefi ts that 
will improve the life of your client in many ways. Your land-
ing page must communicate those benefi ts clearly and in an 
appealing way.

How’s your site’s messaging? Do you know what buttons 
to push (drivers) to move your readers into action?
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There are four drivers that will make people want to buy 
from you, and they are:

• Logic: “Grow your business.”
• Emotion: “Reduce stress.”
• FOMO: “Your competitors are already doing it.”
• Opportunity: “Be recognized as the go-to expert 
in your field.”

You should address all of these drivers in your messaging. 
If you can show your prospects how your product ticks all 
those boxes, they’ll be more likely to buy.

Here are some other ways of packaging your main offering:

Create a premium brochure. This is a professionally 
designed brochure where you introduce your product, 
the benefits, what’s included, some testimonials, how it 
works, and the cost.

A personalized slide deck. This is a presentation including 
all the info in the brochure but adding personalization 
for each client. For example, if you had a discovery call 
with the client, you can include a summary of the problem they 
need to solve and the steps you are offering to solve those 
issues. Include their name and logo, as well as relevant 
images of their LinkedIn profile or website.

A video trailer. Create a 60-second video that will wow 
your audience and get them excited about working with 
you. It can be an animated explainer video showcasing the 
problem and how you solve it. It can also be a powerful fast-
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paced documentary-style video, in which you explain the 
program and you get some of your best clients to share 
sound-bite testimonials.

Making Real Money from Your Book Ecosystem

Anna David says she couldn’t make a living until she answered 
the question: What do I want this book to do for me?

“We all have to ask: What is my goal? What do I define as success? 
Because if you are going to rely on a publisher or anybody else for 
success, it’s probably not going to happen. I mean, it happens one 
in a million times. If you are going to say, ‘OK, from this book, I 
want to get clients, I want to get people to sign up for my coaching,’ 
then, the book will be successful because you will design it to get 
you what you want.”

When she released Make Your Mess Your Memoir, she 
was invited to Good Morning America. And from that, she 
sold almost five thousand books, which generated some 
decent money. However, that book brought in so much new 
business that her company was booked for the following 
year—hundreds of thousands of dollars as a result, and none 
of it was from book sales.

While the main offering is the core of your business, it’s 
not the end of the ecosystem. There’s still more money and 
impact to be made.
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Checklist
 ☑ I have a core product or service that brings the 

bulk of revenue to my business.
 ☑ I have given my main product a name and have 

packaged it professionally.
 ☑ I have a great-looking website that’s optimized 

for conversions.
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CHAPTER 10

Build Wealth with Upsells

Most authorpreneurs make the mistake of stopping at their 
main offering, leaving a lot of money on the table.

The real profits come from what Daniel Priestley calls 
“products for customers.” They won’t be high-ticket items like 
your main offering, but they’re the most profitable products 
because they bring recurring revenue.

They are usually tied to the main offering, so you can’t 
have these products without the other. And, because many 
authors don’t do this, let me illustrate the power of this type of 
product to build wealth with an example from the tech world.

The late Steve Jobs was a business genius who knew the 
power of product ecosystems. He turned Apple from a nearly 
bankrupt company to the most important company in the 
world using all the components we have talked about in this 
framework.

Don’t believe me? Let me show you.
First, he had a free product that served to capture leads: 

iTunes, a music player that worked not just on Mac computers, 
but also on PCs. Then, he created a low-cost product, the 
iPod, which became a sensation. You could download all the 
music you had on iTunes to your iPod and listen on the go 
(a thousand songs in your pocket).

Once you had the iPod, even if you were a PC user, it was an 
easy step to buy the main product, the MacBook (or the iMac).

But that’s not the end of it. Because now that you had an 
iPod and a Macbook, you needed an Apple Care subscription, 
and you would be buying tons of songs and movies in iTunes.
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Nowadays, the iPod has been replaced by the iPhone, but 
the products for customers are still there—not in iTunes, but 
in the AppStore, making Apple loads of money (almost $54 
billion in 2020).

They call these products “Apple’s Services” business and 
it is the second-largest business in the company, accounting 
for about 19.5% of total revenues and about 34% of gross 
profits in 2020. They include AppStore, Apple Music, Apple 
TV+, iCloud, Third-party Subscriptions, Licensing, Apple 
Care, and Apple Pay.

Because the cost to produce these services is less than 
the hardware, the gross margins are 66%, while the margins 
of the hardware business are about 31%.

Every layer of the ecosystem solves a problem and it 
unpacks a bigger problem at the same time. If you buy an 
iPhone but you’re a PC user, the phone doesn’t talk to the PC 
seamlessly as it would a Mac. So, it solves one problem and 
unpacks a bigger problem. You really need the ecosystem to 
get the most value out of the iPhone. 

For most businesses, the next problem to solve is how to 
maintain or improve upon what the main offering helped to 
solve. It’s either maintenance or leveling up. 

For example, let’s say you’re a developer and your main 
offering is to build websites for your clients. The next problem 
is maintenance, updating, troubleshooting, and adding new 
content. Or you can level up the client’s online presence by 
running ads and providing SEO services to drive traffic to 
the new website.

Just ask yourself what the next problem is that your 
client needs to solve.
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Upsells for Solopreneur Businesses

Using upsells as a solopreneur is not easy, but possible. One 
of the most common ways creators are doing this is with 
paid communities on Facebook, Slack, or Discord. But these 
require a lot of time and effort, otherwise, they won’t work.

I am part of several communities and some of them work 
great, while others don’t. The ones that have a very active 
founder, generating discussion, creating events, and put-
ting out exclusive content, tend to thrive. Two examples are 
the now-extinct Audience & Income community created by 
Justin Welsh (for solopreneurs) and the Exit Five Facebook 
Group by Dave Gerhardt (for B2B marketers).

James Church says he tried a community for his audi-
ence but it didn’t work. 

“Everyone’s quite guarded around their startup idea and their fund-
raising campaigns, so they don’t tend to share very well. But we have 
a product for clients which is more around campaign strategy. So, 
now that you’ve got these assets ready to go and raise funding, how 
do you actually meet interested investors? We work on a one-to-
one basis with clients to help them optimize and run an investment 
campaign.”

Daniel Priestley runs different agencies and a software 
company as products for clients. But these require staff and 
capital to set up.

There is a good reason that most solo authors don’t have 
this kind of offerings in their ecosystem. And that’s com-
plexity. Each product you add on top of your main offering 
adds complexity to your business:
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• Infrastructure
• Delivery
• Customer support
• Logistics

That added complexity will require more costs and a 
team to manage it. As a solopreneur then, you should not 
add upsells until you know you can manage them without 
sacrificing the quality of your main offering and the time you 
need to invest in the earlier steps in the business.

According to Mike Reid, it only makes sense to have 
a product for customers when you’re at a minimum of a 
half-million a year in revenue. 

“You can run a seven-figure business just on your one 
core product and core business if it brings recurring, repeat-
able revenue, and it’s not just a one-time-only thing, so the 
client base can keep going,” Reid says. 

That’s why it is important to price your main offering as 
high as your market is willing to pay. 

“A hundred people paying ten thousand a year is a 
million-dollar business,” Reid says. “You can spend three to 
five years finding a hundred clients and then keeping a roster 
of a hundred clients on board. That’s a two million dollars 
business. So, you don’t need a product for clients in order to 
get two million dollars a year in revenue. But going from one 
million dollars to five million dollars, yeah, having a product 
for clients would definitely assist with that.”

So, what can you do as a solopreneur that doesn’t require 
tons of time and money?

You can try selling memberships for people to get use-
ful templates, like Justin Welsh. Or a paid newsletter like 
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Category Pirates. Or physical products like the collectible 
coins by Ryan Holiday.

You could also sell merch like custom t-shirts, and coffee 
mugs, but that won’t generate wealth. Instead, think about 
what would be most valuable for your audience. What would 
they need help with on a continuous basis?

Perhaps it’s access to your expertise. If you develop unique 
content and expertise you could charge outrageous amounts 
for an hour of your time. As the Category Pirates say, while 
Obvious creators provide products and services, Non-Obvious 
creators provide experiences and transformations.

“Non-Obvious Creator business models are still Direct-To-Creator, 
but the portfolio leans less on products (books, courses, etc.) and ser-
vices (speaking, consulting, advising, etc.), and more on experiences 
(super premium guru consulting & community-driven courses) and 
transformations (outcome-based services, digital products, books, 
advising, etc.). Guru consulting is when your Non-Obvious content 
is unique and you are known as the only person in the world who 
can answer that question. Gurus tend to be quirky and part of the 
benefit is the experience and entertainment that comes with work-
ing with them. Outcome-based consulting is when guaranteeing 
an outcome (or guaranteeing you’ll get pretty close). That’s 7-figure 
stuff—either cash or equity or both.” 1

How to Create a Subscription Service

According to a survey from West Monroe, on average, Americans 
spend $273 per month on subscription services. And that’s 
only for their household bills. There are other subscriptions 
for work, education, and lifestyle.2
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In fact, the study found that despite spending more, peo-
ple are less aware of their spending. Subscription services are 
becoming ingrained in daily life. And that’s a trend from 
which you can benefit.

What you want with a subscription or membership is 
recurring, predictable revenue. In the SaaS world, we call it 
ARR (Annual Recurring Revenue) and it’s how you measure 
the financial success and growth of the company, 

Author Robbie Kellman Baxter calls it the Forever 
Transaction. This transaction happens when your customers 
become members and become loyal fans. Because they have 
gone through all the stages of the book ecosystem, they are 
sold on what you offer and won’t consider other alternatives.3

What’s best is that everything happens automatically. 
They give you their credit card and are part of your ecosys-
tem forever (unless they cancel). In a way, you are promising 
that as long as their “members” you will solve their pain or 
help them achieve their outcome. 

What are some of the promises you can make to your 
audience to convince them to subscribe? 

• Save time and/or money.
• Become part of a community of like-minded people.
• Get exclusive access to experts, products, services, 
deals, and information.
• Reduce risk.

Remember that we identified your ideal readers? Well, 
the promise you choose has to be appealing to them. It has 
to do one of the above.
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Once you decide on the promise you can create your 
offer. Start by defining the following:

Features: What type of content or product? What is 
the quantity or the frequency?  A weekly newsletter, for 
example.
Pricing: Are you going to offer packages or tiers with dif-
ferent benefits? Perhaps you have a free and paid version 
of the newsletter. Or different tiers of software.
Implementation: How are you going to deliver the con-
tent or service? Are you going to use a third-party plat-
form like Substack or Gumroad or are you investing in 
your own platform?
Maintenance: How are you going to manage subscrip-
tions, cancellations, billing, customer service, onboarding, 
and technical issues? There’s a lot of work involved, so 
plan to automate and delegate tasks.

Authorpreneur Nicolas Cole has a book ecosystem with 
two subscription services: a paid newsletter and a social 
blogging platform. Here’s his ecosystem:

Low-cost products
• His book, The Art & Business of Online Writing, 
sells for $20
• His cohort course, Ship 30 for 30, for $500

High-ticket
• His 1:1 “Power Hour” hourly rate is $1,000
• Content ghostwriting, $20,000 per month
• Book ghostwriting, $250,000
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Subscription
• Category Pirates newsletter, $20/month or $200/
year
• Typeshare, free or $20/month

Let’s look at the rationale behind this ecosystem. Cole 
is helping people become digital writers. They can go DIY 
with the book, DWY with the cohort, or DFY with the ghost-
writing services.

Now, what about the upsells? We could argue that the 
Category Pirates newsletter is not part of this particular eco-
system for digital writers. But Typeshare certainly is.

Let’s look at his framework (problem > old solution > 
new solution).

He starts with a particular problem his audience faces: 
they start their own blog but nobody reads it, because nobody 
knows it exists.

Then he explains the old solution: publishing where 
people are, that is, places like Twitter, Medium, and Quora. 
However, you don’t own those platforms.

So, he brings a new solution: Typeshare, your own social 
blog that redistributes to other platforms.

Cole writes that “there is an argument to be made for 
having your own website and blog as a place of curating your 
entire library of work or showing off your “best” posts. So, 
instead of treating your Twitter or Medium, or Quora as a 
“Social Blog,” you can use Typeshare.co to create your own 
Online Home & Social Blog, while simultaneously connecting it 
to the distribution flywheels of Twitter, Medium, and so on.” 4

Typeshare has a free version, where you can publish your 
blog and create collections (to organize your content by topic, 
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for example). The Pro version of Typeshare includes 200+ 
Digital Writing Templates, Digital Writing Analytics, and 
unlimited access to the app’s features like collections, Social 
Blog, and themes.

Subscription services can be very profitable as you get 
consistent income every month. But they also require that 
you come up with new content or features, so members won’t 
churn.

If you can create a solution that is low maintenance for 
you but provides ongoing value for your members, you can 
create real wealth. Because having lots of money is being rich; 
but having lots of money, plus the time and freedom to use 
that money, is being wealthy.

Checklist
 ☑ I have a product for clients where I can charge a 

monthly or annual fee.
 ☑ I have designed a subscription service to solve a 

problem for an ideal reader.
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CHAPTER 11

Set up the Systems and Processes  
to Run the Ecosystem

Solo authors write books and run a multi-layered business at 
the same time. That can be a lot of work. The secret to keeping 
your sanity and running the book ecosystem smoothly is to set 
up systems and processes that automate as much as possible.

As a solopreneur, you may be used to trading time for 
money, but as you become a solo author you’ll be earning 
more passive or semi-passive income that doesn’t depend on 
you as the main producer.

For instance, you write your book once, and then it will 
sell multiple copies; you create a digital course, the same. 
That’s what you want.

But as you find leads, take them through the funnel and 
convert them into clients, you’ll need some tools and assets. 
Here are some that I recommend:

• Automation tools like Scoreapp for your quizzes, 
Zapier for integrations, and Mailerlite or similar for 
email automation.
• A calendar tool for setting up appointments like 
Calendly.
• A Learning Management System to deliver your 
online courses like Thinkific, Kajabi, or Teachable.
• A CRM to manage your contacts like Hubspot 
or Zoho.
• Zoom for calls and events.
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But at the end of the day, growing your business doesn’t 
have to be complicated. You just have to find two numbers.

Your Leading Indicators of Success

Your main task when setting up systems is finding that one 
Leading or First Activity that knocks down all the other 
dominoes in your business when you do it.

It’s almost always a sales-related activity such as market-
ing, or advertising, but more likely connecting with someone 
to see if they will talk to you about buying or about referring 
clients to you (perhaps connecting through your book).

These leading indicators are based on your Lagging 
Indicators of Success. Lagging Indicators are simply activities 
that have already happened that you can look back on and 
see the specific result, then project into the future that if you 
do the same thing, you will get the same result.

Your Lagging Indicators tell you what your Leading 
Indicators need to be.

Don’t know your Lagging Indicators? Then make some-
thing up this week, do it for a week or two and you will have 
Lagging Indicators.

Let’s see some examples of Leading and Lagging Indica-
tors. It’s all about Conversion Ratios.

• If you connect with 10 people on LinkedIn, how 
many of them will be willing to jump on a call and 
talk to you about your business and whether they 
may want to buy from you? 1 out of 10? 3 out of 10? 
This is an “Indicator.”
• Out of 10 people who did jump on a call with you, 
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how many of them will actually buy? 1 out of 10? 8 
out of 10? This is another “Indicator.”

A good sales funnel progression looks like these two 
examples of indicators of success:

If I talk to X amount of people, X amount of them will be willing 
to sit down and talk business, and X of them will buy from me. 

If X amount of people takes the scorecard, X amount of them 
will make an appointment, and X of them will buy from me. 
Then it would look like: 20/10/2, or 35/20/4, etc.

Let’s say the numbers you come up with are 20/10/2. 
Then, if your goal is two sales a week, you’ll know you need 
to get 10 Zoom calls, and for that, you need to connect with 
20 people. So, there’s the plan laid out for you. Just focus on 
contacting 20 people and you’ll get your 2 sales by the end 
of the week.

Here are 4 reasons why Leading Indicators are important:

1. Leading indicators let you focus on the activity while 
having a higher purpose and a vision of the end result.
Imagine that you are laying bricks and someone asks you 
what you are building. What would you answer? Are you 
lifting rocks, constructing a well, or building a cathedral?

If you are just lifting rocks, there is no motivation and 
no real use for your work, but if you are building a cathedral, 
you’ll keep laying bricks even though it will take you a long 
time to see the end result.
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That’s why you have to measure the result but FOCUS 
on the activity. We are taught to focus on the result, which is 
usually discouraging because we “try” something but don’t 
get a result right away, so we quit. We need to focus on the 
activity and know that if we keep doing the right thing, the 
result will eventually come.

The leading indicators tell you with certainty which 
bricks you should be laying. Perhaps four Zoom calls a week, 
or three proposals a week, or five events a month, or one sale 
a week. Once you find your leading indicator of success, you 
must go and do it every day, week, and month.

Success is actually quite predictable if you’re doing the 
right things.

How do you know if you’re doing the right things? Just 
be clear on your goals and take massive action.

Get out there and try something—if it works, it’s the right 
plan, if it doesn’t, try something else unless you can’t think of 
anything better to do. Then keep doing it! Lay bricks. You’ll 
eventually get your cathedral.

2. Your Leading Indicator is your first domino.
Think of your business as a series of dominoes lined up on a 
table. What is that first activity, that if you just do it, the rest 
of the dominoes in your business will fall for you? What is 
that first starter?

For example—four Zoom calls with potential clients or 
potential strategic partners each week. Do that first “domino 
activity” and the rest of your business will happen! Don’t do 
it, and no other activity will matter.

You must find that first domino activity and focus on that.
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3. Your Leading Indicator gives you clarity, hope, and 
risk.
If you can identify that first domino and focus on the 
brick-laying activities you need to create success, you will 
obtain great clarity.

You may find out that “All you need is four Zoom calls 
a week.”

With clarity, comes hope, and hope is increased by having 
the methodology and tools that can create success.

Now you can say, “I know what to do and how to do it.” 
That brings hope. And if you have clarity and hope, then 
you’ll be more confident to take a risk and do the things you 
need to do.

Your Leading Indicator is the best way to create clarity 
in your business regarding what actually needs to be done. 
Once you begin to get confidence in your Leading Indicator 
of Success, you’ll take more risks and thus get results.

4. Your Leading Indicator helps you identify the simple 
and get rid of the complex.
Solopreneurs tend to waste a lot of time doing things that 
seem really important but that have no value in growing 
their business. When you focus on the simple, instead of the 
complex, you’ll make a lot more money.

What are some of these simple things? Making a phone 
call, sending an email to set up an appointment, connecting 
on LinkedIn and leaving thoughtful comments, and asking 
for the order. Yet all of these seem “hard to do” and people 
often don’t do them. Why? Perhaps because it takes them out 
of their comfort zone or they’re afraid of rejection, or some 
other limiting belief.
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In order to avoid doing them, they justify doing complex 
things because they seem very important. These are things like 
building a spreadsheet, doing a forecast, reading a hundred 
emails, tweaking the company’s LinkedIn page, and putting 
in a time management system for their two freelancers.

The simple things are hard to do and the complex things 
are actually easy to do.

Your Leading Indicator gets you focused on the Simple 
Things that are hard to do, but which create success, and 
exposes all the Complex Things that are easy to do, but cre-
ate hiding.

So, find your leading and lagging indicators and focus 
on meeting them.

James Church found his leading and lagging indica-
tors when he started giving his book away: 70 books would 
get him one client. He says he started to see the numbers 
within a month. His team uses a system called LAPS: Leads, 
Appointments, Presentations, Sales. In their CRM, Church’s 
team can see the:

Leads: People who take a scorecard or request a copy 
of the book.
Appointments: People who book a strategy session.
Presentations: People who actually show up to the strat-
egy sessions, in addition to any one-to-one calls that 
might have been booked for people who didn’t want to 
attend a session. 
Sales: How many sales were made.
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The Perfect Repeatable Week

Mike Reid taught me the concept of the Perfect Repeatable 
Week as a system to make your ecosystem work.

For instance, you may have a presentation like the one 
James Church does for his prospects. But just having a per-
fectly packaged slide deck with your pitch doesn’t guarantee 
people will show up for your event. You need to go out and 
invite people. You have to launch a marketing campaign.

“The perfect repeatable week talks about the idea that it’s 
really important that we have a signature product for prospects 
that we don’t have to change all the time,” Reid says. “It’s a 
metaphor for repeatability. Simplicity scales, complexity fails.”

The perfect repeatable week is creating something once 
and refining and getting better and better, and doing it over 
and over again. It’s the first domino.

Just look at any new people that come into the ecosys-
tem and ask: How do I funnel them through that same thing 
that we’re always out there promoting? Perhaps you’re always 
promoting the scorecard as the first step. Or perhaps it’s the 
signature presentation every two weeks or every month (and 
you ask people to take the scorecard in the meantime.

Reid says that you only need one element in your perfect 
repeatable week. “There’s just one main dish.  The appetizer 
is the scorecard, and the entrée is the presentation.”

Figure out what your perfect, repeatable week looks like 
and execute it over and over again.

Setting up your systems and processes may take time and 
a lot of trial and error. Do your research on the best tools but 
don’t overcomplicate it. Start simple and then invest in new 
tools as you grow (there’s no need to sign up for an expensive 
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CRM when you have a handful of clients). But document 
everything and make the ecosystem work for you, instead 
of you working for the ecosystem.

Checklist
 ☑ I have the tech tools and assets I need to automate 

my business.
 ☑ I know my leading and lagging indicators.
 ☑ I know the first domino activity that I need to 

focus on to succeed.
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CHAPTER 12

Becoming a Solo Author

Not too long ago, I was listening to an audiobook by one of 
my favorite nonfiction authors. To my surprise, he said that 
one of his dreams has always been to write a novel, but he 
hasn’t done it because he figures it would take him 10 to 15 
years to learn how to write fiction.

What in the world? Here’s a guy who’s written multiple 
NYT  bestsellers, knows a lot (and I mean a lot) about story-
telling, and he says he can’t write a novel.

I’ve written a few novels myself and it’s fun and hard work, 
but not an impossible task. Many people write novels (mostly 
bad ones, but a few are gems) every day. So why would a pro-
fessional author (I’ll tell you who it is in a minute) hold back?

My hypothesis is that he built a mental framework for 
learning how to write, and that framework is holding him 
back. It took him years, perhaps decades, to become the non-
fiction writer he is today.

And he assumes he would have to start from zero (and 
take just as long) to learn the craft of fiction writing. But that’s 
not necessarily the case. He can build upon what he knows 
already and write an amazing novel.

Just like rules, frameworks are meant to be broken.
This may sound odd having insisted throughout this 

book that building frameworks is a prerequisite for becoming 
a solo author. But oftentimes, you must tear down the old to 
come up with the new. And that’s true even for writers and 
solopreneurs.
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Writing like a solo author means innovating, trying 
new things, questioning paradigms, and challenging your 
own beliefs.

Hopefully, Donald Miller (yes, that’s the author I’m 
talking about) will one day break through his limiting frame-
work and publish a fantastic work of fiction.

But let’s make this personal. Let’s make it about you.
Let’s try a framework destruction exercise:

• What is one thing you have told yourself you can 
never do but would really love to do?
• What is a business opportunity you have day-
dreamed about but have not pursued because it seems 
too far removed from your area of expertise?
• What are some creative pursuits you have placed in 
the “one-day” bucket and have been there for years 
(writing a book, perhaps)?

A few years ago, I discovered a limiting belief that held 
me back in my business. I somehow had convinced myself 
that people were not willing to pay what I was worth, so I 
wouldn’t even try to offer my coaching services. It wasn’t 
until I acknowledged I was holding that belief and decided 
to refute it, that I was able to change.

So, grab a blank piece of paper and divide it into three 
columns. Then, pick one of your answers to the questions 
above and do the following:

On the left column, write down 3 to 5 reasons you have 
not pursued it.

On the middle column, in front of each reason, write a 
statement refuting it.
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On the right column, write an action item to overcome 
your excuse.

For example, let’s say that you want to write a book. Here’s 
something you could write…

Column 1 (Reason/Excuse): I don’t have time to write 
a book.
Column 2 (Rebuttal): Busier people than me are writing 
books and more. So, I can do it as well.
Column 3 (Action item): Estimate how much time it 
would actually take to write the book and what my daily 
commitment would be.

Note: The truth is that you only need to invest one hour 
per day (and with weekends off) for three months to finish the 
first draft of your book.

Do the same for your other delayed dreams and for-
saken goals.

You are capable of more than you give yourself credit 
for. You can be a prolific writer, a successful solopreneur, or 
a world-changing thought leader. A real solo author. 

All you have to do is build the right mindset with the 
right mental frameworks. Unleash your creativity, and let 
your full potential shine. The universe is waiting. And I’m 
rooting for you.
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CLAIM YOUR GIFT!
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Resources

The Author IQ Test 
https://author-iq.scoreapp.com/

Thought Leadership Scorecard  
https://scorecard.solothoughtleader.com/solothoughtleader

The Solo Thought Leader (book)
http://solothoughtleader.com/

The Solo Author Podcast
https://diegopineda.ca/podcast

Think. Write. Lead. (weekly newsletter)
https://diegopineda.substack.com/

Write your First Business Book in 90 Days (course)
https://diegopineda.ca/business-book-90-days

Reedsy Marketplace (find editors, designers)
https://reedsy.com/

Findaway Voices (audiobook creation and distribution)
https://findawayvoices.com/

Scoreapp (create scorecards)
https://diegopineda.ca/scoreapp
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