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PROBLEM SOLVING

WHATITIS

[dentifying your fans pain points and presenting your content or services as solutions.

HOW TO APPLY

Regularly ask your fans what they re struggling with or what they wish they had more of.

Tailor your offerings to directly address these needs.

WHY IT WORKS

When fans feel understood, they are more likely to trust you and see your content as valuable and relevant.

EXAMPLE

“['ve noticed many of you are looking for more intimate, personalized content. This week, I'm offering special one-on-

one video chats to fulfill that request!”

NOTES




BEING HUMAN

WHATIT IS

Showing vulnerabillity, authenticity, and relatability to create a deeper emotional connection.

HOW TO APPLY

Share personal stories, challenges, or behind-the-scenes moments that reveal a more personal side of you

WHY IT WORKS

Fans connect more strongly with creators who are relatable and genuine. It makes interactions feel more personal and

meaningful.

EXAMPLE

“loday was a rough day, but creating content for you always cheers me up! I'hank you tor being such a supportive
community”

NOTES




EMPLOYING SILENCE

WHATIT IS

Using strategic pauses or silence in conversations to give fans space to think or respond.

HOW TO APPLY

After asking a guestion or making an offer, pause. Give fans a moment to process instead of filling the silence with

more sales talk.

WHY IT WORKS

Silence can create a sense of anticipation and allows fans to feel in control, reducing pressure.

EXAMPLE

“Would you like to unlock the special content I've been working on? [Pause and wait for a response before continuing.]

NOTES




AUTHORITY BIAS

WHATITIS

People are more likely to trust and follow advice from someone they percelve as an expert or authority inafield.

HOW TO APPLY

Position yourself as an authority by showcasing your expertise, whether it's through sharing educational content,

success stories, or behind-the-scenes insights Into your creative process.

WHY IT WORKS

Fans are more likely to support and buy from someone they see as a credible and trustworthy figure in their niche.

EXAMPLE

"As someone who's been in the industry for years, I've learned what works best. Here's my exclusive guide to [content

type] for my loyal fans.”

NOTES
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DECOY EFFECT

WHATIT IS

Offering a third, less attractive option to make another choice appear more appealing.

HOW TO APPLY

Present three options—one high-priced, one mid-tier,and one low-priced—where the mid-tier option provides the

best value.

WHY IT WORKS

Fans are more likely to choose the mid-tier option when it appears to be the best value, thanks to the unattractive

decoy.

EXAMPLE

Choose between my exclusive video for $30, the full set for $50, or the deluxe bundle with extras for $100. Most fans

love the $50 set!”

NOTES




KNOWING WHEN TO WALK AWAY

WHATIT IS

Understanding that not every potential fan will convert, and sometimes it's best to move on

HOW TO APPLY

f a fan repeatedly hesitates or ghosts after multiple follow-ups, respecttully step back instead of pushing further.

WHY IT WORKS

Walking away can create a sense of loss for the fan, making them more likely to return on their own

EXAMPLE

‘[ totally understand if now isn't the right time. 'm here if you change your mind!” (Then leave it at that!)

NOTES




ZEIGARNIK EFFECT

WHATIT IS

The psychological tendency to remember unfinished tasks better than completed ones

HOW TO APPLY

Create cliffhangers or unfinished storylines to keep fans engaged and eager for the next update.

WHY IT WORKS

Fans are more likely to stay engaged when they feel theres more to come and their curiosity Is piqued.

EXAMPLE

‘| can't wait to show you what happens next... but you'll have to wait until tomorrow to find out!”

NOTES
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LOSS AVERSION

WHATIT IS

The psychological principle that people fear losing something more than they value gaining something of equal value.

HOW TO APPLY

Use limited-time offers or highlight what fans might miss out on if they don't act quickly.

WHY IT WORKS

Creating a sense of potential loss drives fans to take action to avoid missing out.

EXAMPLE

“This exclusive content will only be available for 24 hours—once it's gone, its gone!’

NOTES
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SCARCITY PRINCIPLE

WHATIT IS

Theideathat people place a higher value on things that are scarce or hard to obtain.

HOW TO APPLY

Highlight the limited nature of your offers by using countdowns, exclusive access, or limited quantities. Make it clear

that once something is gone, it won't be available again.

WHY IT WORKS

Fans are more motivated to act quickly if they feel they might miss out on something rare or exclusive.

EXAMPLE

'monly releasing 20 of these exclusive videos, and once they re gone, they won't come back—act fast!”

NOTES
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SCARCITY BIAS (adv.)

WHATIT IS

Creating artificial scarcity or exclusivity to increase demand and make your offers feel more valuable.

HOW TO APPLY

Introduce limited-time offers or exclusive content with clear [Iimits, such as "only 10 spots left” or "only available for 24

hours,” and use countdowns or urgency-driven messaging to enhance the sense of scarcity and prompt immediate

action.

WHY IT WORKS

Fans are more likely to act quickly when they believe something is in limited supply or only available for a short time.

EXAMPLE

‘Hurry, only 3 spots left for my exclusive VIP content series — once they're gone, this offer will never be available

again!”

NOTES
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WHAT IS THE DIFFERENCE BETWEEN
THE SCARCITY PRINCIPLE & SCARCITY BIAS?

Scarcity Principle:
Real imitations create authentic urgency.

Scarcity Bias:

Creates the illusion of scarcity, driving urgency,
even when availability isn't truly limited.
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DON'T BASH THE COMPETITION

WHATIT IS

Focusing on your own strengths instead of criticizing others in your industry.

HOW TO APPLY

Emphasize the unique value you bring to your fans without comparing yourself to competitors.

WHY IT WORKS

Fans appreciate positivity and confidence. Criticizing others can come off as insecure or unprofessional.

EXAMPLE

I'm so grateful you choose to support me. | focus on creating content that I'm proud of and that truly connects with

you.”

NOTES
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COMMITMENT & CONSISTENCY

WHATITIS

The psychological principle where people are more likely to follow through with something if they ve already
committed to it in some way.

HOW TO APPLY

Encourage small commitments from your fans, like voting on content ideas, engaging in polls, or subscribing to your
free content. These micro-commitments build a pattern of consistency, making fans more likely to engage in bigger
commitments (like making purchases).

WHY IT WORKS

Once people make a small commitment, they feel a subconscious urge to remain consistent with that behavior,
INncreasing the likelihood of future purchases.

EXAMPLE

"I'm creating a special series based on your votes! If you loved this, stay tuned for the exclusive full release.”

NOTES
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