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BONUS CHAPTER 
Own the Racecourse – An Introduction

I want to introduce you to a concept I’m very well-known for – one that may be expanded on in another 
book. Consider this chapter to be a significant head start!

What’s the concept? It’s called:

Own the Racecourse
It’s something I first learned from the Lunatic Millionaire boss I once had. He told me:

‘Most business owners are a racehorse on someone else’s racecourse. 

When you’re a racehorse, you win some and lose some.

When you own the racecourse, you win all the time.’

Facebook is a common racecourse that many business owners are racehorses on currently. Many of 
those racehorses have won big there. But they’re also aware it can all come crashing down with the next 
algorithm change or rule change.

One of my clients, Ryan Levesque, was a racehorse winning big on Facebook’s racecourse. Then, he 
watched as fellow racehorses lost big time when Facebook, (without warning or recourse), deleted their 
paid mastermind groups from the platform. Would his be next? Ryan didn’t wait around to find out

With his next venture, he decided he’d create his own racecourse this time. After developing a marketing 
methodology called ASK, he created his own platform to train people in that methodology. Then, he 
created his own software for delivering that methodology to clients. Then, he certified people in the use 
of that software. Today, anyone who wants to leverage the ASK methodology for their business has no 
choice but to be a racehorse on his racecourse.

You have to start somewhere
Don’t be put off by Ryan’s story; I don’t expect you to start creating your own software and proprietary 
platforms just yet.

What you can do, however, is look at your home on the internet (your website) and ask yourself: 

Is my website an asset or a brochure?

Does it:

•	 Allow you to maintain authority and control over your marketing?

•	 Give you a position in the market that is strong and highly leveraged?

Does it work 24 hours a day, seven days a week, 365 days a year to serve the three main groups you want 
to be marketing to?

•	 Prospects – people your business can help, they just don’t know about you yet.
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•	 Buyers – people who desperately need the solutions you are selling, and they need them now.

•	 Existing customers – the people who are buying from you currently and already know, like and 
trust you.

If the answer is ‘No’, (it is for most people), I’d like to give you a head start towards one day Owning the 
Racecourse in your space. I’m going to give you the 11 steps for turning your website into an authority 
platform and profit-generating machine. One that is fed traffic by a system that compounds over time. 

But first, I need you to get your head around:

The octopus analogy
The head of the octopus is your website. The 11-step process I’m about to share allows you to extend your 
octopus tentacles out into everyone else’s platforms and properties (the Facebooks, Googles, YouTubes 
etc.) and bring people back to you. 

When people get to your website, if they’re not yet ready to buy, but they’re interested in what you offer, 
you’ll be set up to get their details so you can continue to market to them via one or more of the following:

1. An email opt-in (via a subscribe form on your site).

2. A remarketing cookie (via some code on your site). 

3. A podcast subscription.

These things give you the ability to extend your octopus tentacles far and wide!

11 steps for feeding the octopus
I’ll now walk you through the process I follow to create content, share it over multiple platforms, and take 
control of the traffic coming back to my site. If you’re already creating content regularly, pay attention to 
Step 4 as that might be the one thing you didn’t realise was missing from your content strategy.

(Note: I’m going to assume you already have a website (preferably a WordPress website) set up on your 
own domain. If you don’t, you know what you need to do before reading through the below!)

Step 1: Collect ideas

If you’re reading this, you have an entrepreneurial brain. Those kinds of brains are seldom short on ideas. 
You need to have a system for collecting these ideas whether it’s a notebook, Excel spreadsheet or the 
Evernote app. No idea should go uncollected.

Here are some other places you can mine for ideas:

1. Check your helpdesk and make a note of the questions you’re getting asked all the time. 

2. Talk to your community, or your forum, or your members either face-to-face, at a meetup or in 
the community. Make a note of common themes and pain points.

3. You can attend live events or workshops and note things other experts are sharing that might be 
useful to the people you’re trying to attract.

4. Research your market – look at tools like Buzz Sumo and see who’s producing popular content 
around the topics your people are interested in. Go and have a look at their content.
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5. Go to Amazon and other sites and read reviews. Note both the things people think are fantastic 
and the things people criticise.  

6. You can conduct your own survey like Ryan Levesque teaches in ASK method –  a deep dive 
survey. 

7. Type your topic into AnswerThePublic.com. It tells you pretty much every question people are 
searching for on that topic.

8. Look at your analytics and note which topics got the most downloads, which kept people on the 
page the longest, and which led to the most opt-ins into your list.

9. If you have a team, ask your team. It’s likely they’ll have some great ideas too.

Step 2: Identify a strong hook

The subject line or title is the most important thing you’ll create for any piece of content. If you get it 
wrong, it doesn’t matter how great the content is, no one will see it. The 80/20 rule applies here. If your 
headline is good, 80% of people still won’t get past it. If your headline is bad, 100% won’t get past it. 

Give yourself the best chance of capturing the 20% by ensuring your headline has a strong hook. That 
hook usually takes the form of a clear promise that addresses a pain point relevant to your audience. If 
you’re ever struggling to write a good title, subject line or headline – have a look at a popular website, any 
popular website really. Take note of the items on that site you want to click on, then see if you can reverse 
engineer one of their headlines for your needs. 

Step 3: Create an outline

Once you have your hook/headline/subject line/title, you know the promise you’re making to the reader, 
and now you can create a rough outline.

Here are some outline ideas:

1. Tell a story. Stories are very compelling because they have a strong narrative. Human brains are 
hard-wired for narrative: This happened, then this, then this, then this. That’s all narrative is, a 
sequence of events with a payoff at the end.

2. Provide news. Update people about what’s different, what’s changed. 

3. Share user case studies. These are SO powerful. I used some at the top of this chapter. I used one 
in Chapter 3 of this book. Tell the story of where someone was at, what their situation was, what 
the challenges of their situation were, what the prescribed solution was, what action they took 
and what the result was.

4. Answer frequently asked questions. Or prompt people to send you questions (do an ‘Ask Me 
Anything’ thing) and then answer those questions.

5. Be contrarian. Have a rant and point out what you know that no one else seems to know. Peter 
Thiel is the master of this. But, be warned. For all that this kind of content tends to get good 
traction, it also attracts controversy. If that’s off-brand for you, handle with care.
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Step 4: Think about your call to action

This is the ninja step most people who are already creating content are missing. Inserting a call-to-action 
into every piece of content turns every piece of content into a sales page. Here are four I suggest you 
consider:

1. Buy. i.e. ‘If you would like to join the SuperFastBusiness membership, click here’.

2. Share. When people share your content, it gets it in front of other people who are just like your 
prospect, and you’re widening the net (without having to do it yourself).

3. Comment. Today, people are less likely to comment on your website than they are on the social 
media platform they first saw it on. That’s ok. A comment is a comment, and if it’s left on social 
media, all their friends will see it.

4. Download. The fourth thing that you might consider is asking the reader/viewer/listener to 
download the content upgrade. I’m going to talk more about these in the next point.

Step 5: Content upgrade

This is such a critical list building measure. Nothing allows you to feed the octopus quite like having 
a big email list. Plus, the bigger the email list, the more opportunities you have to make offers and get 
customers. The more offers you make, the more sales you make. The more sales you make, the more profit 
you make.

Here are six types of content upgrade:

1. A transcription. The important thing to remember with any content upgrade is you’re trying 
to help people be better off. While I find it weird, people seem to like being able to print out the 
words to something, even when it’s a podcast they’ve already listened to or a video they’ve already 
watched. So, I provide transcriptions as content upgrades on every podcast and video I publish.

2. A checklist. This is simply a step-by-step, tick-a-box checklist or worksheet. Something people 
can work through and feel like they’ve achieved something at the end. These are very popular at 
SuperFastBusiness.com.

3. A mind-map. These are great for visually representing a large amount of connected information. 
It’s easy for people to follow along the different nodes. A ninja tip for mind maps is to give the 
first layer of a mind map for free, but people pay to access the next layer.

4. A cheat-sheet. This can be a summary or quick start method of getting an instant or fast result. I 
used to publish a cheat sheet for people who were learning how to build websites. It just gave you 
in a few sentences or paragraphs by topic, the shortcut – the 80/20 if you like. It’s like the study 
guides you might have had if you ever went to school or university. It’s a small document that 
gives a big powerful result. It’s also kind of a catchy, sexy title.

5. Bonus audio or video. You could have an excerpt or a behind the scenes or an expanded module 
that people can go and download. Something where they’ve listened to a podcast or watched 
a video or read a blog post – but they want to get something more. A deeper, richer thing. 
Remember when we used to have DVDs and there was a director’s cut at the end or there were 
interviews with the actors? This is the same kind of thing.

6. Software or a spreadsheet. One where you can put in numbers and calculate results. Say you’re 
a copywriter – you could create a spreadsheet or software tool where people can put in some 
components and end up with the perfect elevator pitch. Or, maybe you’re in an accounting 
or financial type market where people can put in dollars and percentages and end up with a 
calculation that’s really useful for them.
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Step 6: Produce

I have a team so my time when it comes to producing content is highly leveraged. The way you produce 
your content (it might be written, it might be video/audio like me) will look different to what follows 
here. But I do urge you to try and leverage your time in a similar way.

There are two steps in my production process (my main form of content is video):

•	 Record. My set up is simple and relatively low tech: iPhone, Lav microphone, two lights, a 
whiteboard with some ideas written on it, and a tripod. That’s it. You don’t need a lot of tech. 
Whatever is in your pocket is fine to start with and you can upgrade/add items slowly from there.

•	 Edit. I put my recording into a Dropbox or a Drive folder, name it with the title I want the piece 
to be called, then say to my team in Slack, “This needs editing.” From there, the team will take 
over. They’ll edit umms and ahhs, add intros, logos, slides, images – whatever’s needed. I give 
them the coal and they turn it into a diamond. While they’re doing all that, I’m surfing. Or 
sleeping. Or watching Netflix. When they think they’ve got it nailed, they put it into a Slack 
channel called “For approval.” I just scan it. If I like it, I do nothing except say, “OK. That’s great.” 
If I want to change it, I’ll make suggestions, and they’ll change it. 

When you start out with creating content, it’s likely you’ll be doing the production yourself. That’s fine. 
But aim to get this process highly leveraged like I have because that is what will enable you to quickly, 
easily and consistently produce content that is high value to the people you’re trying to attract.

Remember, every piece of high-value content you add to your website adds to its value as an asset.

Step 7: Publish

When my videos or recordings are ready to publish, the video is uploaded to my private player at Wistia 
and then embedded into my website. (I prefer this to using the YouTube version of the video on my 
website as it ensures I have maximum control of the playback experience.)

The following then gets inserted into a WordPress blog post on my website:

•	 Video

•	 Transcription

•	 Images

•	 Tweetables

•	 Content upgrade

The content is now available on my site and able to be consumed in multiple formats.

Step 8: Syndicate

The content has been produced and published; now it’s time to publish it simultaneously in a number of 
locations.

The first thing we do is send out an email to our list alerting them that there is new content.

If the content is a video, my team also uploads it to YouTube and Facebook because they are such popular 
social media engines. My team ensures there is a link to content upgrades back on my website in the 
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video description. The blog post is also shared on Facebook and Twitter as a link post. Instagram is good 
for teasers that encourage people to ‘click the link in my bio for more’.

It’s important to note that while my team are the ones loading up the content on these platforms, I still go 
to those platforms and engage personally. Resist the urge to let robots take over your social media feeds. 
People can tell.

Step 9: Promote

So, we’ve produced, published and syndicated our content. Now it’s time to promote it. 

We might run some paid ads on Facebook. We can also use AdWords to drive people to the content. We 
could do YouTube ads. Every platform offers the ability to pay to get your content in front of more people. 
For my business, it’s always worth the spend because I know the value of each person on my list (and you 
should too).

Step 10: Review

This is where you look at your Analytics. Track the behaviour of people accessing the content on your site. 
Look at content upgrade downloads, which posts on Facebook got the most reach, which ads converted 
and what the cost is. Learn what you can from this and put these learnings back into the machine. 

For example, something I’ve discovered with video is, shorter videos get far more views. When it comes 
to podcasts, 25 minutes seems a really good length for my audience. Having podcast series (three or four 
posts on the same topic) is hugely powerful and gets you more listens.

Step 11: Repeat

This is the bit where people tend to fall down and it kills me a bit. If you’ve done something that works 
well, do more of that thing!

---

The other day I asked people: ‘What’s the first website or app you check each day when you wake up?’

Lots of people said ‘Facebook/Instagram/Twitter’. 

But some said ‘Stripe/PayPal/My bank account’.

That second group? They’re the ones with an octopus-style website like I’ve outlined above. They’re the 
ones who know there will be always more money in their bank account when they wake up than when 
they went to sleep. 

So many sales and marketing systems create a machine that needs to be fed all the time. This is why many 
successful business owners feel trapped. If they reduce their marketing activities, their whole business falls 
apart. 

What I love about my octopus system is this: once the machine is humming, you can dip in and out when 
you feel like. It will continue to work for you even when you’re not feeding it. 

There was a two-year period where I was barely creating any content at all, but my businesses continued 
to grow. I’m back creating content now because I’m refreshed and excited and now my business is growing 
exponentially.  

The octopus system also creates the perfect foundation on which to build your own racecourse in the 
future and take the opportunity to Own the Racecourse in your space. 
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Action items from this chapter
1. The very first thing you need is … a website. Built on your own domain. I’m really hoping 

you already have one, but if you don’t, that’s a fairly large priority in the context of OTR. A 
website doesn’t need to be fancy or complicated. A WordPress website will come with blogging 
capabilities pre-enabled and they also have a lot of great ‘off-the-shelf ’ themes. 

2. Now it’s time to stop thinking and start executing. Please don’t get perfectionistic with your 
content. It just needs to be useful to the people whose attention you are trying to attract. Start 
by answering the questions you get asked most frequently. Record one short video per question 
or write one short blog post. Once you’ve gotten used to creating, you can start tackling bigger 
things.


