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For my grandma Brigitta.

Thank you for teach ing me em pa thy and how to lis ten.
I learned what ser vice is from how you served those around you.
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Most of life is a search for who and what needs you the
most.

NAVAL RAVIKANT
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IN TRO DUC TION

This is not an idea book. This is a book for peo ple who need ac- 
tion able ad vice.

In stead of try ing to con vince you to build an au di ence, let me
share the sto ries of those who have done it well and then equip
you with the tools and strate gies to build an au di ence-driven
busi ness.

You will learn how to dis cover your fu ture au di ence, how to
em bed your self in your au di ence's com mu ni ties, how to ex tract
busi ness op por tu ni ties through ob ser va tion, and how to build a
fol low ing that will grow your per sonal and pro fes sional brand.

Here is some in spi ra tion.
When Paul Jarvis had the idea for a sim ple and pri vacy-fo- 

cused an a lyt ics soft ware, he tweeted a mockup im age of the prod- 
uct to his Twit ter au di ence. While the tweet has since been delet-
ed, here is what it con tained:

https://links.embeddedentrepreneur.com/paul-jarvis
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That ini tial sketch got retweeted over 500 times, which gave
him the con fi dence to start his jour ney build ing Fathom An a lyt- 
ics1, which grew into a suc cess ful al ter na tive to much more prom- 
i nent play ers in the space. Paul and his co-founder Jack El lis fo cus
on build ing only fea tures that ben e fit the ma jor ity of their cus- 
tomers. They make sure their vi sion of a pri vacy-first prod uct re- 
flects the needs and pri or i ties of their au di ence.

Rosie Sherry was a soft ware tester, en sur ing that freshly cre- 
ated soft ware prod ucts were de liv er ing what they promised.
Rosie co-founded a soft ware test ing agency. She was part of the
soft ware test ing com mu nity. Look ing at how en gi neers and mar- 
keters had all those fancy con fer ences and com mu ni ties to learn

https://links.embeddedentrepreneur.com/fathom-mockup
https://links.embeddedentrepreneur.com/fathom-mockup
https://links.embeddedentrepreneur.com/jack-ellis
https://links.embeddedentrepreneur.com/rosie-sherry
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from, Rosie felt that her fel low testers didn't get the same level of
at ten tion. She lis tened to what her com mu nity mem bers needed
and cre ated a test ing-cen tric com mu nity with The Min istry of
Test ing, or ga niz ing mul ti ple con fer ences ev ery year into a multi-
mil lion-dol lar busi ness. Rosie be came an ex pert in both test ing
and com mu nity-build ing, which led her to build  Rosieland, a
com mu nity for com mu nity-builders.

Af ter Slack ac quired and shut down the pop u lar screen-shar- 
ing soft ware Screen Hero, an out cry went through the soft ware en- 
gi neer ing com mu nity. Ben Oren stein was there to lis ten. He knew
ex actly why peo ple mourned the loss of that par tic u lar fea ture:
he'd been do ing pair pro gram ming that way for years. Ben and
his co-founders started work ing on the re mote pair pro gram ming
prod uct Tu ple to al low en gi neers to con tinue work ing to gether as
they had done in the past. Since then, Tu ple has grown into a suc- 
cess ful and sus tain able Soft ware-as-a-Ser vice (SaaS) busi ness.

A com mon thread be tween these founders is their ded i ca tion
to their au di ence. They put their au di ences first: they lis tened to
the peo ple in com mu ni ties they were mem bers of, found prob- 
lems they were ex cited to solve, and built a fol low ing while cre at- 
ing suc cess ful ser vices and prod ucts. In stead of as sum ing they
knew ex actly what their fu ture cus tomers would need, they put
their au di ence first, at all times. When ever it came to a de ci sion,
they gath ered feed back from their au di ences — their peers — and
en sured that the re sults would ben e fit their grow ing fol low ing of
cus tomers, prospects, and sup port ers. Paul, Rosie, and Ben are
Em bed ded En trepreneurs.

The work ing ti tle for this book was "Au di ence First." You
might have heard that term be fore. Quite likely, some one ex- 
plained it as "build a fol low ing on so cial me dia, then sell them
some thing." To me, this is too nar row a def i ni tion of some thing
that could be so much more. I be lieve "au di ence-first" starts long
be fore you build an au di ence: from be ing part of a com mu nity to

https://links.embeddedentrepreneur.com/ministry-of-testing
https://links.embeddedentrepreneur.com/rosieland
https://links.embeddedentrepreneur.com/ben-orenstein
https://links.embeddedentrepreneur.com/tuple-app
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ob serv ing, in ter act ing, and be ing em bed ded among the peo ple
you want to serve, there are many things to do be fore you start
build ing a fol low ing.

In fact, this fo cus on peo ple, where they con gre gate, and what
they need de serves a bet ter name al to gether. I call it the "Au di- 
ence-Driven ap proach" to build ing a busi ness. A lot of this process
takes place in side of com mu ni ties; as places of ex change, learn ing,
and teach ing, they al low their mem bers to build a rep u ta tion as
val ued con trib u tors.

A com mu nity can be an au di ence even tu ally.
At first, com mu ni ties are hunt ing grounds for great op por tu ni- 

ties, then they turn into places to build mean ing ful re la tion ships,
and later they'll be the fer tile soil in which you will grow your
busi ness. At all points, the com mu nity mem bers are a po ten tial
au di ence for what you have to say and what you of fer.

Fo cus ing on your au di ence from day one has sev eral ad van- 
tages over the com mon prod uct-first strat egy, where founders
come up with a prod uct idea be fore they do any mar ket re search
or au di ence dis cov ery. Founders that go "idea-first" of ten build
busi nesses that are "so lu tions look ing for a prob lem." The “idea-
first” ap proach re sults in prod ucts that are lack ing val i da tion and
are built with out a clear au di ence in mind.

The Au di ence-Driven ap proach turns all these un cer tain ties
into ad van tages:

Val i da tion is built-in: you're con stantly in ter act ing
with the peo ple you want to serve and em power, which
leads to much faster feed back loops. You get to ex pe ri -
ence their prob lems first-hand, you have ac cess to real
peo ple with real strug gles, and you can col lab o rate with
your au di ence to build a so lu tion that works for them.
You aren't leav ing much to chance: you know that
there are real peo ple out there feel ing a painful prob -
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lem, and you can check if they are al ready spend ing
money at tempt ing to solve it, thus in creas ing your
chances of build ing some thing peo ple are will ing to pay
for.
You cre ate a per sonal brand that tran scends the busi -
ness you're cur rently work ing on: even if your startup
fails, you con tinue to be a do main ex pert in that field.

This is the path of the Em bed ded En tre pre neur. This book will
ex pand the mean ing and the process of build ing an au di ence-dri-
ven busi ness into a full strat egy for cre at ing an abun dance of val-
ue while paving the way to your fi nan cial in de pen dence.

This book will help you with ac tion able guid ance on your en- 
tre pre neur ial jour ney.

If you're an as pir ing en tre pre neur, you should read this book
cover to cover. The chap ters are mostly self-con tained, and you
can skip any amount of chap ters de pend ing on your im me di ate
needs. But be ware: too many en trepreneurs have thought they
didn’t need to learn more about their au di ence be fore build ing
their prod uct and ul ti mately have failed. If you want to make sure
you val i date your busi ness ef forts from day one, try re sist ing the
urge to skip to a later chap ter. Your fu ture self will thank you.

If you have just de cided to be come an en tre pre neur and are
look ing for the right start ing point for your busi ness, start with
the Au di ence-Driven Move ment part of the book. This will be the
foun da tion for all your en tre pre neur ial ef forts and is the most crit- 
i cal step to get right.

For founders who want to dive right into dis cov er ing an au di- 
ence to serve, you'll find the Au di ence Dis cov ery sec tion help ful.

If you al ready know who you're go ing to serve, you can jump
to the Au di ence Ex plo ration part of the book.

If you are very sure that you are suit ably em bed ded into your
au di ence's com mu nity but you're not sure which prob lem is the
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right one to solve, head over to the Prob lem Dis cov ery sec tion.
Fi nally, if you al ready are work ing on a val i dated so lu tion to

an equally val i dated prob lem and want to skip to the au di ence-
build ing part im me di ately, start your read ing jour ney at the Au di- 
ence-Build ing part of the book.

Wher ever you start, I hope you find the tools and mo ti va tion
to start build ing (for) your very own au di ence. Let's get started!
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THE AU DI ENCE-DRIVEN MOVE‐ 

MENT

An au di ence used to be a group of peo ple in front of a stage. The
band would play their songs, and the au di ence would cheer. The
lead singer would yell some thing at them, and the au di ence
would ap plaud. The only per son with some thing to say would be
the rock star. You couldn't dis tin guish any other sin gle voice from
all the yelling and shout ing. An au di ence was a one-way-street.

Times have changed.
In a glob ally con nected world full of cre ators, it's not enough

to  talk at  peo ple any more. To day, suc cess ful en trepreneurs  talk
with  their au di ence; they en gage with them on a level that the
busi ness world has never seen be fore.

To day, ev ery one is on stage.
Founders un der stand that an au di ence is not a mere dis tri bu- 

tion chan nel but a fun da men tal com po nent of their busi ness's suc- 
cess.

The Au di ence-Driven ap proach is about mak ing ev ery busi- 
ness choice with your au di ence in mind, in clud ing what to of fer in
the first place. Con duct ing busi ness be comes a con ver sa tion, a
con sis tent back-and-forth be tween en tre pre neur and prospec tive
cus tomers. This con ver sa tion never ends. Even when the busi ness
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suc ceeds be yond the founder's wildest dreams, the ex change with
their au di ence's needs and de sires con tin ues. An au di ence is not a
group of voice less con sumers. They are real peo ple, and they ex- 
pect to be treated ac cord ingly by the founders and em ploy ees of a
busi ness.

A great ex am ple of this is Patrick Col li son, CEO and co-
founder of Stripe, a bil lion-dol lar pay ments com pany. Patrick
pub licly asked1 his cus tomers to sug gest items for Stripe’s
roadmap and en gaged with hun dreds of replies to that tweet. He
was in touch with his cus tomers in the early days when the busi- 
ness was named /dev/pay ments, and he is still in touch with
them to day. Of course, Stripe has in ter nal teams pri or i tiz ing and
im ple ment ing fea tures. But they also lis ten to their de vel oper au- 
di ence, even though they are worth bil lions. This is what re lent- 
lessly fo cus ing on your au di ence looks like.

Au di ence-First

I want to make sure that the terms and def i ni tions I use in this
book are pre cise. The term "au di ence-first" is com monly un der- 
stood in a way that I find much too re stric tive. Au di ence-first is
short-hand for "build an au di ence first," the prac tice of build ing a
large on line fol low ing be fore sell ing them the prod ucts you cre- 
ate. While this is def i nitely a part of be ing “au di ence-driven,” it’s
just one part of many.

What I want to fo cus on is a dif fer ent way of in volv ing your
au di ence. I want to talk about a more im mer sive, "Au di ence-Dri-
ven" ap proach to busi ness. In stead of just build ing a fol low ing, I
want to fo cus on "putting the au di ence first," the pub lic prac tice of
en gag ing and in ter act ing with the peo ple you have cho sen to em- 
power from the very start. Don't worry: au di ence-build ing will
play a sig nif i cant part in this, but it's not the first step in the
process of build ing (for) an au di ence; it’s ac tu ally the fi nal step.

https://links.embeddedentrepreneur.com/patrick-collison
https://links.embeddedentrepreneur.com/stripe
https://links.embeddedentrepreneur.com/stripe-feature-tweet
https://links.embeddedentrepreneur.com/stripe-dev-payments
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Au di ence

That brings me to the term "au di ence."
An au di ence is ev ery one who should be in ter ested in you, your

busi ness, and your prod ucts. 
They are not just walk ing wal lets. An au di ence is a group of

real peo ple with de sires, dreams, and prob lems. If you want to
build an au di ence-first busi ness, you will need to build hon est
and au then tic re la tion ships with ac tual hu man be ings.

Your au di ence doesn't have to ex ist yet for you to un der stand
who they could be. Mem bers of all kinds of com mu ni ties could be
part of your au di ence even tu ally. There are many po ten tial fu ture
au di ence mem bers out there, and it's your task to find them.

Com mu nity

An au di ence is not the same as a com mu nity, but they are re lated.
Com mu ni ties are fo cal points of au di ences and a big part of the
day-to-day work of the Em bed ded En tre pre neur. How ever, au di- 
ences ex tend way be yond in di vid ual com mu ni ties. They span a
mul ti tude of com mu ni ties, from vir tual places to the real world.
Com mu ni ties are great re sources and ex cel lent start ing points.
How ever, an au di ence is needed to drive your busi ness.

A com mu nity looks in all kinds of di rec tions, but an au di ence
looks at you.

In a com mu nity, peo ple show up be cause of each other and
what they cre ate to gether. In an au di ence, they show up be cause
of you and what you cre ate.

The Au di ence-Driven Ap proach

The Au di ence-Driven ap proach's core prin ci ple is sim ple: you de- 
lay defin ing “the idea” and your prod uct un til af ter you have cho- 
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sen and ex plored an au di ence for your busi ness — be cause you
can’t know what your fu ture cus tomers need with out un der stand- 
ing them first. You first choose a mar ket to op er ate in, find a po- 
ten tial au di ence to serve, em bed your self within their com mu ni- 
ties, and learn what you need to cre ate to solve their crit i cal prob- 
lems. Then, and only then, do you work on your idea — and cre- 
ate a fol low ing along the way.

An Au di ence-Driven ap proach re moves the as sump tion that
you know what your prod uct will be be fore en gag ing your cus- 
tomers. It also makes cus tomer and prod uct de vel op ment eas ier
to ac com plish by build ing val i da tion and feed back loops into the
dis cov ery process from day one. That makes it some thing that can
be done as a side project or with out much cap i tal com mit ment.
With less guess work and fewer wasted re sources, this oth er wise
cum ber some process be comes some thing swift and at tain able for
boot strapped and cus tomer-funded busi nesses.
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If you can't rely on mil lions in ven ture fund ing, you'll need to
play it safe. Fo cus ing on your au di ence will al low you to re duce
the odds of fail ing by val i dat ing ev ery step along the way. At the
same time, the chances of hav ing to make a full pivot — chang ing
your whole busi ness from tar get au di ence to which prod uct you
sell — be come much lower.

The Prod uct-First Ap proach

If the Au di ence-Driven ap proach low ers these risks, which al ter- 
na tive process has the high est risk of fail ure? That would be the
prod uct-first ap proach: the con cept of com ing up with a "re ally
good idea" and as sum ing that you'll be able to fig ure out who you
can sell it to at some later point. This is par tic u larly dan ger ous
now that more and more busi nesses are boot strapped.

Why do so many founders go prod uct-first and fail? Why is
there such an avalanche of prod ucts be ing launched on Pro duc- 
tHunt ev ery sin gle day, only to van ish into ob scu rity?

I call this the "en tre pre neur ial curse": we founders as sume too
much. At its very core, we need to as sume that things will work
out fine to find the mo ti va tion to start a busi ness. That's the
healthy part. But we then take it too far. We as sume that we know
our mar ket, who our au di ence is, and what they need. First, we
cre ate a con cept, then de velop some thing, test it briefly, and fi nal-
ly launch the prod uct, ex pect ing it to "just work" from the start.
“Build it and they will come.” This ap proach is very risky. Few
star tups know their mar kets or even them selves. 

It's the nat u ral in stinct of an en tre pre neur to think that they
know what prod uct they will even tu ally de liver. We are sur round-
ed by prod ucts ev ery minute of our day. Ev ery thing we touch and
use to go through our lives is a so lu tion to some prob lem. We're
fo cused on see ing so lu tions and of ten ne glect to vi su al ize the un- 
der ly ing prob lems. So when we have a busi ness idea, the so lu- 
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tions we en vi sion are usu ally much clearer to us than the prob- 
lems they are sup posed to solve — or if there are enough peo ple
who feel this prob lem strongly enough to con sider pay ing for a
so lu tion. 

Of ten, it's not even clear if the prob lem that the prod uct solves
ac tu ally ex ists. The prover bial "Tin der for Cats" is an ex am ple of a
so lu tion to a non-ex is tent prob lem. It might be a fun project to try
out a new app de vel op ment frame work, but it won't re sult in a
prod uct that you can run a busi ness around. 

In re al ity, "so lu tions look ing for a prob lem" are much more
sub tle.

Ev ery day, a de vel oper some where con sid ers build ing an other
vari a tion of an ex ist ing tool. They build this be cause they need it
them selves, but they don't con sider if their need is a com monly
shared one. Many first-time en trepreneurs con sider their prob lem
per cep tion and how they ap proach solv ing their is sue to be the
truth for all other peo ple in their in dus try. They fo cus solely on
build ing, and then they try to find a mar ket for their prod uct2.

But this is self-delu sion: it's build ing upon un val i dated as- 
sump tions. Prod uct-first founders "get out of the build ing" too
late. They talk to their cus tomers — if they can even find any —
af ter they have de vel oped their prod uct and then try to con vince
them that they should buy it. That takes time, it takes money, and
it is an over all stress ful ac tiv ity. The Au di ence-Driven ap proach
takes this fur ther: in stead of merely leav ing the build ing to ob- 
serve your prospects, you will learn how to em bed your self in
their com mu ni ties, build a rep u ta tion as a val ued con trib u tor, and
build a busi ness by solv ing their prob lems with and for them.

So, how can the Au di ence-Driven move ment help you? Here is
a quick run down of the ap proach that I will in tro duce in this
book:

https://links.embeddedentrepreneur.com/reddit-post-looking-for-market
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Au di ence Dis cov ery: Find your au di ence. The most im -
por tant choice is who you want to serve. De lib er ately
se lect ing an au di ence is the foun da tion of a suc cess ful
busi ness. I will show you a tested and ac tion able five-
step process to find the au di ence you want to em power.
Au di ence Ex plo ration & Prob lem Dis cov ery: Un der -
stand the path. Build ing a busi ness the au di ence-driven
way re quires you to be an ac tive part of com mu ni ties,
which in volves talk ing to peo ple and learn ing from
them. I will share strate gies and tac tics for how you can
do this as ef fec tively as pos si ble.
Au di ence-Build ing: Cre ate (for) your au di ence. Work -
ing with and for your au di ence will al low you to build a
prod uct and a busi ness that solves real prob lems for
real peo ple. By con sis tently show ing up and pro vid ing
value, you will be come an ex pert that your au di ence
will gladly fol low. I will share the sto ries and ap -
proaches of the founders who have suc ceeded — and
failed — to build their au di ence and busi nesses in pub -
lic.

To start your jour ney to be com ing an Em bed ded En tre pre neur,
a founder who puts their au di ence first, you will need first to dis- 
cover who you want to serve.
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AU DI ENCE DIS COV ERY
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AN AC TION ABLE GUIDE TO FIND ING YOUR

AU DI ENCE

There are many fish in the sea, but never let a good
one swim away.

MAT SHONA DHLI WAYO

Let me in tro duce you to a data-driven method of find ing a po ten- 
tial au di ence for your side busi ness. It will al low you to dis cover
an au di ence that will sus tain a busi ness for many years and make
it an en joy able jour ney.

Be fore we get to the step-by-step guide, I would like to ad dress
one par tic u lar prob lem that many newly minted en trepreneurs
have, par tic u larly when they come from an en gi neer ing back- 
ground: they se verely un der es ti mate an au di ence's im por tance —
with dev as tat ing con se quences.

Have you ever been to a mu seum only to be shoved through a
gift shop on your way out? The gift shops are not the main at trac- 
tion, yet they con trib ute sig nif i cantly to those in sti tu tions' bot tom
lines1. But no en tre pre neur in their right mind would open a mu- 
seum gift shop in their garage and ex pect it to make a profit.

A store stocked with art prints and in te rior de sign books needs
a par tic u lar au di ence. Mu se ums have un der stood that to sell art-
re lated books to peo ple, they need to put the store where their art-
sy au di ence al ready is: on their way out of an ex hi bi tion.

https://links.embeddedentrepreneur.com/museum-shops
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Mu se ums have un der stood a core rule of a suc cess ful busi ness:
find your au di ence first, then sell them some thing they need. They
think "au di ence-driven."

If mu se ums have un der stood that, why do we still see so
many founders cre at ing so lu tions search ing for a prob lem? Why
do so many en trepreneurs strain their minds to find a "good busi- 
ness idea," jump to build ing the prod uct, and then won der why
they can't seem to find any one to buy their so lu tion? And how can
you avoid mak ing this ex act same mis take while build ing your
own busi ness?

It starts with the cure to all bias: in tro spec tion. Mainly, if you're
com ing from an en gi neer ing back ground, your per spec tive will be
bi ased to wards cre at ing prod ucts. For mak ers, ev ery thing  is a po- 
ten tial prod uct. No mat ter if we are en gi neers, mar keters, or prod- 
uct man agers, we are trained to cre ate prod ucts; we’re trained to
think prod uct-first. We use prod ucts, we make prod ucts, and we
know prod ucts.

Very of ten, we’re also afraid to talk to peo ple. We fear be ing
ridiculed, ig nored, or laughed at. Our ideas are still form ing in
our minds, and we’re afraid that if we share them too early, peo- 
ple will tram ple on those pre cious seeds. We come up with all
kinds of sto ries about why we know what peo ple would say and
think.

Sadly, that com bi na tion of prod uct-fo cus and fear of ex ter nal
val i da tion of ten leads us to a log i cal fal lacy: we as sume that
since we felt the need for a spe cific thing to ex ist, oth ers will have
the same need. We wanted it, that must mean oth ers will want it,
too. And even when it's clear they don't, we push our selves to
think that some one will buy what we of fer if we just sell it hard
enough.

This ap proach is putting the cart be fore the horse. It's the
wrong way around. If we build our prod uct first and then ask
who might want to buy it, we're leav ing a lot to chance. It is like
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the in fa mous de vel oper trope of test ing things in pro duc tion. You
want to check if your code is work ing well be fore you de ploy it to
your cus tomers. Why not do the same for your busi ness?

The best way to keep the amount of guess work to a min i mum
is a "multi-stage val i da tion" ap proach. In stead of start ing with an
idea, spend ing a lot of time build ing a prod uct, and only then
check ing if this solves a prob lem for some one out there, I rec om- 
mend the fol low ing steps (each of which we’ll dive into in more
de tail later).

1. First, ex plore which au di ences you want to help. Se lect the
au di ence you think is most likely to sup port your busi -
ness en deav ors. Val i date: Make sure the au di ence is in -
ter est ing for you, is the right size, has ex cit ing prob -
lems, and is will ing to pay for a so lu tion.

2. Then, ob serve that au di ence and de tect their most crit i cal
prob lems. Se lect the most crit i cal prob lem among them.
Val i date: En sure the prob lem is gen uinely crit i cal, peo -
ple are al ready look ing for so lu tions, and it can't be eas -
ily ig nored or del e gated.

3. Then, en vi sion a so lu tion that solves this prob lem within
your au di ence's work flow. Val i date: Make sure that
your so lu tion doesn't have un in tended side-ef fects and
solves their prob lem with out adding ad di tional work.

4. Fi nally, and only now, think of the prod uct. In which
medium do you need to pro vide your so lu tion? Will it
be a mo bile app? A SaaS ap pli ca tion? A plat form? Or
will it have to be a tech ni cal so lu tion at all? Now is the
time for the "idea" and the "prod uct."

If you fol low these steps, you will no tice that your "idea" has
to wait. It's not a stroke of ge nius that comes out of nowhere, but
rather a care fully de lib er ated con se quence of three dis tinct val i da- 



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL AN ACTIONABLE GUIDE TO FINDING YOUR AUDIENCE

24

tion steps. It would be best if you learned first who is out there,
what strug gles they gen uinely have, and how you can best help
them. This way, your prod uct's chances of suc cess are much high-
er than if you go with a com pletely un val i dated "idea."

The goal of this process is to help you find that ini tial au di- 
ence. Let's start with ex plor ing which au di ence fits you best and
make sure it can sup port a busi ness. In my men tor ing work, I
have dis cov ered a five-step ap proach that pro duces re mark able
re sults. It will al low you to find an au di ence that you can serve for
a long time — and that will serve you for equally as long.

I will sug gest prag matic steps you can take to find your op ti- 
mal au di ence. Find what works for you, and use this as the foun- 
da tion of your own per sonal frame work to tackle these prob lems.
This five-step ap proach will give you data: num bers that you can
in spect, weigh, and draw con clu sions from.

The re sult of this ex er cise will be a list of au di ences that you
can help by build ing a prod uct that solves their crit i cal prob lem,
re sult ing in the op por tu nity of build ing a sus tain able busi ness. It
will be a ranked list, with the most likely can di date au di ences at
the top and less in ter est ing ones at the bot tom.

You'll need to take notes dur ing the process. Ei ther grab a pen
and a few sheets of pa per or fire up a note-tak ing app. We’re go- 
ing to cre ate a ta ble with a few dozen rows and sev eral col umns.
Start with an empty spread sheet, putting "Au di ence Name" in the
first col umn.
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Set ting the stage for au di ence dis cov ery.
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STEP 1: AWARE NESS — THINK OF POS SI BLE

AU DI ENCES

To find a niche au di ence that will al low you to build a great busi- 
ness, you will first need to be come aware of it. Some niches are
clearly vis i ble, and some are some what hid den. This step is con- 
cerned with find ing them.

The goal of this step is to find a group of peo ple you want to
help. It should be a well-de fined group, best cen tered around a
com mon in ter est or ac tiv ity. If you can’t eas ily find com mu ni ties
for this group, don’t worry. The im por tant thing at this stage is
that you are aware of who they are and what they are about.

An ex ist ing tribe will work best. Tribes con sist of peo ple who
share an in ter est, are highly in ter con nected, and fol low the same
lead ers. They make for won der ful niche au di ences. You might be
part of quite a few tribes at this very mo ment. Seth Godin uses a
won der ful def i ni tion for tribes: “Peo ple like us do things like
this.”

Start with your self, then ex pand from your in ner cir cle to- 
wards the outer bound aries of the peo ple you know.

Ask your self:

What tribes do you be long to? What com mu ni ties are
you part of, con sciously (be cause you par tic i pate, like
be ing a chess club mem ber) and un con sciously (by af fil -
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i a tion, like be ing a sports fan)? It can in volve vir tual
com mu ni ties and real-world groups alike.
What hob bies do you have? What do you en joy enough
to spend money on, even though it’s not es sen tial? Ex -
am ples here are things like craft beer or fix ing old cars.
Find ac tiv i ties you have a bud get for.
What has been your life style in the past? How did you
find things to do ev ery week end back when you were in
col lege or just start ing out work ing? What groups did
you hang out with then, and what was it that they
found ex cit ing to do? Can you re con nect with those
groups?
What pro fes sions do you have? What kinds of jobs
have you been do ing through out your life? What types
of pro fes sional com mu ni ties have you been part of?
What com pa nies do you work for? Which com pa nies
are you a cus tomer of? Think of all the dif fer ent busi -
nesses you in ter act with and men tally cat e go rize them
into the groups they be long to.
What is your sig nif i cant other do ing? What groups do
they be long to that are dif fer ent from your groups?
What groups did they be long to be fore you met? When
they were kids, what clubs and as so ci a tions were they
part of?
What groups do your par ents and sib lings be long
to? What jobs are they work ing in, what groups do they
hang out with for fun? What are the things you talk
about at fam ily gath er ings, about which they have sur -
pris ing lev els of in sight?
What are the so cial cir cles you fre quent? What kinds of
peo ple do you in ter act with? Think of a party, meetup,
or gath er ing you’ve been to re cently. Who are the types
of peo ple you click with most, and what do they do?
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Re flect on your past ex pe ri ences, even if they are not as
re cent as a few years ago. You might want to re visit old
movies, books, or videos from that time pe riod, too. Just
re mem ber: the aim here is to re flect on who’s been a
mean ing ful part of your life so far and how they re late
to one an other.

Af ter some re flec tion, try to fig ure out what kinds of groups
peo ple in these tribes have in com mon. You might be part of sev- 
eral tribes that over lap, and you might want to in clude some that
are far from your cur rent tribe but still re lated.

The list you came up with from this ex er cise should con tain a
few dozen au di ences. Let me give you an ex am ple of what my
per sonal list would look like:
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For each au di ence on this list, I ei ther am an ex pert or have di- 
rect ac cess to an ex pert in my friends and fam ily cir cle. The full
list I have col lected over the last few years con tains at least 300
dif fer ent au di ences. I bet you can come up with at least 100 dis- 
tinct groups of peo ple within a few hours.

Ex plor ing Your Sur round ings

An other way of find ing au di ences that you might not al ready be
aware of is by look ing at the things around you. For ev ery ob ject
you see, think about 1) who made it, 2) how they made it, 3) who it
is for, and 4) how they use it. While 1 and 4 give you au di ences im- 
me di ately, 2 and 3 al low you to think about the in ter ac tions that
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the ob ject went through ei ther while it was be ing made (think of
all the many busi nesses and ac tiv i ties in volved in the pro duc tion
chain of some thing like a sheet of pa per: forestry, log ging, pa per
mills, dis tri bu tion, sales, mar ket ing) or while it is be ing used (let’s
stick with pa per: pen mak ers, printer fac to ries, pub lish ers, ed i tors,
book club or ga niz ers, wed ding ta ble card print ers). Most ob jects,
when ex am ined like that, will bring to mind a few dozen au di- 
ences.

Niches vs. World views

Amy Hoy of Stack ing the Bricks stresses fo cus ing on the opin ions
held within cer tain groups of peo ple1. Niches de fine peo ple by ex- 
ter nal fac tors, while world views are iden tity-re lated and in ter nal.
Ral ly ing peo ple around a cause they res onate with is a way to
build a fol low ing and a busi ness, par tic u larly in un der served in- 
dus tries. Dur ing your search for po ten tial au di ences, re flect on the
is sues you feel strongly about, and con sider who else might be in- 
ter ested in that.

You will be done with this step when you have a few dozen au di- 
ences, though it is best to aim to iden tify a hun dred or more au di- 
ences. You’re try ing to find so many to open up your mind about
what dif fer ent things peo ple do and con gre gate around. It’s es sen- 
tial to step out of your com fort zone and ex pand the hori zon of
what you can work with. The real im pact of trans fer able skills lies
where they have not yet been trans ferred to. You are try ing to find
those places here.

Don’t worry about hav ing “too many op tions.” While the
para dox of choice — the more op tions we have, the harder it is to
choose — is a very real phe nom e non, the whole point of this ex er- 

https://links.embeddedentrepreneur.com/amy-hoy
https://links.embeddedentrepreneur.com/stacking-the-bricks
https://links.embeddedentrepreneur.com/amy-hoy-niches-worldviews
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cise is to come up with as many au di ence can di dates as pos si ble
and then fil ter them down in the later steps un til only a hand ful of
great op tions re main.
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STEP 2: AFFIN ITY — FIND OUT HOW MUCH

YOU CARE ABOUT THEM

With a list of pos si ble au di ences and niches, you now need to
weed out the mar kets you don't care about enough.

Per son ally, I know I could build great soft ware prod ucts for
the tax in dus try, but I don’t en joy that par tic u lar field. They’re an
in ter est ing au di ence with a bud get, for sure, but I know that I’d
quickly tire of im ple ment ing yet an other change re quired by new-
ly in tro duced reg u la tion. It’s just not for me.

No busi ness was ever suc cess fully built by a founder who
didn't care about the peo ple they were sell ing their prod uct to.
You need to feel the de sire to help your cus tomers gen uinely, or
you will lose in ter est in pro vid ing value to them at some point.

This is a very sub jec tive step in the process. You will need to
think for a few min utes about the kinds of peo ple you ex pect to
work with in each in dus try. This is best done by ask ing your self a
few ques tions listed be low for each au di ence and giv ing ev ery au- 
di ence a score.

Add a new col umn to your spread sheet, called "Affin ity." For
ev ery row in your spread sheet, you will need to pro duce a rat ing
be tween 0 and 5. Zero means that you don't care about serv ing
this au di ence at all, and 5 means that you want to de vote your life
to serv ing the peo ple in that niche.

To find out how much affin ity you have for an au di ence, ask
your self these ques tions, and quickly note down a 0–5 rat ing for
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each.

Do you be lieve that the mem bers of this au di ence de -
serve to suc ceed much more than they cur rently do?
Do you imag ine con ver sa tions with these peo ple to be
in ter est ing, fruit ful, and en joy able?
Do you see a more pro found rea son, a pas sion that
drives this au di ence's mem bers to do what they do?
Is the au di ence do ing some thing mean ing ful?
Could the peo ple in this niche be do ing some thing more
sub stan tial?
Do you think you would ben e fit from learn ing a lot
about the work in this niche?

When you have an swered all these ques tions, add up the point
val ues you gave and di vide them by the num ber of ques tions you
asked your self to find the av er age. This num ber is an in di ca tor of
how much you care about the au di ence.

Once you have done this, sort your list by the affin ity av er age,
de scend ing. That view alone is of ten eye-open ing, as you will see
clus ters ap pear. There will be a clus ter of things you care about
be cause you are part of those au di ences. That's a great source of
po ten tial busi nesses, as you will be solv ing your own prob lems.
An other ex cit ing clus ter is the group of au di ences that you are
gen uinely in ter ested in be cause a par tic u lar pas sion or a mis sion
drives them. Here, you will find ea ger au di ence mem bers will ing
to try out any thing that makes their job eas ier be cause they be- 
lieve it's an im por tant job to do.
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This step will al low you to see quite clearly who you care about most.

Be ware of prej u dices at this stage. I sug gest hav ing a chat with
a “res i dent ex pert” for each niche to get a feel ing for the au di ence
from the in side. Only then should you step through the ques tions.

Move the au di ences with an affin ity of 2 or less to an other
sheet of your spread sheet. They’re not prime tar gets for now, but
you might change your mind later. We’re in ter ested only in au di- 
ences you care about at this point, as this will be a re quire ment for
spend ing sig nif i cant time and ef fort on the ex plo ration and val i- 
da tion that fol low now.
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STEP 3: OP POR TU NITY — FIND OUT IF THEY

HAVE IN TER EST ING PROB LEMS

With a trimmed-down list, you’re ready for the next step. For each
au di ence, you will want to find out if they have any in ter est ing
prob lems. You’re not look ing into find ing their crit i cal prob lem
just yet, as you will only take a cur sory view into your au di ence at
this point, but be on the look out none the less. If you see some thing
that they re ally need help with, that’s a good sign.

For each au di ence, do the fol low ing things to find out if they
have prob lems that might in ter est you.

Find a few SaaS prod ucts in their space and see what
prob lems they solve. Are these gen uinely ex cit ing
prob lems? Does solv ing these prob lems make a dif fer -
ence in a good way? If you’re look ing into help ing cof -
fee lovers, head over to Pro duc tHunt and search for
“Cof fee Sub scrip tions” to see what kinds of ex ist ing so -
lu tions have had some prior suc cess.
Find a com mu nity fo rum or so cial me dia group where
your niche au di ence hangs out and go through their
re cent posts. Are peo ple strug gling with things that you
would find in ter est ing to help them with? Do you think
the au di ence mem bers need help that has not been
given to them in the past?

https://links.embeddedentrepreneur.com/producthunt
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Here are a few places to start look ing for this in for ma tion, with
ex am ples for an sam ple au di ence, plumbers:

Wa ter cool ers. These are the in for mal com mu ni ties of
your niche. This is where they gather with out be ing
asked to, where they ex change in for ma tion freely and
with out su per vi sion.
Face book groups, e.g., “Plumb ing Hacks And Plumb -
ing Pro fes sional Dis cus sions.” You might need to work
a bit to get into these groups, but ex plain ing that you’re
in ter ested in help ing peo ple and promis ing not to post
ad ver tise ments will usu ally do the trick.
Red dit, e.g., the “Plumb ing,” “HVAC,” and “Con struc -
tion” sub red dits. Peo ple ask a lot of ques tions on Red -
dit, and they talk very openly about things they dis like.
Twit ter, by ex plor ing the #plumb ing hash tag and fol -
low ing and en gag ing with the ex perts who use it.
Self-hosted com mu ni ties, like Plumb ing Zone.com (a
fo rum with over 30,000 pro fes sional mem bers) or
Plumbers Fo rums.net. Spend a few hours read ing the
threads and fol low all links to fur ther com mu ni ties and
blogs to find the ex perts and thought lead ers, then fol -
low them on so cial me dia. The more the com mu nity
looks like a web site from the 90s, the bet ter. Older com -
mu ni ties at tract and con tain a lot of in dus try vet er ans.
Slack com mu ni ties. Many trades and in dus tries have
Slack groups where ex perts in ter act on a daily ba sis.
Use Slack com mu nity dis cov ery plat forms
like Slofile or many oth ers1 to find po ten tial can di dates.
For mal com mu ni ties. Most trades have some or ga ni za -
tional bod ies like as so ci a tions and guilds that form
some sort of vir tual com mu nity. For our ex am ple, the
“United As so ci a tion of Jour ney men and Ap pren tices of

https://links.embeddedentrepreneur.com/slofile
https://links.embeddedentrepreneur.com/slack-communities-1
https://links.embeddedentrepreneur.com/slack-communities-2
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the Plumb ing and Pip efit ting In dus try of the United
States and Canada” has a web site that con tains a com -
mu nity and list ings of sub chap ters. Just send ing an
email to com mu nity rep re sen ta tives or a phone call can
put you in touch with the right peo ple.
Event re sources. Find the trade shows and con fer ences
of your au di ence and check out their web sites. Which
ven dors were present? What top ics were dis cussed?
Usu ally, key note speak ers and their talks are listed, if
not even recorded.
Lit er a ture. Ev ery in dus try has writ ers who pub lish pa -
pers, books, ar ti cles, or com ments. Find the pop u lar
books in the niche2, read them, or find sum maries to get
a quick glance into the top ics they cover.

I rec om mend spend ing a max i mum of an hour for each au di- 
ence on your list. Dive as deep as you can into the in dus try to see
what prob lems and com plaints you can sur face. Make a note of
what ex ists, what doesn’t ex ist, par tic u larly what you thought
would ex ist but doesn’t. This is an in di ca tor of the po ten tial trans- 
fer of knowl edge that you might fa cil i tate.

The idea is not to be come an ex pert in ev ery au di ence can di- 
date on your list. It’s about div ing deep enough into the field to
see if it can re li ably sus tain a busi ness. The mo ment you have a
feel ing for this — good or bad — you can stop ex plor ing.

For ev ery row in your au di ence list, take a few notes about the
prob lems you en coun tered (best done out side of the spread sheet,
in a Google Doc or a No tion doc u ment), and add an other 0–5 val-
ue col umn in di cat ing how in ter est ing those prob lems sounded to
you (with 0 be ing “there is noth ing for me here” and 5 be ing “this
is the most ex cit ing prob lem space I have ever seen”). Move the
rows that don’t have ex cit ing prob lems to an other sheet, just like
you did with the low-affin ity rows.

https://links.embeddedentrepreneur.com/best-plumbing-books
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Rank ing the list by op por tu nity is quite in sight ful: it be comes clear that there are
plenty of au di ences with in ter est ing prob lems, but you don’t re ally care about

them too much.
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STEP 4: AP PRE CI A TION — FIND OUT IF

THEY’RE WILL ING TO PAY

In this step, you’re try ing to fig ure out if your au di ence has a bud- 
get for so lu tions to their prob lem. That’s more likely in some au di- 
ences than in oth ers: a hair care prod uct sup plier busi ness with
hun dreds of em ploy ees will have no prob lem pay ing for a cus- 
tomer re la tion ship man age ment soft ware. In con trast, a hair styl ist,
al though they also work in the beauty in dus try and have to build
re la tion ships with their cus tomers, might not have any bud get
avail able or wouldn’t pay for this at all.

For each au di ence in your list, look for signs of the fol low ing:

Pur chas ing agency: Can the peo ple you’ll be sell ing to
make their own de ci sions when it comes to buy ing a
pro fes sional tool? Will you have to make clas sic sales, or
can you sell in a more low-touch, highly au to mated
way? The less work and the fewer peo ple in volved, the
bet ter.
Bud get scope: What kinds of bud gets can your prospec -
tive cus tomers in this niche usu ally spend on prod ucts
and ser vices? Look into other ser vices that cater to your
prospects to see how they are priced. Think about if
peo ple are even aware that they have a bud get for pro -
fes sional tools.
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In 2017, I co-founded an ed u ca tion-tech nol ogy Soft ware-as-a-
Ser vice busi ness called Feed back Panda. When I sold the Feed- 
back Panda prod uct to on line teach ers, they of ten didn’t even un- 
der stand that they were self-em ployed busi ness peo ple. Some- 
times, you will need to cre ate aware ness within your niche that
your prospec tive cus tomers could im prove their tax-ef fi ciency.

The more agency and re li able bud gets you find in an au di ence,
the bet ter. If you see peo ple com plain about so lu tions be ing too
ex pen sive or that they should be free, you can usu ally dis miss
that, as these voices ap pear in any in dus try. How ever, if this is the
con sen sus within the com mu ni ties you find, be ware. You might
run into walls try ing to con vince peo ple to ex change money for
ser vices here.

For ev ery au di ence you think is likely to pay or can be con- 
vinced to start bud get ing for a so lu tion to their prob lems, add an- 
other 0–5 value to their row in your list. Zero means that peo ple
are ex tremely re luc tant to pay money for any thing, and 5 means
that there are plenty of prod ucts in the space that peo ple reg u larly
pur chase. Move the au di ences that have no clear in di ca tor of pur- 
chas ing in tent to an other sheet.
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It’s of ten quite in ter est ing how some au di ences you may not care about much
might be very will ing to pay for so lu tions to their crit i cal prob lems.
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STEP 5: SIZE — FIND OUT IF THIS MAR KET

CAN SUS TAIN A BUSI NESS

The last step to find ing a good au di ence for your sus tain able boot- 
strapped busi ness is to make sure it will be vi able. Once you’re
done with this step, you will end up with a list of busi nesses that
you can build so lu tions for with a high chance of turn ing that into
a busi ness.

For boot strap pers, a mar ket has to be both large enough to sus- 
tain your busi ness and small enough not to at tract gi ant com peti- 
tors. To find this sweet-spot, the “Goldilocks zone1,” you will
need to know how big your busi ness will have to be to sup port
you. For some founders, this will be $10,000/month in af ter-tax
earn ings, while oth ers will need this to be much more or a bit less.

Take that num ber, dou ble it as a pre cau tion to ac count for all
the un known un knowns in the mar ket, and di vide it by the price
you think your au di ence would pay for your of fer ing. This will be
hard to dis cover, so look for sim i lar prod ucts in the space or draw
par al lels to prod ucts in ad ja cent in dus tries. That will be the num- 
ber of cus tomers you need to have, at least, to get to your de sired
in come lev els.

Let’s look at an ex am ple. Let’s say you need $15,000/month to
sup port your self and your fam ily from your SaaS. Dou bled, that is
$30,000. You have found that in your niche au di ence of “ar ti sanal
bee keep ers in New Jer sey,” the av er age bud get for a bee-track ing
SaaS is $15/month max.

https://links.embeddedentrepreneur.com/market-size
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You need 2,000 ar ti sanal bee keep ers in New Jer sey. If you look
up the New Jer sey Bee keep ers As so ci a tion (and yes, that ex ists),
you find that they have eight chap ters with many emails and
phone num bers on their web site. Call a few of them and tell them
that you love bee keep ing and would like to help your lo cal honey
pro duc ers. The per son on the other end of the line will be able to
tell you im me di ately if you have your 2,000-peo ple-strong au di- 
ence or not.

Now, con sider that you’ll never truly cap ture 100% of any
mar ket. Safety mar gins dif fer from in dus try to in dus try, so con- 
sider that you’ll be lucky to turn 10% of that au di ence into pay ing
cus tomers. It might be more or sig nif i cantly less. This step is
meant to shine a light on the ques tion if it’s even pos si ble at all to
build a sus tain able busi ness within those con straints.

If there aren’t enough bee keep ers in New Jer sey, you might
need to zoom out and in clude other states. If there are too many,
you can zoom in and fo cus on a sub set, like hobby bee keep ers or
bee keep ers with more than 10 swarms. That’s how you’ll find
your sweet-spot.

I’ve done this ex er cise mul ti ple times, with a lot of in dus tries.
It is al ways very in sight ful, and once you know the size of a mar- 
ket, you have valu able in for ma tion, even if you don’t get into that
par tic u lar in dus try.

Other sources of quickly de ter min ing mar ket sizes are:

so cial me dia group user counts
trade show fly ers
in dus try re ports
sub ject mat ter ex perts like pod cast hosts in the niche

Spend as much time as you need to fig ure out if an au di ence is
big enough for your busi ness. Then, make sure there are not mil- 
lions of po ten tial cus tomers in your niche. If you own a small,
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boot strapped, sus tain able busi ness, you won’t have the re sources
to go up against gi gan tic com peti tors with deep pock ets. Your
niche should not be at trac tive enough for those busi nesses.

Look ing back at the bee keeper ex am ple, if your au di ence is
any where be tween 10,000 and 40,000 bee keep ers, that is great.
Any thing big ger might mean com pe ti tion from much larger busi- 
nesses that sense the op por tu nity to com pletely take over your
niche and serve all bee keep ers ev ery where.

For each au di ence on your list, add an other 0–5 value in di cat- 
ing if the niche is sized just right for your boot strapped busi ness
as pi ra tions. Five should be a per fectly sized mar ket. Zero is a mar- 
ket that is ei ther way too small or way too big. Move the au di- 
ences that don’t fit onto an other sheet.

You will find au di ences that might be re ally prob lem atic to build a busi ness for, no
mat ter how much you might en joy do ing it.



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL TALLYING THE RESULTS

45

TAL LY ING THE RE SULTS

You now will be left with sev eral au di ences that have passed the
fol low ing check points:

You’re aware of the niche.
You’re in ter ested in the niche.
You’ve found in ter est ing prob lems in the niche.
You’ve seen signs from the niche of in ter est to pay for so -
lu tions.
You’ve found that the niche is big enough for your busi -
ness.

In your spread sheet, cre ate one fi nal col umn, adding the point
val ues for each row. Then, sort the whole ta ble so that the high est
to tal point val ues ap pear at the top.

A quick side-note: this is only a frame work you might want to
cus tom ize for your own needs. You can add more col umns with
other con sid er a tions or change each col umn's range of val ues to
re flect how im por tant that par tic u lar con sid er a tion is to you. At
its most ba sic, this spread sheet will give you a hint of which au di- 
ence is the most likely to al low you to build a suc cess ful and ful- 
fill ing busi ness. I wouldn’t over com pli cate this process — and I’m
say ing this as a soft ware en gi neer.
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Looks like I’ve found a few re ally in ter est ing au di ences. Funny how this book is
use ful to at least two of them.

With this list, you are ready to choose your au di ence. Once
you have se lected one of the items on your list, I sug gest do ing
an other deep dive into the in dus try. Read up on the his tory of the
trade, see who al ready sells into the in dus try, and how they speak
to their cus tomers.

Af ter this point, you will stick with your au di ence and fo cus
on help ing them solve their prob lems. Find ing and val i dat ing
their crit i cal prob lem is your next ob jec tive. Once you have done
that, you can work on your so lu tion and im ple ment your prod uct
— know ing that you are build ing for a val i dated au di ence.

The great thing about this ex er cise is that you don’t only end
up with a few fas ci nat ing au di ences to get started with right away,
but you also have all those other au di ences that got ex cluded dur- 
ing some steps along the way. In the fu ture, ei ther when you sell
your busi ness or when the world changes in a sig nif i cant way,
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you’ll al ready have new au di ences wait ing to be ex plored again,
with fresh eyes. It’s a back log of pre-val i dated au di ences that you
know you could serve. This will be a great backup re source that
you can use if you’re run ning into prob lems in the fu ture.

But for now, stick with the au di ence that the data says is the
best choice. Dive deep into the com mu ni ties and tribes, and fig ure
out what those peo ple need help with. From there, you can build
a sus tain able busi ness that solves their prob lem in a val i dated
fash ion, with out any guess work.
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AU DI ENCE EX PLO RATION
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TO BOLDLY GO WHERE NO EN TRE PRE NEUR

HAS GONE BE FORE

We shall not cease from ex plo ration, and the end of
all our ex plor ing will be to ar rive where we started
and know the place for the first time.

T. S. ELIOT

Once you have cho sen an au di ence to serve and em power, you'll
need to learn more about them. The goal of the Au di ence Ex plo- 
ration phase is to un der stand your au di ence's mo ti va tions and
move your self into a po si tion where you can de tect an un solved
prob lem that you can build a busi ness around.

There is no clear line be tween Au di ence Dis cov ery and Au di- 
ence Ex plo ration. In fact, if you fol lowed the five-step Au di ence
Dis cov ery guide, you al ready did a lit tle bit of ex plo ration while
you were look ing into op por tu ni ties for each au di ence. Au di ence
Dis cov ery and Au di ence Ex plo ration can hap pen to gether at the
same time. Or you might choose to do nei ther ex er cise and sim ply
keep a look out for op por tu ni ties that match the pat terns in tro- 
duced in those chap ters. Some founders go back and forth be- 
tween these phases, while oth ers try to go through them in or der.

The im por tant thing to re mem ber with these ex er cises is that
they are de signed to bring you closer to your fu ture au di ence —
both in a sense of prox im ity and em pa thet i cally.



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL TO BOLDLY GO WHERE NO ENTREPRENEUR HAS GONE BEFORE

50

First, you need to un der stand where to find your prospects.
That's where Em bed ded Ex plo ration comes into play: you will

be come an Em bed ded En tre pre neur. This is the core con cept of
Au di ence Ex plo ration and will be in tro duced in this chap ter.

The Em bed ded Ex plo ration phase ends when you have es tab- 
lished your self in sev eral com mu ni ties that your au di ence fre- 
quents and have started a note-tak ing rou tine about com monly
ex pe ri enced is sues and chal lenges. If you're plan ning to build a
busi ness on the side, this is a long-term ac tiv ity that you can do
while you're work ing a day job.
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EM BED DED EX PLO RATION

Dur ing your ini tial ex plo ration of the au di ence that you’re will ing
to serve, you will have dipped your toes into a few com mu ni ties
to see if there are large enough mar kets and suf fi cient op por tu ni- 
ties. That first glance will have un cov ered the tip of the ice berg,
but there is much more. The Em bed ded Ex plo ration ap proach,
when ap plied in ten tion ally and con sis tently, will struc ture a large
part of your en tre pre neur ial jour ney.
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Here's the quick sum mary:

You will find and em bed your self in your au di ence's
com mu ni ties. That’s where it starts, and that is what
this chap ter is all about.
You will dis cover real and painful prob lems from
within the com mu ni ties. The Prob lem Dis cov ery chap -
ters will go into great de tail on how this can be done in
prac tice.
You will lever age those com mu ni ties to be come a do -
main ex pert and a rep utable con trib u tor over time. This
will set you apart from the ex ist ing com pe ti tion. We’ll
dive deep into how you can build this brand in the Au -
di ence-Build ing chap ters.
With these three steps in mo tion, you will col lab o rate
with your au di ence to cre ate a busi ness built on trust
and mean ing ful re la tion ships.

Sounds like a lot, right? It re ally isn’t. It’s just a mat ter of ap- 
proach ing busi ness from a hu man-cen tric an gle.

Many clas si cal eco nomic the o ries deal in num bers and sta tis- 
tics ex clu sively, but there is a re ver sion to wards rep u ta tional and
re la tional work in the in die and cre ator economies. Hu mans mat- 
ter; peo ple are not just voice less con sumers. More and more, peo- 
ple ig nore hard facts and fig ures, and seek softer “met rics”: they
look for em pa thy, kin ship, kind ness, and con nec tion.

Now that you have de cided which au di ence you want to serve
and em power, you can start "get ting out of the build ing," dis cover
where your prospec tive cus tomers hang out and join them in their
com mu ni ties where you can un der stand and solve their prob lems.
There is a re search method ol ogy in the so cial sci ences called "the
ethno graphic method," which is very sim i lar to what we're plan- 
ning to do here: the re searcher joins a cul tural set ting, ob serves ac- 
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tively (by di rectly be ing part of the so cial ac tiv i ties), and pas sively
(by sur vey ing the ac tions of oth ers from a dis tance), and then
forms a nar ra tive ac count of what they learned, con trast ing it to
an ini tial the o ret i cal as sump tion. Em bed ded Ex plo ration bor rows
from that method.

Through Em bed ded Ex plo ration, you will dive deep into ex ist- 
ing com mu ni ties. You will be come an "Em bed ded Com mu nity
Ob server": some one who joins a com mu nity to learn as much as
pos si ble about the peo ple in it and the day-to-day prob lems they
en counter. You're em bed ding your self to be come an ex pert in the
sub ject mat ter of your tar get au di ence.

Keep in mind that we are not yet at the stage where we ac tive-
ly try to sell some thing to our au di ence. In this sec tion, we're look- 
ing at these plat forms as an ob ser va tional re searcher. We're not
build ing an au di ence; we're in ves ti gat ing it. We'll dive deeper into
the day-to-day ac tions and strate gies for au di ence-build ing later.
Right now, we fo cus on con ver sa tions, prob lems, and in sights.

It all starts with “lurk ing,” the prac tice of pas sively ob serv ing
an ac tive com mu nity. When you first en ter such a group, you’re
an un known fac tor, and you won’t be at tuned to the on go ing con- 
ver sa tions just yet. You might not even un der stand what peo ple
are dis cussing. To pre vent you from crash ing and burn ing by say- 
ing some thing un re flected too soon, I rec om mend you join com- 
mu ni ties and stay silent for a while. Ask ing thought ful ques tions
is fine. Bar rag ing a com mu nity with your opin ions is not.

In the mean time, you can start col lect ing con tent that you can
ei ther re-con trib ute (through shar ing and com ment ing) or ab sorb
to gain a deeper un der stand ing of the com mu nity. Take note of
links and re sources that are be ing shared in the com mu nity and
cu rate them in a data base of your own. You’ll also have the chance
to learn who the in flu en tial peo ple are in the group and start con- 
nect ing with them.
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Once you un der stand the jar gon that peo ple use and have in- 
ter est ing things to con trib ute, you should en gage the com mu nity.
Af ter all, di rect con ver sa tions — in pub lic or in pri vate — will al- 
low you to learn ex actly what you need to know to start build ing
so lu tions to peo ple’s prob lems. By con nect ing peo ple, shar ing
your ob ser va tions and learn ings freely, and be ing a per son that
oth ers want to in ter act with, you’ll start build ing a fol low ing for
your self.

Dur ing your Em bed ded Ex plo ration in a com mu nity, you will
be fo cus ing on these ac tiv i ties:

Ob serve pain, prob lems, and chal lenges. Note down
com mon themes and in sights.
Learn how peo ple com mu ni cate. Find the phrases and
jar gon they use that oth ers don't.
Look for peo ple who sell suc cess fully. How are they
word ing their pitches? What have they un der stood
about your au di ence that you haven't yet? If com mu ni -
ties don’t al low sell ing: how do peo ple in volve oth ers in
their projects?
En gage with com mu nity mem bers to find ver i fi able
first-hand ac counts and build re la tion ships.

So, with your note book, your eyes, and your ears open, let's
dive into Em bed ded Ex plo ration.
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COM MU NI TIES

Find ing Com mu ni ties

You can't ob serve and talk to peo ple with out know ing where they
can be found. The ini tial step of Em bed ded Ex plo ration is to find
the place of pro fes sional ex change: the prover bial wa ter cooler. By
the way, "pro fes sional ex change" isn't lim ited to ac tual busi ness
au di ences. Con sider craft beer en thu si asts. They have an i mated
dis cus sions in com mu ni ties, groups, and fo rums, yet drink ing
craft beer is not a salaried pro fes sion. Wher ever there is ex per tise,
there is a wa ter cooler.

I al ready men tioned a few po ten tial lo ca tions in the Op por tu- 
nity step of the Au di ence Dis cov ery guide, and we'll dive deep
into each one — and a few more. Be fore we get to the specifics,
let's first ex plore this step's goal and what kinds of com mu ni ties
you can ex pect to find.

The goal is to end up with a list of at least five com mu ni ties to
en gage your au di ence ac tively. In the end, you will very likely re- 
strict your ef forts to one or two com mu ni ties, but to find the best
ones, you will need to know all of your op tions first. I rec om mend
mak ing a list of ev ery sin gle com mu nity you find while you re- 
search them. No mat ter if you end up join ing those com mu ni ties
or not, this list it self might be in ter est ing con tent that marks you
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as a do main ex pert in the fu ture. It's a use ful re source to cre ate
early on.

For in spi ra tion, visit com mu nity ex plo ration tool re sources
like The Hive In dex and find your ini tial com mu ni ties to em bed
your self in. If you can’t find any thing there, don’t worry. Com mu- 
nity dis cov ery will be a cake walk once you un der stand how com- 
mu ni ties work.

Kinds of Com mu ni ties

You can cat e go rize com mu ni ties de pend ing on two prop er ties:
their pur pose (the "why") and their plat form (the "where"). Both
prop er ties make a big dif fer ence in how you should ap proach em- 
bed ding your self into that com mu nity. I'll point out the sig nif i cant
dif fer ences be tween these ar che typ i cal com mu ni ties and what to
keep in mind when you en gage with the peo ple in them.

We will look into the fol low ing kinds of com mu ni ties:

Goal-driven com mu ni ties
Prac tice-driven com mu ni ties
In ter est-driven com mu ni ties
Lo ca tion-driven com mu ni ties
Cir cum stance-driven com mu ni ties
Hy brids

Goal-Driven Com mu ni tites

These com mu ni ties form around a com mon cause. So cial
progress, achiev ing cer tain mile stones, mak ing a dif fer ence: these
are the themes around which these com mu ni ties form. Mem bers
of these com mu ni ties are ex pected to fur ther the goals with their
ac tions. Your rep u ta tion is de ter mined by the align ment of your

https://links.embeddedentrepreneur.com/hive-index
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pub licly stated goals and ac tions with the com mu nity goal. Any
de vi a tion or self ish ness will cause a lot of rep u ta tional dam age.

Ex am ples of these com mu ni ties would be sus tain abil ity-driven
Face book groups, the min i mal ism sub red dit, or cli mate-change fo- 
rums.

Con sider ed u cat ing and en cour ag ing mem bers in these com- 
mu ni ties. Any thing that ac cel er ates the cause is wel come, so con- 
trib ute time and re sources to the group's goals. Goal-driven com- 
mu ni ties are very cau tious when it comes to overt ad ver tise ments,
as most causes are no to ri ously un der-funded. Most mar ket ing is
seen as re duc ing the num ber of re sources that the com mu nity can
use. The only kind of mar ket ing these groups will ac cept is word-
of-mouth mar ket ing that is free of in cen tives. The mo ment peo ple
smell a re fer ral sys tem or any other self-cen tered mo ti va tion, ad- 
min is tra tors will re move the con tent. If you en cour age other com- 
mu nity mem bers to talk about your prod uct, clar ify that it has to
come from an hon est place.

Find ing prob lems in these com mu ni ties is best at tempted by
keep ing a look out for road blocks. When ever peo ple want to act in
the group's in ter est but can't, there is a po ten tial prob lem for you
to solve. Are peo ple try ing to or ga nize a con fer ence but just can’t
get it done? Are they try ing to share cer tain doc u ments with each
other, but they are just email ing them back and forth? Look for
things that stand in the way of reach ing the com monly shared
goal.

Not all prob lems are re source is sues: some times, in for ma tion
or ga ni za tion or eas ier ac cess to spe cific tools or peo ple can make a
big dif fer ence. Con sider how you can help ev ery sin gle mem ber
of this group to make bet ter con tri bu tions to the com mon goal.

Prac tice-Driven Com mu ni ties

https://links.embeddedentrepreneur.com/reddit-minimalism
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In prac tice-driven com mu ni ties, peo ple usu ally do the same
things. They work the same job, or they are ex perts in the same
field. Ex per tise is at the core of those groups. Mem bers are ex pect-
ed to fur ther the group's col lec tive knowl edge. Con ver sa tions in
these groups are usu ally cen tered around "do ing things right,"
find ing and il lu mi nat ing proven best prac tices, el e vat ing new ex- 
perts, and ex pos ing newly dis cov ered char la tans. These groups'
fo cus is to pro vide re sources and en cour age ment to mem bers of
all skill lev els, in tend ing to turn ev ery mem ber into an ex pert
even tu ally.

The com mu nity that my co-founder Danielle and I em bed ded
in for our SaaS Feed back Panda was such a prac tice-driven com- 
mu nity. It was a Face book group of On line Eng lish Teach ers who
were teach ing for a par tic u lar kind of school. In the group, they
would ex change a lot of guid ance on be com ing a suc cess ful and
pro lific teacher. A sim i lar com mu nity is the  Baris taEx change,
where pro fes sional bar tenders talk about how best to serve their
cus tomers.

These com mu ni ties en joy their mem bers shar ing and dis- 
cussing the finer points of their prac tice as well as in tro duc ing
new mem bers to the best prac tices of their in dus try. If you are al- 
ready an ex pert, share your ex per tise freely, and if you are a rel a- 
tive be gin ner, con sider en gag ing the com mu nity with ques tions.
In a group of ex perts that aims to ed u cate, peo ple will re spond to
ques tions as they are a pub lic method of ed u ca tion for those who
might have the same ques tions or will run into them in the fu- 
ture. 

Prac tice-driven com mu ni ties are al ways watch ing for new and
in ter est ing things, as these in no va tions could re sult in a new best
prac tice or gen eral im prove ment to the in dus try. By freely shar ing
news and ex per i men tal ap proaches, you can con trib ute to the dis- 
cus sion and prompt ex perts to en gage with you. It pays to be con- 

https://links.embeddedentrepreneur.com/barista-exchange
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sid ered as some one who shares an in ter est in col lec tive im prove- 
ment.

Shar ing your progress is a proven way to keep en gaged with
such a com mu nity con tin u ously. As peo ple are in ter ested in learn- 
ing, they see some one pub licly doc u ment ing their jour ney to ex- 
per tise as a chance to gauge how ef fec tive their teach ing is. At the
same time, other learn ers see them selves re flected in your ex pe ri- 
ence and will fol low you for that rea son.

In ter est-Driven Com mu ni ties

Sim i larly, com mu ni ties form around peo ple who like the same
things, who have the same hob bies, or who en gage in the same ac- 
tiv i ties. Un like in prac tice-driven com mu ni ties, how ever, the pri- 
mary mo ti va tion for peo ple to in ter act here is pas sion. Ex per tise
mat ters, too, but a mem ber who is pas sion ate about the shared in- 
ter est will be wel comed with open arms any day, no mat ter how
lit tle they know about the topic. Con ver sa tions in these com mu ni- 
ties are just as much about pas sion as they are pas sion ate. This can
lead to a lot of po lar iza tion and "go ing down rab bit holes," in reg- 
u lar ex changes of opin ion. Try stay ing out of the more com bat ive
con ver sa tions. You're not there to fight but to ob serve and an a- 
lyze.

When peo ple care deeply about some thing, they of ten con flate
the thing with their iden tity. A lot of bond ing and pos tur ing hap- 
pens when like-minded peo ple talk about their fa vorite things.
Your rep u ta tion will be mea sured by how much you em brace
your iden tity as an in-group per son. Un der stand ing and us ing the
par tic u lar lan guage — the "jar gon" — of this com mu nity will be
an in te gral part of this. Pay ing par tic u lar at ten tion to the words
and phrases peo ple use will also en able you to tai lor your mes sag- 
ing to the in-group peo ple in the fu ture.
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You can find ex am ples of this type of com mu nity on Red dit.
Al most ev ery niche sub red dit is an in ter est-driven com mu nity.
When peo ple talk about  keep ing ducks in their back yard, share
pic tures of  tonight's din ner, or post videos of  cats that yell, you
can be quite sure to have found a group of peo ple who sin cerely
en joy dis cussing one par tic u lar kind of thing.

This kind of sim i lar ity be tween group mem bers can be highly
ben e fi cial for your prob lem ex plo ration process. Pro vided that
you're look ing at a com mu nity where peo ple ac tu ally have prob- 
lems — I'm not sure if any in ter est in yelling cats re sults in any
sig nif i cant prob lems — you'll be quickly able to see if those prob- 
lems are com monly ex pe ri enced. Crit i cal prob lems are usu ally ex- 
pe ri enced by a ma jor ity of your au di ence. If you see com plaints
about a par tic u lar is sue crop up very of ten within an in ter est-dri-
ven com mu nity, that's in dica tive of a painful prob lem that is felt
by many.

The best way to en gage with an in ter est-driven com mu nity is
to be in ter ested and in ter est ing. En cour ag ing com mu nity mem- 
bers to share their sto ries and suc cesses is a re li able way to build a
rep u ta tion. Shar ing opin ion pieces and invit ing dis cus sion is ex- 
pected from ac tive com mu nity mem bers. Any thing that en gages
new and old com mu nity mem bers alike is well-re ceived.

Lo ca tion-Driven Com mu ni tites

In the past, al most ev ery com mu nity was lim ited by lo ca tion. You
could only con nect with the peo ple around you, which was very
lim it ing but also more di rect than the in fi nite web of vir tual con- 
nec tions an in di vid ual can es tab lish in the dig i tal age. In mod ern
life, lo cal com mu ni ties have tran scended the phys i cal world and
moved into on line spa ces. The pur pose stays the same: con nect
peo ple from a par tic u lar place. These groups are fo cused on lo cal

https://links.embeddedentrepreneur.com/reddit-ducks
https://links.embeddedentrepreneur.com/reddit-dinner
https://links.embeddedentrepreneur.com/reddit-cats
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events, the ex change of goods or ser vices within cer tain ge o graph- 
i cal bound aries, or pro vid ing sup port to each other.

Neigh bor hood plat forms like  NextDoor  are a great ex am ple,
aimed at pro vid ing peo ple with trust wor thy con nec tions. There
are also many pro fes sional as so ci a tions like the  United As so ci a- 
tion of Jour ney men and Ap pren tices of the Plumb ing, Pip efit ting
and Sprin kler Fit ting In dus try of the United States and
Canada (that's a hand ful, right?) that have lo ca tion-based branch-
es and sub-com mu ni ties like the  New Jer sey  di vi sion. Ev ery in- 
dus try has thou sands of these lo ca tion-bounded com mu ni ties at
vary ing lev els of the ge o graph i cal area cov ered.

Trust is the cur rency of lo ca tion-driven com mu ni ties. Like in
the days be fore the in ter net, a per son's rep u ta tion de pended on
their ac cep tance by their lo cal com mu nity. Lo ca tion-driven com- 
mu ni ties work the same way. If the lo cals do not know you, you're
an out sider, un trust wor thy by de fault.

Trust takes time to be given. It's earned. For a gen uine out- 
sider, this will be hard. Know ing some one on the in side to in tro- 
duce you into the com mu nity is of ten the only way to get some
"trust trac tion." The only other way is ac tu ally be ing part of the lo- 
cal com mu nity both in the vir tual and the phys i cal space. Vis it ing
trade shows, mee tups, fairs, and con fer ences will give you ac cess
to the real peo ple who will then rec og nize you in the dig i tal
realm.

Lo ca tion-driven com mu ni ties of ten op er ate on re cip ro ca tion.
One mem ber helps the other, only to be sup ported by an other
mem ber at some fu ture point. You'll get the most out of these
com mu ni ties by self lessly as sist ing other mem bers. Rec i proc ity is
a very storable good. Peo ple will re mem ber be ing helped by you
years af ter you did it, and they'll be will ing to as sist you in your
own ef forts.

Gen er ally, lo ca tion-driven com mu ni ties are ex cit ing ob ser va- 
tion tar gets for niche au di ences. Par tic u larly if you join a few dif- 

https://links.embeddedentrepreneur.com/nextdoor
https://links.embeddedentrepreneur.com/united-association
https://links.embeddedentrepreneur.com/united-association-new-jersey
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fer ent lo ca tion-based com mu ni ties, you will learn a lot about the
dif fer ences in oth er wise very sim i lar groups' prob lems and needs.
You can use this in sight to pin point the mar ket you ul ti mately
want to op er ate in. If you see an abun dance of one par tic u lar
prob lem in all groups, you can serve the en com pass ing mar ket. If
one par tic u lar lo ca tion ex pe ri ences a crit i cal prob lem even more
sub stan tially than oth ers, they might be a great ini tial au di ence for
your tai lored so lu tion.

Cir cum stance-Driven Com mu ni ties

Some times, un ex pected things hap pen to peo ple. That usu ally
causes them to seek other peo ple who are ex pe ri enc ing the same
prob lems. They sup port each other, guid ing new group mem bers
through the chal leng ing stages of what ever they are ex pe ri enc ing.
Usu ally, it is some form of hard ship or chal lenge, like a med i cal or
psy cho log i cal con di tion. Other times, it's a marginal ized group of
peo ple em pow er ing each other.

In all cases, cir cum stance-driven com mu ni ties fo cus on the
bond ing be tween mem bers and sup port ing mem bers along their
jour ney of over com ing the chal lenge. More than in other com mu- 
ni ties, per sonal re la tion ships play a cen tral role here. Find ing ac- 
cep tance and the com fort of oth ers is the rea son why peo ple join
these groups. The ini tial mo ti va tion is to cope with some thing
threat en ing. Be par tic u larly care ful with any thing that could re- 
motely look like ad ver tis ing. Com mu ni ties that aim to con nect
peo ple can smell a mar keter from five clicks away — and they will
ban you faster than you can post a link to your site. Use these
com mu ni ties to ob serve. If you en gage with peo ple, make it about
them, not about you.

Some com mu ni ties of cir cum stance are tem po rary. When
events oc cur that im pact the lives of many, the af fected peo ple
will try to co op er ate in such a com mu nity un til the event and its
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af ter math are dealt with. Think of peo ple dis placed by for est fires
or stuck at home dur ing a na tional lock down. These com mu ni ties
have a shelf-life and of ten evap o rate or slowly fade away af ter a
while. This means that you should con stantly be on the look out
for new cir cum stance-driven com mu ni ties in your mar ket.

These kinds of com mu ni ties are abun dantly packed with prob- 
lems and com plaints. They're a trea sure trove for au di ence anal y- 
sis and crit i cal prob lem de tec tion. You can help sur face these is- 
sues by en gag ing with the peo ple in the group and ask ing about
their sto ries. If you gen uinely care about your au di ence, this will
be a great op por tu nity to con nect with real peo ple and their real
ex pe ri ences.

Hy brid Com mu ni ties are the Norm

You will quickly find that no com mu nity is a per fect ex am ple of
the archetypes men tioned above. There is no "pure prac tice-driven
com mu nity" that wouldn't also in clude in ter est-driven con ver sa- 
tions. Most com mu ni ties are a mix of dif fer ent pur poses, like a
spi der di a gram. In par tic u lar, larger com mu ni ties tick most of the
boxes, just from the sheer num ber of dif fer ent voices in side them.
Many pur poses can co ex ist in one large group of peo ple.

In fact, not only do com mu ni ties fluc tu ate be tween dif fer ent
pur poses, but they also change over time, of ten sig nif i cantly. De- 
pend ing on who mod er ates and steers the con ver sa tion, a com- 
mu nity of in ter est might pro fes sion al ize into a prac tice-driven
com mu nity, for ex am ple. It de pends on the peo ple who make up
the com mu nity and what they ul ti mately want to ac com plish.

Over-ea ger purism usu ally de te ri o rates com mu ni ties. If mod- 
er a tors sup press any thing that is not en tirely on-topic, users will
feel pa tron ized and quickly look for greener pas tures. Ad min is tra- 
tors and com mu nity lead ers will usu ally al low some lev els of de- 
vi a tion. Try not to be the one to test those bound aries, though.



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL COMMUNITIES

65

When ever you feel like a mes sage you want to put to the com mu- 
nity might be un ex pected or might be con sid ered hos tile, check
how oth ers have com mu ni cated sim i lar con tent be fore. If you
can't find any such ex am ples, that is a good in di ca tor that you
might not want to send the mes sage.

Pro fes sional or Recre ational

There is also an in ter est ing dis tinc tion be tween two kinds of com- 
mu nity "lev els of pro fes sion al ism." Peo ple con gre gate ei ther for
recre ation or in a pro fes sional set ting. While the same peo ple can
in habit those groups, com mu ni ca tion pat terns change.

Take, for ex am ple, how group hi er ar chy is de ter mined. Sig nal- 
ing that you have the proper cre den tials (ei ther as doc u ments or
peer rep u ta tion) will el e vate you to the level of ex pert in a pro fes- 
sional group. When you're in a recre ational group, these hi er ar- 
chies are usu ally ir rel e vant. Demon strated ex per tise and ded i ca- 
tion are ap pre ci ated much more than show ing peo ple that you're
more qual i fied than they are.

A word about ded i ca tion: on line com mu ni ties usu ally at tract
peo ple who just have to talk about the things they're in ter ested in.
It's a form of self-se lec tion to join such a com mu nity: there is a
min i mum thresh old of pas sion you need in or der to be reg u larly
ac tive in such a com mu nity. Com pare that with a job: we show up
be cause we get paid to do it. If we don't reg u larly con trib ute, we
lose the job. Vol un tary com mu nity mem ber ship is dif fer ent.

What does that mean? The av er age on line com mu nity mem ber
will be more en thu si as tic about their niche's ins and outs than the
av er age gen eral mem ber of that au di ence or mar ket. Con sider this
when you ex plore prob lems and opin ions. You're deal ing with
peo ple that have self-se lected to be the voice of their com mu nity.
That can be a good thing, as they will likely am plify your mes sage
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through out the com mu nity, but it can also mean that your re- 
search will be slightly skewed to wards their spe cific in ter ests.
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THE FOUR PRIN CI PLES OF EM BED DED EX PLO‐ 

RATION

Be fore we look into the ac tual com mu ni ties that you can em bed
your self into, let's be ab so lutely clear about the goal and the four
ba sic ac tiv i ties that this process con sists of.

The goal is to find as many high-qual ity com mu ni ties and con- 
tent lo ca tions as pos si ble, so you can in ves ti gate prob lems, chal- 
lenges, and needs in these com mu ni ties. What you want to end up
with is a list of com mu ni ties and an ac count in each of them.

From there, you should aim to con duct these four main ac tiv i- 
ties at all times:

1. Find the com mu nity ex perts, fol low them, and fol low
those who en gage them.

2. Find break out com mu ni ties and fol low the con ver sa -
tion.

3. En gage the En gaged. Reach out to peo ple who are par -
tic u larly ac tive and in sight ful.

4. Make notes of com mon themes and com plaints.

For each com mu nity, I will an swer two cen tral ques tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
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What ques tions should you ask the mem bers of this
com mu nity?

Now, let's look into how you can do this in real com mu ni ties
with real peo ple.
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COM MU NITY PLAT FORMS

Now that you know what kinds of com mu ni ties you can ex pect to
find, let's look at where to find them and what needs to be con sid- 
ered for max i mum re sults. Some ex am ples will fit into their cat e- 
gory per fectly, while oth ers are blur ring the line. For each com mu- 
nity you look at, I will point out why you want to em bed your self
there, how to do that ef fi ciently, and what you can ex pect to find.

I’ll show you a lot of dif fer ent com mu nity plat forms and vari- 
ants, and share plenty of in sights for each. This might be over- 
whelm ing, but take this as an op por tu nity to gauge how much
you res onate with each of these com mu ni ties. In the end, you will
fo cus only on a hand ful of them. I be lieve that it’s good to know
the ba sics of each be fore you com mit to any.

So cial Me dia Com mu ni ties

The one thing that unites all so cial me dia plat forms is that there is
usu ally a feed. It could be a news feed, an ac tiv ity feed, the lat est
events, some thing that is the medium's cen tral fo cus. Around that
feed, so cial con nec tions thrive. Peo ple's iden tity is usu ally pub lic,
and cre at ing per sonal re la tion ships is ex pected and en cour aged.
Con ver sa tions on so cial me dia of ten cen ter on ex pe ri ences of peo- 
ple and less on ab stract top ics.



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL COMMUNITY PLATFORMS

70

So cial me dia plat forms al low for com mu ni ties to form in side
their own large com mu nity. Some so cial me dia plat forms al low
for cre at ing in ten tional sub-com mu ni ties, while oth ers trust that
the net work ef fect be tween con nected com mu nity mem bers is
enough to form com mu ni ties. Face book has bil lions of users and
an equally im pres sive amount of dis tinct groups. On the other
hand, Twit ter has mil lions of users, but it does not al low for the
cre ation of dif fer en ti ated groups: your com mu nity is who you fol- 
low. Some com mu ni ties are tem po rary, like ad-hoc Tele gram
groups, and oth ers are per sis tent and well-search able, like You-
Tube chan nels. Dif fer ent struc tures re quire dif fer ent be hav iors
and will cre ate dif fer ent ex pec ta tions.

Face book

With al most three bil lion users, Face book is the so cial net work. Ev- 
ery one and their mother is on Face book — lit er ally. That's the rea- 
son this net work is so ubiq ui tous: from the start, peo ple trans- 
ferred their per sonal net work onto the so cial me dia plat form, and
peo ple of all ages use it to stay con nected with their friends and
loved ones. 

Be cause of this, there are all kinds and sizes of com mu ni ties on
Face book. Many are or ga nized in Face book groups, and those are
the com mu ni ties you want to em bed your self in. They are very of- 
ten ex tremely spe cific, which is very help ful when you al ready
know which niche you want to serve. 

Gen er ally, you will dis cover in ter est ing groups us ing the Face- 
book search bar or us ing the more spe cific search bar in the
Groups sec tion. The more you know about your au di ence, the bet- 
ter: try search ing us ing spe cific key words. For ex am ple, if I were
to look for groups re lated to self-pub lished au thors, I'd search for
"self-pub lish ing," "KDP" (the Ama zon Plat form for self-pub lished
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au thors), and "in de pen dent writer." I'd then pick the most pop u- 
lated and ac tive groups to join.

There are also a large num ber of lo ca tion-driven com mu ni ties
on Face book. You can fil ter by a city when you search for groups,
which will show you only the com mu ni ties ei ther named af ter
that city or with a ma jor ity of mem bers from that city. This will be
very use ful for sub-niche re search.

Here's the is sue: the most in ter est ing groups are in vite-only.
Get ting into those groups will re quire a bit of work, and it won't
be guar an teed that you'll be able to join. The peo ple who mod er- 
ate those com mu ni ties con sider it their mis sion to keep their com- 
mu ni ties safe. They will em ploy plenty of scru tiny when some one
new wants to join their group.

I have found that you can tip the scales in your fa vor by be ing
strate gic. To join and stay in these groups:

1. Learn as much as you can about the ad min is tra tors and
pre pare a com pelling and hon est mes sage for your join
re quest. You will want to point out your mo ti va tion:
learn ing more about the prob lems and chal lenges that
peo ple in the com mu nity face.

2. Be clear that you'll be an ob server and stu dent, not a
mar keter. If you can, pro vide proof from other groups
that you mean no harm.

3. Show that you've been part of sim i lar com mu ni ties in
the past.

4. So cial proof is ev ery thing on so cial me dia. You can
lever age that.

Once you are in a group, it's gen er ally hard to search for past
con tent, but you can do it. Par tic u larly in the first few days af ter
join ing, I rec om mend step ping through the last few weeks of con- 
ver sa tion his tory and learn ing both the jar gon and the themes that
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show up. You might want to note down com mon themes and
com plaints, as those are the pieces of con tent that you can en gage
with to learn more about per ceived prob lems in the com mu nity.
Once you're up-to-date, visit your Face book groups daily and ei- 
ther note down or take screen shots of the most in ter est ing mes- 
sages and con ver sa tions. 

Join ing groups re quires some work al ready, but con nect ing
with peo ple is even more chal leng ing. Many peo ple on Face book
con sider it to be a per sonal net work of real-life ac quain tances.
While they will join groups with out much of a ques tion, they will
be very hes i tant to con nect with you as a Face book "friend." For
that, you will need to build a per sonal re la tion ship in side the
groups first, and even then, many peo ple might refuse to con nect
with you. Con sider Face book to be a re search-only place for now.
While you can even tu ally use the plat form for mar ket ing and au- 
di ence-build ing, for the em bed ding part of your en tre pre neur ial
jour ney, you might want to stick to ob ser va tion only.

A few Face book Group Dis cov ery tools are try ing to im prove
the ex pe ri ence pro vided by the in ter nal Face book search, such
as Tar get Snake. What you can do be yond us ing these tools is ask
peo ple di rectly on Face book about what other Face book groups
they would rec om mend for you to join. This may have fas ci nat ing
re sults: some groups are oddly named and very hard to dis cover.
You'll never find them with out ask ing. Con sider ask ing for in vi ta- 
tions, too: it's so much eas ier to join a closed group when a mem- 
ber asks for you to be added.

When it comes to en gage ment, try to be con ver sa tional. A post
with many com ments at tracts more en gage ment, which is some- 
thing ev ery Face book user val ues. By com ment ing and ask ing
ques tions, you will in vite more dis cus sion and build re la tion ships
with the other users: they'll get to know you as a cu ri ous and in- 
quis i tive com mu nity mem ber, and you'll un der stand what they
care about.

https://links.embeddedentrepreneur.com/targetsnake
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Learn about the rules of each com mu nity right af ter you join.
Some for bid all kinds of mar ket ing, even mar ket re search. Other
com mu ni ties don't al low cer tain top ics to be dis cussed. Make sure
you abide by the rules at all times. When you won der if your post
goes against those guide lines, reach out to a group mod er a tor.
That will help you avoid mak ing mis takes and build a re la tion- 
ship of re spect and trust be tween you and the peo ple who have
con trol over the com mu nity.

Even tu ally, you will be able to ask ques tions in the group and
get an other mem ber to com ment. Since Face book posts don't have
a max i mum length, you can be very clear about your in ten tion.
Don't just ask one-liner ques tions. Be pre cise about why you are
ask ing, what you are most in ter ested in. If peo ple un der stand that
you're there to learn, they will put as much ef fort into their replies
as you put into your ques tions. 

When I was run ning the EdTech pro duc tiv ity SaaS Feed back- 
Panda with my part ner Danielle, Face book groups were the dom i- 
nant on line com mu nity where our au di ence hung out. We reg u- 
larly checked the con ver sa tions that were go ing on to find new
prob lems that teach ers were fac ing and then en gaged with the
peo ple in the com ments to learn about the specifics. We stuck to
com ment ing on posts since we wanted to avoid di rectly ask ing
peo ple for their prob lems. The thought here was that if a prob lem
is painful enough, peo ple will talk about it with out be ing asked
to. Ask ing for a list of prob lems might re move that in di ca tor of ur- 
gency.

Once we had a prod uct that we wanted to sell to these groups'
mem bers, we care fully com mented on ques tions where drop ping
the link to our web site was a clear re sponse. We avoided talk ing
about the prod uct in any other con ver sa tions. We en cour aged
peo ple who shared the link to our land ing page — usu ally with a
like or a friendly "thank you" mes sage. But we never bla tantly
asked peo ple to check out our busi ness. That would have gone
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against the com mu nity rules as much as it would have been a self- 
ish move — both un ac cept able be hav ior in Face book groups.

Here's a quick sum mary of how to em bed your self in Face- 
book groups:

In vite-only groups: make a case for why you're a good
fit, use so cial proof.
Ask peo ple for other group rec om men da tions and to in -
vite you.
Ob serve the fre quency of prob lem men tions on a daily
ba sis.
Com ment on peo ple's posts with en gag ing ques tions.
Ask straight for ward ques tions and pro vide con text.
Use Di rect Mes sages to deeply en gage with peo ple who
you have found to be help ful to your cause.

Let's look at our two cen tral ques tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
Look out for com plaints that re ceive a lot of likes and
com ments agree ing with the poster. These are com -
monly shared is sues.
Ob serve which ques tions get asked over and over again
by peo ple who have re cently joined that Face book
groups. These in di cate a learn ing or un der stand ing bar -
rier.
Note which com pa nies pay money to ad ver tise to mem -
bers of par tic u lar Face book groups. They likely have
found them to be a sus cep ti ble au di ence.
What ques tions should you ask the mem bers of this
com mu nity?
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"What prob lems do you run into over and over again?
Has any one tried to solve them be fore?"
"Do you spend money on so lu tions to the prob lems dis -
cussed here?"
"Who should I reach out to if I want to learn more about
this in dus try/field?"
"Where else on Face book can I find peo ple who have is -
sue X? Are there any other groups you can rec om -
mend?"

Twit ter

The short-mes sage-based so cial net work plat form Twit ter is a real
trea sure trove for em bed ded ex plo ration ef forts. It's a highly in ter- 
con nected web of re la tion ships and con ver sa tions, and many in- 
ter est ing tools are avail able for your au di ence re search.

Twit ter has a fire hose feed: once you fol low a few hun dred ac- 
tive peo ple, ev ery page re fresh will show you new tweets. Even
more than Face book, this means that con tent comes and goes, and
un less you're pre pared to take notes, it might van ish very quickly.
When you do Twit ter-based re search, get used to copy ing the link
to in di vid ual in ter est ing tweets into a link col lec tion doc u ment as
soon as you read them. If you don't, you might have trou ble lo cat- 
ing those tweets later.

The feed con sists of all the tweets writ ten by the Twit ter ac- 
counts you fol low. The more peo ple you fol low, the more con tent
you get to see. To ob serve a com mu nity, you will have to fol low as
many mem bers of that com mu nity as pos si ble.

On Twit ter, there are no dis tinct groups as they ex ist on Face- 
book. Com mu ni ties are es tab lished through con stant in ter ac tion,
by peo ple fol low ing each other and en gag ing with each other's
tweets. While replies are of ten used to con tinue con ver sa tions,
retweets and quote tweets (which are retweets with an added
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mes sage) am plify con tent and in vite con ver sa tions in the first
place. De pend ing on if you fol low some one who in ter acts with
any par tic u lar dis cus sion hap pen ing in a com mu nity, you may or
may not see it in your Twit ter feed.

Thank fully, this is a solv able prob lem. Twit ter ac quired a tool
called Tweet Deck  back in 2011, which you can use for free. Not
only does Tweet Deck give you ac cess to the full feed for your ac- 
count, but you can also build sec ondary feeds that you can set up
to only show tweets men tion ing par tic u lar phrases or users. If
you're se ri ous about ob serv ing a Twit ter com mu nity, you need to
set up key word mon i tor ing to pull your at ten tion to these con ver- 
sa tions when they hap pen. 

Still, you will need to fol low peo ple from your au di ence to
find the full ex tent of their com mu nity. It takes a while to find all
the ac tive ac counts in any given niche. What works best for me
when ever I do au di ence re search on Twit ter is to find the in flu- 
encers and fol low in ter est ing peo ple they in ter act with. Then, I
look into the fol low ers those peo ple in ter act with and fol low
them. It's a rab bit hole, but it re sults in a very ex ten sive graph of
re la tion ships — which is ex actly what Twit ter is about.

The term "in flu encer" has been used to ridicule su per fi cial op- 
por tunists who project a fake ver sion of suc cess and glamor to
even tu ally sell their own brand of hand creme. On Twit ter, there
are quite a few of those peo ple, but when I talk about in flu encers
in the con text of com mu ni ties, I mean some thing else: peo ple who
have a lot of rep u ta tion and the power to steer con ver sa tions in
any given niche com mu nity. Niche in flu encers are gen uine com- 
mu nity mem bers who have risen to their in flu en tial po si tion by
pro vid ing value to their com mu ni ties. Among soft ware de vel op- 
ers, the peo ple who have been teach ers or con trib u tors to open-
source projects for many years of ten be come in flu encers. In the
On line Teach ing com mu nity, peo ple who con nect teach ers and
em power them to be come bet ter at their jobs rise to fame. Find the

https://links.embeddedentrepreneur.com/tweetdeck
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teach ers, find the com mu nity mem bers who unite their com mu- 
nity, and find the nexus of com mu ni ca tion and a mas sive amount
of fol lower ac counts that you can fol low your self.

Twit ter has a fea ture called "Lists," where ac counts can be fol- 
lowed as a batch. Lists can be named and searched for, which
makes this a great way of quickly dis cov er ing large num bers of
high-qual ity ac counts. Most in flu en tial Twit ter users are on lists
like "Awe some Mar keters" or "Women in Tech." Just like when
you looked into an in flu encer's fol low ers to find new ac counts to
fol low, check out their lists and fol low the ones you find in ter est- 
ing.

The true scale of a com mu nity won't be ap par ent from the
start. Only con sis tent ex po sure to the con ver sa tions on Twit ter
will make things clear to you. You'll learn who is talk ing about
top ics you care about. Twit ter only works be cause of en gage ment.
Ob serve the Twit ter ac counts that cre ate a lot of en gage ment.
What sto ries do they share? What links do they post? This will
lead you to com mu ni ties out side of Twit ter as well.

Un like Face book, Twit ter is very time zone-de pen dent as ev- 
ery one's feed quickly re places older items with new tweets. De- 
pend ing on where you are lo cated, you might miss a large part of
the con ver sa tion be cause it hap pens while you sleep and gets
pushed down by other con tent be fore you wake up. This makes
track ing key words and phrases you care about even more im por- 
tant, as this will al low you to find these con ver sa tions more eas ily.

Hash tags used to be all the rage in Twit ter's early days but are
barely used now and can't be re lied upon for dis cov ery. Mostly
used by brands that have not yet un der stood how mod ern Twit ter
works, they of ten in di cate naïve and cheap Twit ter mar ket ing ef- 
forts and are es chewed by pro fes sional Twit ter users. More ca sual
Twit ter users will still use hash tags, mainly when they are talk ing
about cur rent events.
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Don't dis count hash tags for dis cov er ing com mu ni ties of lo ca- 
tion or cir cum stance. The same goes for move ments like “Build ing
in Pub lic,” which of ten uses the #Build In Pub lic hash tag for peo- 
ple to un der stand the im plied pur pose of par tic u lar tweets. That
would be a prime ex am ple of a com mu nity of prac tice co a lesc ing
around a hash tag.

It's im por tant to un der stand that con ver sa tions on Twit ter are
usu ally pub lic ex changes be tween a hand ful of peo ple. Rarely can
a dis cus sion be main tained if more than five or six peo ple are ac- 
tively de bat ing a topic. For Twit ter users with huge fol low ings,
this means that quite of ten, any dis cus sion they in sti gate turns
into thou sands of peo ple try ing to get the in flu encer’s at ten tion. It
can be ex haust ing to an a lyze these con ver sa tions, which is why
you're bet ter off learn ing how to use the  Twit ter Ad vanced
Search1 and search ing for replies by the in flu encer within the re- 
sponses to their own tweets.

Also, all con tent be ing pub lic means that any en gage ment you
do will be highly vis i ble to oth ers. Al ways con sider the im pact of
your words and re sponses on your fol low ers. As with any ethno- 
graphic re search method, con sider the im pli ca tions your ac tions
may have on the group of peo ple you’re ob serv ing.

Since most things on Twit ter hap pen in pub lic, many tools
have sprung up that give the bud ding en tre pre neur in sight into
ac counts, re la tion ships, and top ics on the plat form. Here are a few
that I use to do my au di ence re search:

Spark Toro: Rand Fishkin, the founder of Moz and
writer of Lost and Founder, built this ser vice to al low
founders and mar keters to find out what their au di ence
con sumes, talks about, and who they fol low. Be yond
that, the busi ness of fers free tools to find trend ing top ics
and au dit in di vid ual ac counts. Use Spark Toro to find

https://links.embeddedentrepreneur.com/hubspot-twitter-advanced-search
https://links.embeddedentrepreneur.com/sparktoro
https://links.embeddedentrepreneur.com/lost-and-founder
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out who to fol low in your niche and what they talk
about.
Buz zSumo: Spot ting the in flu encers means find ing the
core con ver sa tion am pli fiers. Those are the peo ple you
need to fol low and en gage with to ac cess the larger
com mu nity. Buz zSumo helps you find them quickly.
There are hun dreds of in ter est ing tools that in ter act
with Twit ter2. Search ing for "Twit ter Dis cov ery Tool"
will show you the ones that are most likely to as sist
your em bed ded ex plo ration. 

A quick word about Twit ter's se cret weapon, Di rect Mes sages
(DMs). Twit ter is unique, as it al lows you to send a Di rect Mes- 
sage to any one who ei ther fol lows you or has pub lic DMs ac ti vat-
ed. This means that you will be able to write a per sonal, point-
blank mes sage to any Twit ter ac count that you want. This is in- 
cred i bly pow er ful, par tic u larly as the con ver sa tion in DMs will be
much more pri vate than the pub lic tweet/re sponse con ver sa tions.
There is a proven strat egy of fol low ing in ter est ing peo ple, en gag- 
ing with them of ten and hon estly, hav ing them fol low you back
even tu ally, and then build ing a more per sonal re la tion ship
through Twit ter DMs. Over time, these re la tion ships can turn into
op por tu ni ties, both for im me di ate in sights and for your busi ness
in the fu ture. While dur ing Em bed ded Ex plo ration, this will likely
turn into con ver sa tions about the other per son's prob lems and in- 
sights, at a later point, you'll have pre-warmed re la tion ships that
can ei ther turn into cus tomers or am pli fiers for your mes sag ing.
It's never wrong to build per sonal con nec tions on Twit ter.

Here's a sum mary of how you can use Twit ter to em bed your- 
self into a com mu nity:

Find and fol low in flu encers, then fol low the lists they're
on and the lists they cu rate. Fol low their most en gaged

https://links.embeddedentrepreneur.com/buzzsumo
https://links.embeddedentrepreneur.com/buffer-twitter-tools


THE EMBEDDED ENTREPRENEUR BY ARVID KAHL COMMUNITY PLATFORMS

80

fol low ers, too, then re peat.
Con sis tently fol low con ver sa tions to ex plore the whole
breadth of the Twit ter com mu nity.
Note down in ter est ing con ver sa tions by copy ing the
link to in di vid ual tweets.
Lever age Di rect Mes sages to build per sonal re la tion -
ships with do main ex perts from your au di ence.

Let's look at our two cen tral ques tions and how you can an- 
swer them for Twit ter:

How can you spot prob lems and chal lenges in this com -
mu nity?
Find the big names in the in dus try, fol low them, and
fol low those who are highly en gaged with prob lem-sur -
fac ing tweets. The chances are that all in volved par ties
will talk a lot about the day-to-day is sues in their fields.
Use Twit ter tools to be no ti fied when cer tain key words
show up in your feed. With Tweet Deck, try "prob lem,"
"is sue," and "can't un der stand."
What ques tions should you ask the mem bers of this
com mu nity?
"How do you solve prob lem X?"3

"Who else here on Twit ter is an ex pert in this field?"4

"What is sues are peo ple com plain ing about most of ten?
Who is the most vo cal ad vo cate for change?"
"Do you know any re sources where these is sues are dis -
cussed in more de tail?"
"What play ers are sim i lar to X, but for the Y au di ence?"5

In sta gram
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One of the most vis ual so cial net works, In sta gram can also be
used for au di ence ex plo ration, even though pub lic com mu ni ties
are not rep re sented well by the plat form. Hash tags are used to cat- 
e go rize con tent, and the abil ity to fol low spe cific hash tags will
cre ate com mu nity-like struc tures around those key words. But be- 
yond ex chang ing vis ual con tent and the re spec tive com ments on
each post, pub lic dis cus sions don't hap pen as much as they do on
the more text-based so cial me dia.

In sta gram is very in flu encer-cen tric. Users with large fol low- 
ings have power over what is cur rently be ing dis cussed. The
medium's vis ual na ture tends to fa vor con crete con ver sa tional
themes (as op posed to more ab stract and the o ret i cal dis cus sions
that of ten oc cur on other so cial me dia plat forms). This is very use- 
ful when re search ing a niche: peo ple will of ten share more than
the main fo cus of the im age or video. Their screen shots will show
what other soft ware is in stalled on their com put ers, their pho tos
of the food they con sume will show what ap pli ances they have in
their kitchens. In sta gram is spec tac u lar for ex plor ing the con text
in which your au di ence op er ates. Col lect vis ual im pres sions of
what the real life of your au di ence looks like.

When it comes to groups to join, you don't have many op tions.
The only equiv a lent of pri vate con ver sa tions hap pens in Di rect
Mes sages and through "Fin stas": Fake In sta gram ac counts used to
share more in ti mate sto ries and im ages. Since In sta gram ac counts
are usu ally very cu rated and edited, many In sta gram users use
Fin sta ac counts for more vul ner a ble and re al is tic con tent. This will
be hard to find, but in sights will be so much more valu able once
you have ac cess to the real story.

So, how do you find the peo ple who might give you these in- 
sights? Start at the top. Find the brands and well-known in flu- 
encers, and fol low who they fol low and in ter act with. Tools like
the Phlanx In flu encer Au di tor will help find more de tailed in for- 
ma tion about en gage ment rates and fol lower com po si tions.

https://links.embeddedentrepreneur.com/finsta
https://links.embeddedentrepreneur.com/phlanx
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In sta gram is — like most so cial me dia plat forms be cause they
mon e tize through ads that need con stant en gage ment — a place
where older con tent quickly gets re placed by new posts. Ob serv- 
ing such a plat form means that you'll need to check for new con- 
tent quite reg u larly, at least on a daily ba sis. Once you fol low a
suf fi ciently large group of peo ple, take note of which top ics are
be ing dis cussed reg u larly. In sta gram search is lim ited to hash tags
and users, so pre pare to take screen shots and save in di vid ual
links.

Since In sta gram in tro duced Sto ries, more can did con ver sa tions
have cropped up around them. In flu encers who have very pol- 
ished vi su als al low them selves to be more re lat able in the video
con tent. The tran sient na ture of In sta gram Sto ries — the fact that
they are au to mat i cally deleted af ter a while — is lever aged to cre- 
ate more ur gency for en gage ment. Si mul ta ne ously, be ing more
vul ner a ble and "real" on sto ries keeps peo ple com ing back for
more. You'll want to pay at ten tion to the themes and top ics cov- 
ered in the sto ries that cir cu late within your tar get au di ence.
There are tools avail able that al low you to down load and per sist
those sto ries6.

Let's look at our two cen tral ques tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
Take the pol ished vis ual con tent for what it is: more fic -
tion than fact. Look for truth in the gen uine in ter ac tions
be tween In sta gram users in the com ments, and look for
Sto ries where cre ators are more hon est about their lives.
Find the ex ter nal com mu ni ca tion plat forms where in flu -
encers as sem ble their com mu ni ties.
What ques tions should you ask the mem bers of this
com mu nity?
"Who else has gen uine in sights into this com mu nity?"

https://links.embeddedentrepreneur.com/storysaver
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To the in flu encer: "What prob lems do you see bother the
ma jor ity of your fol low ers?"
"Where do peo ple who en joy this con tent hang out?"

Pin ter est

Where In sta gram is all about the re al ity of peo ple's lives — how- 
ever much it's dis torted by fil ters and staged pho tos — Pin ter est is
the in spi ra tional per spec tive. On Pin ter est, users share im ages and
links of things they want, like, and as pire to. Pin ter est is less about
the per sonal ex pe ri ence than com mu ni cat ing de sires and in sights
vis ually.

Many Pin ter est users don't ac tively en gage with the con tent.
They use it as a vis ual search en gine only. For in flu encers, that
mat ters very lit tle, as long as peo ple en gage with their con tent
(that's of ten mon e tized through af fil i ate links). For that rea son,
you will find com ments and any kind of dis cus sion lack ing on
this plat form. Still, for many au di ences, it might al low you to find
use ful vi su als through which to un der stand your niche bet ter.

Pin ter est users use boards to group their the mat i cally sim i lar
con tent to gether. Fol low ing these boards will ex pose you to fresh
con tent when it is re leased. You'll also get a gen eral feel ing for the
com mu ni ca tion ap proach that res onates with your tar get au di- 
ence mem bers. Find com mon themes and which com mu ni ca tion
pat terns work best, and make a note to use them in your own
mar ket ing in the fu ture. Over the years, pro lific Pin ter est users
have also learned how to give their pins well-per form ing SEO ti- 
tles and de scrip tions. You can im i tate those at a later point for an
easy start into the world of SEO.

Side note: Cross-Com mu nity Com mu ni ca tions
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In flu encers and pop u lar ac count own ers on all so cial me dia plat- 
forms have un der stood one thing: the plat form owns the re la tion- 
ships. The risk of los ing ev ery thing grows with the num ber of fol- 
low ers an ac count has. A plat form can quite ar bi trar ily re move or
limit ac cess to any ac count for any rea son they might have. Con se- 
quen tially, in flu encers have un der stood that they are bet ter off
tak ing their com mu nity some place else, hav ing a sec ond way of
com mu ni cat ing with them should they be de-plat formed.

For that rea son, many high-fol lower ac counts have started fun- 
nel ing the most ac tive of their fol low ers into pri vate Mes sen ger
groups, onto Dis cord and Slack servers, all places where di rect
com mu ni ca tion can hap pen with out the in volve ment of the so cial
me dia plat form. Even though these ser vices are also for-profit
busi nesses, en gag ing an au di ence on mul ti ple chan nels with dif- 
fer ent kinds of com mu ni ca tion is a tan gi ble way of dis tri bu tion
chan nel di ver si fi ca tion.

Be ing on an other plat form changes how peo ple ap proach com- 
mu ni ca tion. Com ments on In sta gram or replies on Twit ter are
pub lic. Peo ple com mu ni cate dif fer ently when they know that
strangers are watch ing, even if it's just po ten tially. Once they are
in a closed com mu nity, be hav ior pat terns change. Peo ple build
mean ing ful re la tion ships, be come more can did, and talk about
top ics in this semi-pri vate medium that they are too fright ened to
men tion on the pub lic so cial me dia plat forms.

For Em bed ded Ex plo ration, this is a gold mine. You couldn't
get a more ho mo ge neously aligned group of peo ple talk ing can- 
didly in a cen tral lo ca tion to learn about their prob lems and
needs. If you find such a group, join it. These com mu ni ties' in ter- 
nal struc ture will also give you very in ter est ing in sights into how
the com mu nity un der stands it self. The kinds of chan nels and
break out ses sions that ex ist in any given com mu nity say a lot
about how it per ceives it self. Some com mu ni ties are very ex clu- 
sive and elit ist, while oth ers warmly in vite new com ers into their
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midst. That mind set will give you ac tion able in sights into how to
com mu ni cate with that par tic u lar au di ence.

When ever you see such a cross-plat form com mu ni ca tion sug- 
ges tion, I rec om mend two things: take a note from which plat form
and ac count to which plat form this par tic u lar au di ence has been
shifted, and then join that new plat form. The ac cess you'll have to
other au di ence mem bers will be so much bet ter and pro vide you
with more in ter est ing op por tu ni ties to ob serve real-talk con ver sa- 
tions.

YouTube

The video plat form YouTube looks very one-di rec tional: cre ators
pub lish videos, and view ers con sume them. But it's quite dif fer ent
once you start look ing un der the hood of many com mu ni ties. The
YouTube com ments on pop u lar videos are of ten full of trolls and
neg a tiv ity. In smaller niches, how ever, com mu ni ca tion be tween
the mem bers of a com mu nity and the cre ator thrives. You can
learn a lot about the opin ions and in sights from read ing com- 
ments un der do main ex perts' videos.

Peo ple sub scribe to those cre ators’ chan nels, ac cess their (of ten
the mat i cally or ga nized) playlists. They sign up for no ti fi ca tions
and get emails when new videos are re leased. Since video pro duc- 
tion is wildly more com pli cated than writ ing a tweet or tak ing a
photo, con tent is re leased less of ten but has much higher en gage- 
ment when it's pub lished. Sub scribe to the right chan nels, and cre- 
ators will re li ably de liver new de vel op ments in any in dus try into
your email in box.

Since watch ing videos costs view ers a lot of time, the qual ity
ex pec ta tions for con tent are quite high. You can ex pect that niche
con tent with lots of pos i tive en gage ment is use ful and in sight ful.
Cre ators who try to game the sys tem might suc ceed when they
have a reg u lar in flux of thou sands, if not mil lions, of new sub- 
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scribers. Niche cre ators have to build real re la tion ships with their
view ers, though. They will con sider which top ics will cause new
and ex ist ing view ers to en gage and pri or i tize ac cord ingly.

Rec om men da tions are a bless ing and a curse. When they work
in a cre ator's fa vor, they will keep their view ers fo cused on their
con tent for a long time. But once the rec om men da tion al go rithm
de cides to show an other chan nel's video, the orig i nal cre ator is
out of luck, and view ers start mov ing away. In your au di ence re- 
search, try a good mix of fol low ing the rec om men da tions and
man u ally search ing for an other video among the ones pro vided
by a par tic u lar cre ator.

If the cre ator has tagged their con tent, search for those tags to
find more. Take notes on videos that stand out dur ing your re- 
search that you might want to watch for prob lem dis cov ery later
on. Not only will they give you in sight into prob lems and chal- 
lenges, but they might also be very sharable con tent for your own
au di ence-build ing en deav ors.

Let's look at our two cen tral ques tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
If you are brave enough to read the com ments, note
when peo ple ex press strong opin ions about prob lems
and so lu tions in their space.
Video con tent takes a lot of time to con sume. When
videos seem like a drag, watch them at a higher speed
or skip through them. Use tools like Ot ter.ai to tran -
scribe overly long videos so you can screen them in text
form.
What ques tions should you ask the mem bers of this
com mu nity?
"Which chan nels have the most in sight ful con tent for
this in dus try?"

https://links.embeddedentrepreneur.com/otter-ai
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Reach out to the cre ator: "What kinds of prob lems do
peo ple of ten sug gest you cre ate videos around?"
"Where do peo ple who watch these videos usu ally hang
out?"

On line Com mu ni ties

So cial me dia plat forms are fo cused on re la tion ships be tween users
and con sis tent cycli cal en gage ment. Tra di tional on line com mu ni- 
ties form around a medium where anony mous or pseudony mous
con ver sa tions are tol er ated or en cour aged. Fo rums or chat plat- 
forms are much more frag mented than so cial me dia since there
very of ten is no main ac tiv ity feed that ev ery one "should" be en- 
gag ing with at all times.

In fo rum-like com mu ni ties, the sub ject mat ter is the main fo- 
cus of con ver sa tions, while on so cial me dia, the per son talk ing
about some thing is just as im por tant as the con tent. For your Em- 
bed ded Ex plo ration, this means that you will find hon est con ver- 
sa tions be tween peo ple who are not try ing to es tab lish per sonal
brands. That nat u rally shifts con ver sa tions to wards the cen tral fo- 
cus of the com mu nity.

Red dit

Some call it so cial me dia; some call it a fo rum with so cial me dia
traits. To me, Red dit is a su per fo rum, a com mu nity hub. In its
groups, called sub red dits, com mu ni ties of all sorts have sprung
up. Red dit users, called Red di tors, can be long to any num ber of
groups and of ten cross-post con tent from one group to an other.
Be yond that, user-to-user com mu ni ca tion is quite lim ited, and
most con ver sa tions are held in the pub licly vis i ble com ments to
Red dit posts.
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Ev ery sub red dit is dif fer ent. Each has dif fer ent rules. Those
rules are usu ally ex pressed very clearly in the side bar of each sub- 
red dit, some times in a sticky post as well. Not only will you need
to fol low those rules once you start en gag ing with the sub red dit
com mu nity, but they will also give you some in sight into the
kinds of con ver sa tions you can ex pect — and which top ics are not
per mit ted by the mod er a tors. These rules were es tab lished as a
con se quence of com mu nity mod er a tion ef forts over the years, and
they'll show you which top ics are par tic u larly prone to caus ing
un rest in the com mu nity. While many sub red dits em ploy these
rules to com bat ad ver tise ment, they're a cheap and easy glimpse
into that par tic u lar com mu nity's group psy chol ogy.

Most sub red dit com mu ni ties have re source col lec tion threads
as a sticky post at the top of their mes sage feed. If you're tak ing
notes and book mark ing links, this will be a trea sure trove. Be sides
ac tion able con tent that will al low you to do prob lem re search, you
will also find other ex ter nal com mu ni ties that you can join. Many
Red dit com mu ni ties have started Slack or Dis cord in stances due
to their de sire to com mu ni cate with each other di rectly. Just like
with In sta gram and Pin ter est, I rec om mend fol low ing the con ver- 
sa tion and join ing these chat plat forms.

Since most sub red dits have a blan ket ban on ad ver tis ing, you
won't see much mar ket ing. It will be ac tively sup pressed by the
users and the mod er a tion team of those com mu ni ties. But since
ev ery com mu nity con tains pro fes sion als that might have some- 
thing in ter est ing to show, many sub red dits have es tab lished a
"weekly ad ver tis ing post," where Red di tors can share links and
in for ma tion about their busi nesses on cer tain days in a con trolled
and lim ited en vi ron ment. Pay par tic u lar at ten tion to those posts:
you will learn a lot about prob lem aware ness and so lu tions
ideation in those threads. You can also learn the jar gon used for
in-group mar ket ing here very ef fi ciently.
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Most sub red dits link to re lated sub red dits in their side bar,
which makes find ing the whole net work of any par tic u lar com- 
mu nity quite easy: find the big gest sub red dit, sub scribe to that,
then find all linked sub red dits, check them all out, and join the
ones that seem worth it. Re peat this un til you can't find any more
re lated com mu ni ties.

There are sev eral tools that you can use to dis cover and an a- 
lyze par tic u lar sub red dits:

Sub red dit Stats will show you over all trends as well as
in di vid ual sub red dit stats, in clud ing most ac tive Red di -
tors and best-per form ing sub mis sions.
There even is a sub red dit where Red di tors will help you
find an other sub red dit7.
You can find Red dit-wide met rics on Front page met -
rics — this tool even al lows you to down load a full list
of all sub red dits on the plat form.
Red ditlist al lows search ing sub red dits by name and cat -
e gory.
The vis ual tool sayit will show you a graph of how sub -
red dits are con nected.

Quora

The ques tion-and-an swer plat form Quora is a gold mine for Em- 
bed ded Ex plo ration. In the best case, you can quite lit er ally ask
the ques tions you want your tar get au di ence to an swer, and those
of them who fre quent Quora will an swer them for you. But even
just as a re search ar chive, Quora is in cred i bly use ful.

You can search for past ques tions about the sub ject mat ter
most rel e vant for your niche au di ence. From there, I rec om mend
fol low ing the most pro lific re spon ders and in ves ti gate what other
ques tions they may have an swered in the past. In ag gre gate, these

https://links.embeddedentrepreneur.com/subredditstats
https://links.embeddedentrepreneur.com/findareddit
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https://links.embeddedentrepreneur.com/sayit


THE EMBEDDED ENTREPRENEUR BY ARVID KAHL COMMUNITY PLATFORMS

90

ques tions will show you the prob lem spa ces of any par tic u lar in- 
dus try or group.

Quora or ga nizes re lated ques tions in so-called Spa ces. Fol low- 
ing these top ics will show new and rel e vant older ques tions in
your Quora feed. Within those Spa ces, you can find in ter est ing
dis cus sions as well as the peo ple in volved in them. Quora users
who fre quently en gage in an swer ing ques tions are very in ter est- 
ing prospects for di rect com mu ni ca tion at tempts: a per son who
likes to an swer ques tions will likely agree to be in ter viewed as a
sub ject mat ter ex pert.

Slack

Back in the early 2000s, the In ter net Re lay Chat (IRC) was all the
rage among early in ter net users. This net work con sisted of dead
sim ple chat servers with sep a rate chat rooms, all ac ces si ble
through a stan dard ized pro to col, which led to tools like mIRC and
Irssi be com ing a sta ple in any bud ding de vel oper's sys tem. It was
a cool way to con nect with oth ers, but it re quired a cer tain amount
of tech ni cal skill.

Slack re moved that bar rier. They cre ated a friendly, us able,
highly in te grated plat form where com mu ni ties could quickly spin
up their own chat en vi ron ments, with chan nels, groups, di rect
mes sag ing, and ev ery thing that a mod ern chat plat form needs.
Slack grew up to be what IRC made its early users dream of. Slack
brought a re li able mix of asyn chro nous and syn chro nous com mu- 
ni ca tion to the dig i tal work place.

But Slack isn't used for pro fes sional pur poses alone. Since ev- 
ery one can spin up a free Slack in stance for what ever pur pose,
many on line com mu ni ties have moved their com mu ni ca tion
nexus into such a Slack in stance. You will find open-source
projects, pro gram ming lan guage com mu ni ties, role-play ing

https://links.embeddedentrepreneur.com/quora-spaces


THE EMBEDDED ENTREPRENEUR BY ARVID KAHL COMMUNITY PLATFORMS

91

gamers, men tal health ad vo cates: they have all found a way to
have their com mu nity mem bers sign up with Slack.

For au di ence re search ben e fits, Slack is a great place to "just
hang out." Since it's a chat plat form, you will read about the just-
in-time dis cus sion about prob lems that are im me di ately felt by
your au di ence. Slack of fers mes sage "threads," which, when used,
al low peo ple to dive deeply into a con ver sa tion with out pol lut ing
the main chat feed. It's in those threads that you can find and en- 
gage with the peo ple who are strug gling with some thing. Reach
out to those peo ple ei ther di rectly in re sponse to their chat mes- 
sages or open a Di rect Mes sage and ask for de tails there.

Many Slack in stances are in vite-only. There are, how ever, au to- 
mated in vite pages that you will be redi rected to once you ask
peo ple in volved in those com mu ni ties. You might also find a link
to this in vite page on com mu nity wikis or web sites. It def i nitely is
worth ask ing your tar get au di ence on so cial me dia if there are any
Slack com mu ni ties they can sug gest.

Gen er ally, a lot of pub lic Slack in stances are search able in Slack
com mu nity di rec to ries:

With Slofile, you can search by key word, cat e gory, lan -
guage, and re gion.
There is also a cu rated list of 2,000 Slack groups and
com mu ni ties.

Most of those Slack in stances come with a freemium prod uct's
lim i ta tions: only the last 10,000 mes sages are re tained. When you
find an in ter est ing piece of in for ma tion, make sure you take a
screen shot to ar chive that data quickly. It might be gone a few
days later, de pend ing on the ac tiv ity lev els in that Slack in stance.

Gen er ally, I find Slack a great place to learn more about the ac- 
tual peo ple in a com mu nity. Un like pub lic so cial me dia con ver sa- 
tions, Slack users will speak more can didly, as they are among

https://links.embeddedentrepreneur.com/slofile
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other in-group mem bers. As with al most all other com mu ni ties,
this means that you'll get into trou ble for overt sales man ship or
mar ket ing. Chat plat forms are built for peo ple, not brands.

Ex pect to be booted off any chat plat form if peo ple sus pect you
to be a cor po rate in fil tra tor. The an ti dote is to build gen uine re la- 
tion ships with peo ple on the Slack in stance. In ter act with them
when they talk about their prob lems, en gage with their mes sages,
and be come a com mu nity mem ber.

Dis cord

While Slack is con sid ered to be the chat plat form for pro fes sional
teams, Dis cord orig i nated in a more recre ational space: on line
gam ing. As a con se quence, Dis cord is fo cused on pro vid ing an en- 
joy able ex pe ri ence for small groups of highly en gaged users, both
through a text-based chat sys tem and through real-time voice
chat.

Dis cord isn't for gamers only, though. You'll find com mu ni ties
of uni ver sity stu dents, re li gious groups, and mu si cians.

You can dis cover pub licly listed Dis cord Servers here:

Dis cord Servers
DIS BOARD has a pub lic list of hun dreds of thou sands
of Dis cord Servers

Many in flu encers from larger so cial me dia sites opened up
Dis cord Servers to have a place to talk to their fol low ers out side of
the con fines of a cen tral ized so cial me dia plat form. Just like with
Slack, it's a good idea to ask within the so cial me dia com mu nity if
there are any de cently pop u lated Dis cord Servers around.

LinkedIn

https://links.embeddedentrepreneur.com/discordservers
https://links.embeddedentrepreneur.com/disboard
https://links.embeddedentrepreneur.com/disboard-servers
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Built as the pro fes sional so cial net work, LinkedIn is ben e fi cial for
as pir ing en trepreneurs. Not only will you get to con nect with in- 
flu en tial peo ple in the busi nesses you might even tu ally sell your
prod uct to, but LinkedIn is also an ex cel lent re source for prob lem
dis cov ery.

LinkedIn of fers groups where pro fes sion als from one par tic u- 
lar field can con gre gate. To join them, you will need to re quest ac- 
cess. En sur ing that you're there to ad here to the rules and learn
more about the in dus try will make this eas ier. These groups are
the per fect place to search for prob lems or ask clar i fi ca tion ques- 
tions that in vite en gage ment. They're also a great ini tial hunt ing
ground for in ter est ing con nec tions.

Con nect with the ma jor pro fes sion als in your tar get au di ence,
and you will be ex posed to the con tent they share and the con ver- 
sa tions they par tic i pate in. It's like a metal de tec tor: the well-con- 
nected LinkedIn ac counts you fol low will point you to the most
cur rent prob lems and points of con tention in their in dus tries. You
can fol low hash tags which — un like on Twit ter — are be ing used
de lib er ately to seg ment con tent by topic. This will al low you to
find new and in ter est ing con nec tions.

Start with the ti tans of in dus try. Con nect with them or fol low
them, and fol low their con nec tions or fol low ers who are both the
most en gaged and have some thing mean ing ful to say. Try to avoid
con nect ing with peo ple who are only on LinkedIn to re cruit new
em ploy ees. Not only will re cruiter mes sages start fill ing up your
no ti fi ca tions, but re cruiters will also be quite un likely to en gage in
con ver sa tions be yond their job. Un less your tar get au di ence is re- 
cruiters (or is heav ily re liant on re cruiters), try to avoid them.

LinkedIn be ing a pro fes sional net work gives you the ex cel lent
op por tu nity to watch how other busi nesses cre ate leads. By just
ob serv ing what con tent gets cre ated and how peo ple in ter act with
it, you will learn a lot about how peo ple com mu ni cate in that par- 
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tic u lar in dus try. Take note of any pro fes sional jar gon that you
come across.

On line Fo rums

Be fore so cial me dia, the web was full of self-hosted com mu ni ties.
Call them fo rums, bul letin boards, mes sage boards; what unites
them all is that they are web ap pli ca tions man ag ing user-gen er- 
ated con tent, with dif fer ent ap proaches to hi er ar chy among their
users. Some fo rums have ex tremely flat hi er ar chies and are open
to the gen eral pub lic, while oth ers are very ex clu sive and highly
strat i fied.

Since web fo rums were the mod ern ized ver sion of news groups
and mail ing lists, they are of ten quite top i cal. The more gen eral fo- 
rums have lost their ap peal now that so cial me dia plat forms have
es tab lished the one-size-fits-all com mu nity model. But niche fo- 
rums are still widely used by pro fes sion als and am a teurs alike.

Usu ally, you can find those fo rums by googling for things like
"Plumb ing ad vice fo rum" or "tax lawyer web fo rum." Among the
first few dozen search re sults, you will find fo rum com mu ni ties.
Since many of those self-hosted com mu ni ties are quite old (in in- 
ter net terms), they'll rank quite well on search in dices.

In ter act ing on most fo rums might re quire you to reg is ter a free
ac count. In some cases, you might need to be ap proved by the fo- 
rum mod er a tors, too. Just like with join ing Face book and
LinkedIn groups, be clear about your en tre pre neur ial in ten tions
while mak ing it clear that you're not look ing for a sales chan nel
only.

For ob ser va tional pur poses, many web fo rums don't need to
be logged into. You can very likely browse the con ver sa tions with- 
out hav ing an ac count on the fo rum. I still rec om mend sign ing up
for one, as this will al low you to mes sage other fo rum mem bers
even tu ally. Make sure the fo rum poli cies per mit this. Some com- 
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mu ni ties are quick to ban you from their fo rums if your com mu ni- 
ca tion at tempts come across as too spammy. Fo rums come from a
time of con ver sa tional equal ity. It's fine to stand out, but act ing
against the group's in ter ests will get you re moved from fo rums
very quickly. Build re la tion ships, en gage with other fo rum mem- 
bers, and you'll find a great place to learn about their is sues.

Some times, find ing web fo rums is sur pris ingly hard, as
Google might be over whelmed with SEO-op ti mized blogs and
con tent sites, mak ing less well-struc tured fo rum pages in vis i ble. If
you are al ready en gag ing with your com mu nity on an other plat- 
form, reach out and ask if any one knows any help ful web fo rums.
Es tab lished com mu nity mem bers usu ally have a good grasp on
which fo rums are alive and which ones have been aban doned.

When an a lyz ing a fo rum, take par tic u lar note of the sticky
posts and old threads with high en gage ment. You will find in for- 
ma tion akin to an in dus try his tory book: what prob lems do peo- 
ple reg u larly have, what prob lems did they have in the past, how
did they solve them back then, and how do they do it now?

Take  Rav elry, a web site for knit ters, cro cheters, and any one
who likes yarn and pat terns. This is a very spe cific group of peo- 
ple, a niche ac tiv ity for a niche au di ence — yet there are mil lions
of pat terns for mil lions of peo ple who fre quent the site. The fo rum
started in 2007, and you can find threads (hah!) go ing back to that
date. The fo rum is fully search able. Let's say you want to serve the
Do-It-Your self knit ting com mu nity. There are over two mil lion
men tions of the word "prob lem" on this fo rum. Two mil lion op- 
por tu ni ties for you to re search, solve, and find a way to help that
com mu nity mean ing fully. A cur sory glance at those search re sults
yields many knit ters who'd love to have more in sight into the
washa bil ity of cer tain yarns, many who are over whelmed with all
the pat tern choices and are ask ing for cu ra tion, and some who'd
love to know how cer tain yarn col ors look un der cer tain light ing
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con di tions. Even if you are not a yarn per son, it's not too hard to
imag ine that an info prod uct or two could help these peo ple out.

Pod casts

Pod casts are not just au dio con tent that peo ple con sume. Be hind
ev ery suc cess ful pod cast is a com mu nity of lis ten ers that reg u larly
tunes in and re ports back. As a pod cast host my self, I get com- 
ments and sug ges tions for my show all the time. Lis ten ers are in- 
volved, be cause un like the face less ra dio hosts of a by gone era,
pod cast ers are per sonal brands that op er ate purely on their own.
These are real peo ple that you can reach out to. Peo ple who might
talk about your prob lems or ideas on their show be cause they find
them in ter est ing.

Most pod casts are niche shows. The host is an ex pert or an en- 
thu si as tic learner in one par tic u lar field. Be it soft ware de vel op- 
ment, solo preneur ship, trad ing card games, or naval his tory: there
are hun dreds of shows with great hosts and ex tremely knowl- 
edge able guests.

In ter view-based pod cast ar chives are the who’s who of any
com mu nity. Ev ery episode, there is a new guest with a fresh story
and a unique per spec tive. If you want to find a list of whom to fol- 
low on so cial me dia, comb through the guest names of a few
shows in your field and fol low ev ery per son. Most pod casts put
so cial me dia links into their show notes.

A pod cast host is a com mu nity nexus: they know many in flu- 
en tial peo ple, as they have had them on their show and built re la- 
tion ships over time. Hosts are also al ways look ing for new and in- 
spir ing sto ries in their field. Reach out via email or on their pre- 
ferred so cial me dia plat form, let them know what you're work ing
on. Build ing a re la tion ship with some one in volved in your au di- 
ence com mu nity on a weekly ba sis is a valu able thing to do. Not
only will you have ac cess to some one who has a lot of unique in- 
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sight into the in dus try, but you might be in ter est ing in ter view ma- 
te rial for them even tu ally, which will be very use ful once you
grow your own fol low ing.

Cur rent pod cast episodes will ex pose you to the most re cent
events in the in dus try. Most pod cast guests talk about the things
they are fa mil iar with, but they will al ways have opin ions on con- 
tro ver sial things in their field. In in ter view shows, these top ics
will even tu ally come up, and in ad di tion to learn ing about what
they know, you'll hear about how they think.

Pod cast hosts pick their guests based on how much they think
their read ers might love to hear them chat. Con sider this feed back
mech a nism to be a glimpse into the col lec tive psy chol ogy of the
niche au di ence that lis tens en thu si as ti cally to the pod cast.

Let's look at our two cen tral ques tions and how they re late to
pod casts:

How can you spot prob lems and chal lenges in this com -
mu nity?
Lis ten to the most re cent episodes. Fig ure out which
chal lenges and prob lems are com monly ad dressed by
mul ti ple guests.
Search so cial me dia for com ments on episodes that are
rel e vant to your re search. What do peo ple con sider im -
por tant enough to com ment on?
Find com mon con ver sa tion top ics across mul ti ple pod -
cast shows in the same in dus try. Ex plore the prob lem
spa ces around those most com monly oc cur ring top ics.
What ques tions should you ask the mem bers of this
com mu nity?
Ask the pod cast host, "Who do you think is the ab so lute
ex pert to talk to about prob lem X?"
Ask the pod cast host, "Where does the com mu nity who
lis tens to your show hang out?"
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Ask the com mu nity, "What's the most in sight ful episode
of this show for some one who is in ter ested in X?"

Pri vate On line Com mu ni ties

Many of the groups and fo rums we looked at so far ex ist in the
pub lic space and are com par a tively easy to find. Some are en tirely
off the radar. This means that you won't find them im me di ately
when you start your Em bed ded Ex plo ration ef forts. You'll run
into them once you start lis ten ing closely to your com mu nity. The
pri vate na ture of those of ten small and dense groups means that
you'll need to be con sid ered a value-adding mem ber of that com- 
mu nity be fore you get in vited.

We'll be talk ing about strate gies and meth ods to be come a rec- 
og nized ex pert con trib u tor in your com mu nity later. At this point,
the best course of ac tion is to keep an ear out for pri vate Tele gram
groups, un listed Face book groups, in vite-only on line fo rums, and
pass word-pro tected chat servers. Take a note, learn about the re- 
quire ments to join, and check if the ef fort re quired to do so is
worth your time. Some of these com mu ni ties are ex tremely spe- 
cific and re quire a lot of par tic i pa tion by their mem bers. For ob ser- 
va tional pur poses, that might be more work than you can han dle.

When it comes to the qual ity of re search, closely ob serv ing a
pri vate com mu nity from within can yield in cred i bly in sight ful re- 
sults — at the cost of a lot of rep u ta tion-build ing and ex pected in- 
ter ac tion. Un less you know you can han dle this right from the
start, look for pub lic com mu ni ties first. They will make it eas ier to
learn more about the com mu nity and grad u ally build ex per tise.

The best way to quickly find closed com mu ni ties is to reach
out to well-con nected sub ject mat ter ex perts with whom you have
al ready built a re la tion ship. Peo ple won't tell you where they ex- 
change their trade se crets with each other if they don't know you.
But once you have built a gen uine con nec tion with a per son and



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL COMMUNITY PLATFORMS

99

they trust you, they are very likely to show you where you can
find like-minded peo ple and closed com mu ni ties.

O� ine-First Com mu ni ties

Let's step back into the phys i cal world for a sec ond. Be fore the in- 
ter net took over ev ery thing, peo ple in ter acted in com mu ni ties just
the same. They may not have re sem bled their dig i tal coun ter parts,
but pro fes sional ex change in pur pose-aligned groups was alive
and well in the purely ana log world.

Many of these com mu ni ties have tran si tioned at least par tially
into the dig i tal realm. While many en trepreneurs are very quick to
em bed them selves in on line com mu ni ties, you should not ne glect
the off line ones. Decades, if not cen turies, of ex pe ri ence are
stashed away in old meet ing notes, live on in face-to-face con ver- 
sa tions be tween mem bers of those com mu ni ties, and have not
been trans ferred to the dig i tal plat forms.

Sounds old-timey? It's re ally not. Con sider mee tups: while
they are of ten or ga nized on the in ter net, they hap pen in phys i cal
lo ca tions to al low peo ple to meet each other. Off line com mu ni ties
are won der ful for build ing real re la tion ships with peo ple who
care about a sub ject mat ter. Since these com mu ni ties or ga nize
around events in cer tain lo ca tions, you will find a lot of peo ple
com ing there over and over again. You can catch up, learn about
new de vel op ments, and be per ceived as a per son who is will ing
enough to spend a day or an evening talk ing about a par tic u lar
niche sub ject.

Let's take a look at the kinds of off line-first com mu ni ties you
can ex pect to find, where they are, what events they might of fer,
and how to em bed your self in them.

For mal Com mu ni ties
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Most off line com mu ni ties are "of fi cial" in some way: they're reg is- 
tered some where, they have lead er ship, they have for mal ized
rules and codes of con duct. That makes them easy to find. Wher- 
ever some thing is reg is tered with a gov ern ment agency, there will
be an of fi cial di rec tory. Even for pri vate com mu ni ties, you can ex- 
pect these di rec to ries to ex ist within the larger in dus tries and
fields of in ter est in which they ex ist.

Pro fes sional As so ci a tions

Any trade or pro fes sion needs to or ga nize. It might be to set in- 
dus try-wide stan dards, to co or di nate work ing with leg is la tors, or
to sim plify com pli cated lo gis tics within a field. These or ga ni za- 
tions most of ten form around a com mon prac tice. Ad di tion ally,
they are of ten re stricted to a par tic u lar lo ca tion, as op er at ing with-
in mul ti ple leg isla tive en vi ron ments is quite com pli cated. That's
why there is a Na tional Farm ers Union in Canada and a Na tional
Farm ers Union in the United States of Amer ica. They might co op- 
er ate, but they are not the same.

Trade as so ci a tions, guilds, and unions are the most im por tant
or ga ni za tions for au di ence ex plo ration pur poses in pro fes sional
fields.

Pro fes sional as so ci a tions of ten are or ga nized in hi er ar chi cal
struc tures mir ror ing the ge o graph i cal makeup of who they rep re- 
sent: fed eral as so ci a tions have state chap ters, and within those
state chap ters, city chap ters, and other kinds of lo cal chap ters.

This is great for you in a few ways. First, you can find as so ci a- 
tion mem bers near you that you can meet in per son for in ter view
pur poses. Since or ga ni za tions keep de tailed mem ber lists for re- 
port ing and tax pur poses, ask ing for con tacts will very likely yield
sev eral peo ple you can quickly con nect with in your area. Also,
talk ing to or ga ni za tion ad min is tra tors at dif fer ent lev els will give
you in sight into the dis tri bu tion of prob lems and chal lenges
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across the dis tinct ge o graph i cal lay ers: while some lo cal chap ters
might of ten run into le gal is sues, oth ers in dif fer ent ju ris dic tions
might not. You can only learn about this by ask ing some one who
has the birds-eye per spec tive on such in for ma tion.

All pro fes sional as so ci a tions are ac tive com mu ni ties with
vary ing de grees of bidi rec tional com mu ni ca tion. At the very least,
the ad min is tra tion sends a news let ter ev ery now and then. In the
best kinds of com mu ni ties, a pri vate fo rum is used by many mem- 
bers on a daily ba sis. The best way to get ac cess to these re sources
is to be an ac tual mem ber of the as so ci a tion. This might be hard
for trade as so ci a tions as they might re quire you to be an ac tual
mem ber of the trade. Al ter na tively, you can try to find a trade
mem ber to for ward you this in for ma tion or to com mu ni cate on
your be half. That's why it's so im por tant to con sider who you
have ac cess to in your cir cle of fam ily and friends when you go
through the ini tial au di ence dis cov ery steps.

Com mu ni ca tion chan nels in as so ci a tions aren't lim ited to
news let ters. You'll find that some groups pub lish print mag a zines
(which are also dis trib uted dig i tally in many cases) that con tain
not only the lat est from their field but also pro vide an ex cel lent
op por tu nity to learn who is ad ver tis ing to this au di ence and what
jar gon they use. Get ting your hands on these pub li ca tions should
be your pri mary fo cus from the start. Many mag a zines also in- 
clude con tact in for ma tion for lo cal chap ters — a gold mine if
you're look ing for peo ple to in ter view.

Not all as so ci a tions are fo cused on a pro fes sional in dus try.
Many hobby as so ci a tions are tak ing their com mu nity and their
im pact on their fields just as se ri ously. Con sider FIDE, the In ter na- 
tional Chess Fed er a tion. Not only do they or ga nize pro fes sional
tour na ments, but they track the in di vid ual rat ings of ev ery reg is- 
tered player — and there are mil lions of chess play ers — and
work tire lessly to pro mote the sport and make it more ac ces si ble.
Such an as so ci a tion's or ga ni za tional scale can be in tim i dat ing, and

https://links.embeddedentrepreneur.com/fide
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there will be a lot of in for ma tion to sift through. Never for get that
the whole point of these groups is to make things bet ter for their
mem bers. If you reach out to an as so ci a tion and make it very clear
that you're try ing to un der stand and help their mem bers, you will
get a pos i tive re sponse. Your goals and their goals are very much
in align ment.

Let's look at our two cen tral ques tions and how we can ap- 
proach an swer ing them for pro fes sional as so ci a tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
Find the pub li ca tions and com mu ni ca tion nexus of ev -
ery as so ci a tion. What is be ing dis cussed? What are peo -
ple look ing for help with?
Find out which events you can at tend to learn more
about the day-to-day prob lems of the com mu nity mem -
bers.
Ex plore the struc ture of the or ga ni za tions and reach out
to mem bers on dif fer ent lev els with the same ques tions.
Ob serve the dif fer ent kinds of fo cus you'll find in their
replies.
If mul ti ple as so ci a tions ex ist within the same space:
why are there so many? How do they dif fer? Do they
serve dif fer ent au di ences, or do they serve the same au -
di ence dif fer ently?
What ques tions should you ask the mem bers of this
com mu nity?
"Who in this or ga ni za tion can help me find the ex perts I
need to learn more about X?"
"Is prob lem X com monly felt by ev ery one in your com -
mu nity? If not, do you know what im pacts this per cep -
tion?"
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"Are there prob lems that only oc cur for a spe cific sub set
of this com mu nity?"
"What in sti tu tional road blocks do you wish would
evap o rate im me di ately?"

Clubs

On a smaller scale, you'll find clubs and so ci eties. While they are
of ten or ga nized un der the um brella of an as so ci a tion, they are
more self-con tained lo cal ized com mu ni ties. It's the dif fer ence be- 
tween a lo cal chess club and the In ter na tional Chess Fed er a tion.
Lo cal clubs are more down-to-earth, fo cused on small-scale events
and build ing re la tion ships with spon sors and donors in the lo cal
econ omy. There is no bet ter place to learn of the real prob lems ex- 
pe ri enced by your tar get au di ence than join ing them talk ing about
their is sues in these small-scale groups.

Usu ally, peo ple or ga nize their gath er ings by be ing at the same
place si mul ta ne ously on cer tain days in any given month. These
re cur ring events still hap pen for many clubs. Chess prac tice ev ery
Wednes day at an Ital ian restau rant. Book club meet ing ev ery sec- 
ond Fri day of the month in the li brary. A startup pitch com pe ti- 
tion at the lo cal ac cel er a tor ev ery other Wednes day. All of these
meet ings pro vide op por tu ni ties to meet your tar get au di ence face-
to-face. You'll meet the sub ject mat ter ex perts, of ten on pan els or
at least lead ing the con ver sa tions. You'll also meet novices, new
mem bers of the com mu nity, and even peo ple who are just in ter- 
ested ob servers like you. Ev ery sin gle per son is a source of in for- 
ma tion about what moves them, what is sues they have, and how
they can be helped — by you.

Here are a few ideas to an swer our two cen tral ques tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
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Learn from peo ple face-to-face. Ask them about their
work, their in ter ests, their chal lenges. Lis ten to con ver -
sa tions and take note of top ics that come up over and
over again.
Look for the clas si fieds. Some clubs have boards, ana log
or dig i tal, where mem bers can ask other mem bers for
things or ser vices they need.
What ques tions should you ask the mem bers of this
com mu nity?
"Who of all the club mem bers you know per son ally is
the de facto ex pert when it comes to X? Any chance you
could in tro duce me?"
"What have you done to try and solve prob lem X? Who
told you about that so lu tion? Is any one else you know
suf fer ing from the is sue?"

Con fer ences and Shows

Mee tups are nice and cozy, of ten just held for a hand ful of peo ple.
But their big ger cousin, the con fer ence, is a sig nif i cant re search
op por tu nity as well. Trade shows, sum mits, and con fer ences are
an nual events that bring to gether large crowds of en thu si as tic in- 
dus try mem bers. Things are be ing taught, sold, ne go ti ated, and
re leased dur ing these events. At ev ery con fer ence that I have been
to, I have met new and in ter est ing peo ple who have taught me
some thing new or with whom I have built a busi ness re la tion ship
that has taken me to a new level.

For re search pur poses, vis it ing a con fer ence with an open
mind and a notepad is like walk ing into an event that was tai lor-
made for au di ence re search. You'll find in sights on many lev els:

Look at who is at tend ing the con fer ence: ven dors,
speak ers, spon sors, vis i tors. This is the lay of the land
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for a whole in dus try. New play ers join the fray ev ery
year, and com par ing at ten dance over the years will
show you who joined — and, even more im por tant,
who isn't around any more.
Ge og ra phy mat ters: big play ers have big ger rep re sen ta -
tion; smaller and newer ones usu ally are co-lo cated. You
can learn a lot about the re la tion ships be tween com peti -
tors by just look ing at the ex hi bi tion hall floor plan.
Top ics and tracks: con fer ences are the medium of col -
lect ing learn ing for in dus tries. The things dis cussed on
stage are the most rel e vant cur rent prob lems that the in -
dus try is fac ing and which so lu tions have been proven
to work. For multi-track con fer ences, con sider each
track topic a vi able sub-niche of the ini tial au di ence,
with their own prob lems and chal lenges.
The hid den hi er ar chy of pan els: on-stage dis cus sions
al low you to un der stand who the key peo ple are in any
given in dus try — who are the es tab lished play ers, who
is up-and-com ing, and who is con sid ered mod er a tor
ma te rial. Each of those roles has a slightly dif fer ent per -
spec tive. Reach out to all those peo ple with the same
ques tion, and you will get a nu anced an swer that might
be dif fer ent in cru cial points.
So cial net work ing events: learn who in vites peo ple to
those mix ers and lunches. These are the com mu nity as -
sem blers, great peo ple to talk to to get rec om men da -
tions and in tro duc tions.
Pub li ca tions: lots of con fer ences pub lish some sort of
mag a zine be fore, dur ing, or af ter the con fer ence. This
will al low you to pre pare for the ac tual event just as
much as it will be a source of fol low-up con tacts for
your in-depth in ter view ef forts af ter the con fer ence.
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The hall way track: many in ter est ing con ver sa tions hap -
pen be tween con fer ence vis i tors out side of the sched -
uled pro gram ming. Where groups of peo ple min gle, in -
for ma tion is ex changed. Hang out with peo ple, ask
them about what they are do ing, and learn about what
drives them. Peo ple will of ten tell you about their
projects, which will al low you to get a glimpse into the
prob lem space as they see it.

Con fer ences can be quite costly to at tend. While you can al- 
ways con sider this an ed u ca tional ex pense, it might be pro hib i- 
tive. You can still gather a lot of in for ma tion from the sched ules
and in for ma tional ma te ri als that are avail able on line. Reach out to
the con fer ence or ga niz ers to see if they can email you any pub li ca- 
tions. You might even get free tick ets or se verely re duced rates.
You just have to ask.

Many con fer ences are also live-streamed or of fer an ar chive of
recorded talks and pan els once the con fer ence is over. Some times
this will cost you a fee, or it might be freely avail able on YouTube.
In any case, this is not only a good way to re-live a con fer ence you
vis ited, but it also gives you ac cess to the main con tent of those
events you didn't get to be a part of, in clud ing past year's events.

Let's an swer our two cen tral ques tions:

How can you spot prob lems and chal lenges in this com -
mu nity?
Ob serve the re la tion ships be tween par tic i pants. Who
are the big play ers, who are the un der dogs? Who shows
up for ev ery con fer ence in the field, and who was once
om nipresent but has van ished? This will show you
shifts in the prob lem space.
Lis ten to at ten dees. Many con fer ence vis i tors have clear
prob lems that they need to be solved, which is why
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they come to con fer ences in the first place. Take notes
af ter each con ver sa tion.
Look at the top ics that made it into the talks and pan els
of the con fer ence you're at tend ing. Are there com mon
themes? Are there dif fer ent tracks that in di cate dif fer ent
sub-niches in the in dus try? What do they have in com -
mon, and where do they dif fer?
What ques tions should you ask the mem bers of this
com mu nity?
"Who should I talk to, right here, right now, if I want to
learn about the most press ing prob lems of the in dus -
try?"
"Which prob lems of this in dus try are not be ing solved
suf fi ciently by the ven dors that are present here to day?"
"What do you think peo ple should talk about more?"

Other Forms of Com mu ni ties

There are count less com mu ni ties out there that don't fit the cat e- 
gories I have laid out here so far. Here's a list of the kinds of com- 
mu ni ties I have not touched on:

Pro fes sional net works
News let ter plat forms and com mu ni ties
Lobby groups
Mas ter mind groups
Artist col lec tives
Blogs and syn di ca tion net works
Sports leagues and as so ci a tions
Learn ing groups
Ge neal ogy-fo cused and his tor i cal so ci eties
Read ing groups and cir cles
Lan guage learn ing ex change net works
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If you're in ter ested in learn ing and em bed ding your self in any
kind of com mu nity, fo cus on these prin ci ples:

Reach out with in tent and hon esty. Any com mu nity
with a com mon goal will sup port those who are will ing
to help them. Truth fully ex plain why you're reach ing
out, what your goal is, and how you would like to in -
volve them.
Don't skip a com mu nity be cause it's hard to re search.
Spend some time learn ing about the peo ple in volved
and build cur sory re la tion ships. Present your self as the
cu ri ous per son that you are.
First, lis ten. Then en gage. Jump ing into a com mu nity
and throw ing in sights at peo ple will cause peo ple to
dis miss you as yet an other spammy mar keter. Ob serve
and un der stand how peo ple in this com mu nity talk and
what they care about. Then, slowly, en gage by par tic i -
pat ing in con ver sa tions. You'll be able to set the tone
later. Un der stand that par tic u larly in the be gin ning, this
is not about you, but about them.
Do re cur sive com mu nity ex plo ration. In any given
com mu nity, find the other com mu nity plat forms where
peo ple con gre gate. Make a list, or draw a net work
graph, to see how com mu ni ties are con nected.
Ask around at the nexus. Find the most well-con nected
peo ple in the field, build a re la tion ship with them, and
ex pand your search for ex perts and other com mu ni ties
from there. 
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OFF LINE EVENTS DUR ING A GLOBAL PAN‐ 

DEMIC

Global pan demics have al ways im pacted the way hu mans in ter- 
act. The Span ish Flu pan demic of 1918 wiped out so many peo ple
that work ers were in such high de mand that they could force
progress in health care, wages, and work ing con di tions1. Unions
started form ing, and strikes proved to be a wor thy method of de- 
mand ing change.

The COVID-19 pan demic im pacted the way com mu ni ties in- 
ter act. So cial dis tanc ing and a gen eral un ease about be ing in close
prox im ity to other hu mans have af fected many off line com mu ni- 
ties: ei ther they have moved on line or have se verely changed their
ap proach to how they were con ducted. Long-stand ing events
have strug gled to main tain their ca dence, some have per ished
com pletely, and new ones have shifted to a dig i tal model.

So when it comes to con fer ences and mee tups, you'll need to
fol low the com mu nity. If in-per son con fer ences move on line,
move your re search on line as well. In stead of talk ing to peo ple in
con fer ence cen ter hall ways, reach out to them in the Slack chan- 
nels or vis i tor-only fo rums that the con fer ence or ga niz ers set up.
It won't be the same, but it doesn't have to be. Con sider that the
event's pur pose is still the same: peo ple are look ing for con nec tion
and are will ing to learn.

Events that oc curred in a phys i cal space reg u larly be fore they
were quickly moved into the dig i tal realm of ten suf fer from the

https://links.embeddedentrepreneur.com/spanish-flu
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set back of in val i dated ex pe ri ence: what worked well be fore for a
phys i cal gath er ing might not be the right choice for a vir tual
event. Try get ting a show-of-hands for a vir tual au di ence that
won't even show their faces. Ex pect this to be a tran si tionary state.
While some com mu ni ties may find new homes in the dig i tal
space, many will want to — and might need to — get back to (at
least par tially) phys i cal-space events.

Con sider that you can al ways reach out to the peo ple who
used to hold these events be fore the pan demic and ask them how
you can fa cil i tate and sup port their con tin u a tion. From the start,
con sider be com ing a pil lar of sup port for any dis traught com mu- 
nity you en counter. In the long run, this will pro vide you with re- 
la tion ships and in sights — and maybe a few friend ships along the
way. Be kind, es pe cially in try ing times.
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HOW TO TAKE NOTES IN COM MU NI TIES

When I do au di ence re search, I try to keep some sort of struc ture
to my notes. When ever I find some thing in sight ful or thought-
pro vok ing, I try to note it down in a spe cific way.

For ev ery thing worth writ ing down, I try to pro vide Rea son,
De tail, Con text, and Fol lowup.

Rea son: Why did I find this out stand ingly in ter est ing?
What makes this help ful or in struc tive in un der stand ing
my au di ence bet ter?
De tail: Since what ever I note down will likely be part of
a con ver sa tion, what is the ex act con tent I am in ter ested
in? Can I pro vide a link or screen shot for later re search?
Con text: And since this De tail oc curs in a larger con ver -
sa tion, what was the ini tial trig ger? Is the sound bite I
picked rep re sen ta tive of the gen eral opin ion? Is it con -
trar ian? Who is the per son that said this?
Fol lowup: What can I learn from this? Is there a chance
that reach ing out to the per son who said this might
teach me more? Where do I go to fol low up? (Usu ally, a
so cial me dia pro file or email ad dress is enough for this.)

I am aware that note-tak ing1  is a very per sonal mat ter. There
are note-tak ing com mu ni ties2  that care ex clu sively about find ing

https://links.embeddedentrepreneur.com/note-taking-to-note-making
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the right way to jot down in sights. Find a way for your notes to
make sense to you.
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PRE SENT ING YOUR SELF TO THE COM MU NITY

First im pres sions mat ter. When some one checks out your so cial
me dia pro file, and they see a pic ture of a real hu man be ing that's
ac com pa nied by a mean ing ful de scrip tion and a few well-se lected
links, they will be in trigued by who you are and what you're try- 
ing to ac com plish. If they find a de fault avatar pic ture and a half-
assed de scrip tion, they'll quickly move away from your pro file.

When you're new in a com mu nity, peo ple ex pect some level of
ini tial ef fort af ter you join. Make it easy for peo ple to get to know
you. The real you. Don't hide be hind a pseu do nym. Own your
name and use it for your pub lic work. Some com mu ni ties might
al low pseu do nyms, but the chances are high that mem bers ex pect
you to show your face and use your name if you're in a pro fes- 
sional com mu nity.

That means that your avatar pic ture should al ways be a pic- 
ture of your self. It doesn't have to be the suit-and-tie kind of pro- 
fes sional photo. Use an im age that shows the real you, a per son
that other peo ple would want to in ter act with. You ex pect to be
able to talk to real peo ple in the com mu ni ties you em bed your self
in. Re turn the fa vor and be a real per son for them to en gage with.

When it comes to your bio or de scrip tion, I have found it's best
to share what you like to talk about. If you're in ter ested in help ing
mar keters be come more ef fec tive, say that. If you have 20 aquar i- 
ums at home, share that with the world. Talk about what you care
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most about and give com mu nity mem bers a sense of the many
facets of your life. Peo ple ap pre ci ate when their peers are en tre- 
pre neur ial and in ter ested in sup port ing their com mu nity.

So far, the best Twit ter bio I have come up with for my self is:

“I write about build ing sus tain able busi nesses at The
Boot strapped Founder. Wrote ze ro to sold.com —
Writ ing em bed de den trepreneur.com — Boot strap- 
ping per ma nent.link.”

Any one who vis its my Twit ter pro file learns im me di ately what
I'll be talk ing about. If they're in ter ested in what I work on, the
links will take them there. Im i ta tion works well in most com mu ni- 
ties: in ves ti gate how thought lead ers and in flu encers present
them selves and find a sim i lar way to do it your self.

The point of all these lit tle things is to give a great first im pres- 
sion. If you send some one a mes sage and they don't know you,
this is in cred i bly im por tant. If they don't find suf fi cient in for ma- 
tion about your trust wor thi ness within a few sec onds, they will
ig nore you — or worse, re port you for spam or sim i larly abu sive
be hav ior. What they find in your pro file needs to make them cu ri- 
ous about you. It needs to want them to build a re la tion ship with
you.

This will be slightly dif fer ent for each com mu nity you join.
You'll want to talk about your aquar ium-re lated pref er ences more
in a fo rum for fish lovers, and you'll likely omit this par tic u lar
hobby when you're em bed ding your self in a com pletely un re lated
com mu nity. Just avoid be ing one-di men sional.

https://links.embeddedentrepreneur.com/zero-to-sold
https://links.embeddedentrepreneur.com/book
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TRACK ING IN FLU EN TIAL PEO PLE ACROSS

PLAT FORMS

You can sig nif i cantly speed up the re cur sive search for com mu ni- 
ties within com mu ni ties if you re search the most in flu en tial ac- 
counts. Many thought lead ers and in dus try ex perts who have a
pop u lar ac count on one so cial me dia plat form will likely have ac- 
counts on other plat forms as well. Many no table LinkedIn ac- 
counts have a Twit ter pres ence, and many In sta gram in flu encers
are ac tive on Face book or YouTube.

If you find a do main ex pert you re ally like, try find ing their
other so cial me dia ac counts, fol low them there, and start ex plor- 
ing the fol low ings and com mu ni ties in which they are ac tive. The
in flu encer will of ten pro vide slightly dif fer ent con tent to their au- 
di ence on dif fer ent plat forms, which is in struc tive for un der stand- 
ing what ex pec ta tions peo ple have in dif fer ent com mu ni ties. Ad- 
di tion ally, go ing to an other plat form will ex pose you to new ac- 
counts that are only ac tive in that par tic u lar medium.

Many out stand ing com mu nity mem bers fo cus on one or two
main com mu ni ties. Some have un der stood the fly wheel ef fect of
cross-link ing com mu ni ties, while oth ers are purists for one rea son
or an other. Al ways ex plore where a sin gle in flu en tial ac count
might lead you. They know the lay of the land bet ter than any one
else, and you'll ben e fit from fol low ing them wher ever they go to
con nect with their peers.
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THE CAR DI NAL RULE OF EM BED DED EX PLO‐ 

RATION: DWELL, DON'T SELL

Com mu ni ties are tribal; they are based on hon esty and rep u ta tion.
You'll get away with cer tain things in one com mu nity that will get
you re moved from oth ers, but the gen eral rule of ev ery com mu- 
nity is this:

Ev ery ac tion taken by a mem ber of the group should ben e fit all
mem bers of the group.

This rule is the sim plest ver sion of these vari a tions that you'll
find in the wild:

"Don't cri tique oth ers' work with out pro duc tive feed -
back." — If you tear down some thing, pro vide the
means for peo ple to im prove.
"All posts should be re lated to X and should be a
ques tion. All other posts will be re moved." — This
ques tion-cen tric com mu nity had ter ri ble ex pe ri ences
with peo ple just writ ing opin ion pieces. Ev ery post
should be a learn ing and a teach ing op por tu nity.
"No per sonal at tacks — crit i cism of ideas is al lowed,
at tack ing peo ple is not." — At the end of the day, a
com mu nity is only as strong as the bond be tween its
mem bers. 
"No self-pro mo tion." — The most com mon vari ant.
Don't make a post about your self. Don't sell some thing
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that pri mar ily ben e fits you. This is the rule you should
pay the most at ten tion to.

All com mu ni ties have rules. Mem bers are ex pected to fol low
these rules, and ex cep tions are rare. If you don't have a rep u ta tion,
peo ple will look at you as an out sider, a po ten tial source of trou- 
ble. Your ac tions will be scru ti nized par tic u larly strongly, and any
de vi a tion will be dealt with much faster and stronger than if a
long-time com mu nity mem ber were to act in the same way.

Gen er ally, ev ery com mu nity is wary of un ex pected ad ver tise- 
ments. Over time, any group of peo ple will be vis ited by a mar- 
keter, and they will un leash their mar ket ing copy on their "wait- 
ing au di ence." If this hap pens enough times, the com mu nity ad- 
min is tra tion will take steps to pre vent this from hap pen ing again.

Dur ing your Em bed ded Ex plo ration, re frain from post ing con- 
tent that could be con sid ered mar ket ing. You have joined this
com mu nity to learn and ob serve. There is a time and a place for
pro mo tion, but it is not now.

"Dwell, don't sell" means be ing part of a con ver sa tion with out
mak ing it about your prod uct. You want to be rec og nized as a do- 
main ex pert over time. Note how this is a pas sive phrase: you're
be ing rec og nized by oth ers. It's not you "get ting some thing done."
It hap pens be cause other com mu nity mem bers make a choice. The
more you make your in ter ac tions about them, the faster they will
see you as a val ued con trib u tor.

There is a not-so-sub tle dif fer ence be tween shar ing a few para- 
graphs that con tain a link to a blog post on your com pany web site
(good) and shar ing just a link to a land ing page for your prod uct
(bad). Both pieces of con tent get peo ple onto your page. But only
one of them is ac cept able in many com mu ni ties. Just sift through
the last few dozen posts or pieces of con tent in your com mu nity.
Note the ones that are men tion ing prod ucts or ser vices and how
di rectly they do it. Try to be even more nu anced in your con tent.
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Let me give you an ex am ple sce nario. Let's say we're on the
/r/En tre pre neur sub red dit, a com mu nity with a very strict no-ad- 
ver tise ments pol icy. Not only are they very strict about this, but
they also have a keen sense of de tect ing hid den mar ket ing. Af ter
all, this sub red dit is vis ited by hun dreds of thou sands of en trepre-
neurs. Ev ery thing has been tried be fore.

You want to share your SaaS project idea with this com mu nity.
Let's say you're in ter ested in build ing a tool for en trepreneurs to
han dle in ter na tional sales tax col lec tion. You have found this to be
a prob lem for a lot of Eu ro pean founders in par tic u lar. You have
come up with a clever work flow that might make this a lot less
con fus ing. Now you need in put on your so lu tion.

Here is what you shouldn't write:
"Hey guys, I am X, the founder of Y. I need to val i date my

SaaS idea. Eu ro pean founders, please head over to Y.com and fill
out my 400-ques tion sur vey. You'll get the first few months of my
SaaS Y for free when it launches."

Note how this isn't even re ally an ad. It's just a very bla tant at- 
tempt to pull peo ple out of their com mu nity to ben e fit your per- 
sonal agenda. It's try ing to sell them on fill ing out your sur vey for
free, with the vague prom ise of some fu ture ben e fits. You're pro- 
vid ing no value to the com mu nity at this point, but you ask them
to come to your aid.

You'd be sur prised how many of these posts get writ ten and
quickly taken down in this sub red dit. Thank fully, your posts don't
have to look like this.

In stead, try some thing along these lines:
“Hey ev ery one, I am X, and I am cur rently re search ing in ter- 

na tional sales tax since I ran into this is sue in my pro fes sional job
as a Y, and I think this needs to be solved bet ter. I've been talk ing
to a few founders re cently, and here are my learn ings:

Founder A from B men tioned that…
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I learned talk ing to an agency in C that for them, this
prob lem oc curs very of ten...
...

I am still col lect ing in sights from peo ple who have trou ble
with this is sue. Please com ment be low or send me a DM. I'll keep
this post up dated with any new piece of in sight I can find.

Since I talked to a few tax at tor neys along the way, here are a
few ideas they had to make this eas ier for peo ple deal ing with this
prob lem right now:

Op tion X: Use a spread sheet that does XYZ...
Op tion Y: Fol low these four steps ev ery month: ...
...

Thank you, ev ery one, for be ing part of such a help ful com mu- 
nity."

See how this post is pro vid ing con text, im me di ate value, and
doesn't even need to in clude a link to your land ing page to en- 
cour age peo ple to reach out? Even bet ter, you'll es tab lish di rect re- 
la tion ships with founders who are ea ger to find help. You can al- 
ways throw your sur vey link at them in a DM, but wouldn't a
video call be much bet ter for your val i da tion needs? Don't try to
sell them on a prod uct. Sell them on your self as a per son to trust.

The no-ad ver tise ments pol icy ex tends to free of fer ings, too.
Peo ple un der stand all too well that free prod ucts have to mon e- 
tize some how, and if users don't pay money, they still gen er ate
rev enue in some form. That rev enue is likely to be used to fur ther
a busi ness goal and not the com mu nity's goals. Don't try and lure
peo ple with free prod ucts with out pro vid ing ac tual value to the
com mu nity as it self.

Don't sell. Don't mar ket. Just learn — and share what you
learn.
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NEXT-LEVEL EM BED DING: GET A JOB

So far, we have con sid ered Em bed ded Ex plo ration to be some- 
thing you do dur ing your free time or as a part-time side-project
ac tiv ity. There is an other, al beit much more elab o rate, ap proach to
learn ing some thing in a field: get a job in it.

Many suc cess ful busi nesses were founded by peo ple who
worked in an in dus try, felt the painful prob lems them selves, and
couldn't help but solve them: first for them selves, and then for
oth ers. My friend Steve Lamar, founder of the pro mo tional cal en- 
dar SaaS Pro mo Prep, ex plained to me how work ing in an agency
and see ing their client strug gle with co or di nat ing their pro mo- 
tional con tent was so no tice able and wide spread as a prob lem that
he un der stood its crit i cal ity im me di ately. Now, a few years later,
Steve's niche-spe cific SaaS so lu tion is grow ing and grow ing.
Work ing in the mar ket ing field will make you aware of the prob- 
lems of mar keters and their clients.

You don't have to take a full-time job to ben e fit from this in- 
sight. Free lanc ing, part-time jobs, or even in tern ing will give you
ac cess to both the in ter est ing knowl edge and the peo ple who hold
it. It will al low you to at tune your un der stand ing of an in dus try to
the re al ity of the day-to-day work within it.

One of the most in ter est ing learn ings that I had from work ing
as a soft ware en gi neer in very dif fer ent in dus tries was to find
what I call the "De lay in Tech nol ogy Trans fer ence." For ex am ple:

https://links.embeddedentrepreneur.com/steve-larmar
https://links.embeddedentrepreneur.com/promoprep
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in some in dus tries, us ing shared file stor age ser vices like Drop box
is per fectly nor mal, while in oth ers, peo ple re sort to email at tach- 
ments ex clu sively, even when no reg u la tion or re quire ment pre- 
vents them from us ing su pe rior cloud-based so lu tions. Un der- 
stand ing where some thing nor mal in in dus try A can make a
whole lot of dif fer ence in in dus try B be comes much eas ier when
you have spent a few months work ing for busi nesses in both of
them.

The first-hand ex pe ri ence you can gain from be ing both a par- 
tic i pant and an ob server in a com mu nity — and this can be a sin- 
gle com pany just as much as it can be the in dus try it self — is sub- 
stan tial and will of ten con tain in cred i bly hard-to-ob tain in for ma- 
tion. At the same time, it is a very large com mit ment, no mat ter if
you're just free lanc ing for a project or tak ing a full-time job. Com- 
pared to spend ing a few min utes on so cial me dia ev ery night, tak- 
ing up a paid gig is some thing you should only do when you
know that there are in sights to be gleaned that you wouldn't be
able to learn from mere ob ser va tion.

I con sider this an ex treme ver sion of Em bed ded Ex plo ration,
but it's worth con sid er ing, par tic u larly if you're fed up with your
cur rent job any way. You might as well jump into a new field and
see if your prior knowl edge and the prob lem dis cov ery frame- 
works that we will talk about now will show you the path to an
in ter est ing busi ness.
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PROB LEM DIS COV ERY
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FIND ING PROB LEMS AS AN EM BED DED EN‐ 

TRE PRE NEUR

The words of the prophets are writ ten on the sub way
walls and ten e ment halls.

PAUL SI MON

The goal of Em bed ded Ex plo ration is to un der stand an au di ence
enough to de tect how you can help them. You're fo cus ing your at- 
ten tion on be com ing an ex pert in the sub ject mat ter, the peo ple,
the re la tion ships, and what drives your au di ence. Now that you
have been an ac tive part of your tar get au di ence's com mu ni ties, it
should be easy to find their prob lems and chal lenges, right?

Well, in re al ity, com mu ni ties are messy, chaotic places. Thou- 
sands of voices talk about thou sands of things, and it's very hard
to find the hid den gems among the rub ble. 

I have found that men tal mod els and check lists are the most
help ful things to source prob lems within a com mu nity. Let's look
at the in ner and outer mark ings of in ter est ing prob lems, so you
can rec og nize them bet ter while you're em bed ded in a com mu- 
nity.

The goal of Au di ence Dis cov ery was to find an au di ence to
serve. Dur ing Au di ence Ex plo ration, you learned how they com- 
mu ni cate in their com mu ni ties. Prob lem Dis cov ery will fo cus on
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dis cov er ing the chal lenges and is sues that you can build a busi- 
ness around.

Prob lem Dis cov ery is over when you have se lected a prob lem
to solve and started work ing on a so lu tion.
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PROP ER TIES OF AN IN TER EST ING PROB LEM

First, let's look at what makes a prob lem in ter est ing enough to
note it down in our search for the per fect busi ness op por tu nity.
Dif fer ent peo ple will de fine the word "prob lem" dif fer ently. For
this book, a "prob lem" is any thing that stands in the way of peo ple
ac com plish ing their goals. If they feel some sort of pain you can
re lieve, that's a prob lem. If they have a job that needs to get done
or a goal you can help them achieve, that's a prob lem. Even if you
can help them gain more of some thing than they have now, that's
a prob lem that you can help solve.

Here's the prob lem with prob lems: they are some thing in tan gi- 
ble, some thing that is in di vid u ally per ceived. Ev ery per son feels a
prob lem dif fer ently.

Con sider two peo ple with the ex act same job in the same in- 
dus try. Imag ine we’re look ing at book keep ers who need to im port
the monthly sales fig ures from a SaaS busi ness. One of them feels
the prob lem acutely, hav ing to go through thou sands of in voices
by hand ev ery month, while the other per son has found a
makeshift so lu tion us ing an Ex cel macro and there fore is only
mildly in con ve nienced.

Con se quen tially, only the first per son might be look ing for a
so lu tion. In fact, the same per son might per ceive any par tic u lar
prob lem dif fer ently over time, as they put sys tems in place or ex- 
per i ment with a so lu tion to deal with the chal lenge.
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Since prob lems are per ceived strongly or weakly, we need to
look at what hap pens at ei ther ex treme. Peo ple don't pay for so lu- 
tions to prob lems they don't mind hav ing. If a per son doesn't feel
pain, they aren't look ing for a painkiller. They prob a bly won't
even pre pare for a time when they might have the pain in the fu- 
ture. But once they feel the pain in tensely, they will look for a rem- 
edy im me di ately.

There is the con cept of build ing a prod uct that is a "painkiller
in stead of a vi ta min." Painkillers solve clearly de fined prob lems
right here and now, while peo ple take vi ta mins in the hope that
they will pre vent po ten tial is sues. A painkiller's value is im me di- 
ately ap par ent, while a vi ta min may or may not pro vide the in- 
tended re turns. Still, both painkillers and vi ta mins sell pretty well,
just to dif fer ent au di ences.

Par tic u larly if you are self-funded, this is a crit i cal con sid er a- 
tion. Do you want your prod uct to be the main dish, or are you
happy with it be ing the op tional side dish? Ev ery one or ders the
main dish when they go to a restau rant, but a side dish can find a
much bet ter-de fined au di ence. When we build main dishes, we
might com pete with much bet ter-fi nanced busi nesses. The mo- 
ment we go for side dishes, we risk build ing some thing that isn't a
must-have.

There is no de fin i tive an swer to which op tion you should pick.
Founders are suc cess ful with both ap proaches: you can find op- 
por tu ni ties to build solid and sus tain able busi nesses ei ther way.
So how can we in crease our chances of find ing a prob lem that,
when solved, will al low us to cre ate a busi ness that en ables us to
reach our en tre pre neur ial goals?

I be lieve that we have a shot at suc cess as long as the prob lem
we solve is crit i cal. The mo ment we fo cus on help ing our au di- 
ence deal with a crit i cal prob lem, we build some thing that peo ple
ac tu ally need be cause it solves a crit i cal prob lem.

https://links.embeddedentrepreneur.com/painkillers-vitamins
https://links.embeddedentrepreneur.com/justinjackson-main-dish
https://links.embeddedentrepreneur.com/noahbragg-side-dish
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A crit i cal prob lem is both im por tant and ur gent. It's likely a
painkiller, as vi ta min-like prob lems are op tional by def i ni tion. So- 
lu tions to crit i cal prob lems are "must-have" prod ucts. A nice-to-
have prod uct solves a non-crit i cal prob lem.

Be fore we dive deeper into the prop er ties of such crit i cal prob- 
lems, it's help ful to un der stand what kinds of prob lems you'll en- 
counter in gen eral since crit i cal ity is highly de pen dent on where a
prob lem orig i nated.

The Three Kinds of Prob lems

Crit i cal and non-crit i cal prob lems alike fit into one of three cat e- 
gories. They can be:

Time-re lated prob lems: “This takes too long. This hap -
pens too of ten.” Pro duc tiv ity is sues and te dious chores
cause pain be cause they make peo ple feel like they're
wast ing their time. When ever peo ple com plain about
some thing be ing in ef fi cient or te dious, you are look ing
at a time-re lated prob lem.
Re source-re lated prob lems: “We can’t af ford this. Too
many peo ple are work ing on this.” If you hear peo ple
com plain ing about a waste of money, pro hib i tive costs,
reg u la tory com pli ance, or the wrong peo ple work ing on
the wrong things, you're look ing at a re source-re lated
prob lem.
Prob lems of the self: “This makes us look bad. This
pre vents us from get ting where we want to be.” These
in trin sic prob lems are felt on a per sonal level. Ev ery one
wants to feel ac com plished and rec og nized by their
peers. Any thing that touches the fields of Rep u ta tion,
Ac com plish ment, Ad vance ment, and Em pow er ment
can be con sid ered an in trin sic prob lem.
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In many ways, you can trace most time- and re source-re lated
prob lems back to a prob lem of the self:

The H&R man age ment soft ware that a com pany is us -
ing may be too ex pen sive, yes. But it’s not just about the
money. Some one made a choice to buy it. The per son
who bought it is con sid ered in com pe tent or waste ful,
dam ag ing their pro fes sional rep u ta tion.
A reg u lar main te nance task — cre at ing the yearly in -
ven tory re port — takes a long time to solve, which
causes the per son re spon si ble for do ing it to look lazy
and un de serv ing of a pro mo tion.

Al ways con sider that overtly ob vi ous prob lems might have a
hid den side-ef fect that causes an in trin sic prob lem as well.

Most crit i cal prob lems, there fore, are al ways par tially in trin sic.
The good thing is that the prob lems of the self cause peo ple to act,
and that's some thing we can ob serve. Whether through Google
Search key word rank ings or be cause some one com plains about
some thing on Twit ter, crit i cal prob lems leave a de tectable trace.

The Prop er ties of Crit i cal Prob lems

If you look at a prob lem and need to fig ure out if it's crit i cal for
the peo ple who ex pe ri ence it, look for as many of the fol low ing
prop er ties as pos si ble. The more boxes the a prob lem checks on
this list, the more likely it is a strongly felt pain that prospec tive
cus tomers would pay to have solved:

Crit i cal prob lems are painful. They in volve a loss of
some sort: the per son's qual ity of life is of ten se verely
im pacted. Ei ther fi nan cially or by wast ing time, a crit i -
cal prob lem hurts.
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You can't ig nore crit i cal prob lems. They cause real and
mea sur able pain ev ery time they oc cur. Not solv ing
them will cause frus tra tion very quickly. Crit i cal prob -
lems are non-op tional; they can't just be opted out. Of -
ten, you can't even del e gate them: if you have this prob -
lem, you're stuck with it un til it is re solved.
Crit i cal prob lems are fre quent and re cur ring. They are
so present in the minds of your au di ence be cause they
keep com ing back. And when they come back, they
need to be solved, again and again, ev ery sin gle time
with the same level of ef fort.
Crit i cal prob lems take up non-neg li gi ble amounts of
time — ev ery time. You can't solve a crit i cal prob lem
quickly. De fer ring the work usu ally causes even more
work in the fu ture. A crit i cal prob lem will feel like an
un wel come chore: im por tant, yet tire some.

Be cause the peo ple in your au di ence ex pe ri ence crit i cal prob- 
lems so clearly and can mea sure the pains and costs at tached, they
will be very ca pa ble of cal cu lat ing the value of any so lu tion that
solves their prob lems. Peo ple gladly pay as soon as pay ing for the
so lu tion is cheaper than con tin u ing with how they at tempted to
solve their prob lems be fore.

As a gen eral rule, peo ple will pay for a so lu tion:

if it saves them time
if it saves them money
if it makes them money

If your so lu tion does all three, you've hit the jack pot. But we're
get ting ahead of our selves here. Now that we know what a crit i cal
prob lem looks like, we should look closely at how you can find it
within the com mu ni ties that you're em bed ded in.
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THE SHAPE OF A PROB LEM IN THE WILD

The won der ful thing about hu mans is that they have a hun dred
dif fer ent ways to talk about their dreams, de sires, needs, and chal- 
lenges. No two peo ple will talk about their ex pe ri ences the same
way. Thank fully, we can group these mes sages into sev eral easy-
to-rec og nize cat e gories.

Here's an im por tant thing to un der stand: Prob lem aware ness
can't be ex pected by de fault. Many peo ple walk through their
lives, deal ing with prob lems but not rec og niz ing that some thing is
wrong: to them, it's just the way things are. When some one asks
for a rec om men da tion, not only have they un der stood that they
have a prob lem, they have also learned that they can solve it and
that there are so lu tions that oth ers could rec om mend to them.
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Let me in tro duce  Eu gene Schwartz’s Prospect Aware ness
Scale, a handy cat e go riza tion of dif fer ent states of clar ity about
any given prob lem in their space. Here’s a quick run down of this
scale, from low est aware ness to high est:

Com pletely Un aware: The per son is not aware of the
prob lem at all. They are most likely to com plain about a
pain they feel.
Prob lem-Aware: The per son un der stands they have a
prob lem but is un aware that some one has al ready
solved it. They are most likely to ask for help.
So lu tion-Aware: The per son knows that their prob lem
can be solved but doesn’t yet know that you of fer a
prod uct that does. They’re most likely to ask for rec om -
men da tions.
Prod uct-Aware: The per son knows what you sell but is
also look ing at the com pe ti tion. They will ask for al ter -

https://links.embeddedentrepreneur.com/awareness-scale
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na tives to your prod ucts or your com peti tors’ prod ucts.
Most Aware: The per son knows your prod uct and only
needs to be con vinced to use it. They’re just look ing for
the right deal. For prob lem dis cov ery, this group isn't
too in ter est ing. Su per in ter est ing for any sales ac tiv i ties
at some later point, though!

Peo ple Start Com plain ing

This might be the most ob vi ous hint that there is some thing
wrong: peo ple quite lit er ally telling you that some thing is not
work ing for them. Any thing that starts with one of these phrases
can be con sid ered a com plaint:

"I can't be lieve X is so hard…"
"Why is there no X for Y…"
"I can't fig ure out how to X…"
"How on earth do peo ple deal with X…"

The com mon theme among com plaints is that they usu ally
come af ter some one has at tempted to solve a press ing prob lem
un suc cess fully. Their frus tra tion lev els ris ing, they even tu ally es- 
ca late to shar ing their an noy ance in their com mu ni ties.

Un der stand that a com plaint is usu ally an ex plo sive mes sage.
It might draw a bleaker pic ture than the per son would feel in an- 
other sit u a tion. Still, a com plaint is a clear in di ca tor of a pain, a
strongly felt one at that. If you see reg u lar com plaints about a par- 
tic u lar is sue, you might be look ing at a very crit i cal prob lem.

When peo ple vent their frus tra tion, con sider hold ing back on
the en gage ment for a bit. A per son who just typed fu ri ously to
deal with their pain is not the best can di date for a thought ful and
calm con ver sa tion. Take a note of the con ver sa tion hap pen ing and
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en gage a bit later, maybe even through an other chan nel rather
than di rectly re spond ing to the orig i nal mes sage or thread.

Peo ple are Ask ing for Help

While com plaints are usu ally very emo tion ally charged, re quests
for help tend to be more solemn. Al though they’re of ten worded
in a sim i lar way, com plaints aren’t in tended to ac tively seek as sis- 
tance. Com plain ers are usu ally look ing for con so la tion and com- 
mis er a tion. A per son ask ing for help, how ever, is look ing for a
more in ter ac tive ex pe ri ence.

When peo ple ask for help, they have ex hausted their reper toire
of so lu tions. Par tic u larly in pro fes sional com mu ni ties, peo ple will
try many things be fore they con sider ask ing oth ers for as sis tance.
While in cer tain com mu ni ties, it's per fectly fine to ask for help, it
may be con sid ered a sign of weak ness and lack of ex pe ri ence in
oth ers. Your Em bed ded Ex plo ration ef forts should have pro vided
you with some in sight into this thresh old so that you can dis tin- 
guish how ex pe ri enced any given per son ask ing for help might
be.

By virtue of hav ing lim ited knowl edge, be gin ners will ask for
help faster and more of ten, which will skew the quan ti ta tive dis- 
tri bu tion of "ask ing for help" mes sages to wards the novices in any
given field. Ev ery now and then, an ex pert will ask such a ques- 
tion. Pay par tic u lar at ten tion to those posts, as they point at crit i- 
cal prob lems that even the most ex pe ri enced pro fes sion als (who
of ten have in ter est ing bud gets) have trou ble with.

Take no tice of who re sponds to peo ple ask ing for help and
how they ap proach both solv ing their prob lem and ask ing for
clar i fi ca tion. You will learn a lot about how so lu tions in this space
can be an a lyzed by ob serv ing how peo ple try to find the root
causes of prob lems.
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The peo ple who jump at the op por tu nity to help an other com- 
mu nity mem ber are the peo ple you want to fol low and en gage
with ac tively. Con sider how much in sight they have into the prob- 
lem space on your tar get niche: not only do they hang out in the
com mu nity, they are ac tively try ing to solve peo ple's prob lems. If
there is any per son who you should ask about prob lems they reg- 
u larly en counter, it would be the per son that is al ways on the
look out for peo ple who need help.

Peo ple are Look ing for Rec om men da tions

Peo ple who don't need help im me di ately but are in ter ested in pre- 
par ing for a fu ture prob lem will trust their com mu nity to sup ply
them with valu able rec om men da tions. When ever peo ple ask for
tools, pro cesses, or re sources that will help them ap proach a fu- 
ture chal lenge with con fi dence, you should take a note of these
things:

Which prod ucts, ser vices, or re sources are rec om -
mended most of ten within the replies to this par tic u lar
ques tion?
What gets rec om mended all the time, across many dif -
fer ent ques tions?
Who rec om mends these things? How ex pe ri enced are
they? Are they trust wor thy? Might they have ul te rior
mo tives? How does the com mu nity re act?
Is there a fol low-up? Does the per son who ini tially
asked re port back af ter they have used the rec om men -
da tion? Did it work for them? (This is a very ef fec tive
way of eval u at ing a rec om men da tion. You might even
con sider ask ing the re quester a few days af ter they have
re ceived the rec om men da tion.)
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Try fig ur ing out how the so lu tions that are be ing rec om mend-
ed are mon e tized. This will heav ily in form the ex pec ta tions
around price in that com mu nity. If ev ery sin gle rec om men da tion
is a free tool or re source, you might run into trou ble charg ing for
some thing com pa ra ble later.

That doesn't mean a so lu tion to their prob lem can't be turned
into a vi able stream of rev enue us ing other mon e ti za tion strate- 
gies, but I per son ally pre fer to di rectly charge peo ple money,
which di rectly val i dates the bal ance be tween price and value.

Peo ple are Look ing for Al ter na tives

An in ter est ing vari a tion of look ing for rec om men da tions is the
ever-so-slightly more spe cific ask ing for al ter na tives. Rec om men- 
da tions are open-ended; peo ple take ev ery thing they can get. But
ask ing for an al ter na tive is dif fer ent and much more in ter est ing
for the prob lem dis cov ery process: here is a so lu tion to a val i dated
prob lem that is not suf fi ciently solv ing it. On top of that, some one
is ac tively seek ing it.

Since we're very in ter ested in signs of a val i dated prob lem,
this is a pow er ful sig nal. Some one else has found a prob lem worth
solv ing but has failed to ex e cute the so lu tion. While this means
that their so lu tion might need some ma jor tweaks, it pre-val i dates
the prob lem for you.

The other val i da tion that peo ple ask ing for al ter na tives pro- 
vides is the ex is tence of a bud get. Un less the per son ex plic itly asks
for free al ter na tives, you can con sider them in ter ested in pay ing
some sort of fee for a so lu tion to their prob lem. For your fu ture
price cal cu la tions, it's use ful to jot down the av er age price range
of the prod uct for which an al ter na tive is sought. This will give
you an an chor price later.

Al ter na tives also al low you to un der stand what the work flow
of your prospec tive cus tomers is. Ob vi ously, the prod uct that peo- 
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ple want to re place doesn't quite work with how they ap proach
solv ing their prob lems. It's a good idea to ask them about this
specif i cally. Since you al ready know the prob lem to be valid, this
will give you a head-start for in val i dat ing any ideas you might
have that will clash with your cus tomers' re al ity.

Fi nally, let's look into a few other kinds of mes sages you might
find in com mu ni ties that are in dica tive of a prob lem:

Peo ple are shar ing the (of ten crude) sys tems they have
made to solve a prob lem. When ever you see some one
try ing to build an Ex cel sheet or a Google Doc to en able
them to solve an is sue, you have found an is sue ex hibit -
ing sev eral traits of a crit i cal prob lem: it's re cur ring and
painful enough that some one has built a sys tem around
it.
Peo ple are look ing to hire some one to solve a prob lem.
No mat ter if they’re look ing for a con trac tor for a quick
job or a long-term po si tion, this shows that they
couldn’t deal with a prob lem and chose to act.
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ON BUD GETS AND PUR CHAS ING AGENCY

Not ev ery one who has a crit i cal prob lem will have the means or
in tent to pay for a so lu tion. Founders of ten as sume that their cus- 
tomers will see the value of a prod uct and pay for it im me di ately
be cause its value is higher than the price. This is a very the o ret i cal
eco nomic per spec tive, and it ig nores the con text of many peo ple’s
lives.

Back when I was a salaried soft ware en gi neer, when ever I en- 
coun tered an in ter est ing de vel oper tool that would make my life
eas ier, I had to reach out to my boss to see if we could fit it into
our bud get. I didn't re ally un der stand how flex i ble our bud get
was, and I didn't make the pur chas ing de ci sion. In short, I had no
bud get in sight and no pur chas ing agency. If the cre ators of that
de vel oper tool mar keted the prod uct to me, they would have to
rely on me con vinc ing my su pe ri ors to buy their tool. So, they
usu ally have a pric ing page that is tai lored to con vince the de ci- 
sion-mak ers. It also means that they are likely to charge en ter- 
prise-level amounts of money.

Now, let's take a look at a com pletely dif fer ent kind of au di- 
ence: free lancers. A free lance soft ware en gi neer is their own boss.
They de cide which tools to use; they are a one-per son shop. They
set a bud get for them selves, and they are the ul ti mate de ci sion-
maker. If you want to sell a prod uct to a free lancer, you have to be
con vinc ing enough for ev ery sin gle per son who uses your prod uct
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to see the value and con sider it both af ford able and worth a slice
of a lim ited bud get that very likely has to cover house hold ex- 
penses too.

This means that for some peo ple, a crit i cal prob lem in their
pro fes sional lives might still not be as im por tant as putting food
on the ta ble or pay ing the mort gage. Con sider which ex penses
your busi ness will be com pet ing with. If pos si ble, move into a
mar ket where bud gets for such so lu tions al ready ex ist. That's why
look ing for peo ple ask ing for rec om men da tions and al ter na tives is
bet ter than just look ing for com plaints: they are higher up on the
Prospect Aware ness Scale and need to be ed u cated less about why
they should pay for such a so lu tion.

I ran into an in ter est ing sit u a tion that I want to warn you
about: free lancers who don't see them selves as free lancers. The
gig econ omy has cre ated many po si tions where peo ple are work- 
ing in em ployee-like ca pac i ties but are es sen tially self-em ployed.
When my part ner Danielle and I ran Feed back Panda, an EdTech
pro duc tiv ity SaaS for On line Teach ers, we looked at such an au di- 
ence. These teach ers were work ing part-time for big Chi nese on- 
line schools as con trac tors. Ev ery teacher had to pro vide their own
com puter and class room ma te ri als. The schools only sup plied the
cur ricu lum and video ac cess to the stu dent. It ac tu ally took those
teach ers a while to un der stand that they were en trepreneurs. Most
came from a salaried back ground, and they ex pected their em- 
ployer to take care of any ad ja cent ser vices they would need. But
now, as con trac tors for those on line schools, they all of a sud den
had to set a bud get for ex tra tools — and sign up with their per- 
sonal credit cards.

Care fully ob serve your tar get au di ence for their un der stand- 
ing of who sets the bud gets and who makes the ul ti mate pur chas- 
ing de ci sions. These peo ple are the ones you want to talk to if you
ever in tend to make money. Par tic u larly for first-time founders,
it's im por tant to un der stand the dif fer ence be tween build ing
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some thing cool be cause "mak ing it is fun" and build ing a sus tain- 
able busi ness on val i dated as sump tions about who will be pay ing
for what kind of so lu tion to their prob lem.
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A WARN ING ABOUT VAL I DA TION

There is no such thing as a sure fire way to build a suc cess ful busi- 
ness. No amount of val i da tion can give you that as sur ance.

As en trepreneurs, we are of ten very sure of our as sump tions.
Af ter all, that trust in our ideas makes us un der take our jour neys,
to be gin with. We need to be lieve in the va lid ity of our ideas and
plans to take ac tion.

With out a healthy dose of op ti mism, we'd just take the (sup- 
pos edly) safe route of em ploy ment and never start our own busi- 
nesses. But here you are, knee-deep in the process of find ing an
au di ence to serve so that you can build a busi ness that will cat a- 
pult you into fi nan cial in de pen dence.

But it re mains a be lief, an untested hy poth e sis, un til we con- 
sciously choose to val i date it. The founder com mu nity of ten talks
loudly about the need for val i da tion: "You shouldn't start a busi- 
ness with out val i dat ing your idea. Val i da tion is the key to suc- 
cess."

This is an in cred i bly dan ger ous state ment. It sug gests that you
can ac tu ally val i date such a fleet ing thing as an idea, a so lu tion, or
a po ten tial au di ence. When founders talk about val i da tion, we of- 
ten en gage in wish ful think ing. We say that we want to val i date
an idea, an au di ence, or a prob lem, but we hope to find a way to
be sure in re al ity. We hope to dis cover a guar an teed win — a sure- 
fire way to build a suc cess ful busi ness.
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There is no such thing.

Val i da tion Does Not Mean Guar an teed Suc cess

A busi ness is al ways a risky un der tak ing. That’s what en trepre-
neur ship is: an un der tak ing, an at tempt to do some thing new, try- 
ing to cre ate some thing from noth ing.

En trepreneur ship in volves the risk of fail ure at all times. You
might start with an idea that at tracts no at ten tion or might cre ate
the wrong prod uct for the right au di ence. That un cer tainty is why
we fo cus so much on try ing to val i date our as sump tions.

But we ap proach val i da tion the wrong way. We try to find
state ments, fig ures, and opin ions that agree with our as sump- 
tions. We try to make sure that we are right. If we see enough
agree ment and con fir ma tion, we think we must be do ing the right
thing, that our the ory is cor rect.

Here’s the catch: you can not prove the o ries. Even if you find a
mil lion rea sons you’re right, it only re quires a sin gle valid coun- 
terex am ple to dis prove the whole the ory.

Karl Pop per, a Ger man philoso pher of sci ence, calls this “fal si- 
fi ca tion.” A the ory has to be  fal si fi able  and can not be “ver i fied”
com pletely. We can only claim it to be valid be cause rig or ously at- 
tempted fal si fi ca tion did not yield any re sults.

What does that mean in busi ness terms? You can spend weeks
or months try ing to find peo ple who — maybe — want to buy
your prod uct. Or, in stead, you could try to find out why peo- 
ple  don’t  need it. You can dive into prior at tempts by other
founders who ven tured to solve the same prob lem and failed. You
can build a func tional pro to type and ask peo ple to try and pay for
it. These ac tions will pro duce real re sults com pared to the neb u- 
lous “feel ing of val i da tion” that ask ing peo ple if they like your
idea would cre ate.

https://links.embeddedentrepreneur.com/falsifiability
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The Val i da tion/In val i da tion Prin ci ple

You're bet ter off try ing to quickly in val i date your as sump tions
than to val i date them. Ev ery the ory that you can in val i date is one
less mis take wait ing to hap pen. If you fail to in val i date a the ory,
how ever much you try, then you're left with some thing use ful to
work on. Eric Ries, au thor of The Lean Startup, sug gests that you
should “try to in val i date your riski est as sump tion first.”

The se cret of val i da tion is un der stand ing that you can never be
sure. You can only be come less un cer tain. For an en tre pre neur,
that is an im por tant dis tinc tion, as it im pacts how we weigh the
risks of our ac tions. If you knew some thing was guar an teed,
you'd likely skip build ing safety mech a nisms or look ing at al ter- 
na tives.

That is pre cisely why founders who mis un der stand val i da tion
still fail even though our val i da tion re sults are promis ing. We of- 
ten mis take prom ises for as sur ance, which leads to some form of
en tre pre neur ial tun nel vi sion. As sump tions that were "val i dated"
that way are not ques tioned any more. Prod ucts are built on shaky
foun da tions. Busi nesses crum ble be cause we only looked at "the
happy path" but for got to con sider all the things we don't want to
hap pen.

https://links.embeddedentrepreneur.com/eric-ries
https://links.embeddedentrepreneur.com/lean-startup
https://links.embeddedentrepreneur.com/happy-path
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Val i da tion through in val i da tion is like tak ing a mar ble block
and carv ing away at it un til the statue emerges. Even tu ally, the
statue will emerge. It might just be a dif fer ent statue than the one
you set out to carve.

For the scope of this book, con sider any ap pear ance of the
word "val i da tion" to mean "some thing that with stands thor ough
in val i da tion."

Ap ply ing the Val i da tion/In val i da tion Prin ci ple

It re ally helps to un der stand how we can use this un der stand ing
of val i da tion to get re sults quickly. Two things are es sen tial to suc- 
cess ful (in)val i da tion: "leav ing the build ing" and "avoid ing the
wrong ques tions." 

You can learn ev ery thing about your cus tomers with out in- 
volv ing them. While you might as cer tain a lot about their needs
and de sires from ob ser va tion, you can't do that from a safe dis- 
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tance at all times. Some times, you'll need to be a part of the con- 
ver sa tion to learn from it.

Luck ily, "leav ing the build ing" is a fig u ra tive term in our glob-
al dig i tal econ omy. You will very likely only need a web browser,
a mi cro phone, and a cam era to do all the val i da tion you'll need. In
cer tain in dus tries, an old-fash ioned phone might be re quired, too.
We'll dive deeper into this ap proach in the next chap ter.

It is equally for tu nate that there is a won der ful re source on
how to talk to prospec tive cus tomers. The book  The Mom
Test by Rob Fitz patrick was writ ten for the sole pur pose of teach- 
ing founders how to avoid ask ing lead ing ques tions. It should be
rec om mended read ing for any as pir ing en tre pre neur.

The Mom Test's premise is that if you ask your par ents about
the va lid ity of your ideas, they are very likely to be en cour ag ing
be cause that is their job as a guardian. They won't give you their
hon est opin ion; they might not even form an un bi ased opin ion be- 
cause their off spring is in volved. The mo ment they sense you're
look ing for ap proval, they might con flate moral sup port with
truth, and you end up with an swers that will lead you straight to
fail ure.

The crux of the prob lem is that this be hav ior is not just lim ited
to your par ents. Peo ple love to show sup port and en cour age ment.
Even if you ask a stranger if they like your idea, they might give
you a pos i tive re sponse, when deep down, they don't think it's a
good idea at all. Af ter all, it's just words, and those are cheap.

The so lu tion is to ask the right ques tions. In stead of ask ing if
your prospec tive cus tomers like your idea, have them talk about
their prob lems. Don't ask quan ti ta tive ques tions that can be an- 
swered with "yes" or "no," but ask qual i ta tive ques tions in stead:
"What prob lems do you en counter when you try to do X?" "Which
tools are you us ing more than Y times a week?" or "How of ten do
you run into prob lem X while you try to do Y?" Give your
prospec tive cus tomer the op por tu nity to share their whole story,

https://links.embeddedentrepreneur.com/mom-test
https://links.embeddedentrepreneur.com/rob-fitzpatrick
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not just the fig ures you're in ter ested in. There are trea sures to be
found in the minds of your prospects. There are many prob lems
that are very real to them that you don't know yet. Give them —
and your self — the op por tu nity to dive deep into the re al ity of
your tar get mar ket.

I've writ ten ex ten sively in Zero to Sold about which ques tions
you can ask your prospects to find in ter est ing prob lems. The same
goes for val i da tion ap proaches for any so lu tion you've come up
with.

https://links.embeddedentrepreneur.com/zero-to-sold
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FIND ING THE PROB LEM(S) YOU WANT TO

SOLVE

The Prob lem Dis cov ery step is not con cerned with solv ing a prob- 
lem. The re sult you'll want to get to is a deep un der stand ing of
one or many crit i cal prob lems as they are ex pressed by the mem- 
bers of the com mu ni ties you're em bed ded in.

Through out your Em bed ded Ex plo ration, you will have run
into any num ber of in ter est ing prob lems. You'll have noted them
down, and now you will need to de cide which is sue or clus ter of
chal lenges you will want to fo cus on most.
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The au di ence-driven ap proach val ues (in)val i da tion over as- 
sump tions. That's why you won't dive into build ing a prod uct at
this point just yet.

Pre cisely how  to build a work able prod uct that im ple ments a
so lu tion for the prob lem you have cho sen is be yond the scope of
this book. There are plenty of re sources avail able to guide you
from a vague so lu tion idea to a fully fea tured prod uct.

What mat ters for an Em bed ded En tre pre neur is that build ing a
so lu tion to a prob lem is not a process that should hap pen in soli- 
tude. Just like a standup co me dian, you will need to test your
ideas in front of an au di ence. You'll need to it er ate and change
them, make them bet ter, and ex pand on them. Feed back and in ter- 
ac tion are fun da men tal com po nents of this process. None of them
would be pos si ble with out other peo ple.

Build ing an au di ence-driven busi ness re quires you to build for
and with an au di ence. It's a self-sup port ing con struct: you start by
gath er ing at ten tion around you and your in ter ac tion with the
com mu nity, then you start work ing on a so lu tion to peo ple's prob- 
lems, which in vites more peo ple to fol low your en deav ors, and
that re sults in more in sights into your au di ence's prob lems that
drive your prod uct cre ation ef forts.

Now, it's time to learn how you can cre ate that self-sus tain ing
loop.
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AU DI ENCE-BUILD ING
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MAK ING FRIENDS FOR FUN AND PROFIT

There’s an au di ence for ev ery thing.

DAVY JONES

Once you have found the peo ple you want to serve and em power,
and you have zoomed in on a prob lem space within their lives,
you will now both  build an au di ence  and  build for that au di ence.
That's the fi nal step of the Au di ence-Driven ap proach, and its goal
is to con struct a sus tain able busi ness that al lows you to reach fi- 
nan cial in de pen dence through en tre pre neur ial suc cess.

I want to stress once more that the "Au di ence-Driven" ap- 
proach is not just about gath er ing fol low ers on so cial me dia, but
much more than that. In this chap ter, we will look into build ing a
fol low ing just as much as we will make sure your au di ence and
you ben e fit from in ter act ing with each other. We will in ves ti gate
how you can cre ate and de rive value from this mu tu ally ben e fi cial
re la tion ship with the peo ple you want to serve.

The Au di ence-Build ing phase never ends. It's also a slow
process, so strap your self in to do this for a few months at least to
see mean ing ful re sults.

You're build ing (for) an au di ence to cre ate a sus tain able busi- 
ness from an op por tu nity that you found by em bed ding your self
in your au di ence's com mu ni ties. Your Au di ence-Build ing phase
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doesn't even end when that busi ness ends. The per sonal brand
you'll build will go be yond any par tic u lar busi ness you cre ate.
This is an on go ing process that pro duces more value the longer
you stick with it.
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A PLAT FORM OF CHOICE: TWIT TER

While most of the strate gic in sights from this chap ter will work
for ev ery au di ence you'll want to build (for), I will re strict the tac- 
ti cal ad vice to the Twit ter plat form, as this is what I am most fa- 
mil iar with I've grown my own Twit ter fol low ing sub stan tially
within a short few years, and I am most em bed ded in this com- 
mu nity.

I pro vide an ex ten sive re source col lec tion  for rel e vant ad vice
and guides for other com mu ni ca tion plat forms. Wher ever pos si- 
ble, I will try to be both prag matic and gen eral so that you can
trans fer these learn ings to other plat forms.

As you have learned in the Au di ence Ex plo ration part of this
book, your au di ence of choice will de ter mine the plat form on
which you will build for them. There is an in ter est ing du al ity to
con sider here, though: while your ideal tar get cus tomer may not
be ac tively us ing Twit ter, a con sid er able por tion of founders and
in die hack ers fre quent this plat form on a daily ba sis. If you want
to share your learn ings, find help ful guid ance, and build a brand
as an en tre pre neur, I rec om mend us ing Twit ter for your per sonal
growth. If your tar get au di ence is on Twit ter, too, all the bet ter. If
not, be present in side the founder com mu nity none the less. It will
make all the dif fer ence.

https://links.embeddedentrepreneur.com/further-reading
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THE GOALS OF AU DI ENCE-BUILD ING

Let's take a closer look at the goals for au di ence-build ing. Many
peo ple see au di ence-build ing as a means to an end: they ex pect to
build a fol low ing of peo ple that are just sit ting there, wait ing to be
sold some thing. The goal of this very lim ited au di ence-build ing
ap proach is to find as many po ten tial sales tar gets as pos si ble, sell
to them, and that's it.

This is a min i mal view of au di ence-build ing. A lot of peo ple
con sider the term "au di ence" in that nar row, clas si cal way. They
imag ine a stage, and there's a band play ing mu sic. This con cept of
an au di ence looks at the peo ple at tend ing a con cert as some thing
very pas sive: they're merely lis ten ing. They're con sumers. The
only thing they do is cheer, but there's no in ter ac tion be yond that.
It's a uni di rec tional ap proach: in for ma tion flows from the band
into the au di ence, they re ceive it, and they con sume it. And while
this is true for many cre ative work ers like mu si cians and artists,
we can ex pect more of a bi-di rec tional kind of com mu ni ca tion in
the en tre pre neur ial world.

But build ing a busi ness is not just about yelling at peo ple to
buy some thing. This ap proach might work for some peo ple, but I
don't think it should be the per spec tive we take to build sus tain- 
able and mean ing ful au di ence-driven busi nesses.

So what are the goals of au di ence-build ing be yond just build- 
ing a fol low ing of pas sive con sumers?
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It's im por tant to un der stand that there are two goals in build- 
ing an au di ence. It's not just about your prod uct or busi ness. It is
also about you as the en tre pre neur be hind the project. It's about
build ing a busi ness brand with your name at tached to it and
build ing a per sonal brand that has your busi ness at tached to it.

Adam Wathan is well-known in the soft ware de vel oper com- 
mu nity, and peo ple as so ciate his name with his Refac tor ing UI
course, the Tail wind CSS project, and the suc cess ful Tail win dUI
prod uct. On a global stage, Sir Richard Bran son is the Vir gin
Brand. He em bod ies the com pany val ues and lives them: he is
fun, ad ven tur ous, am bi tious, and pro gres sive.

There are many, many face less cor po ra tions out there: gi gan tic
en ter prise busi nesses that build equally face less au di ences for
their prod ucts. They only need to know that you be long to the tar- 
get au di ence, their con sumer base, to sell you their prod uct.

Pas sion ate founders that I've met and talked to in the founder
com mu nity want their au di ence to be more than just a num ber in
a spread sheet. When they think about their cus tomers, they want
to un der stand them. They want to un der stand what drives and
mo ti vates the cus tomer be yond just sell ing them a prod uct. A
founder's mis sion is to solve their au di ence's prob lems and make
their lives bet ter in a mean ing ful way. That alone makes au di ence-
build ing a dif fer ent en deavor for in die founders.

When we com pare our ef forts to build an au di ence as in die
founders and in die hack ers to the ef forts of much larger en ter prise
busi nesses, we en counter wildly di verg ing amounts of en tre pre- 
neur ial risk. En tre pre neur ial risk in our case means that our star- 
tups, the busi nesses that we found, and the ideas that we have
might not work out. And while this is not a big prob lem for an en- 
ter prise busi ness (in that when one of their prod ucts doesn't work
out, they can just cre ate and sell an other prod uct), for an in die
founder, fail ing makes a sig nif i cant and of ten fi nan cially cat a- 
strophic dif fer ence. Build ing an au di ence al lows us not to lose ev- 
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ery thing when we start some thing new be cause our pre vi ous at- 
tempt didn't work out.

This is one of the ben e fits that many in die hack ers don't see:
when you think about build ing an au di ence, you build a per sonal
brand that tran scends the busi ness you're start ing. Your busi ness
is one thing, but you, as a founder, are an other equally valu able
thing to fol low on a so cial net work or within a com mu nity. Your
ex per tise, your con tri bu tions, and you as a per son are all things
that your com mu nity peers care about.

You still want to make peo ple as in ter ested as pos si ble in the
thing you're build ing, though. It's not just about you as a founder.
It's also about what you're do ing, how you are help ing the com- 
mu nity, your cho sen au di ence, with the prob lems that they have.
You want to have your own per sonal brand as the ac com plished
founder (or the founder on a jour ney to ac com plish ment), and
you want to have the brand for your busi ness, the idea, the ac tual
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so lu tion to some body's prob lem. This is a bal anc ing act, so let's
talk about the two main goals that we should fol low to get there.

The first goal is be com ing a trusted do main ex pert, and the
sec ond goal is build ing a prod uct that your au di ence needs.

That's all there is to it: be come an ex pert per son ally and pro- 
fes sion ally. Build a prod uct that comes from vis i ble and ver i fi able
needs from within your au di ence and solves their prob lem.

The First Goal: Be come a Do main Ex pert in Your Com mu nity

Con sider where you want to be a year from now. Wouldn't it be
great if you had a rep u ta tion in your com mu nity for know ing
what you're talk ing about? How about lots of peo ple learn ing
from your con tent, from your posts, and then thank ing you in
pub lic for your help ful in sights?

A rec og nized do main ex pert is a per son with lever age in the
com mu nity. This doesn't have to be purely self ish lever age: you
can use that lever age for many things for your own suc cess, fur- 
ther ing the suc cess of the com mu nity and for even tu ally el e vat ing
other peo ple into po si tions of suc cess, where you can in ter act and
part ner with them and build some thing more sig nif i cant.

You won't be come a rec og nized do main ex pert overnight. This
is a long-term play, and it's es sen tial to un der stand that it is based
on trust. Ev ery ex pert in the com mu nity is rec og nized as an ex pert
be cause peo ple trust what they have said be fore. It's re ally about
ex pos ing your self to a com mu nity, shar ing your learn ings and in- 
sights in a mean ing ful way that helps other peo ple. This, and only
this, gen er ates trust.

That trust will, over time, turn into a rep u ta tion in the com mu- 
nity. Just look at the in die hacker and founder com mu nity. The
peo ple who are trusted and do main ex perts in this com mu nity,
like Justin Jack son, Tyler Tringas, and KP, are trusted be cause
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they're con sis tently pro vid ing heaps of value and are earn ing the
trust of their com mu nity ev ery sin gle day.

But these peo ple didn't start as ex perts. They be gan by be ing
am bi tious learn ers first.

They shared their learn ing jour ney, and they never stopped.
This made them a trusted do main ex pert in the end: they started
from noth ing and had to learn how to learn. Then, they shared
their learn ing jour ney with other peo ple. They're now rec og nized
as teach ers that im prove their com mu nity.

The Sec ond Goal: Build a Prod uct That Your Au di ence Needs

Let's take a look at the other side: at the prod uct and your busi- 
ness. Nail ing the au di ence-driven prod uct ap proach is the sec ond
goal of au di ence-build ing. Try to achieve the sec ond goal in par al- 
lel to your per sonal jour ney to do main ex per tise. Con sider this to
be an on go ing feed back loop that's at the core of your au di ence-
build ing process.

Here's the loop: it starts with learn ing some thing from your
com mu nity. Some body com plains about a chal lenge, or they ask
for a rec om men da tion. That's how you learn about an un der ly ing
prob lem, and then you try to val i date it. Is it re ally there? Is this
per son over re act ing, or is there more to this? Are other peo ple
com plain ing about this prob lem, too?

Based on this, you build some thing that can solve this for peo- 
ple who have this is sue. You re lease it ei ther just as a con cept or as
an ac tual tool. And then, you ob serve the com mu nity's re ac tions,
which will teach you some thing new, and the loop be gins again.
You learn, you val i date, you build, you re lease, you ob serve.
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THE THREE PIL LARS OF GROWTH

Be cause you're be com ing an ex pert in your field's chal lenges and
re quire ments through out this in ter ac tion, this cre ates per sonal
growth in par al lel to your pro fes sional growth. There are three
fun da men tal pil lars to au di ence-build ing growth, which af fect
your fol lower count, the qual ity of your work, and the im pact it
has on your com mu nity.

We're talk ing about En gage ment, Em pow er ment, and Valu able
Con tent.

It's straight for ward:

1. En gage with peo ple. Don't just yell into the void.
2. Em power peo ple. You can lift them up and mul ti ply

the eyes that are on their con tent.
3. Pro vide mean ing ful, valu able con tent reg u larly.
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If you do these things, you will at tract peo ple in ter ested in
you, your work, and your opin ions.

With out this kind of in ten tional in ter ac tion, you would never
learn about peo ple's prob lems. That's why it needs to hap pen in
pub lic. There's a lot of talk about "Build ing in Pub lic," and I ap pre- 
ci ate this be cause learn ing, teach ing, and feed back are cru cial to
the en tre pre neur ial jour ney. Work ing in pub lic makes this so
much eas ier.

If you learn in pub lic, other peo ple learn with you. If you teach
in pub lic, they learn from you, and you learn from them. A feed- 
back mech a nism al lows you to bet ter un der stand peo ple's prob- 
lems by en abling you to in ter act with them and see mul ti ple per- 
spec tives. As founders, we of ten be lieve that we know some thing.
Talk to a few of your prospec tive cus tomers to see if your world
view matches theirs. In many cases, you'll find that your as sump- 
tions were highly bi ased. Only hon est and truth ful en gage ment
will un earth these se crets for you.
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Build ing (for) an au di ence in pub lic is ex tremely valu able be- 
cause now you're not build ing an idea-first or a prod uct-first busi- 
ness. You don't just have "a great idea," and you sit there for six
months in com plete iso la tion, build it and then throw it on the
mar ket. Now, you ac tu ally have a con sis tent val i da tion op por tu- 
nity when you're en gag ing with your au di ence reg u larly.
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THE ABUN DANCE MIND SET

This works so well be cause founders who build in pub lic work
from an abun dance mind set. Be ing in volved in a com mu nity is an
act of abun dance, not a zero-sum game. You're not los ing any- 
thing if you're adding value to some thing else. Sim i larly, reach ing
and teach ing as many peo ple as pos si ble is a pos i tive thing. Be ing
ex clu sive or elit ist re duces the po ten tial im pact you might have on
the lives of oth ers. The abun dance mind set is ex pan sive and in clu- 
sive.

Con sider the whole com mu nity to be some thing that you
should sup port, not just your po ten tial cus tomers. You want to be- 
come a per son of rep u ta tion in your com mu nity that oth ers will
men tion when new mem bers ask whom they should be fol low ing.

From a per spec tive of abun dance, com pe ti tion is not a prob- 
lem. In a com mu nity, you're not even com pet ing with each other.
It might feel like you're com pet ing for at ten tion, but even that isn't
true. You can share at ten tion. Look at am pli fy ing other peo ple's
mes sages: it's a triple win. It's good for you be cause you get a tiny
frac tion of credit for some body else's tweet. It's fas ci nat ing for
your fol low ers be cause they're in ter ested in the things that you
share. So that's the sec ond win. The third win is for the per son
you ac tu ally am plify: a per son who may have only a few fol low- 
ers ben e fits mas sively from hav ing their mes sage syn di cated to a
much larger au di ence.
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So the abun dance mind set shows that the more you can share
and am plify within this com mu nity, the bet ter it will be for the
com mu nity as a whole. Par tic u larly on Twit ter, where tweets are
ephemeral, ev ery body will get a shot at be ing seen even tu ally. Ev- 
ery body will have their chance.

The abun dance mind set also ex tends to build ing re la tion ships.
Con nect ing with an other per son be comes much more en joy able
when you un der stand that it's not just about an op por tu nity to
sell some thing but about start ing a con ver sa tion. When you talk
to some one as a peer, you will learn about them and un der stand
them bet ter. They get to know you bet ter, too. If you're in ter est ing,
they will start talk ing about you, in tro duc ing who you are and
what you are about to other peo ple.

Let's pull all this to gether: au di ence-build ing re quires you to
build two par al lel brands, one for your self and one for your prod- 
uct and your busi ness. You want peo ple to be in ter ested in what
you want to even tu ally sell and es tab lish a rep u ta tion as a car ing
ex pert that you can carry with you be yond this par tic u lar busi- 
ness. Act from an abun dance mind set, en gage, em power, and pro- 
vide valu able con tent and build in pub lic to lever age the feed back
mech a nisms that be ing em bed ded in a com mu nity al lows for.
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IM POS TOR SYN DROME AND BUILD ING CAP I‐ 

TAL

There will be days when you feel like you have noth ing to say.
You might won der why you should be the one talk ing about any- 
thing when there are peo ple out there who are much more ex pe ri- 
enced than you. You feel like you're act ing more knowl edge able
than you truly are.

I have been there. Even now, I feel like an im pos tor, won der ing
if my un der stand ing of im pos tor syn drome is worth talk ing
about. Ev ery cre ator, ev ery one speak ing in pub lic, knows this feel- 
ing. It is a part of our brain's wiring to try to pro tect us from the
un known dan gers that we might at tract when we put our selves
out there.

Em brace the fear, in vite it in, lis ten to it, and then ig nore it. You
know what you want, and even if you don't have a clear plan, you
know how to get closer to a bet ter, more ful filled life. Work ing in
pub lic takes courage, and it of ten is a harder choice to make than
just stay ing silent. But it's al ways a choice.

Re mem ber this: real im pos tors don't suf fer from im pos tor syn- 
drome1. Growth al ways in volves new and un known ter ri tory, and
you will learn how to nav i gate it.

Un der stand that by build ing in pub lic, you are build ing cap i- 
tal; you're build ing wealth. Even if you fail or dis ap point some
peo ple, your strug gle and your jour ney will mean some thing.
Peo ple will fol low you be cause of your vul ner a bil ity, not de spite
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it. Over time, this shared learn ing jour ney and progress will build
a fol low ing that will be there when you need them. Trust that ev- 
ery small suc cess, ev ery step for ward is some thing valu able to
you, your fu ture achieve ments, and the com mu nity that's watch- 
ing.

You, the Bond smith

In his epic fan tasy novel se ries  The Storm light Ar chives, au- 
thor Bran don Sander son tells the story of a char ac ter who as cends
to the mag i cal pro fes sion of a Bond smith. This per son can con nect
the minds of peo ple with a sin gle touch. He can sum mon a well of
light that feeds and am pli fies other mag i cal be ings' pow ers in the
vicin ity. The Bond smith does not fight; he con nects. What he cre- 
ates is meant to unite and el e vate the peo ple around him.

This is who I model my life af ter. As cheesy as it sounds, if I
feel that my deeds and words build con nec tion and op por tu nity
be tween and among peo ple, I live a full and mean ing ful life.

Start by be ing an am bi tious learner. Share your jour ney, share
your learn ings, and be come a per son that peo ple in your com mu- 
nity want to en gage with — be cause you lift up and unite ev ery- 
one around you.

You, the Hero

All the his tor i cal and fic tional nar ra tives that mean the most to us
in volve the Hero's Jour ney2. Some one goes on an ad ven ture, runs
into trou ble, things start look ing bet ter, then a catas tro phe hap- 
pens, the prob lem is over come, and then things turn out for the
bet ter. While our per sonal jour neys look quite dif fer ent in re al ity,
they are just as in ter est ing to the peo ple to whom we mat ter.

Jamie Russo  writes about  Lual, a South Su danese man who
spent his youth in a refugee camp, later teach ing him self how to
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code, and end ing up build ing a video game that put the player in
the shoes of a refugee. The game struck a nerve, and Lual found a
plat form to spread his mes sage of hope and peace. Quite lit er ally,
Lual put his uniquely per sonal ex pe ri ence into his work and cre- 
ated some thing that no one else could cre ate the same way he did.
His unique back story gave him the power, ur gency, and in sight to
lever age his per sonal jour ney.

In en tre pre neur ial terms, Lual pro duc tized him self. He took
some thing pro foundly unique and cre ated some thing valu able
from it. Ev ery sin gle one of us has some out stand ing qual ity, ex pe- 
ri ence, or dis po si tion that we can turn into an un fair ad van tage:
some thing so unique that no body can eas ily copy it.

This will im pact the way you en gage, em power, and cre ate
valu able con tent. Don't cre ate a face less brand. Be your self, your
hon est, truth ful, quirky, im per fect self. Who do you think the peo- 
ple you care about want to fol low: a fake, per fect, and ide al ized
ver sion that is al ways in full con trol of your self or the ver sion that
some times comes up with un funny jokes and wants to share them
with your friends? Who would you rather fol low if you had the
choice be tween a plas tic replica and a real hu man be ing with a
story?

This also serves as a great way for peo ple to self-se lect them- 
selves out of your au di ence. So they don't like the things you say
or the way you say them? Well, that's great news: you won't have
to in ter act with them any more. Why spend the en ergy build ing a
re la tion ship with peo ple who won't re cip ro cate? This is not about
them be com ing your cus tomers ei ther; it re ally starts with mak ing
sure that you sur round your self only with peo ple who you would
want to be sur rounded with in the first place.

Your Hero's Jour ney may not be writ ten yet, but you can bet
that peo ple will want to be along for the ride. Be your self, build
an au di ence that ap pre ci ates you, and you will get your 1,000 true
fans in no time.

https://links.embeddedentrepreneur.com/1000-true-fans
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Now let's look into how you can ap ply this in prac tice.
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THE PRAC TICE OF AU DI ENCE-BUILD ING

Au di ence-build ing is an ac tive process, an on go ing prac tice that
has no de fined end. In this chap ter, we'll ex am ine the tools and
tac tics you can use to make progress along your path to do main
ex per tise as well as build ing a use ful prod uct.

Hang ing out on Twit ter all day with out a plan won't get you
any where. Your au di ence-build ing ac tions need to be pur pose ful
and in ten tional. Thank fully, you have the two goals to show you
where you want to end up even tu ally. Ev ery thing you do should
be in align ment with ei ther or both goals at all times.

Many en trepreneurs are start ing their first busi ness on the
side. They have a day job, a fam ily to take care of, and any ex tra
time is pre cious. Their time bud get for au di ence-build ing might
only be half an hour ev ery few days or less. Let's make sure that
your ac tions make a dif fer ence.

The first ac tion to take when start ing to build an au di ence is to
deal with our own mon key minds. We get dis tracted, we lose fo- 
cus, we de fer work, and we ig nore the hard things. Au di ence-
build ing can be some thing we want to avoid. Maybe we're more
in clined to build the prod uct, or we want to fo cus on re fin ing our
vi sion. In short, we put this im por tant process on the back burner.

If you want to make steady progress, I rec om mend set ting up
sys tems that will al low you to do so. The most im por tant sys tem
you can set up is an Au di ence-Build ing Sched ule. Through out this
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chap ter, I will sug gest dif fer ent ap proaches to what this sched ule
can look like for you. I'll also present ex am ple sched ules that you
can adapt to your own unique sit u a tion.

Hav ing a sched ule is half way there. You still need to ex e cute
on it. The items in your sched ule need to be done, on time, ev ery
time. For that, I rec om mend set ting up an ac count abil ity mech a- 
nism: some thing that will make you want to work on your au di- 
ence even when you don't feel like it.

Ac count abil ity is a tricky sub ject. We all ex pe ri ence ac count- 
abil ity (or the lack of it) dif fer ently. If you fol low Gretchen Ru bin's
Four Ten den cies ap proach1, then there are four kinds of peo ple,
all with dif fer ent ways of cre at ing ac count abil ity. De pend ing on
how we deal with in ter nal and ex ter nal ex pec ta tions, we need dif- 
fer ent meth ods to feel re spon si ble for our work. Some peo ple
thrive in ac count abil ity groups like the Mak er log com mu nity or
writ ing groups. Oth ers feel less in clined to do a thing once some- 
one ex pects them to do it. For peo ple like this, pacts (with your- 
self) that threaten some small sac ri fice when ever you don't ful fill
your obli ga tions work best. Many great books have been writ ten
on cre at ing last ing habits2  and be com ing  in dis tractable3. Un der- 
stand how you can cre ate ac count abil ity in your own life so that
your Au di ence-Build ing Sched ule can be up held re li ably.

It's im per a tive to set this up from the start. In the be gin ning,
you'll be on your own. Later, you will have built an au di ence that
com mu ni cates their ex pec ta tions clearly. But when you have bare-
ly any fol low ers, it's com pletely up to you to stick to your sched- 
ule.

I had to set up such a sys tem for my self when I started writ ing
in pub lic. In No vem ber 2019, I started the Boot strapped Founder
blog, where I planned to write one piece of use ful con tent ev ery
week. I knew that my ten dency to find dis trac tions in read ing and
learn ing would quickly catch up with me if I didn't set up a sys- 
tem. I found my ac count abil ity sys tem in cre at ing the Boot- 
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strapped Founder news let ter. I posted a link to the signup page on
Twit ter — and this was back when I had barely any fol low ers —
and min utes later, I had a hand ful of hope ful and sup port ive peo- 
ple who had signed up to the news let ter.

That made all the dif fer ence. Sud denly, I wasn't writ ing my
weekly ar ti cle for my self or a neb u lous "au di ence" any more: here
was a list of six real peo ple who con sid ered my work valu able.
The mo ti va tion this pro vided me was in cred i bly ef fec tive: ever
since, I have not missed a week of writ ing. In a way, I out sourced
my ac count abil ity sys tem to my au di ence. As long as a sin gle per- 
son re mains sub scribed to my news let ter, I will write for them.

Of course, some weeks, I feel like I have noth ing to say or
write about. I still take the time to sift through my old blog post
ideas and my Twit ter in ter ac tions of the week, and quite re li ably,
an in ter est ing topic will show it self even tu ally. Of ten, I have many
good ideas at the same time. I park the ones I am not go ing to be
us ing in a draft folder, sketch ing them out enough to be an out line
for a later week. It's al ways good to have a few half-fin ished
pieces of con tent ly ing around for when you're out of ideas.

Be fore we dive into the specifics of En gage ment, Em pow er- 
ment, and Con tent, let's do one last round of ex pec ta tion man age- 
ment: au di ence-build ing can be bru tal. It might take you a long time
to get into a groove where you see re sults. It might feel like you're
talk ing to a wall, and barely any one ap pre ci ates your work. This
can hurt, but I want to make it clear that this, too, shall pass. The
first step is al ways the hard est, right?

This is par tic u larly painful be cause ini tial trac tion is slow, no
mat ter how good your con tent is or how of ten you en gage with
oth ers. I have had con tent I wrote in my first weeks fiz zle out en- 
tirely only to re ceive thou sands of views a few months later when
I re posted them to my then-larger au di ence. Of ten, peo ple
wouldn't re ply to my at tempts at en gag ing them. But af ter a
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while, af ter learn ing more about who I was and what I was about,
they did. Trust the process.

Even the might i est tree started out as a small sapling that was
barely vis i ble from afar. Over the years, your pres ence will be- 
come more read ily no tice able, at tract ing more peo ple to take a
look at what you of fer. It also helps to un der stand that au di ence
growth isn't lin ear but geo met ric: get ting from one to 100 fol low- 
ers will prob a bly take the same time as get ting from 100 to 1,000.
This is due to net work ef fects: the big ger your au di ence, the faster
it will grow, since more con ver sa tions hap pen, more peo ple talk to
and about you, and they ex pose your pres ence to more peo ple
who might be in ter ested. Your au di ence is your mega phone to
build a big ger au di ence.

There will be days when noth ing hap pens, no mat ter how
much you try. And then, you'll be picked up by a large ac count
with a gi gan tic au di ence, and you'll see lev els of ac tiv i ties that
you only ever dreamt of be fore. Yet, a few days later, the num bers
will go down again, just a bit above where you were be fore. While
this will feel like a wild roller coaster ride, it's the re al ity of build- 
ing a fol low ing: there are val leys, moun tains, and all kinds of
things in be tween. There is no cer tainty, only the trust in the sys- 
tems you have in place to re al ize your au di ence-build ing ef forts
slowly.

Here's a prac ti cal tip for weath er ing those painful early days
and weeks: be con sis tent, per sis tent, and in sis tent. Au di ence-
build ing is a long-term project. You can't build an au di ence in a
few days. This will take time and con sis tent ef fort. The reg u lar ity
of your out put mat ters more than the im me di ate re sults that you
may or may not see. It will take a while for peo ple to take no tice
of you. That's ex pected, and per sis tence will only set you apart
from those who give up. Re la tion ships take time to build. Con- 
sider your work in pub lic to be an ad ver tise ment for your self.
The  Ad ver tise ment Rule of 74  states that a cus tomer be comes

https://links.embeddedentrepreneur.com/rule-of-seven
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aware of a prod uct only af ter be ing ex posed to it at least seven
times. Your con tent and in ter ac tions work the ex act same way.
With con sis tency and per sis tence, you will show up on more and
more radars.

Fi nally, here's an other truth: your mis sion is valu able. Your
jour ney de serves to be doc u mented. In sist on telling your story
and ig nore those who dis miss it. Lis ten to those who em brace it
and build re la tion ships with like-minded peo ple.

Cel e brate your vic to ries, the small ones, and the big ones. It
some times feels like the nee dle isn't mov ing much, but that's just a
con se quence of re cency bias. The best way to com bat this is by
tak ing notes and snap shots. Not only will this keep your jour ney
vis i ble to you, but a screen shot of a cer tain fol lower count or a
con ver sa tion with a per son you never thought you'd be able to
talk to are also great ex am ples of so cial proof (a con cept that we'll
dive into later in this chap ter.) Ev ery lit tle suc cess is a step for- 
ward, an other brick in the wall. Con sider ev ery pos i tive in ter ac- 
tion and ev ery sin gle like un der your posts to be an ex pres sion of
some one's be lief in your mis sion. This Be lief Cap i tal ac cu mu lates
over time, and it grows — ex actly like your au di ence — the more
you work in pub lic.

Since we're talk ing num bers: don't mea sure fol lower num bers
ex clu sively. What gets mea sured can be come a goal in it self, and
that is dan ger ous5. In flat ing your fol lower num bers with out mak- 
ing sure that those you ac tu ally want to in ter act with care about
you or your work will cause more harm than it will help you.
While you can't mea sure "the soft stuff" like the strength of con- 
nec tion and amount of op por tu nity, you can con sider those fac tors
in your de ci sions. Suc cess is mul ti vari ate: a lot of in de pen dent
vari ables con trib ute to the over all re sult. Don't just look at that
one shiny num ber.

https://links.embeddedentrepreneur.com/dangers-of-metrics
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EN GAGE MENT

Let's talk about what ex actly you can do to build an au di ence. Out
of the three growth levers (En gage ment, Em pow er ment, and Con- 
tent), En gage ment is the one that works right from the be gin ning.
Con sider this: you can al ways en gage with some one, no mat ter
how many fol low ers you have. Em pow er ing some one re quires
you to have an au di ence all ready to help you, and cre at ing con- 
tent that no one reads is a bit self-de feat ing. En gage ment, how- 
ever, is at your dis posal from day one.

When you start out, you won't have much of a fol low ing, if
any at all. If you post some thing, very few peo ple will read it —
and even fewer will share it — so that won't get you very far.
How ever, in ter act ing in front of an ex ist ing au di ence,  some one
else's au di ence, will al low you to en cour age peo ple to check you
out, to give you a chance.

When you look at the con nec tions be tween users of any so cial
net work, you will end up with a big in ter con nected graph of re la- 
tion ships. They of ten clus ter to gether in lit tle pock ets, and that's
where we find over lap ping au di ences. There is likely a big over- 
lap in the peo ple who fol low Elon Musk and Pe ter Thiel. Nei ther
will mind that their fol low ers also fol low the other ac count. In
fact, this al lows both en trepreneurs to gain new fol low ers be cause
their con tent will be ex posed to a greater num ber of peo ple when
it gets shared.
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Au di ence over lap is a won der ful thing in abun dance-based
net works. A per son fol low ing Elon Musk also fol low ing you
won't take any thing away from Elon, but will ac tu ally make the
net work bet ter: a re la tion ship is es tab lished be tween all three par- 
ties, pro vid ing rec om men da tion al go rithms a bet ter in sight into
what each per son is in ter ested in.

In any given com mu nity, some peo ple al ready have es tab- 
lished au di ences, of ten of sub stan tial size. What I rec om mend as
the very first step to build ing your own au di ence is to do what I
call the "Au di ence Au di tion." Put your self in front of a rep utable
com mu nity mem ber's au di ence and at tract them to fol low you as
well.

Au di ence Au di tion in a nut shell: hunt for at ten tion, gather fol- 
low ers.

Au di ence Au di tion
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The prac tice of Au di ence Au di tion has two parts: the hunt ing
phase and the gath er ing phase. You hunt for op por tu ni ties to en- 
gage, and then you gather fol low ers by ac tively en gag ing with the
orig i nal au thor of the tweet and their fol low ers who are re spond- 
ing to it.

The Hunt for En gage ment Op por tu ni ties

Like in any real au di tion, you'll need to find the right venue to
show your po ten tial. Un like most real-world au di tions, Twit ter
Au di ence Au di tions can be done com pletely vir tu ally from the
com fort of your home.

The first step in an Au di ence Au di tion is per haps the most
straight for ward: find a Twit ter ac count with a large au di ence that
is likely to be in ter ested in what you have to say. Dur ing your Em- 
bed ded Ex plo ration phase, you'll have found plenty of those in- 
flu en tial ac counts.

De pend ing on the size of the niche you're work ing with, hav- 
ing a "large au di ence" can mean any thing from a few thou sand to
sev eral mil lion fol low ers. I rec om mend re strict ing your self to ac- 
counts with fol lower num bers on the lower end of this spec trum.
At some point, pop u lar Twit ter users stop en gag ing ac tively with
their fol low ers be cause there are just too many voices. At the same
time, fol low ers of such pop u lar ac counts stop en gag ing with those
tweets be yond lik ing and shar ing them. Since those fol low ers
were of ten the sup port ive ones, you're left with the neg a tive voic-
es who take over the en gage ment pro file: trolls, skep tics, nay-say- 
ers. These are not the peo ple you want to au di tion for.

Try find ing au di ences that are ac tive and pos i tive. They're
most eas ily found sur round ing the up-and-com ing names in the
field. Look for peo ple rec om mend ing other peo ple to fol low. The
ac counts men tioned there are usu ally some what pop u lar and will
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con tinue to rise in the com mu nity. Not un like your self, many peo- 
ple will flock to them to find valu able con tent and con nec tion.

Here is what to look for in a good Twit ter Au di ence Au di tion
can di date:

The ac count posts con tent that trig gers oth ers to en gage
reg u larly.
The ac count has a siz able fol low ing that does not over -
whelm them.
The fol low ers are ac tive, pos i tive, and sup port ive.
The fol low ers con sider them selves to be part of a sup -
port ive com mu nity.
The fol low ers are ea ger to in vite new voices into their
com mu nity.

All of this can be ob served by man u ally sift ing through an ac- 
count’s Twit ter his tory, or you can use des ig nated tools to find
more in for ma tion:

Use Get The Au di ence to find au di ence-spe cific in sights
based on who en gages with whom.
Use Spark Toro to find ac tive ac counts to en gage with on
a key word ba sis.
Use Au di ense to find and fil ter based on in flu ence
scores.

Find a cou ple of ac counts worth en gag ing with, then fol low
these steps:

Take the top 5 ac counts you found. You can al ways add
more later, but you need to keep track of your first few
au di tions.

https://links.embeddedentrepreneur.com/get-the-audience
https://links.embeddedentrepreneur.com/sparktoro
https://links.embeddedentrepreneur.com/audiense
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Cre ate a new Pri vate List on Twit ter (maybe name it
"Au di ence Au di tion"), and add the ac counts to the list.
If you're not al ready us ing Tweet Deck, start to, right
now. Add a col umn for your pri vate list.
Within Tweet Deck, turn on no ti fi ca tions for new tweets
on the list, ei ther as desk top no ti fi ca tions or as sounds. 

Now you're ready to en gage when ever they post some thing
new.

The Rules of Suc cess ful En gage ment

You're turn ing on no ti fi ca tions so you can be one of the first peo- 
ple to en gage with a tweet. That pro vides a few ben e fits: peo ple
usu ally read the orig i nal tweet and one or two replies. The higher
your re ply is in that list, the more peo ple will read it. More im por- 
tantly, peo ple might find value in your re ply and re ply to you
them selves. That's what you're aim ing for: invit ing peo ple to have
a con ver sa tion.

Twit ter usu ally sug gests a few peo ple who you should fol low,
based on your re cent in ter ac tions. This hap pens in your Twit ter
client, and it hap pens in the Twit ter client of the peo ple you are
"au di tion ing" for. That's where you want to show up. You want
the Twit ter al go rithm to rec om mend you as the per fect per son for
them to fol low. Get ting some one to in ter act with you and then
fondly re mem ber that in ter ac tion when Twit ter sug gests fol low- 
ing you is your goal for ev ery in ter ac tion.
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Looks like Vedant and Justin were suc cess ful at get ting my at- 
ten tion.

Be ing one of the top replies to any tweet will also have an in- 
ter est ing psy cho log i cal ef fect called the Gestalt law of prox im ity1.
Due to hu mans be ing very vis ual be ings, we con sider phys i cal
prox im ity to be an in di ca tor of cat e gor i cal sim i lar ity. If one thing
is close to an other thing, then they are per ceived to be re lated.
Now con sider how this works on Twit ter: the closer your Twit ter
avatar is to the pic ture of your en gage ment tar get, the more peo- 
ple will be lieve you and that ac count to be sim i lar — and then fol- 
low you.

Make Your self Pre sentable: Avatar, Bio, Pinned Tweet

Now that we're talk ing about Twit ter avatars, let's fo cus on mak- 
ing your self pre sentable. Back dur ing your Em bed ded Ex plo ra-
tion, you al ready made sure you were trust wor thy and re- 

https://links.embeddedentrepreneur.com/gestalt
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spectable. Let's re visit this now that you're ac tively look ing for fol- 
low ers.

Your pro file page should be an in vi ta tion: an in vi ta tion to be- 
come a friend. I mean it! Hu mans make up their minds about an- 
other per son within a frac tion of a sec ond. The more you ap pear
to be some one they'd want to hang out with on their couch or in
their back yard, the more likely you are to start a re la tion ship from
your pro file page alone. Now, this doesn't mean you should put
up a pic ture of your self flip ping burg ers. Just con sider the feel ings
you want to evoke in the sub con scious of a per son who comes to
your pro file: pos i tiv ity, en thu si asm, and joy.

Choose your avatar pic ture care fully. It will be your vis ual
brand. Find an im age that you can use for a long time: peo ple
quickly get con fused when the only vis ual thing about an ac count
sud denly changes. They won't rec og nize your face any more and
will stop en gag ing with your con tent. While they will get used to
your new avatar pic ture over time, you can avoid this dip.

The same goes for your Twit ter han dle: pick one, and stay with
it. You have a few choices here:

Use your full name, like "Arvid Kahl." That's my pref -
er ence, as this shows pro fes sion al ism as well as own ing
your iden tity. It makes build ing a per sonal brand very
easy, as your full name will be at tached to ev ery con ver -
sa tion you're in.
Use a pseu do nym, which I don't rec om mend. While it's
ac cept able in many com mu ni ties, peo ple will be hes i -
tant to trust ac counts that act se cre tively about their
iden tity. In a trust-based econ omy, mak ing it harder for
peo ple to see that you're trust wor thy is not a good idea.
I per son ally use pseu do nyms when ever I don't want to
build an au di ence, like in on line games.
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Use an "ac tion name," like "Arvid is writ ing a book," to
in di cate what you're cur rently do ing. This works best
for es tab lished per sonal brands who want to keep sur -
pris ing their fol low ers. If you're into that, do that once
you have an au di ence, but avoid it when you're start -
ing. 
Use a "busi ness name," like "Arvid (Per ma nentLink)"
to make peo ple aware of your busi ness. While this can
work, it will make it hard for peo ple to dif fer en ti ate you
as a per son from your prod uct. It will taint your per -
sonal ac count, par tic u larly when you are not talk ing
about busi ness. Con sider the im pact that a screen shot of
a tweet about a par tic u larly con tro ver sial po lit i cal or so -
cial is sue might have on your prod uct brand.

Where your pic ture is sup posed to be vis ually invit ing, your
bio should arouse your po ten tial fol lower's cu rios ity. There are
sev eral ways to do that, so find a unique com bi na tion of these ap- 
proaches that works for you:

Share what you talk about. Writ ing ex pert Ju lian
Shapiro's bio starts with this im pact ful state ment:
"Tweet ing about writ ing and clear think ing." It couldn't
be any more ex plicit about what top ics you can ex pect
this per son to tweet.
Share things you are. Dan Kuschell lists these facts
about him in his bio: "Fa ther, Hus band, En tre pre neur,
Au thor, Speaker and Men tor." This in vites po ten tial fol -
low ers to imag ine him as a multi-faceted hu man be ing
worth in ter act ing with.
Share what you are work ing on. Jack Butcher's bio is
con cise and tells you which projects he runs: "Ex per i -

https://links.embeddedentrepreneur.com/julian-shapiro
https://links.embeddedentrepreneur.com/dan-kuschell
https://links.embeddedentrepreneur.com/jack-butcher
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ment ing, shar ing re sults: @vi su al ize value, @value." No
fluff, just to-the-point in for ma tion.
Make jokes. When you start read ing Craig
Burgess's bio, you en counter this: "I'm the best de signer
that my mum knows. 62% de signer / 37% mar keter /
3% math e ma ti cian." Who wouldn't want to have a chat
with some one who is hum ble, funny, and clearly a bit
provoca tive. How ever, use hu mor care fully. Your per -
son al ity needs to match the style of your bio.

You can tell that there is no sure fire way to write a great bio.
When in doubt, check out how your Au di ence Au di tion tar get
Twit ter ac counts have their bio set up. There likely is a com mon
theme among them, and even if there isn't, you'll be fairly safe im- 
i tat ing the struc ture and style of a pop u lar ac count's bio.

Let's talk about links on your Twit ter pro file. When peo ple
check you out, you are ac tu ally in a co nun drum: will they im me- 
di ately fol low you? Then you wouldn't need a link on your pro file
at all. Will they want to check out your link? That would make
them go off Twit ter, and you can only hope they come back to fol- 
low you. Phew, that's a tough choice.

Gen er ally, I rec om mend hav ing a link on your Twit ter pro file.
Give peo ple an op tion to learn more about you. Link ing to your
per sonal web site or most im por tant project is a good idea. Not ev- 
ery vis i tor to your pro file will click that link, but the con tent you
pro vide on your per sonal blog or web site might just con vince a
per son to fol low you. If you don't have a per sonal page, con sider
set ting up a lit tle static link page on  link tree or bio.fm and fill it
with in ter est ing links to your projects and con tent on the web.

Fi nally, let's talk about an im por tant part of your Twit ter real
es tate that many en trepreneurs ig nore: your pinned tweet. This is
the first tweet that peo ple will see on your pro file, and it's "above
the fold": it's right there for ev ery one to see. 

https://links.embeddedentrepreneur.com/craig-burgess
https://links.embeddedentrepreneur.com/linktree
https://links.embeddedentrepreneur.com/bio-fm
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Your pinned tweet should be your best tweet. That can mean
many things. It might be your best-per form ing tweet to show how
much en gage ment you can cre ate or the best-re ceived one as a
sign of so cial proof. You could show your best work or your lat est
project. Per son ally, I al ways keep my most re cent project an- 
nounce ment tweet pinned. It shows not only what I cre ated, but
usu ally also where peo ple can pur chase it. The mas sive amount of
likes and replies fur ther en cour age peo ple to check out my work.

Don't let your pinned tweet go stale. A tweet from last month
is fine, and if it's re ally good, a few months of age might show
how well it ripened. How ever, if your best tweet hasn't been sur- 
passed for the last three years, peo ple will start won der ing why.
It's like us ing your col lege year book photo (or, even more em bar- 
rass ingly, your col lege year book quote) to show peo ple who you
are. We all grow, and we ex pect peo ple to show off their most re- 
cent ac com plish ments.

A Word About Man ners

Your Au di ence Au di tion is a pub lic act. There will be a record of it
for a long time. Peo ple will be able to find your pub lic in ter ac tions
un less you will fully delete them. There are ar chives to re trieve
these things if you do, and this will cast an even more shady light
on you.

Al ways act with the un der stand ing that you are por tray ing
your sin cere self in a com mu nity that ex pects peo ple to be hon est
about them selves. If you lie or start ma nip u lat ing peo ple and re la- 
tion ships for a short-term gain, your long-term plans won't come
to fruition.

So, here are things to avoid:

Don't be needy. Ask ing for peo ple to fol low you is not
how you make friends. Peo ple will con sider you to be
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some one who ac cu mu lates Twit ter fol low ers purely for
the sake of num bers. Peo ple love to fol low oth ers be -
cause they think it pro vides them with some thing. If
you ask for a fol low, you’re mak ing it about your self in -
stead.
Don't spam. It's great to be the first re ply to a pop u lar
ac count's tweet. Don't try to be the first re ply on all of
their tweets. Peo ple like that are called "re ply guys,"
and they are shunned for gam ing the sys tem. An Au di -
ence Au di tion is not a com pe ti tion to see who can show
up the fastest ev ery sin gle time. It's about pro vid ing
mean ing ful con tri bu tions to an on go ing con ver sa tion.
Don't con de scend. This is an Au di ence Au di tion, not
Thanks giv ing Din ner with your weird cousins. Peo ple
are watch ing you closely, and you are try ing to at tract
kind and in ter ested peo ple. The best way to do that is to
be kind and in ter est ing your self. Keep back the re torts,
the "but ac tu ally's," even when you usu ally would
launch into a tirade. In stead, ei ther don't en gage at all
or pro vide a help ful al ter na tive per spec tive with out
judg ment.

In a minute, we'll talk about how you can craft a mes sage that
will res onate with peo ple. Be fore we can write an en gag ing mes- 
sage, we need to un der stand the con text in which it will ap pear:
the con ver sa tion.

Con ver sa tions are at the Core of En gage ment

Yelling into the void won't get you any where. This is par tic u larly
clear while you have zero fol low ers, but it re mains true even
when you have an au di ence. Talk ing about some thing that peo ple
don't ex pect or want to talk about is just like speak ing to them in a



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL ENGAGEMENT

182

lan guage they don't un der stand: it's a waste of their time as much
as yours.

The eas i est way to un der stand a com mu nity is to con sider it to
be one ex ten sive nar ra tive, an epic story, that con sists of many
smaller con ver sa tions. If you look at the In die Hacker com mu nity,
the nar ra tive arc is the hero's jour ney from noth ing to fi nan cial se- 
cu rity by build ing their own dig i tally en abled busi ness. Within
that ever-re peat ing story, dif fer ent themes ap pear ev ery now and
then, just like in a clas si cal sym phony. They har mo nize with each
other, they rhyme, but they are dis tinct and dif fer ent from each
other.

The mo ment you chime in, the mo ment you con trib ute to these
nar ra tives and themes, you be come in ter est ing. Peo ple will rec og- 
nize your shared in ter ests, and they will con sider you as one of
their own. There fore, the goal of au di ence-build ing is to find your
place in the grand or ches tra that is your com mu nity by en gag ing
with use ful and thought-pro vok ing con tent that your fel low com- 
mu nity mem bers ex pect and value. You will find this place by
par tic i pat ing in all the con ver sa tions of your niche.

By do ing this reg u larly, you will at tract high-value fol low ers.
That's great for you, but it has an ad di tional fa vor able side-ef fect:
it's also com mu nity-build ing! You're pro vid ing an other node in
the net work, an other per spec tive on con tent that was cre ated by
oth ers. Com mu nity or ga niz ers rec og nize peo ple who do this con- 
sciously and de lib er ately and re ward them with benev o lence and
ex po sure. We'll dive into this fur ther in the Em pow er ment sec tion,
but as a help ful guide, con sider max i miz ing the com mu nity's pos- 
i tive im pact in ev ery in ter ac tion you have.

Peo ple look for many things in a con ver sa tion. Here are the
main themes that I have run into and how I usu ally en gage with
them:
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Peo ple look for help. This can be a spe cific prob lem or
a more gen eral ques tion, and it's usu ally phrased as a
di rect com plaint or a ques tion. If I have some thing im -
me di ately help ful to say, I re ply right there and then. If I
can't help but know some one who could, I try to get
them in volved in the con ver sa tion. When I don't know
any one, in par tic u lar, I usu ally retweet the plea for help,
hop ing that some one among my fol low ers can help out.
Peo ple look for moral sup port. Usu ally, in the wake of
a tough chal lenge or some sort of fail ure, peo ple will
seek a con ver sa tion. The best thing to do here is to show
em pa thy and val i date this per son's feel ings and ex pe ri -
ences. I am of ten tempted to help with ac tion able ad vice
here, but this might ac tu ally be coun ter pro duc tive. I've
learned to lis ten for a while to de ter mine if help is ap -
pre ci ated or if the orig i nal poster is just look ing for a
sym pa thetic ear.
Peo ple look for dis trac tion. They bring up con ver sa tion
top ics that are con tro ver sial or po lar iz ing to avoid
work ing on the things that ac tu ally mat ter. While I tend
to avoid these con ver sa tions, they might spark in ter est -
ing sub-con ver sa tions with peo ple who are in ter ested in
a mean ing ful ex change about the sub ject. I en gage
when I see those peo ple in ter act ing and ig nore the dis -
cus sion oth er wise.
Peo ple ask for al ter na tive view points. While this is a
rare con ver sa tion, it might be one of the most in struc -
tive. When ever peo ple share their po si tion on an is sue
and ask for an other per spec tive, I en joy en gag ing with
them. The im por tant part is never to dis miss their per -
spec tive when pre sent ing yours. These con ver sa tions
make prime tar gets for sourc ing in ter est ing con tent
ideas for your self. Af ter all, you'll al ways find op pos ing
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con cepts and ideas and the con tentious bat tle be tween
them. These points of fric tion are of ten cen tral to the
over ar ch ing nar ra tive of the com mu nity: "Should
founders boot strap or take fund ing?" – "Tabs or spa -
ces?” – “Is Solo preneur ship bet ter than hav ing Co-
Founders?"

Clearly, those ques tions have no ob jec tively cor rect an swer.
The de bates around these top ics are in struc tive as they en able
peo ple to share their anec dotes and find com mon themes and in- 
ter est ing learn ings.

Peo ple want to re fine their vague idea into some thing
con crete. No mat ter if it's a knit ting project or a newly
en vi sioned busi ness idea, peo ple seek help in their com -
mu nity when it comes to test ing and val i dat ing ideas. I
love those op por tu ni ties. It gives me the chance to think
deeply about an idea, add my per sonal ex pe ri ence to it,
and then present my con clu sions not only to the per son
who asked but also to the com mu nity that's watch ing.
In sight ful and cre ative replies to ques tions like this will
help you quickly ac quire a rep u ta tion as a thought ful
sub ject mat ter ex pert.
Peo ple want to share their jour ney. Whether it's reach -
ing a cer tain amount of Monthly Re cur ring Rev enue or
a par tic u larly nasty Cus tomer Can cel la tion Email, I love
to en gage with a fel low en tre pre neur when some thing
mean ing ful hap pens in their lives. Bol ster ing an other
en tre pre neur's con fi dence is fun and gen er ates good
com mu nity vibes, es tab lish ing you as a team player.

These are the most com mon en gage ment tar gets that I reg u lar-
ly work with. To give you a well-rounded per spec tive, here are
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the things I try not to en gage with:

Fish ing for com pli ments. There is a thin line be tween
build ing in pub lic and try ing to get at ten tion for at ten -
tion's sake. I only want to en gage with peo ple who
build in pub lic for the com mu nity's sake as much as
their own. Self ishly oc cu py ing other peo ple's time with -
out giv ing back some thing use ful is not some thing I
will en cour age or en dorse. If you en gage with these
peo ple too much, other com mu nity mem bers will see
you as an op por tunist, just like the per son you en gaged
with.
Look ing for pity with out a way out. I will en gage with
peo ple who need moral sup port. I will ig nore those
who want a shoul der to cry on with out also con sid er ing
ways to get back on track.
Clear ex am ples of un re flected cog ni tive bi ases. Par tic -
u larly if a per son gets de fen sive when peo ple help fully
point out highly flawed ar gu ments, I hold back for a
few min utes. If the con ver sa tion de rails into an ar gu -
ment in stead of a healthy de bate, I will not en gage.
Bait ing and trolling. Clearly, these con ver sa tions don't
con trib ute to fur ther ing the goals of your com mu nity. I
of ten get mad about some thing, and I am very tempted
to re spond, but in the end, I try to step back and look at
how much good this would do, and it's usu ally not
much. Find some thing bet ter to spend your at ten tion
on.

So, with the con text be ing clear, let's look into craft ing an en- 
gag ing mes sage.
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What a Good Au di ence Au di tion Tweet Looks Like

Any tweet you send out for your Au di ence Au di tion should do
one or more of these four things: Ex pand, Fo cus, Syn di cate, or In- 
vite.

These four op tions are es sen tially zoom ing in and zoom ing out
along two axes: the level of de tail and the ex po sure of the con ver- 
sa tion. You can ei ther a) fo cus on the de tails and get par tic u lar
peo ple to join or b) you can ex pand the scope of the topic and ex- 
pose it to a larger au di ence.

Ex pand

Zoom out of a spe cific is sue and bring in some broader in sight,
trans fer ring in for ma tion from an other field or per spec tive into the
con ver sa tion. This is most eas ily done with a per spec tive shift:
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In this tweet, Jack, an ex pe ri enced player in the dig i tal con tent
realm, talks about it er a tion. Do minik asks about ex pand ing this
con ver sa tion's scope, and El liot obliges, both in tro duc ing an in ter- 
est ing con cept and even ref er enc ing a few sources.

Fo cus

Zoom into an is sue even more. Get into the nitty-gritty, find the
un der ly ing mo ti va tions and con cepts, and shine a light on hid den
de tails. Fol low-up ques tions al low for this to hap pen. Specif i cally,
they have a high chance of trig ger ing a di rect in ter ac tion with the

https://links.embeddedentrepreneur.com/tweet-expand
https://links.embeddedentrepreneur.com/jack-butcher
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orig i nal au thor, lead ing to more ex po sure to their au di ence as
some one worth an swer ing to, like in this ex am ple:

Kjell replies to Ram sez’s re quest for elab o ra tion on def i ni tion
of what makes au thors call them selves an au thor. This en gage- 
ment even trig gers other au di ence mem bers to join in.

https://links.embeddedentrepreneur.com/tweet-focus
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Syn di cate

Ex pose the con ver sa tion to a big ger au di ence. This in creases the
amount of learn ing that any one in ter ested in the sub ject might ex- 
pe ri ence. You can do this by ei ther retweet ing or, bet ter yet, quote-
tweet ing the orig i nal tweet.

Why quote-tweet? You get to take your own spin on the topic
while still en joy ing the en gage ment of the orig i nal tweet. Ad di- 
tion ally, Twit ter will show you your own en gage ment met rics on a
quotes tweet, while they don't do that for sim ple retweets. While
this isn't too im por tant, it's nice to see how many peo ple saw your
quote tweet and chose to en gage with it.

Ex pos ing some one else's con tent to your own grow ing au di- 
ence won't go un no ticed, par tic u larly when it re sults in some one
else jump ing in and help ing out. When ever you don't have any- 
thing mean ing ful to con trib ute but still want to be sup port ive,
start shar ing.

In vite

Ex pose spe cific ex perts to this con ver sa tion. Bring ing in the ex per- 
tise needed to solve a prob lem will in crease the qual ity of a con- 
ver sa tion sig nif i cantly. This is tar geted syn di ca tion: you make
sure that a par tic u lar per son gets to see this con ver sa tion. I do this
when ever I know that the only thing stand ing be tween a prob lem
and its so lu tion is for a par tic u lar ex pert to chime in.

Invit ing peo ple to a par tic u lar con ver sa tion cre ates a con nec- 
tion in a few ways:

The orig i nal au thor ben e fits from learn ing about an -
other ex pert in the field.
Your Au di tion Au di ence learns that you are a per son
who en joys build ing re la tion ships.
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The ex pert you bring in rec og nizes you as some one who
con sid ers them rep utable.
You get to en joy the re sult ing con ver sa tion.

That's all there is to writ ing an ef fec tive en gage ment tweet: Ex- 
pand, Fo cus, Syn di cate, In vite. As long as you do at least one of
these things, your en gage ment will add value to the con ver sa tion,
and your Au di tion Au di ence will no tice.

Al ways be ap pre cia tive. No mat ter if you agree, add fur ther
in for ma tion, or present a dif fer ent opin ion, you are act ing un der
pub lic scru tiny. Make it clear that you're op er at ing from a com- 
pas sion ate place.
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In any case, the main point is to re spond to the orig i nal mes- 
sage with some form of value. It doesn't have to be the world's
smartest an swer, but it has to con trib ute to the over all so lu tion of
a prob lem.

Good Ques tions are In ten tional and Con tex tual

Ask ing a ques tion is a great way to show in ter est. But just ask ing
for the sake of ask ing is not enough.

Let's say you want to en gage with some one who just posted
this mes sage: "Soft ware En gi neers just don't like pay ing money for so- 
lu tions to their prob lems."

"Why is that?" is a bor ing ques tion. It's 100% de mand ing, with- 
out of fer ing any sub stan tial value. Even though it ex presses cu- 
rios ity, this kind of ques tion of ten won't get you a re sponse. It's
short, it looks care less, and it feels al most dis re spect ful.

A good ques tion pro vides in tent and con text. How about:  "I
have ex pe ri enced sim i lar prob lems in my job run ning a SaaS for Fron- 
tend De vel op ers. Now that I work with De vOps En gi neers, I don't see as
much of that any more. Why do you think that could be?"

This ques tion in vites a per spec tive shift and a rea soned re- 
sponse. It fo cuses on a par tic u lar part of the men tioned au di ence,
and it comes with anec do tal con text for the orig i nal au thor to con- 
sider in their re ply. This will also be an in ter est ing op por tu nity for
other com mu nity mem bers to chime in with their own anec dotes,
adding value to the whole con ver sa tion.

Things to Avoid dur ing an Au di ence Au di tion

To make sure you don't only see the happy path, let me share a
few ex am ples of how you should not en gage, and why.

Dis miss ing, bad-mouthing, and trash talk ing. The mo ment
you think you're bet ter than some one else, more knowl edge able,
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and you want to show them, you're act ing from a zero-sum per- 
spec tive. In stead of el e vat ing an other per son, call ing them out in
pub lic cre ates a neg a tive space. Neg a tive thoughts will at tract oth-
er neg a tive thinkers to that space and then to you. Ask your self:
do you want these peo ple to fol low you wher ever you go? 

Now, there is a dif fer ence be tween dis agree ment and putting
some one down. That dif fer ence is con ver sa tional re spect. Since
that can't al ways be im plied, state it out right. A "Thank you for that
per spec tive, I was not aware of that. Here is what I am think ing…" will
be re ceived as a civil dis agree ment, while "You're wrong about
this and here is why…" is a bla tant at tack — no mat ter how much
you be lieve your self to be in the right.

(Wrongly) ap plied fal la cies.  When ever you feel you should
point out a short com ing in some one's ar gu ment, make sure you
step back and see if your own re sponse is not fall ing prey to a fal- 
lacy2. You won't make a good im pres sion on your au di tion au di- 
ence if you use ad hominem at tacks or fall into the No-True-Scots- 
man fal lacy  while de bat ing with an other ex pert in your field.
Rhetoric has no place in your Au di ence Au di tion.

Beg ging for en gage ment, likes, or fol low ers. Never ever beg
for peo ple to fol low you. Not only is it des per ate, but it also com- 
mu ni cates a few things to your Au di tion Au di ence:

You're not able to cre ate valu able con tent that would at -
tract them nat u rally.
You're look ing for sta tis tics over real re la tion ships.
You want them to do some thing with out giv ing them
any thing in re turn.
You're not in ter ested in earn ing their trust and af fec tion.
You care more about your self than you care about your
au di ence.

https://links.embeddedentrepreneur.com/logical-fallacies
https://links.embeddedentrepreneur.com/ad-hominem
https://links.embeddedentrepreneur.com/no-true-scotsman
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I've said this many times: all your ac tions are pub lic. Just like
you wouldn't want to get your spot in the or ches tra be cause you
begged dur ing the au di tion, don't ask peo ple to fol low you dur ing
your Au di ence Au di tion. A fol low ing that you earned through
do ing the work is so much more re ward ing than a few pity fol- 
lows and be ing dis missed by the peo ple who mat ter.

Now, that sums up the Au di ence Au di tion process. I pre fer
hav ing a struc tured ap proach for my so cial me dia en gage ment.
The al ter na tive is hop ing to find a di a mond in the rough by ran- 
domly cross ing their path. It's much more ef fec tive to look for in- 
ter est ing fol low ers where they are al ready en gag ing in con ver sa- 
tions. This ap proach re lies much less on serendip ity than on set- 
ting up the right sys tems.

This is also an on go ing process. No mat ter if you have one fol- 
lower, 500 or 20,000, you'll want to au di tion for other ac counts'
au di ences con sis tently. I am do ing this still, ev ery day, and I don't
in tend to stop. My au di ence is grow ing, our in dus try is grow ing,
and I know that I will grow with them by putting my self out
there.
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EM POW ER MENT

Growth is some thing that can be made vis i ble. The act of em pow- 
er ment will help you do that for your self and, more in ter est ingly,
for oth ers.

Build ing in pub lic is a team sport. While you're the one do ing
the "build ing," the "pub lic" will be there to fol low your jour ney.
They will see your per sonal growth from your reg u lar up dates on
what chal lenges, suc cesses, and fail ures you en counter along your
path. They will com ment on your posts, sup port you when you're
down, and ad vise you when you need guid ance.

One way to give back is to re cip ro cate. Were peo ple ap pre cia- 
tive of your com ments on their tweets? Did they en gage with you,
tak ing those con ver sa tions to new lev els of in sight? Now is your
turn to help them.

The eas i est way to em power some one is to make them feel
seen and rec og nized. Thank fully, noth ing is eas ier than that on so- 
cial me dia plat forms such as Twit ter. Here are a few sure fire ways
that will help some one, with out cost ing you any thing:

You can am plify their mes sage by shar ing it with a
larger or dif fer ent au di ence.
You can am plify their mes sage by en dors ing it.
You can boost their con fi dence by con grat u lat ing them
for a suc cess.



THE EMBEDDED ENTREPRENEUR BY ARVID KAHL EMPOWERMENT

195

You can boost their con fi dence by con sol ing them when
they suf fer through fail ure.
You can ce ment their rep u ta tion by invit ing them to
help some one else as an ex pert.
You can ce ment their rep u ta tion by call ing out the pos i -
tive im pact their ac tions had on you and your peers.

None of these ac tiv i ties will cost you more than a few sec onds
of your time and a few clicks. They can mean a whole lot to the
per son you're em pow er ing, though. No mat ter if some one al ready
has an au di ence or not, they will al ways be happy to reach more
peo ple and grow their per sonal and pro fes sional brands.

Al ways con sider the abun dance mind set. If you can make
some one feel bet ter, that's a net gain be cause it won't make any- 
one else feel worse. In an ex pan sive com mu nity, lift ing up oth ers
is how the com mu nity grows.

Con sider this chain of events:

Some one with a very small fol low ing has a prob lem
with their busi ness. 
They ask a ques tion on Twit ter, like, "Hey, does any one
know any thing about pric ing your SaaS plans? I don't know
where to start."
You're not a SaaS ex pert, but you know that a few peo -
ple in your au di ence have built suc cess ful busi nesses
be fore. You retweet their ques tion.
Within min utes, three of your fol low ers re spond to the
orig i nal ques tion and pro vide help ful an swers.

All you did was click twice to retweet their ques tion. But the
re sult of this in ter ac tion is spec tac u larly rich:
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You en abled ex perts to voice their opin ions. They will
now con sider you a fa cil i ta tor of their rep u ta tion.
You al lowed a per son in need to find an an swer to their
ques tion. They will now con sider you an en abler of
their en tre pre neur ial suc cess.
You showed your au di ence that you al tru is ti cally care
about oth ers' prob lems, and you es tab lished a con nec -
tion be tween peo ple who likely didn't know each other
be fore. They will now con sider you a pro moter of com -
mu nity re la tion ship-build ing.

From one sin gle self less retweet, you just gained a rep u ta tion
in three dif fer ent ar eas. Em pow er ment is maybe the most pow er- 
ful tool at your dis posal.

Let's talk about a few other ben e fits around em pow er ing and
lift ing up other peo ple.

Mak ing Friends Has a Place in Busi ness

The mo ment you stop con sid er ing Twit ter a "con tent dis tri bu tion
chan nel" and start see ing it as a way to build a "com mu nity of
peers," things will start chang ing. By act ing in the in ter est of the
com mu nity, you be gin at tract ing com mu nity-minded peo ple. The
more you em power other peo ple in the com mu nity, the more they
will em power you.

This sounds like a self less act at first, but it's re ally not. Be self- 
ish in a way that ben e fits other peo ple. That's a win-win sit u a tion
for ev ery one in volved, and it will cre ate long-last ing ben e fits.

For this to hap pen re li ably, you will start build ing mean ing ful
re la tion ships. You're mak ing friends, not just fol low ers. Af ter all,
peo ple stay friends for a long time pre cisely be cause their re la tion- 
ship is mu tu ally en joy able and ben e fi cial. An hon est and au then- 
tic re la tion ship is so much more in ter est ing than hav ing a shal low
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and su per fi cial con nec tion with a per son. This is best made vis i ble
in the con cept of the "Op por tu nity Sur face."

Build ing an Op por tu nity Sur face

It is un avoid able that luck plays a part in your en tre pre neur ial
suc cess. Here are a few sto ries the likes of which you'll hear over
and over:

"I had a chance en counter with an other founder from
my home town at a con fer ence, and they in tro duced me
to my fel low co-founder a month later at a din ner."
"I struck up a con ver sa tion with a ran dom prospec tive
cus tomer on Twit ter, and two years later, they told their
friend who worked at an en ter prise busi ness about my
prod uct. All of a sud den, this gi ant cor po ra tion be came
my big gest cus tomer."
“I re searched my au di ence on Face book, and an ad for a
soft ware prod uct popped up by chance. I checked it out,
it wasn't very good, and within a year, I had built a
much more help ful com peti tor.”

None of these things hap pened on pur pose; they hap pened
through sheer serendip ity — or did they?

Through out many sto ries of "how lucky things just hap pened"
to peo ple, the com mon thread is that they all set them selves up to
be lucky1. If you want to see a me teor shower, you have to look at
the sky and wait for it to hap pen. If you're not look ing, you won't
ever see the ma jes tic rocks burn ing up in our at mos phere. If
you're not pre par ing the right way, you won't ac com plish what
you want to do.

All "tales of luck" start with an ac tion, a prepa ra tion of sorts.
Look at the above ex am ples. If those peo ple hadn't gone to that

https://links.embeddedentrepreneur.com/luck-surface-area
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con fer ence or sent that Twit ter mes sage, the events that led to
their suc cess would not have hap pened. Of course, they didn't
know that these par tic u lar con se quences would oc cur, but they
knew that they might.

Lucky op por tu ni ties are serendip i tous in the sense that they
are hard to pre dict and hap pen at ran dom points in time and
space. Usu ally, they don't even look that in ter est ing. But in ret ro- 
spect, af ter one thing leads to an other, they are the key events that
al lowed for the re sult to un fold. The peo ple who have un der stood
that these events are oc cur ring so ran domly of ten fo cus on al low- 
ing for as many as pos si ble to hap pen for them. They treat ev ery
ac tion they take as a can di date for serendip ity.

Most of all, peo ple who have good things hap pen to them un- 
der stand that "luck" is lit tle more than highly de layed grat i fi ca- 
tion. By do ing the work that may not ben e fit you im me di ately but
has a po ten tially large up side in the fu ture, you will un lock those
serendip i tous pos si bil i ties. Sup pose you only ever do "busi ness as
usual," chase for that one next fol lower or try to sell to that one
next cus tomer. In that case, you won't ever no tice those lit tle mo- 
ments of hu man con nec tion that un lock the luck i est of con se- 
quences.

That's what the Op por tu nity Sur face con cept is about: tak ing
time to in vite in serendip ity by do ing as much as pos si ble to con- 
nect with other peo ple mean ing fully.

Al low ing for Re cip ro ca tion

Let's get a bit more prag matic here. Your "luck an tic i pa tion bat- 
tery" can be charged by em pow er ing oth ers. When ever you help
some one self lessly, other peo ple will take no tice. It will just be a
lit tle bit, a tiny amount of trust, but over time — while you con sis- 
tently and per sis tently em power oth ers — they will un der stand
you to be de serv ing of the op por tu nity.
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I fi nally un der stood this when I wrote my first book, Zero to
Sold. In the months lead ing up to the book's re lease, I made a
point of be ing ex tremely ac tive in the com mu nity, both on Twit ter
and in the pub lic fo rums that my read ers of ten visit. I would share
my work, my progress and help other founders with my in sights.
Where I didn't have any thing to add, I would am plify their mes- 
sages, hop ing they'd find help that way. Mean while, I shared in- 
ter est ing links and cel e brated other founders' suc cesses in my
news let ter.

The day I re leased my book, some thing spec tac u lar hap pened.
I had a Twit ter fol low ing of just over 4,000 then, which I had slow-
ly built for the past eight months. My fol low ers im me di ately
retweeted and liked my launch tweet and started com ment ing on
it with good wishes and en cour age ment. Then, just min utes later,
the first screen shot of Ama zon pur chase pages showed up. Just af- 
ter that, peo ple posted ac tual pic tures of them selves hold ing Kin- 
dles with my book loaded up. Within 24 hours, I had sold over
350 copies — as a first-time au thor with out any prior suc cess.

I later re al ized that this was an out let: a way for peo ple to give
back to me af ter I had given them some thing for free for such a
long time. I had slowly in creased my op por tu nity sur face over
time, build ing up small bits of rep u ta tion and good will with
many founders in the space. And now it was their turn to show
me their ap pre ci a tion.

Over the next few days and weeks, peo ple con tin ued to tweet
pic tures of their pur chases and did my mar ket ing for me. Now
that the pa per back ver sion was start ing to ar rive in peo ple's
homes, they even took self ies with my book. Even bet ter: they
took pic tures with their pets sit ting on my book. I was blown
away by such a sweet and en cour ag ing re sponse.

None of this had to hap pen. I didn't ask peo ple to do this for
me. My fol low ers and read ers did this be cause they found me
wor thy of their sup port, both be cause I had pro vided a lot of valu- 
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able con tent and be cause I was such an ac tive part of their com- 
mu nity. None of the ac tions I took were aimed at mak ing peo ple
buy the book. Of course, I al ways hoped that some one would take
a look at my work, but I never en vi sioned this in ten sity.

Peo ple were wait ing to re cip ro cate. The time in vested in en- 
gage ment and em pow er ment in the months be fore the launch cre- 
ated this ten sion that was re leased on my launch day.

The Spirit of En trepreneur ship: Kind ness and Al tru ism

Self less ness and en trepreneur ship feel con tra dic tory. But that's
just a mi rage of the hy per cap i tal ist doc trine that re sulted in preda- 
to rial prac tices and win ner-take-all mar kets. Luck ily, you have the
choice to act dif fer ently in the In die Hacker and Boot strapped
Founder space. The pres ence of the abun dance mind set al lows for
be hav ior that is not ex clu sively self ish.

In fact, there are quite a few founders who only got to build
their in die busi nesses be cause of oth ers' kind ness.

In a con ver sa tion on how much "per ceived luck" has in flu- 
enced his en tre pre neur ial life,  Pierre de Wulf  shared his story
about how his em ployer sup port ing him on his way to get- 
ting Scrap ing Bee off the ground. In an act of unan tic i pated kind- 
ness, his em ployer set things up so that Pierre had full ben e fits for
a year af ter leav ing his po si tion. That was very for tu nate since his
SaaS made no money for its first year. With out this act of de cency
and sup port, Pierre might have needed to find an other job and
wouldn't be run ning a sus tain able SaaS busi ness, which he co-
founded with his life-long friend, Kevin. You can sense Pierre's
grat i tude for this in his ev ery ac tion: Pierre is out spo ken about his
jour ney, he's build ing in pub lic, and he is sup port ing his fel low in- 
die hack ers on a daily ba sis.

The best-per form ing mar ket ing ac tion we took for Feed back- 
Panda when we were grow ing our cus tomer base and au di ence

https://links.embeddedentrepreneur.com/pierre-de-wulf
https://links.embeddedentrepreneur.com/scraping-bee
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for our On line Teacher SaaS was to make our news let ters about
our ex ist ing cus tomers. Ev ery week, we'd high light one par tic u lar
cus tomer af ter they sent us a photo of them selves and gave us
some in sights into their back story as Eng lish teach ers. Our cus- 
tomers loved this and as signed us the brand of be ing an em pa- 
thetic and self less com pany. For our users, we were part of their
com mu nity, not just an other busi ness try ing to take their money.

The Act of En trepreneur ship: Solv ing Prob lems and Cul ti vat ing

Com mu nity

Don't get me wrong, mak ing money is still at the core of run ning a
busi ness. With out a so lu tion to a crit i cal prob lem for cus tomers
who have a bud get, you're not run ning a busi ness. That's a char ity
project at best. Peo ple pay for so lu tions to their prob lems. But that
doesn't nec es sar ily need to be a clas si cal prod uct.

Build ing a so lu tion is one thing, but build ing a com mu nity for
peo ple to solve their prob lems them selves is an other.  An drew
Hod son, an auto-me chanic turned self-taught tech en tre pre neur,
turned his in sight into the pet and live stock haul ing in dus try into
a mar ket place called Haul ing Bud dies. Be fore he went and built
the prod uct, he did some thing equally im pres sive: he started with
a few Face book groups. Cre ated by a fam ily mem ber who did a
lot of horse haul ing over the week ends, one par tic u lar group con- 
nected and matched horse own ers and an i mal haulers group.

Here is where An drew ini tially learned the ropes of ad min is- 
trat ing a prob lem-driven com mu nity. Since that Face book group
grew to five fig ures in size, he could lever age his ex pe ri ence and
joined sim i lar groups, where he quickly be came ei ther the group
owner or an ad min is tra tor. Over time, An drew took over the reins
of half a dozen such groups and learned ev ery thing he needed to
know about the real prob lems felt by those very real peo ple —
and an i mals. Even tu ally, the Face book-based mix ing and match- 

https://links.embeddedentrepreneur.com/andrew-hodson
https://links.embeddedentrepreneur.com/hauling-buddies
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ing mo ti vated him to build a ded i cated mar ket place, and Haul ing
Bud dies was born.

An drew still uses these groups as lead fun nels into his mar ket- 
place prod uct. In fact, he found that haul ing busi nesses made for
won der ful group ad min is tra tors due to their in dus try knowl edge
and busi ness sense. He es sen tially turned a bunch of Face book
groups into a self-mod er at ing busi ness em pire that drives qual ity
leads to haulers who are in volved in their com mu nity. Talk about
em pow er ment.

Am pli fi ca tion is En cour age ment

One of the rea sons why shar ing other peo ple's sto ries and con- 
nect ing them is so pow er ful is that you will strengthen their re- 
solve ev ery time you am plify their mes sages. Ev ery time you con- 
nect an ea ger per son with a big ger au di ence, their cause is val i dat-
ed, and they will feel en cour aged to con tinue on their jour ney.

Con fi dence is one of the big gest gifts you can give to your
com mu nity. Many peo ple strug gle, and it takes them a lot of
courage to reach out to their com mu nity. You'll be lift ing them up
by am pli fy ing their con tent, and it won't cost you any thing at all.

There is a dark side to a com mu nity where ev ery body is con- 
stantly en cour ag ing each other in their be liefs: it cre ates echo
cham bers. Now, this doesn't al ways have to cre ate im pen e tra ble
fil ter bub bles that com pletely iso late com mu nity mem bers from
al ter na tive view points. Still, there is al ways a chance that po ten- 
tially use ful ideas and con cepts might be ig nored just be cause
they are new.

So what can you do? I rec om mend do ing the ex act same things
you'd do in your busi ness: cre ate an at mos phere of pos i tiv ity
while trans fer ring knowl edge and in sights across com mu ni ties.
Par tic u larly when you have ex pe ri ence in mul ti ple in dus tries, you
can lever age that knowl edge to in fuse the on go ing dis cus sion
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with anec dotes and learn ings that bring in al ter na tive view points
to chal lenge vi cious cir cle ar gu ments.

Blind en cour age ment is also not very fruit ful. If you see
founders strug gling be cause they are do ing some thing that — at
least to me — seems ob vi ously wrong and de struc tive, I usu ally
reach out to them in a pri vate mes sage be fore I en gage with their
con tent. I try to un der stand more about their sit u a tion so that I
can give pub lic ad vice that is pro duc tive, re spect ful, and will be
both an en cour age ment for the per son who wrote the orig i nal
mes sage and for peo ple who are in sim i lar sit u a tions.

Em pow er ment comes in many shapes. I want to end this chap- 
ter with a few ideas that will help you find your own unique way
of en cour ag ing and sup port ing other com mu nity mem bers:

Share in sight ful tweets by in flu en tial thinkers in your
space.
Share ar ti cles that you have found on the web that your
fol low ers can learn from.
Help some one find beta testers for their pro to types.
Con nect some one with an ex pert that can solve their
ques tion.
Show some one an ex am ple of what they are look ing for.
Cel e brate some one's suc cess with them.
En cour age some one who failed at some thing.
Ex pose some one to a dif fer ent per spec tive or ap proach
that they're not yet aware of.
In spire some one to take the plunge/to go ahead with
some thing that they are dread ing.
Re as sure some one that the com mu nity has got their
back and will sup port them.
In clude some one in the con ver sa tion who should be
part of it.
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Give some one more reach be cause they are just start ing
out but have im por tant con tri bu tions.
Ex pose some one who hasn't yet found their com mu nity
to your au di ence.
Help peo ple deal with emo tional stress by pro vid ing an
out let and show ing how shared their pain is.
Val i date some one's work by en cour ag ing them to make
more of it.

This list could go on for ever — and it should for you. What- 
ever you can think of that might lift up other peo ple, do it reg u lar-
ly. Be the com mu nity mem ber you want the oth ers to be.
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VALU ABLE CON TENT

Now that we've looked into En gage ment and Em pow er ment, let's
dive into the third pil lar of au di ence growth. Pro duc ing valu able
con tent is the most re li able way to be come a rep utable pro fes sion-
al. Af ter all, if you have help ful things to say that pos i tively im- 
pact the lives of those who lis ten to you, that makes you the do- 
main ex pert you set out to be. Let's find out what steps you can
take to get there. We'll start by dis sect ing the term "valu able con- 
tent."

What's Con tent?

The most im por tant thing to un der stand about con tent is that it
can take many shapes. I used to think that cre at ing con tent meant
"writ ing an ar ti cle," but that's a very nar row def i ni tion. In fact, it is
a lim it ing def i ni tion be cause it se verely re stricts your imag i na tion.

A quote can be con tent. Ask ing the right ques tion at the right
time can in spire peo ple to re con sider long-held be liefs: def i nitely
con tent. In fact, the mere act of ask ing is con tent, re gard less of the
ques tion it self. Hav ing a con ver sa tion with an ex pert on a sub ject
you know very much or very lit tle about is a spec ta cle in the best
sense of the word: peo ple love to see it, as they can learn some- 
thing about them selves, you, the ex pert, and the sub ject mat ter in
the process. Shar ing an ar ti cle you wrote: clearly a piece of con- 
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tent-cre ation as well as an act of con, just like ask ing a ques tion.
But so is show ing a screen shot of how many peo ple that ar ti cle at- 
tracted to your blog.

The best and most en com pass ing def i ni tion of "con tent" that I
could find is "in for ma tion made avail able" — and I be lieve that is
a pretty in sight ful def i ni tion. Not only do you need in for ma tion,
but you need to make it avail able for some one to con sume. And
that brings us to the other part of "valu able con tent."

What is Value?

For most of us, things that we con sider valu able are things that
are use ful to us, in one way or an other. Hav ing some thing of val-
ue means re ceiv ing some sort of ben e fit. That can be mon e tary
gain, peace of mind, en joy ment, stim u la tion, seren ity, con nec tion,
and much more. In essence, value is a form of gain.

For con tent to be valu able to your au di ence, some one other
than your self needs to gain some thing from it. If you can teach
some one some thing or make them feel bet ter about them selves
with some thing that you posted on Twit ter, con grat u la tions are in
or der: you have just cre ated valu able con tent.

This is all there is to con tent. It doesn't have to be half a book
of text. A well-timed emoji, a funny meme, or an en cour ag ing
"You got this!" is all you need. Of course, since value is some thing
mea sur able, some con tent will be more valu able than the other.
That doesn't mean you should skip the small stuff: you're not a
con tent ma chine, and you’d bet ter stay away from ap pear ing to
be one.

Avoid ing Con tent Over flow

Be ware of be com ing a con tent spam mer. The ideas in tro duced in
this chap ter will give you many ideas, and you might want to try
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all of them at once. Pace your self. Con sider what re leas ing a new
piece of con tent 12 times a day will do to your fol low ers' ac tiv ity
streams. While they fol low you for your in sights, they also fol low
other peo ple for the same rea sons. They surely wouldn't want you
to spam their time line.

The best way to fig ure out how much con tent you should be
post ing is to fig ure out how much a few no table peo ple in your
com mu nity are tweet ing on any given day and take the av er age.
Try to aim for that num ber, maybe a bit less. The idea is to stay
within the amount of con tent peo ple have come to ex pect in their
com mu nity. Be a team player, and don't hog the ac tiv ity stream.
Tools like So cial Blade will help you find these num bers.

Cre ation vs Cu ra tion

Your au di ence isn't the only one at risk of be ing over whelmed.
Cre at ing con tent might seem like an im pos si ble en deavor, par tic u- 

https://links.embeddedentrepreneur.com/socialblade
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larly when you're just start ing out. Ev ery one else is so skilled at
writ ing en gag ing tweets and ar ti cles, how are you sup posed to
com pete with such ex pe ri enced cre ators? They write these things
as if it was noth ing, but you've been sit ting there edit ing a sin gle
en gage ment tweet for 12 min utes and you’re still un happy with it.

Fear not! There is a path to wards be com ing an ex pe ri enced
cre ator, and it does not ex clu sively in volve cre at ing bad things un- 
til you cre ate good things. While this will need to hap pen, too,
you can learn the ropes of cre ation by start ing with a fo cus on cu- 
ra tion.

Find ing in ter est ing things that oth ers have cre ated and pre- 
sent ing them to an in ter ested au di ence is all around us. Mu se ums,
Spo tify playlists, art ex hibits, li braries, even Twit ter it self: all of
these places and ser vices show you things that other peo ple have
done, and that you might like.

I men tioned this ear lier: con tent that no one gets to see can't be
valu able. Cre ation with out cu ra tion is a hol low act. Con sider that
when ever you share some one else's work, in a list of re sources or
as a rec om men da tion, you're serv ing both them and your au di- 
ence by con nect ing thoughts, ideas, con cepts, and peo ple who
might not have found each other if it wasn't for your cu ra tive ef- 
forts.

Cre ation is a hand ful of pol ished and cut gem stones, and cu ra- 
tion brings them to gether in a finely crafted set ting — and jew elry
emerges. The world needs both con tent and cu ra tion, and it will
be eas ier to get started on your path to cre at ing beau ti ful con tent
by cu rat ing it. If you want to be like the best, you have to have
seen their work. Cu ra tion will al low for that.

The re main der of this book will in tro duce all kinds of con tent.
Each of them can be a cre ative or a cu ra tive ef fort. Both are fine,
and they will all res onate with your au di ence. You de cide.
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Many Kinds of Con tent

I have found that dif fer ent com mu ni ties pre fer and re ward many
kinds of con tent quite dif fer ently. What mat ters most is that what- 
ever you do, you con trib ute to the com mu nity in some way. Even
when you are ad ver tis ing your prod ucts — and we'll get to that
par tic u lar kind of con tent later — make sure they al low your fel- 
low com mu nity mem bers to ben e fit from your mes sage.

That said, here are a few in ter est ing con tent ideas for your au- 
di ence-build ing ef forts. When ever you need some in spi ra tion,
con sult this list and see how you can ei ther cre ate or cu rate some- 
thing valu able for your au di ence.

The In sight

Cre at ing the most ba sic piece of con tent in volves you writ ing
about some thing you know. That con tent should be in sight ful, ac- 
tion able, and un der stand able. Here's a great ex am ple by Atomic
Habits au thor James Clear:

https://links.embeddedentrepreneur.com/atomic-habits
https://links.embeddedentrepreneur.com/james-clear
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Quite the in sight, isn't it? Ex perts talk ing about the things they
un der stand best is one of the main rea sons why peo ple fol low
them. Most of the time, in sight ful con tent is dense and quotable.
Some Twit ter ac counts, un sur pris ingly those of writ ers, are par tic- 
u larly good at com ing up with short mes sages that pack a lot of
wis dom in just a few char ac ters.

Here's an other one, by writ ing ed u ca tor David Perell:

https://links.embeddedentrepreneur.com/tweet-insight
https://links.embeddedentrepreneur.com/david-perell
https://links.embeddedentrepreneur.com/tweet-insight-david-perell
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It will take you a good while to come up with re ally well-
phrased in sights. That's why you should start by just shar ing
what you know and trust that, over time, you'll re fine your writ- 
ing skills. What mat ters is that you share, not that it's per fectly
phrased.

Here are a few things to con sider when craft ing in sight ful
tweets:

Make them quotable. The shorter the mes sage, the bet -
ter.
Be dis tinc tive. Add your own voice to the tweet. When
in doubt, ask your self: "Would a face less cor po ra tion
tweet this?" If so, add more per son al ity.
Talk to peo ple, not at them. It's of ten a thin line, but no -
body wants to hear a lec ture. Be con ver sa tional in your
tone.
Avoid com mon places. If the thing you're about to say
has been said 40 times to day al ready, you might want to
find some thing more ex cit ing. At the same time, con -
sider that not ev ery one is at the same place on their
learn ing jour ney. Some thing that might sound ob vi ous
to you might be mean ing ful in for ma tion to them. Strike
a bal ance, which is best done by ob serv ing how in flu en -
tial thinkers in the niche ap proach this.
Use im aged in stead of words. If you need more text
than 280 char ac ters (but don't want to use mul ti ple
tweets). A well-de signed im age also al lows you to de -
sign the lay out of your mes sage. Just be sure to take ac -
ces si bil ity1 into con sid er a tion.
Cool it on the hash tags. One or two are more than
enough. I per son ally only use them when they re late to
a time-sen si tive mat ter like a so cial move ment or an in-
group event like #Build In Pub lic.

https://links.embeddedentrepreneur.com/twitter-accessibility
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Use clear, fa mil iar, and at trac tive lan guage. Teach
your self to write good copy us ing pos i tive power
words2 and the jar gon of your niche au di ence.
Use well-de signed im ages. Peo ple ex pect high-qual ity
im ages that are rel e vant to their in ter ests.

It should go with out say ing that re ply ing to some one who en- 
gages with your tweet is ex tremely pow er ful. With such a re ply,
you val i date and grow your re la tion ship with the per son who re- 
sponded. At the same time, your con tent sees more en gage ment,
mak ing it vis i ble to a larger au di ence. If you don't know what to
say, just thank them for their re sponse. That's all it takes.

The Thread

Just as much as some peo ple love short, in sight ful mes sages, oth- 
ers re ally ap pre ci ate very long, in sight ful mes sages. Some Twit ter
ac counts are known for lengthy Twit ter threads, while oth ers re- 
strict them selves to short sin gle-tweet in sights. And, of course,
you can mix and match.

There are two ap proaches to the tweet thread. Ei ther you write
a longer piece of text and split it into in di vid ual tweets, or you cu- 
rate a list of in ter est ing re sources in the shape of a thread.

Let's look at a cre ation-cen tric Twit ter thread (or at least a part
of it):

https://links.embeddedentrepreneur.com/power-words
https://links.embeddedentrepreneur.com/tweet-thread-kp
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KP, a strong pro po nent of the Build in Pub lic move ment,
shares 10 in sight ful thoughts in one mes sage. It's a col lec tion of
con nected pieces of ad vice. The Twit ter thread is the per fect way
of shar ing all these mes sages in one co he sive unit. The first tweet
is par tic u larly well-crafted: KP prom ises 10 in sights, tells you
some thing sur pris ing about them, and tells you the value of read- 
ing fur ther along his thread.

While in di vid ual tweets might get a lot of en gage ment, in- 
sight ful threads are su per charged en gage ment mag nets. Here are
a few tips that will help you cre ate well-per form ing threads:

The first tweet is an an chor. If you can get peo ple to en -
gage with this tweet, they will pull the other tweets
along. Your first tweet needs to be cap ti vat ing. Lead
with a prom ise, sur prise your read ers, and they will
read the whole thing.
The last tweet is the launch pad. Here, add any links or
call-to-ac tion items that you want a reader who en joyed
your piece to act on. Con sider that if some one just read
your 20-tweet be he moth, they loaded up on a lot of
value and might be ready to re cip ro cate right there and
then. Al low them to do so. Ask them to visit your blog,
sign up for your email list, or check out your eBook
there.
Cre ate a no tice able pace be tween those two
tweets. Keep read ers en gaged, ei ther through sus pense
or — bet ter yet — con sis tently high qual ity.
You can eas ily res ur rect threads by adding more
tweets to them. I did that quite suc cess fully with
my Zero to Sold book launch thread. For many months, I
added sales fig ure tweets and screen shots, con stantly
bring ing the thread back onto peo ple's time lines.

https://links.embeddedentrepreneur.com/kp
https://links.embeddedentrepreneur.com/zero-to-sold-launch-thread
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One idea per tweet. This keeps the whole thread more
read able and also al lows for in di vid ual tweets to be
quoted and shared.

Threads are par tic u larly use ful for these kinds of con tent:

step-by-step tu to ri als
longer sus pense ful nar ra tives like a par tic u lar ex pe ri -
ence, jour ney, or sit u a tion
a list of best prac tices you have learned

Adding num bers (like KP is do ing in the thread above) is op- 
tional. While it's use ful to know how many more tweets are com- 
ing, peo ple will only con tinue read ing if the con tent is en gag ing.
Fo cus on mak ing ev ery sin gle tweet so good that your fol low ers
want to read the next one.

There is an other very at trac tive kind of thread: the cu rated
thread. This kind of long-form tweet is less of an es say and more
of a mag a zine ar ti cle with many vis ual com po nents. Con sist ing of
many posts of pic tures or links’, this cu rated thread is a col lec tion
of re sources and nar ra tives that of ten en cour age the reader to
chase in ter est ing con tent to other blogs and web sites.

Here is an ex am ple by Sunil Ku mar, shar ing his learn ings from
the course pur chases he made in a year:

https://links.embeddedentrepreneur.com/sunil
https://links.embeddedentrepreneur.com/twitter-thread-sunil
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In his first tweet, Sunil sets up the ex pec ta tion for a long list of
links and in sights. He prom ises to list only the best, which is
vague enough to kin dle the in ter est of those peo ple that only find
a few of the top ics he hints at in ter est ing.

In his fi nal tweet, he also asks for peo ple to retweet it to reach
more peo ple. While beg ging for fol low ers is usu ally frowned

https://links.embeddedentrepreneur.com/twitter-thread-sunil
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upon, ask ing for a retweet is a com mon prac tice. Ask, and you
shall re ceive.

When you write cu rated threads, try not to over whelm peo ple
with op tions. There are thou sands of in ter est ing links you could
share, but a reader's cog ni tive ca pac ity sharply de clines af ter a
few in ter est ing re sources. You don't want to lose your reader mid-
thread, so keep it man age able. Com pared to in sight threads, there
of ten isn't a buildup of sus pense be cause there is no nar ra tive
struc ture. You can rem edy this by in ter ject ing a few tweets be- 
tween re sources in which you build up such a story: share your
thoughts on the links in the thread right be fore or af ter the tweet
that con tains the link.

The Quote

An other win ning way of cre at ing con tent is to share a quote. This
can be con sid ered cu rated in sight from out side the so cial me dia
plat form on which you op er ate. Here is Ryan Hol i day  shar ing a
Pir sig quote:

https://links.embeddedentrepreneur.com/ryan-holiday
https://links.embeddedentrepreneur.com/tweet-quote-ryan-holiday
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It's short, it's im pact ful, and Ryan re ceives the full en gage ment
for some thing some one else wrote. At tri bu tion is the one thing
that ev ery quote should have. If you act like the in sight is yours,
some one will point it out, and you will be in trou ble. If you make
it very clear that you are quot ing, peo ple will ap pre ci ate this, as
this al lows them to learn more about the orig i nal au thor of the
quote as well.

You can also share your thoughts on the quote, but I rec om- 
mend do ing this in re ply to the tweet. A stand alone quote is of ten
com pelling and will cause peo ple to share it be cause of the clar ity
and brevity it rep re sents.

The Ob ser va tion

This is the on-plat form ver sion of a quote: di rectly quote-tweet ing
an in sight with com men tary.

It's a value dou ble pack: not only do your fol low ers get to see
the in sight ful con tent by the per son you are retweet ing, but they
also gain value from your in sight ful com men tary. 

That means that you will need to have some thing mean ing ful
to add. The bare min i mum is an ac knowl edg ment of the value of
the state ment you're quot ing, as Cam Thomas is do ing here:

https://links.embeddedentrepreneur.com/cam-thomas
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In his quote tweet, Cam con denses his ex pe ri ences with
wealthy peo ple into a sin gle pow er ful state ment. Short, it self very
quotable, and to the point.

Here is Jimmy Daly, high light ing a par tic u lar re ply by Fadeke
Adeg buyi:

https://links.embeddedentrepreneur.com/tweet-insight-cam-thomas
https://links.embeddedentrepreneur.com/jimmy-daly
https://links.embeddedentrepreneur.com/fadeke-adegbuyi


THE EMBEDDED ENTREPRENEUR BY ARVID KAHL VALUABLE CONTENT

220

Con tex tu al iz ing an other per son's tweet is a way to add value,
too. It in vites en gage ment and shows that you don't just have an
opin ion, but you have the ex pe ri ence to back it up. This is gen er- 
ally a good idea for con tent: pro vid ing con text for in for ma tion in
a sea of iso lated voices. Do ing this will help your com mu nity a
lot, and it will show how con cerned you are with mak ing it a bet- 
ter and more co he sive place for peo ple to in ter act.

The Ques tion

While teach ing peo ple by shar ing unique in sights and re sources is
a great way to es tab lish your per sonal brand as a do main ex pert,
you can al ways cre ate an op por tu nity for peo ple to learn from
each other. Ask ing a ques tion starts such a con ver sa tion, as invit- 

https://links.embeddedentrepreneur.com/tweet-insight-jimmy-daly
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ing your fol low ers to share their knowl edge can cre ate amaz ing
learn ing ex pe ri ences.

This sim ple ques tion about mu sic pref er ences while build ing
soft ware net ted  Maxi Con tieri, a soft ware en gi neer, a lot of en- 
gage ment. Hun dreds of peo ple replied, and an an i mated dis cus- 
sion about the ben e fits of cer tain kinds of mu sic en sued. Friend- 
ships were forged, playlist links were ex changed, and schol arly
de bates were held about how mu sic im pacts our code qual ity, all
from one ques tion.

If you want to cre ate con tent with a ques tion, con sider this:

Spe cific ques tions will re sult in re duced en gage ment
but likely higher-qual ity an swers. If you ask a ques -
tion that only an ex pert can an swer, the num ber of peo -
ple who will en gage di rectly with the post will be lower,
but the re sults will be re mark able once they do. Word -
ing a ques tion in such a way that ex perts can't re sist re -

https://links.embeddedentrepreneur.com/tweet-question
https://links.embeddedentrepreneur.com/maxi-contieri
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ply ing is a skill you will de velop over time. Just keep
ask ing.
If you are look ing for a gen eral re sponse, make sure
that you ask a gen eral ques tion.
Make your ques tion spe cific by giv ing peo ple an idea
of what an swers you’re ex pect ing. "What tac tics do you
use to in crease your email signup con ver sion rate?" is much
clearer than "How do you get more fol low ers?"

Here are spe cific kinds of replies to ask for:

Tac ti cal ad vice about pro fes sional top ics: "How do you
make sure you al ways send your free lanc ing in voices on
time?"
Anec dotes that some one has for a par tic u lar is -
sue: "Have you ever of fered a yearly plan in your SaaS? How
did that go?"
Rec om men da tions: "What tools do you use to edit your
pod cast episodes?"
Al ter na tives: "Be sides us ing Google Sheets, how can I best
keep track of my stock mar ket in vest ments?"
De ci sions: "Is it a good idea to learn Python if I want to go
into Ma chine Learn ing?"
Re sources: "I can't seem to find a good guide on au di ence-
build ing. Any idea if some one is writ ing a book on that is -
sue?"
Peo ple to fol low: "I've just joined the Mar ket ing Twit ter
com mu nity. Who should I fol low?"
Opin ions: "What do you think of the prob lems with pri vacy
in ad ver tis ing?" — but be care ful with those ques tions.
They can of ten in vite con tro versy and heav ily po lar ized
con ver sa tions that you might not want to have your
name at tached to. 
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Ques tions are best used in con junc tion with other types of con- 
tent. A ques tion plus an in fo graphic and a quick how-to tu to rial
can serve as a con tent base for you to build a thread around. You
can also use ques tions within longer threads by in clud ing a "How
do you feel about this?"  tweet at the end that in vites reader com- 
ments and en gage ment.

A ques tion in vites re sponses. A state ment in vites a nod. That
might sound like the more you ask, the more en gage ment you will
get. But that's a false as sump tion. You want a bal ance here. Just
ask ing ques tions all the time makes your ac count less in ter est ing
to fol low. It's the same for just post ing quotes or just post ing vi su- 
als: peo ple want va ri ety. As a well-rounded per son, your con tent
should be equally var ied.

The Link

Most so cial me dia plat forms try to keep their users en gaged with-
in the plat form. That also means that any thing that might cause a
user to go some where else could be con sid ered ad ver sar ial con- 
tent. This seems to be the case on LinkedIn in par tic u lar, where
the ac tiv ity-feed al go rithms pe nal ize posts with ex ter nal links.
Luck ily, Twit ter is the per fect place to post ex ter nal links — even
though there is some de bate about whether it should be done in
the first tweet or in a re ply. I pre fer to risk a small penalty to my
reach if a link in creases the po ten tial en gage ment with the tweet,
in any case.

Tweets that in clude links are most of ten used to get peo ple
into ex ter nal fun nels: here is  Alex Llull  shar ing a blog post he
wrote. He hints at the con tents of the post, makes it sound ex cit ing
to read, and then adds the link to his per sonal blog, where peo ple
can read the whole post and learn about the pro fes sional ser vices
he has to of fer.

https://links.embeddedentrepreneur.com/alex-llull
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While this might seem self-pro mo tional, it only is to a cer tain
de gree. The blog post in vites com mu nity dis cus sion and is not
aimed at sell ing any thing. In fact, Alex's writ ing shows how much
he cares about the com mu nity he's in, and shar ing the post with

https://links.embeddedentrepreneur.com/tweet-link-alex-llull
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its mem bers will el e vate him as both an ex pert and a com mu nity
en abler.

But you don't just have to share your off-plat form con tent.
Any in for ma tive and in ter est ing dis cov er ies from the web will do.
Here's a par tic u larly well-per form ing link tweet of mine:

I re mem ber how this one hap pened. I found this link be ing
dis cussed on a de vel oper fo rum and quickly tweeted it out with a
short de scrip tion. The soft ware en gi neers in my au di ence picked
it up, and it went slightly "vi ral." 

I don't be lieve you can mag i cally con jure up vi ral tweets. Who
picks up your tweets is the one thing you can't ever con trol. You

https://links.embeddedentrepreneur.com/tweet-link-viral
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can in crease the op por tu nity sur face by shar ing in ter est ing things
first and in an eas ily share able form, though. 

When you share links, make sure you in clude the fol low ing in
your tweet:

A sum mary of what the reader can ex pect to find —
and why that is in ter est ing.
A warn ing about po ten tially an noy ing parts of the
linked re source: pay walls, pop ups, track ers.
At tri bu tion to where you found the link if that is in the
in ter est of that party. It's never wrong to give credit
when you op er ate un der the abun dance mind set.
If needed, an in di ca tion that the re source you share
might not be safe for work.
An in di ca tion of read ing time if it ex ceeds a few min -
utes. If you're shar ing a long ar ti cle, give peo ple the
chance to save it for later when they have time.
Link di rectly to the re source you want to talk about.
Don't make peo ple sign up for stuff or go through a 10-
step or deal to get to what you want them to see.

You won't be able to build an au di ence on links alone, but they
can be a valu able in-be tween kind of con tent. I rec om mend sav ing
any in ter est ing link you come across in a spread sheet or some- 
thing like a No tion ta ble. When the time comes to share some- 
thing with your au di ence, you'll have a reser voir of thought-pro- 
vok ing links at the ready.

The most im por tant thing is that your links are use ful. No mat- 
ter if they are point ing to your own off-plat form con tent or some- 
one else's work, con sider that they have to be valu able to your au- 
di ence. If some one clicks your link and feels you wasted their
time, they will tell you — and ev ery one watch ing — in pub lic. If
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you won der if any given link is worth post ing or not, it prob a bly
isn't. 

The Progress Up date

Let's get a bit more per sonal. So far, I have in tro duced a lot of con- 
tent that can be con sid ered "ev er green." A good quote or a link to
a time less re source can be posted at any point and get some good
en gage ment. But that makes them quite in ter change able. If you
want to cre ate con tent that is uniquely yours, con sider shar ing
what you are work ing on, what you're learn ing, and where you’re
strug gling. 

This is very easy when you com mit to build ing in pub lic.
You'll want to post about your progress reg u larly, and a progress
up date will come nat u rally. Check out this up date by  Matthias
Bohlen of Get The Au di ence:

https://links.embeddedentrepreneur.com/matthias-bohlen
https://links.embeddedentrepreneur.com/get-the-audience
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Matthias keeps a daily tally of the pri mary met rics of his prod- 
uct and the busi ness. You can see pretty clearly from the re sponse
to this par tic u lar up date that peo ple are in ter ested in see ing such
data ap pear ing on their feeds on a reg u lar ba sis.

An up date can be a lot of things:

a mile stone reached
a cel e bra tion of a par tic u lar suc cess
an ex pla na tion of a par tic u lar choice and its im pact
a fail ure and how it hap pened
a strate gic shift in how you ap proach your busi ness

https://links.embeddedentrepreneur.com/tweet-progress-update
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a shower thought that led you to cre ate a par tic u lar fea -
ture or piece of con tent

If you had a big an nounce ment post about your in ten tion to
build in pub lic, you can al ways at tach or share your progress up- 
date tweet within that thread. This will keep peo ple in formed of
your cur rent ac tiv i ties and the con text in which they are un der- 
taken.

The Vi su al iza tion

How about we ex plore an other medium? In stead of con vey ing
your in sight with text, you try to add value with vi su al iza tion?

Here is  Craig Burgess, an ex pe ri enced de signer and a vis ual
com mu ni ca tion ex pert, talk ing about clar ity — and vi su al iz ing it
in an im me di ately ac ces si ble way.

https://links.embeddedentrepreneur.com/craig-burgess
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The won der ful thing about tweet-sized in sights is that they
lend them selves to vis ual rein ter pre ta tion. Vi su al iz ing value —
also the name of a  pop u lar vis ual de sign and en trepreneur ship
course — is a great way to share in sights that cap ture peo ple's at- 
ten tion. Af ter all, Twit ter users see text tweets all day, and it takes
a while for our brain to parse and un der stand the text. An im age,
how ever, is al most im me di ately un der stood and will cause us to
stop and en gage. Vis ual con tent is quite lit er ally eye-catch ing.

Vi su al iz ing some one else's in sight is a ver i ta ble way of adding
value to your com mu nity's on go ing con ver sa tions. Some peo ple
may not have truly un der stood a con cept un til they see it vi su al- 
ized. The ef fort you put into learn ing how to make vi su al iza tions

https://links.embeddedentrepreneur.com/tweet-visual
https://links.embeddedentrepreneur.com/visualize-value
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will be ab so lutely worth it and show progress right here in your
au di ence-build ing re sults as well as your mar ket ing and sales ap- 
proaches with your busi ness.

Re fram ing ideas isn't lim ited to icono graphic sim pli fi ca tion,
how ever. The spec trum of vis ual me dia is huge, and since ev ery- 
one learns things in dif fer ent ways, many vis ual ex pla na tion ap- 
proaches have a place on Twit ter.

Alex Paval  took a blog post I wrote and cre ated a stun ning
mind-map.

As it hap pens, Alex has been mak ing mind-maps for many
years but never shared them with any one, think ing they were
noth ing spe cial. It turns out that peo ple love them, and Alex has

https://links.embeddedentrepreneur.com/alex-paval
https://links.embeddedentrepreneur.com/tweet-mind-map
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found his niche as a pro lific mind-map per. This is us ing your un- 
fair ad van tage to build a per sonal brand.

Here are a few ideas and con cepts to ex plore:

Cre ate line and bar charts to vi su al ize time se ries.
Show de ci sion trees and flow charts to ex plain a com pli -
cated log i cal process.
Vi su al ize de pen den cies and con nec tions in Venn di a -
grams and net work graphs.
Use vis ual metaphors and iconog ra phy.

I re ally rec om mend learn ing more about vis ual com mu ni ca- 
tion. While not ev ery one is a de signer, we can all ben e fit from ex- 
press ing our knowl edge in a mul ti tude of ways.

The Shoutout

So far, we have looked at in sights and how we can com mu ni cate
them to our au di ence. This is the en gage ment-fo cused side of con- 
tent cre ation. But there is an em pow er ment-fo cused side as well,
and that one can be equally use ful for build ing an au di ence.

In stead of talk ing about a par tic u lar in sight, how about you
talk about some one in your com mu nity? Let's look at Atray
Agrawal, giv ing Janel a well-de served shoutout for be ing an in- 
spi ra tional founder.

https://links.embeddedentrepreneur.com/atray-agrawal
https://links.embeddedentrepreneur.com/janel
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A shoutout tweet can be a quote tweet, a thread, or any thing
else. It's not the form but the in ten tion that makes it a shoutout:
the goal is to high light a fel low com mu nity mem ber for their con- 
tri bu tions. You can ex pose your au di ence to a new and in ter est ing
per son to fol low, en abling your au di ence to check out their work
and see how much they’re con tribut ing to mak ing the com mu nity
a bet ter place to be.

This rep u ta tional gain will al ways — in part — come back to
you. By con nect ing your au di ence with peo ple from whom they
can learn, you be come an in te gral part of their jour ney. This is an
act of con nec tion and kind ness that peo ple won't for get.

https://links.embeddedentrepreneur.com/tweet-shoutout
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The per son who will re mem ber it the most is the per son you
gave the shoutout to. No mat ter if you in tro duce them to an au di- 
ence of a few dozen peo ple or sev eral thou sand, you're giv ing
them some thing in cred i bly mean ing ful: be lief cap i tal. They will
feel that you trust them and their work enough to ex pose them to
a big ger au di ence. Since trust is hard to earn, they will un der stand
your shoutout as some thing uniquely mean ing ful.

Shout ing out a per son on a pub lic plat form is a sure fire way to
in crease their op por tu nity sur face. I have seen this over and over
again: a per son gets in tro duced to a new au di ence, and some one
from within that new au di ence cre ates an op por tu nity for them: a
sale, a part ner ship, or a new project. With a sin gle tweet, a new
path emerged, and a new ad ven ture be gan. Can you imag ine any
bet ter way to add value to some one's en tre pre neur ial jour ney
than to gift them with more op por tu ni ties?

It is great to let other au thors know that you en joyed their
work. This will en cour age them to de liver their con tent reg u larly,
and it'll give them pub lic recog ni tion for what they al ready have
cre ated and shared. No mat ter if peo ple are al ready big shots in
their in dus tries or un der dogs set ting out on their jour ney, I love to
cel e brate oth ers for what they cre ate.

There is a vari ant of the shoutout: in tro duc ing a new mem ber
to the com mu nity. This is par tic u larly pow er ful once you have al- 
ready built a siz able au di ence for your self. You'll be able to get
some one started with out hav ing to painfully find their first few
fol low ers, and you can be very sure they'll re mem ber this act for- 
ever.

You're also al lowed to shout out peo ple who shouted you out.
So cial proof is not just tes ti mo ni als: it's about peo ple talk ing about
you and your work or gan i cally. Point ing this out to your com mu- 
nity is a vi able way of lever ag ing so cial proof in the wild for your
per sonal brand-build ing ben e fits.
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This is also true for "earned me dia" out side of Twit ter: any in- 
ter view, re port ing, and ar ti cles writ ten about you and your work.
Your fol low ers love to see you be ing cel e brated out side of your
com mu nity, as it both el e vates you and re as sures them of your ex- 
per tise and im por tance. They'll gladly share out side per spec tives,
both within your com mu nity and be yond.

The Fol lower List

You can shout out peo ple at scale, too. Start ing a con ver sa tion
about the best ac counts to fol low in your niche is a great way of
cre at ing en gag ing con tent, as it usu ally in vites re sponses with fur- 
ther rec om men da tions, just like for Fran Cress well's list of sus tain- 
able liv ing ac counts:

https://links.embeddedentrepreneur.com/fran-cresswell
https://links.embeddedentrepreneur.com/tweet-follower-list
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Fran does some thing ex traor di nar ily well: she in vites her au di- 
ence to rec om mend fur ther ac counts. This ask in vites en gage ment
and al lows peo ple to share their own lists that they might oth er- 
wise keep to them selves.

Peo ple love be ing on shoutout lists. It’s a sta tus gain, rep u ta- 
tion by prox im ity with other im por tant names on that list, and
cre ates the gen eral feel ing of be ing seen.

While this kind of con tent is won der ful for the com mu nity, it
also will be ex tremely use ful for your au di ence-build ing ac tiv i ties:
the ac counts that oth ers rec om mend are likely highly ac tive con- 
trib u tors to the com mu nity. Fol low ing them and build ing re la tion- 
ships with those in flu en tial peo ple will fur ther ac cel er ate your
growth as an ex pert and a con nec tor within your com mu nity.

Don’t overuse this par tic u lar kind of con tent. If all you post is
lists of other ac counts, how mean ing ful is your over all con tri bu- 
tion? Lists alone won’t build your brand.

The Re port

Af ter look ing at in sights and peo ple, let's take a look at events.
Many ex cit ing things hap pen in any com mu nity. Con fer ences, ex- 
pert pan els, mee tups, or we bi nars all at tract ex perts and learn ers
alike. Shar ing your take aways from such events is very en gag ing
con tent: you're cre at ing a per ma nent record of learn ing from a
one-time event that — mainly if it wasn't recorded in full — won't
ever hap pen the same way again.

Af ter tak ing part in an  In ter in tel lect Sa lon,  Mind
Apivessa shared her learn ings, ac com pa nied by thought ful vi su al- 
iza tions, in a thread:

https://links.embeddedentrepreneur.com/inter-intellect
https://links.embeddedentrepreneur.com/mind-apivessa
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Be sides the invit ing graphic, the thread it self con tains a
tremen dous amount of in sight into the event: what ques tions

https://links.embeddedentrepreneur.com/tweet-report
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were asked, what an swers were found, and how it all fits to gether.
There are a few things about shar ing event re ports:

They cre ate a con densed record of the event with all
the ma jor learn ings.
They al low for new and cu ri ous com mu nity mem bers
to find the mo ti va tion to join the next event.
They can con nect the peo ple who were guests at the
event with the larger com mu nity.
They put the event on the map for po ten tial guest
speak ers look ing for op por tu ni ties.

If you're a reg u lar at a meetup or an other re cur ring event, you
can con sider cre at ing this con tent on a reg u lar ba sis. As the ar- 
chiv ist of such events, you will gain recog ni tion within both the
in-group and the larger com mu nity for bridg ing the pres ence gap
for those who couldn't at tend.

The Poll

Peo ple love to vote for stuff. They also love see ing how other peo- 
ple vote for stuff. A Twit ter poll is a great tool to get mas sive en- 
gage ment from your au di ence. While it's run ning, it keeps peo ple
ex cited about the po ten tial out come. Af ter it's done, it can cre ate a
whole new dis cus sion about the data points that can be in ferred
from the poll out come.

When Bruno Raljic asked his au di ence about their link-click ing
be hav ior, he only of fered the bi nary choice of Yes or No:

https://links.embeddedentrepreneur.com/bruno-raljic
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The great thing about such polls is that peo ple who are in ter- 
ested in see ing the re sults are forced to vote. Un less you present a
"View Re sults" op tion, vot ing is the only way to see the cur rent re- 
sults be fore the poll is over. I don't rec om mend adding such an
op tion. En gage ment is higher and more hon est if the op tions are
all mean ing ful.

What works to spark fur ther de bate is adding some thing along
the lines of "If you don't find an an swer that works for you, please re ply
and tell me more about it" to en cour age fur ther dis cus sion. While
polls are re ally good at cap tur ing quan ti ta tive in for ma tion, you
won't be able to learn more about qual i ta tive prob lems un less you
get peo ple to share them as re sponses.

The Meme

Post ing memes can be hi lar i ous. While it de pends on your niche's
affin ity for less-than-se ri ous con tent, it usu ally is a great way to

https://links.embeddedentrepreneur.com/tweet-poll
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break the ice for con ver sa tions about com pli cated or po lar iz ing
top ics. But most of the time, it's just plain fun:
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Per son ally, I con sider post ing memes to be a rarely op ti mal
con tent choice. Usu ally, a good vi su al iza tion or an in-depth thread
will per form bet ter and es tab lish you as more of an ex pert. But
who am I to tell you ex actly how hi lar i ous you're al lowed to be?
Give it a go and see where this leads you.

Fla vor ing Your Con tent with Your Per son al ity

We've been talk ing about niche au di ences and com mu ni ties this
whole time. That begs the ques tion of how var ied your con tent
should be. If you want to es tab lish your self as a do main ex pert in
the com mu ni ties you fre quent, then make sure that the over- 
whelm ing ma jor ity of what you pro duce is get ting you closer to
that goal.

But don't be come bland. Keep your per son al ity in ev ery thing
you do. I said this be fore: if a face less cor po ra tion would share the
ex act same tweet as you, then you're not putting enough of your- 
self into your work. Be your hon est and truth ful self and let it
shine in the con tent you pro duce.

A funny re mark or a story from your per sonal life here and
there is more than wel come in your quest to build a per sonal
brand. There has to be a per son to at tach the brand to. If you don't
come across as a slightly flawed, real hu man be ing, peo ple will al- 
ways won der what kind of role you're play ing. So be your self and
share things about you as a per son ev ery now and then.

Con sider your con tent to be the pro tein in the food, and look
at your per son al ity as the sea son ing. With out a lit tle splash of
your self, the meal would be bland, and some thing peo ple would
rather for get than re mem ber. Spice it up with the thing that no- 
body else can do as well as you: be ing your self.

Con tent Align ment and Au di ence Feed back
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En gage ment goes both ways. If you are mak ing it hard for peo ple
to in ter act with you and your con tent, con sider adapt ing to your
au di ence's needs and change what you pro duce. If the peo ple
who'd love to learn from you don't have the time to read your
5,000-word es says, cre ate lit tle sum mary posts or of fer an au dio
ver sion of your con tent that peo ple can con sume when they walk
the dog or drive to work. This is pre cisely why I started the Boot- 
strapped Founder pod cast af ter sev eral read ing-im paired fol low- 
ers asked me to make my work eas ier to con sume.

Here's a very em pa thetic ex am ple of en sur ing that the con tent
fits the au di ence: Maangchi, a YouTube cook ing in flu encer with a
pop u lar chan nel, no ticed that her view ers com plained about the
por tion sizes on her show be ing too big. Maangchi comes from a
big Ko rean fam ily, where those por tions were con sid ered "nor- 
mal," but she quickly un der stood that she needed to make por tion
sizes smaller in her videos  for her con tent to suc ceed. Her au di- 
ence loved that.

On Re-Us ing Con tent

Cre at ing valu able con tent is hard. Pro duc ing it re li ably is even
more chal leng ing. Many cre ators are hold ing them selves back by
be liev ing that they need to cre ate orig i nal work at all times. They
think that re-us ing con tent is a car di nal sin.

I be lieve dif fer ently. There is in cred i ble value in re-us ing your
con tent.

There is a mis un der stand ing of what makes con tent valu able
among many peo ple build ing in pub lic. By fo cus ing only on orig i- 
nal ity, they miss the equally im por tant but of ten ne glected con- 
cepts of ac ces si bil ity and tim ing.

If you want your con tent to have the high est pos si ble im pact,
you should give ac ces si bil ity and tim ing more con sid er a tion.

https://links.embeddedentrepreneur.com/maangchi
https://links.embeddedentrepreneur.com/maangchi-recipe
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Con tent Ac ces si bil ity

What good is a piece of con tent if the peo ple it’s meant for can’t
con sume it? When I started the Boot strapped Founder blog, I fo- 
cused ex clu sively on writ ten ar ti cles. Over time, more and more
peo ple flocked to the blog, and the num ber of peo ple reach ing out
about al ter na tive for mats in creased.

Some peo ple don’t have the time to read your long-form con- 
tent be cause they’re jug gling their day job, side busi ness ef forts,
and fam ily life. Oth ers are vis ually im paired or dyslexic. You can
make your con tent ac ces si ble to these po ten tial read ers by mov ing
it to an other for mat.

Af ter re ceiv ing a hand ful of those mes sages, I de cided to turn
my weekly blog post into a pod cast. Af ter writ ing the ar ti cle, I
record my self read ing it aloud. With a short in tro and an outro,
that’s all I need to do to make my writ ing ac ces si ble ev ery week. It
may take me about 20 min utes of edit ing, but it’s ab so lutely worth
it.

It doesn’t even have to be a dif fer ent for mat to be more ac ces si- 
ble; it could just be a dif fer ent dis tri bu tion chan nel. Ini tially, I ex- 
clu sively wrote blog posts. Now I re lease my ar ti cle as a news let- 
ter ev ery week. It’s the same text, but it’s de liv ered to my read ers
in stead of them hav ing to visit my blog. The act of cre at ing the
news let ter isn’t even a five-minute deal: I can use my ar ti cle ver- 
ba tim and wrap it into a head line and a few lines of an outro.

The Fly wheel E� ect

It doesn’t even take me 30 min utes to turn my blog posts into a
news let ter and a pod cast episode each week. From one piece of
con tent spring three dis tinct pieces with dif fer ent au di ences. This
gives me a fan tas tic op por tu nity: I can build a fly wheel.
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Each blog post in cludes a link to the news let ter signup page
and an em bed ded player for the pod cast episode. Ev ery pod cast
episode links to the blog post in the show notes and also al lows
peo ple to sign up for the news let ter. Ev ery news let ter episode has
a link to the pod cast episode and the blog.

Cross-link ing your con tent vari a tions will do a few things:

It al lows peo ple who have dif fer ent pref er ences to
find al ter na tive, more eas ily con sumed ver sions of
your work. Pro vid ing op tions in creases your con ver -
sion. It also makes your con tent in nately share able in a
medium that the con sumer prefers.
It di ver si fies and ce ments your au di ence. The more
peo ple you can get to join your owned au di ence (such
as an email list), the bet ter. If you write on a plat form
like Medium or Twit ter, where a com pany has full con -
trol over your ac count and vis i bil ity, al low ing peo ple to
con nect with you di rectly is crit i cal.
It gains no tice able SEO ben e fits from hav ing links to
your projects on high-au thor ity web sites such as pod -
cast-host ing plat forms. The more search en gines know
about the con nect ed ness of your con tent, the eas ier it
will be for those look ing for it to find it.

Good con tent is ac ces si ble. Now that we’ve fig ured out the
“how,” let’s look into the “when.”

Con tent Tim ing

Where a lack of ac ces si bil ity makes con tent hard to con sume due
to cer tain lim i ta tions, be ing ex posed to the right con tent at the
wrong time is sim i larly prob lem atic. Imag ine you write an in-
depth ar ti cle about how to pub lish a book, but the per son read ing
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it hasn’t even writ ten the first line of their man u script yet. They’ll
need the in sight from your work even tu ally, just not now.

Ev ery one is at a dif fer ent stage of their jour ney. What ever you
cre ate will res onate more strongly with some than with oth ers.
But that’s not a qual ity prob lem or one of not be ing orig i nal
enough. The prob lem is that you “spoke too soon.”

The prob lem of not be ing able to time the re lease of your con- 
tent per fectly for ev ery one has an easy so lu tion: re peat your self.
When you write con tent that works best for any par tic u lar stage
of the pro fes sional jour ney, post the piece of con tent again a few
months later.

The risk of shar ing your work over and over is that you reach
a point of sat u ra tion. Some peo ple who have ad vanced past a cer- 
tain level of skill might feel like you’re not talk ing to them any- 
more.

I saw this hap pen to an es tab lished soft ware en gi neer. Florin
Pop, a de vel oper, teach ing other de vel op ers how to make money
from their craft, pon dered pub licly if Tech Twit ter is dy ing3 af ter
see ing a drop in ac tiv ity and en gage ment with his siz able Twit ter
au di ence. I be lieve he is wit ness ing what can be called “Au di ence
Grad u a tion,” the process of his ini tial au di ence out grow ing the
con tent he pro duces. Once you have taught ev ery thing you know,
and your au di ence has ab sorbed it, you ei ther need to find a fresh
au di ence or change to cater to your ex ist ing au di ence’s new
needs.

While this is a long-term prob lem, you’ll need to keep this in
mind when pick ing the themes and top ics for your work. Au di- 
ence Grad u a tion is a “cham pagne prob lem”: you’ll be glad to
have it be cause it in di cates that you have suc ceeded in build ing a
siz able au di ence. It’s a prob lem none the less, and you should pre- 
pare for it.

https://links.embeddedentrepreneur.com/is-tech-twitter-dying
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Cu ra tion: Re-Us ing Other Peo ple’s Con tent

So far, we have only talked about your own writ ten con tent. But
there is so much more. Orig i nal ity isn’t lim ited to cre at ing some- 
thing from noth ing. You can also use other peo ple’s con tent in an
orig i nal way. Here are a few ways of adding value to some one
else’s work:

Con tex tu al iza tion. Let’s take Florin’s tweet about his
en gage ment prob lem. You can share it with com men -
tary, adding your opin ion on why he’s ex pe ri enc ing this
is sue, pulling in sim i lar tweets by other ac counts, or
link ing to an ar ti cle that deals with shift ing au di ences.
You en rich the con tent with your own thoughts and in -
sights, thus cre at ing orig i nal con tent. De bunk ing an ar -
ti cle can work the same way.
Sum ma riza tion. If you read a long-form ar ti cle in an
on line mag a zine, chances are you can dis till it into a list
of a dozen in sights. That list is valu able, al low ing in ter -
ested read ers to dis cern if they should spend half an
hour read ing the whole thing. You can be come a trusted
source of con dens ing knowl edge. That much denser in -
for ma tion is orig i nal con tent.
Rec om men da tion. With all the so cial me dia noise, it’s
hard to know what to con sume and what to skip. Cu rat -
ing in ter est ing re sources, ei ther by pro vid ing ad di tional
con text or a quick sum mary, can be a vi able way of cre -
at ing con tent for your au di ence. You can even turn this
into an info prod uct even tu ally.

As long as you add value, it’s per fectly fine to use other peo- 
ple’s work.
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Re-Us ing Con tent In volv ing You

Fi nally, there is an in ter est ing in-be tween type of con tent that you
can lever age: con tent with and about you, cre ated by oth ers. Be it
a shoutout on Twit ter, a short in ter view on a blog, or a fully-
fledged pod cast episode, any thing that in volves you will un- 
doubt edly be at trac tive to your au di ence.

I have a list of all the pod cast episodes I ever ap peared in4 on
my blog. When ever a new one comes out, I heav ily fea ture it on
my so cial stream and add it to the list. Pro vided that the host
agrees, I can even re broad cast the episodes on my own show. This
is ad ver tis ing for the other pod cast, and it brings some di ver sity
to my show.

In the same vein, I have turned a lot of con ver sa tions on Twit- 
ter into ar ti cles and pod cast episodes. Of ten, those con ver sa tions
sparked a cer tain topic to stay on my mind for a few days to fi nal-
ly re sult in an es say on the is sue. In the same fly wheel-like way,
this re sults in three pieces of con tent that spark fur ther dis cus- 
sions on the sub ject, which leads to more ideas for con tent.

Cre at ing orig i nal con tent is great, but it’s not the only way to
pro vide value to your au di ence. By al low ing for ac ces si bil ity, un- 
der stand ing that dif fer ent peo ple need to learn about things at dif- 
fer ent times, and re-us ing con tent made by other cre ators, you can
gen er ate im mense value for those who are lis ten ing to you.

Don't Drown Other Voices with Too Much Con tent

You can def i nitely overdo it with con tent, no mat ter how valu able
it is. If a per son fol lows a hun dred peo ple on Twit ter but ev ery
sec ond post on their time line is from you, they are very likely go- 
ing to un fol low you as you're drown ing out the other voices. The
abun dance mind set goes only so far with most peo ple. The mo- 
ment your con tent is work ing against your fol low ers' best in ter est

https://links.embeddedentrepreneur.com/about-arvid
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— to learn many things from many peo ple — you're not pro vid- 
ing value any more.

That's why you should in ves ti gate the av er age amount of
tweets that peo ple in your com mu nity pub lish on any given day.
Best do this be fore you start your se ri ous au di ence-build ing ef- 
forts. The goal is to pre vent your au di ence from feel ing suf fo cated
by your on slaught of in sights. If you want to build a long-term re- 
la tion ship based on trust and cu rios ity, you'll need to set up a
sched ule.
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SET TING UP A TWIT TER EN GAGE MENT, EM‐ 

POW ER MENT, AND CON TENT SCHED ULE

I have found that my au di ence-build ing process is much more
struc tured with a sched ule: the in puts are clear, and the out puts
are mea sur able. It al lows me to au to mate large parts of my Twit ter
en gage ment while also al low ing me to ac tively build re la tion ships
with peo ple in the com mu nity.

Be fore we dive into the de tails of a sched ule, you need to con- 
sider two im por tant fac tors that ap ply to ev ery sin gle au di ence
out there: lo cal dis tri bu tion and global dis tri bu tion.

Lo cal dis tri bu tion is an at ten tion prob lem. Your work day only
has so many hours, and you can’t spend them all on Twit ter. How
can you make sure that you find enough time to build mean ing ful
con nec tions with those who are us ing Twit ter at the same time as
you? How can you make sure you still have time for the work on
your busi ness?

Global dis tri bu tion is mostly a time-zone prob lem. Where is
the ma jor ity of your au di ence lo cated on the planet? When are
they most ac tive, and when are they most likely to be on Twit ter?
How can you make sure you reach as many fol low ers as pos si ble
with your Twit ter ac tiv i ties?

This is more com pli cated than it first looks. Many Twit ter
guides out there ac tu ally claim to be able to tell you the best over- 
all time in the day to tweet. Most of ten, it's 1:00 pm EST. Can you
imag ine if this was truly the case and ev ery one op ti mized for
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that? Ev ery sin gle tweet on Earth be ing sent out at 1:00 pm EST
would prob a bly not re sult in op ti mal en gage ment. Ad di tion ally,
this is very US-cen tric. And that is gross neg li gence in a global
econ omy. How ever, there are data-driven tools1 be ing cre ated that
find per fect post ing times for your spe cific au di ence.

Let me share some in sights into my per sonal au di ence. While
the ma jor ity of peo ple who read my blog and fol low my Twit ter
shenani gans are from the United States — not sur pris ingly, as I
com mu ni cate ex clu sively in Eng lish — I also have large au di ences
in In dia, Aus tralia, and Eu rope. If I only op ti mized my ac tiv ity for
a US-cen tric au di ence, I'd lose out on my Aussie friends and most
of my In dian friends as well. Of course, I don't want that, which is
why I spread my sched uled Twit ter ac tiv i ties over a larger time
win dow that in cludes at least part of the day for ev ery one in my
au di ence.

Since I love to sleep and I can't be awake for 20 hours a day, I
had to find ways to ac com plish my au di ence-build ing goals by
bal anc ing two ac tiv i ties:

Au to mate any thing that op ti mizes your reach.
Do any thing man u ally that in creases your con nec tion.

That means that my Twit ter ac tiv i ties have two dis tinct parts:
set ting up au to ma tion sys tems and tak ing the time to con nect and
in ter act.

Let's build a sched ule to make sure that you can start con sis- 
tently build ing an au di ence.

Arvid's Daily Twit ter Sched ule

Here are the daily goals I have set up for my self, split into man ual
and au to mated tasks:

https://links.embeddedentrepreneur.com/chime
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Man ual tasks

Ev ery day, I want to en gage with at least three ma jor
in flu en tial ac counts from my com mu nity. That should
prefer ably be a re ply to their lat est mes sage but can also
be an older piece that got a lot of en gage ment.
Ev ery day, I want to share at least five good fresh
tweets as a sim ple retweet to boost their ini tial au di -
ence.
Ev ery day, I want to cel e brate at least three Twit ter
users for some thing they have re cently shared or ac -
com plished as a quote tweet.
Ev ery week, I want to spend an hour brain storm ing
new ideas for valu able con tent tweets and sched ule
them for the rest of the week.
When ever I cre ate some off-plat form con tent (like a
blog post or pod cast episode), I want to sched ule a
post for around the time when that con tent is re leased.

Au to mated tasks

Ev ery day, I want to cre ate at least one piece of valu -
able con tent as an orig i nal post and post it at an op ti -
mal point. I want it to au to mat i cally be retweeted six
hours later so that my fol low ers in other lo ca tions get to
see it, too.
Ev ery day, I want to share at least 10 in ter est ing
retweets at ran dom in ter vals dur ing my au di ence's day.
These can be re cent or old, which doesn't mat ter as long
as they are in sight ful.
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Ev ery day, I want at least three of my best-per form ing
tweets from the past to be retweeted to ex pose them to
new fol low ers.
When ever my pod cast episode gets pub lished, I want
it to be au to mat i cally shown on Twit ter.

The man ual work is not much dif fer ent from what you al ready
do on Twit ter:

You en gage with other peo ple.
You re ply to their tweets.
You par tic i pate in on go ing con ver sa tions.

The only dif fer ence is that you'll want to take a cer tain amount
of time ev ery day to reach a daily en gage ment goal.

Au to ma tion is an in cred i bly pow er ful tool. From the num bers
in my sched ule, you can see that of the ~20 tweets that I want to
pub lish ev ery day, half are au to mated. That means that at some
point, I sched ule them to hap pen in the fu ture. I am us ing a Twit- 
ter Sched ul ing tool called Hy pe fury for that, both for orig i nal con- 
tent, the au to matic de layed retweets, and the retweets that I in ter- 
sperse dur ing the day. For my pod cast, I am us ing Tran sis tor.fm's
au to matic re lease tweet fea ture.

Hy pe fury has a fea ture called "Ev er green Tweets" that al lows
me to have a ran dom high-per former tweet from my past be
retweeted at spe cific times dur ing the day. Let me show you my
Hy pe fury Post ing Sched ule:

https://links.embeddedentrepreneur.com/hypefury
https://links.embeddedentrepreneur.com/transistor
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As long as my queue of con tent and retweets is filled, some- 
thing will go out 12 times a day, guar an teed. Even if I don't have
any in ter est ing tweets to share, the three daily slots marked with a
star will retweet an Ev er green Tweet.

The idea be hind this au to ma tion is to free up my day. There is
no cre ative dif fer ence be tween retweet ing some thing right now or
hav ing a ser vice do that for me six hours from now. There is a sig- 
nif i cant dif fer ence for me to know that while I sleep, a tweet that I
se lected dur ing my day gets retweeted to an au di ence on the oth-
er side of the globe.

It takes time to find and cre ate mean ing ful con tent to fill this
sched ule. It takes even more time to do all of the cre ation and cu- 
ra tion and wait for the right time to tweet it out man u ally. If you
ac tu ally want to work on a busi ness while build ing an au di ence,
you need au to ma tion to as sist you.

How to Set Up a Sched ule for a Side Project
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Now, if you work a full-time job and are build ing a busi ness on
the side, find ing over 20 things to share ev ery day is a big ask. It'll
be hard enough to find even half an hour a day to work on your
side project. Let's look at a rea son able sched ule (and a few tips)
for a side-hus tle that won't de mand more than a few min utes each
day.

Man ual tasks

Once a week, take 15 min utes to come up with 3–5
tweets and sched ule them on dif fer ent days, at dif fer -
ent times.
Once a week, take an other 15 min utes to find 10–20 in -
ter est ing tweets from your time line and sched ule them
be tween your orig i nal con tent.
Ev ery day, retweet at least three in ter est ing ar ti cles or
in sights.
Ev ery day, quote tweet one in ter est ing ar ti cle or in sight
with a thought-pro vok ing com ment.
Once a week (and when ever you feel in spired), pick
one per son you ad mire for their work and give them a
shoutout.
When ever you see some one strug gling or cel e brat ing,
retweet their mes sage.

Au to mated tasks

Au to mat i cally retweet your orig i nal tweets six hours
af ter they are pub lished.
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Au to mat i cally retweet the 10–20 in ter est ing tweets you
have sched uled.
Once you have a few well-per form ing tweets, con sider
set ting them to be au to mat i cally retweeted at ran dom
points.

This ap proach will give you the chance to batch your prepa ra- 
tion work into 30 min utes a week. Even if you don't en gage with
peo ple on Twit ter dur ing the week, these 30 min utes will re sult in
a few dozen en gage ment op por tu ni ties for your au di ence due to
the au to ma tion you set up. When ever you do find time to en gage
with peo ple in real-time, you have a daily goal to reach. Us ing
Twit ter in ten tion ally as a tool and not just a place where you hang
out and look at memes will sig nif i cantly im pact your per sonal
and pro fes sional brand. Use your time wisely.

Of course, you can de vi ate: this sched ule is a frame work, not
the law. If you see a con ver sa tion hap pen ing in your com mu nity
and would rather en gage with that than sched ule a retweet, go
right ahead. This is also part of be ing your true self. Don't lose
your cu rios ity and unique voice be cause you have a sys tem in
place.

How to Set Up a Sched ule for a Full-Time Project

The mo ment you shift all your at ten tion on a busi ness project, au- 
di ence-build ing be comes a more time-con sum ing en deavor. I rec- 
om mend tak ing my per sonal sched ule above and play ing around
with the num bers and fre quen cies un til you have found some- 
thing that al lows you to work on both your busi ness and your au- 
di ence at the same time. While you are in the early stages, I would
limit the "daily so cial me dia time" to a max i mum of 30 min utes.
While you'll find a lot of value in the com mu nity in terms of feed- 



THE EMBEDDED ENTREPRENEUR BY ARVID

KAHL

SETTING UP A TWITTER ENGAGEMENT, EMPOWERMENT, AND CONTENT

SCHEDULE

257

back and en cour age ment, you need to get other work done, too.
Own your time.
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TOOLS OF THE TRADE: US ING TWIT TER PRO‐ 

FES SION ALLY

A great vi o lin ist will likely be able to make even a very cheap vi o- 
lin sound good. But give them a Stradi var ius, and they'll make it
sound mind-blow ingly amaz ing. Pro fes sion als do their best work
with pro fes sional tools.

For your Twit ter in ter ac tions, the tools that mat ter can be
looked at in two groups:

Op er a tional tools

Sched ul ing tools like Hy pe fury are es sen tial. You need
to be in con trol of your time. These tools are your army
of ro bots that will work — and make you money —
when you sleep.
Mon i tor ing tools like a well-setup Tweet Deck are very
help ful. You need to know who in ter acts with you and
what in ter est ing con tent is be ing cre ated on your plat -
form.

Re search tools

https://links.embeddedentrepreneur.com/hypefury
https://links.embeddedentrepreneur.com/tweetdeck
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Ac count An a lyt ics like ilo.so will give you in sight into
your en gage ment stats like im pres sions, fol lower move -
ment, and which con tent of yours per forms best.
Au di ence An a lyt ics like Get the Au di ence and Spark -
Toro will al low you to find out things about your au di -
ence in a data-driven way. You'll learn about the best
times to pub lish con tent, who is in flu en tial in your com -
mu nity, and the qual ity of the fol low ers for any given
ac count.

The one thing you will def i nitely need is a sched ul ing tool.
From there, ex plore the other tools to find a mix of soft ware that
makes your au di ence-build ing jour ney en joy able. Just make sure
you don't rely ex clu sively on tools. You'll still need to be able to
en gage with your au di ence man u ally when op por tu ni ties come
up. Over-au to ma tion will make your con tent pre dictable and bor- 
ing.

https://links.embeddedentrepreneur.com/ilo
https://links.embeddedentrepreneur.com/get-the-audience
https://links.embeddedentrepreneur.com/sparktoro
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BUILD ING (FOR) AN AU DI ENCE

The last few chap ters have been heav ily fo cused on build ing a fol- 
low ing around you as a do main ex pert. Since the Au di ence-Dri-
ven ap proach is sup posed to make you "put your au di ence first,"
you need to stay in con stant com mu ni ca tion with your au di ence
about the way you're solv ing their prob lems. Let's look at the oth-
er brand, the pro fes sional brand you're build ing: a busi ness that
emerges from your work, solv ing a crit i cal prob lem that is felt by
an ex ist ing au di ence.
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Shar ing the Jour ney

If your per sonal brand is that of a do main ex pert, then your pro- 
fes sional brand needs to con sist of two parts: the ex pe ri enced
founder and the suc cess ful prod uct. The con tent you can cre ate
for those spe cific per spec tives can over lap with the per sonal
brand work you're do ing, but that's not a prob lem: af ter all, both
brands are con nected. I want to high light a few things that are
par tic u larly at trac tive to your au di ence when it comes to the pro- 
fes sional side of things:

While shar ing the founder jour ney:

Share your as sump tions and val i da tion strate gies.
Your prospec tive cus tomers are very in ter ested to see
how in-depth your in dus try knowl edge is. If you are
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miss ing some thing, you'll get feed back on that very
quickly.
Share your de ci sion-mak ing. This is it self a val i da tion
strat egy. If you rea son er ro neously in pub lic, peo ple will
point this out very quickly, and you can both learn and
humbly ac cept the help that they give.
Share your fail ures and strug gles. Hon esty is not
weak ness. Shar ing the not-so-per fect de tails of your
jour ney makes you re lat able and hu man izes both your
busi ness and the peo ple work ing in it. You can ex pect a
cus tomer who has seen you strug gle with your busi ness
to think twice be fore yelling at you in a cus tomer sup -
port email.
Share "mind level-ups" — mo ments when you fi nally
un der stand some thing you never un der stood be fore.
Not only will this in crease your pro fes sional rep u ta tion,
it will also teach peo ple at the same time.

While shar ing the prod uct jour ney:

Share mile stones and met rics reg u larly. This serves
two pur poses. At first, it will show the de ter mi na tion
and grit of you as the founder to keep work ing on your
project. It will in vite peo ple to sup port and mo ti vate
you. Later, when the num bers are get ting more and
more im pres sive, this will work as so cial proof, fur ther
in creas ing word-of-mouth (due to peo ple syn di cat ing
your mile stone tweets) and net ting you more signups or
sales. Peo ple love num bers. If pos si ble, share screen -
shots or struc tured data that al lows peo ple to see
progress over time.
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Share big events in the busi ness, ei ther good or bad.
Are you work ing on a part ner ship? Got the go-ahead to
build an in te gra tion with a large ser vice? Found a po -
ten tial co-founder? Share it. Make peo ple feel like they
have a stake in the busi ness be cause they're part of an
on go ing story.
Share prod uct growth and fea ture in sights. All things
change over time. Be pub lic about how you ap proach
build ing new fea tures or work ing on new ideas. Talk
about how those fea tures came to be and the process
you use to pri or i tize and val i date them. You don't have
to spill your se crets to give peo ple a feel ing of how you
run your busi ness.

When ever you can, in vite peo ple to fol low the jour ney of your
busi ness. The more peo ple are along for the ride, the big ger the
op por tu nity sur face this cre ates for you, your busi ness, and even- 
tu ally your prospec tive cus tomers.

A Warn ing About Ad ver tis ing

When you build an au di ence, it is un der stood that you do this for
some sort of fi nan cial gain. You know it, they know it, and it's per- 
fectly fine. As long as all in volved par ties come out of ev ery in ter- 
ac tion as mu tual bene fac tors, it's a re la tion ship worth hav ing.

Here is how you can for ever ruin this re la tion ship: mind lessly
ad ver tise to your au di ence ev ery chance you get.

I am ex tremely care ful when it comes to ad ver tis ing on so cial
me dia. I touched on this in the Au di ence Ex plo ration sec tion of
this book: peo ple in com mu ni ties don't en joy mar ket ing. They
don't want their safe places to be over whelmed by ads. The mo- 
ment you join a com mu nity, be it on Twit ter, Face book, or any- 
where else, you are ei ther with them or you're against them.
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Okay, it's not that clear-cut. Not ev ery kind of ad ver tise ment
will cause you to be come a com mu nity pariah. There is a kind of
mar ket ing that you can do that peo ple usu ally ac cept, and that's
re cip ro ca tion-aware mar ket ing. When you point peo ple to your
prod uct or ser vices right af ter you have pro vided a siz able
amount of value to them for free.

Here is the max i mum ex tent of how I mar ket my book on
Twit ter:
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Here are a few things that I in ten tion ally do:

This tweet is a re ply to my orig i nal tweet that al ready
had some en gage ment. The mar ket ing tweet is not con -

https://links.embeddedentrepreneur.com/tweet-marketing-zero-to-sold
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tent by it self; it is con tex tu al ized to the valu able con tent
above.
This tweet isn't try ing to sell any thing right here. It only
of fers a link to a land ing page. I make sure the pre view
im age shows the prod uct, as this is an op por tu nity to
ex pose the book cover to my au di ence.
The tweet it self is a prom ise of find ing more in sights on
a spe cific topic in the book. It's in ten tion ally spe cific, as
a more generic ad will seem dis hon est.

I never just ask peo ple to buy my books. While this would
very likely pro duce sales, it's not valu able con tent for them. It's
def i nitely valu able for me, but I want to avoid this kind of self ish- 
ness that doesn't ben e fit any one else. To me, mar ket ing is most ef- 
fec tive and least in va sive when it hap pens dur ing ac tive so cial
me dia en gage ment.

In terms of fre quency, try to keep pro mo tional stuff un der 20%.
The mo ment you start hav ing a siz able au di ence, re duce that fre- 
quency. Peo ple fol low you for the tan gi ble ben e fits they can get
from you. Be ing con stantly re minded that you want to sell them
some thing will put them off. Au di ence-driven ad ver tis ing is
"show, don't tell": pro vide so much value with your reg u lar con- 
tent and en gage ment that peo ple can't help com pen sat ing you
even tu ally.

What If My Au di ence is Not on Twit ter?

So far, we have talked ex clu sively about Twit ter. But what if your
prospec tive cus tomers are not on Twit ter?

You can trans fer the con cepts in tro duced in the Au di ence-
Build ing sec tion of this book to al most any other com mu ni ca tions
plat form. While the spe cific tech nol ogy and terms might be dif fer- 
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ent, the idea of En gage ment, Em pow er ment, and Valu able Con- 
tent will al ways al low you to build (for) an au di ence.

If you want to build an au di ence on an other plat form, please
check out the ma te ri als on the Fur ther Read ing web site I have set
up for you.

As an en tre pre neur, I rec om mend build ing an au di ence on
Twit ter among your fel low founders in any case — even if your
cus tomers are not there. It might not cre ate sales or give you cus- 
tomer feed back for your prod uct — you will need to ac com plish
those with the au di ence you build on the plat form where your
prospects can be found. But by build ing a busi ness in pub lic on
Twit ter, you will have the full sup port and en cour age ment of the
founder com mu nity to tap into. I don't think I would be where I
am to day with out this amaz ing en tre pre neur ial com mu nity's help
and guid ance.

Au di ence-Build ing be yond Twit ter

Fo cus ing on the main so cial me dia plat form is a great idea to have
the high est pos si ble im pact with your En gage ment, Em pow er- 
ment, and Valu able Con tent. But there is a world out side of Twit- 
ter, and it's full of op por tu ni ties. It won't take long for peo ple to
un der stand that you're an in ter est ing per son to col lab o rate with.
Em brace this with open arms and be come an in ter est ing per son
for other peo ple to get to know.

Here are a few op por tu ni ties that you should keep an eye open
for:

Ap pear ing on pod cast. Fol low and in ter act with pod -
cast hosts who have in ter est ing guests on their shows,
and ten ta tively ask what it might take for you to end up
on their show.

https://links.embeddedentrepreneur.com/further-reading
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Giv ing in ter views. Google where the in flu en tial ac -
counts that you fol low have given in ter views and build
a re la tion ship with those ed i tors. In ter views are great,
as they leave a per ma nent record of your jour ney and
al low you to show your per son al ity in your re sponses.
Writ ing guest posts on niche au thor ity blogs. You'll
ben e fit from their SEO rank ings and will get ac cess to
an au di ence that is com pletely off-Twit ter — which is
good, as you can learn more about al ter na tive plat forms
to con cen trate your au di ence-build ing ef forts on.
Speak ing at events. No mat ter if it's a con fer ence with
hun dreds of at ten dees, a meetup of a cou ple of dozen
ex perts, or a work shop for a small group of learn ers,
spend your time talk ing to peo ple in pub lic. If pos si ble,
have them record the event and make that pub lic, too.
This is valu able con tent to share with your au di ence.

Al ways drop your so cial me dia han dle when you do any of
these ac tiv i ties. It's all about leav ing traces. The more of these
things you do, the more peo ple will rec og nize you on so cial me- 
dia.

Iron i cally, the best way to set up these off-Twit ter ac tiv i ties
hap pens through Twit ter Di rect Mes sages. You can eas ily move
your re la tion ships that you have built in pub lic into a pri vate con- 
ver sa tion.

Twit ter is per fect for what I call "luke warm out reach": send ing
a DM to a per son you have pre vi ously only in ter acted with
through pub lic Twit ter con ver sa tions. You know each other
vaguely, you have had a fruit ful con ver sa tion once or twice, you
both know that you ex ist and work in the same com mu nity. If you
think this is not enough to war rant a per sonal re la tion ship, ban ish
that thought im me di ately. This is more than suf fi cient to reach out
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to the per son you want to talk to, no mat ter how many fol low ers
they or you might have.

Twit ter DMs are the se cret in gre di ent in your do main-ex per- 
tise-growth recipe. By reach ing out to peo ple you pre vi ously
would have thought un reach able, you'll get to your au di ence-
build ing mile stones much faster. That's why you're here: to build
re la tion ships and win-win sit u a tions that el e vate your per sonal
brand, your pro fes sional brand, and the com mu nity as well.

Plat form Risk and the Three Kinds of Au di ences

Now that we are al ready look ing into reach ing au di ences out side
of your main com mu nity, it's a good time to talk about plat form
risk.

Alex Lieber man, CEO of Morn ing Brew, shared a very in sight- 
ful con cept: the  Au di ence Fun nel1. There are three tiers to this
fun nel: rented au di ences, owned au di ences, and mon e tized au di- 
ences.

When you build an au di ence on Twit ter, you're cre at ing a rent-
ed au di ence. The re la tion ships you build might feel like they are
yours, but Twit ter ef fec tively owns them. If you lose ac cess to
your ac count or Twit ter de cides to re move it, your au di ence is
gone. You won't be able to re cover it with out sig nif i cant work, es- 
sen tially re build ing your au di ence. Since Twit ter is so huge, you
can reach a lot of peo ple and build re la tion ships quickly. But they
will al ways be one ad min is tra tive ac tion away from evap o rat ing.
No mat ter if you build an au di ence on LinkedIn, Face book, In sta- 
gram, or Twit ter, your au di ence will al ways be bor rowed.

Con trast this with owned au di ences. They are opt-in au di- 
ences, where peo ple al low you to con tact them di rectly with out
the in ter me di ary of a large plat form. Think of an email list or a
Tele gram group: any au di ence where you are not re liant on a plat- 
form to com mu ni cate. You can trans fer your email list to an other

https://links.embeddedentrepreneur.com/alex-lieberman
https://links.embeddedentrepreneur.com/morningbrew
https://links.embeddedentrepreneur.com/audience-funnel
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email ser vice provider, and you can take the phone num bers of
your users to form an other group us ing an other tool. This kind of
au di ence is much more com mit ted to you than a rented one: the
opt-in process made this a con scious choice, and hand ing over
your per sonal email is a much big ger deal than fol low ing some- 
one on Twit ter. 

Owned au di ences are built on free con tent, such as free news- 
let ters or pod casts. Pur chases are en cour aged through ad ver tise- 
ments, but mem bers aren’t re quired to make pur chases to be part
of the au di ence. That changes once you build a mon e tized au di- 
ence. This is the au di ence with the high est in tent and com mit- 
ments, as they are pay ing to be part of that group. A mem ber ship
com mu nity or a paid news let ter au di ence fits this pro file. You
won't be able to start out with such an au di ence; it is the po ten tial
con se quence of hav ing built rented and owned au di ences be fore.

Per son ally, I have both a rented and an owned au di ence. On
Twit ter, I have built a large fol low ing of peo ple who like what I
do. Some of them have signed up for my free news let ter or have
given me their email ad dress as part of a book pur chase. I don't
want to force any one to con vert from bor rowed to owned. Still, I
talk about my news let ter and in vite peo ple to join it un der ev ery
blog post that I write. This con tent fly wheel keeps at tract ing peo- 
ple to my news let ter, where I keep them up dated about my books
and other in come-cre at ing means.

I be lieve that all au di ence-build ing ef forts should start at the
rented au di ence level. When you start, you need to have reach
and dis cov er abil ity. At a later point, you can try to ex tract those
au di ence mem bers into owned and mon e tized au di ences, but a
sub stan tial rented au di ence is in it self a valu able as set: word-of-
mouth mar ket ing and com mu nity feed back will be es sen tial to
your busi ness suc cess.

In the end, it mat ters less what kind of au di ence you have and
more how much im pact you have on their lives. The value you
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cre ate is why peo ple fol low you. The more some one ben e fits from
your work, the more they're likely to re cip ro cate, which in turn al- 
lows you to make a liv ing.
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AU DI ENCE GRAD U A TION

A third-grade math teacher is par tic u larly good at teach ing one
spe cific au di ence: third-grade math stu dents. Ev ery year, a new
group of stu dents ap pears, and they re ceive a top-notch math ed- 
u ca tion.

Pri vate math tu tors, how ever, have to teach stu dents of all
ages. They have to ed u cate a very di verse group of peo ple, us ing
many dif fer ent ed u ca tional ap proaches to en sure ev ery mem ber
of their au di ence comes out of the ex pe ri ence with im proved
skills. Tu tors of ten stick with their stu dents for a long time.

The third-grade teacher sees no prob lem in teach ing dif fer ent
kids ev ery year. That’s their job. For a pri vate tu tor, that looks
very dif fer ent: they’d pre fer to have a long-term re la tion ship with
all of their stu dents, no mat ter what grade they’re in. One au di- 
ence is highly fluc tu at ing; the other one is sticky for as long as
pos si ble.

When you build an au di ence, you will run into this phe nom e- 
non as well.

Some au di ences are more per ma nent than oth ers. Over time,
you will ex pe ri ence churn in your fol lower num bers: some peo ple
just move on. They grad u ate from you. You’ve taught them ev ery- 
thing you know, and they now need some thing — and some one
— else.
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Au di ence Grad u a tion hap pens in ev ery au di ence, to vary ing
de grees. It de pends on how tran sient your au di ence is — how
likely they are to move on — and that has a lot to do with their
most im me di ate goals.

If you build a brand around teach ing peo ple how to get their
first mar ket ing gig at an agency, you will ex pe ri ence some churn.
Af ter all, your au di ence only needs your in put to ac com plish their
goal, and they will look for other sources of more ad vanced
knowl edge soon af ter. If you help coders find their first free lanc- 
ing clients, they will quickly de velop the skills to lo cate clients
them selves.

These are short-term goals that have a clear ac com plish ment
thresh old. You ei ther find a client, or you don’t. If your au di ence
con sists of peo ple who learn how to do this from you, they will
even tu ally move on. They’ll grad u ate and look for teach ers who
help them with the new prob lems they’re fac ing.

Short-term goals will cause short-lived au di ences.
Now take a look at Seth Godin‘s au di ence. Mil lions of peo ple

— mar keters, founders, de vel op ers, writ ers — hang on his ev ery
word, of ten hav ing been fol low ers for decades al ready. They have
wildly dif fer ent goals and come from equally di verse back- 
grounds. Why don’t they “grad u ate” from Seth?

It’s be cause Seth moves the nee dle. Ev ery week, he ex plores a
con cept on his pod cast that many of his fol low ers might never
have thought about be fore. Ev ery week, he en riches the lives of
those who lis ten with some thing in ter est ing, mean ing ful, and
novel.

Be fore this turns into a “be-more-like-Seth” piece, let me make
one thing ab so lutely clear: the world needs all kinds of teach ers,
and Seth would very likely agree with this, as he has spo ken
about this at length in his work. If you want to get your foot in the
door as a novice mar keter, the con cepts that Seth talks about
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won’t be im me di ately help ful, but “Ten Things to Do to Get the
At ten tion of an Agency” will be.

We need both high-school math teach ers teach ing our kids and
math pro fes sors solv ing break through prob lems. In fact, we need
many more high-school teach ers than aca demics, and the same is
true for so cial me dia au di ences. There are many more peo ple out
there try ing to take their first steps than al ready es tab lished in dus- 
try ex perts. And few of those no table ex perts take the time to ed u- 
cate the novices.

You don’t have to make a per ma nent choice here. Start ing out
with a tran sient au di ence doesn’t mean you’ll see them grad u ate
from you for ever. Ev ery per ma nent au di ence was at some point
tran sient, and only hard work and a struc tured ap proach can shift
an au di ence from high grad u a tion rates into low ones.

So what can you do to keep your au di ence re ten tion high and
churn low?

Sur pris ingly, it all starts with ac cept ing that Au di ence Grad u a- 
tion hap pens and that it’s fine. It’s ex pected — and com mend able
— that peo ple be come bet ter at what they do and look for more.

There are a few ways of deal ing with this:

Grow with your au di ence. Ad just the themes you talk
about to the ex pec ta tions of your fol low ers. Stay ahead
of their jour ney and teach them as you go. Plenty of
founders do that on Twit ter: they build in pub lic, shar -
ing their jour ney and learn ings, and they grow along -
side their fol low ers. That’s an in trigu ing path: you get
to grow your self, and your au di ence tags along for the
ride.
Carve out your ex pert niche and be con sis tent. If you
can pro vide novel and in ter est ing con tent that makes a
dif fer ence for your au di ence, peo ple will stick around.
They are es sen tially sub scribers to your knowl edge out -
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put. Op er ate on the bleed ing edge of your space and at -
tract peo ple who want to stay in formed as well.
Build an au di ence fun nel. If you are serv ing a tran sient
au di ence, it’s clear that peo ple will leave. You’ll need to
com pen sate for that by get ting new fol low ers com ing
in. Get your ex ist ing fol low ers to share your con tent
with their peers that would ben e fit from your in sights.
Fo cus on find ing new and ris ing ac counts on so cial me -
dia that are part of your tar get au di ence. En gage with
them, at tract ing their ex ist ing au di ences of sim i lar peo -
ple — peo ple that need your knowl edge right now. Ac -
tively work on find ing “fresh” ac counts that can fill
your fun nel. It’s fine if some of your fol low ers grad u ate
as long as new ones take their place in your au di ence.
Un der stand your co horts. Any au di ence will in clude
peo ple at dif fer ent stages. Try to un der stand the pro -
gres sion from one co hort to an other, in ves ti gate what
peo ple talk about most in each co hort — and what they
stop men tion ing, par tic u larly in the later co horts. This
will al low you to ad just your con tent strat egy to their
needs and ex pec ta tions.
Look at other in flu en tial peo ple and in ves ti gate their
au di ence. With some dig ging, you will see how their
con tent has changed over time to serve their au di ence.
You can in fer a lot from those shifts.

No mat ter if you have a wildly fluc tu at ing au di ence or high re- 
ten tion, it’s es sen tial to un der stand who you are talk ing to. The
rem edy for any lack of knowl edge is to con stantly en gage with
your au di ence be yond your own con tent. Join con ver sa tions
where they hap pen, par tic i pate in them, and take a men tal pic ture
of the con ver sa tional land scape ev ery time you find your self in it.
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Fol low other thinkers in your space and cat a log what they talk
about. Have gen uine con ver sa tions with your fol low ers about
where they are and where they are go ing. In stead of try ing to
cling to them, find out how you can help them get there.

If you ap proach em pow er ment that way, an Au di ence Grad u a- 
tion is an event you can cel e brate. Hav ing helped a per son so
much that they don’t need help any more is one of the best feel ings
you’ll ever have. It is a true re flec tion of the abun dance mind set
put into prac tice.
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THE JOUR NEY AHEAD

We have come far: from the hum ble be gin nings of find ing the peo- 
ple you want to serve to build ing (for) an au di ence that you want
to en gage with and em power. What a jour ney!

The great part is that this jour ney never re ally ends. Even if
you build a suc cess ful busi ness and sell it for a life-chang ing
amount of money, you won't ever re ally stop en gag ing with your
au di ence. They be come a part of you just as much as you are a
part of the com mu nity. Your per sonal brand as an en tre pre neur
and em pa thetic com mu nity en abler will be some thing that opens
many doors and builds a lot of bridges. Most im por tantly, this
jour ney will al low you to meet peo ple that will change your life.

Thank you for read ing The Em bed ded En tre pre neur.
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NOW WHAT?

Please take a mo ment to rate and re view The Em bed ded En tre pre- 
neur wher ever you bought it. It re ally makes a dif fer ence, and it
would be very help ful to me.

Head over to em bed de den trepreneur.com to find many re sources
and links that will help you con tinue your jour ney from here.

Sev eral tem plates for the spread sheets, lists, and doc u ments that
I in tro duced in this book can be found in The Em bed ded En tre pre- 
neur Tool kit at em bed de den trepreneur.com/tool kit.

I wrote an other book, Zero to Sold, that will in tro duce you to all
the con cepts and strate gies that you’ll need to take your au di ence
and prod uct dis cov er ies and turn them into a fully-fledged boot- 
strapped busi ness. You can find that book at ze ro to sold.com.

Con sider vis it ing The Boot strapped Founder blog at the boot- 
strapped founder.com, where you can read my past, cur rent, and
fu ture ar ti cles. You can stay up-to-date on my writ ing by sub scrib- 
ing to the Boot strapped Founder News let ter at the boot strapped- 
founder.com/news let ter. Fi nally, I pub lish new episodes of the
Boot strapped Founder Pod cast reg u larly at the boot strapped- 
founder.com/pod cast

https://links.embeddedentrepreneur.com/book
https://links.embeddedentrepreneur.com/toolkit
https://links.embeddedentrepreneur.com/zero-to-sold
https://links.embeddedentrepreneur.com/zero-to-sold
https://links.embeddedentrepreneur.com/the-bootstrapped-founder
https://links.embeddedentrepreneur.com/newsletter
https://links.embeddedentrepreneur.com/podcast
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Now that you’ve fin ished the book, I would love to hear from
you.

Fi nally, please send any ques tions, cor rec tions, com ments, crush- 
ing crit i cism or words of en cour age ment to
arvid@the boot strapped founder.com. Ev ery email is truly ap pre- 
ci ated.

mailto:arvid@thebootstrappedfounder.com
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NOTES

In tro duc tion

1  You can find the full blog post with the Fathom story here:
https://links.em bed de den trepreneur.com/fathom-mockup

The Au di ence-Driven Move ment

1  This is the Tweet by @patrickc:
https://links.em bed de den trepreneur.com/stripe-fea ture-tweet
2  If you want to see an ex am ple of this, check out this Red dit post:
https://links.em bed de den trepreneur.com/red dit-post-look ing-for-
mar ket

An Ac tion able Guide to Find ing Your Au di ence

1  Learn more about the eco nom ics of mu seum shops here:
https://links.em bed de den trepreneur.com/mu seum-shops

Step 1: Aware ness — Think of Pos si ble Au di ences

1  You can read the blog post called “Niches are for suck ers” by Amy Hoy
here: https://links.em bed de den trepreneur.com/amy-hoy-niches-
world views

Step 3: Op por tu nity — Find Out If They Have In ter est ing Prob‐ 

lems

1  More at https://links.em bed de den trepreneur.com/slack-com mu ni ties-
1 and https://links.em bed de den trepreneur.com/slack-com mu ni ties-2

https://links.embeddedentrepreneur.com/fathom-mockup
https://links.embeddedentrepreneur.com/stripe-feature-tweet
https://links.embeddedentrepreneur.com/reddit-post-looking-for-market
https://links.embeddedentrepreneur.com/museum-shops
https://links.embeddedentrepreneur.com/amy-hoy-niches-worldviews
https://links.embeddedentrepreneur.com/slack-communities-1
https://links.embeddedentrepreneur.com/slack-communities-2
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2  For ex am ple, the best plumb ing books are listed here:
https://links.em bed de den trepreneur.com/best-plumb ing-books

Step 5: Size — Find Out If This Mar ket Can Sus tain a Busi ness

1  I’ve writ ten about this be fore at length on my blog:
https://links.em bed de den trepreneur.com/mar ket-size

Com mu nity Plat forms

1  Hub Spot wrote a de tailed ar ti cle on this:
https://links.em bed de den trepreneur.com/hub spot-twit ter-ad vanced-
search
2  Here’s a list of a few free ones:
https://links.em bed de den trepreneur.com/buf fer-twit ter-tools
3  Ex am ple for a prob lem-so lu tion-ques tion:
https://links.em bed de den trepreneur.com/tweet-solv ing-prob lems
4  Ex am ple of a Tweet seek ing an ex pert:
https://links.em bed de den trepreneur.com/tweet-seek ing-ex perts
5  Ex am ple of a Tweet look ing for a cross over:
https://links.em bed de den trepreneur.com/tweet-look ing-for-cross over
6  Like Sto rySaver: https://links.em bed de den trepreneur.com/sto rysaver
7  It’s called Find ARed dit:
https://links.em bed de den trepreneur.com/find ared dit

O� ine Events dur ing a Global Pan demic

1  Learn more about the Span ish Flu’s im pact on the world econ omy here:
https://links.em bed de den trepreneur.com/span ish-flu

How to Take Notes in Com mu ni ties

1  There are cer tain in tri ca cies to tak ing and mak ing notes. Read the Ness
Labs ar ti cle here: https://links.em bed de den trepreneur.com/note-tak ing-
to-note-mak ing

https://links.embeddedentrepreneur.com/best-plumbing-books
https://links.embeddedentrepreneur.com/market-size
https://links.embeddedentrepreneur.com/hubspot-twitter-advanced-search
https://links.embeddedentrepreneur.com/buffer-twitter-tools
https://links.embeddedentrepreneur.com/tweet-solving-problems
https://links.embeddedentrepreneur.com/tweet-seeking-experts
https://links.embeddedentrepreneur.com/tweet-looking-for-crossover
https://links.embeddedentrepreneur.com/storysaver
https://links.embeddedentrepreneur.com/findareddit
https://links.embeddedentrepreneur.com/spanish-flu
https://links.embeddedentrepreneur.com/note-taking-to-note-making
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2  Like Ness Labs: https://links.em bed de den trepreneur.com/tweet-note-
tak ing-com mu ni ties

Im pos tor Syn drome and Build ing Cap i tal

1  Read more about this par tic u lar quote here:
https://links.em bed de den trepreneur.com/im pos tor-syn drome
2  Learn more about this very com mon trope here:
https://links.em bed de den trepreneur.com/he roes-jour ney

The Prac tice of Au di ence-Build ing

1  Learn more about how to in te grate ac count abil ity into the Four Ten den- 
cies here: https://links.em bed de den trepreneur.com/gretchen-ru bin-
ac count abil ity
2  Like Atomic Habits: https://links.em bed de den trepreneur.com/atomic-
habits
3  Be ing in dis tractable is taught in Nir Eyal’s book:
https://links.em bed de den trepreneur.com/in dis tractable
4  More at https://links.em bed de den trepreneur.com/rule-of-seven
5  Read more on Jakob Green field’s blog:
https://links.em bed de den trepreneur.com/dan gers-of-met rics

En gage ment

1  I am fas ci nated by these prin ci ples. Learn more about prox im ity here:
https://links.em bed de den trepreneur.com/gestalt
2  I love read ing up on log i cal fal la cies. It never hurts to know how your
brain tricks you. Learn more here:
https://links.em bed de den trepreneur.com/log i cal-fal la cies

Em pow er ment

1  The con cept of “Luck Sur face Area” has mind-blow ing ef fects when ap- 
plied to your life: https://links.em bed de den trepreneur.com/luck-

https://links.embeddedentrepreneur.com/tweet-note-taking-communities
https://links.embeddedentrepreneur.com/impostor-syndrome
https://links.embeddedentrepreneur.com/heroes-journey
https://links.embeddedentrepreneur.com/gretchen-rubin-accountability
https://links.embeddedentrepreneur.com/atomic-habits
https://links.embeddedentrepreneur.com/indistractable
https://links.embeddedentrepreneur.com/rule-of-seven
https://links.embeddedentrepreneur.com/dangers-of-metrics
https://links.embeddedentrepreneur.com/gestalt
https://links.embeddedentrepreneur.com/logical-fallacies
https://links.embeddedentrepreneur.com/luck-surface-area
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sur face-area

Valu able Con tent

1  This is all about be ing in clu sive: add im age de scrip tions, cap tion your
videos, and more: https://links.em bed de den trepreneur.com/twit ter-
ac ces si bil ity
2  Learn more here: https://links.em bed de den trepreneur.com/power-
words
3  Find the tweet and replies here:
https://links.em bed de den trepreneur.com/is-tech-twit ter-dy ing
4  You can find all my pub lic ap pear ances here:
https://links.em bed de den trepreneur.com/about-arvid

Set ting up a Twit ter En gage ment, Em pow er ment, and Con tent

Sched ule

1  Like Chime: https://links.em bed de den trepreneur.com/chime

Build ing (for) an Au di ence

1  Find the source tweet for the Au di ence Fun nel here:
https://links.em bed de den trepreneur.com/au di ence-fun nel

https://links.embeddedentrepreneur.com/luck-surface-area
https://links.embeddedentrepreneur.com/twitter-accessibility
https://links.embeddedentrepreneur.com/power-words
https://links.embeddedentrepreneur.com/is-tech-twitter-dying
https://links.embeddedentrepreneur.com/about-arvid
https://links.embeddedentrepreneur.com/chime
https://links.embeddedentrepreneur.com/audience-funnel
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AC KNOWL EDG MENTS

This book was writ ten in pub lic. I be lieve that a book about un- 
der stand ing and build ing au di ences should be cre ated with and
for an au di ence. For that rea son, I shared the book's progress on
Twit ter and in vited sev eral hun dred al pha read ers to read
through and com ment on the first drafts of this book.

And com ment they did. I re ceived over 2000 com ments, notes,
and sug ges tions from my al pha reader squad. This has been the
most so cial edit ing ex pe ri ence I have ever taken part in. I am be- 
yond grate ful for all the per spec tives and in sights I have gained
from this ex pe ri ence.

My al pha read ers turned a rough and un even first draft into a
much more pol ished and ac ces si ble book.

I would like to thank my al pha read ers:

@Dan Schoon maker,
@Kim Stacks,
@Mr GregZen,
@Ops Drill,
@PaiNis hant,
@_ju stirma,
@al sayed87,
@ayushtweet shere,
@bart szczepan sky,
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@dal ton de mery,
@dankre merov,
@eaplmx,
@farez,
@heyste fan_,
@hon ey dreamss,
@jm madruga,
@josh cirre,
@justin zack,
@kasperkam per man,
@max u uell,
@pop paca lypse,
@que sada,
@thda raujo,
@ux daveh,
@vikivo j cik,
Ad nan A M,
Akash (@go_re lay),
Al bert Wieringa,
Alperen Bel gic,
An drew Hod son (@My Bud dyAn drew),
Andy Ja nis (@Andy Janis_),
Arav Narula (@tregs thedev),
Başak Anil (@basak builds),
Char lie Holtz,
Daniel Jiang (@iki gaiby de sign),
Daniel Sim (@dr sim),
David But ler,
Dim itris Kar avias,
Dr. Do minik Dotza uer,
Dušan Popović,
Fer nando Rivero,
Gabi Ro taru,
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Ger mán Martínez,
Habib Khan,
Hamid Moosa vian (@hmoosa vian),
Har ish Garg,
Ivan Nya gatare,
Jaime Ini esta,
Josh M. New man,
Khalid Azmi,
Las zlo Srag ner (@xLas zlo),
Mad huri (@iruh dam24),
Math ias Michel,
Matthias Bohlen,
Michele Hansen,
Miguel Piedrafita (@m1guelpf),
Nora Crosth waite (@No raCrosth waite),
Onur Ozer (@onurozer),
Os hisanwo Jubril,
Prathamesh Krisang,
Richelle Delia (@RThomas PhD),
Ro man Imankulov,
Sathyanand (@Sathyanand1985),
Shankar Bal achan dran (@shan0587),
Shreya Puro hit (@eye shreya),
Stephen Moon,
Sud ham Jayan thi (@sud ham jayan thi),
Tarek Has san (@de vtarek),
Ujjwal Sukheja,
Yan nick Veys (the co-founder of my fa vorite Twit ter tool
Hy pe fury, @Yan nick _Veys)

There were count less other read ers who I didn't men tion in
this list. I am grate ful to ev ery sin gle one of you.
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Ever since the days of writ ing Zero to Sold, I've been chat ting
with Rob Fitz patrick, au thor of The Mom Test, The Work shop Sur- 
vival Guide, and Write Use ful Books. Rob has been ex tremely
kind and sup port ive, help ing me on my writ ing and pub lish ing
jour ney with his in sights and anec dotes. Thanks, Rob.

Rob is also the rea son I had ac cess to HelpThis Book, the plat- 
form I used to gather my al pha reader feed back. To gether with
Devin Hunt (who is also his co-au thor on The Work shop Sur vival
Guide), he built this plat form for au thors like me who wanted to
work with their au di ence to cre ate a bet ter — and more use ful —
book. Thanks for mak ing that, Rob and Devin.

From there, I took the al pha-reader-ap proved man u script and
handed it to my trusted ed i tor Joanna Pyke, who did a mar velous
job (just like she did with Zero to Sold) to pull it all to gether and
sur face the re main ing in con sis ten cies. Thank you again, Joanna.

A big thank you goes out to  Yasir Farhan, who de signed the
cover of this book. An equally huge shoutout goes to  Graeme
Craw ley, who cre ated the beau ti ful il lus tra tions in this book.
Thank you!

The book could not have hap pened with out the lov ing sup port
of my fa vorite per son, my part ner Danielle. Thank you for the
count less con ver sa tions about the book, its con tents, and our
shared ex pe ri ences. Thank you for be ing my an chor, con science,
in spi ra tion, guide, and in ex haustible well of in sight and em pa thy.

Thank you to ev ery one who cheered for me when I an nounced
this project. Thanks for sup port ing me when I felt like work ing on
other things, when I got stuck, and when my vi sion col lided with
what my au di ence ex pected. This has been an ex er cise in em pa- 
thy, col lab o ra tion, and re la tion ship-build ing.

https://links.embeddedentrepreneur.com/helpthisbook
https://links.embeddedentrepreneur.com/joanna-pyke
https://links.embeddedentrepreneur.com/yasir-farhan-profile
https://links.embeddedentrepreneur.com/graeme-crawley-twitter
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ABOUT THE AU THOR

Arvid Kahl is a soft ware en gi neer, en tre pre neur, and writer. He co-found-
ed and boot strapped Feed back Panda, an on line teacher pro duc tiv ity SaaS
com pany, with his part ner Danielle Simp son. They sold the busi ness for a
life-chang ing amount of money in 2019, two years af ter found ing the
com pany — a jour ney that’s doc u mented in his first book, Zero to Sold.

He writes on The Boot strapped Founder.com to share his ex pe ri ence
with boot strap ping as a de sir able, value- and wealth-gen er at ing way of
run ning a com pany.

In the years of run ning Feed back Panda (and through out the many
failed at tempts be fore that), Arvid learned how to run a self-funded com- 
pany. He learned that not ev ery busi ness needs ven ture cap i tal to suc- 
ceed, and Arvid claims that most busi nesses are bet ter off with out it.

He wants to en cour age other en trepreneurs to see boot strap ping as a
vi able op tion.

 

https://links.embeddedentrepreneur.com/danielle-simpson
https://links.embeddedentrepreneur.com/zero-to-sold
https://links.embeddedentrepreneur.com/the-bootstrapped-founder
https://twitter.com/arvidkahl
https://www.goodreads.com/arvidkahl
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Zero to Sold is a com pre hen sive and ac tion able guide through the
four stages of a boot strapped busi ness: Prepa ra tion, Sur vival, Sta- 

bil ity, and Growth.

Find out more at ze ro to sold.com

https://links.embeddedentrepreneur.com/zero-to-sold
https://links.embeddedentrepreneur.com/zero-to-sold
https://links.embeddedentrepreneur.com/zero-to-sold
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