SQUARE n GROUP

l THE
SPECTATOR-TO-
BUYER

PLAYBOOK

Turn passive attention into active decisions.




AUDIT YOUR
SPECTATOR-TO-BUYER GAP

ATTENTION FEELS LIKE MOMENTUM. BUYERS CREATE MOMENTUM.

HOW TO USE THIS
WORKSHEET

Most solopreneurs believe that if content gets
engagement, it's working. Likes feel good.
Comments feel validating. DMs feel

promising.

But if revenue doesn't increase, something is
broken. Today you measure the gap between
attention and actual buying behavior. This

worksheet forces you to separate spectators

from real buyers. The goal is to expose whether

your content builds audiences or builds clients.

THE WORKSHEET:
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( SPECTATOR-TO-BUYER )

1.Define what
“engagement” meansin
your business

Finish this sentence:

“When my content performs
well, it usually gets

Examples:

* likes
comments
shares
DMs
saves

Write yours:

2. Measure recent
engagement

Look at the last 3060 days.

Fill in:

Total posts published:
Average likes/comments per
post:

DMs generated:

Discovery calls booked directly
from content:

Deals closed directly from
content:

Now compare activity to
revenue.

3. Calculate the
attention-to-buyer ratio

Fill in:

Engagement actions
(likes/comments/DMs):

Actual buyers: ___
Attention-to-buyer ratio: ____ : 1

If that number is high, you're
attracting spectators.

4. Identify who engages
most

Finish this sentence:

“The people who engage most
with my content are

n

Examples:
* peers
other service providers
non-buyers
students
past clients

e o o o

Write yours:

Spectators often look supportive
but never convert.

5. Identify buying signals

Finish this sentence:

“When someone is actually
serious, they usually

Examples:
» ask about next steps
+ ask about pricing
* book a call
» request details

Write yours:

Do your posts trigger these
actions?

6. Identify content
patterns

\Finish this sentence:

My highest-engagement posts
are usually about

n

Examples:
« education
« tips
* mindset
* industry commentary

Write yours:

High engagement doesn’t
always equal high intent.

7. Identify
low-engagement but
high-intent posts

Finish this sentence:

“My lowest-engagement posts
but strongest buyer responses
are about

Examples:
 offers
* pricing
« calls to action
« direct problems

Write yours:

Buying behavior often hides
behind lower engagement.

8. Identify the illusion

Finish this sentence:

“| feel successful when my
content gets

even
if revenue doesn’'t move.”

Examples:
« likes
« shares
* comments
« positive feedback

Write yours:

Validation can mask conversion
failure.

9. Identify the real
problem

Finish this sentence:

“My content currently optimizes
for not

Examples:
« attention / buyers
« education / urgency
« value / decisions

Write yours:

10. Lock the realization

Finish this sentence:

“Attention is not the goal. The
goal is

Examples:
* buyers
* decisions
* commitment
 calls booked

Write yours:

Why This Matters:

Engagement feels productive. Revenue proves productivity. If your content attracts spectators, your pipeline will feel
busy but empty. Tomorrow we diagnose why your content educates but doesn’t create urgency or buying intent.

If you want help turning content into
buyers instead of spectators:

https://squarelgrp.com/brainstormsession
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DIAGNOSE CONTENT THAT
FEELS SMART BUT DOESN'T SELL

IF YOUR CONTENT MAKES YOU LOOK INTELLIGENT BUT
DOESN'T CREATE URGENCY, IT CREATES SPECTATORS.

C CONTENT THAT DOESN'T SELL )

But it doesn't create tension. It doesn't create
urgency. It doesn’t move someone toward a
decision. This worksheet helps you identify
whether your content is optimized for validation

Yesterday you measured the gap between
attention and buyers. Today we diagnose
why that gap exists. Most solopreneurs
create content that proves expertise. It

HOW TO USE THIS
WORKSHEET

educates. It adds value. It builds credibility.

or conversion.

THE WORKSHEET:

1.Define your content goal

Finish this sentence honestly:

“When | post content, my main
goal is to

n

Examples:

» educate
provide value
share insights
build authority
get engagement

Write yours:

If the goal isn't decision
movement, it won't create it.

2. Identify your most
common content type

Check what you post most often:
* How-to tips
* Industry insights
» Motivational thoughts
» Case studies
» Behind-the-scenes
» Offer-based posts

Circle yours:

Education-heavy content often
builds spectators.

3. Identify missing
urgency

Finish this sentence:

“My content rarely
communicates that

Examples:
« doing nothing has
consequences
« delay costs money
« this problem is urgent
« inaction has a price

Write yours:

Without urgency, action feels
optional.

4. Identify tension
avoidance

Finish this sentence:

“l avoid saying

because | don’'t want to sound
pushy.”

Examples:
« this is costing you money
< you're doing this wrong
« you need to fix this now
« this will not fix itself

Write yours:

Avoiding tension removes
movement.

5. Identify soft
calls-to-action

Finish this sentence:

“My content usually ends with

Examples:

. let me know your thoughts
. DM me if interested

. hope this helps

. save this for later

Write yours:

Soft CTAs rarely trigger
decisions.

6. Identify buyer friction

Finish this sentence:

“A buyer reading my content
might think

Examples:
« this is interesting
« good information
« Il try this later
« I'll keep following

Notice none of those equal ‘I
need to act.”

Write yours:

7. Identify missing
problem amplification

Finish this sentence:

“My content doesn't clearly sho
that

8. Identify authority
dilution

Finish this sentence:

“My content tries to please

Examples:
« this problem is expensive
» delay makes it worse
« the status quo is risky

Write yours:

Examples:
« everyone
* peers
« industry friends
* broad audiences

Content that tries to please
everyone converts no one.

9. Diagnose the real gap

Finish this sentence:

“My content teaches
, but it

doesn't trigger

n

Examples:
« information / decisions
« knowledge / urgency
« tips / commitment

Write yours:

10. Lock the realization

Finish this sentence:

“Smart content without urgency
creates
not

buyers.”

Examples:
» spectators
« followers
* engagement

Write yours:

Why This Matters:

Education builds trust. Urgency builds movement.
When content lacks tension and decision framing, it feels safe to consume and ignore.
Tomorrow we rebuild your content so it activates buying psychology instead of passive learning.

If you want help turning your expertise
into decision-triggering content:

https://squarelgrp.com/brainstormsession




REBUILD CONTENT AROUND ===
BUYER PSYCHOLOGY

BUYERS DON'T MOVE BECAUSE THEY LEARN.
THEY MOVE BECAUSE THEY FEEL TENSION.

( BUYER PSYCHOLOGY )

You've now identified the gap.
Your content educates.

It builds authority.

It creates engagement.

But it doesn't activate decisions.

Today we rebuild your content around buyer
psychology instead of pure information. The
goal is to move from “this is helpful” to “I need to
fix this.”

HOW TO USE THIS
WORKSHEET

This worksheet helps you restructure content so
it creates tension, clarity, and urgency.

THE WORKSHEET:

1.ldentify the costly
problem

Finish this sentence:

“My ideal buyer is currently
losing
because

Examples:
« revenue / their funnel leaks
« clients / weak follow-up
« time / unclear process

Write yours:

Content must highlight what's at
stake.

2. Define the cost of
inaction

Finish this sentence:

“If nothing changes, they will
continue experiencing

Examples:
 inconsistent income
« stalled growth
« frustration
* burnout

Write yours:

Buyers act when inaction feels
painful.

3. Identify the false belief
Finish this sentence:

“They believe the problem is
, but

the real issue is

"

Examples:
+ lead volume / weak
conversion
« price / poor positioning
« competition / unclear
messaging

Write yours:

Challenging assumptions
creates authority.

4, Create tension
statements

Finish this sentence:

“If you're experiencing
, it's

because

Examples:

« high engagement but low
revenue / your content
lacks urgency

« booked calls but no deals /
your decision framing is
weak

Write yours:

Tension moves attention toward
solutions.

5. Shift from tips to
diagnosis

Finish this sentence:

“Instead of teaching how to do
|

should expose why

Examples:
* better marketing / their
system leaks
* better closing / their call
structure fails

Write yours:

Diagnosis creates urgency faster
than tips.

6. Define the
transformation

Finish this sentence:

“My content should move
readers from
to

n

Examples:
« confusion / clarity
« comfort / commitment
 interest/ action

Write yours:

Movement must be clear.

7. Strengthen authority
positioning

Finish this sentence:

“I am not here to
.lam

here to

Examples:
» be liked / create results
» get engagement / drive
decisions
» share tips / fix systems

Write yours:

Authority triggers trust.

8. Redesign your content
formula

Fill in:

Problem — Cost — False Belief
— New Frame — Decision
Prompt

Write a sample outline:
Problem:

Cost:

False Belief:

New Frame:

Decision Prompt:

9. Define your decision
trigger

Finish this sentence:

“After consuming my content,
buyers should think

Examples:
* | need to fix this
« this is costing me
» | should book a call

Write yours:

10. Lock the principle

Finish this sentence:

“Content that creates tension
produces
, hot

spectators.”

Examples:
* movement
* buyers
» decisions

Write yours:

Why This Matters:

Information builds interest. Tension builds urgency. Urgency builds action. When your content shifts from teaching to
diagnosing and reframing, buyers start seeing you as the solution instead of just another voice in their feed.
Tomorrow we install a content system that consistently triggers buying behavior instead of passive engagement.

If you want help building content that
turns attention into buying intent:

https://squarelgrp.com/brainstormsession




INSTALL A BUYER-TRIGGER
CONTENT SYSTEM

IF YOUR CONTENT DOESN'T POINT TO A DECISION, IT
TRAINS PEOPLE TO WATCH, NOT BUY.

HOW TO USE THIS
WORKSHEET

You've identified the gap. You've diagnosed
the psychology. You've rebuilt the structure.
Now we install the system. Content should

not just inform. It should move someone

toward a defined next step.

THE WORKSHEET:

Today you create a repeatable structure that
turns posts into buyer triggers instead of
passive engagement magnets.
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(BUYER-TRIGGER CONTENT SYSTEM)

1.Define the purpose of
your content

Finish this sentence:

“The purpose of my content is to
move people toward

n

Examples:
« acall
« adecision
« clarity
« commitment

Write yours:

If the outcome isn't defined,
movement won't happen.

2. Define your single next
step

Finish this sentence:

“The primary action | want from
serious prospects is

n

Examples:
* book a call
* reply with a keyword
» send a DM
» click a link

Write yours:

Every post must point
somewhere.

3. Install the decision
prompt

Finish this sentence:

“At the end of my posts, | will
say

Examples:
« If this sounds like you,
book a call
« If this is costing you, let's
fix it
< If you want this solved,
here's the next step

Write yours:

Soft CTAs create soft pipelines.

4, Create tension-first
hooks

Finish this sentence:

“Instead of starting with tips, |
will start with

”

Examples:
« a costly mistake
« a painful reality
« abold diagnosis
* aconsequence

Write yours:

Hooks must disrupt comfort.

5. Define your content
ratio

Out of every 10 posts:
Education-focused:
Diagnosis-focused:
Offer/decision-focused:

If offer posts are rare, buying
behavior will be rare.

6. Identify your authority
stance

Finish this sentence:

“My content will prioritize

over

Examples:
« clarity / likability
« truth / popularity
» decisions / engagement

Write yours:

7. Install urgency framing

Finish this sentence:

“I will regularly remind my
audience that

n

Examples:
» delay costs money
« this won't fix itself
* inaction compounds

Write yours:

Without urgency, buyers drift.

8. Create your post
template

Fill in this structure:

9. Define the buyer trigger

Finish this sentence:

“A serious buyer will respond

Hook: when | say
Problem:
Examples:
Cost:  If you're ready to fix this
i « If this is costing you
False Belief: + If you want this handled
Reframe: Write yours:

Decision Prompt:

This becomes your repeatable
system.

10. Lock the operating
rule

Finish this sentence:

“From now on, content without a
decision path is

"

Examples:
« incomplete
* misaligned
* not strategic

Write yours:

Why This Matters:

Engagement trains spectators. Decision prompts train buyers.

If your content repeatedly points to a clear action, your audience learns that consuming equals moving.

When content is structured around decisions, attention turns into opportunity.

If you want help installing a buyer-trigger content
system that turns attention into revenue:

https://squarelgrp.com/brainstormsession
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Youdon'thavean
audience problem.

~ Youhavea
conversion problem.

Most content educates.

Some content entertains.

Very little content drives decisions.
Inside this workbook, you will;

 Audit your Spectator-to-Buyer gap

» Diagnose content that feels
impressive but doesn't convert

* Rebuild your messaging around

squarelgrp.com/brainstormsession




