DPERATOR

WHERE Al MEETS BUYER PSYCHOLOGY AND SALES BECOME INEVITABLE

YOU'RE ALREADY USING Al. HERE'S HOW TO MAKE IT ACTUALLY SELL FOR YOU.



YOU'RE ﬁllihg;N

NOT COMPLETELY WRONG. BUT WRONG ENOUGH THAT IT'S COSTING YOU
SALES EVERY SINGLE DAY.

YOU'RE USING IT TO WRITE CAPTIONS. TO BRAINSTORM IDEAS. TO REWORD
THINGS FASTER. MAYBE TO CREATE CONTENT BATCHES OR DRAFT EMAILS.
AND IT'S SAVING YOU TIME WHICH IS GOOD. BUT IT'S NOT MAKING YOU MONEY.
NOT CONSISTENTLY. NOT PREDICTABLY.NOT IN THE WAY IT COULD BE.

HERE'S THE PROBLEM: Al WITHOUT BUYER PSYCHOLOGY IS JUST FAST
MEDIOCRITY. YOU'RE PRODUCING MORE CONTENT, MORE COPY, MORE OUTPUT
BUT IF IT ISN'T ENGINEERED TO TRIGGER THE BUYING DECISION, YOU'RE JUST
CREATING NOISE AT SCALE.

THE Al SALES OPERATOR™ S DIFFERENT. THIS IS NOT A PROMPT LIBRARY. THIS
ISNOT A"USE CHATGPT TO WRITE YOUR CAPTIONS" GUIDE.

THIS IS A COMPLETE OPERATOR FRAMEWORK THAT COMBINES Al CAPABILITY
WITH THE NEUROSCIENCE OF HOW BUYERS ACTUALLY DECIDE, SO THAT
EVERYTHING YOUR Al PRODUCES IS BUILT TO CONVERT, NOT JUST TO EXIST.

BY THE END OF THIS GUIDE YOU WILL HAVE:

e AFULLY MAPPED AISALES SYSTEM

e THEEXACT PROMPTS THAT EMBED BUYER PSYCHOLOGY INTO EVERY
OUTPUT

e ADAILY OPERATING RHYTHM THAT RUNS YOUR SALES PROCESS WITH
MINIMAL MANUAL EFFORT.

THIS IS HOW YOU STOP USING Al AS A TYPING ASSISTANT AND START USING IT
AS ASALES OPERATOR.
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ALONE

DOESN'T
CONVERT

.

The missing layer that changes
everything.

Let's be honest about what Al actually does well.

It processes language at extraordinary speed. It can match tone, mirror
structure, generate variations, and produce in seconds what would take
you hours. It is genuinely one of the most powerful productivity tools

available to a small business owner right now.
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[t cannot feel the emotional state of your buyer.

e It cannot intuitively know what specific fear is stopping your ideal
client from saying yes today.

[t cannot understand the precise identity transformation your
audience is craving, or the exact trust signal they need before
they'll click buy.

e Itdoesn't know which decision trigger is missing from your sales
page

e Or why your DM sequence is getting seen but not replied to.

THE OPERATORPRINCIPLE

Alis a machine. It produces what you tell it to produce. If you tell it to write a caption it writes a
caption. If you tell it to write a caption that triggers the brain's loss aversion response while
neutralising the top three perceived risks your specific buyer is feeling right now it does that
instead. The difference between those two outputs is not the Al. It's the operator.

A sales operator doesn't just use Al. A sales operator directs Al with precision, feeding it the
buyer psychology framework, the conversion triggers, the specific audience insight, and the
strategic intention that turns its output from generic content into genuine conversion assets.

That's what this guide teaches you to become.
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USER
Asks Al to create
things. Gets generic
output. Saves time
but doesn't convert.

DIRECTOR
Tells Al what to
create and gives it
context. Gets better
output. Converts
occasionally.

OPERATOR
Gives Al a complete
psychological and strategic
brief. Gets output engineered to
convert. Converts consistently.

RIGHT NOW YOU'REAT LEVEL 10R 2.
BY THE END OF THIS GUIDE YOU'LL BE
OPERATINGATLEVEL 3.



Your complete Al sales system
mapped out

The Al Sales Operator™ framework has five modules.

Each one covers a specific part of your sales process.

Together they form a complete, Al-powered sales system that runs
consistently without requiring you to be brilliant on demand every
single day.

TSM BUSINESS FOR MORE INFORMATION CONTACT INFO@THESUCCESSMETHOD.COM



P o P P
== THESMODULES

The Buyer Intelligence Brief The foundation of everything. Before you prompt Al to
create anything, you feed it a complete psychological profile of your buyer. This is
what separates operator-level output from generic output.

MODULE1

MODULE 2

The Content Conversion Engine Your Al-powered content system, built on the 7
Decision Triggers. Every piece of content produced is engineered to move people
through the buyer journey, not just fill a posting schedule.

MODUILE 3

The DM Conversion Sequence A structured, Al-assisted DM framework that opens
conversations, establishes relevance, and converts warm leads without feeling
scripted or salesy.

MODULE 4

The Offer and Sales Page Operator Al-powered copy for your offers, landing pages,
and sales posts, all built on buyer psychology frameworks so every word is doing
conversion work.

MODULE 5

The Follow-Up and Nurture System An automated-feeling nurture sequence that keeps
warm leads moving toward yes, without you manually chasing anyone.

HOW THE MODULES WORKTOGETHER

The Buyer Intelligence Brief feeds into every other module. It is the psychological
operating system your Al runs on. Without it, the other four modules produce good
content. With it, they produce conversion assets.

Content Engine brings in new people and warms them up. DM Sequence converts the
warm ones into conversations. Offer Operator converts the conversations into sales.

Follow-Up System captures everyone who wasn't ready yet, and brings them back.
This is a complete sales loop. Not five separate tactics. One integrated system.
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The House of TSM

MODULE:

THEBUYER
INTELLIGENCE

The psychological operating system
your Al runs on.

This is the most important thing in this entire guide.
Everything else depends on it.

Most people prompt Al with a task. Write me a caption. Draft me an email. Create
me a sales post. The Al obliges and produces something technically correct and
completely generic. Because it has no idea who your buyer is, what they're
feeling right now, what they've already tried, what they're afraid of, or what
transformation they're desperate for.

The Buyer Intelligence Brief fixes that. It's a single document usually 400 to 600
words that you paste at the start of every Al session. It tells the Al exactly who it's
writing for and what psychological state that person is in. From that point on,
every output it produces is calibrated to your specific buyer.



WHO THEY ARE: SPECIFICDESCRIPTION

not "female entrepreneur aged 25-45." The real version. "A coach or consultant, 2-5 years in

business, already visible on social media, generating some revenue but not consistently,
frustrated that their effort isn't matching their income."

THEIR CURRENT PAININ THEIR OWNWORDS

The exactlanguage they use. "I'm posting every day and nothing's converting." "l keep
getting people who say they'll think about it." "l don't understand why people aren't buying my
offer is good."

WHAT THEY'VEALREADY TRIED

Important. This tells Al what not to suggest and what to position against. "More content.
Going live. Rewriting their bio. Discounting their prices. Posting more consistently."

WHATTHEY ACTUALLY WANT

The identity, not just the outcome. "They don't just want more clients. They want to feel like a
business owner who has a system, not someone who is constantly hustling for the next sale."

THEIRTOP3FEARS ABOUT BUYING

"Spending money on another thing that doesn't work. Being sold to by someone who doesn't
understand their real problem. Wasting time on theory with no practical application."

YOUREDGE ANDMETHOD

"A neuroscience-backed sales system built on buyer psychology and 20 years of Fortune 500
sales. Not motivation. Not mindset. Mechanics."

TSM BUSINESS FOR MORE INFORMATION CONTACT INFO@THESUCCESSMETHOD.COM



INTELLIG

e

i

’ -'-""h. ]
OPY THIS.FILL IN YOUR ANSWERS. PASTE IT AT THE START OF EVERY Al

"You are a conversion copywriter and sales strategist who specialises in buyer
psychology and neuroscience-backed sales systems. You are writing for [your
name], founder of [your brand]. Before creating anything, here is a complete
psychological profile of the ideal buyer you are always writing for: [paste your
full buyer profile here]. Every piece of content, copy, or communication you
produce must speak directly to this person, use their language, address their

fears, and move them toward a buying decision. Never write for a general
audience. Always write for this specific person."

———
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The House of TSM

MODULE 2:
THE CONTENT
CONVERSION
ENGINE

Al-powered content built to convert,
not just to post.

The Content Conversion Engine is your weekly content system. It produces a full
week of buyer-triggered content in under an hour, all mapped to the 7 Decision
Triggers so every post is doing deliberate conversion work.



THEWEEKLY CONTENT
MAP

Each day of the week targets a different trigger and a different stage of the buyer journey. You don't need to
post every day, but when you do, you know exactly what job each piece of content is doing.

DAY CONTENT TYPE AIM

Establish credibility and position your
specific edge. "Here's why [your
MONDAY Authority Signal content method] works when everything else
hasn't.”

Speak directly to the exact situation
your buyer is in right now. Make them

TUESDAY Relevance Lock content _
feel seen before you sell anything.
Paint the identity transformation. Who
WEDNESDAY Desire Spike content they become, not what they get.

Address the objection they haven't
THURSDAY Safety Cue content voiced. Remove the risk before it
becomes a reason to say no.

Give your single best insight. The real
thing. Not a taster. Build the obligation

Reciprocity content
FRIDAY P y that creates buyers.
A specific, relatable result. Real
SATURDAY Proof content numbers, real situations, real outcomes.
Dir Il. One offer. One CTA. Make i
SUNDAY Momentum content Irect sell. One offer. One C akelt

easy to buy.
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THE CONTEN.II;ER%ﬁIIEF

COPY THIS. FILL INYOUR ANSWERS. PASTEIT.

"Using the buyer profile above, write a [platform] post for [day of week] that
targets the [trigger name] decision trigger. The post should: open with the
buyer's exact situation or pain, build through [specific structure], and end with
[specific CTA]. The tone should be [direct/warm/authoritative]. Do not use
generic coaching language. Do not give away the full solution. Create curiosity
and provide one genuine insight that makes the buyer want more."

THECONTENT AUDIT
PROHIPT

USE THISTO FIXCONTENT THAT ISN'T CONVERTING:

"Review this piece of content against the 7 Decision Triggers framework: [paste
content]. Identify which triggers are present, which are missing, and rewrite it
so all 7 are engineered into the post. Keep the core message but make every
line do conversion work."
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The House of TSM

MODULE 3:
THEDM

CONVERSION
SEQUENCE

Convert warm leads without feeling
scripted or salesy.

The DM Conversion Sequence is a five-message framework that takes someone
from first contact to sales conversation, all powered by buyer psychology and all
assisted by Al. The goal is not to automate your DMs. It is to give you a
psychologically sound structure so you never wing it, never come across as
pushy, and never leave a warm lead cold because you didn't know what to say
next.



A

MESSAGE1THE
| RELEVANCE OPENER |

Not "hey, loved your post!" Not a pitch.

attention and names their specific
situation. Template: "l saw [specific
thing they posted or said]. That
[specific situation they described]
that's exactly the problem [your
method] is built to solve. I've got
something that might be relevant, want
me to send it over?"

message that proves you've paid

MESSAGE2 THE |
VALUEDROP |

Send something genuinely useful. A
specific insight, a relevant piece of
content, or a free resource that
directly addresses their situation. No

===

MESSAGE4 THE {
|

OFTINVITE

Not a hard sell. A natural progression
from the conversation. Template: "Based
on what you've shared, | think [specific
offer] would be genuinely useful for you.

It's [price] and covers [specific outcome].

Want me to send you the link? If it's not
the right fit, no problem, just thought it
was worth mentioning."

ask attached. Just value. Template:
"Here's [specific resource/insight]
this is the part most people miss when
they're in [their situation]. No strings.
Just thought it was relevant based on
what you shared."”

i MESSAGE3|
|
I

THE REFRAME|

After they've recelved the value,
introduce your specific framework as

the reason they're stuck. Template: "The
reason [their problem] keeps happening
isn't [what they think it is]. It's [your
reframe]. That's actually what [your
method] is built around. Have you come
across this before?"

| MESSAGES THEFOLLOW-UPWITHVALUE |

If no response, don't check in. Add value. Template: "Came across this

[insight/result/resource] and thought of our conversation. [One specific relevant thing].

Still happy to send the link if you want it, justlet me know."
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PERSONAL] %’ﬂw

-

COPY THIS.FILLINYOUR _AN'SOVERS. PASTEIT.

"Using the buyer profile above, personalise this DM sequence for someone who
[specific situation, e.g. posted about struggling to convert despite consistent
content]. Keep the structure of each message but make the language feel like it

message should feel like it comes from a knowledgeable peer, not a

salesperson.”

-
I

I

I

I

I

|

| was written specifically for them. Tone: warm, direct, never pushy. Each
I

I

I

I

I

L




The House of TSM

MODULE4:
THEOFFERAND
SALES PAGE
OPERATOR

Every word doing conversion work.

Your offer page is either your best salesperson or your biggest leak. Most offer
pages and sales posts fail not because the offer is bad but because the copy is
built around the product rather than the buyer's psychology.

The Offer Operator fixes that, using Al to produce sales copy that maps directly
to the 7 Decision Triggers and addresses every stage of the buyer's decision
process.



Every offer page, sales post, or pitch should follow this sequence. Each section maps to a specific trigger.

SECTION 1 THE HOOK
(Triggers 1&2)
Name their exact situation with authority. Make them feel immediately seen and understood.
"If you're [situation] and you've already tried [failed attempts] this is why it hasn't worked."

|
SECTION 2 THE REFRAME
(Triggers 5)
Introduce the real problem. Challenge the belief that's been keeping them stuck.
"The issue isn't [what they think]. It's [your reframe]. And once you understand that, everything changes."

|
SECTION 3WHATITIS
(Trigger 4)
Crystal clear. What they get, how it works, how long it takes.
"[Product name] is a [format] that gives you [specific outcome] in [specific timeframe]. [Number]
pages/modules/steps. Immediate access."

SECTION 4 WHAT CHANGES
(Triggers 5)
The identity transformation. Who they become.
"After [product name], you'll [vivid specific outcome]. Not eventually. This week."

SECTION 5 PROOF
(Trigger 3)
One real, specific, relatable result. Mirrors the buyer's situation.
"[Client description — no name needed] rewrote her offer page using this framework on a Wednesday. By
Friday she had two new enquiries."

|
SECTION 6 THE INVESTMENT
(Trigger 3)
Price anchored to value. Make it feel like the easy decision.
"[Price]. One payment. Immediate download. No subscription. No upsell."”

|
SECTION 7 THE CTA

(Trigger 7)
One button. One action. Direct language.
"Get instant access. [Button text: Yes, | want this / Download now / Get the framework]"
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"Using the buyer profile above, write a complete sales page for [product name],
priced at [price]. The offer delivers [specific outcome] for [specific person].
Follow this exact structure: Hook, Reframe, What It Is, What Changes, Proof,
Investment, CTA. Every section must map to the relevant decision trigger. No
fluff. No filler. Every sentence must do conversion work. Keep the total length
under 500 words."

"Using the buyer profile above, write a [platform] sales post for [product name]
at [price]. Open with their exact pain. Reframe the real problem. Describe the
transformation in their identity terms. Include one specific proof point. End with
a single direct CTA. Maximum 250 words. Every line earns its place."




The House of TSM

MODULES:
THEFOLLOW-UP
ANDNURTURE

SYSTEM

Capture the buyers who weren't ready
yet and bring them back.

Most sales are not lost. They're delayed.
The buyer was interested. They just weren't ready at that exact moment.

Most coaches respond to this with a "just checking in" message which has zero
psychological value and actually erodes the trust you've built. Or they give up
entirely and the buyer drifts away.

The Follow-Up and Nurture System is a structured, Al-assisted sequence that
keeps warm leads moving toward yes, without you manually chasing anyone
and without ever sounding desperate.



EVERY FOLLOW-UP MUST ADD VALUE.
NOT AREMINDER. NOT ANUDGE.NOT A CHECK-IN.

A PIECE OF GENUINELY USEFUL INSIGHT THAT RE-ENGAGES
THE BUYER'S BRAIN AROUND THE PROBLEM YOUR OFFER

SOLVES.

EACH MESSAGE IS A RECIPROCITY DEPOSIT
AND EACH ONE MAKES THE EVENTUAL YES MORE LIKELY.
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I
| TOUCH1-DAY3 | | TOUCHZ2 -DAY7 i
\ < ] ]
After no purchase: Send one specific Share a relevant result or proof point
insight related to their known pain. No from someone in their situation. "One
ask. "I've been thinking about what you of my clients was in almost exactly the
mentioned. Here's something that might same position as you described.
reframe it: [insight]. No agenda just Here's what changed when she
thought it was relevant." [specific action]: [specific result]."
5 | e 1
| | |
| TOUCHS3 - DAY 14 i | TOUCH4 -DAY 21
I

Introduce a new angle on the problem

something they haven't considered. Soft re-offer. Natural, not pushy. "I'm not

sure if the timing was right when |

"There's a piece of this that most people

miss and it's usually why the usual fixes mentioned [offer] but it's still available

don't stick. [Specific insight or reframe]. and | still think it would be genuinely

This is actually what [your method] is useful for what you're working through.

built around.” No pressure either way.

Final value touch. Leave the door open. "Sharing this because it's relevant regardless of
whether we ever work together: [specific useful resource or insight]. If the timing ever
feels right, you know where I am."
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F——————————————

SEQUENCE PROMPT

COPY THIS. FILLIN YOUR ANSWERS. PASTEIT AT THE START OF EVERY Al
SESSION.

"Using the buyer profile above, write a 5-touch nurture sequence for someone
who expressed interest in [offer] but didn't purchase. Space the messages as
follows: Day 3, Day 7, Day 14, Day 21, Day 30. Each message must add genuine
value no check-ins, no nudges, no pressure. Tone: warm, knowledgeable, peer-
level. Each message should feel like it comes from someone who genuinely
wants to help, not someone who wants a sale."
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What to run, when, and how so your
system works every day without
draining you.

The most powerful system in the world doesn't work if it doesn't run
consistently.

The Daily Operating Rhythm is your non-negotiable minimum, the
specific Al-assisted actions that keep your sales pipeline moving every
single day without requiring hours of manual effort.
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THE %—MINU E

ERAIOR
ROUTINE

This takes 20 minutes. It keeps your entire sales system active. Do it every day before you open any social

media app.
MINUTES TASK AIM
Open your Al session with o .
1-5 peny . . This primes everything that follows.
your Buyer Intelligence Brief
6-10 Run the Content Engine Produce one piece of content. Review it
prompt for today's trigger against the 7-Second Audit. Post it.
Run the DM sequence for anyone who
needs a next touch. Use the
11-15 Check your warm leads o .
personalisation prompt to tailor each
message. Send maximum three DMs.
. Is anyone due a touch today? Run the
16-20 Review your nurture sequence .
nurture prompt. Send it.

That's it. Twenty minutes. Every day. The compound effect of this routine over 30 days is a consistently active
pipeline with no manual chaos.
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‘\é\k\ THE 30-MINUTE

OPERARSR

Every Sunday or Monday, spend 30 minutes reviewing the week:

What DM conversations are open?
e Where is each one in the sequence?
e What's the next step?

What offers were viewed or clicked but not purchased?
Add those people to the nurture sequence.

What's your revenue target for the coming week? Work
backwards:

e how many sales do you need

e at what price

o from which offer?
That tells you exactly what to focus your content on.
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=—~ THETHOUR
OPERATOR

KESET

REVISIT YOURBUYERINTELLIGENCE BRIEF

» Has your understanding of your buyer deepened?

» Has the language they use shifted?

e Have new objections emerged?

« Update the brief. Everything downstream improves automatically.

REVIEW YOUR OFFERPAGES AGAINST THEOFFER
OPERATORSTRUCTURE

¢ Which sections are weakest?
¢ Runthe Sales Page Prompt to refresh the copy.

REVIEW YOURCONTENT FROMTHEPAST MONTH

e Areall 7 triggers represented?
e Are any consistently missing?
« That's where your conversion is leaking.
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Every prompt you need.

Copy, customise, deploy.
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YOURPROMPTS

FOUNDATION PROMPT — USE EVERY SESSION

"You are a conversion copywriter and sales strategist specialising in buyer psychology and
neuroscience-backed sales systems. You are writing for [your name], founder of [your brand].
Buyer profile: [paste full Buyer Intelligence Brief]. Every output must speak to this specific
person, use their language, address their fears, and move them toward a buying decision."

CONTENT PROMPTS

Daily content

"Using the buyer profile, write a [platform] post targeting the [trigger]
decision trigger. Open with the buyer's exact situation, build through
[structure], end with [CTA]. Tone: [direct/warm/authoritative]. No generic
coaching language. Maximum [word count].”

Content Audit

"Review this content against the 7 Decision Triggers: [paste content].
Identify which triggers are present, which are missing. Rewrite so all 7 are
present. Keep the core message."

Weekly Batch

"Using the buyer profile, create a 7-post content plan. One post per day,
each targeting a different decision trigger in this order: Monday Authority,
Tuesday Relevance, Wednesday Desire, Thursday Safety, Friday
Reciprocity, Saturday Proof, Sunday Momentum. Give me the hook line and
core message for each post.”

DM PROMPTS

"Write a DM opener for someone who [specific thing they posted]. Use the

Opener Relevance Lock trigger. Prove I've paid attention, name their exact situation,
offer something relevant. Maximum 3 sentences."
"Personalise this 5-message DM sequence for someone who [specific
Sequence

Personalisation

situation]. Keep the structure. Make the language feel written specifically for
them. Tone: warm, direct, peer-level."

Follow-up with
Value

"Write a follow-up message for someone who didn't respond to my last DM
about [offer]. Do not check in. Add genuine value related to [their specific
pain]. One insight. Maximum 4 sentences."
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YOURPROMPTS

OFFER AND SALES PAGE PROMPTS

"You are a conversion copywriter and sales strategist specialising in buyer psychology and
neuroscience-backed sales systems. You are writing for [your name], founder of [your brand].
Buyer profile: [paste full Buyer Intelligence Brief]. Every output must speak to this specific
person, use their language, address their fears, and move them toward a buying decision."

CONTENT PROMPTS

"Write a complete sales page for [product] at [price] for [specific person].

Full Sales Structure: Hook, Reframe, What It Is, What Changes, Proof, Investment,
Page CTA. Map each section to the relevant decision trigger. Under 500 words.
Every sentence earns its place."
"Write a [platform] sales post for [product] at [price]. Open with their pain.
Sales Post Reframe the real problem. Describe the identity transformation. Include one
specific proof point. Single direct CTA. Maximum 250 words."
"The most common objection to [product] from [buyer profile] is [specific
Objection objection]. Write a piece of content that addresses this objection before it's
Handler voiced, using the Safety Cue trigger. Do not sound defensive. Position the
objection as the exact reason they need this."
NUTURE PROMPTS
5T h "Write a 5-touch nurture sequence for someone interested in [offer] who
S ouc didn't purchase. Day 3, 7, 14, 21, 30. Each message adds genuine value,
equence no check-ins. Tone: warm, peer-level, no pressure.”
Re "Write a single re-engagement message for a warm lead who went quiet 3
weeks ago. They were interested in [offer]. Add one specific insight related
Engagement

to [their pain]. Soft re-mention of offer at the end. No pressure language.”
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RATOR™
ECKLIST

Your complete system at a glance.
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THE AISALES OPERATOR™ CHECKLIST

FOUNDATION

Buyer Intelligence Brief written and saved
Brief pasted at the start of every Al session

Buyer language updated monthly

CONTENT ENGINE

Weekly content map in place, one trigger per day
Every post reviewed against the 7-Second Audit before publishing

Content Audit Prompt run on anything that isn't converting

DM SEQUENCE

5-message sequence ready to personalise
Every new warm lead entered into the sequence

No check-in messages. Value only

OFFEROPERATOR

Every offer page reviewed against the 7-section structure
Sales posts built on the Offer Operator structure

Objection handler content created for top 3 objections

NURTURESYSTEM

Every non-purchaser entered into the 5-touch sequence
All follow-ups add value, no nudges

Door left open on Touch 5

DAILY RHYTHM

20-minute daily routine running consistently
Weekly operator review completed every Sunday/Monday

Monthly reset completed, brief updated, offer pages refreshed

YOUARENOW OPERATING AT LEVEL 3.
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THERE'S AVERSION OF YOUR BUSINESS WHERE Al DOES THE HEAVY LIFTING

NOT JUST THE WRITING, BUT THE CONVERSION WORK.

WHERE EVERY CAPTION, EVERY DM, EVERY OFFER PAGE, EVERY FOLLOW-UP IS ENGINEERED TO MOVE
YOUR SPECIFIC BUYER TOWARD YES. WHERE YOUR SALES SYSTEM RUNS DAILY WITHOUT REQUIRING
YOU TO BE BRILLIANT ON DEMAND.

THAT'S WHAT YOU'VE JUST BUILT.
THE DIFFERENCE BETWEEN THE COACHES GENERATING CONSISTENT REVENUE AND THE ONES
STUCK IN HUSTLE IS NOT TALENT, NOT AUDIENCE SIZE, NOT CONFIDENCE. IT'S SYSTEM.

SPECIFICALLY, IT'S ASALES SYSTEM BUILT ON HOW BUYERS ACTUALLY DECIDE, DIRECTED BY
SOMEONE WHO UNDERSTANDS THAT TECHNOLOGY WITHOUT PSYCHOLOGY IS JUST FAST
NOISE.

YOU NOW HAVE THE PSYCHOLOGY. YOU NOW HAVE THE SYSTEM. YOU NOW HAVE EVERY
PROMPT YOU NEED TO RUN ITTHE ONLY THING LEFTISTO RUNIIT.

STARTTODAY

STEP 1
Write your Buyer Intelligence Brief. This is the most important 30 minutes you'll spend this week.

STEP 2

Run the Content Engine prompt for today. Post it.

STEP 3

Identify your three warmest leads. Run the DM sequence.

STEP 4

Audit your main offer page against the 7-section structure. Fix what's missing.

STEP 5

Set your revenue target for this month and work backwards using the Weekly Operator Review.

Twenty minutes a day. A complete system. Inevitable sales.

TSM BUSINESS FOR MORE INFORMATION CONTACT INFO@THESUCCESSMETHOD.COM



IF YOU'RE READY TO CREATE A BUSINESS THAT RUNS ON STRUCTURE, SYSTEMS,
PSYCHOLOGY AND GEO-LEVEL GLARITY -
NOT HUSTLE, PANIG, OR DAILY POSTING, THEN TSM MONEY MAKERS IS WHERE WE BUILD
THAT REALITY.

THE SUCCESS METHOD

MONEY MAKERS

CLICK HERE TO BECOME A MEMBER

This is where high-level women come to:

* Create system-supported growth

. ) . EMAIL
Build sustainable i ncome INFO@THESUCCESSMETHOD.COM
Become the calmest version of themselves FORMORE INFORMATION

[ ]

* Design a business that runs even when they rest

e And scale in a way that feels stable, aligned, and
intelligent



https://thesuccessmethodbusiness.com/tsm-mm-membership

WELCOME TO THE HOUSE:
WE ARE NOT JUST COACHES AND CONSULTANTS.

AT TSM BUSINESS WE ARE ARCHITECTS OF EVOLUTION, PIONEERS OF
DISRUPTION, AND CHAMPIONS OF CREATIVITY.

YOUR PARTNER IN THE INDUSTRY.

If you're looking for a one-size-fits-all solution, you're in the wrong place.
We tailor our approach to your unique challenges, ensuring that every
session propels you toward your vision of success.

WHAT SETS US APART?

Hybrid Excellence: Our unique hybrid approach seamlessly blends
coaching and consulting, offering you a bespoke experience tailored to

your specific needs. It's not just a service; it's a partnership designed to
elevate you & your business to unprecedented heights.

WHY SETTLE FOR LESS?

TSM BUSINESS FOR MORE INFORMATION CONTACT INFO@THESUCCESSMETHOD.COM



	The Success
	Method™
	THE AI SALES OPERATOR
	YOU'RE USING AI WRONG
	NOT COMPLETELY WRONG. BUT WRONG ENOUGH THAT IT'S COSTING YOU SALES EVERY SINGLE DAY.
	YOU'RE USING IT TO WRITE CAPTIONS. TO BRAINSTORM IDEAS. TO REWORD THINGS FASTER. MAYBE TO CREATE CONTENT BATCHES OR DRAFT EMAILS. AND IT'S SAVING YOU TIME WHICH IS GOOD. BUT IT'S NOT MAKING YOU MONEY. NOT CONSISTENTLY. NOT PREDICTABLY. NOT IN THE WAY IT COULD BE.
	HERE'S THE PROBLEM: AI WITHOUT BUYER PSYCHOLOGY IS JUST FAST MEDIOCRITY. YOU'RE PRODUCING MORE CONTENT, MORE COPY, MORE OUTPUT BUT IF IT ISN'T ENGINEERED TO TRIGGER THE BUYING DECISION, YOU'RE JUST CREATING NOISE AT SCALE.
	THE AI SALES OPERATOR™ IS DIFFERENT. THIS IS NOT A PROMPT LIBRARY. THIS IS NOT A "USE CHATGPT TO WRITE YOUR CAPTIONS" GUIDE.
	THIS IS A COMPLETE OPERATOR FRAMEWORK THAT COMBINES AI CAPABILITY WITH THE NEUROSCIENCE OF HOW BUYERS ACTUALLY DECIDE, SO THAT EVERYTHING YOUR AI PRODUCES IS BUILT TO CONVERT, NOT JUST TO EXIST.
	BY THE END OF THIS GUIDE YOU WILL HAVE:
	A FULLY MAPPED AI SALES SYSTEM
	THE EXACT PROMPTS THAT EMBED BUYER PSYCHOLOGY INTO EVERY OUTPUT
	A DAILY OPERATING RHYTHM THAT RUNS YOUR SALES PROCESS WITH MINIMAL MANUAL EFFORT.

	THIS IS HOW YOU STOP USING AI AS A TYPING ASSISTANT AND START USING IT AS A SALES OPERATOR.

	THE 3 LEVELS OF AI USE
	RIGHT NOW YOU'RE AT LEVEL 1 OR 2.  BY THE END OF THIS GUIDE YOU'LL BE OPERATING AT LEVEL 3.

	MODULE 1:
	THE BUYER INTELLIGENCE BRIEF
	THE BUYER INTELLIGENCE BRIEF PROMPT
	COPY THIS. FILL IN YOUR ANSWERS. PASTE IT AT THE START OF EVERY AI SESSION.
	"You are a conversion copywriter and sales strategist who specialises in buyer psychology and neuroscience-backed sales systems. You are writing for [your name], founder of [your brand]. Before creating anything, here is a complete psychological profile of the ideal buyer you are always writing for: [paste your full buyer profile here]. Every piece of content, copy, or communication you produce must speak directly to this person, use their language, address their fears, and move them toward a buying decision. Never write for a general audience. Always write for this specific person."


	MODULE 2:
	THE CONTENT CONVERSION ENGINE
	THE WEEKLY CONTENT MAP
	Each day of the week targets a different trigger and a different stage of the buyer journey. You don't need to post every day, but when you do, you know exactly what job each piece of content is doing.
	DAY
	CONTENT TYPE
	AIM
	MONDAY
	Authority Signal content
	Establish credibility and position your specific edge. "Here's why [your method] works when everything else hasn't."


	TUESDAY
	Relevance Lock content
	Speak directly to the exact situation your buyer is in right now. Make them feel seen before you sell anything.


	WEDNESDAY
	Desire Spike content
	Paint the identity transformation. Who they become, not what they get.


	THURSDAY
	Safety Cue content
	Address the objection they haven't voiced. Remove the risk before it becomes a reason to say no.


	FRIDAY
	Reciprocity content
	Give your single best insight. The real thing. Not a taster. Build the obligation that creates buyers.


	SATURDAY
	Proof content
	A specific, relatable result. Real numbers, real situations, real outcomes.


	SUNDAY
	Momentum content
	Direct sell. One offer. One CTA. Make it easy to buy.



	THE CONTENT ENGINE PROMPT
	COPY THIS. FILL IN YOUR ANSWERS. PASTE IT .
	"Using the buyer profile above, write a [platform] post for [day of week] that targets the [trigger name] decision trigger. The post should: open with the buyer's exact situation or pain, build through [specific structure], and end with [specific CTA]. The tone should be [direct/warm/authoritative]. Do not use generic coaching language. Do not give away the full solution. Create curiosity and provide one genuine insight that makes the buyer want more."


	THE CONTENT AUDIT PROMPT
	USE THIS TO FIX CONTENT THAT ISN'T CONVERTING:
	"Review this piece of content against the 7 Decision Triggers framework: [paste content]. Identify which triggers are present, which are missing, and rewrite it so all 7 are engineered into the post. Keep the core message but make every line do conversion work."


	MODULE 3:
	THE DM CONVERSION SEQUENCE
	THE DM PERSONALISATION PROMPT
	COPY THIS. FILL IN YOUR ANSWERS. PASTE IT .
	"Using the buyer profile above, personalise this DM sequence for someone who [specific situation, e.g. posted about struggling to convert despite consistent content]. Keep the structure of each message but make the language feel like it was written specifically for them. Tone: warm, direct, never pushy. Each message should feel like it comes from a knowledgeable peer, not a salesperson."


	MODULE 4:
	THE OFFER AND SALES PAGE OPERATOR
	THE OFFER PAGE STRUCTURE
	Every offer page, sales post, or pitch should follow this sequence. Each section maps to a specific trigger.
	SECTION 1 THE HOOK  (Triggers 1 & 2)  Name their exact situation with authority. Make them feel immediately seen and understood.  "If you're [situation] and you've already tried [failed attempts] this is why it hasn't worked."
	SECTION 2 THE REFRAME  (Triggers 5)  Introduce the real problem. Challenge the belief that's been keeping them stuck.  "The issue isn't [what they think]. It's [your reframe]. And once you understand that, everything changes."
	SECTION 3 WHAT IT IS (Trigger 4)  Crystal clear. What they get, how it works, how long it takes.  "[Product name] is a [format] that gives you [specific outcome] in [specific timeframe]. [Number] pages/modules/steps. Immediate access."
	SECTION 4 WHAT CHANGES  (Triggers 5)  The identity transformation. Who they become.  "After [product name], you'll [vivid specific outcome]. Not eventually. This week."
	SECTION 5 PROOF  (Trigger 3)  One real, specific, relatable result. Mirrors the buyer's situation. "[Client description — no name needed] rewrote her offer page using this framework on a Wednesday. By Friday she had two new enquiries."
	SECTION 6 THE INVESTMENT  (Trigger 3)  Price anchored to value. Make it feel like the easy decision.  "[Price]. One payment. Immediate download. No subscription. No upsell."
	SECTION 7 THE CTA  (Trigger 7)  One button. One action. Direct language.  "Get instant access. [Button text: Yes, I want this / Download now / Get the framework]"

	THE SALES PAGE PROMPT
	COPY THIS. FILL IN YOUR ANSWERS. PASTE IT .
	"Using the buyer profile above, write a complete sales page for [product name], priced at [price]. The offer delivers [specific outcome] for [specific person]. Follow this exact structure: Hook, Reframe, What It Is, What Changes, Proof, Investment, CTA. Every section must map to the relevant decision trigger. No fluff. No filler. Every sentence must do conversion work. Keep the total length under 500 words."


	THE SALES POST PROMPT
	COPY THIS. FILL IN YOUR ANSWERS. PASTE IT .
	"Using the buyer profile above, write a [platform] sales post for [product name] at [price]. Open with their exact pain. Reframe the real problem. Describe the transformation in their identity terms. Include one specific proof point. End with a single direct CTA. Maximum 250 words. Every line earns its place."


	MODULE 5:
	THE NURTURE PRINCIPLE
	EVERY FOLLOW-UP MUST ADD VALUE.  NOT A REMINDER. NOT A NUDGE. NOT A CHECK-IN.
	A PIECE OF GENUINELY USEFUL INSIGHT THAT RE-ENGAGES THE BUYER'S BRAIN AROUND THE PROBLEM YOUR OFFER SOLVES.
	EACH MESSAGE IS A RECIPROCITY DEPOSIT  AND EACH ONE MAKES THE EVENTUAL YES MORE LIKELY.

	TSM
	THE NURTURE SEQUENCE PROMPT
	COPY THIS. FILL IN YOUR ANSWERS. PASTE IT AT THE START OF EVERY AI SESSION.
	"Using the buyer profile above, write a 5-touch nurture sequence for someone who expressed interest in [offer] but didn't purchase. Space the messages as follows: Day 3, Day 7, Day 14, Day 21, Day 30. Each message must add genuine value no check-ins, no nudges, no pressure. Tone: warm, knowledgeable, peer-level. Each message should feel like it comes from someone who genuinely wants to help, not someone who wants a sale."


	YOUR DAILY OPERATING RHYTHM
	THE MASTER PROMPT LIBRARY
	YOUR PROMPTS
	FOUNDATION PROMPT — USE EVERY SESSION
	"You are a conversion copywriter and sales strategist specialising in buyer psychology and neuroscience-backed sales systems. You are writing for [your name], founder of [your brand]. Buyer profile: [paste full Buyer Intelligence Brief]. Every output must speak to this specific person, use their language, address their fears, and move them toward a buying decision."

	CONTENT PROMPTS
	Daily content
	"Using the buyer profile, write a [platform] post targeting the [trigger] decision trigger. Open with the buyer's exact situation, build through [structure], end with [CTA]. Tone: [direct/warm/authoritative]. No generic coaching language. Maximum [word count]."
	Content Audit
	"Review this content against the 7 Decision Triggers: [paste content]. Identify which triggers are present, which are missing. Rewrite so all 7 are present. Keep the core message."
	Weekly Batch
	"Using the buyer profile, create a 7-post content plan. One post per day, each targeting a different decision trigger in this order: Monday Authority, Tuesday Relevance, Wednesday Desire, Thursday Safety, Friday Reciprocity, Saturday Proof, Sunday Momentum. Give me the hook line and core message for each post."

	DM PROMPTS
	Opener
	"Write a DM opener for someone who [specific thing they posted]. Use the Relevance Lock trigger. Prove I've paid attention, name their exact situation, offer something relevant. Maximum 3 sentences."
	Sequence Personalisation
	"Personalise this 5-message DM sequence for someone who [specific situation]. Keep the structure. Make the language feel written specifically for them. Tone: warm, direct, peer-level."
	Follow-up with Value
	"Write a follow-up message for someone who didn't respond to my last DM about [offer]. Do not check in. Add genuine value related to [their specific pain]. One insight. Maximum 4 sentences."


	YOUR PROMPTS
	OFFER AND SALES PAGE PROMPTS
	"You are a conversion copywriter and sales strategist specialising in buyer psychology and neuroscience-backed sales systems. You are writing for [your name], founder of [your brand]. Buyer profile: [paste full Buyer Intelligence Brief]. Every output must speak to this specific person, use their language, address their fears, and move them toward a buying decision."

	CONTENT PROMPTS
	Full Sales Page
	"Write a complete sales page for [product] at [price] for [specific person]. Structure: Hook, Reframe, What It Is, What Changes, Proof, Investment, CTA. Map each section to the relevant decision trigger. Under 500 words. Every sentence earns its place."
	Sales Post
	"Write a [platform] sales post for [product] at [price]. Open with their pain. Reframe the real problem. Describe the identity transformation. Include one specific proof point. Single direct CTA. Maximum 250 words."
	Objection Handler
	"The most common objection to [product] from [buyer profile] is [specific objection]. Write a piece of content that addresses this objection before it's voiced, using the Safety Cue trigger. Do not sound defensive. Position the objection as the exact reason they need this."

	NUTURE PROMPTS
	5-Touch Sequence
	"Write a 5-touch nurture sequence for someone interested in [offer] who didn't purchase. Day 3, 7, 14, 21, 30. Each message adds genuine value, no check-ins. Tone: warm, peer-level, no pressure."
	Re-Engagement
	"Write a single re-engagement message for a warm lead who went quiet 3 weeks ago. They were interested in [offer]. Add one specific insight related to [their pain]. Soft re-mention of offer at the end. No pressure language."


	THE AI SALES OPERATOR™ CHECKLIST
	THE AI SALES OPERATOR™ CHECKLIST
	FOUNDATION
	Buyer Intelligence Brief written and saved  Brief pasted at the start of every AI session  Buyer language updated monthly

	CONTENT ENGINE
	Weekly content map in place, one trigger per day Every post reviewed against the 7-Second Audit before publishing  Content Audit Prompt run on anything that isn't converting

	DM SEQUENCE
	5-message sequence ready to personalise Every new warm lead entered into the sequence No check-in messages. Value only

	OFFER OPERATOR
	Every offer page reviewed against the 7-section structure Sales posts built on the Offer Operator structure  Objection handler content created for top 3 objections

	NURTURE SYSTEM
	Every non-purchaser entered into the 5-touch sequence All follow-ups add value, no nudges Door left open on Touch 5

	DAILY RHYTHM
	20-minute daily routine running consistently Weekly operator review completed every Sunday/Monday Monthly reset completed, brief updated, offer pages refreshed

	YOU ARE NOW OPERATING AT LEVEL 3.
	YOU'RE NOT USING AI ANYMORE. YOU'RE OPERATING IT.
	THERE'S A VERSION OF YOUR BUSINESS WHERE AI DOES THE HEAVY LIFTING
	NOT JUST THE WRITING, BUT THE CONVERSION WORK.
	WHERE EVERY CAPTION, EVERY DM, EVERY OFFER PAGE, EVERY FOLLOW-UP IS ENGINEERED TO MOVE YOUR SPECIFIC BUYER TOWARD YES. WHERE YOUR SALES SYSTEM RUNS DAILY WITHOUT REQUIRING YOU TO BE BRILLIANT ON DEMAND.
	THAT'S WHAT YOU'VE JUST BUILT. THE DIFFERENCE BETWEEN THE COACHES GENERATING CONSISTENT REVENUE AND THE ONES STUCK IN HUSTLE IS NOT TALENT, NOT AUDIENCE SIZE, NOT CONFIDENCE. IT'S SYSTEM.
	SPECIFICALLY, IT'S A SALES SYSTEM BUILT ON HOW BUYERS ACTUALLY DECIDE, DIRECTED BY SOMEONE WHO UNDERSTANDS THAT TECHNOLOGY WITHOUT PSYCHOLOGY IS JUST FAST NOISE.
	YOU NOW HAVE THE PSYCHOLOGY. YOU NOW HAVE THE SYSTEM. YOU NOW HAVE EVERY PROMPT YOU NEED TO RUN IT.THE ONLY THING LEFT IS TO RUN IT.
	START TODAY
	STEP 1
	Write your Buyer Intelligence Brief. This is the most important 30 minutes you'll spend this week.

	STEP 2
	Run the Content Engine prompt for today. Post it.

	STEP 3
	Identify your three warmest leads. Run the DM sequence.

	STEP 4
	Audit your main offer page against the 7-section structure. Fix what's missing.

	STEP 5
	Set your revenue target for this month and work backwards using the Weekly Operator Review.
	Twenty minutes a day. A complete system. Inevitable sales.


	IF YOU'RE READY TO CREATE A BUSINESS THAT RUNS ON STRUCTURE, SYSTEMS, PSYCHOLOGY AND CEO-LEVEL CLARITY —  NOT HUSTLE, PANIC, OR DAILY POSTING, THEN TSM MONEY MAKERS IS WHERE WE BUILD THAT REALITY.
	THE SUCCESS METHOD


	MONEY MAKERS
	CLICK HERE TO BECOME A MEMBER
	EMAIL INFO@THESUCCESSMETHOD.COMFOR MORE INFORMATION

	WHO ARE WE
	WELCOME TO THE HOUSE:  WE ARE NOT JUST COACHES AND CONSULTANTS.
	AT TSM BUSINESS WE ARE ARCHITECTS OF EVOLUTION, PIONEERS OF DISRUPTION, AND CHAMPIONS OF CREATIVITY.
	YOUR PARTNER IN THE INDUSTRY.
	If you're looking for a one-size-fits-all solution, you're in the wrong place. We tailor our approach to your unique challenges, ensuring that every session propels you toward your vision of success.

	WHAT SETS US APART?
	Hybrid Excellence: Our unique hybrid approach seamlessly blends coaching and consulting, offering you a bespoke experience tailored to your specific needs. It's not just a service; it's a partnership designed to elevate you & your business to unprecedented heights.

	WHY SETTLE FOR LESS?


