
how to ensure they
pick you and stick with you

(against the odds)



what’s the best disney film of all-time?





what’s the best disney film of all-time?
we are not rational creatures. 

we’re subjective first, then rationalize.



what’s the best disney film of all-time?

“my favorite”



you don’t need to be the biggest or the best.
you need to be their favorite.

🏀🍕👕🍺📍🐶
be their personal, preferred pick

for a specific purpose.

parts of our identity



when your audience makes choices,
they play favorites. 

are you one of them?

be their favorite



don’t be the best.
be their favorite.



our shared enemy:





what if…

…more of our work worked?
…we could stop competing on volume,
…and start competing on impact?X



the impact of your content
is directly proportional

to its value + its originality



value

originality



informational

insightful

value

originality

informational content updates people.
insightful content empowers them

to increase the value of your content,
make it more insightful.



general personal

informational

insightful

value

originality

A.I. is trained on internet content.
YOU are trained on the content of your life.
nobody else has access to that.

your personal perspective is your
biggest advantage. are you using it?



commodity cage

general personal

informational

insightful

value

originality



general personal

informational

insightful

value

originality

“I’m gonna repurpose
so hard right now!”



(yes “Twitter”)







general personal

informational

insightful

value

originality



commodity cage

field of favorites

general personal

informational

insightful

value

originality



field of favorites

competing on 
impact

general personal

informational

insightful

value

originality



commodity cage

compete on 
volume

field of favorites

compete on 
impact

general personal

informational

insightful

value

originality



commodity cage

compete on 
volume

general personal

informational

insightful

value

originality

small stories

big meaning



A.I. and people both rely on LLMs
as their foundations.

A.I. has large language models.
people have little life moments.

be their favorite



commodity cage

field of favorites

general personal

informational

insightful

value

originality

small stories

big meaning



michelle warner … and our needs for leads

TheMichelleWarner.com





general personal

informational

insightful

value

originality

commodity cage

compete on 
volume

field of favorites

compete on 
impact



REACH MORE

when we want more results,



reach is how many see it.
resonance is how much they care.



why they act

reach is how many see it.
resonance is how much they care.



REACH MORE

RESONATE DEEPER

when we want more results,



be their favorite

3 things to remember
to ensure we resonate deeper

1 2 3



when our work matters more,
we need to hustle for attention less.

be their favorite

1 2 3





“my best-performing email in months”



general personal

informational

insightful

value

originality

same constraints
500 words
practical post
connect with prospects

greater impact
+600% in replies
+150% in qualified leads



(an idea sparked by that)

(the topic à the insight)

(a personal memory or moment)
1

“this happened…”

2

“which made me realize…”

3

“that’s the thing about…” 



commodity cage

compete on 
volume

“people fear the 
unknown, not 

the task.”

general personal

informational

insightful

value

originality



1

“this happened…”

2

“which made me realize…”

3

“that’s the thing about…” trying new things à if what we 
fear is the unknown, not the task, 
move faster to make the 
unknown, known. try it first.

for years, I was afraid
to make espresso.

I wasted time being afraid
(researching, asking, seeking).
I wasn’t afraid of the task itself.



commodity cage

compete on 
volume

“people fear the 
unknown, not 

the task.”

general personal

informational

insightful

value

originality



1 “this happened…”

3 “that’s the thing about…”
[ searching for solutions] 

2 “which made me realize…”



this isn’t about creating content.
this is about creating connection.
“that’s the thing about…” forces us

to bridge the gap between
what we’re saying + what they want

be their favorite



when our work matters more,
we need to hustle for attention less.

ensure your stories matter using
“that’s the thing about” moments

be their favorite

1 2 3



be their favorite

1 2 3

thing #2



aimee carrero



elena of avalor







elena of avalor ?!



a story is relatable because of its
emotional stakes,

NOT its topics or action

be their favorite

1 2 3



from latin allegoria, meaning “implying something else”
(“that’s the thing about…”)

allegory



“robots will imprison 
humans in a false reality 
and use us as batteries”

allegory

in The Matrix,
the “thing” about 

society is not



that’s the thing 
about society

“what we think is reality
is a collection of systems
created by others
to keep us compliant
so they can gain power”

allegory





your stories aren’t about YOU.
they’re about the meaning

that connects you and others.

be their favorite



be their favorite

1 2 3

thing #3



elena of avalor



brian of rochester brian piper



normal reaction to
leaping from an airplane

skydiving (like water diving, but instead of splash, you go splat)



“how I do it + how you can too”



what if
the case study is

less powerful
than the

allegory?



what do you understand or feel
that you want them to understand or feel?

what was your personal journey
to that universal insight?



(not brian)





case studies illustrate, but allegories illuminate

to find worthy stories to tell,
think noteworthy, not newsworthy.

be their favorite

1 2 3





taylor blake and
emmanuel the emu



taylor blake and
emmanuel the emu



taylor blake and
emmanuel the emu



taylor blake and
emmanuel the emu



myrtle



more original
means

more you



more original
means

more you



be their favorite

the problem isn’t that
bots will replace humans.

the problem is that too many humans
are acting like bots



posture

general personal

informational

insightful

value

originality

process



to create commodity content, trust your checklist.
to create something original, trust yourself

be their favorite



join me for a free roundtable

jayacunzo.com/goofy



1

2

3

to spark action, learn to resonate deeper, not reach more
(“this happened à which made me realize à that’s the thing about”)

to matter more to them, tell stories that matter to YOU 
(stories connect on emotional stakes, not topics)

to find stories worth telling, think “noteworthy”
(not newsworthy)



general personal

informational

insightful

value

originality

we want our work
to matter.

we want to matter.



unthinkable.fm @jayacunzo    #CMWorld



unthinkable.fm @jayacunzo    #CMWorld



unthinkable.fm @jayacunzo    #CMWorld

Lorenzo



unthinkable.fm @jayacunzo    #CMWorld

the starter



unthinkable.fm @jayacunzo    #CMWorld

exposure

time



unthinkable.fm @jayacunzo    #CMWorld

The O.G.



unthinkable.fm @jayacunzo    #CMWorld

the yeastie boys



unthinkable.fm @jayacunzo    #CMWorld

no two starters can
make the same dough



that’s the thing about

[ creative work ]

you’re spending so much time
looking for answers from others,
when your biggest advantage is

YOU



unthinkable.fm @jayacunzo    #CMWorld

are the starter



general personal

informational

insightful

value

originality

“people fear 
the unknown, 
not the task.”

expertise

quirks

day job

side projects

tips & tricks

hopes & fears

childhood

hobbies
tone

data

regrets

feelings
knowledge

vision

trends

loves

what 
you 

know

WHO
YOU
ARE



you are the starter.
and no two starters can
make the same dough.



general personal

informational

insightful

value

originality

commodity cage

compete on 
volume

small stories

big meaning



be their favorite

don’t market more.
matter more.



don’t be the best.
be their favorite.

jayacunzo.com    creatorkitchen.com


