
 

S2: E173: If Your Audience Doubled Tomorrow, Would You Be Ready? 

Hey there, and welcome to, or welcome back to, the Make Your Message a Movement podcast. 

I'm your host, Tiffany Neuman. Today, we are going to think about a really juicy question, which 

is: If your audience doubled tomorrow, would you be ready? 

I've found that there's a moment in almost every expert's journey when visibility starts to 

increase. If you're doing things right, you're putting yourself out there, you're doing the work, 

and your visibility will begin to increase, right? Now, if you're listening to this, you're probably 

already there on some level of the visibility scale. Maybe you're a little bit newer and you're just 

starting to get onto podcasts and be known, or maybe you've been at this a long time, and 

you're pretty well known already, and you want to go bigger. 

So maybe more people are finding you, your content is circulating, and you experience short 

bursts of momentum—a strong launch, a feature, or a well-performing post. From the outside, 

that absolutely looks like growth, and sometimes it is. But visibility and viability are not the 

same thing. 

Visibility, as we know, is attention, right?  But viability is actually what creates sustainability. The 

gap between these two is where many experienced entrepreneurs quietly burn out. Attention 

by itself does not create stability. We all know there are vanity metrics out there that don’t 

actually mean business success. It creates activity, conversations, and sometimes opportunities. 

But if there isn’t a foundation underneath it all, it can also create a lot of pressure—pressure to 

keep showing up, pressure to keep producing, and pressure to convert manually what your 

systems aren’t designed to hold. 

I have seen this repeatedly with speakers and thought leaders who land bigger opportunities 

and are so excited. Maybe a keynote goes well, a podcast interview gains traction, or a 

collaboration introduces them to a new audience. But then what? If the ecosystem behind that 

visibility is unclear or outdated, the momentum dissipates instead of compounding. 

Maybe people visit the website and don’t immediately understand the positioning, so they 

bounce off. Maybe they're intrigued, but they don't "anchor in," or they’re interested but aren’t 

guided to take action. They might sign up for something small, but they don’t see the full value 

of your work. Because nothing structurally captures and compounds that attention, the visibility 

often becomes episodic instead of cumulative. 

This is why so many people feel like they’re constantly rebuilding momentum, like they’re on a 

hamster wheel. "Okay, that launch went well, but now we have to start over from scratch." This 

is because they are visible, but not viable. 



 

Let’s define viability a bit more. A viable brand is one where attention converts into traction, 

revenue, and continued opportunities. It’s when someone can discover you and immediately 

understand who you are, what you stand for, what level you operate at, and what the next step 

they should take is. This isn’t because you’re louder, but because your authority is coherent. 

Viability is when your ecosystem carries weight without you constantly having to carry the 

burden. When someone lands on your homepage and sees a clear through-line of thought, they 

can evaluate you quickly and know you’re a good fit, rather than seeing a collection of services 

and deciding they don’t want to spend the time to dig deeper. 

This is also seen when your offers build on each other and create a coherent "category-of-one" 

brand, rather than competing for attention against each other. This is a huge issue I see with so 

many business owners—they keep trying to throw spaghetti at the wall and create different 

offers. For instance, one of my clients had 37 courses in Kajabi, and then she wondered why 

people weren't signing up to work with her. 

I knew for a fact as soon as I met her that she was an incredible person. But when people met 

her online and went to her website, you couldn’t feel that same feeling that I felt when I met 

her in person. A really strong brand operating system will allow you to show up just as someone 

would experience you in person. Now, fully transparently, nothing's as good as in-person. We all 

love being in person with each other. But it’s the next best thing if done right. 

When your messaging feels stable enough that you don’t feel the urge to rewrite it every six 

months, that is an important shift. The thing I see the most is people trying to solve viability 

problems by just throwing more visibility at them. They think, "If I just post more consistently, if 

I just grow my list, if I just get on bigger stages, the business will stabilize." But visibility only 

amplifies whatever is underneath. 

If what’s underneath is clear and structured, visibility compounds. But if what’s underneath is 

fragmented or confusing, visibility will only magnify that fragmentation and cause more harm 

than good. 

I worked with a client who had a significant spike in attention after a high-profile interview with 

someone she met in person who loved her energy. Traffic increased, inquiries increased, but 

conversions did not rise proportionally. When she came to me, she realized this might actually 

be a branding issue—something with her website or her offers—but she couldn’t quite put her 

finger on it. The issue wasn’t that she did a bad job on the interview; it was the coherence of 

her brand. Her website was speaking to an earlier version of her positioning, and the path from 

discovery to decision was not architected intentionally. There was interest, but no clarity guiding 

it. 



 

This is another huge problem I see: people having "pretty" websites. They invest in a beautiful 

brand, but it is not set up and architected intentionally to drive conversions in a beautiful way. 

Every website we build, we want it to look good, but it’s not meant to be a pretty brochure of 

your work. Its sole purpose should be to drive people to one specific thing—whether that's to 

book a call, download a lead magnet, or listen to the podcast. 

You may have that on your website, but if it's not done right, people are going to pop off. Or, 

they might take action, but if the entire flow of the client journey isn't done well, they’re going 

to pop off at some point. Mind you, there's never typically a 100% conversion rate—that's just 

math and the nature of business. But you can significantly increase conversions with a 

well-thought-out invitation strategy for ideal aligned clients. And it’s much simpler than you 

think if you do it right. 

So, what I want you to think about is what happened when we recalibrated her brand and 

installed a brand operating system. That same level of visibility the next time she got 

booked—and actually, getting booked was much easier—produced much better results. Not 

because she worked any harder, but because we created the infrastructure designed to hold, 

maintain, and create growth. 

This is where viability becomes a strategic conversation rather than a motivational one. If you 

are already credible on some level, competent, and already producing results, the question is no 

longer "How do I get seen?" The question I want you to ask yourself is: "Is what I’ve built 

designed to sustain being seen long-term? Am I playing the long game?" Those are two different 

conversations. 

This is especially relevant if you're stepping into a transition season—preparing for a book, a 

larger stage, a more premium offer suite, or a big shift in your business. The higher you rise in 

visibility, the more obvious your structural weaknesses in your brand become. When you’re 

playing at lower levels, the "Frankenstein brand" is tolerable. But at higher levels, it becomes 

expensive because of missed partnerships, under-leveled clients, and opportunities that require 

too much explanation to close. 

So, if you want to evaluate your own viability after listening today, here are a few starting 

questions for you: 

1.​ If my visibility doubled tomorrow, would my current ecosystem and brand convert that 

attention well? Do I know for sure that my metrics would show more conversions and 

revenue? 

2.​ Is my messaging stable enough that it reflects my long-term positioning, not just my 

current offers? 



 

3.​ Does my brand feel like an integrated system or a series of edits layered over time? 

Viability is not about being perfect—we’re all always shifting and evolving—but it’s about 

having the underlying structure so you can evolve without having to reinvent the wheel over 

and over. This takes so much weight off your shoulders and allows you to grow more organically 

and freely without being the bottleneck in your own business. 

When your brand operating system is clear, visibility stops feeling like pressure and really starts 

feeling like leverage. That’s the difference between building momentum and building something 

that lasts. 

If you want to see exactly where your authority might be leaking, I am creating a diagnostic tool 

you can download. It will show you whether your ecosystem is built for growth or just attention. 

We will assess your current brand ecosystem and help you determine exactly what needs to 

shift to call in those opportunities you’ve been dreaming about. So hop on over to the show 

notes and download this brand-new tool I just developed for you. 

I’m really excited about this, so I can’t wait for you to hop in, test it out, and I’d love to hear your 

results and any feedback you might have. Regardless of whether you explore that with me, let 

this episode shift the frame. Attention is temporary, but a brand architecture is about playing 

the long game. The leaders who build for legacy are the ones who don’t have to keep starting 

over. 

Again, if that sounds like music to your ears, hop over and test out the new tool. I’ll be back with 

you next week to continue the conversation. I actually have a guest popping in, and we’re going 

to talk more about marketing and how, once you have your brand structure in place, you can 

make your marketing work for you. 

Sending you so much love, and we’ll see you next week. 


