


Module 7 

How Simple Tweaks In The Words 
You Choose Can Increase Sales & 
Demonstrate Your Awesomeness  



Today’s Plan 

  How to amp up your website copy to increase 
sales 
  How to demonstrate the value of what you do (so 
that you get fewer hagglers and people are happy to 
pay what you charge) 



The Power Of Words 
  Our words are far more powerful than we realize. Copywriters 

are the people who write copy that exists to get people to take 
a specific action and they study the science of persuasion and 
how to make people feel emotions and connect with you 
through the written word. 

  Take this: “You’re watching football, and your team’s 
quarterback gets slammed with a bone-crunching tackle, and 
snaps a rib.” You can actually  feel that and it’s because of 
mirror neurons in our brains that allow us to feel empathy. 



The iPod Story 

  A company by the name of Creative Technology tried to sell 
MP3 players before Apple ever came up with the iPod. The 
reason they didn’t succeed is because they focused on the 
features. They described their player as a 6GB MP3 player. 
That means nothing to most people.  

  When Apple came out with the 5GB iPod in 2003, they 
described it as “1000 songs in your pocket”. That made all the 
difference in the world. 



  Have you ever gone to the store and thought “I’ll buy this floor 
cleaner because I really like floor cleaners!”? I certainly hope not! 
People buy cleaning products so that they can have a clean house 
and you can go even deeper into why someone wants a clean 
house.  

  There was an ad here in the UK for a toilet cleaner that insisted 
your guests are judging you based on how clean your toilet is. I 
thought it was odd because I would hope my friends aren’t that 
shallow, but I couldn’t deny that it was brilliant because it spoke to 
people who want to impress their house guests.  

  The product (or service) is just the vehicle to get them to their 
destination. 

Sell The Solution, Not The Process 



  You’ll need to know the difference between features and benefits in 
order to implement this so here are some definitions: 
  A feature is what your product or service has. For wedding planners 
this includes a certain number of meetings, checklists, budgets, design 
boards, vendor recommendations, etc. 
  A benefit is what those features mean to your customer.  How do the 
features benefit them? Maybe you save them time, money or stress. 
Your customer doesn’t know that from reading how many hours they get 
with you, they only know that when you clearly state what they get. 

What Is Your Customer’s 
Destination? 



  Features speak to the logical part of our brains, but not the emotional 
part. That is what we need benefits for. In order to figure out what the 
benefit is for each feature you have ask “so what?” from your client’s 
perspective. It might be helpful to do this with someone you trust instead 
of doing it alone. 
  Here’s an example that applies to a wedding planner: 

  “We recommend vendors to our clients” …so what? 
  So they don’t have to find them without our guidance …so what? 
  So they know their wedding is in good hands …so what? 
  So they can enjoy their engagement without feeling stressed or worried 
about who to trust 
  Bingo!  

Features & Benefits 



  Feature: This new car gets 40 miles per gallon 
  Benefit: You will not have to spend as much money on gas 

  Feature: This pair of boots uses state-of-the-art sealant to keep moisture 
out 

  Benefit: These boots will keep your feet warmer and dryer than any others 
on those snowy winter days. 

  Feature: This car has side impact airbags 
  Benefit: This car will keep you and your family safer in the event of an 

accident. 

  Feature: This iPod has 16GB of memory. 
  Benefit: This iPod can store about 4000 songs so you always have a large 

variety of choices when deciding what to listen to.  

More Examples 



  The customer only cares about what is in it for them, so review your 
website and marketing materials to see if you have clearly explained 
that. One way to get to the benefit is adding “which means” to the end of 
the benefit. For example, “This car has side impact airbags which 
means your family will be safer in the event of an accident.” 

  Once you get used to identifying the benefit, try to think about why 
that benefit matters to your customer. Maybe those boots in the example 
above are important because that means your customer can play in the 
snow with her kids. Maybe the new car that gets 40 miles per gallon 
means your customer can commute further to their dream job that was 
previously too expensive to commute to. 

How To Use This In Your Marketing 



How To Use This In Your Marketing 
  Most purchasing decisions are made based on emotions so this 

is very important to keep in mind when you write or explain your 
product or service. Customers don’t care about the parts of a 
product or service that creators care about, they care about what 
impact it will have on their lives. 

  Take some time today to review your website and marketing copy 
to see how you can go from something no one understands like 
“6GB MP3 Player” to something people can get excited about 
like “1000 songs in your pocket”.  



What People Buy From You 
  In order to demonstrate the value of what you do, you have to 
understand what people really buy from you. 
  When a 50 year old man decides to buy a Ferrari, what is he really 
buying? It’s not the power of the engine or the design. It’s the looks he 
gets from his friends and from younger women because that makes him 
feel like he’s not really that old after all. Ferrari sells cars, but what 
people really buy from them is confidence. 
  When an insurance salesman is discussing policies with you for your 
16 year old son’s new car, is he really selling insurance? Nobody buys 
insurance, they buy peace of mind via insurance.    



  The answer to this question will depend on your business and who 
your ideal client is but it likely relates to peace of mind, time and 
avoiding stress. Humans spend a lot of energy trying to avoid pain 
and being stressed out is definitely one that most people try to 
avoid at all costs. 

  Once you know what the pain is, how do you fix it for them? Don’t 
speak in terms of features, instead focus on benefits.  You can get 
input from your previous clients, just email them and ask what 
problems were they facing when they came to you? 

What is your customer trying to 
achieve by hiring you? 



  Once you know what those problems are, use them in your website 
and marketing copy to demonstrate that you understand your 
customers. You could write something like this that details the pain and 
then puts your business out there as the solution: 

  “You’re engaged and you are thrilled about it and you’re spending 
time thinking about all of the exciting possibilities there are for your 
wedding. You begin to realize that planning this wedding is going to be a 
lot of work and you have to fit it in somewhere between working 40 
hours per week and spending time with your family. The idea of it is 
stressing you out a bit but you refuse to let this joyous occasion become 
a burden. Good news – we can help make planning your wedding an 
enjoyable and less stressful experience for you.” 

How To Use This In Your Marketing 



Quantifying Your Benefits 
  So we know that people buy things to solve problems they have 

but it helps if we can describe our solutions in really clear ways. 

  Can you quantify your benefits?  
  Do you save people a certain amount of time or money?  

  Do you prevent something from happening to them that would cost them 
money or cause them pain? 

  The better you can explain the benefits and the problem you 
solve, the more people will understand the value that they get 
from you. 



Quick Recap/Homework 
1.  Brainstorm the features of your product/service and the benefits and share 

them in the Facebook group. 
2.  What do you think your customer trying to achieve by hiring you? Share 

that with us in the Facebook group! 
3.  Review your website and your marketing to see if you are describing what 

you do in terms of features or benefits. Make changes so that the benefits 
are clear. 

4.  Think about how you can quantify or tie your benefits to something tangible 
so that working with you is a no-brainer. 
  You sometimes see this in pricing: “For the cost of a cup of coffee each day” or 

“Saves you 5 hours per week, that’s 260 hours per year!”  



Coming Up In Module 8 

  How to get couples drooling over the idea of working with 
you. 

  Methods of proving your credibility 
  How to get great testimonials 
  How to get referrals from past customers 
  Why you need a great FAQ page and how to create one 




