


Module 2 

Figuring Out What You REALLY Sell & 
Why People Love You 



Today’s Plan 
  How to figure out what you’re an expert on. 
  How to determine what you really sell (and it’s 

not what you think). 
  How to figure out why people buy from you 

and how to use that to amp up your marketing. 



What exactly is an “expert”? 

  Being an expert does not mean you know everything 
under the sun about a topic. Expertise is relative. 

  What do you know more about than the people that you 
work with? What do people always ask you about? 

  The Curse of Knowledge 
  What do people commend you for that you take for 

granted? 



  It ties in to how you target your ideal client and 
it helps them find you. 

  It allows you to charge a premium for your 
work. 

  It allows you to stand out in a crowded market. 

Why does being an expert matter? 



What do you really sell?  
  When an insurance salesman is discussing policies with you 
for your 16 year old son’s new car, is he really selling 
insurance? 

  What is your customer trying to achieve by hiring you? It isn’t 
always what they pay you for and it often has to do with 
avoiding pain or stress. 

  Sell the solution, not the process. 





How do you “sell the hole”? 

  iPod sold “1,000 songs in your pocket”, not a “6GB 
MP3 player”. 

  Ads for cleaning products sell the idea of a clean & 
safe house. 

  In order to do this for your business you need to 
understand the difference between features and 
benefits. 



  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 but 
it is a solution to their problem. Your customer doesn’t know this from 
reading how many hours they get with you, they only know that when 
you clearly state what they get. 

Features vs. Benefits 



  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. 

Features vs. Benefits 



The “So What?” Test 

Here is an example that would apply 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!!! 



How to use this on your website 
  Once you know what your customer’s problems are and what they want to 
achieve, use that in your website and marketing copy to demonstrate that you 
understand your customers. 

  This is something the wedding planner in the previous example could use: 
“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.”   



 Their reasons are different than what you think 
they are. 

 Don’t assume you know the answer to this, 
instead ask your previous clients (especially the 
ones that fit your ideal client profile). 

 You’ll be surprised at how receptive people are to 
a business actually asking them for their input. 

Why do people buy from you? 



How to ask your previous clients 
Hi <insert name>, 

I hope you’re doing well. <It’d be good to insert something personal here. 
Ask about something you know about them> I’m working on improving 
my business and I’d love to work with more clients like you so I was hoping 
you could take a moment to answer a few questions for me. It’d really help 
me out! 

How many <insert your profession, like photographers> did you research before 
choosing me? 

Is there anything about my business that stood out to you when researching 
other <insert your profession>? 

What made you decide to get in touch with me? 

What made you decide to hire me for your wedding? 

What would you say about me if you were recommending me to someone? 

<Insert your thank you and your signature> 



Asking your previous clients 
  It’s that simple and the input you’ll get is gold. You can take 

their motivations for hiring you and know exactly how to 
describe what you offer to other people just like them. 

  Go email 10 previous clients today! 

  Make a point to ask new clients why they chose you. 
  Keep all of this information together in a document and you’ll 

begin to see patterns. These are the problems your ideal 
clients are trying to solve so sell the solution to those specific 
problems. 



Quick Recap/Homework 
1.  What are you an expert on? Asking why people hire you may 

help you figure this out.  

2.  Figure out what solution you sell. What is your “1000 songs in 
your pocket”? 

3.  Do the So What Test on your website and marketing materials 
to find the true solutions/benefits that you provide. 

4.  Email 10 previous clients and ask them why they chose to hire 
you. 



Coming Up in Module 3 

  Setting yourself apart and thinking collaboratively 
  How to figure out what sets you apart from the 
competition (what you’re an expert on plays into this!) 
  How to analyze your competition and identify 
potential partners. 




