
Online 
Business 
School
for
coaches



Ittybiz Online Business School for Coaches

2

Hello and welcome! 

My name is Naomi Dunford, and you’re listening to module 4, section 1, 
called “Becoming Indispensable and Finding Your Superpower.” If you’re 
listening to this course in order, you should have just finished up “Easy Ways 
To Build Your Catalog “.

We talk a lot about USPs in this industry — the unique selling proposition. 
A fundamental premise of marketing is that in order to be successful, 
there has to be something unique about your offering, something 
that will differentiate you from your competition.

I’m a big fan of the unique selling proposition. As a marketer, I kind of have 
to be. You can’t very well come out with a cola and when asked what makes 
you different from Coke say, “Well, not much, really. But it tastes really 
good!”

At the same time, how many players are really in the cola game? I can think 
of four off the top of my head, and I’m sure there are quite a few regional 
independents. But really, when you’re Pepsi, it’s not that hard to differentiate 
yourself from your one major competitor.

But with us as coaches, it’s different. For one, there are tens of thousands 
of coaches. More people are getting certified as coaches every month, and 
certification is certainly not a requirement. I’m not certified in anything. 
(Actually, I have my SmartServe. I can legally serve alcohol in the province of 
Ontario. But that may have expired.)

We have to differentiate ourselves from the tens of thousands of people who 
have, effectively, the exact same skill sets we do. If you do a particular kind of 
specialized coaching, it’s a little easier. I’m not competing with life coaches, 
and life coaches aren’t competing with me. But still — it’s not like we have one 
competitor.
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Add a bit of a new web marketing strategy and it gets even weirder. You might 
be the only coach’s list your potential client is on. They arrived at your blog 
or newsletter or website because of a link somebody sent them on Facebook, 
where they were happily minding their own business. They didn’t wake up 
this morning thinking, “You know what I should do this afternoon? I’ve really 
been meaning to research some life coaches. Maybe I’ll make a comparative 
spreadsheet documenting the pros and cons of each.”

So what makes you different from some dude they’ve never heard of matters, 
yes, but it matters in a different way than in the Coke vs. Pepsi situation.

Then we’ve added the concept of niche. A lot of marketers, faced with 
the difficult job of marketing a coach or ittybiz that doesn’t have a lot to 
differentiate it, simply say that the business should narrow down its niche. 
So, you’re not a life coach. You’re a quit smoking coach for single mothers in 
the greater Chicago area.

That worked for about an hour, and that brings us to today.

When I’ve talked about the unique selling proposition in the past, I’ve tried 
to emphasize the importance of the unique difference being good. Not just 
good as opposed to bad. But good as opposed to neutral. Good like desirable. 
Good like, “can have an impact on purchasing decisions”. If you’re going to 
compete with IttyBiz, you probably shouldn’t do exactly what I do, 
except that you do it wearing a hat.

That sounds obvious and simplistic, but you’d be surprised. A lot of the 
uniquenesses are really not that compelling.

I think what I’m more interested in hearing here is what makes you special.

What makes me want you?

What’s that certain something that makes me say, “Yes. You’re the one for 
me.”?
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It’s like dating. If all the stuff you have going for you is that you’re unique, 
that’s probably not enough. I don’t date people because they’re unique. I date 
them because they’re ridiculously amazing and there’s a not bad chance I 
might fall in love with them.

See the difference?

You’re going to have a lot more success in the dating and coaching arenas if 
people really, really want you, unique or otherwise.

What I want to know here is why would people really, really want you?

There are two possible reasons:

One, you can give them a tangible outcome that they can’t get anywhere else.

Two, you provide an emotional experience that they can’t get anywhere else.

Ideally, do both.

For me, the tangible outcome that you can’t get anywhere else is a practical 
marketing plan based on existing resources, especially when it comes to 
emergency situations. I get a lot of “Crap, I need to make twenty grand by five 
weeks from now or I lose my house.” 

Most people in my industry are not really competitors, because they’re 
coaching on very long-term marketing plans with a high focus on branding, 
awareness, or advertising. That’s not what I do. There’s nothing wrong with 
what they do. I just happen to do something else.

On the other side, the emotional experience you get with me that you can’t get 
anywhere else is very strong emotional support. I am personally outraged by 
the shocking lack of support ittybiz owners experience. They are totally alone 
in the world, and pretty much nobody understands them. They’re terrified 
and hopeful and triumphant.
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They can’t express their fears to anyone. If they express their fears to their 
peers, they look weak. If they express their fears to their loved ones, then 
their loved ones get scared and start cutting out help wanted ads. They can’t 
express their hopes to anyone, because the world is full of people ready to eat 
anyone who shows a glimmer of hope. And they can’t share their triumphs, 
because nobody really understands what they’re feeling so triumphant about 
in the first place. 

Let’s face it — most friends, mothers and spouses just don’t care that you 
landed a guest post on your favorite blog of all time.

When you coach with me, you get a safe place to be afraid and hopeful and 
triumphant all at the same time.

Those are my superpowers. Granted, I can’t levitate, but there’s no money in 
levitation anyway.

Your superpowers are the things that give you a wait list. Your 
superpowers are the things that get people selling their guitar to work with 
you. Your superpowers are what fill your inbox with emails that start with, 
“My friend Janet Miller said I HAD to call you…”.

Because if you’re Janet Miller and your coach has superpowers, you’re going 
to tell everyone you know. Your coach doesn’t need to say, “please refer 
me”, because it’s assumed. Of course you’re going to refer them. They have 
superpowers!

When it comes to our superpowers, we are very lucky because we don’t need 
the whole world to know about them — or need them or want them — in 
order to keep a roof over our heads. How many clients do you really need? 
Well, then when it comes right down to it, that’s the minimum number 
of people who need to know about your superpowers. You don’t need 
to be a household name. You don’t need to move a billion units a quarter. You 
need to do something specific and useful and marketable, and you need to do 
it very, very well.
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This is not really very hard, when you think about it. Plumbers do it all the 
time.

Where a lot of coaches get scared is when they think they know their 
superpower but they don’t think it’s marketable. That’s where becoming 
situationally indispensable comes in.

Everybody knows an expert or two or ten that can be relied upon to solve a 
certain problem every time. 

I know a woman who’s a book coach. If you’re going to write a book — 
specifically an instructional self-help style book — she’ll help you create it in a 
way that makes sense, that fits publishing industry guidelines and trends, and 
that results in publishers and agents getting back to you right away. She helps 
you divide your book into reasonable sections. She tells you how many pages 
should be in a chapter. She tells you how long it should be, what to cut if you 
go over, and what to add if you fall short.

She doesn’t promise to turn you into a bestselling author. She doesn’t 
promise that your book will be good. She promises that your book will be 
readable and consumable and suitable.

This service is so popular, she does not even list it on her website. It’s not 
publicly available. There is no way to know about this service unless you know 
somebody who knows her, because she doesn’t need to sell it or promote it. It 
sells itself. A handful of people like me know about her and recommend her 
to everyone they know writing that kind of book.

It’s her superpower. She turns your vague and incomprehensible concept 
into something somebody might want to read, and she does it in a way that 
soothes the fragile egos of authors-to-be. She’s gentle and informative and 
calming.

This woman is situationally indispensable. If I know you and I like you and 
you’re writing that kind of book, the first words out of my mouth are, “oh my 
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God, you must call this woman.” As far as I’m concerned, she’s a necessary 
part of the process. Indispensable.

Again, she’s not levitating. She’s not magic. She just has a thing that she 
knows how to do and she turned it into a coaching business. A lot of people, if 
they had her skill set, would think, yeah, but I can’t teach people how to write 
great books! I can’t teach people to market books or do book tours or create 
a social media marketing campaigns or anything! I couldn’t be a book coach! 
Nobody would hire me!

In this instance, you would have a very narrow view of a book coach. You 
don’t need to know how to market books and sell books and make a big 
screaming fuss about them on Facebook. You don’t need to be indispensable 
in all situations. You need to be indispensable in one. Or two. Or three.

If you’re an offline professional with some money to spend looking to make 
the move to online marketing initiatives, you need Dave Navarro. He has 
the bizarre combination of getting online marketing better than anybody I 
know, while still speaking corporate. I don’t speak corporate, so if you’re in 
that spot, I won’t really know how to communicate with you. He does. He’s 
situationally indispensable.

And if you’re completely and utterly hysterical about business, you need me.

These are three very different superpowers. They’re three very different 
situationally indispensables. You have one too. Now all you have to do is 
find it.

It takes a while. Just plant the seed now, and it will come.

Thank you so much for listening. My name is Naomi Dunford, and you’ve 
been listening to module four, section one, called “Becoming Indispensable 
and Finding Your Superpower.” If you’re listening to this course in order, 
your next section is “Raising Your Damn Prices”. I’ll talk to you very soon.


