
    
 

Marketing Moxie Podcast      

Episode 55: Attracting the Right Clients with Yasmine Khater 

 
MAGGIE: Today, we are picking up where we left off talking about copy.  Today, 

we're talking about designing your offers.  I have business coach and fear 
buster Yasmine Khater joining us.  We are going to talk about how to best 
serve your customers, how to design packages, and all kinds of other 
things that we tend to do as entrepreneurs that don't make a whole lot of 
sense.  Let's do it. 

 
INTRO: Welcome to Marketing Moxie with your host, Maggie Patterson.  This 

show is dedicated to practical and proven, online and offline, marketing 
ideas that you can take away and apply to build your business, all with 
Maggie's signature, to the point, style and sass.  Let's go.   

 
MAGGIE:   You may be thinking, "Hey, Maggie.  Why are we talking about this as 

part of copy?" but I feel that one of the areas people tend to overlook is 
actually intentionally designing their offers, being really clear about who 
they serve.  When people come to me for copy, it makes my job a lot 
harder.   

 
 One of the things I do with my clients is really help them create the 

language, the tone, the manner for that kind of thing, but that's not 
something you would expect your copywriter to do.  If you're doing your 
own copy, before you write a single word, you want to take care of this 
stuff, which is why we have Yasmine.  She is an absolute geneous at 
breaking this stuff down.  I've seen her in action many times, and I just 
love how she explains it.  Let's listen in on my conversation. 

 
 Hey, guys.  Today we're talking with Yasmine, and we are going to talk 

about building a foundation for business success.  You might be saying, 



"Hey.  How does this fit into the copywriting series?"  It actually fits in in a 
really clever way because one of the places I notice clients struggle with 
is when we get to their services page, when we get to figuring out what 
they want to do.  As a copywriter, as a communications person, that's not 
my job, so I'm bringing in an expert to share with us how to build that 
foundation so that you actually have something to put on that page and, 
most of all, it's actually going to convert.  Yasmine, welcome to the show. 

 
YASMINE: Thanks, Maggie!  I'm so excited to be here with you guys today.  
 
MAGGIE: I've got lots of questions for you.  I'm just going to dive right into this.  I 

know for most people when they're starting out, it doesn't matter what 
kind of business you have.  The big challenge is finding the right clients.  
Not just any client with that warm pulse, but the client that is going to 
really be the right fit for us.  How do we go about finding those people?  
Can you give us a couple of ideas? 

 
YASMINE: All right, to be honest, there is no magic formula.   
 
MAGGIE: No, definitely not. 
 
YASMINE: It's just the reality of the business.  There's no magic formula.  The things 

you can do to save time is just thinking about it in terms of you're 
constantly solving for your customer a problem, right?  When you come 
and tell someone, "Oh, I'm a coach," nobody cares.  I'm sorry to break the 
news to you.  Nobody hires you because you're a coach, a designer, a 
writer, a photographer, or even selling makeup or even selling jewelry.  
They come to you because you're helping them solve a problem.   

 
 The reason why copywriting is really important is because once you're 

able to communicate what problem you're solving, then the offer that 
you're creating for them needs to be aligned for that as well.  When you're 
constantly looking at solving problems for your customers, it makes it 
much easier for them to say that, "Hey, I'm interested in that."   

 
The first thing is get very clear what problem you're solving because you 
cannot say that "I'm a coach," "I'm a photographer," all these things.  You 
can't say those things.  People don't hire you because of that. 

 
MAGGIE: Interesting.  I know the way you teach this process, it's really attract, 

convert, and retain - at the end of the day.  I think we're really, really good 
at attracting people, but how do we go about actually converting?  How 
do we have those, what you call, no fail sales conversations to have them 
go from being interested to actually engaging with us, exchange of 
money, and starting to work together?   

 
YASMINE: This is an amazing question.  One thing that people don't realize is that 

when you're building an offering for a customer, solving a problem, people 
just see: Well, here's some sales copy.  That's it.  I'm going to go and sell. 

 



 Actually, it's like an iceberg.  A lot of work happens under the ground.  
Before you actually create the offer, it's about going and understanding 
the customers.  Not just saying stuff like, "I target women," or, "I help 
people with confidence."   

 
It's about really getting clear.  What kind of woman?  How old are they?  
What problem exactly are you solving?  Are they single?  Are they 
married?   
 
Get deep into the psychology of what they really want because, at the 
end of the day, consumers buy based on an emotional reaction.  They 
don't buy because it sounds like that's what I want.  It's the emotion they 
feel.  When you're creating that offer and understanding that, the key 
thing is to test and try for your audience. 
 

MAGGIE: Yeah. 
 
YASMINE: Depending on your personal style, you will attract different people.  

Instead of looking at it as, "Oh, yeah, I'm going to build this offer from 
scratch," leverage your past experience.  In your case, Maggie, you have 
this amazing experience in corporate and communication, right? 

 
MAGGIE: I do. 
 
YASMINE: Of course, right?  You're not going to go and start something and say, 

"I'm going to start talking about design," and all of a sudden try to build 
that credibility and that whole interest is not naturally a skill for you.   

 
 The thing with the whole offer is understanding, first of all, what you're 

amazing at, what problems that you're great at solving, and for who - 
specifically for who.  It cannot be for everyone.  Most people in business, 
they want to attract everyone. But by doing that, you attract no one.  
Being a jack-of-all-trades means you're a jack-of-nothing.  Nobody 
actually wants you, right? 

 
MAGGIE: Totally. 
 
YASMINE: I'll use the example of the photographer right now.  For photographers, 

they'll say, "I'm a photographer."  But in photography, for example, there 
is food photography, baby photography, wedding photography, court 
photography.  In photography itself, there are so many kinds of 
photographers, right? 

 
MAGGIE: Yeah.   
 
YASMINE: Even if I'm looking at hiring a photographer, if someone comes up to me 

and says, "Oh, I'm a photographer," even if I wanted to hire one I'd be 
like, "Oh, okay, cool."  But if someone says I am a photographer taking 
photographs for small businesses so they can help elevate their visual 
brands, all of a sudden I'm like, "I want to elevate my visual brand.  I want 



to talk to you about that."  It's about making sure that it's positioned in a 
way that makes sense for the customer.   

 
That whole iceberg model, you only see the top part.  For that top part to 
be actually done, you have a lot of groundwork to do.  You had to talk to 
customers, talk to old customers, talk to the ones you actually want to 
work with, and go deeper to the emotional level.  In the end, people buy 
because of emotional reasons, not because of what you're doing.   

 
MAGGIE: You just brought up one of my absolute favorite things is sales 

psychology and marketing psychology.  What are some of those things 
we kind of need to keep in mind from a sales psychology point of view 
when we're interacting with our clients?  I think that having a good 
understanding of those things can make a huge difference in how we 
approach them.  Even our communication style with our clients, I think 
that once we have some knowledge of some basics, huge shifts can 
really start to happen. 

 
YASMINE: Yeah, for sure.  For the psychology behind it, you have to understand that 

we're always selling to people, right? 
 
MAGGIE: Yeah. 
 
YASMINE: Selling just to, like, a five-year-old kid, the way you speak to him is very 

different than someone who obviously has a Ph.D.  You have to approach 
him in a way that you're meeting them half way.  It's not about you.  It's 
never ever, ever about you.  It's always about them.  

 
If you guys are the right fit, then it's perfect.  If not, you're supposed to 
really fall in love with your customer.  If you love them so much, even if it 
means that, hey, we're not the right fit for each other, and that's also 
okay.  It's about really going beyond yourself and your first interest and 
looking first at your customer.  If you come from a space of service, the 
psychology behind it is very easy because you're coming from a space of 
giving.  Now the key here is to give, and give and give, but then 
eventually also ask, right? 

 
MAGGIE: Yeah. 
 
YASMINE: It's not just about, like, "I can help you."  Yeah, but then the person in 

front of you is going to think about, "Do I like you?  Do I trust you?  Do I 
know you?"  All these things come out, s they're not going to even 
automatically say yes to you because they're still deciding on themselves, 
like, "Do I want to actually invest with you?"  For them, a lot of times 
money is an investment, so they're happy to invest if they see the value in 
it.  But if you don't get that they see the value in it, then it's really hard for 
them to say yes to you. 

 
MAGGIE: I am so glad you brought up the idea of reciprocity because I was in a 

discussion in an online group the other day, and a woman actually really 
challenged us.  She said, like, I kind of don't know that giving away -- 



"giving away stuff for free is the best way to get people to work with me."  
And I wrote out this epic, probably six paragraph long response basically 
talking about this idea of reciprocity.  People do business with people that 
they like, but they also do business with people that give them stuff.  It's 
just a human thing.  You're more apt to do business with someone who is 
willing to invest in you without any exchange of money.   

 
 I know right now you're running your boot camp.  People are going to be 

more apt to do work with you because you've delivered amazing value to 
them.   

 
YASMINE: Yeah. 
 
MAGGIE: It's the same thing with doing a podcast.  I don't get paid for doing a 

podcast, but it's just part of the bigger machine. 
 
YASMINE: Actually, I think I totally agree with you.  Looking at that, whoever she is, 

she doesn't actually understand business because business, for new 
marketing, essentially, is making the sales dummy-proof, right? 

 
MAGGIE: Exactly.  
 
YASMINE: If the marketing is so good and the value is so good, I would be dumb not 

to work with you.  The one thing that I would challenge her on is, for 
example, I look at it as, with a customer, it's a three-stage process: 
attracting them, converting them, retaining them.  I call it the Sales DNA.   

 
MAGGIE: I like that, Sales DNA.  I'm going borrow that.   
 
YASMINE: Yeah.  I'll show you my visual.  When the visual is done, you're going to 

love it even more.  I'm a visual person.  Most people look for that funnel 
as a closing point.  For me, once the person converts once, it's about 
opening over and over again, right? 

 
MAGGIE: Yeah. 
 
YASMINE: For that to happen, I actually invest 10% of my profits back into my 

customer.  People tell me, "You're an idiot.  Why would you do that?  It's 
actually profits for yourself."  I'm saying you don't actually get the whole 
point of business.  If I'm doing that and I'm actually investing, and they're 
learning even more, they're going to be coming back to me over and over 
and over again.   

 
 Basics mathematics here--I'm  all about numbers right now--is let's say for 

example in your company this year you have ten customers, right? 
 
MAGGIE: Yeah. 
 
YASMINE: You keep all ten, and they refer one person to you.  You're business 

doubles in size with marketing, which is actually internal marketing.  You 
don't actually have to go that far to grow in business if you just focus on 



actually be of value all the time.  Most people, I feel, are trying to be of 
value, but not in a way that's actually very focused.  They're giving away 
free content, but not relevant content.   

 
 For example, in your case, Maggie, all your articles is really about 

communication and messaging and all that stuff, right? 
 
MAGGIE: Yeah. 
 
YASMINE: You add other things, but essentially the core is still messaging.  For you, 

automatically it's constantly the same thing you're helping solve over and 
over again.  But other people will write, for example, about messaging 
one day, about Facebook ads the other day, or something else the other 
day.  It's all very scatterbrained.  Although you've giving content, you're 
actually giving really random content that nobody actually wants.   

 
MAGGIE: I always refer to that as whiplash.  You're kind of giving your audience 

and your tribe this whiplash because they keep having to move their head 
around really quick because they're like, "What's going on?"  There's no 
logical flow.  If they just kind of jump in in the middle of that, they're like, 
"What do they really do?" 

 
YASMINE: Exactly…. 
 
MAGGIE: If you can't explain it, and your clients can't explain what you do, you have 

a big problem, a huge problem. 
 
YASMINE: Huge, huge problem.  The thing is, what I find is because everyone is 

trying to focus on everyone, they forget actually who they're serving.  It's 
always been the scatterbrain.  For me, my philosophy is always this: 
We're all limited by time, money, and energy.  Even if you want to build a 
huge, huge, badass empire, until you have more money to hire more 
staff, you have to do what you have to do, right? 

 
MAGGIE: Yes. 
 
YASMINE: Being more focused gets you more money in the door right now.  When 

you make more money, it's not only for you.  It's about investing and 
growing your team.  As you grow your team, you can create a bigger 
impact and you can add other features.  When you're just starting out, just 
focus on one problem that you're solving. 

 
MAGGIE: Yeah, I think that's amazing advice.  I think that that really filters over 

beautifully to copy because, when it comes to your copy, when it comes 
to anything you're writing, if you can't just kind of crystallize it into that one 
thing, you need to go back and refine and figure out what that thing is 
because otherwise people are going to be confused.  I think we assume 
that people are following us so closely that they know exactly what's 
going on.  They don't.  They don't care about us.  They care about what 
we can do for them, so we need to be able to articulate that really, really 
well.   



 
YASMINE: Just also numbers again.  People are bombarded every single day by 

30,000 messages, right? 
 
MAGGIE: Exactly. 
 
YASMINE: You are nothing, nothing to them.  To stand out for them, it is your job as 

the business owner to make their life easier.  If they're not buying, it's 
your fault, not theirs. 

 
MAGGIE: I'm glad you brought that because I was reading a stat last week, and it's 

mind-blowing.  As a society, we've created as much information in the last 
two years as we had in all the years since the beginning of time before 
that. That information is rapidly being seen, so people have to synthesize 
so much stuff.  We have to make so many micro decisions every day that 
we're tired.   

 
You want to make it easy for people to say yes to you to go, "Oh, thank 
you.  I love you.  You're making my life easy."  Ultimately, that's what it 
needs to come down to. 

 
YASMINE: [Laughter] The reason why I'm laughing is because in my boot camp right 

now, I'm always telling people that you have to make your customers love 
you.  If they love you, and you love them, you're constantly thinking about, 
"Is this simple enough to get the point clearly?  Am I making it very 
obvious to see the benefits?" so that you're helping them make up their 
mind along the process.  If you can't do that, then it's about testing and 
trying and refining.  Most people, let's be honest here know it takes time.   

 
MAGGIE: Yes. 
 
YASMINE: I think for me and Maggie, we're sharing with you, like obviously for us 

we're more defined.  We've had more years of experience, but it does 
take time.  Say that you're going to build a six-figure business in six 
months; it's very unlikely.  But you might make no money for example in 
the first year, but then you can grow triple or quadruple after next year 
because the messaging and the core things are very, very focused, which 
is why, looking at that traction, converting, and the retaining.  What's more 
important for me actually for customers is to focus on the conversion.  To 
really convert more people, right? 

 
MAGGIE: Yes. 
 
YASMINE: Is less effort, and then you just focus on retaining the customers, so they 

stay with you longer.  Once that machine is up and running, then you 
invest in attracting more customers because you know if you pump a 
certain amount of money into the company, it's going to lead to more 
sales.  But if you can't get those two right, there's no point having 1,000 
person list on your Facebook or on your email or 1,000 followers on 
Instagram because you're just wasting your time. 

 



MAGGIE: Yeah, exactly.  If you're not truly able to convert people, you've got a 
problem.  It's a sign of kind of like this messaging breakdown.  The 
message is not connecting.  It's not a matter of just putting more people 
on your list.  You need to stop and go, "Okay, what do I really need to do 
now?  I need to figure out what I'm actually selling."   

 
 I know one of the things you talk about all the time is being fearless.  I 

know for a lot of people it makes people really scared.  What are some--
just to wrap up--two or three really simple ways to start being more 
fearless in our business?   

 
 In the interest of full disclosure, anyone who knows me, I'm a big fan of 

feel the fear and do it anyway, so what are some ways we can kind of feel 
that fear and do it anyway? 

 
YASMINE: I'm going to challenge you on that a little bit, okay? 
 
MAGGIE: Yeah. 
 
YASMINE: Most people will say, "Feel the fear and do it anyway," but actually, 

psychologically it's bad advice. 
 
MAGGIE: Really?  Okay.  Let's talk about this.  I'm fascinated by this. 
 
YASMINE: Yeah.  I hope it blows your mind.  It's bad advice for two reasons because 

you can do it like Maggie does and it's going to be the best thing ever, or 
the second thing is you can do it and fails.  You'll reemphasize to yourself 
over and over again, "Oh, I shouldn't have done it."  It actually spirals to 
become much more fearful, not fearless.   

 
 For most people, they actually go into this like, "Oh, I shouldn't have done 

that."  You'll find over the years of experience, the older that we get, 
people who are in that spiral go deeper, not actually above that.  They 
say, "I've tried.  I've done that."  They often get thoughts is because they 
have tried, but they haven't tried the right way. 

 
 When I approach being fearless, it's really about one thing.  First is that 

business is actually a work in progress.  The fear that we have is usually 
about being perfect.  In business, unfortunately, is imperfection.  
Someone who has grown up with, like, I have ADD.  I have also dyslexia.  
I have learned at a young age that I'm never going to be perfect.  I can't 
help it.  I get the spelling wrong.  I get the words wrong.  I read things 
wrong.  I get all these things.  The first thing, as a model, as a philosophy, 
as everything is that a business is a work in progress.  Whatever you do 
today, in one year's time you'll get better.  Just think about that as a 
context.  Beyond that, how to approach fear, I look at it as a four-step 
process.  First of all is, you have to identify what that fear is, right? 

 
MAGGIE: Yeah. 
 



YASMINE: Maybe, for example, the fear, in your case if you have a job right now, is a 
fear of quitting my job and not make enough money.  That actually is the 
second part of the equation where that fear actually is not a fake fear.  It's 
actually a real fear.  The economy is unstable, so if you do quit your job, 
you could make no money.  This is the reality.  It's not like I made up stuff.  
It's actually the fact of the world.  Those thoughts are coming in your brain 
because your brain is protecting you.  Your brain is telling you, "Hey.  Just 
chill out.  Don't expand yourself enough more."  That's scary territory, 
right? 

 
MAGGIE: Yeah.   
 
YASMINE: If that's the case, the next step is, okay, it is scary territory, but what can I 

do to make it less scary?  If, for example, when it comes to quitting a job 
to have a business full time, maybe you're afraid you can't sell your 
business or sell your services to your customers.  If that's the case, learn 
about sales and marketing.  Spend time doing that.  Test your company 
on the side.  Hustle on the side so that you're doing stuff alongside the 
process to actually make the uncertainty get reduced.   

 
 The last thing is to take action consistently.  Maybe, for example, you may 

not quit tomorrow, but maybe, for example, your goal is for the first month 
to make $500 by talking to X amount of customers.  Then the next month 
it becomes $1,000.  Then the next month is more and more and more 
until you feel confident to leave your job.  It's not like: Feel the fear; do it 
anyway.  It's actually about planting the right roots that you can overcome 
that fear and become fearless.   

 
For me it's really a muscle that we have to build, like working out.  For 
example, even speaking in public, you might not be comfortable speaking 
to 1,000-person audience.  I was really shy and introverted, although it 
sounds a bit crazy.  But I started off speaking to five people in a group, 
and that for me was really uncomfortable.  Then five became seven.  
Seven became ten.  A couple years ago, I even spoke at TEDx.  It doesn't 
happen in one year.  It happened over, like, seven years.  But I got 
comfortable with being uncomfortable more and more that I became more 
fearless in that.   

 
MAGGIE: That's so fascinating to me because I hadn't thought -- just personality 

wise, I'm so like, "It's all good.  We'll figure out the lessons learned."  I 
don't really dwell on failure, so I think that that is a really valid point about 
how most people react.  I kind of forget that not everyone is hardwired the 
same way as I am.   

 
YASMINE: That's why you have to start off with the context.  The context has to be 

that business is a work in progress.  If you think like that, then it's going to 
be your attitude, "Well, I'm going to try anyway.  Whatever happens, 
happens," right? 

 
MAGGIE: Exactly. 
 



YASMINE: But your context is very different, so for people that are listening to the 
call, your context has to realize that you're not going to get it perfect the 
first time.  Actually, it's okay if you don't get it perfect the first time.   

 
MAGGIE: Yeah, and I love the idea of business being a work in progress.  That, if 

anything else, whether that be your copy, your website, your messaging, 
your sales funnel, it doesn't matter what it is.  I think that that's such a 
good, strong, healthy approach to running a business that's growing and 
thriving.     

 
YASMINE: Yeah.  I'll show you a really cool visual that I made for my boot campers 

that you'll enjoy as well as a model.  It's the construction site. 
 
MAGGIE: Perfect.  I will link that up in the show notes.  Where can everyone find 

you if they want to learn more on the work you're doing and they want to 
help get some of this stuff figured out? 

 
YASMINE: All right, so I'm over at YasmineKhater.com.  At the moment, I'm also 

running an awesome Earn 5K Boot Camp, which is a two-week boot 
camp on how to actually learn how to track, convert, as well as to keep 
the customers in your business.  You can go over to bit.ly/5kbootcamp.  
We right now have a community of over 1,000 people in the group from 
27 countries, which is quite exciting for me - from Brazil to Nigeria to all 
over the place.  The goal is really focused about earning that first $5,000 
and focus on the conversion part as essential to actually get it happen.   

 
MAGGIE: Everyone, all of Yasmine's info will be linked up at 

www.MaggiePatterson.com/episode55 with all the show notes.  Yasmine, 
thank you so much for your time and your energy today.  This has been 
really, really fabulous. 

 
YASMINE: All right, thank you for having me, Maggie.  I love also your energy as well 

and what you put out in the world.  It's really, really awesome value. 
 
MAGGIE: Okay, stop that.  I'm going to get a fat head.  My husband doesn't want 

that.   
 
[Laughter] 
 
MAGGIE: Thank you so much. 
 
YASMINE: All right, no worries.  Have a great day. 
 
MAGGIE: All right, takeaways. 
 

If you want to check out the show notes for this episode and find links to 
Yasmine, they're over  at www.MaggiePatterson.com/episode55.   

 
 Our three takeaways for this episode: Before you create the offer, you 

really need to understand your customers.  This is something, I'm so glad 
we had this conversation about this today because I'm so passionate 



about this.  I don't get passionate about much, but this is one of those 
things.   

 
 So many times I see people launching things, they're failing, and they 

don't know why.  It's because just having the copy, just having all of the 
launch elements doesn't mean you have a product that's really needed.  
It's like an iceberg is what Yasmine said, and I love that analogy.  Having 
copy is really only part of the story.   

 
You need to do your research because people buy based on an emotional reaction.  We 

talked about that a lot on the show.  You need to be ready to understand: 
Is this really needed in the market, is this the right time, is this the right 
price point?  Doing a lot of homework upfront will save you a lot of pain 
and effort later. 

 
 Takeaway number two: Create a plan for content that makes sense and 

serves your business goal.  Yasmine brought this up in the context of 
serving your existing clients.  Also, when you're attracting new clients, 
really think about how you can create a really cohesive set of content that 
makes sense.  The example she used was that everything I do always 
comes back to messaging and marketing yourself in a way that's 
meaningful.  If you're a coach, you're going to want to be really clear on 
what that thread is because, if you're jumping around, you're going to give 
your audience whiplash.  You've also got to remember, people aren't 
paying as much attention to you as you think, so you need to be able to 
answer their questions and serve them so they stick with you. 

 
 Number three: We had such a good conversation about fear.  Yasmine 

really kind of helped me reset how I look at fear and I've been actually 
studying this a little bit, so it was very interesting that that came up right 
now.  I tend to be a "feel the fear and do it anyway" because I'm resilient.  
Not everyone is built that way and, if pushing through fear is going to 
cause you to spin out, you need to really get to the root of why you're 
feeling fearful and kind of put the conditions in place so you can succeed 
and not be full of fear.  Really work on the emotions.  I know that we're 
not here to life coach you, but this is all part and parcel of creating 
packages, doing great client work, and really creating offers and copy that 
people really want to buy. 

 
 Next week on the show, we are diving into the world of conversion 

copywriting.  I am super excited about that.  If you want to learn about 
Yasmine, her Earn 5K Challenge, or anything else we mentioned on the 
show, hop on over to the show notes at 
www.MaggiePatterson.com/episode55.   

 
 If you want to keep the conversation going, join us over in the Marketing 

Moxie group at www.MaggiePatterson.com/group.  I hope to see you over 
there.  We've been having some very, very juicy conversations.  I can't 
believe I just used the word juicy, but they've been pretty piffy and 
interesting, and I'm sure that you may enjoy them if you enjoy the show.  
Hop on over there, and we will see you over there. 



 
 Take care.  Have a great week.   
 
OUTRO: Thank you so much for listening.  Hop on over to our home base at 

http://www.MaggiePatterson.com for the show notes and more episodes.  
And you can join the Marketing Moxie Facebook group at 
www.MaggiePatterson.com/group.  And remember, as Yoda says, "Do or 
do not.  There is no try."  That's what having moxie is all about. 

 

Show notes at: http://maggiepatterson.com/episode55            
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