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AUGUST	2017	CONTENT	CALL:	
SOCIAL	PROOF	MARKETING	

Recording	Transcript	

This	month	we’re	going	to	be	looking	at	social	proof	marketing	and	how	you	can	actually	
use	it	in	your	business.	We’ve	been	doing	a	lot	of	different	aspects	of	marketing	recently	
because	it	is	such	a	key	component	to	growing	your	business.	Whenever	you	notice	that	
your	business	isn’t	growing	as	quickly	as	you	want	it	to,	things	are	slowing	down	or	
you’re	feeling	like	you	haven’t	got	enough	people	to	speak	to,	you’ve	got	to	be	looking	
at	what	has	happened	to	slow	it	down	or	what	has	been	happening	as	far	as	your	
marketing	is	concerned	-	because	your	marketing	is	that	piece	that	when	it's	done	well	
is	going	to	be	doing	some	of	the	heavy	lifting:	getting	those	clients	and	client	attraction,	
client	conversion	and	ultimately	onboarding	new	clients	into	your	business.	That's	the	
piece	I	think	we	all	love	to	do	and	can	get	excited	about	most	of	the	time.		

We	want	to	be	looking	at	different	aspects	of	marketing	that	can	really	help	alleviate	
and	assist	you	in	that	process.	Today	is	all	about	social	proof	marketing	and	I	want	to	
start	with	a	little	bit	about	what	it	is.	What	is	it	and	why	should	we	be	bothered	about	
it?	Social	proof	marketing	is	really	a	psychological	phenomenon	referring	to	people's	
reliance	on	the	feedback	and	actions	of	others	to	make	a	decision	in	any	given	situation.	
I'm	just	going	to	repeat	that	because	it	really	wants	repeating:	Social	proof	is	a	
psychological	phenomenon	referring	to	people’s	reliance	on	the	feedback	and	actions	of	
others	to	make	a	decision	in	a	given	situation.	Social	proof	is	something	that	acts	as	an	
influencer	-	and	ultimately,	it's	an	influencer	to	buying	decisions.	There's	a	certain	
amount	that	you	can	do	as	a	business	owner:	you	can	talk	about	your	business,	you	can	
talk	about	the	results	that	you	get,	you	can	demonstrate,	you	can	do	freebies,	you	can	
do	test	sessions,	etc.	You	can	do	all	sorts	of	other	things	yourself	as	a	business	owner	
but	there's	one	aspect	that	has	a	really	powerful	impact	and	that's	the	impact	of	social	
proof.	Irrespective	of	what	you	say,	people	really	will	listen	to	people	that	they	respect	
and	people	they	know	and	like.	They’ll	listen	to	their	guidance	and	their	
recommendations.	They'll	be	influenced	by	information	that	they	get.		



 
 

 
BE BOLD. PLAY BIGGER.® 

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 2 of 17 

Of	course,	it	can	work	both	ways.	We	have	to	remember	that	buying	decisions	are	made	
emotionally	always.	Everybody's	decision	is	emotional;	it's	filling	an	emotional	need.	It's	
changing	our	emotional	state.	It's	that	gut	feeling	-	how	we	want	to	feel	different	as	the	
result	of	it.	So,	we	make	those	buying	decisions	emotionally.	I	was	thinking	of	this	
because	we	have	quite	a	few	women	on	the	call	and	perhaps	quite	a	few	women	who	
like	buying	shoes.	It's	an	emotional	decision.	We	justify	it	rationally.	We	tell	ourselves	
that	we	need	another	pair	of	high-heeled	shoes	even	if	they	make	our	feet	hurt.	We	
need	another	color	that	goes	with	that	outfit	or	whatever	that	is	that	helps	us	feel	good.	
We	buy	emotionally	and	we	justify	rationally.	How	social	proof	can	really	help	the	
decision-making	process	is	that	when	we	see	others	as	having	got	results	that	we	would	
want	to	have	by	way	of	social	proof,	it	helps	us	justify	those	decisions	-	if	we	start	to	
hear	somebody	speaking	about	perhaps	a	new	product	that	they	bought	and	the	impact	
that	it	had	on	their	lives.		

An	example	is	springing	to	mind	right	now:	Robert’s	love	of	gadgets.	I	kind	of	call	it	his	
“gadget	addiction”	because	at	times	it's	really	getting	out	of	control.	I	find	all	these	new	
gadgets	arriving	in	the	house.	One	of	the	big	ones	that	we	have	had	about	a	year	or	so	
now	is	Alexa:	the	Amazon	“girlfriend”	for	want	of	a	better	word	that	we	can	speak	to.	
We	can	give	her	shopping	lists,	we	can	ask	temperatures	and	we	can	control	certain	
things.	We	can	even	get	Alexa	to	order	things	that	are	on	our	shopping	list	to	get	them	
delivered.	He's	been	really	happy	as	a	gadget	man;	anything	that	can	provide	a	shortcut	
he	loves.	He	was	talking	about	this	Alexa	to	some	of	our	friends	when	they	came	over	
here.	They	see	it	in	the	house	and	say,	“What	is	it?”	He	gets	all	excited	about	everything	
that	Alexa	can	do	and	how	she's	just	so	much	fun.	He's	bragging	about	her	-	and	with	
that	my	best	friend	has	gone	immediately	online.	She's	all	caught	up	in	the	emotion	of	
that.	She's	wanting	to	simplify	her	own	life	and	streamline	a	few	things	as	well	and	the	
fact	that	Robert	has	already	bought	it	and	actually	can	even	talk	her	through	installing	it	
and	some	of	the	great	tips	means	that	she	gets	to	justify	that	decision	rationally.	When	
we	see	others	have	something	that	we	want	it	helps	justify	our	decision.		

Why	should	we	care	about	social	proof	marketing?	I'm	sure	you	notice	what's	
happening	in	the	whole	social	space	in	the	days	that	we’re	doing	business;	it's	just	
exploding.	Social	media	is	exploding	more	than	ever:	the	ability	to	be	transparent,	to	go	
and	put	reviews	on	places	like	Uber,	IMDB	for	films,	Yelp	for	restaurants,	Google	
reviews,	Air	B&B,	Trip	Advisor	-		all	of	these	different	places.	Everywhere	is	becoming	so	
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transparent.	Feedback	and	reviews	are	just	becoming	more	prevalent	than	ever.	There	
was	a	study	in	2013	that	indicated	that	85%	of	consumers	are	reading	online	reviews	for	
local	businesses.	That	was	back	in	2013.	85%	of	consumers	are	reading	online	reviews	
for	local	businesses.	It's	definitely	not	an	aspect	that	we	can	ignore	and	when	done	well,	
social	proof	can	start	to	do	some	of	the	heavy	lifting	for	you.	Of	course,	if	not	done	well,	
you	can	end	up	having	to	do	a	lot	of	the	heavy	lifting	and	-	in	the	worst	case	for	
somebody	-	getting	bad	reviews,	bad	press,	bad	testimonials.	It	can	really	sink	a	brand.	
We’re	certainly	not	going	to	be	focusing	on	that	aspect	for	today.		

I	just	wanted	to	talk	about	how	there	are	different	types	of	social	proof.	What	does	
social	proof	look	like	in	action?	Where	we're	going	to	focus	more	specifically	for	today	is	
the	different	areas	where	this	is	used	throughout	marketing.	There's	probably	five	main	
areas	that	you	would	come	across.	Expert	social	proof	is	one	area.	This	is	where	an	
industry	thought	leader	or	somebody	that's	a	big	influencer	is	giving	you	a	shout-out.	
They’re	approving	your	product	or	your	service.	It	could	be	a	shout-out	from	social	
media.	It	could	be	quoted.	It	could	be	a	photograph	with	that	person.	It	could	be	a	blog	
article.	It's	basically	somebody	that's	considered	an	influencer	in	your	space	giving	you	a	
shout-out	-	this	expert	in	the	field.	Like	Tony	Robbins	is	giving	Vanessa	Shaw	the	
ultimate	shout-out.	In	our	industry	that	Tony	Robbins	is	giving	a	fanatic	shout-out	would	
be	massive	social	proof.		

Another	area	that	would	fall	into	the	expert	social	proof	(because	of	who	Tony	Robbins	
is	in	certain	fields)	is	the	next	category:	Celebrity	social	proof.	This	is	where	a	celebrity	is	
using	the	product	and	promoting	it	on	social	media	or	in	public.	We	see	that	a	lot	with	
product	placement;	sports	celebrities	are	used	for	watches,	fast	cars,	for	sports	gear.	
The	celebrity	is	endorsing	the	product.	We	also	have	those	celebrities	in	our	own	field	
that	could	be	seeing	what	you	are	doing	and	giving	you	a	shout-out.	A	great	example	of	
something	like	that	happened	to	a	friend	of	mine	a	couple	of	years	ago	now.	A	friend	of	
mine	wrote	her	very	first	book	and	she	got	a	review	-	I	think	it	was	the	forward	in	a	book	
or	a	blurb	in	the	book	-	that	was	written	by	Seth	Godin.	In	her	space,	(she's	a	marketer)	
this	was	her	first	book	and	this	was	her	industry.	Seth	Godin	can	be	considered	expert	or	
celebrity	in	that	space	so	it	was	a	massive	endorsement	for	her.		

The	next	area	of	social	proof	is	what	we	call	user	social	proof	-	and	that's	where	we're	
going	to	put	the	main	focus	today.	That's	when	we're	using	feedback	from	users	-	our	
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clients	and	our	customers	-	which	usually	is	going	to	take	the	form	of	customer	reviews	
and	testimonials.	I'm	going	to	show	you	the	landscape	of	how	that’s	currently	
happening	today	so	you	can	be	as	current	as	possible	and	know	what's	working	and	
what's	not	and	how	to	really	create	a	good	mix	there.	

I	don't	want	to	move	on	before	mentioning	the	next	two	which	are	really	important	as	
well.	The	next	one	plays	into	user	social	proof	and	that's	really	playing	into	the	fear	of	
missing	out.	Some	of	you	may	have	seen	that	abbreviation	FOMO.	This	is	called	the	
wisdom	of	crowds.	There's	a	fear	of	missing	out	when	crowds	of	people	are	doing	
something	or	lots	of	people	are	using	a	product	and	others	want	to	follow	suit.	There	
could	be	something	special	that	you're	doing.	This	can	work	for	a	social	gathering,	for	an	
intimate	workshop	or	an	event	where	you	got	several	people	that	know	one	another	
and	they're	going	to	be	at	that	event.	Now	all	the	sudden	there's	one	or	two	people	that	
are	suffering	from	that	fear	of	missing	out.	We	can	capture	that.	It	happens	at	a	much	
larger	scale	with	the	kids	-	a	21-year-old	and	a	16-year-old.	They're	into	bands	and	
festivals-	things	like	EDC	(Electric	Daisy	Carnival)	in	Vegas.	It's	a	massive	festival;	400,000	
people	attend	it	in	Vegas	each	year	and	they	came	back	from	it	in	June.	Jamie	who	is	
actually	our	new	administrative	assistant	went	with	him	as	she	happens	to	be	his	
girlfriend.	We	even	see	it	there	with	something	like	a	massive	festival.	There's	this	buzz.	
There's	this	big	crowd	that's	going.	The	kids	are	posting	this	on	Facebook	and	Snapchat	
and	Instagram	and	different	mediums	that	they	use.	Now	all	the	sudden	the	other	
people	within	their	social	network	start	to	go,	“Oh	my	God!	I'm	missing	out!”	They’re	
booking	their	tickets.	They’re	booking	their	hotel	rooms.	They’re	receiving	their	
welcome	box	from	the	festival.	This	really	buys	into	that	fear	of	missing	out.		

Then	the	last	one	is	the	“wisdom	of	your	friends”	social	proof.	This	refers	to	the	
phenomenon	that	I	described	earlier	that	recommendations	from	people	we	know	and	
trust	carry	far	more	weight	than	other	types	of	promotions	and	advertising.	It’s	that	
“Know-Like-Trust”	factor	when	we	see	friends	of	ours	that	are	curious	about	things	or	
are	buying	into	things.	I	think	Facebook	does	this	really	well.	We	see	Facebook	ads	
coming	through	-	I've	seen	several	of	mine	coming	through	recently	-	that	have	got	
people	that	I	know	and	respect	listed	as	the	first	person	that's	liking	them.	If	you	look	at	
this	in	your	feed,	you'll	see	however	many	people	have	liked	it	but	they'll	be	one	or	two	
names	that	come	up.	Facebook	is	obviously	using	your	friends	that	liked	it	to	promote	
that	to	you.	So,	the	name	comes	up	and	because	it's	your	friend	you	kind	of	go,	“Oh,	
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that's	curious.”	Perhaps	it's	something	that	you	haven't	even	looked	at	yet	but	because	
you’ve	got	a	friend	liking	it	and	because	they	are	interested	in	it,	it	causes	that	curiosity.	
It	certainly	does	for	me.	So,	recommendations	from	people	that	we	know	and	trust	
carry	a	lot	more	weight	than	other	types	of	promotions	or	advertising.	

We	have	to	start	to	think	about	how	we	practically	use	this	in	our	own	marketing.	One	
of	the	things	I	personally	have	to	think	about	now	when	we're	going	through	marketing	
is	coming	back	to	some	of	those	basics	of	constantly	doing	battle	with	somebody's	
subconscious	mind	that	they	are	unaware	of.	That	person	can	go,	“Yay!	This	is	great!”	
“I'm	interested.”	“Sounds	good.”	Then	there's	that	other	person	that's	in	that	buying	
decision.	I	like	to	think	of	this	as	the	subconscious	mind.	It's	not	necessarily	a	husband	or	
a	business	partner	or	somebody	else.	Of	course,	that	could	be	relevant	but	I	think	the	
biggest	battle	we’re	often	doing	is	with	somebody's	subconscious	mind.	We're	doing	
battle	with	three	things:	Skepticism.	Let's	face	it	-	people	have	tried	things	before.	When	
they	come	to	you,	you	will	typically	not	be	the	very	first	time	they've	tried	something	to	
solve	that	problem.	Perhaps	they’ve	had	really	bad	experiences	before.	A	lot	of	service	
providers	out	there	are	great	marketeers	but	they	really	don't	deliver	on	the	backend	or	
they’ve	had	really	bad	customer	or	client	experiences	and	it	just	hasn't	worked	for	
whatever	reason	they	didn’t	get	the	results.	So,	it’s	dealing	with	their	own	skepticism	as	
well.		

Dealing	with	inertia.	That’s	another	place	that	people	that	are	stuck	are	going	to	stay	
the	same	or	perhaps	are	getting	burnt	out.	They	just	haven’t	quite	got	the	energy	to	
move	forward.	People	that	are	on	the	fence.	I	think	we	are	dealing	with	that	a	lot.	
There’s	really	that	urgency	to	buy.	Then	the	other	aspect	that	we’re	often	dealing	with	
is:	“Can	I	do	it	myself?”	That’s	something	that	we	always	have	to	think	about	–	
especially	when	it	comes	down	to	services.	It’s	one	thing	when	you	can	box	purchase	a	
product	off	the	shelf	but	that’s	something	that	comes	up	in	people’s	minds.	Can	I	figure	
this	out	by	myself?	Do	I	really	need	those	other	services	to	assist	me	here?	We’re	always	
working	with	people’s	resistance	and	dealing	with	that	subconscious	mind.	The	
combination	of	those	coming	together	is	going	to	be	that	people	don’t	buy.	We	want	
the	right	people	buying	our	products	and	services.	We’ve	got	to	think	about	that	as	
we’re	working	through	our	social	proof	marketing.		
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A	quick	book	recommendation:	This	is	one	of	the	first	books	I	ever	read	when	I	got	into	
marketing	and	it’s	really	an	excellent	read;	it	definitely	should	be	in	your	success	library.	
This	is	Robert	Cialdini’s	Influence:	The	Psychology	of	Persuasion.	In	it,	he	talks	about	the	
six	principles	of	persuasion	and	social	proof	is	one	of	those	six	principles.	The	other	ones	
are	reciprocity	–	the	law	of	give	and	take.	When	you	provide	something	of	value	people	
feel	compelled	to	give	back.	Commitment	and	consistency	in	terms	of	building	trust.	The	
more	we	see	people	are	committed	and	we	see	them	in	consistent	action	it	builds	that	
trust	factor.	Authority	–	do	we	really	believe	that	those	people	have	the	right	expertise	
and	the	right	leadership	to	guide	us	and	help	us?	Likability	is	really	important	–	and	
scarcity.	We	know	full-well	that	scarcity	also	works.	It	plays	into	that	fear	of	missing	out.	
When	things	are	scarce,	they’re	considered	to	be	more	desirable.	People	want	to	be	
able	to	move	forward;	they	like	to	be	part	of	membership	groups	and	private	clubs.	
That’s	how	all	of	that	works.	Social	proof	is	one	of	those	key	six	principles	that	maintains	
that	people	are	especially	likely	to	perform	certain	actions	if	they	can	relate	to	the	
people	who	performed	the	same	actions	before	them.	Social	proof	is	really	important	
for	so	many	reasons.		

I	want	to	start	to	break	this	down	in	terms	of	examples	of	how	we	can	use	social	proof.	
We	put	together	a	little	workbook	here	that	you	can	work	through	practically.	I've	given	
some	examples	of	social	proof	marketing	as	it	relates	to	your	users	and	your	clients	in	
practice.	I've	come	up	with	five	main	different	areas	here	and	the	first	one	is	reviews.	
On	page	2	in	social	proof	marketing,	we’ve	got	reviews,	testimonials,	case	studies,	
introductions	and	recommendations.	I'm	going	to	give	you	some	examples	there	so	that	
you	can	see	what	the	different	ones	are.		

Reviews.	We	get	product	reviews.	We	get	service	reviews.	Think	of	Amazon.	You	go	to	
buy	on	Amazon.	How	many	other	people	bought	this	product?	You	get	the	star	reviews	
of	how	well	it	was	rated.	The	last	day	before	we	were	traveling	for	the	month	-	I	have	a	
really	great	iron	that	I	love	-	it	completely	blew	up	(it	would	be	the	last	thing	that	would	
have	to	go	just	as	I'm	trying	to	pack	the	final	bag).	I	need	to	get	a	new	iron	really	quickly	
and	I	just	didn't	have	time	to	do	research;	I	need	to	do	this	within	the	next	couple	of	
hours.	Where	was	the	first	place	I	went?	Amazon	to	quickly	scan	through	all	of	the	
reviews	there	to	come	to	find	out	what	was	the	best	thing.	I	was	not	going	to	be	
replacing	the	one	that	I	had	because	that	was	going	be	a	more	difficult	thing	to	do	but	I	
needed	something	that	was	going	to	be	a	quick	fix	and	solve	my	problem.	Amazon	was	
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my	friend.	I	actually	couldn't	use	the	information	from	Amazon	to	purchase	from	them	
because	it	was	such	a	short	timeframe	but	I	took	my	information	and	went	straight	
down	to	Target.	In	an	hour,	I	have	solved	the	problem.	This	is	an	example	of	using	a	
review	for	a	purchasing	decision.		

Other	examples	of	reviews	are	things	like	Yelp	for	local	business,	for	restaurants	and	
service	providers,	etc.	I	know	whenever	we	travel	especially	in	a	new	area	we're	always	
looking	for	certain	types	of	restaurants.	We’ll	do	a	search	on	Yelp	and	looking	for	the	
best	reviews	or	if	we	thought	a	place	looks	good,	we	cross	reference	it	with	Yelp.	If	all	of	
the	sudden	we’re	finding	poor	reviews,	we're	not	going	to	go	there	and	spend	money.	
Those	of	you	that	are	staying	in	places	like	Air	B&B	–	we’ll	use	that	a	lot	now	with	our	
travel.	The	weeks	that	we	had	in	Australia	-	that	was	Air	B&B	that	we	used.	We	had	an	
apartment	overlooking	the	beach.	How	did	we	choose	it?	We	chose	that	because	it	
responded	to	our	criteria	but	then	secondly,	we	went	to	the	reviews	of	the	place.	What	
are	other	people	saying?	What	are	people	saying	about	the	owners?	With	Air	B&B,	
we’re	always	looking	for	5	stars.	If	they	don't	have	good	reviews,	we’re	not	going	to	stay	
there.	The	thing	to	remember	with	Air	B&B	is	that	it	works	both	ways;	they	are	going	to	
review	us	as	users.	These	are	types	of	social	proof	of	users	that	we	use.	Another	great	
one	is	Trip	Advisor.	Sometimes	depending	on	how	your	business	works	–	or	even	a	local	
Business	Bureau	-	you	might	be	choosing	to	have	some	of	those	reviews	around	your	
business	that	are	out	there	in	the	public	domain	so	that	people	are	googling	you	and	
they’re	coming	across.	Of	course,	you	want	them	to	be	good	reviews.		

Testimonials	are	probably	the	most	classic	one	that	most	of	us	have	come	across.	
Testimonials	are	used	the	most	certainly	in	the	small	business	world.		Classically,	we	see	
them	as	written	testimonials.	Things	are	changing.	This	is	the	place	where	you	definitely	
want	to	know	what's	hot,	what's	not	and	where	you	really	should	be	moving	to	in	terms	
of	your	testimonials	or	certainly	shaking	up	the	mix	and	having	a	broader	mix.	I	want	
you	to	think	about	testimonials:	When	you	see	written	testimonials	without	a	photo,	
without	a	name	or	without	a	website	link,	do	you	believe	it	or	does	it	seem	too	good	to	
be	true?	Is	that	inner	skeptic	all	of	the	sudden	triggered?	The	minute	I	see	something	
that	just	looks	like	a	quote	without	anything	else	around	it,	I'm	just	like,	“This	is	made	
up.”	If	people	said	it	anonymously,	I	might	be	like,	“Did	you	just	make	it	up?”	That	is	the	
challenge	with	written	testimonials;	we’re	always	asking	that	question.	Are	they	real?	
One	thing	if	we’re	asking	for	written	testimonials	–	just	a	quick	few	tips	here	-	we	
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definitely	want	to	have	where	possible	photos,	real	names,	full	names,	position	in	the	
company	(if	it’s	relevant),	name	of	the	company,	etc.	It	can	be	even	a	link	to	a	website.	
That	really	legitimizes	where	it's	coming	from:	a	real	person,	a	real	business	(if	it's	a	
business	giving	you	a	testimonial)	so	that	it	looks	like	it's	got	some	ground.	The	other	
way	to	do	testimonials	is	by	video.	Video	is	becoming	so	much	easier	now	by	getting	to	
shoot	quickly	with	iPhones.	People	can	shoot	quick	videos	straight	from	the	desktop	as	
well.	Get	somebody	to	shoot	a	quick	video.	It's	60	to	90	seconds	from	a	real	person.	It's	
actually	going	to	have	a	lot	more	weight	to	it	and	is	better	than	written	testimonials.		

Why	do	we	want	to	mix	in	different	testimonials?	The	truth	is:	Do	I	really	want	to	read	
somebody's	testimonials	or	watch	their	testimonials?	Sometimes	reading	can	be	a	lot	
quicker.	There	are	times	when	I	know	that	I	want	to	watch	a	video	testimonial	if	I'm	
really	delving	into	something	-	but	other	times	when	I'm	just	quickly	scanning	through	
them,	I	can	do	that	a	lot	quicker	than	writing.	I’d	always	recommend	that	you	have	two	
of	those	or	a	mix	of	those	that	you	can	use	in	your	social	proof	marketing.		

Videos	and	video	testimonials	are	hot.	What	is	becoming	even	hotter	though	is	this	next	
category	which	is	case	studies.	You're	going	to	be	seeing	them	a	lot	if	you	pay	attention	
to	your	Facebook	feed	you’re	going	to	see	there	that	there’s	a	lot	of	people	doing	case	
studies.	We	are	launching	them	as	well.	Some	of	you	are	going	to	be	doing	some	of	
those	case	studies	with	me.	You're	going	to	see	what	it's	like	plus	you're	going	to	be	able	
to	use	that	for	your	own	business.	This	is	really	hot	now.	It's	leveraging	the	platform	that	
people	want	things	that	are	real.	Remember	that	we’re	always	dealing	with	that	inner	
skeptic	–	that	subconscious	mind	that	doubts.	For	case	studies	-	how	that	works	is	really	
taking	some	of	your	clients	that	have	gotten	amazing	results	and	interviewing	them	live.	
I'm	going	to	give	you	some	key	questions	to	ask	later	on.	You're	going	to	be	interviewing	
them	live	and	recording	it	about	key	programs	that	they	had	when	they	chose	to	work	
with	you,	some	of	the	areas	that	they've	actually	worked	on	or	strategies	that	they've	
implemented	and	then	key	results	that	they've	gotten	from	working	with	you.	There's	
more	to	it	than	that	but	that's	basically	the	loose	framework.	What	happens	is	people	
are	fascinated.	They	are	fascinated	by	other	people’s	stories.	They	know	it's	real.	From	
the	social	proof	perspective,	one	of	the	questions	that	I	think	we’re	all	asking	when	we	
can	be	honest	is	will	this	work	for	me	too?	I	feel	connected	with	that	person	in	the	case	
study.	Do	I	see	that	they	are	speaking	about	challenges	that	I've	been	experiencing	
myself?	Do	they	feel	relatable?	That's	why	that	format	is	so	important	when	we're	doing	
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case	studies;	it's	not	just	all	about	results	and	not	just	showing	off	the	end	result.	We	
have	to	keep	them	real	in	terms	of	the	problems	that	they	were	looking	to	solve	or	the	
goals	they	were	wanting	to	achieve.	They	become	very	relatable	and	very	inspiring	as	far	
as	marketing	content	is	concerned.	They	are	definitely	a	piece	that	can	do	a	lot	of	heavy	
lifting	for	you	in	your	sales	process	and	in	your	marketing.	Case	studies	are	really	hot	
right	now.	

Also,	introductions:	I	think	there's	a	couple	of	things	here	and	I	don’t	want	to	miss	them	
off	the	mix.	It's	great	to	do	things	that	are	really	hot	but	we	also	have	to	remember	that	
what's	hot	now	is	not	necessarily	going	to	be	so	in	6	months	time.	These	are	the	trends	
that	are	changing	and	constantly	moving	and	evolving.	There	are	also	things	that	are	
timeless	principles	that	you	want	to	use	in	your	marketing	because	they’re	still	going	to	
be	fantastic	essentials	and	fundamentals	that	will	stand	the	test	of	time.	An	introduction	
-	a	personal	introduction	-	from	somebody	to	you	is	social	proof	marketing.	That's	
somebody	putting	their	reputation	on	the	line	if	they	are	saying	that	they	believe	a	
friend	of	theirs	should	connect	with	you.	They	believe	you	have	a	resource	that	can	help	
them	and	they're	going	to	make	that	personal	introduction.	That	is	also	social	proof	
marketing.	We	mustn't	underestimate	the	power	of	that	because	it	still	plays	into	that.	
This	is	somebody	that	you	trust	-	a	friend	and	trusted	advisor	in	your	world	-	who	is	
making	a	personal	introduction	to	you.	You're	likely	to	pay	attention.	You	really	are.	The	
other	place	that’s	slightly	different	from	reviews	but	definitely	something	to	consider	is	
a	recommendation.		

One	of	the	obvious	platform	where	we	can	make	recommendations	is	on	LinkedIn.	As	
far	as	the	differences	in	the	platform,	LinkedIn	is	considered	to	have	a	more	professional	
audience.	One	might	argue	perhaps	it's	a	higher	caliber	audience.	It's	definitely	an	
audience	that's	there	more	for	business	than	socializing	as	Facebook	is	seen	as.	
Definitely	tons	of	business	happens	on	Facebook	but	most	people	probably	wouldn't	say	
they’re	on	Facebook	for	business.	On	LinkedIn,	people	tend	to	be	there	for	business.	It’s	
for	those	recommendations	that	you	can	get	from	people	you've	actually	provided	
services	or	products	to.	People	when	they	are	looking	for	somebody	are	going	to	look	at	
those	recommendations	and	see	what	people	say	about	you.	Quick	summary:			reviews	
and	testimonials	in	all	formats	-	in	both	written	and	video	formats	and	case	studies	that	
are	really	hot.	You	definitely	could	do	written	case	studies.	My	recommendation	would	
be	go	straight	to	a	video	platform	for	something	like	that.	A	platform	like	Zoom	is	going	
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to	be	great	for	shared	screens.	There	are	a	couple	of	others	that	we	can	certainly	list	as	
resources	if	that's	something	that	you're	interested	in.	Personal	introductions	and	those	
recommendations	through	something	like	LinkedIn.		

How	do	we	start	to	put	this	together?	I	always	like	to	think	about	an	inside-out	process.	
We're	going	to	jump	to	the	testimonial	builder.	This	was	an	exercise	that	I	went	through	
many	years	ago.	For	some	of	you	that	might	be	listening	to	this	today,	this	just	feels	like	
a	mountain	to	climb:	“I've	got	so	much	to	do.”	“I	don't	feel	anywhere	near	doing	this	
kind	of	stuff	right	now.”	I	want	to	let	you	know	that	when	I	was	first	introduced	to	this	
probably	six	or	seven	years	ago	now,	it	felt	pretty	overwhelming	for	me	-	but	it	was	also	
a	real	key	in	thinking	about	how	I	was	working	with	people.	That's	when	I	found	the	way	
for	me	to	look	at	my	services	and	how	I	needed	to	change	things	and	improve	things	but	
also	think	about	how	it	was	that	I	wanted	to	be	perceived	in	the	eyes	of	my	clients	
moving	forward.	Even	if	that's	the	place	that	you're	starting	from	-	especially	if	that's	the	
place	that	you	feel	like	you're	starting	from	today	-	that's	really	good	news	because	this	
is	going	to	give	you	some	really	great	insight	to	work	with.	I	like	to	think	of	getting	social	
proof	and	testimonials	as	an	inside-out	process	really	starting	with	you	first	and	
foremost.	Before	you	go	out	and	start	to	ask	for	them,	let's	build	your	own	first.	At	least	
that's	a	starting	place	-	like	a	version	1.0.	With	the	testimonial	builder,	this	is	something	
that	you	might	even	want	to	choose	somebody	in	ACCELERATE;	get	a	buddy	and	work	
through	this	together	and	make	it	more	fun	and	brainstorm.		

I	want	you	to	write	down:	What	are	the	problems	that	you're	currently	helping	your	
clients	solve?	

Don't	have	a	massive	list;	go	with	the	top	3	to	5	maximum.	Not	a	massive	list.	What	is	
that	process	that	you're	taking	your	clients	through	-	your	signature	system	or	your	
“problem	to	promise”?	What	are	those	steps	that	you	take	your	clients	through?	That	
could	be	strategies	or	that	you're	providing	certain	services	to	get	them	from	A	to	B.	
What	are	those	steps	that	move	the	client	from	A	to	B?	What	results	do	you	help	your	
clients	achieve?	I	know	that	whenever	we	go	to	these	questions	it	can	trigger	things:	“I	
don’t	know.	I’m	not	clear	on	that.”	Start	with	where	you're	at.	What	results	do	you	want	
to	help	your	clients	achieve?	What	would	you	want	to	be	doing	for	them?	Now	the	
other	piece	that	you	want	to	think	about	in	terms	of	building	your	own	testimonials	is	
about	the	objections.	What	are	some	of	the	key	objections	that	your	prospects	have?	
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I'm	just	sharing	that	we’re	constantly	dealing	with	things	like	skepticism:	“I	could	do	it	
myself.”	Inertia	and	lethargy.	Classic	objections	are	going	to	be	things	like	the	time	
involved,	the	cost,	the	skepticism	–	“I've	tried	this	before.	Is	it	going	to	work	for	me?”	
Think	about	what	some	of	those	fears	are.	The	fear	of	trying	something	new	or	the	
worry	about	perhaps	what	other	people	will	think.	In	the	mind	of	your	clients,	what	are	
some	of	their	key	objections?	If	you	really	get	your	testimonials	working	well	for	you,	
you'll	want	those	testimonials	to	actually	start	to	overcome	the	objections	that	are	in	a	
client’s	mind.	These	testimonials	can	start	to	do	that	heavy	lifting	for	you.	They've	got	a	
concern	that's	in	their	mind.	They	mostly	want	to	move	forward	but	they	have	to	justify	
it	rationally.	A	great	testimonial	for	a	case	study	will	help	that	especially	when	it	speaks	
to	the	objection	that	the	client	was	struggling	with	back	then	in	their	own	mind.	You	
want	to	think	about	what	you	think	the	objections	are	now.		

The	other	place	I	always	like	to	think	about	with	testimonials	is	that	they’re	highlighting	
the	clients	and	they’re	putting	the	client	center	stage	but	ultimately,	they	are	a	
reflection	back	on	you	and	your	business.	You	want	to	think	about	your	values.	What	
would	you	most	like	your	clients	to	be	saying	about	you	that	would	really	speak	to	what	
you	stand	for?	What's	most	important	to	you	and	your	business?	Typically,	clients	will	
start	to	echo	that	through	their	words.	They	are	just	now	becoming	a	reflection	of	what	
you	stand	for.	The	last	part	of	that	is	to	just	write	down	in	an	ideal	world	what	would	be	
the	best	testimonial	that	you	would	want	to	receive	from	your	client?	Depending	on	
where	you're	at	in	business,	you	might	be	going,	“Wow!	I'm	already	there.	In	an	ideal	
world,	I	want	them	to	say	this	and	I’ve	already	got	some	testimonials	coming.”	Let's	look	
at	how	to	take	that	further.	Otherwise	you	might	be	going,	“OK	I	haven't	even	started	to	
think	about	this.	I've	got	so	much	else	on	my	plate	right	now	and	I'm	really	lacking	in	
clarity.”	Start	with	your	ideal.		Craft	a	few	sentences	of	what	that	would	look	like	
because	it	is	going	to	help	you	create	and	gain	clarity	in	some	of	those	other	areas.	
When	I	first	started	years	ago,	I	didn't	realize	I	had	got	some	gaps	there	in	the	
foundation	that	were	somewhat	lacking.	This	exercise	really	helped	me	bridge	some	of	
those	gaps.	

Once	you	start	to	build	the	testimonial	in	your	own	mind	and	get	clear	on	that	then	we	
have	to	take	this	out	and	road	test	it.	Get	some	testimonials	and	look	at	where	you	can	
use	them	afterwards.	I	tried	to	take	this	down	to	its	bare	bones	and	keep	this	very	
simple	so	that	it's	not	too	overwhelming.	Put	that	internal	process	into	some	sort	of	
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interview	questions	that	you	could	ask	to	shake	these	testimonials.	You’re	going	to	see	
that	there's	not	a	lot	of	difference	here	but	I	want	to	give	you	some	tips	around	building	
that	testimonial	interview.		

I	think	one	of	the	biggest	challenges	when	people	are	doing	testimonials	is	that	they	are	
way	too	generic	and	way	too	sugary.	That	means	that	they	lack	specificity	and	they	lack	
credibility.	What	do	I	need?	Let	me	give	a	couple	of	examples.	You	post	a	workshop	or	a	
webinar	or	whatever.	It	is	an	event.	Somebody	is	saying,	“Wow!	Working	with	Susie	was	
so	fabulous.	She's	so	amazing.	She	helped	take	our	team	to	the	next	level.	I	couldn't	
recommend	her	enough.”	That's	just	so	sugary.	That's	an	example	of	sugary.	It	may	
stroke	your	ego	for	a	while	and	it's	great	that	you	got	that	like	factor	but	in	terms	of	a	
testimonial	doing	heavy	lifting	for	you,	it's	not	going	to.	It	doesn't	speak	to	any	of	the	
specifics	of	what	Susie	actually	helped	with	and	the	specific	results	she	got.	For	
somebody	actually	reading	that	-	while	it	might	be	nice	for	you	to	get	somebody	that's	
looking	to	purchase	with	you	and	they're	reading	it	from	the	outside	-	it	really	doesn't	
answer	the	question,	“What's	in	it	for	me?”	Those	are	recent,	general	terms	of	where	
testimonials	go	wrong.		

The	more	you	start	to	look	at	testimonials,	the	more	you	see	this	because	people	don't	
know	how	to	structure	them	properly	or	have	to	ask	for	them	properly.	For	your	
testimonial	interview,	you	can	do	this	even	verbally	or	in	writing.	We	have	done	both	
and	got	some	pretty	good	results.	I’ve	called	this	the	Testimonial	Interview.	Sometimes	
what	you	might	want	to	do	is	send	these	questions	to	a	client	beforehand	so	they	can	
prep	and	even	go	through	it	in	an	interview	style	if	you're	going	to	use	it	as	a	written	
testimonial.	Otherwise	if	you're	going	to	use	this	as	a	case	study	and	video	testimonial,	
still	send	the	questions	beforehand.	Sending	them	is	good	so	that	they	get	to	prep.	It’s	
good	practice	and	then	you	would	actually	be	diving	deeper	into	them	during	the	video.	
“What	were	the	problems	you	are	struggling	with	when	you	decided	to	hire	us?”	and/or	
“What	was	it	that	you	were	looking	to	achieve?”	People	are	either	coming	to	you	
because	they	have	a	problem	to	solve	that	they	haven't	yet	been	able	to	or	a	goal	that	
they	are	looking	to	achieve.	Then	we	want	to	go	into	our	1-3	areas	that	we	help	you	
with	most.	We're	trying	to	get	people	to	narrow	down	their	thinking.	What	are	some	
areas	that	we	help	you	with	most?	Most	people	state	generic	at	that	level	and	they	
won't	go	into	specifics	which	is	really	where	we	want	them	going.	This	is	1	to	3	areas.	It	
could	be	specific	strategies	that	they	implemented	from	your	service	or	the	skills	that	
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they	built	as	a	result	of	your	service.	You're	the	one	that's	doing	it	for	them	in	terms	of	
the	service	areas	that	you	just	took	off	their	plate.	Something	you	taught	them	to	do.	
What	are	those	areas	that	you	help	your	clients	with?	What	has	changed	as	a	result?	
What	are	some	of	the	new	results	that	you're	seeing?	Here	we	want	to	be	specific.	
Clients	that	are	gushing	could	be	saying	everything:	“This	has	been	life	changing.”	“This	
has	been	amazing.”	“Everything	has	changed.”	What	has	changed?	Dive	into	the	
specifics.	Where	have	they	saved	more	time?	Have	they	freed	up	more	time?	Have	they	
earned	more	money?	Whatever	those	things	are	that	you	helped	them	do.	Are	they	
empowered	to	learn	some	skills	that	they	previously	couldn't	do?	Any	time	that	we	can	
go	into	quantitative	results	that	you	can	really	measure	and	put	a	number	to,	that's	
going	to	really	add	a	lot	of	specificity	and	credibility	to	your	testimonial.		

Think	in	terms	of	people	that	have	saved	time	or	freed	up	time.	That's	often	something	
that	they	want	to	have	happened.	Things	that	have	happened	in	a	shorter	period	of	
time	than	previously.	Numerical	results.	If	you're	helping	people	with	businesses,	it	
might	be	new	leads,	new	conversions,	new	sales,	etc.	How	many	more	conversations	
are	they	having?	Things	like	that.	How	many	more	clients	are	they	having?	What	is	their	
reach?	Anything	that	you	can	think	about	really	being	able	to	measure	as	well	as	things	
that	I	like	to	call	qualitative.	Emotionally,	what's	also	changed?	Where	people	say	that	
they	are	perhaps	more	confident,	more	empowered,	really	being	the	leader	that	they	
were	supposed	to	be.	This	is	all	going	to	be	relevant	to	your	area	of	business.	You	want	
to	think	about	drilling	down	into	some	of	those	specifics	as	to	what	has	changed.		Also,	
some	of	the	knock-on	results	as	well.	Sometimes	we’re	talking	about	as	a	result	of	that,	
what	else	has	changed.	It	could	be	how	else	has	that	impacted	their	business	or	even	
their	personal	life.		

This	is	where	we	can	start	to	address	some	of	those	objections.	You	got	these	results	-	
but	let's	be	honest	-	what	were	some	of	the	concerns	that	you	had	prior	to	buying	this	
service	or	this	product.	That's	where	we	can	get	those	out	on	the	table.	They	might	say,	
“I	thought	it	was	going	to	take	too	much	time	but	I	actually	found	that	I	got	so	much	
more	focused	I	ended	up	saving	time	and	I’m	now	achieving	twice	the	amount	in	half	
the	amount	of	time.”		It	might	be	the	investment:	“I	thought	this	was	going	to	be	a	
massive,	big	investment	but	I	found	out	that	it	was	really	high	value	and	in	fact	I	got	my	
investment	back	–	and	more.	It's	going	to	reap	benefits	for	years	to	come.”	Think	about	
those	objections.		
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As	you	are	interviewing	your	client,	you're	going	to	start	to	learn	so	much	more	about	
them,	about	what	they	were	struggling	with	and	what	they	thought	was	valuable	–	and	
what	some	of	those	objections	are.	For	me,	there's	a	lot	of	benefit	in	going	through	this	
because	you	learn	a	lot	about	your	audience.	You	can	be	asking	as	well,	“Who	would	
you	recommend	this	product	or	service	to	and	why?”	It's	great	to	hear	it	in	their	words.	
What	type	of	person	would	be	grateful	or	what	type	of	business	is	struggling	with	this.	
They’re	going	to	make	their	recommendations.	Is	there	anything	else	that	they	would	
like	to	add?	That’s	sort	of	my	extra	line	there	to	see	what	else	is	there	that	we	haven't	
covered.	Perhaps	that's	the	place	for	some	gushing:	“It	was	just	a	joy	to	work	with	you.”	
Something	else	that	they	add	in	there.		

So	that	gives	you	the	framework	there	for	the	overall	client	interview.	Next	place	is	you	
start	to	do	the	work.	Where	do	you	use	these?	We’ve	been	guilty	as	well	of	not	using	
testimonials	as	much	as	we	could	be.	We	all	get	busy	in	the	day-to-day	of	our	business	
and	sometimes	we’ve	got	these	great	marketing	assets	and	we're	just	not	using	them	as	
effectively	as	we	could	be	there.	We	have	time	to	think	about	these	as	part	of	our	
marketing	mix.	I	just	want	to	share	with	you	that	with	building	your	social	proof,	you	
really	want	to	be	thinking	about	-	whenever	people	are	connecting	with	you	-	that	
they’re	starting	to	get	very	similar	consistent	messages.	You’re	going	to	build	that	trust	
and	credibility.	An	obvious	place	for	testimonials	whether	in	the	written	or	case	study	
format	is	going	to	be	websites.	We've	certainly	been	guilty	of	putting	them	all	on	one	
page.	These	are	some	of	the	things	that	we’re	changing.	You	don't	have	to	have	social	
proof	on	one	page	on	your	website.	We	can	have	those	throughout	the	website	across	
multiple	different	pages	when	and	if	your	website	is	bigger.	Of	course,	anytime	you're	
putting	together	brochures	or	flyers.	Some	of	you	are	putting	together	your	flyers	for	
workshops	or	for	your	services	right	now.	Get	some	testimonials	on	there	as	well.	It's	
that	extra	piece	of	social	proof.	Even	when	you're	looking	to	do	your	promotion	for	
events	or	workshops	in	your	email	campaigns	and	in	your	reaching	out.	It	might	be	that	
you're	doing	that	through	social	media	as	well.	Again,	think	about	how	you	can	use	
social	media.	A	great	example	from	our	own	business	we	are	testing	this	right	now	and	
putting	into	practice:	We	had	three	people	signed	up	for	the	Boutique	Business	
Intensive	straight	from	a	testimonial	that's	doing	the	heavy	lifting.	If	you’ve	got	a	great	
case	study,	talk	about	it	on	social	media.	Share	it	on	social	media	and	different	
platforms	that	you	might	be	using	whether	that's	just	when	you	talk	organically	in	your	
own	feed	or	on	your	own	pages.	One	of	the	things	that	we're	doing	is	we're	paying.	We	
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have	some	great	social	media	posts.	We’re	boosting	them.	So,	we're	putting	a	little	bit	
of	money	and	creating	some	response	to	that	through	them.	That	was	the	piece	
yesterday	that	all	of	the	sudden	triggered	three	sign-ups.	I	was	so	happy	and	I'll	take	
that!	

Another	place	that	we	often	miss	out	on	using	some	of	this	social	proof	is	this:	Think	
about	that	journey	when	people	are	getting	excited	to	work	with	you	or	they’re	
interested	but	perhaps	are	not	totally	excited.	In	that	pre-sales	conversation	-	perhaps	
you	had	an	initial	quick	audit	and	now	you’re	between	your	quick	audit	and	your	
strategy	session	-	this	will	be	a	great	place	to	share.	Do	a	follow	up	sequence.	“I’m	
excited	about	our	next	meeting	and	thought	you	might	be	interested	to	know	a	case	
study	of	somebody	that	we	worked	with	who	was	struggling	with	something	very	
similar.	We	can	use	case	studies	in	our	nurture	sequences.	If	you're	in	the	process	of	
building	out	some	of	your	marketing	through	your	email	databases	and	sending	out	
hopefully	semi-regular	stuff	to	your	database,	tell	the	story	of	the	case	study	or	add	a	
testimonial	there.	It	can	be	part	of	those	sequences.	eBooks	–	if	you	have	eBooks.	If	any	
of	you	have	got	downloads	from	your	website.	I	know	a	lot	of	you	have	got	that:	you've	
got	some	opt-ins	-	mistakes	and	tips	and	other	eBooks.	Have	you	got	great	testimonials	
on	there?	How	about	in	your	email	signature?	In	all	the	emails	that	we	send	out	to	
people,	how	about	including	a	quick	short	testimonial	beneath	it	there	and	you	could	
change	it	up.	Every	month	put	a	different	one	so	people	are	constantly	seeing	
something	that's	different.	I	also	left	a	space	for	any	other	creative	ideas	you	might	
have.		

We	have	covered	a	lot.	This	is	just	using	your	own	clients	to	build	social	proof	through	
your	marketing	to	do	some	of	that	heavy	lifting	for	you.	That's	really	what	you	want	
your	marketing	to	do	for	you:	that	heavier	lifting	so	that	when	people	come	to	that	
place	where	they’re	attending	one	of	your	events,	starting	to	have	a	quick	audit	call	with	
you	or	that	sales	conversation.	They’re	primed.	They’re	already	in	a	different	mindset.	I	
want	to	give	you	some	quick	ways	as	to	how	to	put	this	into	practice	and	very	clear	next	
steps.		

A	quick	tip	to	get	testimonials	is	you	might	find	that	as	you're	speaking	with	clients,	they	
actually	go	and	say	something.	They	share	an	amazing	new	result	they	got	and	all	of	the	
sudden	they’re	super	excited	about	something	or	they're	sharing	something.	They	had	a	



 
 

 
BE BOLD. PLAY BIGGER.® 

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 16 of 17 

massive	“a-ha!”	in	the	program	implementing	whatever	you	helped	them	with	and	it's	
like	a	totally	new	result.	You	can	ask	them	directly.	Congratulate	them	and	really	be	in	
that	moment	of	celebration	with	your	client	-	but	this	is	a	great	time	for	you	to	also	say,	
“Wow!	It	would	be	really	great	if	I	capture	what	you	just	shared	with	me	because	other	
people	would	be	so	inspired	to	hear	of	your	successes.”	What	I	often	do	there	at	that	
place	is	I	capture	the	notes	I’m	writing	up.	By	the	way,	I'm	not	massively	changing	the	
client’s	words.	There's	certain	things	we	want	to	have	there	in	an	ideal	testimonial	but	
it's	also	really	important	to	have	the	client’s	real	words	so	it's	authentic.	“Would	it	be	OK	
if	I	sent	it	over	to	you	to	edit	or	approve?”	That	works	really	well	because	a	lot	of	clients	
-	if	we	don't	give	them	the	guidance	to	write	testimonials	–	they’re	going	to	get	stuck.	
They	want	to	help	you	but	they	just	got	stuck.	We	want	to	make	it	easy	for	clients	so	if	
you	ever	hear	them	saying	something,	ask	them	in	the	moment.	Ask	them.	Take	the	
notes.	Celebrate	with	them	and	ask	them	if	you	can	shoot	that	over	to	them	and	get	
their	approval.	Obviously	if	you're	going	to	be	doing	it	-	writing	them	for	a	case	study	or	
a	video	testimonial	-	you're	going	to	be	giving	them	some	of	that	prep	beforehand.		

The	first	step	for	you	is	to	write	your	own	testimonial	after	today's	Content	Call.	
Secondly	-	if	you	want	people	to	give	you	great	testimonials	-	be	somebody	that	gives	
great	testimonials.	I	really	do	believe	that	we	attract	more	of	who	we	already	are.	Be	
generous	and	in	an	authentic	way.	I'm	not	talking	about	giving	great	reviews	to	people	
that	are	not	doing	great	work.	Think	about	where	you	can	provide	great	reviews.	Where	
can	you	actually	put	that	extra	energy	and	effort	in	when	you	had	a	great	service?	Give	
some	feedback.	Give	before	you	take	essentially	and	start	giving	some	great	
testimonials	because	then	you’re	going	to	feel	more	in	alignment	and	integrity	and	
honesty	for	asking.	Then	start	to	think	about	your	own	system	and	set	some	goals.	What	
types	of	testimonials	do	you	want	to	be	having	in	your	marketing	as	a	result	of	today's	
training?	What	are	you	going	to	do	in	the	next	30	days?	How	many	do	you	want?	Is	it	
one	case	study	that	you	want	to	build	out	or	do	you	want	to	approach	a	group	of	clients	
for	some	of	those	testimonials.	I	know	a	lot	of	you	love	the	marketing	challenge:	Doing	
your	marketing	30	minutes	a	day.	This	is	a	great	example	of	something	you	can	do	in	
one	of	those	30-minute	marketing	activities	slots.		

Finally,	not	to	be	missed	before	we	open	this	up	for	some	questions:	Other	uses	of	
testimonials.	They	are	excellent	at	building	your	confidence.	They	really	serve	an	
amazing	purpose	there.	If	we're	honest,	I	think	we	all	go	into	doubt	on	if	we're	really	
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doing	a	great	job,	if	we're	really	adding	value.	Is	this	really	helpful	for	the	audience	that	I	
want	to	serve.	We	go	in	and	out	of	that	cycle.	When	you	get	testimonials	and	you're	
really	having	a	down	day,	even	reading	your	own	testimonials	can	be	a	great	boost.	I	
remember	somebody	saying	that	to	me	years	ago	and	I	thought,	“Really?”	but	I	have	to	
say	it	is	something	that	from	time	to	time	I	said,	“Let	me	listen	to	what	people	are	
saying.”	I	remembered	what	people	really	considered	to	be	of	value.	That's	the	other	
piece	-	but	I	believe	through	this	process	you	will	learn	more	about	what	your	clients	
really	value	and	then	you	can	use	these	testimonials	to	step	up	your	own	game.	What	
would	you	love	your	clients	to	be	saying	about	you	and	what	does	that	then	mean	you	
have	to	change?		

Now	it’s	time	to	put	it	into	action.	Think	about	practically	what	you	can	start	to	do	this	
month	in	terms	of	that	social	proof	marketing	and	get	that	doing	some	of	the	heavy	
lifting	for	you.		

***********	


