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Identifying Your Who and What 
 
“That’s What I Need!” 

It’s a common occurrence. You’re at a social event and you’ve just been 
introduced to someone. After exchanging pleasantries, you ask, “So, what do 
you do?” 
 
Which of the following responses would you find most compelling and most 
effective in connecting with you? 
 
“I’m a graphic designer.” 
 
“I’m a graphic designer and I work with all different kinds of businesses to take 
care of whatever design needs they might have.” 
 
“I’m a graphic designer. I design logos for businesses.” 
 
“I’m a graphic designer. I specialize in designing logos for small service-based 
businesses who want a professional, high-end look at an affordable price.” 
 
Here’s the question … and it doesn’t matter whether you happen to be in the 
market for logo design or not. Which one are you most likely to say, “Oh, cool 
…” to? And which is the most memorable? 
 
We think it’s the last one. It’s almost automatic. “Oh, cool … I need to get your 
card.” “Oh, cool … my brother-in- law could sure use you.” “Oh, cool … that 
sounds like the perfect niche business.” 
 
Are any of the other responses likely to prompt that kind of “Oh cool” response? 
We don’t think so. Maybe a polite, “Oh, that sounds like interesting work.” or a 
follow up question or two, but not a genuinely enthusiastic response coming from 
a spark of immediate personal interest. 
 
Which response is the worst? Which one leaves you cold? Which one would be 
most likely to politely mumble, “Uh huh” to? 
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We think it’s the second one. 
 
“I’m a graphic designer and I work with all different kinds of businesses to take 
care of whatever design needs they might have.” 

The first and third examples are okay … just insufficient … but this second one is 
awful. Awful? Yes, awful … dreadful … deadly. It may look harmless enough, 
but it’s not. 
 
But what makes it awful? 
 
If it isn’t apparent to you right away, that’s fine. That’s why you’re in this program, 
but take a few moments to study it and think about it. Then write down what you 
suppose might make this particular response so bad. 
 
________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 

 
Understanding the answer to this question is beyond important. It’s the most 
critical concept we present in the marketing part of this program. Grasp this 
insight and everything gets a whole lot easier. No kidding. Knowing this secret 
changes everything. But it may require you to reset your thinking 180 degrees. 
 
Are you ready for that? If we told you that embracing this insight would, without a 
doubt, make the difference between building a successful business quickly and 
easily and struggling for years with a marginal business, would you take it to 
heart? 
 
Please say, “yes”, because that’s exactly what it’ll do for you. We know, because 
it’s the secret we’ve used to build our own business. And we’ve seen others who 
don’t “get it” or who resist this approach struggle on endlessly. It’s our job to 
make sure you get it. It’s your job to embrace it and use it.  
 
Okay, here it is. 
 
The secret is FOCUS … and what makes this response so bad is that there isn’t 
any. The speaker is someone who’s completely unfocused, willing to do 
anything for anybody. 
 
Now, don’t get us wrong. As a service provider, it’s usually a good thing to be 
accommodating. You want to serve the needs of your clients or patients even if it 
sometimes means doing things that aren’t exactly within your area of specialty. 
That’s fine. 
 
But as a marketer of your services, it’s an extraordinarily bad idea to try to be all 
things to all people. Do you get that distinction? As a service provider, you can 
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do a variety of things in your practice or business. You almost certainly will do 
more than one thing. But as a marketer, you have to narrow your focus in order 
to stand out from the crowd and tap into the pool of patients or clients who’ve 
been looking for someone just like you. 
 
You have a choice. You can advertise a “wide range of services” for anyone with 
a pulse and a wallet or you can position yourself as a specialist, able to provide 
specific benefits for a specific group of people. 
 
Think about it. Which has more power, a flashlight or a laser beam? It’s the 
laser, of course. But why? Because the laser is focused light. When it pinpoints 
its rays, something dramatic happens. That targeted energy produces amazing 
results. When you start targeting your marketing energy, you’ll produce amazing 
results too. 
 
Look at the “awful” response again: 
 
“I’m a graphic designer and I work with all different kinds of businesses to take 
care of whatever design needs they might have.” 
 
Your new graphic artist acquaintance has given you no real idea of what she 
actually does … or what she’s really good at doing … or if you might be a good 
person for her to be doing it to! 
 
Why would you be interested? She hasn’t spoken directly to a single one of your 
specific wants and needs. People pay money to service providers to solve their 
specific problems. They don’t really care about you or your service … unless you 
can help them find a way to solve a specific problem or satisfy a specific need 
they have. 
 
So, how much chance is there you’d come away from your brief conversation 
thinking, “I really need what she’s got to offer?” Not much. 
 
She lacks focus. 
 
“That’s what I need!” Whether it’s actually verbalized or not, that’s the reaction 
you’re looking for after people hear about your practice or business. Don’t 
expect to get it if you’re vague about what you do and who can benefit from it. 
 
Lack of focus is not attractive. 
 
The key to all your marketing efforts is to specify what you’re great at doing … 
who you do it for … and what they can expect to get out of it. We’ll help you do 
that in this module. 
 
After you’ve done that, all that’s left is to determine the best way(s) to make a 
connection with the people you intend to serve and allow them to experience 
what you have to offer firsthand. More on that in later sections. 
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You Can Try to Sell to Anyone … or You Can Attract Those 
Who Are Just Right for You 
 
There’s that word again. Attract. But now we get to see how attraction relates 
directly to the marketing of your business in a concrete, “how-to” kind of way. 
 
And nothing is more basic and concrete than how you talk about your business 
and how your marketing materials “position” your business. 

So, what makes our preferred response so attractive? 
 
“I’m a graphic designer. I specialize in designing eye-catching logos for small 
service-based businesses who want a professional, high-end look at an 
affordable price.” 
 
This is someone who knows what she does and who she wants to work with. 
She’s an expert in her field and the people who need what she has to offer are 
going to be drawn to her. “Oh cool… that’s exactly what I need. Can I get your 
card?” 
 
The focus is clear and the presentation tells you you’re dealing with a serious 
professional. 
 
In contrast, the “I’m-willing-to-do-anything-for-anybody” response screams, “I’m 
needy!” You might as well hold up a sign at an intersection that says, “Will do 
graphic artwork for food.” 
 
That vibration is not the least bit attractive. People are drawn to the master, 
someone who has expertise in the particular area where they need help, not the 
jack-of-all-trades who scrambles about doing a little of this and a little of that. 
 
You wouldn’t go to just any old attorney to get estate work done, would you? No. 
 
You’d want someone who specializes in estate law. 
 
And yet, some variation of this anything-for-anybody response is the kind of thing 
most people come up with if they don’t have someone to coach them. If you’re 
already in business and this is the approach you’ve taken to date, STOP. You’re 
going to consistently kill off up to 90% of your prospective clients/patients if you 
aren’t able to specify what you do and who you do it for in a way that piques 
peoples’ interest. 
 
Some call it your niche. Others call it your Unique Selling Proposition, USP, or 
Positioning Statement, which is a closely related concept. We call it your who 
and what, but it doesn’t matter what you call it. What’s important is that you 
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identify it and learn to articulate it well. 

Your who and what may come to you right away, but often it takes some time 
and experimenting before you come up with just the right fit … and more time 
and practice until you’re able to speak it concisely and with confidence. Just be 
patient and know that we’ll guide you successfully through the process. But wait 
a minute. There’s an elephant in the room. We know that you probably think what 
we’ve said so far makes sense, but you aren’t quite buying it. Your mind has 
brought forth an objection. 
 
People look at the following statement: 
 
“I’m a graphic designer. I specialize in designing logos for small service-based 
businesses who want a professional, high-end look at an affordable price.” 
 
… and they’re bothered by something. What is it? 
 
Fill in the blank. 
 
“I don’t know, it seems as if she’s ________________________.” 
 
Limiting herself? 
 
Focusing too narrowly? 
 
Giving up potential business? 
 
Yeah, we hear some variation of the “limiting / too narrow” concern from almost 
everyone we work with. People don’t want to turn away business. That’s perfectly 
understandable. 
 
First, we promise you won’t have to turn away business you’re qualified to do just 
because you’ve chosen a clear marketing focus. That’s just what gets 
prospective clients/patients interested and differentiates you from everyone else 
out there working in your field. 
 
Notice she said she specialized in designing logos. She isn’t pushing people 
away. She’s just focusing on what she loves doing and is great at … something 
that people get excited about and are willing to pay for. If she wanted to send a 
stronger message that logo design is her single-minded focus, she could drop 
the word specialize and say, “I’m a graphic designer. I design logos …” 
 
If you offered her some catalog or advertising work, she might very well be 
delighted to work with you. It’s rare, but she might also turn it down, because it’s 
a distraction from her main focus, or she doesn’t like it, or it doesn’t pay as well. 
 
That’s an individual choice that has nothing to do with the identification and 
articulation of her who and what. 
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The kind of work you do and the kind of clients or patients you accept are 
completely up to you. So, the main point is worth repeating. Having a clear 
marketing focus doesn’t preclude you from doing something outside your niche. 
 
Second … and this is important … from a marketing perspective, it’s good to 
“limit” yourself, but we use different language. It sounds bad to say you want to 
“limit” yourself. Nobody would want to do that? But it sounds good to say you’ve 
clearly defined your marketing focus, doesn’t it? It’s the same thing. In marketing 
terms, Limiting = Focusing. 
 
And when you focus like a laser beam, you attract more clients, not fewer, and 
you make more money, not less. And that’s what it’s all about. 
 
 
If Something’s Scarce, We Really Want It … If Anybody Can 
Have It, It’s Not as Attractive 
 
It’s ironic, but when you focus on a particular market niche to the exclusion of 
others, you make yourself more attractive to potential clients of all kinds, not less. 
Those in the group you serve feel as if they’re among a select few. And those 
outside the group don’t like the feeling of being excluded. They want to be 
included too. 
 
Think for a moment in romantic terms. It’s the same effect one achieves by 
“playing hard to get” vs. “throwing yourself” at somebody. If something is easily 
attained, we tend to desire it less. Its attractiveness is diminished. That’s a 
fundamental, unchanging feature of human nature. When we perceive 
something as scarce or hard to obtain, it makes us want it and value it just that 
much more. 
 
Getting a seat at an empty restaurant is no big deal. Getting one at a crowded 
restaurant is. When there’s a perceived scarcity of seats, a simple place to sit 
becomes a prize. The lesson here is to make yourself the prize. You’re not 
available to just anyone, to do anything, at any time. You are a rare find and 
people are darned lucky to be able to work with you, because they can’t get what 
you’re offering just anywhere. 
 
When Denise first started her coaching practice several years ago, she worked 
with “busy professional women and small business owners to be more successful 
in their careers while having more time, balance, and joy in their personal lives.” 
 
That was her who and what. We can’t count the number of times men have 
asked, often in a plaintive, favor-seeking way, if she would possibly consider 
working with them too. 
 
And when she says yes, how do you think they feel?  
 
Yeah … special. Again, just because you have a marketing focus doesn’t mean 
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you have to turn people away for whom you think you’re a good match. 
 
So, exactly how has she limited herself by focusing her who and what as 
narrowly as she has? Surprise … she hasn’t. 
 
We understand that it’s counterintuitive to narrow your focus like this and we 
sympathize if you have some resistance to doing so. If you’ve come from an “I’ll 
do anything for anyone” mindset, it might take a little time to get comfortable with 
the new approach. That’s okay. After all, it’s a 180-degree switch. 
 
Just sit with it for a while until you feel as if you can let go of any resistance and 
begin to think creatively about identifying the perfect who and what for your 
business. 
 
You’re special, aren’t you? You better believe it! So market yourself as special 
and not as just another run-of-the-mill practitioner in your field. 
 
We’re concentrating on identifying and precisely articulating your who and what 
in this section … and yet, we want you to go a step beyond. 
 
Tell people what makes you and your services special and focus your energies 
on highlighting the benefits they’ll get from working with you that they just won’t 
get from anyone else. Get clear on the unique advantage(s) you offer. 
 
This is your U.S.P. or Unique Selling Proposition … the thing that you provide 
that others in your field can’t or won’t. You might be able to successfully 
incorporate the unique advantages you offer into your who and what statement or 
you may want to reserve it for follow-on conversation. Since your who and what 
needs to be fairly short and concise, include it only if it fits easily as a natural part 
of the expression of who you work with and what you do. 
 
To give you an example, look at the U.S.P. of this mentorship program you’re 
going through. The main thing that differentiates it from other marketing training 
is that your comfort level, your confidence, the clarity of your vision, and your 
vibrational alignment are as important to us as developing your specific 
marketing skills. To put it in the form of a what statement … 
 
We mentor clients step-by-step, helping them move past their fears of sales and 
marketing so they’re more confident and able to generate a lot more clients and a 
lot more money in ways that are comfortable for them. 
 
Maybe you’re saying to yourself, “Yeah, but I don’t know what my unique selling 
proposition is.” We understand. We’ll help you figure it out with the help of an 
exercise we’ve included at the end of this section. 
 
But until you are able to precisely identify it … until you can separate yourself 
from the herd … until you’re ready to present yourself as the zebra with the 
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rainbow-colored stripes … you’re not ready to market yourself. You attract the 
people you want to attract by being ______________. 
 
One of a kind … special … a standout … a groundbreaker … a pioneer … highly 
prized … THE professional in your field. 
 
That makes sense intellectually, doesn’t it? That feels right emotionally, doesn’t 
it? That’s because a focused approach that highlights what makes you special is 
in vibrational alignment with your highest best self. It gives you an emotional 
energy lift and it’s attractive to others. 
 
That’s what we mean when we say you can attract the patients / clients that are a 
good match for you or you can go out and try to sell people. 
 
How would you like to be a door-to-door salesperson? Not so much? Can’t say 
we blame you, but consider this. When you think of everyone as a potential  
prospect for something you offer, that’s like going door to door, pitching your 
wares, hoping that somebody will want something … anything … you happen to 
have. 
 
To be successful at that game, you have to have pretty thick skin, able to handle 
a whole lot of rejection, because most people won’t be interested. You can make 
a living this way, but it’s darn hard. 
 
Wouldn’t you rather be like a shop owner? You advertise to your target market to 
let them know what you have to offer and how to find you. You let them know the 
unique and special benefits they’ll get only from shopping with you and you give 
them an incentive to come in and experience your shop for themselves. Those 
who are a match for what you’re offering show up. How much easier and more 
pleasant is that? 
 
The approaches are so different. 
 
“Here’s what I do, who I do it for, and what makes it great.” 
 
versus 
 
“What do you need? … Oh yeah, I can do that.” 
 
 
What You Do and Who You Do It For … Creating the Perfect 
Match 
 
It’s so simple. Just figure out what you love doing and are great at. Then, 
identify the segment of the population that wants and needs what you have to 
offer … and is willing to pay for it. 
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That’s a little easier said than done, though, so we’re going to take some time to 
walk you through a process that helps you identify the perfect who and what for 
you. 
 
Let’s break it down by looking at 5 essential questions we’re going to ask you to 
answer as we go along. 
 
1. What do you love doing? 
 
2. What are you great at doing? 
 
3. What do people want and need that relates to your field? 
 
4. What are they willing to pay for? 
 
5. Who exactly are these people? Describe them in detail. 
 
Here’s how we’ll proceed through the process of answering these questions and 
coming up with the perfect who and what for you. 
 

! First, we’ll define what we mean by your who … which we’ll also refer to 
as your target market … and look at some examples of clearly-focused 
target markets, so you get a feel for what we’re talking about. 
 

! Next, we’ll define what we mean by your what … which we’ll also refer to 
as your niche or, in other words, the benefits you deliver … and give you 
some examples of viable, well-conceived benefits. 
 

! We’ll look at the many obvious and not-so-obvious benefits you derive 
from going through this process of identifying and focusing on a specific 
who and what. 
 

! Then, with the help of an exercise and examples, you’ll move on to identify 
your own what. 
 

! All that’s left then is to come up with a perfectly focused who that fits 
perfectly with that what. 
 

! Once you have your who and what, we’ll compare what you’ve come up 
with to some examples of some good and not so good who/what 
statements to see if it’s as good as it can be. 

 
Sometimes a good who and what statement just springs forth perfectly formed 
with a flash of inspiration and almost no work. But usually the perfect who and  
what emerges only after a crafting process that involves working with it, 
massaging it, tweaking it, “going inside” to test its authenticity, and sometimes 
scrapping what you have and starting over. 
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Let it emerge. Let it evolve. Have fun with it. Keep playing with it, trying it on for 
size. When it’s just right, you’ll know it. You’ll feel it. 
 
Immerse yourself in the process. Trust your instincts and trust us to guide you 
through any rough patches. That’s what we’re here for. 
 
 
Definition:  Your Who … Your Target Market 
 
We hope we’ve convinced you that you’re not likely to be very successful if you 
try to be all things to all people. Well, this is where we start separating the wheat 
from the chaff by determining precisely who’s in your target market and who’s 
not. 
 
The people in your target market or “who” will be defined by some combination of 
the following characteristics. 
 

! Their demographic profile 
! The field or industry they work in 
! The specific position they hold or job they do 
! Their common focus in terms of wants and needs 

 
Demographic Profile 
 
The word demographic comes from the Greek and simply means the description 
of a particular population based on objective data available about them. In this 
case, it’s the description of the people in your target market. We’re talking about 
their sex, age group, marital status, family makeup, education level, financial 
situation, where they live and work, religious and social affiliations, etc. 
 
Who are these people you want to serve? 
 

! Men or women? Both? 
! Baby boomers, young adults or retirees? 
! People who are single, married, divorced, widowed … or about to be 

married or divorced? Domestic partners? 
! Single parents? DINKS … Dual Income No Kids? Empty nesters? Young 

professional singles? Traditional families with 2.5 kids, give or take a half 
a kid? 

! College graduates? People with advanced degrees? Those who are 
credentialed in a certain field? 

! People in high tax brackets? Those with unmanageable credit card debt? 
! Workers who haven’t put away enough for retirement? Well-paid 

professionals? 
! Residents of the Carolinas … or Southern California? People who work in 

the Research Triangle? People who practice in San Diego? 
! Episcopal ministers? University of Tennessee alumni? Chamber of 

Commerce members? Dance enthusiasts? 
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The combinations of particular characteristics are endless, but there’s a 
combination that’s just the right match for what you’re offering. 
 
One of our colleagues has done very well helping Episcopal ministers handle the 
stress of the job through incorporating more fun and lightness into what they do. 
 
As a former Episcopal minister himself, he understands what their lives are like 
and can help them transform the experience of ministering to the needs of 
others. 
 
You might scratch your head over some of these categories. Certain ones will 
provide more useful additions to the description of your ideal client/patient than 
others. We understand. That’s okay. Just consider all of them and the really 
important ones will jump out at you. 
 
Your goal in this section is to come up with a who that’s specific enough to be 
focused and simple enough not to be clumsy when spoken. So, you’re not trying 
to incorporate a characteristic from each category into your who statement. Just 
zero in on the most important ones that really help describe who your ideal 
client/patient is. 
 
Field or Industry 
 
What kind of work are they involved in? Are they in retail … health care … 
education … administration … management … entertainment … sales … finance 
… high tech? Do they work for a non-profit? Do they raise kids at home? Are 
they business owners? Executives? In short, what “world” do they come from? 
 
Specific position or job 
 
Are you targeting CEOs or sales people … corporate managers or accountants 
… self-employed professionals, such as body-workers or employees, such as 
purchasing managers? What do your ideal clients/patients do that would make 
them interested in your services? 
 
Common Focus  
 
What wants and needs do the people in your target market have in common? 
What are their shared goals, dreams, intentions, and motivations? 
 
Are they seeking health and wellness … a financially secure retirement … better 
functioning work teams … a killer website … relief from pain … a new career … 
help with their kids’ education … romance … a marketing plan … more balance 
and joy in their lives? 
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Examples: 
 

! Erica: Growing retailers and manufacturers who want to increase the 
return on their advertising dollar. (Graphic artist) 

! Joyce: Women experiencing PMS, menopausal discomfort, and fertility 
problems. (Acupuncturist) 

! Roxanne: Professional women who want to protect what’s important to 
them. (Financial Planner) 

! Clive: Managers and teams of large and medium-sized businesses who 
want to enhance employee performance, increase satisfaction … and 
improve bottom line results. (Consultant) 

! Samantha: Chronic fatigue and fibromyalgia patients, who are out of 
balance and hurting. (Body worker) 
 

! People in their 30s looking to make a major career shift 
! Private practice attorneys seeking life balance 
! Stay-at-home Moms who want more time for themselves 
! Baby boomers preparing for retirement 
! Downsized professionals starting their first business 
! Stressed-out technology executives working in Silicon Valley. 
! Well-educated investors in high tax brackets who don’t have the time to 

actively manage their money 
 
Can you see how each description of the who incorporates a couple of key 
elements? None specifies every characteristic. Again, make your who specific 
enough to be focused and simple enough not to be clumsy when spoken. It’s a 
balance. 
 
Lastly, one of our clients determined that her target market was: 
 
Successful, single, African-American women entrepreneurs in the Charlotte, NC 
area. 
 
That works. 
 
 
Definition:  Your What … Your Niche 
 
This is the benefit that clients/patients get from working with you … and only you. 
 
Wait a minute. That level of uniqueness … “you ... and only you” … is a pretty 
high standard to meet. Okay, so maybe what you offer won’t be 100% unique. 
Strive to be one of a kind, while knowing that being very special and extremely 
attractive … a standout among the crowd … will do just fine. 
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In fact, if someone can listen to your what and say, “Yeah, if I could have that, it 
would really make a significant difference in my life or business,” you’re on the 
right track. Then, just look for opportunities to bump it up a notch or two in terms 
of uniqueness. 
 
Okay, so why do clients/patients come to you? Why are they willing to pay you? 
Because you produce ____________ for them in an important area of their lives. 
 
Yeah … Results … that’s what people are after. They’re looking to you to help 
them transform their lives in some way. If you can help them solve their 
problems, you’re worth your weight in gold. If you can help them have something 
or do something extraordinary or be the kind of people they really want to be, 
they’ll flock to you. Life-changing results … that’s what people want and are 
willing to pay for. 
 
When you really connect with people around a life-changing possibility, it always 
happens at an emotional level. Something you say flips a switch inside them and 
they think, “I need this … I want this.” 
 
It might be more accurate to say they feel it rather than think it, because it’s 
something inside in the heart and gut even more than the brain that “moves” 
them to take action toward getting what they want. And sometimes that feeling is 
so strong that they say, “I don’t care what it costs. I have to have it.” 
 
For a life-changing connection to be made … for that kind of magic to happen … 
vague, or dry, or poorly-phrased language won’t do. 
 
When it comes to telling strangers what you can do for them, the kind of casual, 
careless speech we engage in most of the time won’t do. Only well-chosen, 
powerful, laser-like words can move someone to really feel understood when 
they hear you speak or read what you’ve written. 
 
“She’s talking directly to ME and what’s going on in my life! I need this. I want 
this. I absolutely have to have this.” 
 
One phrase can accomplish all that??? Sometimes. It can at least open the 
door to it happening. 
 
The more specific you are, the better. Can you get too specific? Sure, in theory, 
but only two people we’ve worked with so far have managed to do it. So, allow 
yourself to state, as boldly and precisely as you can, the amazing RESULTS 
people in your target market will get from working with you. Specificity increases 
the WOW factor, which increases the “I gotta have it” feeling. 
 
Let’s look at some examples. Which of the following statements strikes just the 
right balance of intriguing possibility and simplicity? 
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“I’m a business consultant who works with the owners of car washes to improve 
their profitability.” 
 
“I’m a business consultant and I’ve devised a foolproof four-step system that 
allows the owners of car washes to triple their income without spending any more 
money or working any harder.” 
 
“I’m a business consultant who works with the owners of car washes to increase 
their income at least 300% through the smart use of coupons, loyalty programs, 
price point research, and video-based sales tools.”  
 
Most people come up with something like the first example above on their first try 
or two. That won’t do. Too general. Too vague. 
 
In contrast, the last example isn’t terrible, but it’s too detailed. 
 
What makes the second example so good is that no car wash owner could 
possibly walk away after hearing that what statement without getting excited and 
wanting to find out more. 
 
Our job is to get you to say what you do in a way that intrigues and wows people 
like this without getting into the specifics of how you do it. The example is so 
basic. Triple your income … without spending any more money or working any 
harder … just by using a foolproof four-step system. 
 
Count us in … and we don’t even own a car wash. 
 
Here’s a quick question for you. Is it important to include the how at this stage of 
presenting what you do or does it just get in the way? 
 
Yeah, it just gets in the way. The how is important and you’ll become masters at 
articulating your how before long as part of this program, but right now, just 
concentrate on the who and what, maybe with a suggestion of the how thrown in. 
In this case that would be the “foolproof four-step system.” 
 
Here are some examples of good who and what statements … with the what 
highlighted in bold italics. 
 
Examples: 
 

! Erica: I’m a graphic designer and I work with growing retailers and 
manufacturers to produce catalogs and direct mail pieces. From the 
planning stages ‘til it hits the mailbox, I coordinate all aspects of the 
process with the expectation of doubling your normal response rate. 
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! Joyce: I’m an acupuncturist and I specialize in working with women 
experiencing PMS, menopausal discomfort, and fertility problems. The 
work I do reduces anxiety and stress, balances hormones, and gives 
you back a sense of radiant well-being.  

! Roxanne: I’m a financial coach for women. I provide the expert 
guidance and proven solutions to help you meet your financial goals 
and objectives. My clients come away with critical knowledge, a 
strategy, and peace of mind, knowing they’ve protected what’s 
important to them. 

! Clive: I work with managers and teams in large to medium-sized 
businesses to create a shared vision and enhance communication in 
order to raise performance, increase satisfaction … and improve the 
bottom line. 

! Samantha: I’m a massage therapist, specializing in advanced 
neuromuscular therapy. I help chronic fatigue and fibromyalgia patients, 
who are out of balance and hurting, experience a whole new level of 
comfort and alignment. 
 

! I help couples enjoy a newfound intimacy in their marriage. 
! I show young singles and married couples how to escape from the 

treadmill of debt and create a plan for financial independence. 
! I’m a strength trainer who specializes in helping competitive athletes build 

muscle mass and prevent injury. 
 
 
The Benefits of Having a Highly-Focused and Identifiable Who 
and What 
 

! You know exactly who you’re trying to reach with your marketing and 
networking efforts, which makes those efforts much more efficient and 
cost-effective. 
 

! You know where to spend your time, money, and energy. 
 

! You know where to “find” prospective clients/patients. It might take a little 
research, but it’s usually pretty easy to identify where they live and work, 
the groups they belong to, the meetings and events they attend, the 
publications they read, the places they shop, the schools they go to, etc. 
This allows you to contact them … to go to them … to connect with them. 
 

! It makes you stand out from the crowd. You become recognized as an 
expert in your specialty area and THE person to go to for help. People will 
start seeking you out, rather than you seeking them out. They’ll want you 
to come speak to their groups and write for their publications. 
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! You also become the “go to” person whenever the media want to interview  
someone or do a feature article or TV news piece on your specialty area. 
You can get a lot of free publicity that way, especially if your who/what is 
really unique and compelling in the sense that it makes for a good story. 
 

! You can create very specific marketing materials that speak directly to the 
concerns, wants, and needs of your target market. 
 

! You can set up the various aspects of your practice with your target 
market in mind. Planning becomes easier when you know precisely who’s 
going to be walking through your door and what their needs are. 
 

! You become more attractive to clients. As you become more attractive to 
clients/patients, you become more confident. 
 

! You become more knowledgeable in your area of expertise. That’s the 
natural result of going deeper in one area versus spreading yourself out 
across multiple areas within your particular discipline. 
 

! You focus your own personal energy rather than scattering it in many 
different directions. It can help give you … or define more clearly … your 
professional “mission.” 
 

! You attract more clients from outside your specific niche. That’s the whole 
reverse psychology thing. What we think we can’t have becomes very 
attractive. 

 
*** 

 
Just a quick process note before we get going. Even though it may seem like 
we’re doing things out of sequence, we’d like you to identify your what first, then 
your who. 
 
 
Determining Your What … Identifying Your Niche 
 
If you don’t love what you do, work will always be a grind and it’ll be hard to 
attract clients/patients. 
 
On the other hand, if not enough people want or need the service you’re 
providing or are willing to pay for it, it doesn’t matter how good you are at it or 
how much you love it, you’ll need to do something else if you want to thrive 
financially. 
 
And what’s the point of trying to do something you aren’t very good at? That’s a 
recipe for misery. 
 
The trick is to have it all come together. Do something you love, something 
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you’re really good at it, and make sure it’s something people not only want and 
need but are willing to pay for. Do that and you’ve got it made. That’s the golden 
combination. 
 
You want to specialize in something you’re passionate about, something you 
believe you can be among the best in the world at doing and, ideally, something 
that positions you to catch a wave of interest that’s destined to carry your 
business powerfully forward. 
 
In a moment, we’re going to ask you to do an exercise where you list in three 
separate columns those things you love to do, those things you do well, and 
those things people want and are willing to pay for. 
 
But first, let’s get clear on what we’re asking you for. 
 
 
What Do You Love … What Are You Passionate About? 
 
Even if you think you know for sure what your professional niche is or is going to 
be, take some quiet time to think about this question. It may change upon deep 
and honest reflection. And if you’re not sure what you want to focus on in your 
practice, spend some time “going inside” to get in touch with those aspects of 
your chosen profession that really light you up. List all the things related to your 
chosen field that you really enjoy doing. 
 
For now, consider this question and only this question … what do you love 
doing? Forget about your perceived ability to make money doing it. Regardless 
of compensation received, how would you love to spend your workdays? 
 
 
What Are You Great At? 
 
As you list all the things you do really well, forget about whether you love doing 
them or whether people want/need these services or are willing to pay for them. 
Even if it’s something you’re really burned out on and don’t enjoy anymore, list it. 
 
 
What Do People Want or Need / What Are They Willing To Pay 
For? 
 
You guessed it. List everything related to your field you think people want/need 
and are willing to pay for regardless of whether you feel drawn to provide those 
services or are particularly good at providing them. 
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To help you out with this, we find that almost everything that people want, need, 
and are willing to pay for falls into seven main categories. We’ve listed them 
below along with some examples of the kinds of services that might be offered. 
 
Let this master “wish list” of the human race provide you with some clues as to 
what desires you might want to appeal to. These are the areas where people are 
looking for results. So, what results can you provide? Be specific. 
 
Love 
 
People will love me and be willing to pay me well if I can help them: 

! Enhance the romance in their lives 
! Achieve greater intimacy 
! Create more fulfilling and satisfying relationships 
! Improve their sex lives 
! Find the right partner for them 

 
Money 
 
People will love me and be willing to pay me well if I can help them: 

! Make more money 
! Get out of debt  
! Achieve financial independence 
! Live the life they want and realize their dreams 
! Secure their retirement 

 
Peace of Mind 
 
People will love me and be willing to pay me well if I can help them: 

! Feel good about themselves and good about life 
! Let go of negative beliefs and perceived limitations 
! Connect with their spiritual nature 
! Achieve happiness and fulfillment 
! Have more fun and enjoy life more 

 
Health and Wellness 
 
People will love me and be willing to pay me well if I can help them: 

! Lose weight 
! Boost their energy level 
! Feel better 
! Recover from illness or injury 
! Be more vibrant … more fit … stronger 
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Career / Business 
 
People will love me and be willing to pay me well if I can help them: 

! Start or grow a business 
! Attract clients, patients, and customers 
! Determine a career path … make a career transition … find a job 
! Improve profitability / Increase take home pay 

 
 
Family and Friends 
 
People will love me and be willing to pay me well if I can help them: 

! Develop better relationships with their children, parents, and siblings 
! Improve their social life 
! Provide what they want for their kids 
! Entertain themselves more enjoyably 
! Enjoy their travel, vacations, and leisure time more 

 
Time, Efficiency, Life Balance, and Aspirations 
 
People will love me and be willing to pay me well if I can help them: 

! Create more time in the day for themselves 
! Manage more efficiently … get more done with less stress 
! Attain a balance between their work life and personal life 
! Reach their life goals 
! Learn … grow … become who they’ve always wanted to be 

Okay, enough set up. Let’s put it all together. 
 
 
Exercise: 
 

1. Fill out the columns in the chart one at a time. 
2. Once you’ve listed everything you can think of, look at the three columns 

and see where you have matches. Think of it like a slot machine. You win 
when the same item shows up in each column. The entries don’t have to 
be exactly the same. As long as they’re closely related, you’re still a 
winner. 

 
See the example below from a personal trainer to get an idea of what we’re 
talking about. 
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 What I Love What I’m Great At What People Want/Need 
Helping people get fit Inspiring & motivating 

people 
To feel good physically 

Helping people tone up and 
lose weight 

Helping people reach their 
goals 

To feel good about 
themselves emotionally  

Teaching proper technique Teaching proper technique To be more attractive 
Inspiring people to be their 
best 

Creating a personalized 
regimen 

To lose weight permanently 

Designing the perfect 
exercise regimen 

Writing Stress relief 

Meeting new people Networking To look good in their 
clothes 

Bonding with clients Moving people to new 
levels 

To stay healthy and 
functional 

Being an example Counseling people on 
healthy eating 

Muscles … strength 

Training athletes Working with women A performance edge 
Working with middle-aged 
and older people to 
maintain strength, bone 
density, and flexibility 

Making clients feel 
comfortable 

Someone to provide both 
encouragement and rigor 

Counseling people on 
healthy eating 

Training for high-level 
athletic performance 

To get results without 
feeling uncomfortable 

 
 
Looking at the chart, our Personal Trainer saw the following connections …and 
came up with four possible niches: 
 

! Training athletes to give them a performance edge 
 

! Working with middle-aged and older people to stay healthy and functional 
by maintaining strength, bone density, and flexibility 
 

! Assisting people to build muscle mass safely, properly, and efficiently 
 

! Helping people tone up and lose weight so they can feel good about 
themselves 

 
While she could see herself happily doing all of these, the one that really 
resonated for her and lit her up the most was: 
 
Helping people tone up and lose weight so they can feel good about 
themselves. 
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She loved doing it. She had experienced success doing it, and there was a real 
need for the service that people were definitely willing to pay for if she could help 
them get results. She’d found her niche. 
 
See how it’s done? In just a moment, we’ll show you how she matched this 
perfect niche to the perfect target market to create the perfect who and what, but 
right now it’s your turn to home in on your own perfect niche. 
 
 
 What I Love What I’m Great At What People Want/Need 
 
 

  

 
 

  

   
 

 
 

  

 
 

  

 
 

  

 
 

  

 
 

  

 
 

  

 
 

  

 
 

  

 
 

  

 
 
Please note that practitioners often make the mistake of thinking that the service 
they choose to focus on has to appeal to a mass market of thousands. It doesn’t. 
Sure, you need to be able to fill your practice and keep a steady stream of new 
people coming in, but as long as you can do that, you have yourself a viable 
niche. 

Stay open minded to all possibilities. After all, sometimes all it takes is one little 
tweak and a marginal market becomes a big winner. And rest assured, we’ll help 
you decide if you’re fishing in a big enough pond. 
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Now, write down your possible niches. 
 
________________________________________________________________ 
 
________________________________________________________________ 
 
________________________________________________________________ 
 
________________________________________________________________ 
 
 
Assignment 3.1:  Choose Your What  
Okay, now it’s time to choose the very best what for you from your possible 
niches, but before we start, please remember that coming up with the perfect 
what often requires first coming up with a couple that are imperfect … the 
“wrong” ones that eventually lead to the “right one.” 
 
It’s okay to modify or even completely change the what you’ve chosen as you go 
along. Give yourself a break if you don’t identify the ideal niche right away. 
Okay? Really, this isn’t a contest where you win a prize for being quick. You’ll 
get it when you get it and that’s just fine. 
 
All that matters is that you have a what you feel really good about before you 
start spending money on promotional materials, and the way the program is set 
up, you’ll have ample time to do that. 
 
Ready? Building on the results of the exercise above or allowing it to come to 
you as a bolt out of the blue, tell the world what you do in your practice. Don’t 
worry about the who right now. 
 
Please note that we’re using the verb help below. Change it to whatever verb 
best fits your situation. Other good choices might be show … provide … assist 
… teach … create … inspire … work with … train … consult with … produce … 
balance … align … or … I specialize in helping … producing … working with 
…etc. 
 
I help people _____________________________________________________ 
 
________________________________________________________________ 
 
________________________________________________________________ 
 
________________________________________________________________ 
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So, here’s how you’ll know if it’s the right niche for you. 
 
Does it energize you when you say it and think about it? Does it light you up? 
Remember our discussion of attraction? It’s all about the feeling you get. It’s 
your feelings that tell you when you’re a vibrational match for something. 
 
So, what’s your EQ … your Excitement Quotient … telling you about your what? 
If you’ve identified the one that’s just the right one for you, you’ll probably feel 
pretty excited and a little giddy. 
 
Look, you can try to “figure out” what makes sense for you to focus on in your 
practice till the cows come home, but it’s only when you get done with the logical 
analysis and try it on for size that you’ll really KNOW if it’s right. Does it fit you? 
Does saying it and thinking about it make you feel great? 
 
Yes, it’s important and necessary to do a left-brain analysis of what you want to 
focus on in your work, but at a certain point, it helps to leave all that aside and 
connect with your inner wisdom at an intuitive level. 
 
If you rely on logical analysis alone, you risk deciding on something that “makes 
sense” rather than choosing something that lights you up because that’s what 
you were born to do. It’s the saddest thing when people choose their life’s 
direction based on what they think they should do rather than what they want to 
do. There’s no spark there. 
 
As Joseph Campbell said, Follow Your Bliss. 
 
 
Determining Your Who … Identifying Your Target Market 
 
Now that you know what you want to focus on, it’s time to match that specialty to 
a specific target market. The generic word people gets replaced with a very 
specific type of person. 
 
Who wants and needs what you’re offering? 
 
Saying you … help people who have difficulty communicating improve their 
relationships … isn’t as good as saying you … help parents who have difficulty 
communicating with their teenagers improve their relationships. 
Your target audience needs to feel as if you “get” them. That means you want 
your prospective clients/patients to see themselves in your who, as if you’ve 
been sent directly to help them. You want them to think, “This person must be 
heaven sent … the answer to my prayers.” 
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Help enough parents communicate better and improve their relationships with 
their teenagers and you’ll become recognized as 1) a miracle worker and 2) THE 
expert in your field within your community. That’s how you achieve “deep market 
penetration” and the referrals will flood in. 
 
If you say you help people, you may never attract those first parents to help, 
because they won’t hear themselves in your description. They won’t see 
themselves in your who. They won’t feel as if you understand their specific need. 
And a golden opportunity for the world to become a better place will have been 
missed. It happens every day … and it’s a cryin’ shame. 
 
Who are these people who need you? Who are they? 
 
 
Assignment 3.2: 
 
To help you zoom in on your perfect who, it helps to go through the following 4 
steps. Note that we’ve provided examples from our personal trainer to help you 
understand what we’re asking you to do. 
 
1. Restate your what. I help________________________________________ 
 
________________________________________________________________ 
 
________________________________________________________________ 
 
________________________________________________________________. 
 
Example: I help people lose weight and tone up, so that they can feel good 
about themselves. 
 
 
2. What do people think, or say to themselves, or say out loud to others 
that indicates they have a need for your service? 
 
!  

 
!  

 
!  
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Examples: 
 
! I feel guilty and frustrated, because I know that eating better and exercising 

more would have a tremendously positive impact on my life but I can’t seem 
to make it happen. 

! I want to take better care of myself, but by the end of the day I’m so tired that 
I end up ordering take out and vegging on the couch in front of the TV. 
 

! I’m worried that if I don’t take better care of myself I will die of a heart attack 
or develop some other serious health problem. 
 

! I’d like to do more things with my kids, but I don’t have the energy or stamina 
to keep up with them. 
 

! The big event is coming up and I want to look good in that dress. 
 

! I don’t like being picked on. 
 

3. Who is saying these things? Think in terms of the profiles we looked at 
earlier that incorporated different aspects of the ideal client/patient … from 
their demographic description to the field they’re in, the jobs they do, and 
the interests they share. 
 
!  

 
!  

 
!  

 
!  
 
Examples: 
 
! People in their 40’s and 50’s worried about getting older 
! Women after pregnancy 
! Working parents who don’t have enough time to take proper care of 

themselves 
! Men who’ve had a heart attack or a life-threatening diagnosis 
! Women who want to get in their wedding gowns 
! Women who’ll be attending their high school reunion 
! Overweight children who are being teased 
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4. Narrow your who down to a specific group so you can focus your 
efforts. This is it. Choose your who. 
 
! ______________________________________________________________ 
 
 
Example: 
 
! Women preparing for their wedding, a reunion, or some other significant 

event 
 

Your Own Personal Who & What 
 
CONGRATULATIONS! GOOD WORK! You now have a who and a what. Go 
ahead and write it out here as a complete statement. 
 
I help (who)______________________________________________________ 
 
Do (what) _______________________________________________________ 
 
 
 
 
 
 
Example: 
 
I’m a personal trainer and I help women preparing for their wedding, a reunion, or 
some other significant event lose weight and tone up so they can feel great about 
themselves. 
 
 
The Fine-Tuning Process … 
Transforming an Average Who/What Statement Into a Great One 
 
Here’s the ultimate test of your who/what statement. Do people’s eyes light up? 
Is there energy and enthusiasm in their responses? 
 
We often see people being a little timid when it comes to creating their who/what 
statements. But how can you wow people and get their eyes to light up with a 
bland and cautious statement that doesn’t generate a spark? How do you get the 
“Oh, cool” reaction if there isn’t anything very cool about the who/what 
statement? It just ain’t gonna happen. 
 



	

©  All materials are the sole property of Denise Hedges	
	
	

We’re going for maximum impact here, so let’s double check to make sure you’ve 
got a who and what that’s as concise, specific, and compelling as it can be. 
 
Is it concise? Does it have everything you need and nothing you don’t? Really 
… is there anything you could leave out? Is there anything you’ve left out that 
really needs to be in there? Sometimes we’re talking about the addition or 
deletion of a single word. Does your who and what run on or is it punchy? 
 
Is each noun you’ve used as specific as it can be? Do you help people … or … 
parents of teenagers?” Are these parents working parents … or parents who at 
their wits end … or parents who fear they’re losing the connection with their kids? 
Are the kids teenagers … or at-risk kids … or troubled teenagers? 
Is the language you’re using as active and energetic and gripping as it could be?  
 
Which of the following is better? 
 
I help parents communicate more effectively with their teenagers … or … I work 
with parents to transform the relationships they have with their teenagers? 
 
Look at what happens as we use progressively more specific and engaging 
language. Here are four examples 
 
I help people communicate more effectively. 
 
I help parents communicate more effectively with their teenagers. 
 
I work with parents to transform the relationship they have with their teenagers. 
 
I work with parents who are at their wits end to transform the relationship they 
have with their teenagers. 
 
*** 
 
I help people make better choices in their business. 
 
I help home-based business owners make more money in less time. 
 
I show home-based business owners how to make a lot more money in a lot less 
time. 
 
I show home-based business owners who struggle to manage their time and 
maximize their income how to make a lot more money in a lot less time. 
 
*** 
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I help people get out of debt and set up a plan so they can be financially 
independent. 
 
I show young singles and married couples how to get out of debt and become 
financially independent. 
 
I show young singles and married couples how to escape from the treadmill of 
debt and create a plan for financial independence. 
 
*** 
 
I’m a strength trainer who helps athletes build muscle mass and prevent injury. 
 
I’m a strength trainer who specializes in helping competitive athletes build muscle 
mass and prevent injury. 
 
I’m a strength trainer who specializes in helping competitive athletes build muscle 
mass and prevent injury, allowing them to enhance their performance and stay in 
the game. 
 
*** 
Here’s another good test. Does it roll off the tongue? Does it sound good … 
almost like a slogan? Is it memorable in some way? 
 
For example, we think the phrase, “ … a lot more money in a lot less time” just 
sounds better than, “ … more money in less time.” 
 
We like “ … escape from the treadmill of debt and create a plan for financial 
independence” a lot more than “ … get out of debt and set up a plan so they can 
be financially independent.” 
 
Keep working it. Keep fine-tuning your who/what statement until it hits just the 
right note. Keep crafting it until it just plain sings. 
 
 
The Elevator Speech … Your 10-Second Advertisement 
 
“So, what do you do?” There’s that question again, only now it’s your turn to 
answer it. 
 
You’ve successfully created your who/what statement, so you know what you 
want to say, but that doesn’t automatically mean you’ll be able to say it in a way 
that sounds good and piques peoples’ interest. 
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So, the next step in the process is to become so comfortable and familiar with 
your who/what statement that it rolls off your tongue crisply in a very easy yet 
authoritative way … on demand. 
 
Say you’re in an elevator and you have 10 seconds to let a stranger know what 
you do and who you do it for. 
 
If the first words out of your mouth are, Uh, well I uh … , you’re not likely to make 
a very good impression. On the other hand, if you can speak your who/what 
statement in the flowing, spontaneous manner of natural everyday speech and 
deliver it with authority and energy, you may be able to make a genuine personal 
connection. 
 
That won’t happen by accident. Even if you have the gift of gab, it’s unlikely that 
you’ll be able to nail your “elevator speech” perfectly with complete confidence 
each time in every kind of situation if you haven’t practiced it. 
 
First you have to memorize it. 
 
Then, the trick is to speak it OUT LOUD over and over and over and over until it 
becomes ingrained, ready to spring forth from you automatically as a reflex 
behavior … while still sounding completely natural. 
 
Many people make the mistake of merely thinking about their who/what 
statement as a form of practice rather than speaking it out loud. And what 
happens? When it’s time to deliver their elevator speech, it doesn’t come out 
smoothly. They stumble and don’t engage the questioner 100%. It isn’t 
effective. 
 
Your who/what statement is really a 10 second advertisement for you and the 
service you provide. Make it incisive and impactful. 
 
Try out different ways of saying it … where to emphasize a word … where to 
pause a little … so that it’s just right. Try it out on friends and get their feedback. 
Pay attention to how you’re holding your body, how well projected and energetic 
and confident your voice sounds, and how good your eye contact is. These 
factors can make all the difference between delivering a powerful message and 
one that falls flat. 
 
It’s important to refine these “nonverbal” elements of your delivery so they 
complement the words you’re speaking. We can help you with that. 
Even though this 10-second elevator speech is a seemingly simple thing, our 
advice is to treat your ability to deliver it well as if your career depends on it. 
 
Because it very well may. 
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One last thought in this area. If your elevator speech sparks some interest, the 
person is likely to ask you a follow up question or two. That’s where you can tell 
them more about how you do what you do, and other pertinent details about your 
background, your offerings, your motivation, the kind of clients you work with, 
where your office is, etc. 
 
That’s what you’re after. And soon into that conversation, you’ll be looking for 
the chance to let the person know that you offer complimentary sessions so that 
they or someone they know can try out what you have to offer or get an initial 
consultation risk-free. More on that later. 
 
Here’s the bottom line: The chance to tell the prospective client/patient more 
about yourself, offer them a complimentary session, and eventually convert them 
into a paying customer all hinges on your ability to make a favorable impression 
and gain interest with that little elevator speech. 
 
Master the ability to present yourself and what you do to people and you’re on 
the road to fulfillment and wealth. Hmmm. That little 10-second blurb doesn’t 
seem so little and insignificant anymore, does it? 
 
 
What Makes You Special? What Makes Your Offerings 
Irresistible? 
 
So, what is it that makes you the zebra with the rainbow colored stripes rather 
than just another colorless member of the herd? 
 
! Do you provide a service others don’t or can’t? 

 
Example: Massage therapist. I will come to your office at those times when 
you’re most stressed and massage your neck, back and shoulders while you’re 
seated in my special chair. You’ll be able to return to work relaxed and refreshed. 
 
! Do you provide a service similar to that others provide but how you do it 

is what makes you different? 
 
Example: Business consultant. This is an entirely risk-free proposition. You pay 
me nothing unless you actually experience growth in your bottom line as the 
result of implementing my recommendations. I don’t get paid unless you make 
money. 
 
! Are your results better / unusually great? 
 
Example: Graphic artist. Our catalogs routinely pull response numbers double 
that of the industry average. 
 
! Is your customer service in a class by itself? 
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Example: Dentist. If it’s 3 am and you’re in pain, call me and I’ll meet you at the 
office. 
 
! Are you the only one or one of just a few serving your particular target 

market? 
 
Example: Personal Coach and Workshop Provider. I work exclusively with 
Episcopal ministers. 
 
! Are you the lowest cost provider? Do you offer the best value? 
 
Example: Interior Designer. My fees are about average, maybe slightly below, 
but where I really save you money is on the purchasing side. I have a network of 
contacts who can get us the materials, furniture, and fixtures you need at 5-10% 
above wholesale and I charge no markup. Nobody else in the business does 
that. 
 
! Do you customize and personalize like no other? 
 
Example: Financial Planner. You will never get a generic, cookie cutter 
recommendation from me. The financial plan we come up with and all my 
specific guidance will fit the person you are and the dreams you have like a 
glove. 
 
! Do you make a personal connection that’s generally lacking in the industry? 
 
Example: Doctor. Our initial consultation takes about 2 hours, because I want to 
know as much as I can about who you are and what your life is like … what your 
personal and health history has been and where you are now physically, 
mentally, emotionally … not just what symptoms you happen to be having. 
 
Okay. Get the idea? 
 
So, what makes your service unique / special? 
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Next! 
 
So, you’ve got your who and what polished up and ready for the world. You can 
articulate what’s special about you and what you have to offer in a clear and 
compelling way. That’s excellent. Congratulations. We’re talking about an 
irresistible offering here. 
 
And yet, some people won’t be interested. 
 
It happens for a couple of basic reasons. The first is that they’re not in your 
target market. That’s okay. Hey, maybe they’ll become a source of referrals in 
the future if they like you. 
 
The second reason is because they’re not a match for you, even though they’re 
in your target market. It might be a question of personal “chemistry.” It might be 
a timing thing … a financial thing … a lack of perceived need. There are a lot of 
reasons why someone might not be interested. 
 
Is that a reflection on you? Well, if nobody is showing interest, maybe. You’d 
have to look at what isn’t working. But as long as you’re getting a reasonable 
percentage of people in your target market responding positively to your 
message, then you’re doing fine. The bottom line is that not everyone is going to 
be a match. 
 
It’s easy to take lack of interest and outright rejection personally … to ask 
yourself why? … and fret over what you said or did wrong to turn somebody off. 
 
Sometimes honest reflection is essential to fine-tuning your message and 
approach, but often, the best thing to do is to simply chalk up their lack of interest 
to the fact that there just wasn’t a match there … and let it go. 
 
“NEXT!” That’s a key word we want you to incorporate into your vocabulary. 
Okay, so that person isn’t interested for whatever reason. “Next!” And maybe 
you talk to half a dozen more people who aren’t exactly lit up by what you have to 
offer. All good people … just not interested … at least not right now. Do you get 
discouraged or start to question your self-worth? 
 
NO! You just say, “Next!” 
 
If you’ve seen the movie, The Pursuit of Happyness, you know what we’re talking 
about. In the film, Will Smith plays a homeless man, Chris Gardner, who 
manages to get hired by Dean Witter to sell securities. He spends hours on the 
phone every day dialing number after number of prospect after prospect. We 
know from personal experience inside the brokerage business that probably 99% 
of the people he talked to weren’t remotely interested, but rather than take even 
one moment to question his worthiness, he would just say to himself, “Next!” and 
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dial the next number on his list. 
 
The movie is emotionally draining, since it’s a true story of a man hanging on by 
a thread and literally dialing for his life, but it’s well worth watching, especially if 
you ever find yourself thinking you have it tough. 
 
With a well chosen who and what and the marketing strategies you’ll learn in this 
program, it’ll actually be relatively easy for you to attract business, so we don’t 
mean to make it sound as if you have to “gut it out” in order to succeed. But you 
do need to learn to say, “Next!” and move on to a greener pasture with a smile on 
your face and a sense of possibility in your heart. 
 
We’ll be talking more about this when we discuss the complimentary session and 
what to do if someone decides they don’t want to work with you. 
 
 
Extra Special Bonus Reading Material 
Influence … The Psychology Of Persuasion 
 
We want you to have it all. We want you know everything that could possibly 
give you an advantage in marketing your business. And we can’t cover it all in 
these pages or we’d distract from our core message. We want to recommend a 
terrific book that will support and expand what you’re learning in this program. 
 
INFLUENCE … The Psychology of Persuasion, by Dr. Robert Cialdini will give 
you amazing insight into what makes us respond the way we do as human 
beings. It’s been called the “Bible of Influence” … deservedly so. 
 
What’s it about? Well, one of the six psychological principles he covers in depth 
is how attractive something becomes when it’s perceived as scarce. Sound 
familiar? That’s because Cialdini’s writing has informed a great deal of our own 
thinking on the subject. 
 
We can say without hesitation that a deep understanding of this one principle 
alone has accounted for a good deal of our success and saved us from making 
several strategic mistakes. For that, we are very grateful. And we want to pass 
that insight along to you. 
 
We see this book as a great complement to what you’re learning in the core 
program. The icing on the cake is that it’s very well written and entertaining. We 
think you’ll have fun reading it. 
 
 



	

©  All materials are the sole property of Denise Hedges	
	
	

 

Looking Down the Road 
 
Just as diamonds develop from pieces of coal, great business concepts often 
evolve from fairly humble yet powerful beginnings. 
 
Your real life experiences will help you refine your who and what and give you 
greater insight into what will make you really special. It’s a maturation process. 
 
As long as you stay “in the game,” it’s only a matter of time till you realize your 
full potential and do the most good for the greatest number of people … including 
yourself. 


