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This book is a love story disguised as a business book, a love story between you and all the inspiring clients you will serve.




Foreword

Face it—you’d rather be doing your life’s work than filling the sales funnel or getting the word out. Every day that you aren’t on a project is like an airplane seat that goes unsold. You picked up this book because you know that you can do better and grow stronger in your business acumen.

You will get out of this book only what you put into it. Don’t just skim the pages to pick up pointers. Take the time to do each exercise. Take a few weeks to move through this book. Pretend you are in school and striving to be at the top of your class. Because you are. When you look at your calendar next year and you aren’t happy with all the white space, pick this book up and go through it again more slowly.

Readers are leaders, and I believe this is true with you. Read this book as a business owner and think about the suggestions as you build a culture for your company. Who knows how big your enterprise might get? You might be hatching the next Big Blue, and you will need a common set of values to guide your vision into the future.

I resonate with this book’s technology and its spirit. Most of Michael’s advice comes from a point of view that can be summed up in two statements:


	Make yourself emotionally attractive.

	Live on the right side of the Law of Reciprocity.



Emotionally attractive people win the popularity contests that make up your life. Yes, you have experience, work ethic, and talent. But you still lose the business and see it floating to a competitor, and you know you are better than that competitor. Why? The emotional brain is two dozen times more powerful than the logical brain. The customer wants a great experience, not just good consulting or an effective process. The attention you pay to the emotional experience of working with your customers may be the best way to differentiate yourself and build a contagious brand.

Book Yourself Solid outlines practical ways to improve your ability to produce positive emotions in other people—from how you serve them to how you network with them. Above all, the book gives you advice on building a consistent process in your business. And process is very likable to a customer.

The Law of Reciprocity must be respected to build a sustainable business of any kind. This law postulates that in almost every case people reciprocate, especially when it comes to energy or generosity. If your customers receive added value from you, they will add energy to your relationship. If you give them enough (either intangible or tangible), you will reach a tipping point at which they become loyal to you and start to market you to their sphere of influence.

Conversely, when you create an I-win-you-lose scenario for the customer, your business is cyclical. You get a job, finish it, and return to selling yourself. You have to slug out every business win. This is true even when you are the excellent provider who behaves like the Soup Nazi on the Seinfeld TV show.

Either you build a business that obeys this law or you don’t. There is probably no in-between. Greed is too powerful and faith is too fragile. This book will guide you into a set of practices that always give your customer a reason to give back and wish you the best.

As I finished reading this book, I was reminded of an old saying that should send you deep between the lines as you read it:

Long after people forget what you said or did, they will remember how you made them feel.

—Tim Sanders

Author of The Likeability Factor: How to Boost Your L-Factor and Achieve Your Life’s Dreams

(Crown Publishing)
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Author’s Note

An unfulfilled vocation drains the color from a man’s entire existence.

—Honoré de Balzac

In early 2000 I was utterly dissatisfied and completely disillusioned with my work as the vice president of programming at an entertainment company. The environment felt like a prison—long hours, unresponsive colleagues, and no personal engagement. Sound familiar? I decided to embark on a new career path as a professional business coach and consultant: a service professional. I secretly passed the time reading, researching, studying, and honing my coaching skills. After much planning, my freedom date was marked on every calendar in my apartment with a huge victorious smiley face. My resignation letter was signed, sealed, and ready for delivery. I could hardly keep my legs from sprinting out the door to follow my heart and head (both of which had checked out long ago).

On that auspicious day, I received the envelope with my bonus inside, ran to the bank, cleared the check, and proudly delivered my letter of resignation. The joy, pride, and satisfaction that I felt at that moment was incredible. I floated home and woke up the next day to plunge into my career as a business owner serving others.

I didn’t bask for long in the glory, however, before I realized I was in for trouble.

Call me crazy, but I really thought clients were just going to fall into my lap. I expected them to meet me, fall in love with me, and trade their money for my services. Instead, I moped about my very costly New York City apartment, panicking, feeling sorry for myself, and doing trivial busy work that wasn’t going to generate a dime of income.

Within six months I was desperate, which heralded a new phase of my life. I was fed up. I’d reached my limit. I was not going to throw in the towel and give up on my career as a business owner. My innate need to support and provide, to serve the people I was meant to serve, kicked into high gear one chilly New York morning. Rather than dwelling on the cold reality of my financial struggle and the bitter temperature outside, I worked every single day for no less than 16 hours to succeed and pay the bills. I poured myself into more resources and studied everything I could get my hands on about how to attract clients, communicate effectively, sell, market, and promote my services. First and foremost, I wanted to learn how to love marketing and selling by turning it into a meaningful spiritual pursuit.

It worked. Within 10 months I was booked solid with more clients than I could handle. But the personal checks I cashed were not the most valuable part of my business. The real heart of what I was creating was the turnkey system that propelled my business and income every month. I started sharing my success secrets with a small group of trusted clients, and I watched their success unfold before my eyes. I could hear confidence, pride, and accomplishment in their voices. Their businesses boomed!

My clients, who were service professionals of all kinds, started to get booked solid: massage therapists, mortgage brokers, accountants, therapists, acupuncturists, dentists, hair salon and spa owners, bookkeepers, web and graphic designers, business consultants, chiropractors, professional organizers, financial planners, virtual assistants, health care providers, insurance brokers, attorneys, personal trainers, travel agents, photographers, physiotherapists, Pilates and yoga instructors, coaches, Realtors, reflexologists, sales professionals, naturopaths, and others were getting more clients than they could handle.

I immediately began to engineer a completely replicable system that I could pass on to you. That system is the Book Yourself Solid system, and you’re holding it in your hands, the same system I’ve been teaching to thousands of other service professionals around the world in my live seminars and Book Yourself Solid Intensive Coaching Programs. The results are powerful.

Over 93 percent of clients who have used the Book Yourself Solid system have increased the number of clients they serve by more than 34 percent and increased their revenue by more than 42 percent within the first year.

And that was before I published the book. When the book released in April of 2006, Book Yourself Solid was the Number 2 best-selling book on Amazon.com. It has since become an evergreen resource for professional service providers all over the United States, the United Kingdom, and Canada. It’s been translated into Spanish, Vietnamese, Bulgarian, Polish, Bahasa Indonesian, Orthodox Chinese, and Korean. It’s included in curriculums at graduate-level business schools and is touted as recommended reading by professional associations like the National Association of Realtors, which called Book Yourself Solid a “must read.”

The thing about a published book is that once it’s printed, it’s done. Yet, over the years, in my speeches and coaching programs, I’ve changed important parts of the system, fine tuned others, and added new, up-to-date material. Enter the second edition. It keeps the best of the Book Yourself Solid system, clarifies essential parts, and trims the fat, doing away with anything that you don’t absolutely need to know. I’ve even added an entirely new chapter on pricing and another one on the most up-to-date social media marketing. I believe this new edition of the book should make for even easier reading, faster and more effective consumption, and bigger, more impressive, and profitable results.

I’d like to impress upon you right now how realistic it is for you to become a successful self-employed professional. According to Daniel Pink (Free Agent Nation—citing a study by Anne E. Polvika, “Into Contingent and Alternative Employment: By Choice?,” reported in the October 1996 issue of Monthly Labor Review),“Full-time independent contractors earn an average of 15 percent more than their employee counterparts.” Daniel Pink also shows (from a study by Aquent Partners) that, “independent professionals are twice as likely as W-2 workers to have personal incomes above $75,000 per year.” In fact the Aquent Partners study shows that one in four Americans is now an independent professional.

That’s great news, isn’t it? It proves that you’ve made the right choice to go out on your own. But I’d like for us to think even bigger. What if you could do more? Just imagine how different your life would be if you were earning $10,000 each and every month. How about $20,000, $30,000, or $40,000 each month? How about $100,000 each and every month? Amazingly different. I can tell you from personal experience that it opens up a world of possibilities. And you can do it too! Because the Book Yourself Solid system will get you up and out into the world in the biggest and most profitable way.

You need to learn the skills necessary to promote your work and become the go-to person in your field before it’s too late. I don’t want you to start working through this book two years from now. I want you to reap all of the rewards that you deserve now. If you haven’t yet reached the level of success you expected or wanted in your business, there is only one small change you need to make. Put yourself smack-dab in the middle of my Book Yourself Solid system. This one move will get you sprinting (not walking . . . not running . . . but sprinting!) to monthly income and personal satisfaction that will change your business—and your life. Think of all the freedom, abundance, profitability, and joy you can create for yourself.

There is no question that the Book Yourself Solid system can change your business and your life. Of course, it’s up to you whether you’ll take advantage of it.

You love what you do. You’re great at what you do. You stand in the service of others, and you are a remarkable human being for doing so—now it’s time to get booked solid.

I will show you the way to a profitable, meaningful, and absolutely booked-solid business, overflowing with as many clients as your heart desires, clients who energize and inspire you, clients with whom you do your best work, clients who will pay you handsomely.

I hope you feel the same exhilaration in building your independent business as I do every day. I expect that the Book Yourself Solid system will not only inspire you but will keep you keenly focused on learning and relearning, experimenting and honing all that is within you. I am certain the secret to your success isn’t just in the work that we do together. It lies within you. Book Yourself Solid will help facilitate your greatness.

We are all on this path together, learning from one another. We are all seeking joy, love, success, and happiness. I urge you to continue to trust that you are making a huge difference in the lives of your clients, yourself, and society as a whole.

Here’s to you—to focusing on getting as many clients as your heart desires. It is my wish that you come to the Book Yourself Solid system with an open heart and mind. Completely remove, or at least set aside, any preconceived ideas fluttering in your head. Let this powerful process be revealed to you step by step.

The Book Yourself Solid way is one of abundance, joy, and meaning. It’s my deep honor to hold your hand and walk you down this path. I’ve had the pleasure and fortune to serve thousands of other professionals just like you who want to build a service business based on their gifts, talents, and skills. And just like them, you inspire and energize me because you have dedicated your work to serving others. I know your successful breakthrough is near and will continue to be sustained by your faith, inner strength, and confidence.

As any silly, serious, significant, strategic, personal, or professional questions come up, please give me a shout. I’m always delighted to hear from you. Fire off any and all questions to me and my team at questions@michaelport.com. If there is anything I can do to serve you, please just ask.

Now, let’s get to booking you solid!

Think Big,

Michael Port





Preface

The Book Yourself Solid system is supported by both practical and spiritual principles.

From a practical perspective there may be two simple reasons why you don’t serve as many clients as you’d like to today. Either you don’t know what to do to attract and secure more clients or you know what to do but you’re not actually doing it. The Book Yourself Solid system is designed to help you solve both of these problems. I will give you all the information you need to book even more clients than you can handle; I will give you the strategies, techniques, and tips. If you already know what to do but aren’t doing it, I’ll inspire you into action and help you stay accountable so you build the business of your dreams.

From a spiritual perspective I believe that if you have something to say, if you have a message to deliver, and if there are people you want to serve, then there are people in this world whom you are meant to serve. Not kinda, sorta, because they’re in your target market . . . but meant to—that’s the way the universe is set up if you’re in the business of serving others. If you don’t understand this now, you will when you have read this book and begun to follow the Book Yourself Solid way.

The system is organized into four modules:


1. Your Foundation.

2. Building Trust and Credibility.

3. Simple Selling and Perfect Pricing.

4. The Book Yourself Solid 7 Core Self-Promotion Strategies.


We will begin by building a foundation for your service business that is unshakable. If you are truly serious about becoming a super-successful service professional, you must have a steadfast foundation on which to stand. You will then be ready to create and implement a strategy for building trust and credibility. You’ll be considered a credible expert in your field and you’ll start to earn the trust of the people you’d like to serve. You’ll price your offerings in the sweet spot of the customer’s desires and you’ll know how to have sales conversations of the highest integrity that work. Then, and only then, will you execute the seven core self-promotion strategies, thereby creating awareness for the valuable services you offer by using promotional strategies that are based on your talents—strategies that feel authentic and honest.

To help you design a service business overflowing with clients who inspire and energize you, this book includes written exercises and Booked Solid Action Steps that will support you in thinking bigger about your business. Step-by-step I walk you through the actions you need to complete on the path to serving as many clients as your heart desires.

As a reader of Book Yourself Solid, you will want to retain your responses to the written exercises for regular review. I have prepared a complimentary downloadable workbook that includes all of the written exercises and Booked Solid Action Steps contained in this book. Simply visit my web site and download the workbook so that you may begin today to take the necessary steps to get more clients than you can handle.


Go to www.bookyourselfsolid.com/workbook.htm right now and download your free copy of the workbook so you have it in your hands before you turn another page. So, your first Action Step is to get your workbook. Go head . . . I’ll wait. . . .



While you’ll no doubt get great value just from reading this book, the true value—and your success—lies in your decision to take an active role and to participate fully by doing the exercises and taking the Booked Solid Action Steps I’ve outlined. In doing so, you will begin an evolutionary journey of personal and business development that will empower you to achieve the success you know you’re capable of.

If you follow the system, it will work for you. No skipping, jumping, or moving ahead—the Book Yourself Solid 7 Core Self-Promotion Strategies are effectively implemented only after your foundation, credibility-building, pricing, and sales strategies are in place. One of the main reasons that service professionals say they hate marketing and selling is that they’re trying to market without these essential elements, which is like eating an egg before it’s cooked—of course, you’ll hate it. So no matter how compelled you are to skip ahead, I urge you to please follow the system and watch the process unfold.

So many talented and inspired service professionals like you run from marketing and sales because they have come to believe that the marketing and selling process is pushy and self-centered and borders on sleazy. This old-school paradigm is not the Book Yourself Solid way; it is the typical client-snagging mentality. And you must never fall into this way of thinking and being. If you do, you’ll operate in a mentality of scarcity and shame as opposed to one of abundance and integrity.

Ask yourself these questions:


	How can I be fully self-expressed in my work to create meaning for me and those I serve?

	How can I work only in the areas of my greatest strengths and talents so that I can shine?

	How many relationships with people of purpose did I make and deepen?

	How can I better listen to and serve my ideal clients?

	How can I wow people with substance?

	How can I overdeliver on my promises to my clients?

	How can I cooperate with other professionals to create more abundance?


If you keep asking yourself these questions, set a solid foundation for your business, build trust and credibility within your marketplace, learn how to price and sell your offerings, and use the seven core self-promotion strategies, you’ll be booked solid in no time.

Ready to get started? Let’s do it!





Module ONE

Your Foundation

To be booked solid requires that you have a solid foundation. That foundation begins like this:


	Choose your ideal clients so you work only with people who inspire and energize you.

	Understand why people buy what you are selling.

	Develop a personal brand so you’re memorable and unique.

	Talk about what you do without sounding confusing or bland.


Over the course of Module One, I’ll step you through the process of building your foundation so that you have a platform on which to stand, a perfectly engineered structure that will support all of your business development and marketing, and—dare I add—personal growth. That’s because being in business for yourself, especially as someone who stands in the service of others, requires constant personal reflection and spiritual growth.

Building your foundation is a bit like putting a puzzle together. We’re going to take it one piece at a time, and when we’re done you’ll have laid the foundation for booking yourself solid.





CHAPTER 1

The Red Velvet Rope Policy

He who trims himself to suit everyone will soon whittle himself away.

—Raymond Hull

Imagine that a friend has invited you to accompany her to an invitation-only special event. You arrive and approach the door, surprised to find a red velvet rope stretched between two shiny brass poles. A nicely dressed man asks your name, checking his invitation list. Finding your name there, he flashes a wide grin and drops one end of the rope, allowing you to pass through and enter the party. You feel like a star.

Do you have your own red velvet rope policy that allows in only the most ideal clients, the ones who energize and inspire you? If you don’t, you will shortly. Why?

First, because when you work with clients you love, you’ll truly enjoy the work you’re doing; you’ll love every minute of it. And when you love every minute of the work you do, you’ll do your best work, which is essential to book yourself solid.

Second, because you are your clients. They are an expression and an extension of you. Do you remember when you were a teenager and your mother or father would give you a hard time about someone you were hanging out with? Your parents may have said that a particular kid reflected badly on you and was a bad influence. As a teen you may have thought about how unfair that felt, but the truth is that you are the company you keep. Let this be the imperative of your business: Choose your clients as carefully as you choose your friends.

The first step in building your foundation is to choose your ideal clients, the individuals or businesses with whom you do your best work, the people or environments that energize and inspire you. I’m going to help you identify specific characteristics of individuals or organizations that would make them ideal to work with. You will then develop a rigorous screening process to find more of them. I’m also going to help you prune your current client list of less-than-ideal clients.

When I began my business I would work with anyone who had a pulse and a checkbook. Then I began to consider what it would mean to choose my clients. What it would mean to work only with clients that were ideal for me. And thank goodness I did. Now I live by what I call the red velvet rope policy of ideal clients. It increases my productivity and my happiness, it allows me to do my best work, and I have more clients and referrals than I can handle by myself. And so will you.

For maximum joy, prosperity, and abundance, think about the person you are when you are performing optimally, when you are with all the people who inspire and energize you. Now think about all of the frustration, tension, and anxiety you feel when you work with clients who are less than ideal—not so good, right?

Wouldn’t it be great to spend every day working with clients who are ideal for you, clients whom you can hardly believe you get paid to work with? This ideal is completely possible once you identify who you want to work with and determine with certainty that you will settle for nothing less. Once you do that, it’s just a matter of knowing which of your existing clients qualify and how to acquire more just like them.

Dump the Duds

Author and business guru Tom Peters takes us a step further. In Reinventing Work: The Professional Service Firm 50, he challenges us to dump our dud clients. “Dump my clients?!” you exclaim. I can just hear your shocked protestations and exclamations. “I thought this was a book about getting clients, not dumping them!” But Peters is referring to the dud clients—not all of your clients. It sounds harsh, but think about it. Your dud clients are those you dread interacting with, who drain the life out of you, bore you to tears, frustrate you, or worse, instill in you the desire to do them—or yourself—bodily harm, despite your loving nature.

I’m well aware of the many reasons you think you can’t dump your dud clients, and I know this can seem really scary early on, but hang in there with me. Embrace the concept and trust that this is sound advice from a loving teacher and a necessary step on the path to booking yourself solid.

Why have clients, or anyone for that matter, in your life who zap your energy and leave you feeling empty? In the first year of being in business on my own, I cut 10 clients in one week. It wasn’t easy. It required a major leap of faith, but the emotional and financial rewards were astonishing. Within three months, I had replaced all 10 and added 6 more. Not only did I increase my revenue, I felt more peaceful and calm than I ever had before, and I enjoyed my clients and my work more.

When I asked myself the question, “Would I rather spend my days working with incredibly amazing, exciting, super cool, awesome people who are both clients and friends, or spend one more agonizing, excruciating minute working with barely tolerable clients who suck the life out me?” I had no choice. I knew the temporary financial loss would be worth the payoff.


1.1.1 Written Exercise: To begin to identify the types of clients you don’t want, consider which characteristics or behaviors you refuse to tolerate. What turns you off or shuts you down? What kinds of people should not be getting past the red velvet rope that protects you and your business?




1.1.2 Written Exercise: Now take a good, hard look at your current clients. Be absolutely honest with yourself. Who among your current clients fits the profile you’ve just created of people who should not have gotten past the red velvet rope that protects you and your business?




1.1.3 Booked Solid Action Step: Dump the dud clients you’ve just listed in the preceding exercise. It may be just one client, or you may need another two pages to write them all down. (Did I warn you that I’d push you to step out of your comfort zone? If I didn’t before, I am now.) Is your heart pounding? Is your stomach churning at just the thought? Have you broken out in a cold sweat? Or are you jumping up and down with excitement now that you’ve been given permission to dump your duds? Maybe you’re experiencing both sensations at the same time; that’s totally normal.



Taking a Booked Solid Action Step is a bold action and requires courage. And courage is not about being fearless—it’s about owning your fear and using it to move you forward, to give you strength. There is no more rewarding feeling than the pride you’ll feel once you’ve moved past the fear to do what you set out to do. Maybe you’ll find it easier to take it one step at a time. Start by referring out just one of those dud clients. The feeling of empowerment you’ll have once you’ve done it will motivate you to continue pruning your list of clients until the duds have all been removed.

What to Do When You Don’t (Yet) Have Clients

But, Michael, what if I just started my business and don’t yet have clients, let alone dud clients? Ah, yes, excellent point, my new friend. Consider yourself lucky! You’ll never have to worry about dud clients because you’ll put your Red Velvet Rope Policy in place on Day One.

In just a moment, you’ll begin to create your Red Velvet Rope Policy. If you’re starting a new business, and don’t yet have many, or any, clients to speak of at this point, as you’re working through the exercises, think about current or former co-workers, friends, or even service providers that you’ve hired in the past. To create your future Red Velvet Rope Policy you’ll be able to draw on your past experiences—who inspired you and who made you want to do them bodily harm. Refrain. Rewind. Remember: love and kindness. Love and kindness.

Pruning your client list

If you’re struggling with the idea of pruning your client list, keep in mind that it’s for your client’s benefit as much as it is for yours. If you’re feeling empty and drained, or frustrated and dreading the interaction with the client, you’re giving that client far less than your best, and it’s both of you who are suffering for it. You owe it to these clients to refer them to someone who can, and will, do their best work with them. If you are working with people with whom you do not do your best work, you are out of integrity. And as we discussed earlier, you are your clients. When your clients go out into the world and speak of you to others, they are representing you.

With whom do you want to be associated—the duds or the ideal clients? It’s also the ideal clients, those who are wildly happy with you and your services, who are most likely to go out and talk about you to others, to refer other clients like themselves, more ideal clients. The fewer duds you allow to hang around, the more ideal clients you have room for, the more referrals you’ll get, and so on.

Clients are like family to me, so I know this can be hard. I lived through a period of intense and painful negative energy worrying about those challenging client relationships. It exhausted me and took me away from accomplishing the highest good for my clients. It was impossible for me to be productive, effective, or successful when working with less-than-ideal clients.

Let me share a story with you about myself and my former landscaper, when I was the less-than-ideal client. For a variety of reasons, my landscaper and I were just not a good fit for each other. One of them being that every so often I’d cut the grass on a whim and then his guys would show up with nothing to mow. Instead, I’d ask them to do other projects on the property, which I thought was reasonable. Anyhow, the point is, he had issues with me; he knew I wasn’t his ideal client, but rather than tell me so, he stayed with me while getting more and more annoyed until he blew up and acted like a jerk, forcing me to let him go. More than likely, he didn’t feel comfortable dumping his dud clients, or the idea had never even crossed his mind. Granted, pruning his dud clients wouldn’t have been as easy as pruning his clients’ trees, but had he not allowed the situation to deteriorate and end on such a bad note, I might have been able to refer other clients to him who would have been ideal for him. His inability to take the booked solid action step of letting his less-than-ideal clients go left both of us dissatisfied with the situation and jeopardized his reputation.

This is what can happen when you work with clients who are not ideal for you. At some point, you’re going to create a conflict, whether intentionally or not, because you’re going to be frustrated with those clients. Those clients will think you’re not providing them with good service, and they’ll be right. It doesn’t serve you or the client when you stay in a less-than-ideal situation. Please don’t make the same mistake my landscaper did. If you do, you’ll have former clients going out into the world telling anyone who will listen that you’re the worst person to work with.

There’s nothing wrong with your dud clients, of course. They’re just not right for you. Clients who are not ideal for you could be ideal for someone else. So keep in mind that you don’t need to fire clients; you just need to help them find a better fit. You can be tactful, diplomatic, and loving. You can even attempt, when appropriate, to refer them to a colleague who might be a better fit. Whenever possible, keep it simple. Try, “I’m not the best person to serve you.” Or “I don’t think we’d be a good fit.”

Are you always going to get a positive response when dumping your dud clients? Probably not. If the first thing that comes to mind is, “I don’t want anyone out there thinking badly of me,” I’m with you. I want everyone to love me, too. But living life fully requires difficult conversations and you can never please everyone. To even try is an exercise in futility, as the following fable demonstrates.

The Old Man, the Boy, and the Donkey

An old man, a boy, and a donkey were going to town. The boy rode on the donkey and the old man walked beside him. As they went along they passed some people who remarked it was a shame the old man was walking and the boy was riding. The man and boy thought maybe the critics were right, so they changed positions.

Later, they passed some people who remarked, “What a shame! He makes that little boy walk.” They then decided they both would walk.

Soon they passed some more people who thought they were stupid to walk when they had a decent donkey to ride. So they both rode the donkey.

Later, they passed some people who shamed them by saying how awful to put such a load on a poor donkey. The boy and man said they were probably right, so they decided to carry the donkey. As they crossed the bridge, they lost their grip on the animal, and he fell into the river and drowned.

The moral of the story? If you try to please everyone, you might as well kiss your ass goodbye.

The point is that you are looking for qualities in a person that you resonate with, so don’t limit yourself to just thinking about the clients that you don’t yet have. Your Red Velvet Rope Policy is a filtration system that lets in ideal clients. However, you can choose to loosen or tighten the rope at will. I’m not (necessarily) asking you to turn away your very first clients. I understand what you’re up against. When you start your business, if you feel that you’d like to keep your red velvet rope a little looser so you can work with more clients, go ahead. Just make sure you know what is ideal and what isn’t ideal about the people you’re letting into the VIP room. As you become booked solid, you’ll tighten your red velvet rope and become even more exclusive so as to work only with those that energize and inspire you—and most important—allow you to do your best work.

Creating Your Red Velvet Rope Policy

The benefits of working with ideal clients are many and meaningful:


	You’ll have clean energy to do your best work.

	You’ll feel invigorated and inspired.

	You’ll connect with clients on a deeper level.

	You’ll feel successful and confident.

	You’ll know your work matters and is changing lives.

	The magic of you will come to life.



My ideal clients have these qualities:


	Bright (full of light and easily excitable).

	Resilient (keep coming back).

	Courageous (face their fears).

	Think big (their projects benefit large groups of people).

	Value-oriented (they gain value from relationships with me and others).

	Naturally collaborative (they contribute to and focus on their solutions).

	Rapid responders (talk today, done tomorrow).

	Positive (naturally optimistic).



Your list might look completely different. Maybe you only want to work with certain types of clients. Maybe reliability or long-term goals are important to you. Maybe your top priority is how often a client works with you or how many projects they do with you. The economic status of a client may be one factor, but remember—it’s only one of many. In fact, it’s often a primary consideration for many service professionals who wind up working with clients who are less than ideal. So take heed—the economic status of a potential client should be only one of many considerations. Notice that my list considers the quality of my ideal clients first—who they are rather than what they have or the circumstances they’re in.


1.1.4 Written Exercise: Define your ideal client. What type of people do you love being around? What do they like to do? What do they talk about? With whom do they associate? What ethical standards do they follow? How do they learn? How do they contribute to society? Are they smiling, outgoing, creative? What kind of environment do you want to create in your life? And who will get past the Red Velvet Rope Policy that protects you? List the qualities, values, or personal characteristics you’d like your ideal clients to possess.




1.1.5 Written Exercise: Now let’s look at your current client base. Whom do you love interacting with the most? Who do you look forward to seeing? Who are the clients who don’t feel like work to you? Who is it you sometimes just can’t believe you get paid to work with? Write down the names of clients, or people you’ve worked with, whom you love to be around.




1.1.6 Written Exercise: Get a clear picture of these people in your head. Write down the top five reasons that you love working with them. What about working with them turns you on?




1.1.7 Written Exercise: Now go deeper. If you were working only with ideal clients, what qualities would they absolutely need to possess in order for you to do your best work with them? Be honest and don’t worry about excluding people. Be selfish. Think about yourself. For this exercise, assume you will work only with the best of the best. Be brave and bold and write without thinking or filtering your thoughts.



How different were the last two lists? You may have nailed it the first time. Maybe you’re right on track, or maybe you have some perfect client opportunities to uncover.

By knowing who your ideal clients are and selecting only those who have at least 75 percent of the qualities you identified, you will have more fun, accomplish greater results, and experience incredible joy and fulfillment in your business.

This is beneficial because you’ll be able to identify other ideal clients you’d love to work with. People enjoy knowing how important they are to you, and if they know you do your best work with, and for, people like them, they are much more inclined to work with you. It raises the stakes for them.

Look at these requirements and think about how you can start to turn them into filters. As for me, I’m like a giant generator—the more gas (meaning projects or clients) I take in, the more power I create. But the wrong kind of fuel causes me to sputter and conk out. Think about a hot sports car running on diesel fuel—not pretty. Neither is this roadster when he gets the wrong kind of energy. Every engine needs a filtration system to keep the system running smoothly and cleanly, just as you need to create a clean system of clients that will filter out the imperfections.

My client filters include these:


	I feel more energized and excited after working with my clients.

	My clients seek open feedback, and better yet, they take action when they get it.

	My clients have faith that leaves some people bewildered and some astonished.

	My clients are not victims; they hold themselves accountable and think about the betterment of others.

	My clients continually seek out and develop valuable personal and professional relationships.

	My clients feel stimulated and energized by the input and collaborative efforts of others.

	My clients use anecdotes and colorful speech, and they share personal stories.

	My clients do not procrastinate; they respond quickly to new opportunities.

	My clients are naturally optimistic and do not complain.




1.1.8 Written Exercise: What filters do you want to run your perfect clients through?



Ideal Clients, the Duds, and Everyone Else

As you eliminate the duds, you’ll open up room for ideal clients. As you use the Book Yourself Solid system to attract more and more ideal clients, you’ll discover that you’re happier, more vibrant, more energetic, and more productive. You’ll be on fire. You’ll be giving your clients the best of yourself and your services, and you’ll love every minute of it.


1.1.9 Written Exercise: Draw a simple table with three columns: Label the first column “Ideal Clients,” the second “Duds,” and the third “Everyone Else.” Now divide your clients into these three groups. Don’t hold back or leave anyone out.



As if that weren’t enough, you may begin to notice that many of your mid-range clients, those who made neither the ideal client nor the dud list, are undergoing a transformation. Why? While you were working with dud clients, you weren’t performing at your best. If you think that that wasn’t affecting your other clients, think again. The renewed energy and the more positive environment you’ll create as a result of letting go of the duds will most likely rejuvenate the relationships between you and some of your mid-range clients, turning many of them into ideal clients.


1.1.10 Written Exercise: Brainstorm your own ideas for reigniting these mid-range clients. Contemplate the ways in which you may, even inadvertently, have contributed to some of your clients being less than ideal clients. Are there ways in which you can light a new fire or elicit greater passion for the work you do together? Do you need to set and manage expectations more clearly right from the beginning? Can you enrich the dynamics between you by challenging or inspiring your clients in new ways? Go ahead—turn off your left-brain logical mind for a moment and let your right-brain creativity go wild.



Observe carefully the ways in which your relationships with your clients begin to shift as you embrace the Book Yourself Solid way. Some of your mid-range clients may fall away. Others may step up their game and slide into the ideal client category.


When you’re fully self-expressed, fully demonstrating your values and your views, you’ll naturally attract and draw to yourself those you’re best suited to work with, and you’ll push away those you’re not meant to work with.



A Perpetual Process

The process we’ve just worked through is one that you must do on a regular basis. Pruning your client list is a perpetual process because all relationships naturally cycle. The positive and dynamic relationships you have now with your ideal clients may at some point reach a plateau, and the time may come to go your separate ways. You’ll get more comfortable with the process over time. It’s one that has so many rewards that it’s well worth the effort.

Let Tom Peters sum it up for us: “This is your life. You are your clients. It is fair, sensible, and imperative to make these judgments. To dodge doing so shows a lack of integrity.”

I’ll go one step further and say that doing so is one of the best and smartest business and life decisions you can make. It’s crucial to your success and your happiness. Prune regularly and before you know it, you’ll be booked solid with clients you love working with.




CHAPTER 2

Why People Buy What You’re Selling

Before everything else, getting ready is the secret of success.

—Henry Ford

The next few steps we take down the Book Yourself Solid path will either feel like you’re skipping over stepping-stones or like you’re taking giant leaps of faith. Either way, these few steps will be well worth the time spent. The most important thing is to submit to the process. Stay by my side as we walk and work together on getting you booked solid.

Taking the following four steps will help you keenly understand why people buy what you’re selling, an essential component in creating relentless demand for your services.


Step 1: Identify your target market

Step 2: Understand the urgent needs and compelling desires of your target market

Step 3: Determine the Number One biggest result your clients get

Step 4: Uncover and demonstrate the benefits of your investable opportunities



Step 1: Identify Your Target Market

Now that you’ve looked at the qualities of the people you want to work with, it’s time to identify your target market, that is—the specific group of people or businesses you serve. For example, your target market might be seniors in Vancouver, BC, or mothers who have their own home-based networking marketing business or orthopedic surgeons. Your ideal clients are a small subset of the target market you choose to serve. Remember, your ideal clients are those individuals who energize and inspire you; your target market is the demographics of the group you’re most passionate about serving. It is just as important to identify the right target market, as it is to identify the ideal clients.

It’s also important to understand the difference between your target market and your niche. If you’ve done other research or reading on the subject of building your business, you may have heard both of these terms before, and you may have heard them used interchangeably. However, in the Book Yourself Solid system, they are not synonymous. There’s an important distinction between the two: Your target market is the group of people you serve, and your niche is the service you specialize in offering to your target market. For example, you and I may both serve the same target market, say, service professionals, but offer them different services. I might specialize in getting clients and you might help them create systems for their business. We’ll get to your niche in Chapter 3. Before we can talk more about the services you offer, you’ve got to identify your target market.

Even if you believe you have identified and chosen a target market, please don’t skip this section. I often see service professionals who are struggling because either they’ve chosen a target market that isn’t as specific as it needs to be, or they’ve chosen a target market based on what they think is the most logical and most lucrative choice, rather than one they feel passionate about serving. For the sake of your own success, read through this section, even if you don’t think you need to. Trust me. If your target market isn’t specific enough or the right one for you, the rest of the book won’t be as effective. And besides, you just might be surprised at what you discover.

There are three primary reasons to choose a target market:


1. It helps you determine where to find potential clients who are looking for what you have to offer. If you have a target market, you know where to concentrate your marketing efforts and what to offer that is compelling and well received. You know what associations to speak to, magazines and journals to write for, and influential people with whom to network—you know where your potential clients gather. Voila! You now know where to show up.

2. Virtually every target market already has some kind of network of communication established. For your marketing to work, your clients need to spread your messages for you. If they already have a network of communication set up, they can talk to each other about you and your marketing messages can travel that much faster. What are networks of communication? Environments that are set up to help a group communicate—as I mentioned earlier: associations, social networking sites, clubs, various publications, events, and more.

3. And, finally, choosing a target market lets the people in that target market, know that you’ve dedicated your life’s work to them.




Marketing and sales isn’t about trying to persuade, coerce, or manipulate people into buying your services. It’s about putting yourself out in front of, and offering your services to, those whom you are meant to serve—people who already need and are looking for your services.



In order to reach the people you’re meant to serve, you’ve got to know where to find them. That’s why an essential step is for you to identify a very specific target market to serve.

No matter how much you might like to be everything to everyone, it’s just not possible. Even if you could be, you would be doing a disservice to yourself and your clients in the attempt. You can serve your clients much better, offer them much more of your time, energy, and expertise, if you narrow your market so that you’re serving only those who most need your services and who can derive the greatest benefits from what you have to offer.

If you’re just starting out in your business, or if you’ve been working in your business for a while but are not yet booked solid, you may be tempted to market to anyone and everyone with the assumption that the more people you market to, the more clients you’ll get. While narrowing your market to gain more clients may seem counterintuitive, that’s exactly what you need to do to successfully book yourself solid.

Think of narrowing your market this way: Which would you rather be—a small fish in a big pond or a big fish in a small pond? It’s much easier to carve out a very lucrative domain for yourself once you’ve identified a specific target market. And once you’re a big fish in a small pond, you’ll get more invitations than you can handle to swim in other ponds.

There are two primary ways to grow a service business. You can choose a target market and, over time, continue to add new products and services to this same target market. For example, if your target market is fitness professionals, and you’re currently offering them web design services, as you grow, you might start offering them search engine optimization services and then pay-per-click advertising services. Alternatively, once you get booked solid in one target market, you can begin to market and sell the same services in additional vertical target markets. So, if you currently serve wood floor manufacturers, you might offer the same services to manufacturers of tile flooring. Once you get a foothold in that market, you might then begin to focus on carpet manufacturers.

One of my first clients, Dr. Mike Berkley, L.Ac., a doctor of acupuncture, specializes in the treatment of male and female infertility using acupuncture and herbal medicine. He’s renowned for his work and he’s booked solid. In fact, he’s overbooked. You’d be lucky to get an appointment with him. Why? Well, he’s great at what he does, but he has also chosen a target market that allows him to do his best work, the work that he is most interested in, and which allows potential clients to see him as the answer to their problems.

You might be thinking: “If I specialize and only work with a specific group of people, or specific types of companies within a specific industry, won’t that limit my opportunities? And what if I get bored?” Let me answer the second question first. If you’re someone who gets bored easily, you may have that problem no matter what you do. You may want to spend some time reflecting on why you’re not able to stay focused on what you’ve chosen to do. Or it may be that you’ve chosen a target market that doesn’t excite you, that you aren’t passionate about or interested in.

Over time, you can move into other areas. Dr. Berkley now offers other services to the same target audience to solve their fertility issues including, but not limited to, nutrition, yoga, and psychotherapy. Once he became renowned for his work using acupuncture to treat infertility, he was able to offer his patients additional services.

When I started my business, I helped fitness and wellness professionals get booked solid. Once I was fortunate enough to create demand for my services, I leveraged the reputation I built servicing the fitness industry as a springboard into other vertical target markets, like financial services, and others. As you establish your expertise and reputation, if you choose, you can broaden your target market. (I now serve virtually every type of service professional.) So if you want to increase your speed to getting booked solid, choose a very specific target market and stay with that target market until you are booked solid. Then you can move into other markets if you like or stay with your original focus and grow your product and service line.

Your Passions, Natural Talents, and Knowledge Are Key

If you haven’t yet chosen a target market, then this is your chance, and I am going to help you. I’m going to ask you to consider what you’re most passionate about, what excites you, and what you enjoy doing so much that it feels more like play than work and that will allow you to make the most of your natural talents and your knowledge.

Why start by thinking of your own needs, desires, and passions rather than those of your clients? For one very simple reason: If you are not passionate about what you’re doing, if your heart isn’t in it, if it doesn’t have meaning to you, you are not going to devote the time and energy required to be successful, then you’ll never, in a million years, be able to convince people in your target market that you’re the best person to help them.

I often discover when I’m working with clients that they’ve chosen a target market based on what they think makes sense or will earn them the most money. The end result is that they’re bored, frustrated, and struggling to book themselves solid. Don’t make that mistake. It is imperative that you work with a target market that excites you, that you can feel passionate about serving. If you don’t, growing your business will quickly feel like drudgery, and you’ll be miserable. When you choose a target market you’re passionate about, growing your business will feel like play and will bring you joy.

Identifying a target market you feel passionate about may sound like a daunting task. Maybe you have the habit of making business decisions based on left-brained, logical thinking. Maybe you’re not in the habit of tuning in to your intuition. If this sounds like you, I’m going to ask you to once again set aside any preconceived ideas you may have about how this should be done and be open to the possibility that there is another way to make this particular business decision.

Tuning in to your intuition, allowing yourself to open up to new ways of thinking and to the infinite possibilities available to you, may seem illogical, but if you can approach the process we are engaged in with an open mind, you may find that it makes perfect sense.

That’s not to say that you shouldn’t also consider your clients. If you’ve been in business for a while, even if you may not have as many clients as you’d like, the clients you do have can help with this process. Look at the clients you’re currently serving. Look for common elements among them—for example, a particular industry, geographic location, age, gender, or profession. If you find that most of your clients share one or more common elements, it may be that you are naturally drawn to those elements or they are drawn to you. Perhaps your target market has already chosen you and you just haven’t stopped to think about it long enough to realize it and then focus your marketing there.


1.2.1 Written Exercise: Take a few moments to think about the following questions and to jot down whatever comes to you. Doing so will provide you with clues to the target market you’re best suited to serve. Your passion, your natural talents, and what you already know and want to learn more about are key.


	Who are all the different groups of people who use the kind of services you provide?

	Which of these groups do you most relate to or feel the most interest or excitement about working with?

	Which group(s) do you know people in or already have clients in?

	Which group(s) do you have the most knowledge about, or, on the flip side, would you find fascinating to learn more about?

	What are you most passionate about as it relates to your work?

	What natural talents and strengths do you bring to your work?

	What aspects of your field do you know the most about?






1.2.2 Written Exercise: Consider your life experience and interests. You’ll be able to more sincerely identify and empathize with your target market if you share common life situations or interests.


	What life situations or roles do you identify with that might connect you to a particular target market?

	Do you have any interests or hobbies that might connect you with your target market?

                                                 


Now that you’ve given some thought to these questions, are some new possibilities beginning to emerge? Let’s take a look at a few examples that might help you to see how you can incorporate some of your answers into serving a target market.


	If you’re a graphic designer whose whole family is in the construction industry, maybe you’d choose the construction industry as your target market because you know the sensibilities of the people in that industry, and you know a lot about its inner workings.

	Or perhaps you’re a fitness professional and one of your parents suffered from a chronic illness all your life. You know a lot about what it’s like to go through that kind of situation and you empathize with and want to help people with chronic illnesses.

	Maybe you’re a chiropractor who used to be a semipro athlete and you’d really enjoy working with athletes.

	If you’re an accountant and you grew up in a family business that went bankrupt when you were a teen, you might like to work with family businesses to help them avoid what happened to your family.

	If you’re a hairstylist who used to be a stay-at-home mom, stay-at-home moms might be a target market you’d relate well to and enjoy working with.

	Perhaps you’re a Web designer who is fascinated by—and would like to learn more about—fashion, so you choose the fashion industry as your target market.

	If you’re a yoga teacher who loves and naturally connects with children, and you’re very creative, imaginative, and patient, you might want to choose children as your target market.



Let’s take this last example and examine it more closely. Say this yoga teacher is booked solid. Chances are her full roster isn’t just because she’s an expert on the specific techniques of yoga for children, but because she has a natural affinity with children. This differentiator is what helped her to book herself solid much more quickly than she would have if she focused on serving the general population.

Are you beginning to see the ways in which your passions, natural talents, knowledge, life experience, and even interests and hobbies might help you to choose a more specific target market? Play, explore, and have fun with this process.


1.2.3 Written Exercise: For now I just want you to answer this question: Who is your target market? If you’re not ready to make this choice, list the possibilities that appeal to you. Sit with them for a while (but not for too long) and then choose one. Even if you’re not sure at this point, it will become clearer to you as you work through the next few chapters.



Remember to tune into your intuition. I can’t tell you how many times I’ve worked with clients who knew on some level the target market they most wanted to serve, and for one reason or another discounted it. Turn off your inner censor when doing this exercise and allow yourself to at least explore every possibility, no matter how wild, silly, or unrealistic it may seem on the surface.

If You Feel Stuck

For some, choosing a target market doesn’t come easily. It can feel very challenging, and when you’ve been told how important it is to identify a target market and it doesn’t come quickly and easily, the pressure to choose can feel overwhelming and uncomfortable.

Part of what keeps us stuck is that we take ourselves, and the process, too seriously. We turn it into a big deal and wind up getting increasingly frustrated with the whole thing, and with ourselves. Suddenly the process has become another thing to beat ourselves up about. Needless to say, the frustration and self-flagellation just further block our creativity and intuition, and the next thing we know, we’re in this awful cycle, like a hamster on an exercise wheel, spinning around and around and getting nowhere.

Take a few deep breaths. Let yourself off the hook. See if you can approach the process with an attitude of play. Think of it as a jigsaw puzzle—challenging but fun. The point isn’t to finish as quickly as possible; the point is to enjoy the journey and to find the target market that is right for you.

As with any jigsaw puzzle, first you sort through all the pieces to find the edges, the pieces easiest to identify and put together. Then you take your time sorting through the rest. You pick one piece up, you compare it to the bigger picture on the box, and you try to figure out where it might go. One piece at a time, the picture comes together. When you get tired or bored or frustrated, or you just feel drawn to do something else, get up and walk away, and as you go about the rest of your day, don’t stress out about whether you’ll ever get the puzzle finished.

Some days you might spend an hour or two with it, other times only minutes. Maybe every once in a while you stop for mere seconds, pick up a piece or two, and pop them right in where they fit as you pass by. Maybe a friend or family member stops by for a visit, picks up that piece that’s been making you crazy for days, and pops it right into place for you.

Choosing a target market you can feel passionate about serving can be enjoyable and immensely rewarding if you approach the process with an open mind and an attitude of play, reaching out for help from family, friends, or a professional business coach to guide you.

Revisit the written exercises in Step 1 and approach them with a spirit of play. Don’t analyze; just jot down whatever answers come to you. Make it a game, listing as many ideas and possibilities as you can think of. If you’re still having difficulty, ask someone to play with you. Someone outside your process can offer ideas and suggestions that occur to them, which you may not have the objectivity to consider. Remember to turn your inner censor off for this process. If you need to, let go of the process altogether for a while and move on. Releasing the pressure of having to choose sometimes allows ideas that were blocked to come racing through.

Step 2: Identify the Urgent Needs and Compelling Desires of Your Target Market

Your target market’s urgent needs and compelling desires prompt them to go in search of you and your services, so it’s critical to be able to identify and address them when they come looking or you’ll miss your window of opportunity.


You must offer what your potential clients want to buy, not what you want to sell or think they should want to buy. You must be able to look at your services from your client’s perspective—their urgent needs and compelling desires.



Your clients’ urgent needs are the things that they must have right away, usually pressing problems, and often the things they would like to move away from. Their compelling desires are the things that they want in the future. Sure, they’d like to have them right now but they may be part of a bigger picture dream, and see themselves moving toward these desires.


1.2.4 Written Exercise: What are five of your clients’ urgent needs? (What problems must they solve right away?)

Example: The urgent need that may have prompted you to buy this book might be a feeling of stress because you know you need more clients (and more money) but don’t know where or how to begin marketing your business. Maybe the bills are really starting to pile up and you’re afraid. Or maybe you know what to do to market your services but just aren’t doing it. You’re procrastinating and your business is suffering as a result.




1.2.5 Written Exercise: What are five of your clients’ compelling desires? (What would they like to move toward?)

Example: Let’s use you as an example again. Your compelling desire might be to feel confident and in control as you get as many clients as you would like. Maybe you want financial freedom. Maybe you just want to be able to take a real vacation every year. Or maybe it’s all about having a thriving business that includes doing what you love and making oodles of money.



Step 3: Determine the Biggest Result Your Clients Get

This simple step might be the most important step in understanding why people buy what you’re selling. What is the Number One result you help your clients achieve or get? And, when I say Number One result, I mean one big one. Of course, I know there are lots of things that you help your clients achieve, experience, or get. But, generally, when a client comes looking for you, they’re looking to solve one big problem or achieve one big result. I mean, why did you buy this book? To get more clients. Period. End of story. Are there lots of other things you’ll get from reading this book? No doubt—from more confidence to more accountability, and even more friends (we’ll get to that later). But, bottom line, you want more clients and the Book Yourself Solid system delivers on that promise. In fact, every product or service you offer must have one big promise. Your job is to fulfill that promise in the delivery of your service.


1.2.6 Written Exercise: Describe the biggest result you provide?



Step 4: Uncover and Demonstrate the Benefits of Your Investable Opportunities

Do potential clients within your target market see your services and products as opportunities that will give them a significant return on their investment?

They must; if your potential clients are going to purchase your services and products, they must see them as investable opportunities; they must feel that the return they receive is greater than the investment they made.

My rule of thumb is that your clients should be getting a return of at least 20 times their investment in your services. This return will come in different forms, depending on what you offer, but the return falls into four related categories: financial, emotional, physical, and spiritual, which I’ll refer to by the acronym FEPS. Not only should the return on investment be high, this potential reward must be evident before your clients purchase services from you.

Let’s look at the financial component as an example. If I sell a product for $49, the buyer can expect a financial return of, at least, $1,000. If one of my coaching programs, at BookedSolidUniversity.com, requires a financial investment of $1,500, the average participant can expect a return of at least $30,000 in new client business (and don’t forget about the other FEPS like increased confidence, focus, clarity, and more). If someone hires me to give a speech at $30,000, the financial return for the audience, as a whole, can be, at a minimum, $600,000. I’m afraid that sometimes, as service professionals, we forget how important our clients’ return on investment is.

What kind of return on investment will your client get from working with you? Will it be greater than their financial, emotional, physical, or spiritual investment in your services? If so, how much higher? Twenty times?

Again, I’ll use Dr. Mike Berkley of the Berkley Center for Reproductive Wellness as an example. When I started working with him, while his target market was well-defined, he was not positioning his services as investable opportunities. He was selling the features of his services—the science of acupuncture, how it works, how it balances the hormone levels—but he was not making the important return on investment connection. He didn’t see that he needed to articulate the return on investment of his services from a financial, emotional, physical, and spiritual perspective. Do you think his potential clients would be more willing to invest in his services if they believed that doing so would substantially increase their chances of conceiving? Of course they would. The truth is that he already had a proven success record. A significant number of his clients conceive after an average of three months of acupuncture treatment combined with in vitro fertilization (IVF) treatment. Now that’s an opportunity that most couples dealing with infertility would be willing to invest in. You can imagine the emotional, physical, and spiritual return on investment that provides.

The secret to having a successful business is to know what your clients want and deliver it. Rather than talking about what you do, focus instead on clear, specific, and detailed solutions that solve your clients’ problems. People aren’t buying what you do. The science, technique, or technical name that you use won’t get clients to hire you! Clients who understand the return on investment you offer will jump at the chance to work with you.

To make it obvious that your solutions are investable opportunities for your potential clients, you need to uncover and demonstrate their benefits. The opportunities you offer—acupuncture, financial planning, web site design, career counseling, executive coaching, interior design—are just things that you do. They are the actual services you offer; they are technically what your clients buy but not what they actually buy.

For example, some of my offerings are technically these:


	A book that you can read on how to book yourself solid

	A coaching program that teaches you how to book yourself solid

	Live seminars that teach you how to book yourself solid

	A license to become a Certified Book Yourself Solid Coach



However, these are still only the features and technical offerings. The core benefits of these offerings are much deeper. Benefits are sometimes tangible results, but more often they’re intangible; they’re the effects your services have on your clients’ quality of life. They are what make your offer an investable opportunity—the FEPS that clients can experience because of your services. They are what people buy. Don’t ever forget that.

To get a stronger sense of how this works, think about this. If I asked you what you wanted to accomplish in the next 90 days, you might say you’d like to get more clients or earn more money, but what is getting more clients really going to give you? Will it give you more than money in the bank or a wallet fat with twenties, fifties, and hundred-dollar bills?

The truth is that you don’t actually want clients or cash. The true bottom line is that you may want financial freedom, peace of mind, time with your family, or reduced concerns about how you’re going to make ends meet. Am I right?

To accentuate this point, here are some more examples of the deeper benefits you’ll get from reading this book and participating in my Book Yourself Solid live events and coaching programs:


	A paradigm shift in the way you look at marketing and sales so that you can forever create demand for your services in a way that feels authentic and comfortable to you.

	Increased confidence in yourself and your capacity to handle any business challenge that you are faced with.

	A feeling of pride and a sense of accomplishment as you take the actions you know you need to take and see positive results.

	Freedom from the physical and emotional stress and anxiety of not being able to cover the mortgage for the home you and your children live in.

	A deep spiritual connection to your purpose and the opportunity to be fully self-expressed.

	And so much more . . .



Do you see how identifying core benefits allows you to speak to and touch your target market on a much deeper and more personally and emotionally connected level? The more financial, emotional, physical, and spiritual benefits you uncover, the quicker you will start to attract new clients. People buy results and the benefits of those results. So think about the solutions you offer and the subsequent results and benefits they provide.


1.2.7 Written Exercise: What are the deep-rooted benefits your clients will experience as a result of your services?



Now do you see what clients are actually buying when they decide to work with you? Every time you communicate in person, by writing, on the Internet, in an advertisement, in business meetings, or on the phone, articulate and rearticulate these benefits. Use words that you hear your clients use and express very specific solutions to their very prominent problems.

Even if it seems simple, it’s worth repeating. If I have a client who wants to establish her own personal brand and start earning money doing something she loves, then every time we meet, I will remind her that her personal brand will offer her freedom so she won’t ever have to settle again when it comes to the clients she works with. I know that this is a compelling desire for her, and I remind her how inspired she is going to feel once she works only with her ideal clients. Keeping the benefits on the top of her mind, she clearly sees the fully realized vision of her business and stays focused on accomplishing her goals.

Relax, Be Playful, and Have Fun!

If some of these business concepts are getting heavy for you, remember to look for the lightness and humor in everything you do and think of ways you can have more fun and help your clients at the same time. I mean, we’re just talking about getting clients, an important subject, no doubt, but not a heavy one. Start thinking about how you can incorporate more play into your life and work. Don’t be afraid to:


	Be playful and quirky—be yourself.

	Be full of energy—enthusiasm is contagious.

	Help others laugh a lot—it’s the best sales technique in the world.



It’s been said that children laugh an average of 450 times per day, while adults laugh an average of only 15 times a day. If that’s true, and based on my experience with my beloved son Jake, it is, how did we end up 435 laughs short of a good time? Embrace a childlike sense of play and you’ll be one step closer to booking yourself solid.

Clients Want You to Help Them

Begin to view your role with your clients as that of a highly important and trusted advisor. You have a moral obligation to offer your services to those who need them. To do anything other than counsel, advise, guide, and coach your clients would be a huge disservice. Start to view yourself as a leader in their life.

We all want someone to believe in. Be that person and you can write your own ticket. If you view yourself as a trusted advisor, clients will never forget you. They will come back to you months or even years later. Trust is built over time, so a connection you make today may not develop until much later. Continue to share your vision, mission, and obligation to help people. Give clients benefit after benefit and show them exactly how they can fulfill the promise of your offerings.

There is an acronym that is often used in sales—A, B, C—always be closing. Yuck! Sounds like cheesy sales talk to me. Instead, I say—A, B, C—always be communicating. Let everybody and anybody know how you help people. But first:


1. Select a target market.

2. Identify your clients’ urgent needs and compelling desires.

3. Determine the Number One biggest result you help them get.

4. Uncover the deep-rooted core benefits of that big result (financial, emotional, physical, and spiritual).



Got it? Good.






End of sample
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