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STEP #1: THE VIDEO IS ABOUT YOUR
CUSTOMER, NOT ABOUT YOU

Many of us are used to Facebook videos. Cats riding vacuums, loved ones getting married, your 12-
year-old graduating from grade school, and your 40-year high school reunion are all important to
YOU. They show what YOU like. And that’s great stuff for your personal Facebook page.

But....

A Sales video must focus on the POTENTIAL CUSTOMER. What do they like? What appeals to
them? What will get their attention? In short, you MUST wrap your head around this fact:

IT°’S ABOUT THEM, NOT ABOUT YOU

Some well-meaning entrepreneurs, executives, and other videographers forget this. They see the
video through their personal perspective. Wearing your favorite flannel shirt, using slang or
unprofessional language, including barely audible audio, or filming in your kitchen may be
convenient for you, but not for your customer.

YOU MUST SEE IT THROUGH YOUR POTENTIAL CUSTOMER’S EYES. Not your eyes. Not
your best friend’s eyes. But the person you want to impress.

Think of it like this. If you were going on a date, or a job interview, or meeting a person for the first
time — someone you REALLY wanted to impress — what would you wear, say, or do?

YOUR SALES VIDEO IS YOUR ONCE IN A LIFETIME CHANCE TO
IMPRESS A POTENTIAL NEW CUSTOMER

I urge you to take a critical look at your surroundings, what you wear, what you say, the tone you use
—these all add up to the first impression you make!

Suggestions:

¢ Make a 2-3 short practice videos in different locations or surroundings. Use your current
sales script or make one up. Once you’ve shot those videos, watch them yourself for your gut
reaction, do you like what you see?

o If you really want to be bold, send those practice videos to a couple of clients, trusted
advisors, or people whom you know will give you an honest opinion.

Have fun mixing it up and trying new things. The more you practice, the better you will be.
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STEP #2 — USE THE RIGHT STYLE OF
COMMUNICATION

To understand how to reach your audience, you must understand what the intent of your message is.
In general, there are several types of communication:

e INSPIRE - To change the EMOTIONAL state of your audience

o [INFORM - To change the LOGICAL state of your audience by providing new data,
wisdom, or knowledge

o ENTERTAIN — To provide DISTRACTION or amusement from their current state

e INFLUENCE - To move them to take a specific ACTION

In this program we are focusing on creating videos focused on SELLING which may involve a
combination of several types of communication. However, unless you include INFLUENCE in your
sales approach, a purchase will never take place.

Let’s say we are selling ice cream. How would we use these four types of communication to sell our
product?

e INSPIRE — After a hard day at work, you need to relax with a rich, delicious bowl of ice
cream.

o INFORM - Our ice cream is made from grass fed cows and the finest organic ingredients.

e ENTERTAIN - It’s mooo-rific!

¢ INFLUENCE - Click on the link below and get a coupon for a free pint of ice cream! Act
now — this offer ends at midnight!

You will find that you will use some of these types of communication. But if you don’t use
INFLUENCE — you’ll never get the sale! Inspiring, informing, and entertaining change their moods —
but don’t necessarily make them act, which is what you want.

Depending on your product or service, there are lots of ways to use these types of communication to
attract potential customers.

Suggestions:

1. Look at your current sales videos or content. What type of communication are you using? Are
you asking your potential customer to ACT by clicking, calling, liking, friending, etc.?

2. Learn more about COPYWRITING which is the art of using words and to influence and attract
customers. If you are going to have an online presence, it will be helpful to understand what
words to use to inspire, inform, entertain and INFLUENCE people to action.

Copyright ©2016 Judy Ann Michael All Rights Reserved Page 4




STEP #3 — DESCRIBE YOUR IDEAL CUSTOMER

Do you know who your ideal customer is, the one who would watch your video and be attracted to your
product or service? If you are just making videos to please yourself, you’ll be missing out on a great
opportunity.

What’s an ideal customer? It’s one that you can put a face to. One that you can understand their specific
needs, pains, and gaps so you can solve them. Here are a few examples to think about.

There is a TV show on the E Channel called Botched. 1It’s not just a show about a plastic surgeon, but a
show about plastic surgeons who fix other plastic surgeon’s mistakes. Now that’s a very specific customer!

I was speaking with a good friend of mine who writes romance novels. | asked her who her audience was,
and she went on to tell me all the romance novel “niches” there are that I never would have guessed. There’s
Teen, Victorian, Western, Erotica, Vampire, Modern and dozens of other types of romance niches. The list
was endless. She commented that once she defined her niche, her writing and marketing could be ultra-
targeted toward her ideal reader.

The narrower you can define your customer, the more easily you will be able to create a sales video that
addresses their needs. The exercise below is one | used personally to define my ideal customer, who they
are and what they need. It’s an incredibly valuable exercise that takes some time upfront, but will save you
a ton of time in the future when you are trying to target clients.

Quite honestly, it took me about 12 hours to do this exercise. Or shall | say, about 2 years and 12 hours. |
was under the assumption that | could solve problems for just about anyone. But once | did the exercise,
my ideas and efforts started to align and fall in place. And my ideal clients started to find me as well!

Get a pen and paper or your iPad, and something to drink, and have some fun with this customer definition
exercise. Have a party out of it and have your friends help. Feel free to make a visual picture, mind map,
or other documents that helps you visualize and target your ideal customer.

Suggested Exercises
Answer the following questions about your ideal customer:

1. Who are they? (age, gender, income, company size, location, & other demographics)

2. Canyou give them a name? (Ex: Mike the 50-year-old Cranky CEO, Jeanine the 32-year-old
Animal Lover...)

3. What are their problems? Their pains? What keeps them up at night?

4. What transformation can you create for them? How can you change their life or company in
a way that no one else could do?
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STEP #4: MATCH YOUR MESSAGE TO YOUR
IDEAL CUSTOMER

Once you understand your ideal customer, you’ll start to understand what environment you can create to
best attract them to hear your message. A few things to think about for your video include:

Background Setting — Are you using your kitchen, living room, a board room, public park?
Lighting — What type of lighting would be best for you — or your product?

Audio — Will your camera’s microphone work or do you need an external microphone?
Colors — Are the colors you’re using like those in your brand image or product packaging?

These things create an overall environment for your product or service and will influence whether your
customer will be attracted to it.

Let’s go back to the “First Date” analogy. If you were trying to impress your date, where would you take
him or her? To aclub? A park? Starbucks? Your family reunion? A basketball game? Those are very
different venues that all set the stage and will affect the outcome of your relationship!

Customers are like a first date. Now that you’ve defined your ideal customer, what type of environment
would they best “hear” you? Think about these “ideal customer” examples:

e Betty, a 75-year-old active retiree from the Midwest

e Lucia, an 18-year-old upcoming rap artist from NYC

e John, a 35-year-old stockbroker from San Francisco

e Yin, a 22-year-old recent business school grad from Beijing

e Mike, a 62-year-old retiree and Army veteran from the South
e Justin, a 25-year-old skateboarder from San Diego

o Holly, 32-year-old mother of 7-year-old twins from Minnesota

As you picture each of these people in your mind, can you see that the video’s environment may affect
how they feel about you and your product? A loud urban background with loud music might be perfect
for Lucia, but awful for Betty. Mike might love the great outdoors and deer hunting, but Yin might click
off after a few seconds.

If you are trying to hit a general audience, then a neutral background might be best. But if you have a
very specific message to sell - match your environment to your customer!

Suggestions

e Look at your competitor’s videos. What do their backgrounds, colors, and environments look
like?

e Look at random videos on YouTube or television. Based on the environment they shoot in, what
customer are they attracting?

o Look at advertisements for your favorite products. What are the colors, backgrounds, and
environments used? Could you copy them?
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STEP #5 —- REMEMBER THAT Y O ARE YOUR
PRODUCT OR SERVICE

Do you have the appearance, voice, body language to convey confidence in your product or service? One
of the most awkward things you can do is watch yourself on video for the first time. It can be really
embarrassing. Many years ago, a college professor who ran an image consulting PR firm on the side,
took a video of me speaking in front of a class. Her analysis said that | looked like an athlete conducting
a large orchestra. | had large, distracting arm movements, | commanded (not asked) people to do things,
and in general, intimidated people. | had no idea. But it was the best criticism | ever received and helped
to shape my professional career and the many presentations | had to make.

You do need to practice your video skills. Thinking you are a done-in-one-take kind of person may or
may not fit the product you are selling. Just as you consider your environment and whether it matches
your message, you must ask yourself:

Do YOU Match Your Message?

A few questions to ask are:

e Clothing — does my clothing support or distract from the product or service | am selling?
(Example: would you wear a flannel shirt if you were selling high-end suits?)

¢ Hair and Makeup — do you have a professional appearance — or like you just rolled out of bed?
(Example: a 2-day beard is great for a shaving commercial, but not for selling financial services)

e Voice —does your voice inspire confidence and influence people to act? (Example: Have you
EVER seen a used car commercial that didn’t yell at you?)

e Body Language — do your hand gestures match your words? Are you standing up straight or
askew? (Example: Are you inviting people to join you, but pointing your finger at them? Are
you asking them to believe in you, but your shoulders are slumped over?)

e Eye Contact — Are you connecting with your customers or avoiding them. (Example: do you
frequently look down or off to the side — or stare into the camera so much that you scare people?)

o ENERGY - One of the biggest things that comes through on video is your ENERGY level. If
you have low energy, it will show in your voice and actions. If you don’t believe in your product,
it will show in your “performance”. People are buying YOU!

Act Confidently, but NATURALLY on Camera. Ultimately, people are buying YOU and your
confidence in what you sell. You must have credibility, and if there is a disconnect between how you feel
and how you act, people will sense it.

Suggestion

e Try you message on camera or in front of a mirror with different clothing, voice, and gestures.
Ask others to rate your different looks based on what looks natural but exudes confidence as well!
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STEP #6: FOLLOW THE 10 STEP SALES
FORMULA

Go watch an infomercial — or two — or three. And you will see a formula developed to build confidence
in the seller, the product, and influence a sale. IN GENERAL, formula goes something like this:

Example #1: SECRET SYSTEM

Opportunity — “Could you use more cash to pay off your bills”

Story — “Like you, I used to struggle to pay my bills....”

Outcome — “..but [ used a SECRET SYSTEM and I paid off my mortgage in 18 months!”

Outcome Experienced — “By using my SECRET SYSTEM software to budget your expenses, you

simply categorize your expenses into buckets. You’ll put money aside for big and little things,

and it will become a routine in no time.”

5. Anyone Can Do It — “In just 5 to 10 hours per week, you can learn my software and balance your
budget in no time.”

6. How It’s Delivered — “The software is immediately downloaded to your computer and you can
start using SECRET SYSTEM today!”

7. Good Value — “Similar programs are $400, $500, or thousands of dollars! For 3 easy payments of
$29.97, you won’t break the bank.”

8. Bonus - “And if you order by midnight tonight, your order will get upgraded to Priority Status
and you’ll receive 3 free coaching calls to get you started — a $497 value!”

9. No Risk - “If you find my SECRET SYSTEM does not work for you, we will refund your money
within 30 days of purchase.”

10. Why Buy Now — “This SECRET SYSTEM offer is only available to the first 100 customers, so

call now, our agents are waiting to take your call.”

MoobdbdE

Example #2: WONDER PAN

1. Opportunity — “How would you like to save money, save space, and ENJOY your cooking time?”

2. Story — “Thousands of home-cooks struggle with bulky non-stick pans that lose their non-stick
coating. And you need a different sized pan for every food you cook....”

3. Outcome — “. but now there’s the WONDER PAN with a space age coating. Deep enough to fry
chicken, but small enough to fry an egg!”

4. Outcome Experienced — “Now you have one pan, that rinses like magic, for all your cooking
needs.”

5. Anyone Can Do It — “Even if you only cook once a week, you’ll save money by owning 1 pan
instead of 5!

6. How It’s Delivered — “Order now and it will be delivered to your door!”

7. Good Value — “Similar pans cost $100, $200 or more. Today only, this pan is $49.95 + S&H.”

8. Bonus - “WAIT! And if you order by midnight tonight, we will include a set of cooking utensils
specially designed for the WONDER Pan.”

9. No Risk - “If you are not absolutely delighted with your new WONDER Pan, return it for a full
refund within 30 days of purchase.”
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10. Why Buy Now — “This offer expires at the end of this commercial {see timer at bottom of page}
and operators are standing by. Call now!”

HOW DOES THIS SALES FORMULA WORK?

Making a sale is about people being confident that what you are offering will solve their problem, fill the
gap, or transform their lives. But you must lead them through a process to get to the conclusion that your
product or service is perfect for them.

Remember in the first video when I told you about the 4 Types of Communication?

o INSPIRE - To change the EMOTIONAL state of your audience

o INFORM - To change the LOGICAL state of your audience by providing new data,
wisdom, or knowledge

e ENTERTAIN - To provide DISTRACTION or amusement from their current state

e INFLUENCE — To move them to take a specific ACTION

I am going to show you how these types of communication are used at each step, along with the purpose
of each step.

1. Opportunity — Showing the potential customer what they can do to improve their life. “Could
you use more cash to pay off your bills?” INSPIRE

2. Story — An example of a problem and a solution that you experienced. “Like you, I used to
struggle to pay my bills....” This allows you to connect with the audience on a personal level and
show them that you have a lot in common, or that their problem can be fixed because other
people experience it. INSPIRE

3. Outcome — The happy ending to your story. “.... but | developed my SECRET SYSTEM and |
paid off my mortgage in 18 months!” The solution, or outcome, MUST work, hopefully in a
simple way. INSPIRE

4. Outcome Experienced —What are the details of the solution you are selling to the customer and
how does it work? Does it solve the problem? “By using my SECRET SYSTEM software to
budget your expenses, you simply categorize your expenses into buckets. You’ll put money aside
for big and little things, and it will become a routine in no time.” INFORM

5. Anyone Can Do It — Essentially, you are building their confidence that they do not have to be a
genius, work excessively, or lose their life savings to use your product or service. You can
provide testimonials of the average person who has used your product or service. “In just 5 to 10
hours per week, you can learn my software and balance your budget in no time.” You may want
to insert a testimonial or show an example of your product or service. “I used the secret system to
budget my money and we paid off all our credit card bills in 6 months! Terry J. New Hampshire
“INSPIRE

6. How It’s Delivered — Show how they will receive your product or service. Is it shipped
overnight via FedEx at no charge? Immediately downloaded? Does a representative contact
them? You increase confidence by letting them know the product or service is easily accessible
and immediately (or quickly) available. “The software is immediately downloaded to your
computer and you can start using SECRET SYSTEM today!” INFORM
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7. Good Value — Appealing to logic, you want to ensure that they are getting a good deal, have a
minimal investment, or save more than the cost of what they are paying. However, you cannot
make too many claims about saving money lest you get in trouble from federal agencies.
“Similar programs are $400, $500, or thousands of dollars! For 3 easy payments of $29.97, you
won’t break the bank.” INFORM and INSPIRE

8. Bonus - This also builds confidence that they are getting a good deal and MORE than what they
paid for. “And if you order by midnight tonight, your order will get upgraded to Priority Status
and you’ll receive 3 free coaching calls to get you started — a $497 value!” INFORM and
INSPIRE

9. No Risk - Even though anyone can do it, it’s immediately accessible, a good value, and there are
bonuses, assuring that there is no risk in case they are not satisfied increased confidence as well.
It also is well assumed anymore that you can return just about anything to keep your customers
happy. “If you find my SECRET SYSTEM does not work for you, we will refund your money
within 30 days of purchase.” INFORM and INSPIRE

10. Why Buy Now — Urgency encourages a purchase. Even though you have increased the certainty
that they will get a fabulous product — it won’t be there forever, so they must act immediately.
“This offer is only available to the first 100 customers, so call now, our agents are waiting to take
your call.” INFLUENCE

Then, the Purchase —ideally, buyer’s confidence level is at its height, and they click a button, make the
phone call, and provide the credit card number. Having the systems or people in place to make this
transaction as easy as possible is critical at this point. This is also the time where you might want to
include an UPSELL item and sell complementary products or services.

WILL THIS WORK FOR ME?

You never know until you try it. But this type of formula (whether shorter or longer) has been used by
Copywriters for years and you have probably been influenced to purchase something using this formula
yourself.

Since you’re doing this on video, you do need to sound authentic in your tone of voice and action. So,
once you have this written out, try a practice video to see how it looks. Do you look “normal”, a little too
hyper, or no energy at all?
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Suggestions

1. Write out a script to sell your product or service, then practice it on video before you post your
final video. Does this approach work for you? Do you sound believable?
2. Can you tell the difference between INSPIRING someone (to change their emotions) vs.

INFORMING (providing data) and INFLUENCE (moving them to act)?

3. Read on a book on copyrighting. There are many nuances that may apply to your product or
service, including the words you choose and the length of your script.
4. Develop potential bonus items you could offer that may include:

e Transcript — A transcript of your video can be posted online, and the content is great for
SEOQ purposes. It can also be used for people who would rather read, or download the text to
refer to later.

e How-To Manual — You may offer great directions via video, but some people learn through
handouts and diagrams. Think of the pdf with instructions for your video camera —
sometimes you can troubleshoot quicker via a pdf than searching through a how-to YouTube
video.

e Previously Recorded Products — Do you have an older video that would be a good
complement to your newest offering? Include it as a bonus.

e Complementary Gifts - Can you offer a free toolkit, template or starter kit with your
product or service?
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STEP #7: ESTABLISH CREDIBILITY BEFORE
THE SALE

Now that you’ve seen the sales process, I should make a note about what happens BEFORE you even
get an opportunity to make a sales pitch.

YOUR POTENTIAL CUSTOMERS NEED TO KNOW YOU

Generally, we don’t buy from strangers, unless it’s at a street fair or another venue where the goods
are cheap and the confidence level in the seller is low. The same applies to Internet Marketing and
Video Marketing. People need to know who you are before they buy from you, especially if you have
high ticket items. You need credibility.

If you don’t have credibility with your potential buyer, the sales presentation will take a long time to
kick off. They don’t know you, you don’t know them, and until you bridge that gap, it will be very
hard to say or sell anything. So how to you overcome this anonymity?

BUILDING CREDIBILITY

e Testimonials — providing proof that other people know you and your product is important. Post
them on your website.

e Positive Reviews — If you have positive rankings on Amazon, note it on your website.

e Blogs, Videos and Social Media — frequent, consistent postings of your expertise and knowledge

e Word of Mouth — Probably the most powerful credibility building influence. If my friend loves
your product I will too.

o Awards — Recognition for great products and services.

o Numbers — Clients Served, Revenue earned, Money Saved, etc.

These are just a few methods, but these will all show that at least other people like you and think
highly of you!

Suggestions

o Review your social media sites for wording that describes and improves your social media.
e Review and update your website with credibility indicators
e Ask your current clients for referrals and testimonials.
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STEP #8: AFTER THE SALE — COMMUNICATE
AND SERVICE

Your job isn’t over when the customer clicks on PAY NOW. In fact, in some ways, it may have just
begun. Now is the time that you must service the purchase, and video can continue to help you do
that.

Depending on your product or service, you will have to figure out an auto responder routine that still
connects you with the client, but doesn’t annoy them. It’s tricky and it can take some practice. Here
are a few ideas.

1. Closing the Sale — Providing a thank you email, acknowledgement, or gift is critical at this point
to support the confidence your new (or returning) customer has in YOU. Being congratulated on
their smart move of investing in themselves or your product is. “Thank you for your investment
in yourself and we look forward to working closely with you towards success!” To add a
personal touch — include a video in the thank you email. INSPIRE

2. After the Sale — Your customer starts to use your product or service. Continued encouragement
can help. An email, phone call, or postcard can be helpful to touch base and not lose sight of
them and to encourage their success. An email saying, “It’s been 3 weeks since your purchased
SECRET SYSTSEM and we’d love to know how it’s going...” Include a video with helpful tips
on how to use the product.

3. Future Sales - As you support your customer throughout the After the Sale process, it sets the
stage for future sales. If they have high confidence in you and your product, they will return to
you for advice, products, services, or affiliates you may have joint ventures with.

e Helpful Hints / Blogs / Newsletters — If they purchased a product online, the goal is to keep
your list “active” by keeping in contact with them. Show your thought leadership through
video-blogs, Facebook posts, email newsletter and other helpful advice. INFORM

e New Product/ Sales Announcements — Your current clients are the ones that are most likely
to be interested in your newest products. Let them know first about your new products and
give them a special pricing deal for early use. INFLUENCE

Essentially, you spent A LOT of time, money, and effort to earn this customer. Now you must
keep earning them by staying in touch. Video Sales or V-logs can be a great way to communicate
useful information, new product concepts or releases, and keep them connected to your
community.

Suggestions

1. Write / Review your current auto responders for the appropriate language. Are you Inspiring,
Informing, or Influencing them to buy something?
2. Record and attach appropriate videos to your Thank You and other email auto responders.
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STEP #9: UNDERSTAND WHY A SALE WORKS
(OR NOT)

There are many reasons why you might sell — or not sell — to a customer. After my 30 years of experience
in business, | think it comes down to this. A Customer must have the right balance of EMOTION and
LOGIC to purchase an item.

I can remember teaching a negotiations class to college students one time, and we used the book Getting
to Yes: Negotiating Agreement Without Giving in by Roger Fisher. There were many gold nuggets in that
book that applied not only to negotiation, but to understanding another person so you could come to a
mutually beneficial agreement.

Doesn’t that sound like a sale? A “mutually beneficial agreement”?

I will paraphrase one of my favorite lines, but it basically said a good agreement must make good sense
both emotionally and logically. The buyer and the seller both must feel like they got a good deal.

So, I began to wonder if sales are based on a combination of logic and emotion, which may apply to any
product or service. But what is the mix of logic and emotion that leads to a sale — or not?

Well, I realized that we must feel CERTAIN and CONFIDENT that what we are buying will fit our
needs, solve our problems, or fill a gap. If your customer already knows and loves you, they already have
a high level of confidence. But if they are just visiting your store, hearing about you online, or seeing
your promotional email for the first time, they have no clue — and there for no confidence — in what you
have to offer.

Given that | like numbers, charts, and analysis, | thought | would provide some graphs to show you at
what point a product or service successfully SELLS and what point it can go south. This is not an all-
encompassing group of answers, but | think it is important to see examples of WHY your sales approach
can go wrong, so you know how to correct it for the future. Just following the Sales Letter, | provided
may not give you the results you want for all customers. If you can figure out at what point the sale
“went south” you’ll have a better idea of how to correct it.

I am using the following sequence of events, best used in internet marketing, to show you how the sale
begins, succeeds/fails, and continues after the sale.
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1.

2.
3.
4

1.

10.

Stages of a Sale

Stage One:Pre-Sale
Credibility Building — Show that you know what you are doing.

Stage Two: The Sale

Opportunity — “Could you use more cash to pay off your bills”

Story — “Like you, I used to struggle to pay my bills....”

Outcome — “...but [ used a SECRET SYSTEM and I paid off my mortgage in 18 months!”
Outcome Experienced — “By using my SECRET SYSTEM software to budget your expenses,
you simply categorize your expenses into buckets. You’ll put money aside for big and little
things, and it will become a routine in no time.”

Anyone Can Do It — “In just 5 to 10 hours per week, you can learn my software and balance
your budget in no time.”

How It’s Delivered — “The software is immediately downloaded to your computer and you can
start using SECRET SYSTEM today!”

Good Value — “Similar programs are $400, $500, or thousands of dollars! For 3 easy payments of
$29.97, you won’t break the bank.”

Bonus - “And if you order by midnight tonight, your order will get upgraded to Priority Status
and you’ll receive 3 free coaching calls to get you started — a $497 value!”

No Risk - “If you find my SECRET SYSTEM does not work for you, we will refund your money
within 30 days of purchase.”

Why Buy Now — “This SECRET SYSTEM offer is only available to the first 100 customers, so
call now, our agents are waiting to take your call.”

Then the purchase! The combination of emotion and logic is at its height, and the customer clicks the
button, makes the phone call, and provides the credit card number.

Stage 3: After the Sale

Closing the Sale — Congratulations on their smart move of investing in themselves or your
product is. “Thank you for your investment in yourself and we look forward to working closely
with you towards success!”

After the Sale — Your customer starts to use your product or service. Continued encouragement
can help. An email, phone call, or postcard can be helpful to touch base and not lose sight of
them and to encourage their success. An email saying, “It’s been 3 weeks since your purchased
Secret System and we’d love to know how it’s going...”

Future Sales - As you support your customer throughout the After the Sale process, it sets the
stage for future sales. If they have high confidence in you and your product, they will return to
you for advice, products, services, or affiliates you may have joint ventures with.

Copyright ©2016 Judy Ann Michael All Rights Reserved Page 15




There are all kinds of reasons why a purchase happens, doesn’t happen, gets returned, or
doesn’t meet the buyer’s needs. Below I am showing at what point in the process the
system may have failed so you have an idea how to correct it.

Example #1: SOLD CUSTOMER

In this example, things worked PERFECTLY! Their confidence built over time and peaked at the
point of purchase where their confidence (logic and emotions) were in sync and they bought into your
product. They also enjoyed the product after the sale and continued to turn to you for future sales to
meet their needs.

Confidence
Scale:

SOLD CUSTOMER
1(low) to 10 (high)
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Example #2: LOST CUSTOMER

In this example, the potential customer never quite got on board with who you are and what you have
to offer. They knew a little bit about you (see a “1” for credibility on the vertical bar), barely agreed
with the opportunity, liked the story but when it came to your solution (outcome) they just didn’t buy
into it. It probably resulted in them turning off the webinar, not clicking through your website or
deleting your email. If there was a lot of dis-interest, you may need to spend more time building
your credibility and initial sales stages.
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Example 3: REFUND CUSTOMER

There are lots of reasons for a refund. Maybe their emotions got ahead of the credit card limit and it
was an impulse purchase. Maybe they went home, and their spouse had another opinion. For one
reason or another, they want their money back. And some studies show that a refund percentage may
be 10% or more of your total sales, so it is to be expected. But it doesn’t mean they don’t think you
are credible. They may be better suited to lower priced products of yours or may turn to you in the
future.

REFUND CUSTOMER

Story

REFUND CUSTOMER

Credibility
Opportunity
Outcome
Outcome Explained
Anyone Can Do It
How it's Delivered
Good Value
Bonus
No Risk
Why Buy Now
Purchase
Post Sale
Use Product
Future Sales
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Example 4. ANGRY CUSTOMER

There are many reasons for dis-satisfied customers, but ANGRY customers are often the ones where you
can learn from. They are the ones whose expectations of what the product would offer do NOT meet their
experience. Maybe they thought their problems would be solved immediately, the product would be
shipped faster, or be of better quality than they received. There is a danger of them losing their belief in
you and your credibility and hopefully NOT turning to social media to take revenge. This is the type of
customer you want to treat respectfully and offer refunds — and possibly learn what did not fit their needs.

ANGRY CUSTOMER

Story

ANGRY CUSTOMER

Credibility
Opportunity
Outcome
Good Value
Bonus
MNo Risk
Purchase

v
W
o

Anyone Can Do It
Why Buy Now
Use Product

Outcome Explained
Future Sales

How it's Delivered
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STEP #10: CHOOSE THE CHANNEL

Do you have your favorite television channels? Depending on your tastes, you may enjoy sports,
news, lifestyle, movie or other channels. The same comes to video — where will your ideal customer
be most likely to watch your video? Understanding what channel they would most likely use may
influence the type of video you shoot.

There are lots of options to distribute your video, but think about it through the eyes of your potential
customers. Where are they most likely to go to see your type of information?

e Facebook

o Twitter

e YouTube — the 2" largest search engine after Google
e Your YouTube subscription channel?

e Your website or blog

o Linkedin

e Vine or Instagram

o Private Video Platforms -Kajabi or Vimeo

There are lots of options given your “Video Strategy”. Are you issuing daily blog videos, videos to
share on Facebook, or educational fee-basis videos? There are generalities of the type of customers
that visit each channel, but you’ll ultimately choose which one works best for YOUR needs.

It is a good idea to think about your channel ahead of time because it may influence the length of
video you choose to make, the content, and the quality you shoot it in. Ultimately, it may affect the
number of potential customers you reach as well.

Suggestions

e Look at your competitor videos — what channel were they on? YouTube, website, or
Instagram? You may find an “industry norm” that will guide your video shoot and
distribution.

e Post videos on several sites and see which ones get the most views.
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10.

SUMMING IT ALL UP...

STEP #1 - IT’S ABOUT YOUR CUSTOMER, NOT ABOUT YOU

STEP #2 - USE THE RIGHT STYLE OF COMMUNICATION

e INSPIRE - To change the EMOTIONAL state of your audience

e [INFORM - To change the LOGICAL state of your audience by providing new data,
wisdom, or knowledge

e ENTERTAIN - To provide DISTRACTION or amusement from their current state

e [INFLUENCE - To move them to take a specific ACTION

STEP #3 - DESCRIBE YOUR IDEAL CUSTOMER - in detail

STEP #4 - MATCH YOUR MESSAGE TO YOUR IDEAL CUSTOMER

e Background Setting — Are you using your kitchen, living room, a board room, public
park?

e Lighting — What type of lighting would be best for you — or your product?

e Audio — Will your camera’s microphone work or do you need an external microphone?

e Colors — Are the colors you’re using like those in your brand image or product
packaging?

STEP #5: YOU SELL YOUR PRODUCT OR SERVICE - YOU need to match your

message.

STEP #6: FOLLOW THE 10 STEP SALES FORMULA

1. Opportunity — “Could you use more cash to pay off your bills”

2. Story — “Like you, I used to struggle to pay my bills....”

3. Outcome — “...but | used a SECRET SYSTEM and | paid off my mortgage in 18
months!”

4. Outcome Experienced — “By using my SECRET SYSTEM software to budget your
expenses, you simply categorize your expenses into buckets. You’ll put money aside
for big and little things, and it will become a routine in no time.”

5. Anyone Can Do It — “In just 5 to 10 hours per week, you can learn my software and
balance your budget in no time.”

6. How It’s Delivered — “The software is immediately downloaded to your computer
and you can start using SECRET SYSTEM today!”

7. Good Value — “Similar programs are $400, $500, or thousands of dollars! For 3 easy
payments of $29.97, you won’t break the bank.”

8. Bonus - “And if you order by midnight tonight, your order will get upgraded to
Priority Status and you’ll receive 3 free coaching calls to get you started — a $497
value!”

9. No Risk - “If you find my SECRET SYSTEM does not work for you, we will refund
your money within 30 days of purchase.”

10. Why Buy Now — “This SECRET SYSTEM offer is only available to the first 100
customers, so call now, our agents are waiting to take your call.”

STEP #7 - ESTABLISH CREDIBILITY BEFORE THE SALE

STEP #8 - AFTER THE SALE — COMMUNICATION AND SERVICE

STEP #9 — UNDERSTAND WHY A SALE WORKS (OR NOT) - a balance of logic &
emotion

STEP #10 - CHOOSE THE CHANNEL

Copyright ©2016 Judy Ann Michael All Rights Reserved Page 21




My sincerest THANK YOU!

It’s my honor to bring my years of experience to help you be successful. I hope you
will join me in the future training programs. It’s my pleasure to serve you, and if
you need additional coaching or business consulting, please contact me at
Judy@JudyAnnMichael.com
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