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Chapter 10: Brand “You”

Talking About Yourself
In addition to the various ways you’re marketing yourself in print and
online, keep in mind that face-to-face conversations are a powerful way
for people to get to know you and your business. It’s not enough to just
put out your shingle; you need to identify what sets you apart, what
makes you essential to your prospective clients.

Get in the habit of telling everyone you know about your business.
Call or send notes to your family, your friends and social network,
colleagues from your last job, your doctor, lawyer, accountant, and
anyone else with whom you have a connection. It doesn’t have to be a
sales pitch. Just tell them, “Here’s what I’m doing these days. If I can be of
service to you, I’d love to talk. If you know of someone who could use my
services, I’d love for you to put us in touch.” There is no need to apologize
for contacting them or to be modest or self-effacing about your expertise;
learning how to feel comfortable telling people about what you do is
simply part of being in business.

You may be surprised to find out that people don’t always understand
the full range of value you can offer to your marketplace. It’s easy for your
prospective clients to put you in a niche, so take advantage of that to
highlight what is most memorable and relevant to them. The cover for this
book was designed by Eric Boelts (www.brainbolts.com). I recommend
him to people who need a beautiful book jacket, even though this is just a
very small part of what Eric does and who he is. While I may never need
the full range of Eric’s services, I enthusiastically refer people to him and I
expand his reach even further. As you talk about yourself to prospective

clients, be sure you give the other person a way to remember you the way
you want to be known. Even if that person doesn’t have a need for what
you do, he may know other people who do.

Eventually, you’ll find that most of your business comes from word of
mouth and from your reputation. In the beginning, however, you must be
the one who gets that word-of-mouth marketing started. The following
are tips for getting people to talk about you and your business.

 Develop a memorable and descriptive ten- or fifteen-second
introduction. (See the section below, “So, What Does Your
Company Do?” for more on this.)

 Focus on benefits and results, not features; talk about what
happens after your clients have worked with you, not just what
you do.

 Keep track of how new clients hear about you, and adjust your
marketing accordingly.

 Become active in any professional associations you join.
Membership alone is not enough. Contribute your skills in an area
that’s particularly valuable to the group.

 Remind your clients that you appreciate their referral of
colleagues to you.

 Find local groups that interest you and where your clients may be.
 Develop a handout or brochure you can offer people –“Six

Questions To Ask A Fitness Trainer” or “Ten Tips For New
Adoptive Parents.”

The Art of Schmoozing
Small talk doesn’t come easily for us introverts, and the thought of

chatting with perfect strangers fills our hearts with dread. But even those
of us who use the grocery store self-check line in order to avoid unneeded
conversation with a cashier can learn to become more comfortable talking
about our business and ourselves.

A book that I’ve found tremendously useful in this regard is Debra
Fine’s, The Fine Art of Small Talk: How to Start a Conversation, Keep It
Going, Build Networking Skills—and Leave a Positive Impression. Fine is a
naturally shy engineer who taught herself how to become a comfortable
conversationalist. She shares her tips in this book. She followed that book
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with another, The Fine Art of the Big Talk: How to Win Clients, Deliver
Great Presentations, and Solve Conflicts at Work, which takes you from
the one-on-one conversations to speaking in settings where there’s more
at stake.

Whether you’re promoting your services at an exhibit booth,
attending a local professional association meeting, or just chatting with
someone at a meeting, learn about the other person before you start
describing your own business. Ask problem-seeking questions to identify
ways you can best meet the person’s needs. If you’re a professional
organizer, ask how they stay focused during the day in spite of Facebook,
e-mails, phone calls, and the web. If you offer math tutoring, ask how
their kids are doing in school and what their biggest challenges are.

As difficult as it is for me to strike up a conversation with a stranger, I
had one of those “aha moments” when I realized that most other people
are equally shy and are delighted when they find someone willing to listen
to what they have to say. The following are reminders that can help you
when you’re faced with a roomful of people you don’t know.

 Be enthusiastic.
Use your face and body to show emotion and to indicate that
you’re interested in the conversation. Show that you’re
passionate about what you do and that you love working for your
clients. (And if that isn’t the case, think about refocusing your
business on a client base and the type of work that you do love.)

 Be courteous.
Obviously, you don’t arrive late, leave in the middle of a
presentation, or engage in antagonistic conversations. Listen at
least twice as much as you talk.

 Make yourself memorable.
Know how to tell a story about your business in a way that makes
it easy for listeners to describe your business to others. Think of
three words or phrases that connote your value and that you
want other people to remember when they think of you.

 Perception is reality.
Act self-confident even if you don’t feel that way, and eventually

you’ll start feeling as self-assured as you act. Have a firm
handshake, smile, and make eye contact with the people you
meet.

“So, What Does Your Company Do?”
When someone asks you what you do, do you freeze up or start

stammering? You need a concise, memorable response prepared for all
the times when you’re asked about your work. This is sometimes called
your “elevator speech.” Why? Imagine stepping into an elevator with your
biggest prospect. She turns to you and asks, “So, what exactly do you do?”
You have fifteen seconds—the time it takes for the elevator to let her off
at the twenty-fifth floor—to describe yourself in such a way that she
immediately understands why you’re exactly who she needs right now.

Give your elevator speech some careful thought, keeping in mind that
everyone you talk to is a potential client or referral source. Paul and Sarah
Edwards, the authors of a number of books about home-based
businesses, describe a useful formula for developing your fifteen-second
introduction. The template they use is this:

“You know how [describe typical clients’ problem]? Well, I [solve
problem] by [doing this].”

For example, “You know how frustrating it is when you have to make
a strategic decision without all the information you need? Well, my
company helps you make better decisions by providing you with insight
on your competitors.” Or, “You know how hard it is to care for elderly
parents when you don’t live nearby? Well, I coordinate local care for my
clients’ loved ones throughout the Puget Sound area, and consider each
one to be part of my family.”

I like this formula because it helps focus on the benefits you provide
to your clients, rather than simply describing what you do, and it keeps
the entire description to ten or fifteen seconds. Keep the following in
mind as you work on your personalized version of the answer to, “So,
what do you do?”

 Avoid industry jargon or buzzwords such as “solutions.” Word of
mouth travels a lot farther if people outside your field understand
and can describe to others what you do.
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 Keep it short. They’re asking you for a reason to use your services,
not to hear your life story.

 Make yourself recession-proof. What are your clients’ critical
needs—things they view as essential, not just nice to have?

 Focus on benefits that provide clear added value. Offer services
that your clients can’t or won’t do for themselves and that
enhance their bottom line or the quality of their life.

 Make sure you can deliver your introduction with enthusiasm. If
you’re excited about your business, others will be as well.

 Practice your fifteen-second introduction with everyone you
encounter and watch their responses. If you get a blank stare,
well, you just learned one way not to describe yourself. Keep at it
until you’ve found a few intros that feel genuine, you can say with
passion, and that the other person understands. Everyone can be
part of your word-of-mouth network if you learn how to
effectively convey why people love your product or services so
much.

# # #

Sound interesting? You can buy The Reluctant
Entrepreneur through Amazon at owl.li/yVLdM


