
Sales & 
Network:
Your Ideal 
Customer

Now it is time to turn our attention to really getting inside the head and heart of your ideal 
customer.  As we said before, understanding why people buy - and more specifically - why 
people will buy what YOU are selling - is core to developing a profitable business model. 
 
So now is your chance to really dig deep and get clarity on what kind of product or service your 
client is clamoring for....and will pull out their wallet and pay you for...since making money has to 
be a priority if you are a business owners.   
 
Even if you have an incredible product or service, if you don't know how to package it, promote 
it, talk about it and sell it, you will not connect with your ideal customer, and they will not buy 
from you.  You have to know how to speak their language and demonstrate to them that your 
product or service is tailor made for their "tribe."  (if you don't know what this means, watch 
Jessica's video on this Module’s webpage) 
 
Today’s exercise below will help you define who your ideal customer is.  This will lay the 
groundwork for tomorrow’s exercise, which will involve learning who your main competitors are 
and how your most successful competitors are already marketing to your ideal customer.  

Who is My Ideal Customer?

As business owners, we must know how to describe what we are offering in a way that makes it 
crystal clear to our ideal client the benefit they will receive from buying from our business.  One 
of the biggest mistakes we can make is focusing on our own expertise, background, reason for 
launching, processes or deliverables when we should be making our offering irresistible by 
focusing on the benefits to our clients or customers. 

People buy because it satisfies one or more categories of basic human needs. One of the best 
methods of defining these needs is through Maslow’s hierarchy of needs. Humans pursue these 
needs in order, and when one level of needs is met, they move on to the next.  

Maslow’s Hierarchy of Needs

    1. Biological and Physiological needs - air, food, drink, shelter, warmth, sex, sleep, etc.

    2. Safety needs - protection from elements, security, order, law, stability, etc.
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    3. Love and "Belongingness" needs - friendship, intimacy, affection and love, - from work 
group, family, friends, romantic relationships.

    4. Esteem needs - self-esteem, achievement, mastery, independence, status, dominance, 
prestige, managerial responsibility, etc.

    5. Cognitive needs - knowledge and understanding, curiosity, exploration, need for meaning 
and predictability.

    6. Aesthetic needs - appreciation and search for beauty, balance, form, etc.

    7. Self-Actualization needs - realizing personal potential, self-fulfillment, seeking personal 
growth and peak experiences.

    8. Transcendence needs - helping others to achieve self actualization.

You need to understand two things in relation to Maslow’s Hierarchy. 

First, what needs do your products or services really meet for your ideal customers?  If you are 
offering great skincare, you might be appealing to their Aesthetic Needs, but possibly also 
Safety needs, if you sell a great sunscreen product that will keep them from getting skin cancer.  
With organic products, you could also be satisfying Biological and Safety needs, as well as 
Esteem or Aesthetic needs.  See how that works? 

Second, knowing where your ideal client is on this Hierarchy will give you powerful insight into 
how to package, describe, market and deliver your products or services.  Also, understand that 
people don’t have any interest in the higher levels of the Hierarchy until their basic needs are 
met is also important to understanding what they will buy and why.  So if you are selling luxury 
goods, you are taking to a very different demographic than someone selling mass-products, low 
price clothing to Walmart customers.  Knowing where your clients in on this Hierarchy will keep 
you from accidentally turning them off because you misunderstood what motivates them to buy.

You will have a much easier time marketing your offerings if you understand what needs you are 
satisfying for your ideal clients. It will help you focus your wording and messaging much more 
effectively.

This exercise will help you define your ideal client. You’ll also define your true value proposition 
to your clients or customers and create powerful strategies for engaging your ideal 
demographic.

EXERCISE:  

1) Answer as specifically and in as much detail as you can the following questions.  Use a 
separate sheet of paper for this so you can write as much detail as possible:

  
a)  WHY will they buy from me instead of my competitors? 

 
b)  What makes what I offer different, unique, special and/or disruptive in my industry?
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2) Write out what needs on Maslow's Hierarchy your offering satisfies or appeals to in your 

clients.  Get super clear on this.  Think about who your ideal client is and where they 
likely are on the hierarchy.  Write out exactly what needs you satisfy and how that 
benefits your clients. 
 
 
 

3) Write out what you are offering and why it is something people would want.  Take 30 
minutes this week and write uninterrupted.  You can take more than 30 minutes if you 
like. Ask yourself:  What are the benefits to my potential (and ideal) clients/customers if 
they bought my product or service?  How will it improve their lives, relationships, 
happiness, health, etc...   Get really, really specific about all of the many benefits. Make 
sure you are focusing on the benefits to your clients instead of describing the products or 
processes/services you offer.  This must focus on the why a client would pay you and 
trust you with their money.  
 
 

 
 
 

4) If your business model requires that you partner with or collaborate with other 
businesses, repeat step 3, but this time focused on the benefits to that potential partner.  
How will it help their business, staff, clientele, bottom line, reputation, brand, etc. Get 
really specific about all of the many ways potential partners or collaborators will benefit 
and why they will be really happy they entered a relationship with your business. 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Once you have completed this process, you are ready for the next step: learning as 
much as possible about how to stand out from your competitors.  We will see you in the 
next lesson!
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