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Testimonials
Element 15:

Testimonial (or Case Study)

A testimonial is a quote from another person about your work. A
case study can be, in one form, a more complete, long-form
testimonial.

    Name:

    What it is:

    Why it’s Important:

A third party speaking positively and honestly about your work can
do a lot to build trust. 

    The Spiritual Work It’s Doing:

It can echo and empathize with the client's point of view more
strongly. It helps to both weave a larger container of trust, and it
brings in the reinforcement that it's not just the client, but others as
well who have trusted you and they’ve actually received help from
you.
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    How You Create It:

A testimonial is powerful when it includes the full name/identifier,
and even a photo, of the person giving the testimonial. It also can be
powerful if some honest pre-purchase skepticism is included.

Here are questions to ask to generate strong testimonials:
1.What did you most like about the product or service?
2.What were your perceptions before you started the product or

service? Did you have any hesitations?
3.How has that perception changed?
4.What was your experience with <your name> as the facilitator?
5.What were the three biggest results or benefits you received

from this offer?
6.Would you recommend this offer/person to others? To whom,

and why?
7.Do you have anything else to add?

When asking these questions, you may well want to follow up asking
for more detail. Often people will answer in more general terms, and
by following up they will often provide way more detail than even
they thought they had. The more they talk about it, the more they'll
be reminded of other things.

Asking, "Anything else?" or "Is there more?" after they've answered a
question can help to generate more details that can be really
helpful.

You can take an interview like this and make it into a more complete,
longer case study testimonial, that details someone's journey from
their original struggle, their finding your work and any initial
skepticism or hesitation, through their experience of working with
you, to the results they saw from that work.
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   What to Watch For:

Testimonials can be too general or bland, and so are not as useful.
That doesn't mean you shouldn't use them, if that's all you have.
And, the more specific a testimonial is, the more powerful it can be.

  If You Don’t Want To Use It:

You don't absolutely have to have testimonials. If you're new and
haven't had clients yet, or haven't gotten around to acquiring any,
it's okay to not have them. 

If you’re shy about asking for testimonials, then it is more than worth
it to get through that shyness because the good words of people
who like you add a lot. Honestly, folks who have liked working with
you are almost always delighted to give them

   Where it goes and why:

The most powerful way to place testimonials is when they echo what
is being said in the copy.

For instance, if you're describing in the Deliverables that the live
calls are meant to be safe spaces where sharing is encouraged and
healing happens, ideally you would have a testimonial from a
previous participant that goes right after that description that
affirms that experience from their perspective.
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    Example:

From our Learning Community sales page, right under a section
where we mention the Remembrance calls.

From our Marketing to Strangers sales page, right under a section
about spiritual teachings in the context of marketing.



Testimonials

Element 15

    Example (cont):

From our Learning Community sales page, a more general “case
study” version of a testimonial, using video in this case. Note: this is
a screenshot, the video doesn’t play. To see it on the page, go to
https://wwww.heartofbusiness.com/community



Unique to your offer
Element 16:

Unique to your offer

If you generated questions or concerns that are specific to your
offer that aren’t addressed by any of the other Copywriting
elements, you can create an element for each one.

    Name:

    What it is:

    Why it’s Important:

There are sometimes aspects of your work or your offer that aren't
covered by the standard copywriting elements already listed. In that
case, you will want those aspects addressed to help the reader feel
safe.

  The Spiritual Work It’s Doing:

It depends to some extent on what the topic you're addressing is. In
all events, it's adding to safety and connection. 

    How You Create It:

Using the approach taught in Class 5, you'll want to discover the
questions and concerns people might have that you would not
always think of. Once you have the topic identified, you write a
section to address those concerns.

Some people use an FAQ approach to these topics, especially if
there are several. Others just create a separate element that fits in
seamlessly.
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    What to Watch For:

As with other elements, you don't want to explain anything at a
practitioner level. Instead, remember what you learned from the
Your Approach or the Deliverables elements about explaining
enough to help them feel safe.

    If You Don’t Want To Use It:

If your offer doesn't have a topic like this, you can ignore it. If you
discover later that there is one, usually because a potential client
asks you a surprising question, you can add it at that time.

    Where it goes and why:

There is no one standard place it goes, although they do tend to go
lower on the page because these topics usually have to do with
something unique about your approach or your context, so they
often appear near the About You, or Your Approach elements.
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    Example:

From our Marketing to Strangers sales page. Spirituality can be a
sensitive and important area of concern, so I almost always include
a section about our approach to spirituality on our sales pages.
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    Example:

(cont) This section appears just below the one above. I not only
explain my approach to spirituality, but also my particular lineage.
Not all unique issues require this extensive an element


