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DEFINING YOUR VALUE PROPOSITION
PART 3: PROGRAM BENEFITS
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Value Proposition: A brand statement that communicates what 
you do, for whom you do it, and why it’s done, often taking the 

form of, “I help X do X so that X.”

As a coach, your value proposition is the foundation of your business. It captures your 

reason for being while differentiating you in the market, establishing your credibility, 

attracting ideal prospects, and turning strangers into leads and clients. The first step to 

growing a successful coaching business is defining a powerful value proposition.

This guide is Part 3 of that process: defining your program’s benefits.

NICHE MARKET BENEFITS
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1. WHAT YOU NEED TO DO
The third step to crafting a compelling value proposition is to answer the question WHY. 

Why do you solve the problem you do for the market you’ve chosen? What do they—not 

you—get out of it? What are the pains you remove and the pleasures you provide?

This step requires a detailed list of the benefits your coaching offers, which means it’s 

the perfect time to review the difference between features and benefits.

Features are the things your client gets when they enroll, whether that’s your monthly 

sessions or resources or workbooks. What matters far more than features, though, are 

the results or outcomes those features generate—the benefits. That’s what clients care 

about and that’s what you need to understand more than anything else.

The age old example to describe the difference between features and benefits comes to 

us from Theodore Levitt, an American economist and Harvard professor: People don’t 

want to buy a quarter-inch drill; they want a quarter-inch hole.

2. WHY YOU NEED TO DO IT
As Levitt’s quotation shows above, people don’t care about features nearly as much as 

they care about benefits. Yes, sharing the features of your program is necessary, but the 

actual decision to enroll comes from the benefits. Never forget: Client invest in you, not 

because of what you do, but because of what they get out of what you do.

Program Benefits



COPYRIGHT © SAVVYHIPPO. ALL RIGHTS RESERVED.

3. HOW IT’S DONE: PROGRAM OUTCOMES
Uncovering the WHY behind your work happens in two stages and to kick off the first 

we’re going to use the “So that” method. Take in mind the major outcome your program 

delivers, whether it’s growing a business, landing a new job, falling in love, getting in 

shape, etc. Then add “so that” to the sentence and finish the statement.

For example, SavvyHippo helps coaches generate more paying clients “so that” they can 

put their training to use, make good on their investment, change lives, make more 

money, etc. Then, for each tangible outcome, you once again add “so that” and finish the 

sentence. You continue to do this until you get to the heart of the benefit, the emotion 

that’s driving it all.

Continuing with our example, we help coaches enroll more clients so that they can make 

good on their investment…so that they can erase the guilt of spending so much of their 

family’s savings on their own education. “Enroll more clients” is a good start, but it’s not 

the end of the story; it’s only a vehicle to much deeper things. And when you connect to 

those deeper things, you’ll connect with your audience like never before.

On the following page, record all of the surface-level outcomes your coaching program 

delivers. Then add “so that” to each one, and continue to do so until you reach the heart 

of the benefit (you’ll often find an emotion at the end). Work hard to get to that core 

emotion that’s behind it all and you’ll have in hand a list of benefits that connects and 

compels your target market unlike anything else.

Program Benefits
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3. HOW IT’S DONE: PROGRAM OUTCOMES
What specific results does your program deliver? Record them below, adding “so that” to 

each until you reach the emotional heart of the benefit.

Outcome #1:

So That:

So That:

So That:

Outcome #2:

So That:

So That:

So That:

Outcome #3:

So That:

So That:

So That:

Program Benefits
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3. HOW IT’S DONE: PROGRAM OUTCOMES
What specific results does your program deliver? Record them below, adding “so that” to 

each until you reach the emotional heart of the benefit.

Outcome #4:

So That:

So That:

So That:

Outcome #5:

So That:

So That:

So That:

Outcome #6:

So That:

So That:

So That:

Program Benefits
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3. HOW IT’S DONE: MARKET RESEARCH
Now that you have a better understanding of what your program does for your clients, 

we can turn our attention to what matters even more: what they need and want.  It’s 

important to know what your program can do, certainly, but even more important is the 

role it plays in satisfying the desires of your prospective clients.

When a client enrolls in your program, it’s because of the WHY behind what you do, but 

not from your viewpoint (program outcomes). It will come from their own, from their 

beliefs about how your program can help them remove or avoid their pains and keep or 

gain their sought-after pleasures.

Understanding the deep-seated desires of your target market is the key to succeeding as 

a coach. You must know these inside and out if you are to capture their attention and 

drive them to action. How can you effectively market your services if you don’t truly 

understand what your market is dealing with or seeking? How can make the right offer? 

How can you design the right program? Everything in your coaching business stems 

from the true needs and wants of the people you seek to serve.

This step is the hard work that makes the difference. It’s also the step most skip because 

it involves real effort and action. You can’t merely read a few articles or watch a few 

videos. You need to get into the trenches of your market and dig, deep, for the details. It 

takes hard work, but it’s worth it.

Program Benefits



COPYRIGHT © SAVVYHIPPO. ALL RIGHTS RESERVED.

3. HOW IT’S DONE: MARKET RESEARCH
You need to pinpoint two things about your target market: the good and the bad. You 

need to know all of the pain they’re going through as it relates to the work you do. This 

includes every word we use to describe the negatives in life: struggles, challenges, 

worries, concerns, fears, regrets, obstacles, pain. What keeps them up at night? What 

scripts play in their heads every day that drag them down?

You also need to know the positives they want to be, do, or have. What are their goals, 

hopes, and dreams? What do they want more than anything else?

Just like you did with Program Outcomes, you need to dig below the surface for the heart 

of the pain or pleasure. In your research you’ll find many surface pains and pleasures, 

but these aren’t enough. Keep digging. 

A health coach may hear their market say obesity is a common concern, but this barely 

scratches the surface. What would obesity actually mean? How would it affect their 

health, their self image, their confidence, their spouse, their kids, etc. A surface fear of 

obesity eventually becomes a deep-seated fear of an early grave and the regret of 

leaving their family behind. 

The first is a good start, but the second speaks to the truth—and the truth is what 

moves people forward.

Program Benefits



COPYRIGHT © SAVVYHIPPO. ALL RIGHTS RESERVED.

3. HOW IT’S DONE: MARKET RESEARCH
You now know what you need to find. Below is a list of strategies to help you find it. It’s 

not exhaustive, but it will get you started in the right direction.

Study the Market at Large: Go to the top websites, blogs, YouTube channels, etc. that 

serve the people you wish to help and study the topics covered, questions asked, and 

answers given.

Study Colleagues & Competition: Go to the sites of your peers and study their 

approaches, their marketing, and their messaging.

Study Your Audience: If you have one, engage with your current audience or client 

roster to discover the answers you need. Talk with them, interview them, survey them.

Study Social & Groups: Study the comments and questions posted by your target 

market on social media platforms as well as online forums and groups.

Study Industry Resources: Study the journals, books, and guides of your industry to 

learn more about the market you serve.

Study the Public: Go into the public and speak, one on one, with the people you wish to 

serve. Nothing compares to speaking directly with your chosen market.

Program Benefits
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3. HOW IT’S DONE: MARKET RESEARCH—PAINS
Record the struggles, worries, and fears of your target market in the spaces below. What 

do they want to remove or avoid in their lives or the lives of those they love?

Pain #1: 

Pain #2: 

Pain #3: 

Pain #4: 

Pain #5: 

Pain #6: 

Pain #7: 

Pain #8: 

Program Benefits
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3. HOW IT’S DONE: MARKET RESEARCH—PLEASURES
Record the goals, hopes, and dreams of your target market in the spaces below. What 

do they want to keep or gain in their lives or the lives of those they love?

Pleasure #1: 

Pleasure #2: 

Pleasure #3: 

Pleasure #4: 

Pleasure #5: 

Pleasure #6: 

Pleasure #7: 

Pleasure #8: 

Program Benefits
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DEFINING YOUR VALUE PROPOSITION
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With the three parts completed, you now have what you need to create your value 

proposition: a short statement that quickly and clearly communicates what you do, for 

whom you do it, and why. In other words, it delivers a precise message directly to your 

target market, gaining their attention, attracting their interest, and compelling them to 

take action. It’s the ultimate calling card for coaches.

Your Value Proposition

IN THE SPACE BELOW, RECORD YOUR VALUE PROPOSITION
Follow the form: “I help X do X so that X.”



Would you like us to personally audit your 
website and tell you exactly how to improve it?

If you’re a certified coach, you’re in luck.

With our SavvyHippo Website Audit, we’ll review 
every page of your site and return with a 
complete rundown of the good, the bad, and the 
ugly.

We’ll also walk you through the audit live on a 
thirty-minute complimentary video call. This is 
your chance to get expert advice on turning your 
website into a client-generating machine.

Spaces are limited, so if you’re ready to turn your 
visitors into more leads, prospects, and clients, 
click below to claim your audit now.

CLAIM YOUR FREE AUDIT

COMPLIMENTARY 
WEBSITE REPORT

Includes a free Audit 
Report with specific tips 
and tactics to help you 

enroll more clients 
throughout your site

COMPLIMENTARY
STRATEGY SESSION

Also includes a free 30-
minute strategy session 
to review your audit in 
detail and answer all of 
your website questions
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SAVVYHIPPOTM

Free Website Audit

https://savvyhippo.com/website-audit/
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