
 

 

 

 
Positioning to your Niche and Divine Ideal 

Client 

Positioning is a broad term that encompasses how you communicate what you do 
to others so that there is clarity to your message so that your ideal client is “leaning 
in”.  This may be what you say verbally when someone asks you, as well as how it is 
reflected in your various marketing materials.  

Where to Begin 

Of course, the first thing you must do is identify who your Divine Ideal Client is and 
make sure that you have a well documented Divine Ideal Client Profile that can 
help you move into this worksheet.  Without that, you could be attracting the 
wrong client or not attracting anyone successfully due to lack of clarity and 
specificity.  It will also be difficult to fill out this worksheet!  Once you are clear on 
your DIC, then you have a sense of what they long for and how you can truly help 
them.   

Next, Framing Your Unique Compelling Value Proposition 

After you are clear about your DIC, it is important to work on your Unique 
Compelling Value Proposition to this client.  This is really what is unique about you, 
your process, your approach and your philosophy that has you really stand out and 
how you benefit this client and the impact you make on their lives and 
transformation.  Use the “Framing Your Unique Compelling Value Proposition” as a 
guide to help you answer questions and that can help you bullet out and clarify 
your Unique Compelling Value Proposition. 

Your Unique Compelling Value Proposition will be an important precursor to any 
messaging or marketing you do.  This is the foundational backbone for your verbal 
positioning, your Website and any Marketing Materials you are creating. 

Creating your positioning and the answer to the question “What 
do you do?” 

What do you say when people ask what you do?  Most people, when asked “what 
do you do?”, reply with a non-descript job title that is one dimensional in nature 
and often will close down a conversation rather than opening it up.  By being more 
descriptive about what you do – and truly talk about the transformation you 



 

 

 

provide with your work with your divine ideal clients –it opens up curiosity in 
others, particularly if they need your services or know someone that does.  And if 
they don’t?  You know pretty quickly that the person is not interested in talking 
more to you, which is also very helpful, isn’t it? 

The key to talking about the transformation you provide is to be descriptive, 
succinct, natural and authentic.  You want it to roll off your tongue, but not seem 
scripted.  And most importantly, people need to feel your enthusiasm and passion.  
Remember that words only represent 7% of communication.  The other factors of 
communication – intonation, body language, your energy, your confidence – are 
the biggest factors in communication.  Words are important but don’t get too 
hung up on them.     

  Ideally, you should respond to “What do you do?” with a one sentence positioning 
statement that captures: 

1) Who you work with (Your Niche and Divine Ideal Client) 
2) The transformation you provide and the value you bring 

It’s important to have a response to the question, “What do you do?” that has these 
4 C’s: 

• It’s Clear. Your answer should make sense not only to other professional 
coaches or people who understand what coaching is, but also to your 
average Joe who has zero context for coaching. 

• It’s Concise. If you respond with a monologue, you’re going to lose your 
listener’s attention. You should find a way to give people a sense for what 
you do in one sentence. 

• It’s Captivating and Compelling. The idea is to not just spell things out in 
black and white, but offer something alluring that grabs their attention. 

• It Makes Others Curious. Hopefully your listener will say, “Tell me more about 
that,” or “How do you do that?” Or “Tell me more about the people you work 
with.” 

It also should “hook” the person you are talking to (if they are a potential client or 
referral source) to beg the question “really, how do you do that?” or intrigue them 
enough to ask to hear more.  What “hooks” people is usually because it elicits an 
emotional response within them (“Wow – I want that!”) and they truly want to hear 
more.   

 



 

 

 

There are three components you want to craft in preparation to seamlessly and 
successful answer the question “what do you do” and engage someone in dialogue 
about it.  They are: 

1. The Positioning Statement 
2. The Elevator Speech 
3. The Call To Action 

  



 

 

 

The Positioning Statement 

When you are clear about who you want to work with and the value you create for 
your DICs, you are ready to write a one sentence positioning statement that 
answers the question “What do you do?”.  Here is a formula that can help you 
frame this: 

“I help/work with/inspire/teach (WHAT) 

+ 

(my niche/ideal client/a particular group/WHO) 

+ 

achieve/do/become/transform /receive/create (other action word) 

+ 

ultimate value/main benefits/problem you solve (WHY) 

Examples: 

I help successful men who are burnt out reengage with their work so it is fun and 
inspiring again (for a coach who helps men who no longer feel successful in their 
jobs) 

I help women executives overcome their imposter syndrome, get out of their own 
way and step into their full power (for a coach who helps women execs)  

I help entrepreneurs double their sales and referral flow (for a business coach who’s 
focus is the referral sales based entrepreneur who wants to increase their network 
and pipeline) 

I help Microsoft Executives successfully overcome leadership challenges so they and 
their teams thrive (for an executive coach who’s focus is building leadership and 
teams through coaching and training).  

I help family owned businesses create a successful succession plan so their legacy 
lives on (for consultant and coach that works with family owned businesses and 
help create a transition plan and properly prepare heirs for the responsibility) 



 

 

 

I help attorneys of color even their professional playing field (for Executive coach 
that works with attorneys of color to increase their leadership skills, enhance 
relationships with peers and clients, and put them on the partner track) 

I help women going through divorce find autonomy and bliss again (for a coach 
who works with healing from the end of a marriage and helping women reclaim 
their lives) 

I help conscious, passion-driven entrepreneurs create prosperous businesses that 
support their most heartfelt priorities (for a business coach who works with 
business owners) 

One final note about Positioning Statements: you want to make sure that people 
ask the question “how do you do that?” or “that sounds interesting, please tell me 
more” or something along that vein.  If they ask clarifying questions along the line 
of “what is that?”  “What does that mean?” “So is that like xyz?”, that means that 
your positioning statement is just not clear.  Ultimately, you want something that is 
clear and intriguing.  Intriguing, slick or clever positioning statements that don’t 
have a clear message will often backfire on you.   

Elevator Speech 

An elevator speech is a 30-45 second follow up to the positioning statement that 
answers the question “really, how do you do that?” or “tell me more”.  It should 
frame what you do further and how you do it.  It should include the high level  way 
you work, like your process and  the steps you take to help them make this 
transformation, as well as continue to express the value you bring to your clients.  It 
should highlight some of the challenges you help them overcome, and the desires 
that you help them quench through your work together.   

Note: Since this is spoken and should not sound too “canned”, I suggest that you 
really bullet out the main points of what you want to convey in your elevator 
speech rather than write a “speech”. Example: 

If you were an executive coach for emerging women leaders you may have a 
positioning statement like “I help emerging female leaders grow their leadership 
from the inside out and the outside in”.  Here is a sample of what you might say 
when someone gets curious and asks “how do you do that?”: 

• One of the biggest challenges that these women face is themselves.  I see 
this in their 360’s, from talking with their senior leaders and most 
importantly when I talk to them.   



 

 

 

• The first place we start is with a 360 that looks at where they are doing well 
so we really help build their confidence so we can build off of that.   

• Next we will look at the four top areas to improve so we can hone in on what 
will make the biggest impact if they built mastery in those areas.   

• We next spend a lot of time looking at the ways she gets in her own way – 
those voices in her head, the doubts and the way she second guesses herself 
and how it impacts how she shows up. This is the Inside/out piece.   

• As she navigates those changes, she will see a lot of immediate 
improvements and shifts in how she is showing up as a leader and how that 
impacts how she feels in her leadership role.   

• Then we start to look at the 12 core competency of leaders model that I’ve 
created that make the biggest difference in preparing women leaders to 
lead at the highest level of an organization.  This is the outside in piece and 
these 12 competencies help build the foundation for being an inspiring and 
effective senior leader. 

• By bringing both the Inside/out and Outside/in approach, we help build 
confident, successful female leaders who are excited about going to the next 
level in their organization.  

Call to Action 

A Call to Action is essentially what you want to happen as a result of sharing your 
elevator speech.  What would be the next action step with a prospect?  You may 
have several possible Call To Actions, for prospect vs. center of influence vs. 
potential strategic partner.  Examples could be:  

• Set up a time to talk further (or have a breakthrough session or 
discovery session to see if working together makes sense) 

• Inviting them to a workshop, webinar or talk you are having 
• Sending them a whitepaper you’ve written 
• Adding them to your email list to receive your content on a regular 

basis 
• Offering a second opinion (this would be applicable if they need help 

with strategy, planning and many genres of consulting).   
• Asking for a referral 

 

Here is sample language for an invitation for a Breakthrough Session 

“I’d love to invite you to do a [insert name] Breakthrough Session with you.  We will 
spend about 30 minutes looking at where you are, where you want to be and 
exploring bridging the gap between those two things.  If it feels resonant to 



 

 

 

continuing talking about potentially working together to help you bridge the gap, 
we’ll spend another 15-20 minutes exploring what that would look like.  Otherwise, 
I will point you in the right direction.  Regardless, I promise you will get value out of 
our time together.  Would you be interested in setting up a time to do that?” 

Final Words of Wisdom 

Know that your positioning will adjust and shift over time.  The best way to know if 
it is effective is to ask some COIs or clients their feedback (or your coach!).  Notice 
when you are engaging with someone using your positioning statement, do they 
lean in or seem curious to know more?  Or do they say “interesting” and make an 
excuse to get another drink at the bar?  You don’t have to have it perfect out of the 
gate.  Make sure to keep practicing it so when you do have the opportunity to use 
it, it rolls off your tongue with ease.   

 

 


