
Living Brilliance Mastermind
Module 6:  Branding & Magnetic Messaging 

http://www.shelleyugyan.com/


Branding & 
Magnetic MessagingMODULE 6

Messaging and writing copy is probably the area that people tend to 
struggle with the most, and it’s the most important foundational area in 
your marketing because if you’re not clear on your titles and content, 
then it’s really hard to be confident about what you’re offering to people. 

If you’re not clear on your ideal clients and the thing that makes you 
unique, and if you’re not clear on your offer, then it’s pretty much 
impossible to create a title. All of those things, (having a lack of clarity 
in all those areas) really stops you from marketing yourself effectively 
and it’s probably zapping your confidence too. 

The other important part of messaging that is often overlooked is to 
find a way to describe what you do so it sounds unique, and it really 
pops and stands out and the right people are intrigued and interested! 
You want to create interest and intrigue, but not too much intrigue that 
people are really confused about what you do. 

So my suggestion is to keep this simple, and keep it clear. So many 
coaches will actually not allow themselves to get clear and stay in 
overwhelm and I see it as a form of self-sabotaging. You just cannot be 
successful if you allow yourself to do that. Just make a decision right 
now on your primary target market and how you serve them, and what 
your unique edge will be in the industry. If you don’t know, then get 
together and brainstorm some ideas with your sisters! But don’t wait on 
this - i'ts decision time ☺ 

MAGNETIC MESSAGING



What I invite you to do is to remember what you’re doing this for. 
Remember who you’re here to serve and why you’re doing that. 
 Open yourself up to the flow and trust that the right words will come- 
they don’t have to be perfect, they only need to reach your ideal clients. 
Trust this process. Breathe. 

Please Answer the Following: 

What is the most common problem my highly invested clients want 
solved first? 

When are my ideal clients most urgently in need of my help? 

What problem am I most passionate about helping people solve? 
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What major problems have I struggled with and overcome? 

5. What am I sick and tired of seeing people struggle with? 

7. Am I solving a high-priority problem my ideal clients are aware they 
have and will invest to solve? 
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Whenever you are talking to your audience, you are essentially trying to 
explain to them how to get off pain island and get to pleasure Island. 
You want to really dive into what they think and feel with their targeted 
problem and how they can feel when this is solved and what their life 
will look like. 

You can talk about different parts of this in articles or blogs such as: 

Secrets to get a result
Ways to avoid pain/problems
Signs you have a problem
Steps or strategies to get a result
Biggest mistakes costing them 

What is one article you could write this week ( or blog post) with a title 
above directed towards your target market? Could you use this as 
another opt in? 



INTERVIEW YOUR MARKET

One really effective way to find out the biggest pain your ideal clients 
experience and what they want- in THEIR words, is to interview them 
and record what they say- this is SO amazing for copy! 
I suggest you interview 5-10 people in your ideal client market right away 
and start writing down some of the language and their responses to 
your questions. The best way to find out how to reach your ideal 
clients..is to ask them! 

Here are some interview questions I like to use 
(Make specific for your market): 

1. What are your most pressing problems or concerns right now? 

2. What worries or fears keep you up at night? 

3. If you could wave a magic wand, what would you make disappear 
from your life? 

4. How are these problem(s) affecting your life? Give specific 
examples: a. How do they make you feel? b. How are they impacting 
your relationships? c. How are they impacting your career? d. How 
are they impacting your health? 

5. What are these problems costing you? 

6. Is there anything in your life you don’t have time for, but really 
wish you did? 



7. If you could wave a magic wand and make things better than ever 
[in a specific area] what would your life look like? 

8. Give specific examples of how things would improve. What would 
you do with the results? How would you feel having them? 

9. If you could create the perfect day, with no limits on what’s 
possible, what would you do? How would you feel? 

10. Why is it important for you to improve your life [in this specific 
area]? 

Bonus question: Is there a specific solution you’re craving that you 
don’t see being provided by other people/businesses? 

Now, recording their exact words is very useful and can often go 
directly into your sales page or on your website so recording on 
Skype or recording the call on Free Conference Call is a great 
option here! 

You can post on social media that you are looking to do short 
interviews and perhaps gift the participants with a free session for 
their time (don’t pitch them though please), or perhaps a freebie 
you offer ☺ 



WHY I SUGGEST WRITING 
YOUR OWN COPY

I know a lot of people do not get training in how to write copy because 
they just outsource it, as it can be easier that way. I am going to 
encourage you to write your own copy because especially if you are a 
fairly new coach, it will solidify your message and your voice. You 
must be totally clear about what you are creating and who you are 
talking to. Many times copy writers are not capturing your authentic 
voice and your text will not sound like you. It is better to hire a copy 
writers for large amounts of text once you have been around for a while 
and really know your voice well so that you give them accurate content. 
For now, I get really clear on your message and share it passionately 
with your audience! 

SALES PAGE
I want to talk directly about the sales page because it is incredibly 
important that you are clear, confident, and really talk to the pain and 
pleasure here. 

The sales page is like an anticipated sales conversation. Anything you 
would need to say or explain to somebody in the program, you would
need to say that on sales page in written form. 

It needs to be simple, clear, and compelling. People need to feel 
really clear that this is the next step, whatever it is that you're inviting 
them to take. They have to feel really clear. You want to make sure your 
sales page is thorough and it has to cover everything else and every 
potential concern or question they might have.  



The length of the sales page usually depends on what you're selling. If 
it's a higher price point then you usually need a longer sales page to 
explain the value of it but it varies on what you are offering. You do 
want to try to see what you are staying in the fewest words possible 
though, to make sure people stay engaged and want to keep reading. 

Your story is another important part of the sales page and it's not just 
about talking about you but rather serving your ideal client. Your 
story makes you human and it allows you to be vulnerable about 
challenges you've been through and the passions for why you are doing 
what you are. This allows you to connect on a deeper level with your 
clients. You need to include your background here because that is what 
makes you credible and the expert in what you are talking about. It's 
always a good idea to build your credibility into your story as well! 

Here is an example of my sales page here: 
http://emergingjewel.com/breaking-free/ 

YOUR ABOUT PAGE
STEP 1 

An About Page needs to start with a statement that draws the reader 
in from the get-go and lets them know that you get them, and also
involves a really powerful headline! 

Here are some examples: 

Isn’t it time you + desired outcome 
Wouldn’t it be great if + desired outcome 
Are you ready for + desired outcome  #2: What + when + how 
Business Coach: Direction, accountability and results 



Using only 3 powerful statements to convey your truth is far more 
impactful then paragraph writing and so I invite you to practice using 
this tip. 

For example, what sounds better? 

“ I work with coaches who are stuck in their work with emotional eaters, 
don’t know how to get them unstuck, feel lost at how to engage with 
them and don’t know how to go deeper with clients“ 

VS. 

“I work with emotional eating coaches who are wanting to create solid 5 
figure months, go deeper with clients wanting freedom with food, and 
create ongoing engagement in their community. “ 

From reading this line of copy you can immediately highlight three powerful 
ways in which my work with emotional eating coaches is special. 



In the space below, create THREE sentences that speak to what your 
ideal client wants more than anything else. The purpose of this is to get 
your reader excited and help them see what’s possible for them.  

e.g. 
You want to lose weight, feel great and look hot in your 
skinny jeans again. 
You want to walk into a store, buy anything you like and pay 
for it without having  to try it on (because you already know 
that it’ll fit like a glove) 



Because right now you’re feeling like you will never fit into 
those favorite pair of jeans or be able to shop at your 
favorite store.
You hate going into a store changing room because nothing 
feels good on and you loose confidence each time you do. 

STEP 2 

Now, write 2 sentences that share where your ideal client is at right now 
( so they can see the gap between where they are and where they want 
to be). 

Please Write Below: 

e.g.



A lucrative health business that brings in ideal clients you 
LOVE to work with
A sense of relaxation and satisfaction being able to share 
in a way that doesn’t have you feeling drained with clients
A  confidence in coaching that empowers you to take your 
niche and expand it tenfold using cognitive strategies in 
whatever you do
Abundant, consistent cash flow that allows you to give 
generously to yourself and others
Deep happiness and fulfillment knowing you’re making a 
bigger, more meaningful impact with your gifts
The freedom to let go of worry and stress associated with 
clients not “sticking” to the program
Deep fulfillment and joy because you’re making the impact 
you were born for. 

STEP 3 

Next up on your About Page is to spell out who you work with and the 
outcomes you deliver. 

This is easier than you might think and I'm going to share an example 
below: 

I work with emotional eating coaches to help them have: 

Now its your turn, fill in the blank below: 

As a ______, I work with _______ who want to: 
• _________________________________________________ 
• _________________________________________________ 
• _________________________________________________ 
• _________________________________________________ 



After training over 500 coaches on the cognitive approach, 
teaching the eating disorder practicums at established 
institutions such as: CSNN and IIN, and having witnessed 
hundreds recover with these tools, it’s fair to say I know a 
thing or two about how to teach real recovery when it comes 
to emotional eating.
As the creator of the Problematic Eating for Professional’s 
Course I’ve given over 500 people the confidence, knowledge 
and tools that they need to work successfully and confidently 
with emotional eaters,
Put simply, my clients get results.  

STEP 4 

Your About Page is all about positioning yourself as the expert. You 
want to include a couple really hot paragraphs about who you are but 
you do not want to overdo it here. Its worth mentioning as many do. 

It's great to mention your experience with the gateway problem you are 
solving, and results you have gotten and seen as well as helped others 
receive. Here is an example of a punchy paragraph of my own: 

Now its your turn. Please write below 2-3 short but punchy 
paragraph’s sharing what you do and why you are the expert in your 
field. 



STEP 5 

Next on your About Page is what they get and the call to action. Now 
it’s your job to reassure them you’re the person for the job and that
looks a little something like this: 

When you work with me you get access to everything I know about 
emotional eating, cognitive restructuring, and healing eating disorders. 
As we work together I’ll encourage you to question your own thinking, 
show how to reframe the negative thoughts and patterns of your stuck 
clients, and give you as much tough love feedback as you need to have 
the breakthough’s I know you are capable of. 

By the time our work together is done you’ll be able to attract the 
client’s that want to heal and show up for themselves, be able to 
transform her patterns with food and body image, and have a whole 
heap of tools to choose from so you’ll never feel intimidated by an 
emotional eating client again. 

At this point I want you to write what your clients get from working 
with you in a paragraph below. Feel free to use my template above 
and adjust as needed! 



CALL TO ACTION

Calls to action must come next on the About Page in order to guide your 
clients to their next step on the journey and show them how you can 
help. It starts with a transition sentence that bridges the gap between 
what it’s like to work with me and then the call to action. This does not 
need to be fancy but can start with something like…. 

Grab your... 
Download your... 
Listen to... 
Say yes to... 
Hit this link to... 
Click here to... 

In the space below, please write your transition statement and your call 
to action! 
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MESSAGING WITH VIDEOS

Videos are the most prominent communication will be doing with your 
clients online so I want to touch on them here. They are so important in 
the sales process because they are really about building connections 
which helps your ideal clients see the value of what you’re offering and 
ultimately helps build trust. 

When you're educating somebody with your messaging, it's really about 
raising consciousness and helping people open their eyes to see how 
they need what you are offering and helping them get out of there own 
way to say yes to what they need. On video you can really just be 
yourself and educate in a very natural way. 

Many people use video as a message for their opt in. it is common to use 
a 3 video training series as this free gift so that people really get 
educated on your topic and get to know and trust you in the process. This 
is not a place to give away everything in your program but it should be 
educational and helpful and insightful for he viewer- it should be real 
value. 

The videos give great value and at the same time they build that hunger 
and excitement and connection that is needed for people to be ready to 
invest in your program. 

After the educational videos, then people see your offer video which is 
on your sales page. The offer video of the sales page invites your 
potential clients to take the next step and join your program. This is often 
at the top of a sales page but is not required.  
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Your educational videos need to be designed to create hunger for your offers 
so you need to be really clear what your offer will be on your sales page in 
order to create effective educational videos in your opt in. 

Again, the purpose of your educational videos are to give unique and 
valuable tips. You want to be able to share great advice! Now you will 
share other things in the video other than advice, but you want to have 
one or two really great tips in the videos. And they should be really 
something special! In fact, these tips need to actually be somewhat 
surprising and eye-opening. In other words, they should NOT be 
obvious or basic or common knowledge… you do not want to share 
something that people already know in these educational videos. 

If you share some really great advice people will want more and they 
will believe that you will be offering a lot of value in your program. Also, 
it builds trust in your expertise on your topic is the most important part 
of your brand and your advertising. Your videos should also share how 
and why people struggle with that problem that you are solving. 
This problem should be the most urgent, top of mind, high-priority 
problem that you were subbing for your ideal clients with your program. 
This is your focus here! 

This one problem is the reason why people say yes to invest with you! 
They will commit to your program because they have this urgent 
problem and they need something! You need to raise awareness of it 
in your videos and you want to help people see why they have that 
problem. You also want to increase the urgency of solving this problem! 
You need to show them how it is really holding them back in their life! 
When you increase the urgency of the problem by helping them aware 
of the cost of the problem then they will see why they need your 
program.  And they will understand that there are deeper layers to it 
and underlying causes as well. 
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Your videos must also give clients hope the results are possible for 
them. They should inspire stories of other people who have done what 
you have shared and have transformed their life and got results. Each of 
your videos should share at least one case study of a client that you 
worked with. If you have not had any particular clients you have worked 
with then maybe you are your first case study! 

It is worth getting some practice even if only for this purpose! It's 
important to talk about how you help people transform because that is 
social proof. That's the most powerful way to enroll people to your 
program. 

Your videos need to give people the confidence that results are 
possible for them they can do this. You must speak in your videos to 
help them break through the thought that this may not work for them 
and help them get out of their own way. 

Another important part of the video showing people the danger of 
trying to do it alone. This is really important because the other major 
obstacle you're going to run into people that think they can try to do it 
by themselves first. Of course this is not bad, but it's important to 
educate people about the dangers of it because there are risks and 
dangers associated with this as it can end up costing them a lot more 
time, money and failed opportunity. 

In essence, your videos will show that there is a paved and proven they 
can save themselves time and money with the solution that is available. 

To help educate people about the dangers of trying to do it alone, I also 
like to talk about the mistakes. I would share the mistakes I have made 
myself and how others can avoid those. 
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WHAT TO AVOID IN YOUR VIDEOS

Do not make your videos too technical or academic. You are giving
valuable information and you already are the expert so you don't need to 
try to sound like one. You don't need to convince people about the 
scientific data or why you do what you do. You don't need to teach them 
how to be an expert and you don't need to go into too much depth 
around the technical, academic, or even metaphysical aspects of what 
you do. 

Talk to people like they are your friends, like a real person. Just be there 
for them… You are on their side. And also, do not only share simple 
solutions that do not create hunger for more. You want to teach a 
solution that is a great tip but it is not the complete solution. 

Make sure your teaching tips are connected to your program but not a 
part of your program. Also, be sure to address the pain points and a
pleasure points while you are teaching. 

What are your top 3 take-aways on video here?  Can you put together a 3 
part video series as a powerful opt in to grow your list? Nothing fancy- 
nice light and a clean background with decent sound is all you need! 

What are 3 topics you could teach on that would help your target market? 
Please explain below: 
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BRANDING

Your brand is often defined as a “Name, term, design, symbol, or any 
other feature that identifies one seller’s good or service as distinct from 
those of other sellers.” (Source: Wikipedia). 

But I believe brand is more than that. More than a logo, a brand 
lives and evolves in the minds and hearts of potential clients. It’s a 
fostered set of emotions and ideas consumers associate with your 
company. With the infinite number of choices offered to consumers 
these days, many companies are looking for unique ways to connect 
emotionally with consumers. 

Getting your branding right and having your website illustrate this as 
well as your online presence is absolutely essential. 

But it's also important to understand that being the real you online is 
what people want, it's what they connect with and with they identify 
with. And our kind of business is a personality-based brand, a 
personality-based business. For any small online business, it's much 
easier to sell if there is a personality behind the sale and your 
personality can be any number of different things. 

You could be angry, you could be happy, you could be whatever your 
brand is. Someone who understands this very well is Gary Vanderchuck 
and Tim Ferris. Both of them understand is very well and have a very 
specific brand they put out. I have a different style, I have a different 
personality, I have a different brand. And something that I recognize 
very early on, is that I can only be the best me and so the way I have 
always communicated is the way I would communicate to a friend to a 
colleague and to anyone else.  
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So therefore, your online emails can sound just the same as those 
that you would send to a friend and when you record a video, it can 
sound the same way that you would with friends or family. And 
truly, the closer you can get to the friend you, the mother you, the wife 
you, the more the authenticity comes through and authenticity really 
really sells. It really build her business because what you're doing is 
you're building a connection with your future clients or customers.

The fact is, these days online when you are not authentic, when your 
only operating from the neck up and when you're not congruent, it 
really shows through. There is so much coming through on social media 
that it gets really hard being fake and not being who you truly are so my 
advice is to get comfortable with who you are and get comfortable 
with sharing that. 

When you are writing emails, make them as close to your brand as 
possible… Like you are writing to a friend and be who you truly are all of
the time. Think of your list like an extended family and have them 
feel that way. This is how connection is really made. Your business 
will touch millions of lives and it can start very small and become very 
big sooner than you know it! The more real and personable you are, the 
more your light will be shared and your vision supported. 

 If you look at the way I communicate in the Facebook group and in 
emails it is similar to the way I communicate with you. My brand is that I 
am someone who wants to make an impact entrepreneurs, who wants 
to teach women how to think better in all areas of life from the 
emotional eating spectrum to the coaching world where old ideas and 
beliefs get in the way of real transformational change. I am congruent 
with the message that: if you change your thinking, you can change your 
life. I'm also congruent with the fact that I don't believe in competition 
and I believe every entrepreneur has a voice and has an authentic place 
in this world which is why I opened up the form of public speaking in 
the group.  
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CLIENT AVATAR

So the most important point to remember when writing about your 
client avatar is to put yourself in their shoes.  Before you write your 
emails or make any content, write down 10 ways your program helps 
your ideal client. Push yourself past the symptom element of this, really 
touched base with their dream of life! Think about where they are at the 
point of contact with you, and what they know they are suffering with at 
this exact time. 

Write your 10 program benefits below: 
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Remember your client does not likely remember or know why they feel 
the way they do… So go through the symptoms and let them know why 
they feel the way they do! You then educate them to why they feel that 
way and how you can help. 

So, does your client know he or she has a problem? 

Do they know what this problem is? 

Do they know what will happen to them and five years from now if they 
choose to do nothing? 
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Have you injected your own social proof and your story as well as 
testimonials to your copy? Remember you can get praise from fellow 
colleagues if you do not have testimonials yet! 

Have you used the FAQ section to overcome objections?

Write your FAQ section below… Think of the objections your ideal client 
would have and post them as questions! 

Have you let your clients understand that you really know how they got 
to feeling as bad as they do? (That it is not their fault but that you get it 
and there is a solution! ) 

What do they have to feel to forgive themselves? Write below: 
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AUDITING YOUR BRAND

With the infinite number of choices offered to consumers these days, 
many companies are looking for unique ways to connect emotionally 
with consumers. A brand is essentially a person's gut feeling about a 
product or company. 

So the most important thing to understand about your brand is you 
need to know what your ideal clients really really care about. 
What things are most important to them? Their family life? They're 
working career? Their health? Their peace of mind?  This all really 
matters when you were getting out there talking to your people! 

Write what is most important to your ideal clients below: 

Next, you want to really understand what your clients are challenged 
with. It's really important to find a very specific struggle. So for example, 
maybe they are not healthy because they can't afford to buy healthy 
food, not because they are just not interested in eating healthy. So then 
your solution would be showing your target market the inexpensive 
ways of having a healthy diet. 

What are the specific challenges your target market are facing? 
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What is your target market need? What are their goals and behaviors? 

What does your target market really value more than anything? So for 
me that would be freedom, authenticity, and truth. If someone came up 
to me and said, "I would like to work with you because I can help you 
have more freedom in your life and more time and I can show you how 
to do that in an authentic way", then I would be interested in hearing! 

Please share what your target market values more than anything: 

How will your target market think, feel, and behave when their problem 
is solved? 

What are the benefits and features of working with you?  
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How do you want your customers to feel when they have bought from 
you?  (Do you want them to feel as though they have made an informed 
decision? That it speaks directly to them? That it was their choice?) 

It is important to know who you are in terms of sales and how you 
position yourself in the market this way because it certainly does reflect 
your brand. For example, when I open the doors to Living Brilliance I 
had many other applicants that applied but because they were not a fit 
for the ideal client I was looking for I did not accept the application. I do 
not believe and pressuring someone or coursing them to join any
program. It needs to come from them. Of course, this is different then 
clearing the blockages and having them see what they may not be 
seeing upfront. 

What kind of experience do you want your clients to have? Is it high-end 
and luxurious? Is it grassroots and very down to earth? Is it scientific or 
humorous? For example, my brand with the cognitive approach is a very 
systematic and scientific approach. I have mixed psychology with 
authenticity values. This is my associated brand. You can choose the 
type of experience you want! If you want to high-end client then you 
want luxurious brand. If you want something very simple and true to 
your spirit that that's what you will follow.  
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Please share your Brand Experience Below: 

What steps can you do right now so that you can ensure that your 
customer, when they first signed up, well have a great experience with 
you?   (For example, do you reply to emails right away? Do you have 
certain forms in place to make things easy for your clients?) Please 
share below: 

PRESENTATION
You need to position yourself as the expert in your field and it's very 
important to your brand. You don't need to have the best and fanciest 
website in order to sell online. However, if your website comes across 
looking like it was put together in a day and is pretty low quality, your 
clients made out that you are really an expert at what you do. If your 
images are not clear or professional, this will create questioning for 
your target market. If you're not sharing strong value in the 
marketplace and great content that is clear and concise, you may 
not appear to be someone who is the go to for what your ideal 
clients are really looking for. You want to make sure that you have 
solid content and a professional website in order to attract the right 
people to you. 
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One way to uplevel your brand is to get a professional photo shoot 
done. You can even do this quite affordably if you find students who are 
trying to grow their business in photography and are looking to do 
branding shoots at discount. Getting a few really nice headshot on your 
website and in social media post will really make a difference! 

Also, you want to follow the trends that are going on in the digital game. 
Watch what is going on with designers and artists, and follow the trends 
that are doing really well. If you are not sure about what colors, and 
feelings and textures you want to create with your brand, start 
researching on Pinterest! Look for 4 to 5 colors that represent who you 
are and what speaks to you, as well as pictures of rooms that perhaps 
give the feeling of your brand. You can start by targeting homes and 
looking for living rooms and pick a few that really give the feeling of 
your brand. 

Is this high class? 
Is it clean and clear? 
Is it busy and a bit wild? 

Go do some researching in this area, and have fun! 

Really getting clear on your brand is going to be huge because people 
remember brands when  there is a lot of noise in the marketplace. This 
can be exciting and it should in fact really light you up- it is connected to 
YOU, your purpose and mission on the planet! SO have fun with it!! 
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