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DON'T TELL YOUR CUSTOMER IT'S ‘BETTER.
SHOW THEM WHAT BETTER LOOKS LIKE.

AR Vague sounds good. Specific gets remembered. Less
psshae | ~ y
ﬁ#&sr RESULT:

Rishabh, our
headline says:
“Transform Your
Business.’

A better
business.

RISHABH
Marketing Coach

If you can't show

What does What does what the word means,
_\ better look like? growth look like? ' your customer
B e probably can't either.

@ 509 Idea Before / After Example »
Al ﬁ_ A | EEE

“Know which campaigns

“Improve your generate leads, which
leads become meetings,

- n
marketmg. /’ and where conversions

Abstract words make
| customers interpret.

Concrete words help o are leaking.”
- : o D :
customers visualize. REMEMBEE, « Vague « Specific
Hm- CTU-RE » Generic * Visual
| \ CAN P! + Easily forgotten . :Ieg‘lomt:e
kk ) « Actionable )J

\

Don't ask customers to imagine what your claim means. @

elp them see it.
Help Ct’gﬁl&ﬁ.

v
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SPECIFICITY CLEARS THE FOG.

\ The Concreteness Effect: specific messages are easier to understand, opECIFIC

picture and remember. 1DEAS

E MESSAGES = FOGGY WINDOW §

(" What does any of &
oes any o\ﬂth & _

this actually mean? | (G
? | alla\‘m’ .

Transformation

Premiﬁm

bstmct words Why this WOrkS ': @\:‘
| | ———

create fog.
Specific words _ ]
1\ create pictures. = @
‘ : AGUE. Specific Concrete

matian. !:emryl. increases tntust.

—— m——

o FEWER || geaL EXAMPLES szg:‘fs'%ﬁ |

RISHABH - \* g || nssuriv | AREESEER || oW Wit |
.| cueaRer M 0 REM you'RE DOING:

" | If your customer can picture it,
s l they can understand it faster. Cg
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Turn vague claums mta visible meaning.

3/5
MARKETING

/ / WORKBOOK

SME'SsnGE woavs

Ea_‘\\

We offer growth,

remium Solutions,
= petter results and
innovation.

Ask: what does this actually mean
in the customer’s world?

Okay, so instead of
“fast support’
\ _ what do | say?

Show

count or notice.

the change.

H Highlight observable change

Describe what the customer can see,

~

Examples

me one?

. really help!
\ Can you show

7

" Better
onboarding.”

®)

» Vague
* Unspecific

T\
<L

+ Hard to picture
J

“Every new customer
gets a welcome message,

> ‘hext-step checklist and
first milestone within
48 hours.”

Concrete

@ * Specific
9 L

Easy to visualize )

How do | know
if it's clear
enough?

y— ——

Could someone draw
what you just wrote?

-
-
~

‘Iﬂ'lag's Lesso"

Don't just make a claim.
Create a picture in the customer's mind.

CLEARER
WORDS

BiGGER RESULTS:

S
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MARKETING
WORKBOOK

REPI.ACE ADJECT IVES WITH EVIDENCE

1. CONSULTING

Don't just o VS
say you help m CONCRETE 1
businesses grow. “We identi |
We identify where
w_ Show how. “We help leads are leaking || | 4
: between enquiry,
busmesslfs | follow-up, proposal
grow. and sale, then build |

a system to ﬁx
those gaps.”

People don't
remember

‘complete!

“0il, scalp cleanse,
wash and care
routine organised

into a 28-day plan.” |

“Complete
hair-care
solution.”

Be specific
about what you |
plan and when.
5\, That shows .
' expertlse |V T

“Water demand, WTP,
STP, pool, reuse and |
equipment planning |

reviewed before MEP |
and civil decisions |

are frozen.” '

“End-to-end
hotel water
consultancy.”

Show the
actual workflow.
That's what

o, ==
2> 0-8- il

LEAD WHATSAPP  CREATE UPDATE
ENTERS  FOLLOW-UP TASK PIPELINE

‘Superior
quality’ means
nothing unless

“Material grade,
dimensions, testing
documentation and

application requirements

verified before dispatch.”

-\'I.!/:: lo
Y/ remember what

Details turn 0CES
) clai‘:s i:to @ P:ROOF
| credibility. @ xmﬂfs
e i | e Mo oo B of o
salesgess_n ar&fgzpdﬂte tleEipeline auﬂomaticaf!y,“ 3U'|LD TRUST.
Replace adjectives with process, proof, examples
and observable outcomes. CRTY
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IDEP‘RER
suLTS
HaPPlER 5pecmc
T urn one vague claum into a visible result, 6 MEW
” Don't ask cust Y
Don't ask customers ~ 3
to imagine your S.HOW.= -(4)2
meanlng SPC H By eIPful
. C'Flc' H ’
Help them see it. Obse vable, with Proof.
Make your benefit real,
nét vague.
4 My current claim: 2 de e words 3 What do those words
Write the exact benefit or claim insi ﬁctlld"y mean?
you use (e.q., in your website, \ List the words that are unclear, Explain what these words
pitch or ad). N generic or could mean many really mean i your business
7 things (_e.g‘, better, improve, (e.q., better = more leads?
fast, simple). o© faster = in 2 days?).
What observable What number, example or Fb Could someone picture
change happens? process can demonstrate it? || what | mean?
Describe what your customer Add a metric, example, timeframe . X @)
W\ \/ /il actually seey, feel or have or simple process Tﬁat makes If aﬁe;: cus;omzlr r;zadlths, &
© differently after working it real (e.g., 3x more leads, o ;_? al t?’ 0 dearly ~
with you. in 30 days, step-by-step plan). Agpe S

YES
NOT YET

VI eIt
K@%ﬂf‘m vague claim i

Vague version

nto a concrete, visual version.
Concrete version

| O

Find one vague claim
Apply S.H.O.W.

Rewrite it so the customer
can picture it

Turn one vague claim into a visible result.




