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BASED ON INFORMATION FROM PENG JOON

Objective: 

To help business owners refine 
their offers by identifying key 
transformations, addressing 
client objections, and enhancing 
the overall experience to create a 
compelling, value-driven journey 
for their clients.



There is no relationship between being 
"good" and getting paidé

There is a huge relationship between 
getting good at marketing and getting 
paid."

- Peng Joon
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Å The top 3 (4) money-making subjects

Å The 2 major things that most people 

get wrong

Å   The 4 main ingredients in the 

   òWindow of Opportunityó

Å What to really focus on

Å The big BUTS, and how they are actually opportunities

Å Key important things to know

Å If time, powerful exercises





THE TOP THREE MONEY-MAKING SUBJECTS

1) HEALTH

2) WEALTH

3) RELATIONSHIPS

and a new oneé

4) ARTIFICIAL INTELLIGENCE



BASIC THINGS THAT MANY 
GET WRONG - 1

Being a generalist is a major mistake 

- generalists are generally broke,  being 

broad and general weakens youé

Being a generalist in terms of who you market to means that you focus on a broad audience 

or multiple target markets rather than specializing in a specific niche or demographic. Instead 

of tailoring your marketing efforts to a single group, such as a specific age range, industry, or 

interest, you develop strategies that appeal to a wider variety of audiences.

For example, a generalist marketer might work with different industries or sectors 

(e.g., health, tech, education), or they might create campaigns that are designed to resonate 

with a broad demographic, such as all age groups or geographic regions.



CONS OF BEING A GENERALIST
 



ÅLess Personalization : Broad marketing may lack the specific 

targeting that resonates deeply with particular niches, which can 

result in lower engagement or conversions.

ÅDiluted Messaging : Trying to appeal to 

everyone can lead to generic messaging 

that might not stand out to any particular 

group.

ÅCompetition : Generalist marketing may face stiff competition 

from specialized brands or marketers who focus on a specific 

audience and can create more targeted, compelling campaigns. 

CONS OF BEING A GENERALIST
  



NARROW DOWN! 

AKA NICHE DOWN

òSPECIFICITY SELLS.ó

- Peng Joon
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PROS OF NARROWING DOWN

1. Clear Messaging:

When you focus on a niche, you can craft highly 

targeted messaging that speaks directly to that 

audienceõs pain points, desires, and interests. This 

leads to a clearer, more compelling marketing 

approach that stands out to the people you want 

to reach.



PROS OF NARROWING DOWN

2. Higher Conversion Rates:

Niching down often leads to better conversion 

rates because your products, services, or 

marketing campaigns are designed specifically for 

that audience. When your message aligns with a 

focused groupõs needs, they are more likely to 

trust you and buy from you.



PROS OF NARROWING DOWN

3. Reduced Competition:

In a broad market, you're competing with many generalists and 

other businesses trying to appeal to a wide audience. Niching 

down helps you carve out a space in the market where thereõs 

less competition, allowing you to dominate your specific segment 

more easily.



PROS OF NARROWING DOWN

4. Expert Authority:

When you specialize in a niche, you can position yourself as an 

expert or authority in that area. This credibility attracts people looking for expertise, 

which is more difficult to achieve when you are spread across various markets 

or audiences. 



PROS OF NARROWING DOWN

5. Stronger Customer Loyalty:

A niche audience is more likely to become loyal customers 

if they feel that your business truly understands and serves 

their specific needs. This can lead to longer-lasting relationships, 

repeat business, and word-of-mouth referrals.



PROS OF NARROWING DOWN

6. Efficient Use of Resources:

When you market to a niche, your efforts are more focused 

and efficient. You donõt need to spread your marketing budget 

thin by trying to reach everyone, and you can allocate your 

resources more effectively toward campaigns that yield better results.



BASIC THINGS THAT MANY GET WRONG - 2

There is no strategic advantage to being the cheapest 

or even the 2nd cheapest in the market.

There is a big advantage in 

being the most expensive. 

òItõs your duty to charge premium.ó 

ð Peng Joon



BASIC THINGS THAT MANY GET WRONG

The perceived value tanks, and you attract the most 

grumbling bargain hunters. 

Clients who are focused on getting 

the lowest price tend to have the 

highest demands and can be more 

difficult to work with.



BASIC THINGS THAT MANY GET WRONG

Higher prices boost emotional investment, and 

you get more commitment.

Clients who pay more for services 

often value quality, trust the 

professionalõs expertise, and are 

less likely to micromanage.
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HOW CAN I GO DEEPER INTO MY MARKET, SO I 

CAN NARROW DOWN MY OFFER, TO RAISE MY 

PRICES AND SELL EASIER?

Explain your products and services to

the AI, and ask the question.

Example: I'm a life coach and my audience 

is anyone who needs help in life. How could I 

go deeper into my market, and narrow down 

my niche, and even attract higher-paying clients?



CRAFTING YOUR OFFER

Four main ingredients in the 

Window of Opportunity:

Å PROBLEM INTENSITY

Å INVESTMENT CAPABILITY

Å ENGAGEMENT POTENTIAL

Å TRENDING



CRAFTING YOUR OFFER

PROBLEM INTENSITY

How severe are the challenges your 

audience faces? What keeps them 

awake at night, and why could solving 

this mean everything to them?

Use AI to find their Pain Points.



CRAFTING YOUR OFFER

INVESTMENT CAPABILITY

Can your audience afford the solution

youõre offering?

How can your solution become a 

no-brainer for them?



CRAFTING YOUR OFFER
ENGAGEMENT POTENTIAL

Consider the places they frequent, 

both online and offline, and how you 

can position yourself 

to catch their attention.

IG, YT, FB, X, TT, LI, Reddit, 

Associations, Groups?



CRAFTING YOUR OFFER

TRENDING

Is your market growing or shrinking?

If growing, how can you stay ahead of

the curve? 

Ask AI re both of these things.



WHAT TO REALLY FOCUS ON
Many marketers focus on the 

features in their offeré

ébut for most audiences, 

features are truly secondary to

the benefits, results, and the 

transformation that they want to 

experience or achieve. The latter 

is what they care about.



WHAT TO REALLY FOCUS ON
For your products or services, 

Make 3 columns:

1) The features

2) The benefits of each feature

3) The result or transformation

Can ask AI for ideas



THE BIG BUTS AND HOW TO USE THEM
Once youõve started to get an idea of 

how youõre going to recraft your offer 

Think of the journey for the 

transformation and list all possible 

objections or hesitations that your 

audience could have ð the things 

where they might say, òIt sounds good, 

BUTéó

e.g. òI want to lose weight, but I donõt have time to 

exercise.ó



THE BIG BUTS AND HOW TO USE THEM

COMMON BUTS:

1) Not having Time or Money

2) òDonõt know howó

3)  òI donõt want to have to learn 

more thingsó

4)  òItõs too complicatedó



THE BIG BUTS AND HOW TO USE THEM
1) Not having Time  or Money ð show 

convincingly how your solution will save them time, how 

you can save them money, and even how much money 

theyõd lose if they donõt use your solution

2) òDonõt know howó ð show them that they wonõt 

need to know how as youõll hold their hand 

3)  òI donõt want to have to learn more 

thingsó ð think of viable DFY solutions to give your offer 

even more value

4)  òItõs too complicatedó ð show how youõll make 

it super-simple for them



THE BIG BUTS AND HOW TO USE THEM
Link each to an opportunity to add value to your 

offer

One workable and effective way is to look at 

how you could add a huge increase of value by 

solving some of these as DWY or DFY

DWY costs more, DFY costs even more

Ask AI for ideas for this and for objections

https://chatgpt.com/g/g-uUj3llE0t-sales-coach-pro

https://chatgpt.com/g/g-uUj3llE0t-sales-coach-pro


IMPORTANT THINGS TO KNOW

4 things that entrepreneurs and 

companies don't want :

1. They do not want to learn something new

2. They do not want to have another thing to do

3. They do not want to train somebody in their 

business to do something more

4. They are not interested in 900 plus features

- Frank Kern



IMPORTANT THINGS TO KNOW

There are 4 types of people in sales:

a. Only want it if itõs free

b. Cheapo people ð who only buy it 

if itõs cheap

c. People willing to invest a fair fee 

d. People who are willing to invest a premium 

amount for the best



IMPORTANT THINGS TO KNOW

a. Itõs VITAL to believe in the value of your offer

b. You have to change any mindset that sales is 

some kind of sleazy thing, to the mindset that 

sales is serving and helping

c. You have to be prepared to help them change 

any self-limiting mindsets

d. Facts tell, stories sell

e. People buy based on emotions, and justify it 

with logic



IMPORTANT THINGS TO KNOW
e. People give much more credence to what others 

say about you, than what you say about you

f. Scarcity and urgency sells (but must be real)

g. Use comparative value - position your 

offer next to a higher priced one to make it appear 

more affordable

h. Ignorance is the most expensive thing in life 

(taxes 2nd) - not knowing how to generate one million 

dollars a year is way more expensive than learning how 

to do it.

 



IMPORTANT THINGS TO KNOW

Å Showing off  with complex terms ð 

causes a disconnect and you cease to 

communicateé

ÅInformation alone is not enoughé 

    can you add community coaching or

    accountability?


