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T H E C U R I O U S L I F E . O R G

One big exception to this unspoken and totally natural rule, though, is when 

you’re studying your niche for opportunities.  (Your niche is who you define 

as the type of people that you work with.  This worksheet assumes you know 

who this is, but if you don’t yet, fear not!  It’s a great opportunity to play 

around with some ideas of who your niche may be).  

The truth is that unless you understand the problems and frustrations that 

your target audience would like to solve, they won’t have a compelling 

reason to work with you or engage with your content.  The challenge that 

most people run into, though, is that even if they know their niche’s problem, 

they’re communicating to them in a way that doesn’t connect to what they’re 

currently experiencing.  This is where this cheat sheet comes in.  

We’ll take a peek at how you’re currently structuring your messaging and look 

at a different way of doing it that is both subtle and critical, which will make 

all the difference.

WE USUALLY AVOID  
FRUSTRATION AT ALL COSTS.
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1. Who You Work With

Defining your niche is key to standing out in a larger market.  Generally, the narrower your niche, the 

wider the opportunity. Succinctly articulate what your niche is below in 2-3 sentences.  

2. How You Help Them

When you’re finished working with a client within your niche, what do you do for them?  Describe your  

typical A to B client journey.  If you have an already-established elevator pitch, use it here.
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3. What problems are people within your niche currently dealing with?

4. What makes them angry? (like, reeeeally angry)

5. What overwhelms them or has them feeling like a failure?

6. If a genie could grant ONE wish for them, what one thing would they like 
to solve that is getting in their way?  (other than time and money)
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Compare this to what you answered in the first two questions and ask yourself: 

• Is there an experiential gap between what you’re offering and what they’re 

frustrated with?   

• Is there some sort of “industry speak” in your first answer?

• Are you speaking too far from the “future,” where everything is totally resolved 

and perfect, rather than from what they’re arm-wrestling with right now? 

If so, what you may be marketing to is their ultimate pain point, but not the desired 

outcome around their current challenge.   

Here’s an actual “real life” example of what I mean:  A client’s ultimate pain point was 

that they want to have more financial freedom and fulfillment in their careers.  Their 

current challenge, however, was that they were overwhelmed by the number of new 

social media platforms they wanted to market themselves on, but didn’t understand.

This dissonance is created because, as an expert, we sometimes tend to speak from 

a point that is reached much further along in the process, which causes us to seem 

unrelatable.  The solution is to connect their current frustrations and challenges, and 

bridge those to their ultimate pain points.

Here’s something useful to remember:  Your clients don’t want you to give them 

what you know they need, they want you to give them what they want.  

Meeting people where they are by acknowledging these real-life irritations is key to 

having your messaging resonate with your ideal audience.   

And by resonating with them where they presently are, you’ll be in a prime position 

to support them in resolving that ultimate pain point, after all.

THESE ARE WHAT YOUR CLIENTS  
ARE ACTUALLY STRUGGLING WITH.

http://www.thecuriouslife.org/
http://www.thecuriouslife.org/



	Button 2: 
	Button 3: 
	Text1: 
	Text2: 
	Text3: 
	Text4: 
	Text5: 
	Text6: 


