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Introd uction

For the uninit iated, the basis of the WIIFM principle acronym is what’s
in it for me. But rather than looking at something from your own
perspe ctive – look through the eyes of your custom er’s. So how do
you do that? Here are seven tips that will help you get very clear on
what your customer’s WIIFM is.

Source: http:/ /ww w.k ris tin aus tin.co m/b log -ar tic les /pu tti ng- the -wi ifm -
pr inc ipl e-t o-w ork -in -yo ur- bus iness/

1. Who does your business talk to?

Take a hard look at how you present organi zat ion /pr odu ct/ ser vice.
Who does it really talk to – them or you?
Look at your touch points (prese nta tions, brochures, website) –
through the eyes of your customer. How many times do you use the
word you and your vs the number of times you use I, we, our, my,
etc. How does your recept ionist greet your customers when they call
or visit. Look t. Make sure the whole experience focuses on your
customers’ needs – not yours.

2. Ask “So what?”

For every claim you make about your produc t/s ervice (fast, cost-e ffi ‐
cient, one of a kind) ask yourself “So what? Why is that important to
my customer?”

3. Use emotions!!

Paint pictures using those emotions. Don’t kid yourself that B2B
buyers don’t buy on emotion. They do – it’s just a different kind of
emotion. They want to succeed, have a bigger staff, be the one who
saved the company all that money, gets that promotion, or just has
less stress or more time with their family, boat, doing the things they
love, rather than stuffing around over a piece of equipment, techno ‐
logy, staff member who’s not performing as promised.

 

4. Use a 2nd set of eyes

Have someone not connected with your business (or industry) tell
you what your product or service delivers and why that’s important to
your customer. This is where external consul tants can really help –
but only if they really understand the WIIFM principle across all (and
not all do).

What In It For Me

5. Test drive your WIIFM message first

Once you know what you really deliver to your customers – try it on a
couple of your best customers. Ask their thoughts and really listen –
people love giving their opinion and they’ll love you even more for
asking.

6. Have one message

Once you’re clear on your WIIFM message, use the same words and
emotions in your brochures, sales calls, website, etc. Tailor it slightly
for each customer – not everyone will have a boat (or a family). Find
out what’s important to them and refer back to it from time to time.

7. Put your customer at the Center of all

Put your customer at the centre of all you do – central to the WIIFM
principle
When you write or produce anything or plan or deliver a presen ‐
tation, pitch or sales call, make sure your customer is at the heart of
it – every time. All you really need to do is think about why your
customer is talking to you, reading your materials or visiting your
site. What are they hoping is in it for them?
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