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If you are the type that reads the manual, start here and follow the helpful stuff I have crammed into this 

guide.  

If you are not, the bit you want to fill in is in Sheets 6 & 7 and, if you are really going for it, Sheets 8 &9. If it 

doesn't work out you can always come back and start here :) 

If you have a printer, print out all the sheets 1-9 and lay them out in the order shown on the next page.  

If you don’t, read everything from your screen and, as long as you have a pencil and some paper and can 

draw a simple version of the map layout, you are good to go. 

Some people want to sell more, and some need to sell more. This map and others in the series are for the people who need to sell 

more and will make the effort required. A lot of people I meet have great products and services but they just don’t sell enough.  The 

biggest challenges they face are; 

•  Difficulty attracting enough people to the business 

•  Spending too much time with the wrong people 

•  Failure to develop and nurture people's interest. 

•  Inability to close enough deals. 

Successful businesses need to overcome these challenges to beat their larger competitors. They need the same mix of skills, process-

es, technology, and financial stability but have fewer people and fewer resources. Successful businesses need to be agile and smart to 

get the job done, they need to get more value from every pound spent.  This value is often reduced because of; 

• Poor understanding their marketplace, customers, and competitors 

• Underdeveloped products that don’t quite fit customers needs and wants. 

• Sub-optimal communication including questions, messages, and proof points that don’t quite hit the mark. 

• Not building and developing an effective sales funnel to convert leads into sales. 

This is the second  in a series of maps and guides designed to help normal people with little or no sales and marketing experience sell 

more by helping themselves get the important things right and avoiding the most common mistakes. They are based on a career in 

sales and marketing with blue chip companies and several of my own businesses. I have taken world class techniques and approaches 

and, I hope, demystified them so you get great results without the fancy words and long drawn out processes.  
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Giving customers what they want is key to selling more. In the noughties, I worked in a large IT business that ruled the database mar-

ket. We faced competition from another well known IT business that was trying to get a foothold in our marketplace. They were as 

cheap as chips, so we needed to offer something more compelling to the customers. 

We looked at our marketplace and products and matched them up.  The results were spectacular; we closed more than $ 200m with 

one campaign generating $47m of leads by the end of the financial year. 

You can do the same with this map. It helps you compare what you think customers want with what you do in a simple visual way. It 

helps you see the world from a customer’s viewpoint and match your products and services. It’s the start of building a better custom-

er understanding and development of products that match their needs and wants.   

Lay the map out on a table or flat surface like this  

Sheet 1 
  

Selling more, simply 

Sheet 4 
  

Customer map item descrip-
tions and coaching questions 
to help you complete sheet 6 

Sheet 5 
  

Your business map descrip-
tions and coaching questions 
to help you complete sheet 7 

Sheet 2 
  

How to use the map 

Sheet 6 
  

Customers map for you to 
complete 

Sheet 7 
  

Your business map to com-
plete. 

Sheet 3 
How to use this map 

Sheet 8 
Notes and actions 

Sheet 9 
Winners and what you do for 

them 

You can see customers on the map are all different and probably don’t all have the same business objectives, problems and don’t do 

things the same way. Real-life is just the same, and you will sell more if you treat people differently. For example, you would not treat 

Steve our plumber and Dave, our IT specialist the same way and expect it to work out well. The Customers map helps you identify what 

you think they try to achieve (Gains), the problems they face (Pains) and how they do it (Jobs).  
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On the “Your business” side of the map, we have some different businesses. Businesses offer products and services that help custom-

ers achieve goals and eliminate problems. They do this in different ways, and this creates a choice for customers. This map helps you 

look at your product and services and how they help customers achieve goals (Gain creators) and how they eliminate problems (Pain 

relievers). The closer the fit, the more you sell.   

 

The layout compares what customers want with what your business does and makes it simple to look for where you match customer 

wants and where you don’t.  There is a notes space on sheet 8 and a small action plan. They are there to help you jot down discover-

ies and a prompt to make a plan to exploit them and strengthen your products and services. 

When you fill in the map, I recommend you use either 

• Index markers – best option because they are so each to move around. One point on each tab. The ones I use come 

from Tesco https://www.tesco.com/groceries/en-GB/products/260881376, but others are available on Amazon, go for 

the tabs and markers but not the flags. 

• Or a pencil and rubber – Not quite as easy but still good.  

Start on the customer sheet (Sheet 6) Have a look at sheet 4 and away you go. 

• Start with jobs or gains 

• Just pick one job or gain 

• Think about the pains that they experience 

Then list your products and services on the my business sheet (Sheet 7) Have a look at sheet 5 then 

• List your products and services 

• Match gains with gain creators 

• Match pains with pain relievers 

Do you have some good matches? I hope so. Are there gaps? Probably, if there are make a note of them and work out a plan to fill the 

holes. 

The map shows how what you do matches what customers want, based on your knowledge and understanding right now. It needs 

some testing.  

Do some market research, test your theories with real people and see if you got it right. Don’t be disappointed if it isn’t, build your 

knowledge, go back to the map and do it again. If you persevere you will get to a point where you have a near-complete understand-

ing of customers, an even better product and, best of all, you sell loads more. 

https://www.tesco.com/groceries/en-GB/products/260881376
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Jobs are the things your customers 

try to do in their work or private 

life. A customer job could be the 

tasks they are trying to perform 

and complete, the needs they are 

trying to satisfy or the problems 

they are trying to solve. Answer 

these questions to get started 

• What tasks are your cus-

tomers trying to perform in 

their work or personal life? 

• What functional problems 

are your customers trying 

to solve? 

• Which job is most im-

portant to your customer?  

• What are the steps to 

achieving this job? 

• What does your customer 

need to accomplish that 

involves working with oth-

ers? 

Gains are the results and benefits your customers want to achieve. 

Gains include goals, targets, functional gains, social gains and emotional 

gains.  Ask yourself these questions to get started 

• What do customers dream about? 

• What do customers want most?  

• What do customers want to avoid most? 

• What motivates customers in business and private life? 

• What would make your customers’ jobs or lives better? 

Pains are anything that annoys, challenges, or limits your customers 

when they are doing a job. Sometimes pains stop them from getting a 

job done. Pains include, lack of skill, lack of resource, lack of process, 

and lack of knowledge. Ask yourself these questions to get started 

• What stops customers from making the gains they want to 

make? 

• What things keep customers awake at night?  

• What are their key issues, concerns, and worries? 

• What are their frustrations, annoyances, or things that give them 

a headache? 

• What common mistakes do customers make? 
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Product and services are what you 

offer customers to help them do 

jobs, achieve gains, and reduce or 

eliminate pains. 

Make a list of the products and 

services that you offer. Typically, a 

product is a tangible thing that you 

want to sell. Customers can touch 

it, feel, and smell it and, often, it’s 

value is easy to see. Services tend 

to be intangible and are more diffi-

cult to market as you need to make 

their value obvious and clear to 

customers. 

Gain creators are features of your products that create customer gains. They 

are the reason your product produces the outcomes and benefits that cus-

tomers need and want, including functional and social gains, positive emo-

tions, and cost savings. Ask yourself, how do your products and services 

• Help customers make the gains they want. 

• Help customers achieve more with less effort. 

• Make customer’s work or private life easier?  

• Make savings In terms of time, money, or effort. 

• Do something your customer wants a lot? 

Pain relievers are features of your products that relieve customer pains. 

They eliminate or reduce some of the things that annoy, challenge, and 

limit customer’s ability to make the gains they want. Ask yourself, how do 

your products and services 

• Remove frustrations, annoyances, and other things that cause 

pain? 

• Help your customers sleep better at night?  

• Address critical issues, reduce concerns, or eliminate worries? 

• Produce savings? In terms of time, money, or effort 

• Make your customers feel good? 
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Action Who 
Target  

Date 
Done 
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What you do for customers is a short statement describing how you help them do jobs, achieve gains, and reduce or eliminate pains. 

Try using this format to get started 

I/we help (Customer description) who want to (Customer gain) by increasing/ enabling / a positive effect (Customer jobs) 

For example “We help business people who want to (sell more) by (attracting more customers, picking winners, nurturing their inter-

est and closing more sales)” – Simon Hale & Associates  

Do you have some customers who spend more with you than others? Have a look through your sales and see if you can spot any 

shared characteristics, things like 

• Demographic information, such as gender, age, marital status, income, education, and occupation. 

• Geographical information such as towns or counties. 

• Psychographics, such as social class, lifestyle, and personality traits. 

• Behavioural data, such as spending and consumption habits, product/service usage, and desired benefits. 



Smarter entrepreneurs make more money because they  

•    Have excellent business ideas! 

•    Make smarter plans to turn great ideas into an effective strategy 

•    Action their plans skilfully with flair and commitment 

•    Just keep getting better, smarter and smarter as they develop 

We help entrepreneurs get twice as smart with our online business advisory. The first SMART is firmly based on values, spe-

cific, measurable, attainable, relevant and time-bound.  

The second SMART comes courtesy of our experience serving organisations from the largest to the smallest and starting sever-

al businesses in the services sector. We have made the mistakes already, so you don’t have to. We have learned hard lessons, 

and so you can learn the easy way. We have the techniques, skills, processes, mindset and can help you discover them too. 

Get SMARTer with our continuous improvement process. Discover how you can improve each element of your business each 

time you take action. 

help@smarterentrepreneurs.co.uk 

www.smarterentrepreneurs.co.uk 


