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EPISODE 4: HOW TO SELL WITH CONFIDENCE
with Maria Ross
Marke=ng for Crea=ves Show
at IntNetworkPlus.com
Announcer:
Turn your hobby and freelance work into a proﬁtable business! Make your marke@ng easier
by applying the strategies of experienced entrepreneurs and have more @me to do the work
you love. You are listening to the Marke@ng for Crea@ves show with your host Marina
Barayeva.
Marina Barayeva:
Hi everyone, this is Marina Barayeva. And welcome to another episode of Marke@ng for
Crea@ves show. In this episode, we gonna talk about how to sell with the conﬁdence.
Let’s think for a moment: Do you like selling? Maybe. But more likely no. And you’re not
alone in that. I was in that situa@on too. It was so diﬃcult to talk about the packages I had,
bargain and lower the prices for clients, and it was a horrible feeling when you talk to the
person, spend a lot of @me of explaining everything, and then they say ‘No’ or even worst
they just disappear.
Have any of those situa@ons happened to you? It took me @me to learn everything, but you
are more lucky because today we have the special guest who will help you to learn how to
sell with the conﬁdence and how to get prepared for the sales so you will feel more
comfortable in that.
And, by the way, if there are any topics that you would like me to cover in the next episodes,
just send me an email to marina@intnetworkplus.com, and it will get right to my inbox.
Now let’s welcome our guest today Maria Ross.
Maria is a brand strategist, author, speaker, and actress.
She is founder of marke@ng and branding consultancy Red Slice where she helps
entrepreneurs and small business owners to diﬀeren@ate their businesses, clarify the goals
and develop a marke@ng strategy.
Before crea@ng RED SLICE, she craWed branding and marke@ng strategies for Silicon Valley
start-ups, global soWware ﬁrms, Internet companies, and consumer businesses.
Marina Barayeva:
Hi, Maria. How are you today?
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Maria Ross:
I’m good. How are you?
Marina Barayeva:
I’m doing excellent. It’s good to have you on the show.
Maria Ross:
Thank you so much for having me. I’m honored.
Marina Barayeva:
Maria, some of our listeners don’t know you yet. Please tell us a li+le bit about yourself and
what you do.
Maria Ross:
Sure. I’m a brand strategist, an author and a speaker. My company is called Red Slice. I help
solopreneurs, startups and small to mid-size businesses tell their brand’s story and ar@culate
their values so that they a+ract the right clients, they stand out from the crowd and they can
grow their business and do more of their good work in the world.
My main website and blog is red-slice.com.
Marina Barayeva:
Woohoo! We’re going to get more sales, going to get famous today.
Whatever you do, if you want to make money and grow your business, you need to start
selling. That’s a hard part for many people. Why do you think that it’s so hard for crea@ves to
sell their art or services?
Maria Ross:
I think sales gets a bad rap because we’ve all seen really bad sales pitches and really pushy,
decep@ve salespeople.
The fact of the ma+er is if you’re going to do any marke@ng or if you’re trying to amplify
your work in any way and build an audience, you have to promote your message. You have
to let people know that it exists and know what it can do for them.
When you look at sales through that lens of communica@ng the value of what I do so that I
can reach the right people who need what I’ve got, it takes the pressure oﬀ of, “I don’t have
to be pushy. I don’t have to be this way.”
I really have a very strong value that marke@ng should be used for good rather than evil, and
that when you market and sell, it’s not about lying to people. It’s not about forcing them into
doing something. It’s about eleva@ng the truth of your story so that the right people can ﬁnd
you and beneﬁt, and if you’re not right for them, then that’s okay too.
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I think that a lot of @mes and a lot of my clients for sure who are in very crea@ve professions
oWen, get hung up on, “I don’t like self-promo@on,” or, “I don’t like being pushy.”
But we live in a very noisy world and there’s a way that you can do that. There’s a way that
you can sell and promote and let others know about your work that has style, grace, and
that respects the @me and minds of the people that you’re trying to reach.
That’s what I help my clients do is build a brand strategy and build a brand and a message
that really communicates the value of what they do so that at the end of the day the sale is
almost an easy thing to ask for.
Marina Barayeva:
Now we need your help too. Can you give us advice how to sell what you do without being
too pushy or self-promo@onal?
Maria Ross:
Absolutely. I’ll share four @ps with you today, but behind all of that is just having the
conﬁdence and clarity of what you oﬀer.
When I work with clients, I help them build their brand strategy ﬁrst so they’re not going out
there performing random acts of marke@ng. They’re actually very clear on their message, on
their value, and on who they’re talking to.
Some@mes we tend to think everyone is our audience and everyone is not a market. Really
honing in on your ideal client and customer who genuinely needs what you have. I say needs
meaning they might want what you have, it’s not necessarily a requirement but they’re
looking for the value that you provide.
The ﬁrst @p I would add is like I said, underlying all of that is having the conﬁdence and
building a strong brand strategy ﬁrst so that you know what you’re trying to say, who you’re
trying to say it to and how you’re trying to say it. What’s your brand’s personality and your
vibe?
When you have the conﬁdence in that brand strategy, you can then go forth and make the
right marke@ng decisions and the right sales decisions.
One of the ﬁrst things that I always talk about with people is that you need to be
consulta@ve. Sales is not about pushing a message down people’s throats. Step back, stop
pitching and just discuss their goals.
Be generous with your guidance, with your connec@ons, with your resources. You don’t
want to work for free all the @me because that sets up a very nega@ve brand percep@on that
cheapens your work but you can always oﬀer teaser advice. That’s why content marke@ng is
so wonderful.
If you have a blog or YouTube channel, you can oﬀer advice and cura@on around your ﬁeld or
industry that’s really valuable for people and they can get a taste of what you have to oﬀer
before you ask them for a sale.
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It’s really about being consulta@ve. I always like to tell my clients think of it as a
conversa@on, not a sales pitch. Genuinely be curious about what that person needs and
what their goals are.
Marina Barayeva:
How do you develop this conﬁdence? It’s okay to say, “You need the conﬁdence.” But if I
don’t have it, what should I do?
Maria Ross:
Psychologically I’m not sure what you can do there, I can’t speak to that but how I help my
clients build their conﬁdence is that you have to be clear on your message. That’s why
before you go out there trying to promote, take some @me to build your brand strategy.
•

What is the value that I oﬀer?

•

Who do I serve?

•

What is my brand voice and personality?

Ninety percent of conﬁdence is knowing what you stand for and knowing what you’re out
there talking about. If you’re changing it depending on every person that you’re talking to
and you’re not really clear, you’re out there like, “Well…I can’t really explain what I do. It’s
kind of hard to explain.” Uh-huh (nega@on.)
You’ve got to prac@ce. You’ve got to get back to building the strategy of what beneﬁts do
you provide, who cares about those beneﬁts and how are you going to craW your brand
voice and your personality.
A lot of the conﬁdence comes from just trying to ad hoc think of things in the moment. You
really have to be clear and consistent on your message, and that will give you the conﬁdence
to say, “I know I’m reaching the right people because I know this is what they need, and I
know that I can oﬀer this to them.”
The other part of that is really just to prac@ce and be very cumbersome of focusing on the
value that you oﬀer. It’s not about you, it’s about your customer or client.
What do they need? What can you do for them? That’s why this @p of being consulta@ve is
so important because it takes the emphasis oﬀ you and it focuses it where it should be,
which is on them.
Marina Barayeva:
You talk a lot about consulta@on and prepara@on. For many people, sale is the ﬁnal step
when you get money and give the product or service.
What do you put in the prepara@on or consulta@ons or talking about your service? How
should we prepare this sales process?
Maria Ross:
That’s where all these four @ps come into play.
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The ﬁrst one is be consulta@ve. The second is to ask ques@ons and be curious. If you’re
selling to an audience and you’ve never talked to them about what they actually want and
need, you need to go back and do some research and talk to some of your ideal clients and
customers and say, “What do you need?”
You’re doing this podcast and I’m sure it’s a result of you talking to diﬀerent crea@ve
entrepreneurs and saying:
•

What do you want to hear about?

•

What’s important to you?

•

What do you struggle with?

Then you build the oﬀering, you build what you’re crea@ng to suit their needs. But you’re
very clear on the fact you’re talking to crea@ve entrepreneurs and then you’re going to go
out and talk to some of them and ask them ques@ons about what they want and need.
That’s part of the prepara@on. It’s not just about what you think they need. It’s ﬁnding out
from them in their own words what they need.
Showing empathy is really important. Pugng yourself in your customer or client’s shoes:
•

What might prevent them from buying from you?

•

What obstacles stand in their way of becoming a fan or purchasing your products or
services?

If you can think about things from their point of view, you can then create a sales process
that removes those obstacles and can help them get to purchase with you faster.
They’ve done studies that show that empathy is actually the number one trait in successful
salespeople. It’s not being an extrovert, it’s not being pushy, and it’s not being an eloquent
speaker.
It’s really about being consulta@ve and showing that empathy and seeing things from your
customer or client’s point of view.
Finally, this is a really important part of the prepara@on is networking. I know people hate
that word again because they have nega@ve connota@ons of networking but you need to get
out there and network with people for the simple fact that people need to know you exist,
that your oﬀerings exist, that they add value, and this is what they look like.
This is how you start those warm conversa@ons with people, when you’re able to be in a safe
environment where you’re not selling to people. They’re just gegng to know you and
gegng to know what you oﬀer.
You never know where those connec@ons could lead. They could either be poten@al clients
or customers for you or they may know someone who’s a good poten@al client or customer
for you.
Going back to what we talked about, that’s why it’s so important to be clear on ar@cula@ng
your value and who you serve. Then those people that are going to refer you know exactly
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what to say and look for. Like “Oh? You need this? I know the perfect person who can help
you,” or, “I know the perfect thing that you need to buy to solve that problem.”
But when you’re confusing and you’re muddy with your message, people don’t know what
to make of you and then they don’t know how to refer you because they don’t understand
what you do.
You need to be very clear about what you do and use that back to them. When you network,
you are able to… You can network with people you like. You don’t have to network with
people you don’t like. You network online, oﬄine, we’re networking right now because you
reached out to me and found me through someone else that we both know. There are lots
of diﬀerent ways to network.
If you approach networking as something fun, not how many business cards can I collect but
as, “I’m going to go and be generous and share my value with people. If I connect with a few
people at this event or in this group, that’s great.” You don’t have to turn everybody into a
sale.
The more that you can network and build that awareness with people who get to know you
at a very in@mate level, the more likely they will be to either buy your products or services
or recommend you to other people.
Marina Barayeva:
We talked a lot about our prepara@on, searches, knowing your ideal client, but are there any
@ps or what we can do with a person who we talk to, how to prepare the person for the sale
itself?
Maria Ross:
I think that’s where you have to be consulta@ve. It has to not be, “I’m going to go into this
mee@ng with everything I want to say to this person.” It has to be, “Let’s talk about your
needs. Let’s talk about your goals. Let’s talk about what you’re looking for.”
Then you can tailor the conversa@on if it’s a good ﬁt to showcase where you shine, what you
can oﬀer and what you can contribute.
If you go in with a prepared script, “This is everything I’m going to want to say to you, I’m
not going to let you get a word in edgewise,” then you’re never going to make a sale that
way because people want to know that you care about them and that you’re there to solve
their problems.
Going in to ask for that sale, whether it’s in a mee@ng or whether it’s through a series of
emails. Maybe you’ve set up a marke@ng funnel with emails and you’ve ﬁnally proven your
value and you’ve listened and now you’re gegng ready to ask for the sale. By the @me you
ask for the sale, you should have all the informa@on you need. Again, it should be a
conversa@on.
If it ever feels like it’s completely out of the blue that you’re asking for a sale, you’ve
probably not done enough prepara@on or enough listening or enough consulta@on with that
person.
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Marina Barayeva:
We had the conversa@on. We talked to the person. We put the eﬀort to him or her and we
hope that person will buy from us.
What if they say no? For some people, especially crea@ves, when they hear no, it may feel
like a personal rejec@on. How do you deal with that?
Maria Ross:
Flat out, you can’t look it as a personal rejec@on. They might not need what you have or
they might think they don’t need what you have. They’re not rejec@ng you. They’re rejec@ng
the oﬀering.
Unless you were really obnoxious and maybe they are rejec@ng you (laughter.) But again, if
you’re consulta@ve, listening and showing empathy, they shouldn’t get that impression.
Yes, ini@ally they might say no but you need to be prepared, like I was talking about empathy
before, what are some of the objec@ons they might have and be prepared to respond to
them.
If someone says, assuming you’re talking to the right person, “No, I’m sorry. I just think your
product or your service is too expensive and I don’t have a need for it right now.” Maybe you
have to show them what they’re losing in money by not inves@ng with you, which could be
far more than what they would spend or what they could poten@ally save by working with
you.
Maybe you have other tes@monials ready to say, “You know what? Some of my past clients
have ini@ally had that objec@on and they took the risk and they ended up gegng these
rewards out of it.”
That’s why things like tes@monials and social proof are so important because you can have
those speak to the objec@ons that people have.
You need to get behind the No. What is it behind the No? Is it the money? Is it that they
don’t see it as a priority? Is it that they’re looking at another op@on and you’re diﬀerent and
you need to point out how you’re diﬀerent?
All of that can be ascertained through the conversa@on. That’s why it’s not just, “No.” “Okay,
thank you. I’m going to go away now.” You have to get behind that. “Talk to me about what’s
preven@ng you. You said your goals were X, Y and Z. This oﬀering solves X, Y and Z. What is
causing you to say no? Is it that you don’t have the budget? Is it that you don’t have @me? Is
it that you’re looking at another op@on?”
Then you can start to speak to, “Here’s how we’re diﬀerent and here’s how if you ﬁnd the
budget, you’re going to end up saving money.”
There’s no script for all that. You just have to be an inves@gator and ﬁgure out what’s behind
that No.
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Marina Barayeva:
That’s really good advice, to go behind the No and look deeper at why they’re saying no.
That was one problem. There’s another problem, which many crea@ves face. Some@mes it’s
hard to sell because people enjoy doing their work. If you enjoy doing something, you would
do it for free.
What do you do? You really want to work on the project, not even because of money but
because it’s something new, interes@ng and they let you create as you wish.
How do you ﬁnd that balance between selling? You want to work. You want to get money.
How do you sell your work without undervaluing it?
Maria Ross:
You have to look at a couple of things. One is what you charge says something about your
brand. It’s an adver@sement for your brand. If people ﬁnd out you’re giving away your
products and services, that’s how they’re going to value them, that they’re not worth any
money.
That said, the types of clients that you accept will also say something about your brand and
they’re going to be a marker for other people of the caliber of person that you work with.
Yes, you want to do the work but you also have to run a business. You have to decide if this
is a hobby or if this is a business. If this is a hobby, give your work away all-day long. That’s
not a business. Don’t pretend that’s a business.
If you have a business, you need to make the business healthy so that you can con@nue
doing your work for other people.
I always tell people if you’re going to give you work away for free and then no longer be able
to do that work anymore, you’re not serving people because now you’re bankrupt. Now you
can’t do that work for people anymore. Now you have to go get a job at a carwash or
whatever it is you have to do.
You have to think about what’s going to enable you to sustain the business so you can
con@nue doing your good work in the world.
That requires thinking about money and thinking about proﬁt in a healthy, responsible way.
No business can stay in business if they’re just giving away services for free.
Yes, ini@ally you might want to take on some free clients to get a porkolio, to get
tes@monials, but at some point, you have to decide what problem are you solving and what
is that worth for people.
That’s why iden@fying your ideal client is so important because you can’t be charging a ton
of money to somebody who can’t aﬀord it or inversely you can’t say that you’re targe@ng
luxury buyers if you’re pricing something too cheap. They’re not going to think it’s valuable
for them.
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You have to know your market and know where you ﬁt but understand that pricing is a
brand decision. I’ve wri+en a lot of blog posts about this, that when you decide to price your
products and services, you are making a brand decision because you are segng an
expecta@on that this is what this oﬀering is worth.
If you want to you can say, “I take on one pro bono project a quarter.” I know lots of
company owners that do that, where they want to give back to the community and want to
use their skills to do it.
I’ve done pro-bono work for non-proﬁts before. But I don’t do it all the @me. I have to s@ll
balance that with what is the money coming in? What do I need to sustain the business?
What do I need to go another year and con@nue doing this work for people so I can help
more people?
Marina Barayeva:
That makes sense.
For example, if we’ll talk about you. You are in branding and marke@ng and you are also an
actress, which are diﬀerent things.
Maria Ross:
That’s a sideline hobby. That’s not something that I can make…
Marina Barayeva:
That’s exactly what some people face because for some people they have a full@me job and
their crea@ve side is a hobby. Or some crea@ves focus on their business but they want to
expand it to something else, like to get the second part.
When they sell their work, service, whatever, how can they combine those two parts? How
can they sell without confusing people?
Maria Ross:
You have to build that into your umbrella brand.
For me, I’m a storyteller. That’s essen@ally what I am. I help people tell their brand’s stories.
Ac@ng ﬁts into that because I’m a storyteller on stage. I’m an author. I tell stories on a page.
It all ﬁts together.
But even if it didn’t ﬁt together, that could just be some interes@ng aspect of my brand voice
or unique factor that separates me from all the other people that do what I do.
I think you’re confusing hobbies with business. I know ac@ng is my hobby. I’m not doing that
as a profession. I know lots of other working actors that are doing this as their profession so
they’re not going to work for free. I do independent theatre for free when I have @me. But I
don’t do it at the sacriﬁce---
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I’ll give you a perfect example. I had the opportunity to be in a play last July and I had to turn
it down because I got oﬀered a conference keynote. Conference keynote is paying me. The
play is not (laughter.)
While I would have loved doing the play, I have a business to run, I have bills to pay.
Some@mes you do have to make those hard choices. But when I have @me and when I have
bandwidth, I’m able to do that.
I’m able to bring in my experiences as an actress into my work because I write blog posts
about ac@ng, theatre, entertainment, and what I’ve learned doing that work. It adds some
dimension and ﬂavor to my brand voice.
You don’t have to mone@ze every hobby that you have. This is what I always tell people. You
can bring that in and fold that in. My friend Mellissa Cassera calls it swirling. Swirling that
into your brand voice so you’re not just the brand strategist that talks about marke@ng
branding, you’re the brand strategist that’s also an actress in her spare @me.
You can bring so much uniqueness and ﬂavor to your brand voice and ﬁgure out how to
parle that experience into something of value for your audience.
Clearly, for me anyway, that sideline adds value because I’m comfortable on stage, so when I
do a keynote, I’m a good speaker. It adds value when I write messaging for clients because I
can think crea@vely, I can bring the storytelling aspect for it.
Anyone that’s got that sideline passion or hobby, ﬁgure out if it actually adds to the paid
work that you’re doing and if not, if it’s totally out there. Let’s say I was a model train
aﬁcionado, maybe that can be something interes@ng I could talk about in my blog posts
about things I’ve learned from going to model train conven@ons.
I don’t even know what that would be but you don’t have to deny that part of your
personality. You just have to make a decision of if it’s part of your core business or not. If it’s
not, how does it add some ﬂavor and personality to your core business?
Marina Barayeva:
What about those people, let’s take an example. She works as an accountant and she
designs some clothes at home. She wants to turn this design part into a business, and then
she goes networks and talks about herself but people know her as an accountant, not as the
fashion designer.
Maria Ross:
That’s where you have to pivot your brand and you have to decide, are you serious about
building that business? Are you going to put that accoun@ng work away?
Eventually you can start talking about it as something that you do on the side and if it gets
big enough then you’re no longer talking about yourself as an accountant, you’re saying, “I
do this.” And you get known for that.
But it’s not something that happens in one day. You have to be out there, mee@ng people
and saying, “Yes, I’m an accountant but on the side what I’m really passionate about is
designing clothes.” And you build that up.
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It’s not mutually exclusive. In that scenario, it’s not like forever she’s only ever known as an
accountant and she can never change that. It’s how you are going aWer building your
business, what you’re serious about doing versus what you’re doing as a hobby, and how
you choose to go about talking about that value.
Where are you going to talk about it? If you’re going to accoun@ng conven@ons and you’re
trying to talk about your design business, that’s probably not a good idea.
If you open up an Etsy shop and you are selling your designs online and like, “Fun fact about
me. I’m at my day job as I’m actually an accountant.”
You’re building a diﬀerent audience for that thing. You’re proving diﬀerent value. Your work
oﬀers diﬀerent beneﬁts than what your day job does. It might be a completely diﬀerent
audience.
You might a+ract some of the same audience that knows you as an accountant and then
like, “Oh my gosh, I think this is so cool that you’re designing clothes.”
But you probably won’t carry over that same audience to this completely diﬀerent thing,
and you have to be okay with that. You have to know that you might not be right for people
that needed you because you were an accountant and now they don’t need you anymore
because you’re a fashion designer.
Does that make sense?
Marina Barayeva:
Yes, it does, so many interes@ng @ps. There’s a lot of informa@on but if you would put it into
the strategy for people, what are the three steps our listeners could start with to sell with
conﬁdence or increase their sales?
Maria Ross:
You have to build your brand strategy. That’s number one. You cannot go doing diﬀerent
tac@cs that don’t work unless you know… It’s like gegng in your car and just driving and
hoping you get to your des@na@on. You have to build your brand strategy.
•

What is my value?

•

Who am I talking to?

•

What is my vibe? What is my brand personality?

You have to get that straight before you do any other marke@ng, any other selling.
Once you have that, then you start to go out and ﬁnd your ideal clients that you’ve just
deﬁned. Find those people. Talk to them. Find out what their goals are, their needs, their
struggles. Figure out what beneﬁts they’re looking for so that you can then say, “This is what
I do. This is what my sales message is to you.” That’s where the consulta@ve part comes in.
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Finally, you really just have to get out there and network. Now that you have your message
baked and you are really clear on what you do and the value that you provide, you need to
let other people know about it.
If you network in person or online, you can’t just hope to be behind your computer and
hope people ﬁnd you. You have to let them know that you exist and be comfortable with
that because if you’re oﬀering real value, they’re going to want to ﬁnd you. They’re going to
want to seek you out and take advantage of what you have to oﬀer.
Marina Barayeva:
Fantas@c.
What li+le step can they do right now to start doing all of this?
Maria Ross:
Build your brand strategy, number one.
Marina Barayeva:
Number one, that’s the founda@on.
Fantas@c, Maria. Thank you so much.
We would love to connect with you and know more about your projects and everything you
do. Tell us more. We’re excited.
Maria Ross:
As men@oned, people can ﬁnd me at red-slice.com. I have a blog there. If you sign up for my
email list, you get a free guide. I oﬀer free @ps, tricks, inspira@on, insights, on my blog.
Prac@cal business informa@on and mo@va@onal inspira@onal informa@on as well because
being a solopreneur can be very hard.
Marina Barayeva:
Oh, it is.
Maria Ross:
Part of that is you have to take care of yourself as your most important marke@ng asset
because if you’re not feeling good or healthy, not segng boundaries, you can’t possibly do
marke@ng and sales eﬀec@vely. I oﬀer lots of great ideas for that.
I have a few programs that people can take advantage of. One is a self-study program. It’ll
actually walk people step-by-step through building their brand strategy. It’s tenta@vely @tled
Momentum. Right now, it’s a live coaching program that I am transla@ng into a self-study
course for busy people. That will be a great thing that you guys can check out.
And like I said, there are lots of free resources on my blog. I’m on Twi+er @redslice. I’m on
Facebook at facebook.com/redslice. I hope people will join the tribe, sign up and access the
free resources and insights.
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Marina Barayeva:
Amazing, thank you Maria.
Maria Ross:
Thank you for having me.
Marina Barayeva:
That’s all for today. Thank you for listening. For the show notes and the full transcript of the
episode please go to intnetworkplus.com.
Announcer:
Thank you so much for joining us today. If you are new to the show be sure to subscribe. And
for more marke@ng @ps go to the IntNetworkPlus.com where you’ll ﬁnd the answers on the
ho+est topics about how to grow your business. You were listening to “Marke@ng for
Crea@ves” show. See you next @me.
Get the free guides from Maria Ross:
•
•
•
•

Get a brand guide 9 Days to A Be+er, Tighter, More Lucra@ve Brand Plan
Read a blog post about our topic: 4 Tips for How to Sell Without Selling Your Soul
Read Maria’s book Branding Basics for Small Business: How to Create an Irresis@ble
Brand on Any Budget (2nd Ed)
Check her The Juicy Guides for Entrepreneurs: Boxed Set of 4 e-books

Resources from this interview:
•
•
•
•

Learn more about Maria Ross on red-slice.com
Take a look at Mellissa Cassera’s Swirl Eﬀect
Get involved in Maria’s coaching program Momentum
Follow Maria on Twi+er, Facebook
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