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COMMUNICATING VALUE 

 

As a business development advisor to experiential learning and challenge course programs, I 
spend a lot of time thinking about what it takes to communicate the value of experiential 
programs to prospective customers. This article includes some suggestions and a self evaluation 
that you can use to strengthen the way you communicate value to prospective customers.  
 
For those of us who are part of the field of experiential education, it is clear that the 
experiences we offer are powerful, transformational, and important. Yet that does not mean 
that our prospective customers understand the value we have to offer. Far too often 
prospective customers, even those with the greatest need for our services, just think we hang 
from ropes and climb big things. That is, they know what we do but they do not understand the 
value of what we do.  
 
One of my clients is a great example of this. She has a solid experiential program that 
transforms lives and challenges participants to learn what they are capable of achieving. Her 
program is exciting and dynamic and it uses state-of-the art teaching methodologies to open 
lines of communication and to build trust among participants. Not only that, her program is fun 
and she is even fortunate enough to have an amazing location. She has huge advantages. Yet 
for years she struggled to get the phones to ring. That is until we worked on helping her 
communicate her value. In our work we call this a value proposition. A value proposition is a 
succinct statement which describes the specific value a customer can expect to gain from your 
services or the experiences you lead.  
 
In the case of my client, she built a fantastic program in a great location but she had never 
clarified her value proposition so most people just thought she got people to hang off of poles 
and climb through the trees. She was even called the “tree climbing lady” on occasion. It was no 
wonder her phones were not ringing. She had become known for her process instead of being 
known for the value she provided. When I began working with her, one of my personal goals 
was for people in her community to begin to call her the “team builder” or the “leadership 
lady” because these names would speak to her value proposition. Sure enough over a period of 
several months, we began to shift her marketing materials and the language she used to 
describe her program so that today she is regularly introduced as a team building expert and 
today her phones ring with opportunities week after week.  
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Below is a self evaluation that you can use to assess the strength of your value proposition.  
On a scale of 1 to 5, rate your organization’s marketing materials based on the following 10 
questions. 1 is low 5 is high.  
 
1. NOT AT ALL completely ineffective and inapplicable  
 
2. A LITTLE just barely effective  
 
3. SOMEWHAT applicable in some situations  
 
4. MODERATELY applicable/effective  
 
5. DEFINITELY very applicable/effective  
 
 
1. ______My marketing materials clearly depict the intended results of my programs.  

 
2. ______My marketing materials make a promise and my company/organization consistently 
strives to deliver on that promise.  
 
3. ______Prospective clients who read through our marketing materials can obtain a clear 
understanding of how the impact of their leadership and their ability to collaborate effectively 
will be different as a result of participating in our programs?  
 
4. ______The language we use in our marketing materials is clearly understood by our clients 
and we avoid words like experiential, duo-dango, wild woozy or other jargon.  
 
5. ______ The photos in our marketing materials are of good quality and are "inclusive". They 
have people in them and they are warm, inviting and inspiring. The photos are taken from a 
participant’s perspective vs. an observer’s perspective and increase our prospect’s 
understanding of what if feels like to participate in our programs.  
 
6. ______Someone reading my marketing materials who has never heard of my field can 
quickly understand how my program will make their life better, their work better, etc.  
 
7. ______ My marketing materials describe the ideal relationship between my organization and 
the people we wish to serve.  
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8. ______ My marketing materials paint an enthusiastic picture of what it feels like to 

participate in an Ideal Customer Relationship
© 

and compel my prospective clients to participate 
in this relationship. (Typically a long-term relationship.)  
 
9. ______ Our marketing materials describe what makes us different and our clients can get an 
understanding of those differences through testimonials from other clients.  
 
10. ______ Our marketing materials are a bold celebration of achievement. They convey a 
sense of urgency and a “call to action” that is linked to our sales process. Prospects who read 
through our marketing materials know exactly what they need to do to enter into an Ideal 

Customer Relationship
© 

with my firm.  
 
Add up your total and multiply by 2 to evaluate whether or not your marketing materials get a 
passing grade on a 100 point scale. We often recommend to our clients that they plan on only 
having a 10% return on their marketing efforts. That means for every 100 mailers you send out 
only 10% will result in live client contact. Your marketing materials must rate between 80 to 
100 in order on the above scale in order to reach this level of effectiveness.  
 
Once you have customers, work hard to hang on to them because attracting new ones is five 
times more expensive than the cost of satisfying and retaining current customers. The longer 
you are in a relationship with a client, the greater the potential profit margin and the greater 
benefit they will obtain from your hard work. 
 
Paul Cummings is the President of Strategic Adventures, a marketing and business development firm 
that works with adventure business operators to assist them in achieving their potential for service & 
revenue. To find out more about Strategic Adventures call (888) 553-0167 or visit us on the web at 
www.strategic-adventures.com. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


