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A couple of weeks ago I sold a place on Designed to Flourish without a sales call. Not because I was trying to save 40 minutes of my time, but because the person didn’t need it. They already knew it was the right programme for them. I felt a very specific kind of happiness. The quiet satisfaction of getting the alignment right.
That moment illustrates something we often miss about selling. When the message, the offer, and the person are aligned, selling ceases to feel like persuasion. It becomes recognition. The person recognises themselves in the story you are telling about the change you help create, and you recognise them as someone you can genuinely help.
This is not about being more charismatic, better at ‘closing’, or more relentless. It is about fit.
What alignment really means
Alignment is not a wishy washy ‘vibe’. It is the practical intersection of three things:
1. You have an offer you believe in that reliably creates a specific result.
2. You can articulate that value clearly and specifically.
3. You are talking to people who both want that result and are ready to pursue it.
When any one of these is off, selling starts to feel like treacle. If the offer is vague, people hesitate. If the message is muddy, people get confused. If the audience is a mismatch, even the best copy will miss the mark.
When all three click, the energy changes. You stop trying to move people and start meeting them where they are.
Three classic alignment stories
Here are a couple of well known examples from the marketing world that show what happens when offer, message, and audience line up.
IKEA – ‘The wonderful everyday’ 
IKEA has built its entire business on a simple, democratic idea: good design should be available to everyone. The message, the product, and the experience all tell the same story. Flat-pack furniture isn’t just a cost-saving exercise, it’s part of the philosophy. You do your bit, they do theirs, and together you create something beautiful and useful, for an everyday price. 
LEGO – ‘Rebuild the world’
At one point LEGO nearly lost its way. In the early 2000s, the company expanded into theme parks, video games, even clothing…and sales plummeted. They’d forgotten what they were really about: creative play. The turnaround came when they refocused everything on that single purpose. Every product, partnership, and piece of marketing now serves the same promise - helping people (of all ages) imagine, build, and rebuild. That coherence is why LEGO continues to inspire such loyalty. They don’t have to “sell” the idea of creativity. They embody it. 
Why misalignment feels so uncomfortable
If you have ever felt awkward selling, there is a good chance it came down to misalignment.
· Maybe you were trying to sell to everyone, which meant your language blurred into forgettable generalities.
· Maybe you were offering something you thought you “should” sell, or what someone else told you to sell, rather than the transformation you are best placed to deliver.
· Maybe you were asking people to take a step they were not ready to take, so you tried to compensate with more words, more posts, more pressure.
 The teacher’s lens on selling
As educators, we already understand alignment. A good lesson works when the objective, the materials, and the learners are aligned. If the learners need to be able to chat naturally to overseas clients, and we insist on teaching them every weather word we can think of, we’re going to lose them. When we adjust the task to the learner and their aims, momentum returns.
Sales is the same. The ‘objective’ is the outcome your offer delivers. The ‘materials’ are your messages, stories, and social proof. The ‘learners’ are your ideal clients, at a specific stage of readiness. When those three are aligned, everything flows.
How to build alignment on purpose
Here is a practical way to check your fit, without trying to become a ‘sales person’.
1 Name the real job your offer does. Not the list of features you offer, but the actual job it does. What are people ‘hiring’ you to achieve, feel, or avoid?  Say it plainly.
2 Tighten the who. Describe the specific person who already wants that job done, in words they would use. When you can picture them opening your email and thinking ‘finally, someone gets it’, you are close.
3 Design proof into the offer. Build elements into your offer that make the desired result more likely. For example, creating a defined process that you’ve seen work with other clients,  knowing what’s likely to catch them out, and planning to help them avoid that, or overcome it easily, building in more accountability. Proof is not only testimonials. It is the way the offer itself is designed to produce the results they want.
4) Respect readiness. There will always be potentially ideal clients who are not ready. Let them be. If they’re not ready, they’re not actually ideal (yet, anyway). Continue to serve them with useful ideas, and keep your invitation open. Alignment requires both truth and timing.
About that no-call sale
My no-call enrolment did not happen because I found a magic ‘hook’. It happened because, over time, the components of Designed to Flourish have become sharper, the message has become clearer, and the audience has become more self-selecting. I talk more directly about the result: a sustainable, values-aligned business that earns well without burning you out. I show the pathway that will get your there, not just make promises. And I speak to the people who are already leaning in that direction.
When someone like that arrives at the sales page or reads an email, they do not feel pushed. They feel recognised. The sales call becomes optional, because the decision is already coherent.
The deeper belief beneath all this
Alignment asks for self-trust. It asks you to back the value of your work, to say clearly what it is for, and to accept that it is not for everyone. 
When you honour that, selling stops feeling like something you bolt on at the end. It becomes the natural expression of a well-designed promise, offered to the right person, at the right time. Sometimes there will be a call. Sometimes there will not. Either way, the decision will make sense.
What’s one change that would improve alignment the most for you right now? 
Follow-up
If this idea of alignment resonates - of finding the point where what you offer, how you offer it, and who you offer it to all fit together - you might enjoy my Business Models Quiz. It helps you see which model is most aligned with your goals, strengths, and stage of business, and where you might need to make small adjustments for things to flow more easily.
 Take the quiz here.
It’s a great first step towards creating the kind of clarity and coherence that make selling feel natural.... the same foundations we build on in Designed to Flourish.
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