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This week: Delivering happiness and making people smile 

- We must see to it that the people who buy our product or service end up happy and with their 

purchase. Eventually they being your very “salesmen.” 

- A lot of times we’re so occupied with how to get more of them (to buy), while often neglecting 

proper delivery of our goods. 

- Giving the best possible service, delivering and “over-delivering” are the best ways to gain 

clients. 

- Netflix will be used as the example for this class. 

 

Delivering happiness: 

- Marc tells a story on how he coined the term “delivering happiness.” 

o He ran across Zappos historically a shoe business, but now an online company similar to 

Amazon. Marc describes Zappos as a company that has good company culture. 

o He met the CEO, Tony Hsieh, who wrote a book about delivering happiness. 

o Marc ended up speaking at an event called “Catalyst Creative.” 

o One of the outstanding features of Zappos is that alongside delivering what they 

promise, they give something called “happiness rewards,” where they give out gifts to 

customers, such as birthday cards, bouquets of flowers, hundred dollar gift cards, etc. 

- It turns out, Marc says he and Zappos have the similar philosophy when it comes to delivery, 

which is giving out more than what they have promised their buyers. 

 

People’s expectations: 

- Marc equates people’s expectations in the purchasing scenario (the whole experience of 

thinking to buy the product or service, buying it, obtaining the product or the service) with the 

experience after they’ve obtained the product or the service. 

- The whole thing is a process. It’s a fine art. There’s a lot of interplay: 

o It’s like a dance and the dance not only starts when you’re out there on the stage and 

the music is playing. It starts when you are out there, practicing. 

o The before-and-after of the dance leaves something in your mind. 

 

Illustrating the point with Netflix: 

- With Netflix, we choose the movies we want to watch. 

- Draw a Netflix box. 
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- Think about how you pick a movie you’re going to watch: What is going through your mind 

when you’re trying to decide what to watch at any given moment? 

- When picking a movie, we’re looking for good story. 

- We watch different types of movies for different types of entertainment: comedies for laughter, 

horror for scare, or whatever mood or vibe to fit how we feel. This is the first level. 

o What mood am I in? What story caters to that mood? 

o How do we know when we haven’t watched the movie before? 

o On Netflix, there are title, rating, time (duration), categories, reviews, etc. that will tell 

you what kind of movie it is… 

 
- Now, for example, if Valhalla were a story about sustainability and in the description, category, 

and so on and so forth, they write that they are always eating at McDonalds and drinking water 

off bottles and are just throwing it on rivers, then it doesn’t follow. 

- Your “story” is what you’re “proposing” and putting forward, the same way Netflix does with its 

featured movies; and people will see if your business, movement, or idea, all add up. 

- If you have a good product but a bad website and overall presentation, people get turned off. 

- Judging a book by its cover may not be good practice, but it happens all the time in marketing; 

and you would not want to have a bad cover for your book. 

- No matter how good a movie is supposed to be, if it has bad ratings and reviews, chances are it’s 

going to affect your decision whether or not to watch it. 
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Our story from ourselves’ point of view to others’ point of view: 

- While the first layer is how our story fares and sounds to us, the second layer is “others.” How 

does our story fare with “others?” 

-  
- People will always look at what other people has to say about your story, your product or 

service, and the same goes with movies. People will look for indications of whether or not a 

movie did well with others. 

- When people think about jumping in on your offer, they look to other people’s experience about 

it, whether it was positive or a negative. And that’s where expectations are formed. 

- With movies, there are teasers/trailers that make us want more. When the trailer is good, 

chances are, we’re going to watch the movie, even though we know how it would end. 

- People will base their expectations of your products and/or services by how these are 

previewed to them, and expectation happens before they buy your product or service. 

- Delivering happiness happens when we meet expectations; and we have control over the 

expectations we create in people. We are the ones who create the expectation. 

 
- For the most part in previous classes, we have been taking or have taken the necessary steps to 

create expectation through our story and how we “tell” it: all the websites, the flags, the 

branding, etc. Likewise, for the most part, we now know and understand what our story looks 

like and sounds like to us. 
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- Now it’s no longer about what it looks like to you but what it looks like to other people. How are 

you being rated? How are you being reviewed? What’s the impression and therefore the 

expectation of you now? 

- How are we presenting, delivering, and over-delivering our offer? 

- People like “getting a deal.” People like being happy about what they got from you through that 

deal. And naturally, people like to share their experience of that deal, for good or ill. The same 

goes with movies. 

- In movies, we don’t want just what’s in the trailer; we want much more than what it showed. In 

our offer, people would likewise be happy to get more than what we previewed. 

- While exceeding expectations are a good thing besides meeting them, there still has to be some 

balance, in that the expectations must be met first before they are exceeded. 

- If a movie is romance, we expect deep emotional scenes. If it’s horror, we expect to be scared. 

 

Homework: 

- Write down what you think people’s expectations are of your offer? 

o There are obvious and non-obvious expectations. 

o Different audiences might have different expectations. 

o For example, you have different “tiers” on your offer, like standard and premium tiers. 

There’s an expectation for those who get premium and there’s an expectation for those 

who get standard. 

o It depends on how you’re setting up the bar and how you’re delivering them. 

 

Who are behind the expectations? 

- Our expectations are made by what are shown to us on that Netflix page: the description, the 

rating, the reviews, etc. 

- We expect to find a certain type of story, a mood or vibe, according to the category: romance = 

deep emotions; comedy = laughs; horror = scare, etc.; and these are very solid expectations. 

- The bar is set higher or lower in light of what other people’s expectations and experiences are, 

say, about the movie. 

o Sometimes, when we see the star rating, say 4.5 out of 5, made by another person, it 

affects our expectation of the movie. 

o On the other hand, sometimes we find that it’s not all about the reviews and the ratings, 

as some movie reviewers may not be that good too. 

- The first tier of “others” who set the expectations are strangers, and these are the reviewers, 

the raters, the commenters, etc. 
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- The second tier of “others” are your friends, where there are trust and value. 

 
- Your expectations are more dramatically modified by people you trust, as you value their 

opinion. This could be a friend whose judgment you trust in, or an expert who has the 

experience. 

- The idea here is that sometimes, the best person to create the expectation is not the person 

who created the movie but also the people who seen and experienced the movie, the others. 

 

Meeting expectations by delivering and exceeding expectations by over-delivering: 

- In this class, we signed up for an 8-week program. The basic expectation is that Marc will show 

up in all those 8 classes. 

- Before we obtained the service, which is this class, we were given an expectation by making us 

feel this classroom setting first; and in so doing, Marc raised the bar and set high expectations. 

- Marc’s goal was to deliver by holding these eight classes; but what we are getting are much 

more than these eight classes. 

- What Marc offers is not just these eight classes that equip us with knowledge but also lifelong 

lessons that will go a very long way in the future: the road-mapping, the confidence-building, 

the strategies, etc. 

- How does your offer exceed expectations and not just meet them? 

- When we deliver more than what our offer is typically expected with, we become champions of 

it! 
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- It’s very important that you capture the essence of somebody’s experience, in that their 

expectations were met or over-met, as much as you possibly can. 

- What’s more important than what you put out there are what the others say about it. In the 

movie, it’s the star ratings, the reviews, etc. 

- You are in control of what you are putting out there with your offer; but you are not in control 

of what other people say about it. 

- Meeting expectations and exceeding them brings about a trend of positivity with what you’re 

offering; and with that trend of positivity, more people are more likely to jump in. 

- The best people to sell what you’re offering would then be those who have experienced your 

offer well. 

- But again, meet the expectation first before trying to exceed it. Lay the groundwork of delivering 

well, then think about the extra spice. 

- Meeting people’s expectations by delivering makes people smile. Exceeding people’s 

expectations by over-delivering makes that smile stick and that would allow them to radiate 

with the great experience they had with you, and in return, they draw people in to you. 

- Putting this into your working system is highly empowering! 

 

Meeting the expectation first before exceeding it: 

- The number one thing for delivering happiness is meeting expectations. You really have to pay 

this one much thought if you haven’t. 

- Exceeding the expectation is not really some big things you add but the little things. They’re 

there to spice up the offer that you have delivered. It may go alongside the offer and its 

delivery. It could come after, but never before it. Again, meet the expectation first, before 

looking to exceed it. 

- Now, these people coming out happy with your offer may not necessarily be direct supporters, 

in terms of giving you that rating or review; but what’s important is that they’re happy; and that 

in itself is a big thing! 

 

Happy/positive client reaction and unhappy/negative client reaction: 

- One happy client is equal to one happy client; but one unhappy client could hurt your prospects. 

- If some are unhappy, you must do everything in your power to reverse that situation. But if all 

else fails, you should at least be able to tell yourself in all honesty that you did your best to 

make that person happy. 

- It doesn’t end there, though. If you get negative reactions, you should not ignore them. Rather 

you should learn from them. 

o In delivering happiness, you don’t only learn from the positives but also from the 

negatives. 

o It then becomes your business to recognize where things went wrong and then do what 

you can to set them right. 
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The value of the expectation we set as compared to the value of the expectation other people set 

(looking back to “us” and “others.”): 

- The expectation you explicitly make about your offer is not as heavy as the expectation other 

people set. 

- If I were working for BMW and I say that it’s the best car, it’s only expected of me to say that. 

However, if it comes from say, somebody who has been buying Toyota’s and now he or she buys 

a BMW and then says that it’s the best, then there’s more impact in that. There goes your shift 

from the  “us,” to the “others.” 

- It’s one thing to get acclaim from somebody who’s expected to love your product, another when 

it’s somebody else, the unsuspecting audience. 

- Ultimately, it’s those expectations set by others that are worth more than what we set. 

 

Us telling our story and others telling our story: 

- Understand the opportunity that you have not only as you tell your story but in getting other 

people to tell your story. 

- Remember, though: as was said in the previous classes, your story as only as good as when 

other people, its listeners, are able to tell it to others. Now this has more meaning than just 

them being able to tell the story in a literal sense. In making them happy, there’s also the angle 

that they might end up having their own positive story about your offer and your story. 

- Without your story’s capacity to be relayed by its listeners, its appeal might be limited. 

- Having other people’s expectations in mind is the number one way to deliver happiness. 

 

The prime example how Marc is going to do this for us: 

- When we started this class, we had the expectations of becoming social entrepreneurs, to being 

empowered with the tools and ideas and the motivation that it took to get our confidence 

where it needs to be. 

- We had the expectation of Marc showing up eight weeks in a row and deliver these classes and 

topics. 

- Some of us didn’t know what to expect of the topics and how they mattered initially varied in 

each of us, its recipients. 

- The expectation is not as much about the things we’re going to learn here but getting closer to 

where it is we want to be. 

- When Marc started the Superhero Academy, there were two things he really wanted to do: 

o First is to be able to engineer as many Superheroes as possible. In all of Marc’s 

background being an entrepreneur, all those things he learned and his overall 

experience, he realized that what he wanted to do is to create as many Superheroes as 

he possibly can. 

o Second is to be able to do the first in the cheapest and as possible freest manner he can. 

- We had our expectations of this whole program; and Marc believes he was able to deliver. 

- Now to over-deliver, he’s literally offering to give our money back in the condition that we get to 

bring in two people to attend this class. 



Be Your Own Hero: 

Delivering Happiness. Crafting offers 

That Stick and Creates Smiles 
 

 

 

8 ©2015 Superhero Academy 

o These would-be participants will be learning the very same things we learned. 

o If each one of us get to bring two, imagine the impact. 

- Now who of us expected to get this class for free? 


