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PRAISE FOR

The One Week Marketing Plan

“Most consultants will struggle with the feast or famine syndrome at some point in their careers. In The One Week Marketing Plan, Mark shows you exactly how to implement an automated marketing system that can eliminate the dreaded revenue peaks and valleys that so many consultants face. The information in Part 1 of the book, The Basic Plan, is worth far more than the price of the book. This is a must-read book.”

—Michael McLaughlin,
author of Winning the Professional Services Sale

“The One Week Marketing Plan offers a practical, here’s-precisely-what-to-do method for filling your pipeline with a lot more new clients and customers. Mark Satterfield has taken a multi-faceted discipline and broken it down into a step-by-step formula that any size company can implement to grow their respective businesses. If you’ve ever been disappointed with books that make great promises but then turn out to be mostly hype and fluff, this book is just the opposite. From me, it comes highly recommended.”

—Thomas A. Freese,
President of QBS Research, Inc., author,
and developer of the Question Based Selling Methodology

“It’s a well-known fact that nearly 80% of businesses fail in the first five years. An even larger percentage of them never grow to the size that the founder hoped for. This doesn’t happen because of bad products or services, but rather because of a lack of a good, strong marketing plan. Mark Satterfield’s The One Week Marketing Plan provides an easy to follow blueprint that any business can use to quickly attract new customers and clients.”

—David T. Scott,
author of The New Rules of Lead Generation

“One of the biggest challenges most businesses are facing is attracting more new clients on a consistent basis. Mark Satterfield’s The One Week Marketing Plan helps businesses get out there by implementing a client attraction program in just five days. This is huge! It works and every business owner who doesn’t read this book is doing themselves (and their business) a disservice.”

—Jeffrey Hayzlett,
host of Bloomberg TV’s C-Suite and New York Times
bestselling author of Running the Gauntlet

“Many business owners worry that implementing a marketing system will be too difficult, too complicated, and too expensive. What’s great about Mark Satterfield’s The One Week Marketing Plan is that it’s practical and easy to implement, and doesn’t cost you an arm and a leg. Every business owner needs to read this.”

—Robert H. Bloom,
former U.S. CEO of Publicis Worldwide and author
of The New Experts and The Inside Advantage

“Any small business owner or advisor would be well served to read Mark Satterfield’s The One Week Marketing Plan. It’s a concise, here’s-precisely-how-to-do-it approach that will get you a lot more new customers and clients. If you’re serious about growing your business, you need to read this.”

—Hubert Humphrey,
founder and CEO of Hegemon Group International
and 2013 Inductee into The Entrepreneurship Hall of Fame

“Insurance producers and financial advisors face an ongoing challenge of how to attract more new prospects and clients. Mark Satterfield’s The One Week Marketing Plan shows you how to quickly and inexpensively develop a client-attraction system that will work for you without a lot of ongoing maintenance. If you read only one business book this year, this should be it.”

—John Bulbrook,
CEO of Bulbrook/Drislane Insurance

“If your company is seeking a better ROI on its marketing investment, you’ll find Mark Satterfield’s The One Week Marketing Plan to be definitely worth reading. His approach is efficient, measurable, and simple to execute.”

—Peter Vantine,
marketing faculty at Scheller College of Business,
Georgia Institute of Technology

“As all sales professionals know, the key to closing more sales is having more prospects to talk with. In Mark Satterfield’s The One Week Marketing Plan, you’ll learn how to set up a client attraction system in just 5 days that will keep your pipeline full. I highly recommend you get a copy.”

—Willis Turner,
President/CEO Sales & Marketing Executives
International, Inc.

“Brilliant. Succinct. Easy-to-implement. I’ve read well over 100 marketing books and might I say finally there’s a book that provides the blueprint to develop quality clients with predictable success.”

—Roxanne Emmerich,
author of the New York Times bestseller
Thank God It’s Monday! How to Create a Workplace You
and Your Customers Love

“This is a must-buy for anyone serious about taking their business to the next level. The One Week Marketing Plan is like giving you the key to unlock a treasure box. It shows you exactly what you need to do to create your dream business in a simple, easy-to-implement format that only takes one week! One of the biggest challenges advisors, consultants, and small business owners experience is lack of leads or a strategy to attract their ideal clients. In The One Week Marketing Plan, Mark Satterfield shows you each step you need in your plan to attract more of your ideal clients without a huge budget or a lot of work. His approach is straight forward and anyone can implement it.”

—Annette Bau,
founder of MillionaireSeries.com
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Introduction

Why You Need the One Week Marketing Plan

There’s a rock in my pool room with the word “Patience” carved into it. I think my sensei gave it to me, or it could have been my wife, or my neighbor . . . apparently there’s a long list of people who feel this is something I need to work on.

If truth be told, I don’t think I’m alone. I imagine there’s lots of stuff you would do, if only it was simpler. Me too.

Unfortunately, simple answers usually only exist for simple problems. I’m sure there are exceptions, but I find that the more challenging the problem, the more we have to think “deep into the game,” as the chess masters say.

For example, let’s take the topic of getting more new clients.

On the surface the answer should be simple: Just ask them.

“Hey you. I realize we’ve never met, and you don’t know me, but wanna buy my stuff?”

Okay, perhaps we say it a bit more elegantly, but haven’t you been guilty of that? I know I have.

It’s what’s called selling to strangers.

Does it work? Sure—if you’re willing to talk to enough people. It sort of reminds me of my strategy in the ’70s of going up to women in the disco and asking them to go out with me.

Did it work? Sure. All right . . . occasionally. But what about the quality, you ask? Well . . . that was a bit suspect.

The problem is that if our strategy is basically asking strangers to do business with us, not only do we get a lot of rejection, but we also have no filter on the types of clients we eventually wind up with.

Granted, if you have no clients, the idea of having any clients, regardless of how bad, sounds good. But I think it’s important to remember that the goal is to have both quality and quantity.

So how do we accomplish this?

The key is having a system to follow. I don’t know about you, but when I have a plan, when I know what the next steps are, then I’m much more likely to stay the course. I’ll see something through to the end. Conversely, when I’ve only figured out one step in the process, then I’m very likely to give up (or get distracted) after I do just that one thing.

So if your marketing effort has been filled with good intentions but little tangible results, I’ve got something for you. It’s called the One Week Marketing Plan, and over the next five days we’re going to work together to eliminate the need for you to chase after clients once and for all.

At the risk of stating the obvious, the success of any company depends upon having a consistent flow of new prospective clients. Unfortunately, far too many businesses rely solely on their existing clients and referrals as their primary methods for getting new business. While this may prove to be a successful strategy in the short term, it invariably leads to the “feast or famine” roller coaster that so many businesses experience.

Here’s what I believe.

   1.  Marketing doesn’t have to be expensive, time-consuming, or confusing.

   2.  You can have a highly effective marketing system up and running, doing what it’s supposed to be doing in a week.

   3.  The key is to focus on a system rather than a series of unconnected activities.

   4.  Ultimately, successful marketing is all about developing relationships first and selling things second.

   5.  Anyone can do this.

This book will show you precisely how to set up your marketing system. The key is to follow the steps. Don’t worry about step #4 until you’ve finished step #1. It would seem obvious, but many people fall into this trap.

The bottom line is that if you do what I tell you to do, you will never again have to worry about where your next client is coming from.

I realize that’s a rather bold statement, so who am I to make that claim?

In many ways I’m not terribly different from you. For years I struggled with those feast-or-famine business cycles and wondered if there would ever come a time when I could stop chasing after clients and have them seek me out.

Looking back twenty years ago to when I first started my own business, I’ll be the first to admit that the transition from corporate life to entrepreneurship was not easy.

One of the things that took me by surprise (although it shouldn’t have) was that while I had a relatively impressive résumé with Pepsi and Kraft Foods, I discovered that I really didn’t have a large network of contacts. Pretty much everyone I knew worked where I had worked. Thus, it wasn’t long before I had lapped the track more than a few times hitting up my meager list of contacts for leads and referrals.

Like most people, I heard that networking events were a good way to meet prospective clients, so I joined a few groups, went to Chamber of Commerce meetings, and even tested a couple of Rotary groups. The problem was that I’m just not real good at “meet and mingle” events, so I never got much out of them. Most everyone I met said they got a lot of business from these things, but for some reason these types of events never worked for me—I found myself falling into that trap of hanging out with the few people I already knew.

I was getting a bit desperate when I borrowed an old cassette program from my cousin Jerry. It was Dan Kennedy’s Magnetic Marketing, and it was my introduction to what’s referred to as direct-response marketing. Simply put, this is marketing in which you attract new prospects by offering them something for free and then follow up with ongoing messages to build trust and convert them into paying clients. It’s a type of marketing in which you can immediately track your results, so you don’t waste your valuable marketing dollars.

To be honest, I first resisted direct-response marketing because the examples I read about focused on restaurant owners and plumbers. I thought that my clients were different—they’re too sophisticated for this type of marketing.

But I really liked the idea of using free information to get prospects to raise their hands, and then using a planned drip-marketing sequence to build credibility and eventually turn these prospects into customers and clients. I figured that I really didn’t have anything to lose, so I modified what I learned to focus on my niche, which was consultants and others who offer valuable advice and services.

Anyway, to make a long story short, it worked. Really well, as a matter of fact. I went from making $45,000 to $97,000 the following year. For someone like me, who had $1,800 in my checking account, that was a huge leap forward.

And it got better.

I kept experimenting with ideas; some didn’t work—but a lot of them did, and in two years my business was up to around $250,000. That was in 2002, and as you may recall, this was when the Internet really started to take off. All of a sudden websites became a lot easier (and cheaper) to create. Now there were these programs called autoresponders that enabled someone like me (who had absolutely no technical skills whatsoever) to automate almost the entire marketing system.

My income increased by 50%. And then it did it again.

I’ll admit this was pretty great. Instead of having to go out and try to strike up conversations with strangers at networking events, I literally had a waiting list of clients. Which meant that I could raise my fees, and even more importantly, choose whom I wanted to work with.

Anyway, that was my life for the next three years, and it was great.

But things change, and in my case the change came in the form of an international management consulting firm that was going through a tough patch. Surprisingly, for a billion-dollar firm, they didn’t really do any marketing. Virtually all of their business came from referrals and repeat assignments.

This worked fine until a number of their long-term clients didn’t renew their contracts and the referrals started to dry up. Then they started to get worried about how they were going to fill their pipeline back up with new business.

One of their senior partners read an article I wrote about my marketing method, liked my non-hard-selling approach, and asked me to fly up to New York to meet with him and some of the other partners.

That conversation led to a five-year engagement in which I trained 275 of the 350 partners on what we’re going to be covering over the next five days.

Did it work? Obviously I wouldn’t be telling you this story if the answer was “no,” and to be totally honest, the success they achieved was mostly due to their willingness to implement what I taught and embrace new ideas and approaches.

That’s when word got out about me.

It was a pretty heady period of time. But there was a price.

A lot of my work was in Europe. In the beginning it was terribly glamorous, and I wouldn’t trade the experience for anything. But it does wear on you. The eleventh time you go to Düsseldorf, it really becomes little more than just a v-e-r-y long consulting trip.

Plus, while I enjoyed working with some of the world’s top consulting firms, I had a desire to teach and apply this marketing methodology on a more intimate canvas—working with smaller companies who really wanted to make a mark in a particular niche. That’s what got me the most excited.

Which leads me to where I am today. My clients are in consulting, insurance, financial services, real estate, training, and fifteen other niche businesses.

The one thing they all have in common is a desire to have a waiting list of clients without cold calling or hard selling. Probably much like you, they don’t have lots of time or money to invest in marketing, but they have a strong desire to attract more consistent streams of new clients.

In the coming chapters, I’ll help you identify your most hyper-responsive niche market and show you how to get them to “raise their hands” and express an initial interest in who you are and what you offer. Then I’ll show you how to convert them from idle prospects into paying clients through a series of automated messages. If you’re not a writer, don’t worry—I’ll provide you with templates that will make this whole process easy to implement.

As these prospects enter your “drip communication” system, you will begin to build a relationship with them. They’ll feel as if they know you, even if you have never met face-to-face.

Sales trainer Greta Schulz, who attracts new clients using free online videos, says it’s very typical for them to tell her when they meet for the first time, “‘I feel like I already know you.’ They wind up quoting things I’ve said in my videos.”

Attorney Brian Mittman, who uses this type of marketing system at thedisabilityguys.com, says it helps him attract clients for his disability practice who have a deeper level of understanding about the claims process and thus make better clients: “I now have a person who didn’t rush to get an attorney like everybody else. They’ve read the information I offer, and they’re asking me whether I might be interested in their case.”

That’s really what the One Week Marketing Plan is about: gaining visibility in your niche market, educating people about the problems you solve, and having clients call you about how you can help them.

It’s worked for me, it’s worked for my small business clients, and it’s even worked for a billion-dollar consulting firm. Now it’s time to let it work for you.

Here’s our agenda for the next five days:

DAY ONE: You’ll determine which niche market to focus on. The key to attracting lots of new clients is to have a marketing message that speaks directly to a specific group. I’ll show you precisely how to identify the most responsive niche market and how to choose if you have more than one.

DAY TWO: I’ll show you how to create a compelling free offer that will motivate prospective clients to request it. This offer is the first step in the client attraction process, and I’ll provide you with a comprehensive template for creating one of your own in a single day.

DAY THREE: You’ll develop a simple one-page website that promotes your free offer and grabs names for your email list. Yes, I realize that technology can sometimes be a stumbling block, but I don’t want you to worry about that. All you need to do on Day Three is write the copy for the web page. I’ll show you exactly who to contact to get your site up and running for just a few dollars. As of this writing I have 65 websites, each one making a free offer and attracting new prospects, and I can barely spell “HTML.” Trust me, if I can do this, so can you. I’ll walk you through all the steps.

DAY FOUR: You will write five to seven drip-marketing messages (based on templates I provide) that will automatically be delivered to your prospects after they have requested your free offer. These messages play the dual role of building the relationship of trust and converting prospects into paying clients.

DAY FIVE: Now comes the fun part—driving traffic to your website and getting more new clients. Today you’ll write ads (again using the templates I’ll provide) and start running them on Google, Bing, Facebook, or LinkedIn. All you need is an advertising budget of $50–$100 and you’re up and running. By the end of the day, you’ll have targeted leads coming to your website.

Remember that while the goal is to have your campaign up and running in one week, if it takes a bit longer, that’s not a problem. Just make sure you don’t let inertia place its insidious hold on you. By the way, if you don’t want to personally do any of the work I cover, I’ll show you how to outsource it. Just see Appendix A for the least expensive, most reliable ways to find other people to do it for you.

I’m also going to show you how to use SEO, social media, video marketing, publicity, and joint ventures as tools to drive more people to your website and request your free offer.

One other note: Procrastination can periodically rear its ugly head, and there will be days, or at least parts of days, when you will have some resistance to the task at hand. Since everyone runs into this problem at one time or another, I’ve created Appendix C, “The Reluctant Marketer’s Toolkit,” and included some exercises that will help you move through whatever is momentarily keeping you from your goal of implementing your client attraction system.

Ready to get started? Let’s begin.


Part One




THE BASIC PLAN


Chapter One

DAY ONE:
Choose Your Niche Market

MANY BUSINESSES resist niche marketing. The most common reason is that they’re afraid that by focusing on a niche they’ll miss out on opportunities outside of that particular area. However, the reality is that by focusing your marketing on a niche you will stand out from your competition and eliminate many of the potential objections people have about doing business with you.

Here’s an example of a clever approach to niche marketing: In 2009, Matt Sonnhalter switched the focus of his Berea, Ohio, advertising and marketing agency from business-to-business (B2B) industrial manufacturing accounts to working only with companies that sell products to professional tradesmen. In other words, his clients sell to people who work with their hands, including electricians, machinists, and facility managers, among others.

He even created a new category for his business. Instead of defining Sonnhalter Advertising as a B2B company, of which they would be one among thousands, Sonnhalter now calls itself the first B2T, or “business-to-tradesmen,” agency in the world.

This niche focus has had a tremendous effect. Sonnhalter has been so successful that it’s been listed on BtoB magazine’s top agency list from 2009 to 2012. Then in 2012, the company ran an ad with the tagline “Is your agency dirty?” (This is a reference to the fact his clients sell to people who get their hands dirty.) Not only has this ad accounted for 20% of the agency’s new business leads, but it also won the prestigious Davey Award, a prize given for the best advertisements created by small agencies.

By focusing on this niche, Sonnhalter Advertising has attracted business from large global brands who are also targeting this niche audience. This is particularly impressive since his agency only has eight people. When they call, Matt Sonnhalter says the process of selling to them is much easier. “We don’t have to respond to requests for proposals or trudge through a long qualifying process,” he says. “They already know we understand this market better than anyone else.”

But niching doesn’t only work for services like advertising. It can be beneficial for physical products as well. Darlene Tenes’ company CasaQ designs Christmas ornaments with a focus on the Latin market. The fact that her products have a specific niche audience helped her land a contract with a major department store.

One day she went to a Latina Style Business Series luncheon. The keynote speaker was from Macy’s. As soon as the luncheon ended, Darlene rushed over to the speaker and gave a 30-second presentation on her products. She described them as similar to a successful competitor’s brand—but with a Latino flair.

The buyer was intrigued and gave Tenes her card.

“I immediately went back to the office and packed up a sample box of items with a handwritten note,” she says. “They were thrilled to discover my line of products.”

What was the result of her niche marketing approach? “Eight months later,” she says, “my products were on their shelves!”

Tenes’ Latino niche gave her a distinct edge when it came to selling Christmas ornaments. She wasn’t competing against all the other products on the market. Hers were the only ornaments with a unique aesthetic appeal to the 16% of the U.S. population that’s Latino.

How a Niche Can Improve All Areas of Your Business

Matt McCormick owns JDC Repair, a company with four retail shops in Washington state and Chicago. “We used to fix a ton of different cell phones, but about nine months ago, we decided to discontinue every repair except for the three basic Apple products.” They now only fix broken iPhones, iPods, and iPads.

Despite some initial concerns that he would lose business by having such a limited niche focus, McCormick’s switch more than doubled his sales, from $500,000 to $1.1 million in just over a year.

Since his employees only needed to learn about fixing one product line, they became better and faster at what they were working on. “The quality of service has gone up significantly,” he says. “This means happier customers and fewer problems.”

The smaller niche has also had a beneficial impact on training new employees. “We can now fully train new technicians in about two to three weeks—instead of seven to eight weeks—because they only need to learn about six major repairs instead of six major repairs and twenty minor repairs.”

Why You Need a Niche

Let me raise an important point about niche marketing. Focusing on a niche doesn’t mean you have to give up all your other business. However, when you implement the One Week Marketing Plan, you’ll find the results will be greater if you zero in on a particular group of people. You may become so successful with this one group that you find that they’re worth focusing your whole business on. Alternatively, over time, you may develop a series of niche marketing campaigns.

It’s up to you.

Whatever you eventually choose for your business, for the purpose of making the One Week Marketing Plan work for you, you’ll want to develop the campaign around a specific niche.

The primary reason I’m stressing selecting a niche has to do with the fact that there are two basic steps to acquiring a new client: attracting their initial attention and then motivating them to do business with you.

It may come as a bit of a surprise, but of these two, getting a prospect’s initial attention is often the most challenging part of the whole process. The world is so noisy, with so many marketing messages, it’s tough to break through the clutter.

The Easy Way to Create a Message That Matches Your Market

Marketing to a niche offers a simple way to overcome that problem. You are no longer addressing a general audience in the hopes that a small percentage of them are interested in your message. By focusing on a niche, you can communicate a very specific message concerning specific problems you can cure.

This instantly adds to your credibility. People assume that if you demonstrate that you understand their problems, then you also know the solution. When prospects see a reflection of themselves in your marketing materials, they’re willing to stop to see what it is you have to offer.

One of the biggest objections businesses face (particularly those offering services) is “but my business is different” syndrome. When you target your marketing to a very specific group of prospects, this objection quickly goes away.

For example, let’s pretend you’re a Silicon Valley engineer and you just made some money from stock options with the startup you work for. You’re very nervous about your taxes because this is the first time you’ve ever been lucky enough to deal with this issue. Until now, you’ve worked for start-ups that went bust before your sweat equity was worth anything.

You’re searching the Internet and you see listings for two free reports. One is called “7 Ways to Save Money on Your Taxes.” The other is “The 7 Biggest Tax Mistakes You Can Make with Your Stock Option Profits.”

Which of those two reports would you pay the most attention to?

Obviously, the answer is the second. It sounds like it was written just for you.

Any Business Can Find a Niche

For most businesses, finding a niche isn’t too difficult. In fact, the biggest challenge people often face is deciding which niche market to focus on first. It’s been my experience that anyone can find a great niche market that will be highly interested in what they do.

Even a comedian.

Dan Nainan is a professional stand-up who performs clean comedy around the world. “I quickly realized that comedy is a very low-paying profession for most of us,” he says. “Most mainstream comedians struggle mightily, earning perhaps $25 on weeknights and $75 on weekends working comedy clubs.”

But Nainan changed the economics of his profession by focusing on a niche.

“Early on, I concentrated on the Indian (South Asian) market, which has led to amazing results. I can earn literally two hundred times that in one show—up to $15,000.” If a comedian can niche his market, so can you.

Kinds of Niches

Let’s take a look at developing your niche market from a few different perspectives. To start, there are two large typical categories for niches:

   1.   Industry: This is pretty straightforward. You target companies in a specific type of industry. Industries are classified by either an SIC or an NAICS code. A helpful website to review industries you might want to focus on is at naics.com/search.htm. Remember that one of the first questions prospective clients typically ask is, “Who else in my field have you worked with?” Focusing on an industry niche is the most common way most people target their business. But it’s not the only one.

   2.   Function: Another approach is to pick as your niche a job title, regardless of what industry they’re in. For example, you could offer a training program on interviewing skills for human resources executives, whether they’re in telecom, retail, or software. With this type of program, it doesn’t make a difference what type of industry the HR manager works in.

Not surprisingly, niches can overlap between industry and function. If you offered an interviewing skills program, you could target HR managers in the retail industry. The trick to identifying the most hyper-responsive niche is to have it be as small as possible (so each person in the niche recognizes that you provided solutions to their problems), while large enough to be economically viable. This is where judgment ultimately plays a huge role. As you are working on developing your One Week Marketing Plan, especially if you have not developed one in the past, you’ll find it easier to focus on as narrowly defined a niche as you can.

Dana Humphrey of Whitegate PR, a boutique PR and marketing agency based in Astoria, Queens, found a unique industry to specialize in. When she started her company in 2007, she was a generalist, working with artists, musicians, and clients in consumer products, even olive oil products. After a period of self-reflection on the types of clients she most enjoyed working with, she’s developed a specialization in the pet industry. “Every year we attend the big pet trade shows—Global Pet Expo in Florida in February and SuperZoo in Las Vegas in the summer,” she says.

According to Humphrey, there are more than 11,000 pet product companies in the country and only six PR firms that specialize in this niche. She now has a business in which she is recognized as one of the leaders in her field and faces far less competition for new business.

Finding Your Niche

Let’s turn our attention to finding a niche for you to focus on for the marketing campaign we’re going to develop together. If you have an established business, the best place to start is with your current list of clients. Make a list of all your clients over the past couple of years and let’s do some analysis.

    •  Are there any common industries, functions, or problems that jump out as you look at the list?

    •  Is one group of clients spending more money with you than others?

    •  Is one group easier to sell to?

    •  Who were the clients that you most enjoyed working with?

The clients that you’ve worked with in the past can give you great clues about where to focus. Building on your current strengths is one of the easiest ways to become the predominant expert in a particular area.

This exercise is beneficial because it may help you discover some trends that weren’t apparent. I had a friend of mine who’s a chiropractor do this. She immediately noticed something interesting about her patient list. Four of her favorite clients were in the same women’s softball league. She didn’t know if this was simply a coincidence or if there might be more to it. Working mostly on a hunch, she decided to ask the team captain if she could bring her portable chiropractic chair and offer free treatments to the players after the game. They said it would be fine.

These free treatments attracted more new clients and led her to focus her practice on women engaged in sports. She found that as an avid tennis player in her forties, she had a natural affinity to this niche group of clients. As she commented later, “In hindsight, it seems so obvious that this is who I should be focusing on. However, until I took the time to really examine my client list, I wasn’t able to see that this group really stood out.”

There’s another set of questions that is worth thinking about as you’re starting to identify a niche. Steve Harrison owns a company called Bradley Communications, which helps authors of nonfiction books get national publicity. He suggests asking yourself these questions as you analyze your list of current clients:

    •  Who has the strongest desire for what you do or know?

    •  Who could spend the most money for what you do or know?

    •  Who would make the most money from what you do or know?

    •  Who are you most passionate about serving?

    •  Have they demonstrated a willingness to spend money for your types of products or services?

    •  Are they easy to reach?

Sometimes your niche market shifts over time. According to Internet marketing guru Tom Antion, author of The Ultimate Guide to Electronic Marketing for Small Business, “I started out with the goal of being a great public speaker. Over time I achieved a level of success so that other speakers started asking me to help them.” This led him to the niche of creating products and services for those who wanted to improve their public-speaking skills.

As Tom’s business serving speakers grew, he started to focus on selling his information products on the Internet. Once again he was successful. “I got so good at it that people asked me to teach them how to sell their services on the Internet. That led to my current career of helping small businesses sell information products more effectively on the Web.”

The Reason for Being in Your Niche

You’ll have more success in marketing to a niche if you develop a story that explains why you’re focusing on a particular group. For example, Tom Antion has a great story: He got so good at what he did that other people wanted to learn from him.

One of the most compelling stories you can tell is your track record of success in a particular niche: “I’ve helped others just like you achieve a goal/solve a problem because of my in-depth understanding of the unique dynamics of the industry or function.” This is a very compelling marketing flag to wave, and it tends to get a lot of attention.

Another valid reason for focusing on a particular niche is that you previously worked in the field. For example, Joe Polish, who has developed a highly successful niche of teaching carpet cleaners how to get more new customers, was himself a carpet cleaner earlier in his career. Financial advisor Setu Mazumdar, who specializes in working with physicians, is himself an MD. This gives him a level of credibility that most others in his niche do not have.

In other cases, a family member or a friend in a particular niche needed help with an issue. They told you that you were such a big help that you decided to assist other people with the same issues.

An alternative story is that you are the person who takes lessons learned elsewhere and applies them to a particular niche. This approach can be pitched as: “The problem with the XYZ industry is that everyone is doing the exact same thing. I’ve worked in 17 different niche businesses and can apply the best practices outside your industry to make you successful.” Business consultant Jay Abraham has built a highly successful practice this way. By positioning himself as having worked in dozens of different niches, Jay does a masterful job of communicating that his broad perspective is a compelling reason to engage with him.

The important point is that you need some reason for why you are focusing on this group. However, why you’re in a niche is not as important as a thorough understanding about the current problems the niche faces. Hopefully, you already have a sense of this. If not, one day of studying the industry on the Internet will give you enough information to develop a list of the top five key problems.

A List of Factors to Consider

At this point you may have a clear sense of what niche market you want to focus on. Alternatively, especially if you’re just starting your business, you may be struggling to decide between multiple options. As I mentioned previously, many people worry that by focusing on a niche, they’ll miss out on potential business.

So let’s be clear about what niche marketing is.

I’m not suggesting that your entire business needs to be focused on only this one niche. Rather, this is about a specific marketing campaign. Over time, your business may have multiple marketing campaigns, each directed at a particular niche audience. When you look at your business in its entirety, you may notice that customers and clients come from a variety of different niches. That’s fine. All we are talking about here is the most effective way to attract clients to you. In order to accomplish that goal, a highly targeted niche-marketing message will beat a general message to a broad market every time.

As I’ve been sharing, there are a number of factors to consider when selecting a niche market. In this next section, I’ve compiled 14 additional items to consider. Some may be more important to you than others, but they’re all worth thinking about.

   1.  The Size of the Market: There are trade-offs that are worth considering. My former boss at Kraft Foods used to refer to this as the “fisherman’s dilemma.” You can choose a pond in which there are a lot of fish, but the banks will be filled with fishermen, or you can choose a pond in which there are few fish, but fewer anglers crowding the bank.

             The key point is to make sure you know the size of the market before you jump in. You don’t want to look back a year down the road and realize that the market isn’t as big as you assumed. Market size should factor into your decision, but it shouldn’t be the only point you consider. The truth is that you can still make a lot of money by focusing on a very small niche. Conversely, you can have great difficulty gaining entry into a large niche, especially if there are a number of large established players.

   2.  Growth: Is the marketplace you’re thinking about growing or shrinking? How many new people are entering the niche who may need your products or services? For example, one of the reasons sales training is such an attractive business is that there is a
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