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AUTHORITY IN ACTION

Meet small business owners Joe and Sally. Their business has been growing nicely for several years and they are now in a position to start putting money away for retirement.  They want to learn about the options available to them, so they go to a business networking meeting where they plan to ask a number financial professionals the same question to see if anyone there seems right for them. They are skeptical about the people in the financial services industry, however, and don't want to deal with any high pressure sales tactics.

They diligently network the room, talk to several financial professionals, but pretty much get the same response from each of them; there is no simple answer to their question so they need to set up an appointment to discuss it further.  While this response does appear to make sense, Sally and Joe refuse to set up any appointments.  They opt to go home to compare notes about the people they have spoken with, and they leave the meeting carrying over a dozen business cards and without an answer to their question.

The next day they sit down to go through the pile of cards they collected but, unfortunately, they realize that they can't remember much about the individuals they got them from.  The cards are all very professional looking and list websites which tout how great each of the professionals are, but to Joe and Sally they all seem indistinguishable.

Now let’s imagine that you are a financial professional and the author of a book, and you were also at that meeting. How much better would things have gone for Joe and Sally if, when they asked you their question, you responded with, "I think you'll find the answer you're looking for in chapter 3 of my book," and you handed them a complimentary copy. You shook their hands and parted with a cheerful, non-threatening, "Let me know if I can be of any help."

Having great looking business cards, a well put together website, advanced degrees, certifications, etc. are pretty much the expected norm nowadays for many industries, so none of these things are particularly effective in separating one person from another in the eyes of a prospective customer.  What you gave Joe and Sally, however, was the ultimate business card.  Instead of pressing for a sales appointment, you provided them with helpful, actionable information while presenting yourself as the authority in your field.  When Joe and Sally are ready to set up their retirement account, the chances are very good that you will be the professional that they call.

BECOMING THE AUTHORITY

Whether you are providing a professional service or running any other type of owner-operated business, your business is about you and your personal brand.  It, therefore, is essential that you look for ways to stand out against the competition by establishing yourself as the authority in your field. But how, for example, does a health professional such as a dentist or a chiropractor differentiate themselves from other dentists and chiropractors?  How can someone in the highly competitive worlds of insurance, real estate or financial services break themselves out of the pack? How does an auto mechanic, a plumber or an electrician let a prospective customer know that their business is best equipped to handle a particular problem?  The most common method these professionals generally employ when trying to market themselves is to blow their own horn, but in order to be seen as an authority they need to stop talking about themselves and instead focus on telling what they can do for a prospective client.

YOUR CREDENTIALS DO NOT MAKE YOU AN AUTHORITY

While you are justifiably proud of your academic achievements and the letters after your name, your credentials are not going to differentiate you from others in your same profession in the eyes of a consumer. As far as a prospective client is concerned these are simple requirements in order for you to be in that business in the first place. At best your credentials suggest that you may be able to help, but they do not demonstrate that you actually can.

YOUR WEBSITE IS EXPECTED

It may be good news that the Internet has leveled the playing field where even the smallest operator can have a fantastic looking website and an on-line presence rivaling the largest of corporations, but having a website is pretty much the expected norm for any business nowadays.

Plus, the ease with which anyone can be on line has taken us into an age of ever increasing consumer skepticism about what they see on the Internet.

YOUR LOCATION IS NOT MEANINGFUL

It was not long ago that a desirable office address carried a lot of weight in establishing authority, but with virtual office technology anybody can now claim brick-and-mortar space in some the most prestigious of buildings for less than $100/month, a well-known fact which has considerably diminished the impact of location.

WHAT MAKES YOU AN AUTHORITY?

Being perceived as the authority begins with providing helpful information to your target audience.  That means actionable information in easy to understand English which applies to a prospective client’s wants, needs, and challenges.  If people recognize that you are the one that can solve their problems you do not have to ‘sell’ to them, they will come to you ready to buy.

Another way to understand what makes someone an authority is to look at yourself from the prospective customer’s perspective.  This person doesn’t want to hear about you, they want to know if you can resolve their issues for them.

Provided that you are well versed in your business, being branded an authority is not at all difficult.  You’re an expert in the eyes of anyone who knows less about a subject than you. Everyday things about your business that appear commonplace to you are often revelations to other people, many of whom are eager to learn more. But none of those people are going to jump up and crown you as the authority if the knowledge of what you can do for them remains hidden, so it is up to you to declare that authority for yourself. 

BE THE AUTHORITY

According to Forbes, the number one way to establish yourself as an authority in your field is to write a book, so becoming the author of a book with useful information for your target audience is the ultimate ticket to establishing yourself as an authority. As the author of a book on your selected subject you will instantly be perceived as an expert.  Simply put, ‘you wrote the book’ about it.  

Anyone can write a book and get it published, there is no magic involved.  If you would like to establish yourself as an expert in your field by becoming the author of your own unique book, simply follow the process presented in this guide and soon you will be the authority.
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WHY BE AN AUTHOR

While most authors write in hopes of making money from book sales, a frequently cited statistic states that less than 1% of writers ever make more than $1,000 in royalties.  With that in mind, you may be asking, "Why then be an author in the first place?" The answer in your case is simple, earning royalties is not the reason you are writing your book. The purpose of your book is to generate clients for your business, and this is going to be accomplished by giving copies of your book away.  Once written and published, your per-copy cost of your printed book is not much more than that of a promotional giveaway, so you are easily able to put useful information into the hands of your prospective clients by simply providing them with a complimentary copy.

Of course, once it is published your book will also be available for retail sale, and chances are good you will make some sales, but any royalties you do make should be considered a bonus.  In fact, it makes sense to forgo royalties entirely from your e-book version (since there is no cost to you for them anyway) and provide a link on your website where people can download a free copy for themselves.  All that matters to you is getting copies of what you have written in front of your prospective clients.

BENEFITS OF BEING AN AUTHOR 

Because authors are perceived as experts on the subject they are writing about, being an author gives you instant credibility and dramatically expands the influence of your personal brand.  By writing your book you have claimed your authority, and this translates into numerous benefits.

NO MORE OVERT SELLING

Think about the sales process from the perspective of the customer.  People do not like a hard sell and are often resistant to setting up a sales appointment or even giving contact information to someone they just met.  This hesitation falls away, however, when you are perceived as the expert by a prospective client who knows you wrote a book, even if they haven’t read it.  Being the author of a book is the perfect ice-breaker and instantly puts you in the role of a consultant rather than that of a salesperson.

BE A SPEAKER

Being an author can give you the opportunity to be a guest speaker at local business functions, service clubs, chamber of commerce lunches and other such gatherings where prospective clients are in attendance. An easy way to accomplish this is to send letters to organizations in your area outlining your presentation (basically, an overview of your book) and offering to give away a couple of copies to attendees via a drawing.

Even if you are not the speaker at a function, make sure you provide a copy of your book as a door prize whenever you go to any gathering where your target audience is also in attendance.  Doing so will often give you the opportunity to stand up and make a short plug for your business while announcing to everyone in the room that you are an author.

MEDIA ATTENTION

If you issue a simple news release, or even a tweet on Twitter, about your new book, it is quite likely that the local media will pick up on it. 

GETTING YOUR BOOK INTO THE HANDS OF PROSPECTS

With the cost of a printed paperback book on par with many promotional giveaways, copies of your book are the perfect items to have at your booth at trade shows.  Plus, you’ll avoid those attendees who are there to simply collect pens and mugs from the vendors.

If you have a storefront, have copies of your book on the counter for sale.  More important than the money you will make from book sales is how impressed your clients will be when they see your book on display.  You could also hold monthly drawings for a free copy.

Financial and insurance professionals often buy lists of certain target groups of people, such as those about to turn 65, and send them an invitation to a dinner where they can hear a presentation on a featured topic.  These are expensive programs, but the results of a couple of new clients generally more than covers the cost.  A more cost effective way to gain clients, though, would be for those professionals to use the mailer to offer prospects a free copy of their book rather than a dinner. This eliminates the people who would
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