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Target Customer - Identifying Your ‘Low Hanging Fruit’

INTRODUCTION

This presentation will complete the process of developing your target customer
profile, one of the most important business fundamentals that directly impact
the ultimate success of your business.

This presentation will guide you as you revise your original physical profile to
reflect the niche market you previously selected. Completion of this first critical
business fundamental may very well turn out to be a major turning point in both
the life of your business, and your life as an entrepreneur. Let me give you a vivid
example that | hope reinforces why this is so important to your business.

Think about the typical insurance agent. Does anyone ever WANT to really sit
down and discuss insurance? When our poor friend the insurance salesman
makes a pitch to someone who’s not in the market for insurance, it’s garbage -
unwanted, unwelcome, smelly garbage.

But when that agent can provide their customers with insurance information
that can improve their lives or reduce their costs - it’'s steak. So how can we
create more steak and less garbage? One word, specialize. Instead of being a
neglected and shunned insurance agent, we must strive to become the expert
in our chosen niche market.

Seriously, position yourself in a specific niche market where you possess ex-
traordinary expertise, and then niche it again if you can. Understand precisely
who you can best serve, and just as important, who you actually like and have
a passion for working with. Study exactly what your customer wants, innovate
your business so you can give them what they want, and continue to find more
and more ways to serve them incredibly well.

NOTES: (click below to add)
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INTRODUCTION

But why all the fuss about becoming a specialist in your niche market? Well, ex-
perts are what your prospects are looking for. In fact, customers not only come
looking for them, they practically demand them. The smart insurance agent who
follows this advice has customers calling them, instead of them being forced to
go out and hunt down customers. Which way would you prefer?

A topic like insurance can be infinitely complex. It’s very hard to become an
expert on every type of insurance that’s available today. It’s much easier to be-
come an expert on insurance for one particular kind of customer. You can learn
that customer’s language, understand their problems, and get insanely good at
resolving the issues they most likely face. And once you know them, you can
offer them additional relevant products and services.

If you’re a business consultant and an expert at what you do, you can give your
customers what they want by granting them access to your knowledge and
processes by creating killer content in the form of hard copy programs, CD’s
and DVD’s. Once you truly understand the customer you want to create a rela-
tionship with, start creating tons of valuable free content for that niche market.

Start a blog, create an email newsletter and front-load it with a terrific autore-
sponder follow-up sequence. Record a regular podcast. Get a Flip camera and
create some quick, useful FAQ answers to release on YouTube.

NOTES: (click below to add)
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INTRODUCTION

Whatever you do, make it valuable. Don’t try to slip in some kind of cheesy sales
pitch. That’s basically garbage unless you happen to hit the right person at the
perfect time. Unfortunately, you risk losing your remaining prospects. But al-
ways let people know how to find you when they want to know more.

The more inherently valuable your content is the less “garbage” factor you’ll
create, and the more valuable your presentation will be viewed. Remember, it’s
all about the presentation. And when you do make an offer, it will be seen as a
valued opportunity, instead of an unwelcome sales pitch made by an annoying
salesperson.

Make it your mission to create plenty of steak and as little garbage as possible,
because the less you /ook like a salesman, the more you’ll sell. Again, it’s ALL in
the presentation. Selecting a specific niche market positions you as the expert,
and your presentation of information will be viewed as having tremendous value.

This is why we spent the time to previously help you define YOUR niche mar-
ket, and why we must now redefine your physical profile. Let’s find the cus-
tomers that want what you sell and sell them what they want. They will be-
come lifetime customers.

| hope this helps you to understand why we’ve been stressing over and over
that for any business to be successful it must be unique, it must offer exception-
al and extraordinary value, and it must be able to effectively communicate its
uniqueness and value to its prospects.

NOTES: (click below to add)
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INTRODUCTION

Completing the development of your target customer profile automatically po-
sitions your business as unique. Instead of attempting to attract anyone and
everyone, you're specifically targeting a select niche market with its own unique
set of hot buttons. Those hot buttons are your keys to success and wealth.

By selecting your niche market, you’re choosing to serve a smaller, yet highly
targeted market of prospects, each of them wanting the product or service you
provide. By selecting this smaller base of prospects, you can innovate your busi-
ness so you can offer them exceptional and extraordinary value in the solutions
you will provide to them as you solve their biggest problems, frustrations, fears
or concerns.

And since you’re focused on just this one select group, you can market to them
in language that will appeal to them on an emotional level. This is extremely
important since most prospects buy based on emotion. In fact, one of the fore-
most authorities on innovation, Simon Sinek recently stated that people don’t
buy WHAT you do; they buy WHY you do it.

When you selected your niche market, we asked you to make that selection
based on your own personal passion, a passion that deeply resonates within
yourself. If you do that, your prospects, who also share your passion for what
you do, will instantly resonate with your passion and be attracted to you imme-
diately. They will view what you do as a “cause,” not simply a product or service.
There are reasons why customers choose a specific restaurant over another,
even when they serve the exact same menu.

NOTES: (click below to add)
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INTRODUCTION

How often have you traveled to a retailer to make a purchase even though that
exact same product was available at a closer location? Ask yourself what moti-
vated you to take these actions.

It always comes down to an emotional reason. That restaurant or that retailer res-
onates with you emotionally. It may be their customer service, their variety and
selection, the way they prepare your meal with the little touches that just make
you feel special, the way the staff knows you and calls you by name and so on.

People respond instantly to a cause that appeals to their personal values since
it resonates with them on an emotional level. That’s what takes place when you
select your niche market.

And now that you have completed that critical step, you must revisit your orig-
inal physical profile, that vast universe of prospects you previously identified as
needing what you sell, and redefine those characteristics so they fit those who
want what you sell.

Once you complete this step, you will position your business for market domina-
tion. You will position your business in a league all its own, and your business will
become the obvious choice for all prospects who are looking to buy what you sell.

Previously, we went over the basic process that’s required to help you identify
your target customer profile. We reviewed the process you used to discover
your physical and emotional profiles.

NOTES: (click below to add)
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INTRODUCTION

Then we asked you to identify and select an appropriate niche market, one
that caters to your personal passion while positioning your business as unique.
And now, we want to help you revise your original physical profile to reflect
your new niche market.

Let’s quickly recap why a target customer profile is so important for your busi-
ness, how selecting a niche market and revising the physical profile begins to
change everything about your business, and how all of this will enable you to
build the type of business you’ve always dreamed of having; a business you can
operate with total confidence and certainty.

You first identified your target customer’s physical profile. The physical profile
describes the universe of available prospects that need what you sell.

These traits are important since you will use them later to find your target cus-
tomers once you begin marketing to them. But the physical profile, by itself,
is only responsible for approximately 10% of the success equation for small
business owners.

NOTES: (click below to add)
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EMOTIONS EQUAL SUCCESS
FOR YOUR BUSINESS

The remaining 90% of your success is determined by your target customer’s emo-
tional profile. The emotional profile identifies what it is that all of those available
prospects in your universe WANT. We call these emotions “hot buttons.”

Hot buttons specifically define the problems, frustrations, fears and concerns
that your prospects have when they buy what you sell. They uncover the emo-
tions your prospects typically experience in the sales process. It’s those emo-
tions that attract them to your product or service as they look for a solution to
their problem.

NOTES: (click below to add)
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EMOTIONS EQUAL SUCCESS

FOR YOUR BUSINESS

This explains why the emotional profile determines the success, or failure of
your marketing program. Since your prospects buy based on emotion, they’re
looking for the business that will take these hot button issues out of their lives
forever. For the small business owner who does that, that business will have a
life-long customer. That’s why the emotional profile represents 90% of your po-
tential success.

Never forget that the physical profile defines the prospects that have a logical
NEED to use your product or service, whereas the emotional profile defines the
prospects that have an emotional reason to buy, and WANT what you sell.

Understanding their emotions lets you create a marketing message that targets
those emotions. It’s a message that’s very powerful and compelling. It resonates
deeply within your prospects, attracts only those prospects who want what you
sell, and compels them to take a specific action.

Attracting your target customers begins to change everything in your business.
They spend the most money with you, buy from you over a longer period of
time, love your product or service, share your passion for what you do, send you
referrals, provide you with testimonials, and stay with you forever.

It simply comes down to knowing and understanding the emotions that your
target customers are experiencing. But as you discovered when you developed
your emotional profile, your target customers often WANT several different
things from your business.

NOTES: (click below to add)
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EMOTIONS EQUAL SUCCESS

FOR YOUR BUSINESS

Problems begin to occur when the majority of small business owners try to be
all things to all people. The result is they become nothing to no one. They look
exactly like their competition, and when everyone looks identical, prospects
have no way whatsoever to tell which business offers them the most value, and
that’s when prospects automatically default to the business that offers them the
lowest price.

When you complete the development of your target customer profile, you will
position your business in a specific niche market, and never again have to be
all things to all of your prospects. When you try to be everything to everyone,
there is no way for you to prove to your prospects that your business is indeed
unique, and that it offers extraordinary value. That’s the big advantage you gain
when you select your niche market.

Now what we want to do is complete this entire process by looking into the
niche market you selected based on your personal passion, and revise your orig-
inal physical profile to identify the prospects who specifically WANT your prod-
uct or service within this niche market. Chances are excellent that your physical
profile has narrowed, often dramatically. This will be a huge help to you when
you begin your marketing program.

NOTES: (click below to add)
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EMOTIONS EQUAL SUCCESS

FOR YOUR BUSINESS

In just a moment, we’ll review our previous business examples and revise their
physical profiles based on various niche markets they may select for their busi-
ness. But before we do, | want to stress the fact that when you select your niche
market, there is no right or wrong decision. The ONLY criteria you should use
for your selection should be based on the passion you feel as the individual
business owner.

Let me highlight again why choosing your niche market based on passion is
such an important consideration. Once you know the various areas within your
business where prospects want different things from you, you need to drill down
into that specific area and be sure you thoroughly understand what that really
means.

Once you do this, you can look at your business to be sure you’re giving them
exactly what they want. But that raises another huge problem. You can’t just
give your prospects what they want. The reason, what they want is often what
they EXPECT to get from you. Here’s an example that highlights this perfectly.

NOTES: (click below to add)
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WINDOW CLEANING COMPANY

One of our previous clients owned a window cleaning company. His marketing
informed his prospects that he would make sure their windows were absolute-
ly spot-free when the job was completed. But that’s what everyone EXPECTS
from a window cleaning company, isn’t it? And the problem is that when he
delivers on that promise and delivers spotless windows, the prospect will never
notice that level of quality because they automatically expect a window clean-
ing company to get their windows spotless.

When you take clothes to the dry cleaner, don’t you expect to get them back
dry cleaned? When you go to a restaurant, don’t you expect good service? In
fact, the ONLY time you actually notice the service is when it’s NOT good. Oth-
erwise, you just automatically EXPECT it.

NOTES: (click below to add)
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WINDOW

CLEANING COMPANY

Same thing for the window cleaning company. The only time you will notice the
quality of their work is if your windows are NOT spotless. This example high-
lights one simple fact about business. You must EXCEED your prospects and
customers expectations to get them to notice you. It is ONLY when you exceed
expectations that you begin to provide exceptional and extraordinary value,
and that’s when you have the opportunity to dominate your market. That’s why
EVERY business owner must look for ways to innovate their business.

This window washer did just that, innovated his window cleaning business by
offering unexpected value to all of his customers. He not only cleans their win-
dows until they’re immaculate, but he also cleans their screens, which are often
dirtier than the windows themselves. As an added bonus, his crew cleans the
filthy window tracks and sills that never receive attention from the homeowner,
both the inside and outside tracks and sills.

He later included additional value-added services. For example, he automati-
cally repaired all damaged screens and provided a unique window glass coat-
ing that was guaranteed to keep windows spot-free for a minimum of five
years. Imagine as a homeowner, never having to worry about dirty windows
for at least 5 years. Who wouldn’t want to hire a window cleaner that did all of
these things?

Now, you may think that would have had a negative impact on his repeat busi-
ness. After all, when you can guarantee your customers won’t need your services
for at least five years, you would think that would be detrimental to his business.

NOTES: (click below to add)
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WINDOW

CLEANING COMPANY

In reality, it actually increased his business. After reviewing his previous cus-
tomer records, he discovered that his target customers typically contacted
him for additional window cleanings once every seven years. With the new five
year treatment, he decided this offered him the perfect opportunity to start a
“customer continuity program.”

By offering a 5 year warranty on his work, this established a deadline in the
minds of his customers. They automatically assume they need to repeat the
service at the five year mark. He was able to easily enroll a very high percent-
age of his customers into a continuity program where he automatically comes
back on their fifth anniversary and repeats the process. This dramatically in-
creased his target customer’s lifetime value, which we will cover at a later time.

This is why you MUST select your niche market based on your personal passion.
Innovation takes work and effort. It can’t be done half-heartedly or haphazardly.
If you choose your niche market based on your ability to make a buck, you won’t
have the internal desire or motivation to continuously innovate your business. You
will view each day as drudgery and you will do just enough to get by.

But when you select your niche market based on what you’re passionate about,
you will find that you can’t wait to get to work every day, because now it’s not
work, its play. You view every day as a new challenge to provide better quality
or better service to your prospects and customers.

NOTES: (click below to add)
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WINDOW

CLEANING COMPANY

You continuously look for new and innovative ways to improve what you do, the
customer service you provide, the information you make available, or the person-
al help you offer your target customers. And none of this is work or effort for you,
because you love what you do and you want to continuously improve.

We see so many small business owners every day who have absolutely no pas-
sion for what they do, and it’s very obvious to everyone that deals with them,
especially their prospects. They want to do just enough to get by. They con-
stantly say “just tell me what | should do.”

They don’t have the passion to even attempt to look forward and ask them-
selves what they could do in their business to provide their prospects with the
ultimate customer experience. Don’t fall into this same trap.

NOTES: (click below to add)
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COMPLETE YOUR TARGET
CUSTOMER PROFILE

So let’s get to work completing your target customer profile. Let’s revise your
original physical profile by looking at our business examples so you can use
them as models for your own business. We have also included these in your
workbook for later reference.

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Revised Physical
Description

N\

CHILD CARE

Physical
Description

-
N

Your Niche Market

-
N

What do

\ they Want?
Emotional
Description

\_ J

'4

Which want
meets your
“Passion”?

Let’s start with the child care facility, and let’s go through the entire process to
reinforce the steps required when developing your target customer profile.

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Revised Physical
Description

l\

-

N\

Physical
Description

* Male / Female

e 21-45 Years Old

» Single / Married

¢ 1-3 Children: O-5 Years
e Employed

e Income $20k-$250k

J

Your Niche Market

-
N

What do

\ they Want?
Emotional
Description

\_ J

'4

Which want
meets your
“Passion”?

Physically, we originally identified the target child care customer as either male
or female, 21 to 45 years old, single or married, 1 to 3 kids between the ages of

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

3 months up to 5 years old, employed outside the home and with an annual in-
come somewhere between $20,000 and $250,000 per year.

In other words, any human being with kids under 6 that works outside the home,
and doesn’t have a friend or relative that can watch them during the day NEEDS
the services of a child care facility.

But then we asked ourselves this. What do all of those parents WANT? What is
their emotional profile? What are their hot buttons? What are the problems, the
fears, the frustrations or concerns they have as they begin to face the reality of
placing their young child into the custody of strangers? What are they experi-
encing emotionally?

This is where you want to nurture your own ability to look at these various sit-
uations from the perspective of your target customer. Business owners often
have a tendency to assume their prospects know what they know. Making those
assumptions can destroy your business. You MUST learn to think like your pros-
pects think.

Just ask yourself, what’s really going through their minds? What are they feeling
and experiencing emotionally? What hot button issues are in play? What prob-
lems, fears, anxieties, frustrations and concerns are they facing as they try to
decide whether or not they will buy what you sell. When looking at child care,
you see that prospects want different things.

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Revised Physical
Description

l\

-

N\

Physical
Description

* Male / Female

e 21-45 Years Old

» Single / Married

¢ 1-3 Children: O-5 Years

e Employed
e Income $20k-$250k

J

Your Niche Market

- J

What do

\ they Want?
Emotional
Description

« Affordable / Price
e Caring Environment
¢ Education Options

- J

'4

Which want
meets your
“Passion”?

Some want an affordable price, some want a loving environment, and others are
looking for educational opportunities.

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

It’s imperative that child care providers define these segments. But once they
do, they must choose the one they’re most passionate about. They must select
the one segment that they want to specialize in, the one they want to represent
their niche market.

Whichever niche market they select, they must look back at their original phys-
ical profile and revise any characteristics that may have changed.

As an example, let’s say our child care provider selected affordable price as

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Revised Physical
Description

* Male / Female

e 21-30 Years Old

» Single / Married

e 1-3 Children: O-5 Years
* Employed

* Income $20k-$40k

J

N\

Physical

Description

* Male / Female

e 21-45 Years Old

» Single / Married

¢ 1-3 Children: O-5 Years
e Employed

e Income $20k-$250k

J

-

Your Niche Market

» Affordable / Price

J

What do

\ they Want?

Emotional

Description

« Affordable / Price
e Caring Environment
¢ Education Options

_
/ Which want
meets your
“Passion”?

their niche market. Does that niche market have any impact on our original

physical profile?

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Our original profile listed both men and women, and chances are good that both
genders will want low cost child care services, so that physical traits stay the
same. But now, instead of an age range between 21 and 45 years old, the major-
ity of parents wanting a low priced child care facility will favor younger parents
who just aren’t making as much income at this point in their life. So physically,
we need to revise this age range to 21 to 30 years of age.

Single or married, 1 to 3 kids between the ages of 3 months up to 5 years of
age and employed outside the home are all still valid characteristics, but the
$20,000 to $250,000 annual income now drops dramatically. It would be more
in the range of $20,000 to $40,000.

When you revise your physical profile based on your specific niche market, you
dramatically narrow the available prospects that fit that niche market. This also
makes them much easier to find when you attempt to market to them.

But what if this child care provider selected a caring environment as their niche

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Revised Physical
Description

* Male / Female

e 30-45 Years Old

» Single / Married

e 1-3 Children: 0-3 Years

* Employed

* Income $70k-$250k

NG J

N\

Physical

Description

* Male / Female

e 21-45 Years Old

» Single / Married

¢ 1-3 Children: O-5 Years
e Employed

e Income $20k-$250k

Your Niche Market

¢ Caring Environment

What do

\ they Want?

Emotional

Description

« Affordable / Price
e Caring Environment
¢ Education Options

- J

'4

Which want
meets your
“Passion”?

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

market? What would their revised physical profile look like?

The genders, marital status, number of kids and employment status all remain
the same as the original profile, but notice what changes now.

Providing child care with specialized services like a loving environment will be a
lot more expensive than child care that offers basic babysitting services. A child
care facility specializing in providing a loving environment will be required to
offer a much lower staff to child ratio, a nutritionist preparing daily meals, man-
datory staff training in safety, frequent staff rotations to keep the staff mentally
alert and prevent adult burnout when dealing with kids, and so on.

Instead of appealing to 21 to 45 year olds, a caring environment appeals to pros-
pects who can afford to pay for these more expensive child care services. These
parents will need to be earning much more discretionary income, and their age will
reflect that increase. The revised physical profile would be 30 to 45 years of age.

The age of the child also comes into question. Most parents want child care
that offers a loving environment when their kids are 3 months old up to about 3
years old, since these are considered the critical years for kids emotionally. So
that physical trait changes somewhat from our original.

And the income level must now be revised since this type of child care will be
approximately twice as expensive as the affordable child care. The annual in-
come increases to $70,000 to $250,000.

But look at this. The exact same physical profile also applies to parents who

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

Revised Physical
Description

* Male / Female

* 30-45 Years Old

» Single / Married

* 1-3 Children: 3-5 Years
* Employed

* Income $70k-$250k

J

N\

Physical

Description

* Male / Female

e 21-45 Years Old

» Single / Married

e 1-3 Children: O-5 Years
* Employed

* Income $20k-$250k

J

-

Your Niche Market

* Education Options

J

What do

\ they Want?

Emotional

Description

-

« Affordable / Price
¢ Caring Environment
¢ Education Options

V4

Which want
meets your
“Passion”?

want the educational options, but with one critical exception.

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

The parents who prefer a child care facility that offers educational options have
kids between the ages of 3 years old up to 5 years old, probably because they
know their child will be starting school shortly and they want them to be well
prepared educationally. Everything else on their physical profile remains the
same as the parents who want the loving environment.

But let me explain the huge opportunity this now provides to the child care pro-
vider. A child care facility is a physical location that parents must drive to each
day to drop off their kids. No parent is going to drive 10 or 15 miles every day for
child care. They want a facility that’s close to their home or office, so it’s more
convenient for them to drop the kids off and pick them back up at night.

So when this child care facility begins to market their services, advertising ven-
ues like the local newspaper, radio and television just don’t make much sense.
No matter how exceptional the child care is, the majority of people seeing mass
advertising won’t be interested in a facility that isn’t close by, so the child care
provider would be wasting their marketing dollars using these venues. The only
sensible marketing strategy for a local child care facility to use is direct mail.

But how easy is it to use direct mail, NOW that we have revised our physical
profile? To use a direct mail strategy, you must first purchase a mailing list from
a list broker. Naturally the more names you buy the more expensive that list be-

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

comes. Not to mention the price of the mailings themselves.

But thanks to our revised physical profile, the child care provider only needs the
names of prospects fitting their revised physical profile that live within a 5 mile
radius of their child care facility, since most parents won’t be willing to drive any
further than that each day.

Can you see how attempting to mail to every prospective parent within a 5 mile
radius that fits the description of 21 to 45 years old, single or married, 1to 3 kids
between the ages of 3 months up to 5 years old, employed outside the home
and with an annual income somewhere between $20,000 and $250,000 per
year, would be daunting and expensive.

But look what happens to the cost of that marketing campaign when those phys-
ical traits become much more refined? For the child care facility offering a caring
environment, they only need the list with the names of parents between the ages
of 30 to 45 with kids under 3 years old and they make $70,000 or more. That just
eliminated 90% of the total potential prospects within that 5 mile radius.

Same thing for the child care offering educational options. They only need the
list with the names of parents between the ages of 30 to 45 with kids 3 to 5
years old and who make $70,000 or more. That just eliminated 90% of their
potential prospects as well. Can you see why we have spent the time to create

NOTES: (click below to add)
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COMPLETE YOUR TARGET

CUSTOMER PROFILE

your target customer profile, and to do it properly?

When you select your niche market, you often disqualify vast numbers of pros-
pects that you may otherwise attract. Unfortunately for most of them, you won’t
be offering them what they want. This means you waste your time and effort
trying to sell your product or service to prospects that may NEED what you sell,
but don’t WANT what you sell.

Selecting your specific niche market allows you to innovate your business to
fit the wants of that specific market so you not only offer qualified prospects
what they want, but you give them more than what they want. They see you as
providing them with exceptional and extraordinary value, and they will come to
you en masse.

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

CONSULTANT

This same situation applies to the consultant? Their original physical profile
included both B2B and B2C businesses. These businesses can be in start-up
mode, developing but they want to develop at a much faster rate, they may
be stuck at a specific plateau and want help getting unstuck, or they may find
themselves in serious economic trouble. They have fewer than 20 employees,
they have a viable business concept or plan if they are starting up, and typically
their revenue is below $3 million.

NOTES: (click below to add)
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CONSULTANT

Physical What do

Description

they Want?
BtoB or BtoC

Start-up, Growing (wants
faster) < Stuck, Trouble - E : |
LLC, Sole Proprietor, Corp - motiona

Revised Physical

Description Single or Multiple Locations Description
» Solo-Professional -« CEO -
Employees O to 20 - Viable
Concept ¢ Business Plan
« Annual Revenue $0-$3
million « Age: Startup - 100

\Years y

Your Niche Market

_ J _ J
\ / Which want
meets your
\_ ) “Passion”?

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

CONSULTANT

Physical What do

Description

they Want?
BtoB or BtoC

Start-up, Growing (wants
faster) < Stuck, Trouble -

Revised Physical LLC, Sole Proprietor, Corp - Emotional

Description Single or Multiple Locations Description
» Solo-Professional -« CEO -
Employees O to 20 - Viable * Make more money
Concept * Business Plan e Build substainable
* Annual Revenue $0-%$3 business
million « Age: Startup - 100 ¢ More time off

\Years y

Your Niche Market

_ J _ J
\ / Which want
meets your
\_ ) “Passion”?

So physically, their universe is essentially any small business under $3 million
in annual revenue. Today, that’s around thirty million businesses in just the US
alone. That’s a lot of businesses to try to market to.

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

CONSULTANT

But emotionally, we know what these 30 million businesses want from a con-
sultant or a coach? We know what their emotional hot buttons are. Some want
help so they can make more money. Some want help building their business by
putting into place the fundamental processes that create a long term sustain-
able business. Others have a stable business but want to free up their time so
they can enjoy their family and friends.

Revised Physical
Description

BtoB or BtoC

Start-up, Growing (wants
faster) ¢ Stuck, Trouble

* LLC, Sole Proprietor «
Single Location ¢ Solo-
Professional <« CEO -
Employees O ¢ Viable
Concept ¢ Business Plan ¢

Physical

Description

BtoB or BtoC

Start-up, Growing (wants
faster)  Stuck, Trouble *
LLC, Sole Proprietor, Corp *
Single or Multiple Locations
» Solo-Professional <« CEO -
Employees O to 20 - Viable
Concept ¢ Business Plan

= Annual Revenue $0-$3
million « Age: Startup - 100

Annual Revenue $0 - Age:

\Years y

Your Niche Market

What do

\ they Want?

Emotional

Description

¢ Make more money

¢ Build substainable
business

¢ More time off

Startup
* Make more mone
\ v \ Y,
\ Which want
meets your
\_ ) “Passion”?
NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

CONSULTANT

In all of these niche markets, the only physical trait that doesn’t change will be
the fact that the business sells to consumers or other businesses. That could
apply to all of them regardless of the other factors. So let’s look at the revised
physical profile for each of these three niche markets.

First, the businesses that want immediate cash flow are typically single unit
startups less than one year old and headed up by a solo-professional operating
as an LLC or sole proprietorship. They will have zero revenue and no employees.

The businesses that want to build their business are typically one to five year
old single unit operations run by a solo-professional operating as an LLC or sole
proprietorship with $250k to $1 million in revenue and less than 5 employees.

NOTES: (click below to add)
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CONSULTANT

Physical What do

Description

they Want?
BtoB or BtoC

Start-up, Growing (wants
faster)  Stuck, Trouble -

Revised Physical LLC, Sole Proprietor, Corp * Emotional
Description Single or Multiple Locations Description
» Solo-Professional <« CEO -

BtoB or BtoC Employees O to 20 - Viable * Make more money
Start-up, Growing (wants Concept « Business Plan « Build substainable
faster) « Stuck, Trouble - - Annual Revenue $0-$3 business
Sole Proprietor - Single million = Age: Startup - 100 « More time off
Location * Sole Professional Years
* CEO * Employees 0-5 - . J
Viable Concept * Business
Plan ¢« Annual Revenue Your Niche Market

$250k-$1M - Age: 1-5 Years

» Build substainable
- / business - /

\ / Which want

meets your
(13 N ”")
\_ ) Passion”

The ones looking to spend more time with their family are typically more than
5 years old with multiple units headed up by a CEO operating as eithera C or S
Corporation with $1 million to $3 million in annual revenue and 5 to 20 employees.

NOTES: (click below to add)
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CONSULTANT

Physical What do

Description

they Want?
BtoB or BtoC

Start-up, Growing (wants
faster)  Stuck, Trouble -

Revised Physical LLC, Sole Proprietor, Corp * Emotional
Description Single or Multiple Locations Description
» Solo-Professional <« CEO -

BtoB or BtoC Employees O to 20 + Viable * Make more money
Start-up, Growing (wants Concept « Business Plan « Build substainable
faster) « Stuck, Trouble - Annual Revenue $0-$3 business
+ Corporation « Multiple million = Age: Startup - 100 « More time off
Locations « CEO - Years
Employees 5-20 « Viable . J
Concept * Business Plan ¢
Annual Revenue $1M-$3M - Your Niche Market

Age: 5-100 Years

\_ y * More time off \_ y

\ / Which want

meets your
(13 N ”")
\_ ) Passion”

Each of these three niche markets has a specifically defined physical profile that
wants what a consultant sells. As a small business owner, your job is to identify
and define the most important emotional hot buttons that apply to your busi-
ness; select only the one niche market that will serve YOUR passion, and revise
your physical profile to define the prospects that make up that niche market.

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

CONSULTANT

It all comes down to this. All prospects today want to feel special. They want
to feel as though they’re dealing with the expert that can help them solve their
problems, concerns and frustrations once and for all.

For the business that does all of this, your prospects will show up, pay you a
premium price, tell everyone they know about you, and never leave you. The
business that’s unique, offers exceptional and extraordinary value and clearly
communicates these benefits has the unprecedented opportunity to totally
and completely dominate their entire market.

This is how we help small business owners all over the world build highly suc-
cessful businesses. All you have to do is follow the E-Learning Marketing System
roadmap and your chances for success will greatly increase.

We want you to understand that building a million dollar business is NOT a dif-
ficult endeavor. It does require some dedication and effort on your part. But if
you follow the process we’re teaching you, then anyone with a passion for what
they do, and is serious and committed to building their business, can absolutely
do this. All of us want you to achieve massive success in your business.

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

CONSULTANT

And it all starts right here, by developing your target customer profile. So now
it’s your turn. Find the revised worksheet in your workbook and transfer the in-
formation from your previous worksheet onto this new one.

This will consolidate all of your previous work into a single document that you
can easily refer back to. Record your original physical profile in the box at the
top, your emotional profile in the box on the right, your niche market selection in
the lower box, and then your revised physical information in the box on the left.

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

INTRODUCTION

EMOTIONS EQUAL SUCCESS FOR YOUR
BUSINESS

CASE STUDY: WINDOW CLEANING

COMPANY

COMPLETE YOUR TARGET CUSTOMER
PROFILE

CASE STUDY: CONSULTANT

Let’s quickly recap what we’ve accomplished in completing your target custom-
er profile. Our main purpose for building this presentation series was to help you
develop the solid foundation required to build a highly successful business. That
foundation demands that you know and understand who it is that represents
your target customer.

We began the identification process by looking at the two major components
that define your target customer, their physical profile and their emotional pro-
file. Knowing your target customer’s physical profile, while very important, only
identifies who NEEDS what you sell. It identifies the physical characteristics of
your target customer.

NOTES: (click below to add)
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INTRODUCTION

EMOTIONS EQUAL SUCCESS FOR
YOUR BUSINESS

CASE STUDY: WINDOW CLEANING
COMPANY

COMPLETE YOUR TARGET

CUSTOMER PROFILE

CASE STUDY: CONSULTANT

The emotional profile identifies who WANTS what you sell. It identifies your tar-
get customer’s emotional characteristics, also known as their hot buttons. When
you know and understand their emotional traits, you also know and understand
how to compel them to buy from you by appealing to their emotions.

By hitting their hot buttons, your prospects will pay attention to your message,
and want to buy what you sell because it solves a major problem, concern or
frustration that has intruded into their lives.

By creating an accurate emotional profile, you have completed a key step to
eventually creating and developing a highly successful business, a business
that’s unique, provides exceptional and extraordinary value, and effectively
communicates its uniqueness and value to its prospects.

The real key to creating this type of business is for you to look over those hot
buttons in your emotional profile, and select just the one that most resonates
with your passion. That selection becomes your niche market. Once you make
this selection, you position your business as unique. You stop being all things to
all people, and you position yourself and your business as the expert within your
niche market.

You will eventually convey this uniqueness in your marketing program, a market-
ing program that generates real results by providing the powerful and compel-
ling information needed to reach your prospects emotionally.

NOTES: (click below to add)
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INTRODUCTION

EMOTIONS EQUAL SUCCESS FOR
YOUR BUSINESS

CASE STUDY: WINDOW CLEANING
COMPANY

COMPLETE YOUR TARGET

CUSTOMER PROFILE

CASE STUDY: CONSULTANT

And thanks to your niche market selection, you have now identified qualified
prospects who actually want what you sell, versus need what you sell. This has
dramatically narrowed the number of prospects that are available to buy your
product or service, but you will attract all of them since you have chosen to
serve this niche market exclusively.

Then, by revising your original physical profile, you further refine the physical
characteristics of your target customer so you know them when you see them,
and you can find them when it’s time to market to them.

Completing your target customer profile is a major step in not only building a
successful business, but a long term, sustainable and successful one that you
can operate with total confidence and certainty. And by the way, you’ve just
completed a required basic business fundamental that 99.9% of all small busi-
ness owners never take the time or put forth the effort to complete. So, congrat-
ulations on a job well done.

NOTES: (click below to add)
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Target Customer - Identifying Your ‘Low Hanging Fruit’

NEXT PRESENTATION

We’re going to take your business to a whole new level. We’re going to help you
map out your target customer’s thought process. We're going to actually step
into the minds of your target prospects and determine specifically what it is
they want from you and your business.

But we won’t stop there. We’re going to look at ways to help you innovate your
business so you offer your prospects “exceptional and extraordinary value.” You
will then be well on your way to total and complete market domination.

NOTES: (click below to add)
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NEXT PRESENTATION

So remember, transfer all of your physical and emotional information onto the
revised worksheet in your workbook. Select your niche market, and record your
choice in the lower box. Then complete this form by refining your physical pro-
file on the left to fit your specific niche market.

Keep in mind that each and every step we take continues to build on the previ-
ous ones, so take your time as you complete each assignment and do the best
job you can.

Remember that our primary goal in the E-Learning Marketing System is to help
you quickly develop the processes that will bring more revenue into your busi-
ness. Each presentation brings us closer to accomplishing that goal. So until
next time, here’s to your success.

NOTES: (click below to add)
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BUSINESS
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