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hese are the words that Uirst greet everyvisitor to my website and I want to extendthat same hearty welcome to you as youprepare to spend some time with me read-ing through this unconventional marketingguidebook.If you’ve spent any time researchingmarketinghelp on the Internet and in your library orbookstore, you already know that there aremany, many marketing strategies and toolsavailable that you can use for marketing yourheart-centered business.The following are just some of the best strate-gies — not ALL the strategies — that I know offor successfully marketing a heart-centeredbusiness. Many of the ideas in this guidebookmay not even sound like they could possiblyhave anything to do withmarketing a business,but that’s precisely what makes them uncon-ventional. Actually, I suppose, this guidebook isreally more about raising your marketingand business consciousness to anew level.Much of what you read in thisguidebookmay seem counterintuitive for traditionalmarketing but as SoulProprietors you and Iare not interested intraditional ways ofmarketing our busi-ness, althoughmanyof these tips are

very traditional on the surface. The differencewill be you — your authentic self — and in theYOUniquness of your delivery.As you read through this guidebook and planyour marketing, please remember, you are mar-keting to other people — other human beings.Too oftenwe lose sight of that. The anonymity ofthe Internet lets people hide behind a façade ofanonymity to dobusiness—often quite success-fully—without ever having to have any real con-nectionwith another human being. I don’t workthat way. For me, business is all about buildingrelationships based on positive connections.Can you be a shameless self-promoter and stillbe a Soul Proprietor? You bet you can and if youread this guidebook and put these suggestionsinto practice you’ll be doing just that— shame-lessly promoting yourself and your business togreat beneUit to your own bottom line.And remember, you owe it to the people you canhelp to let them know you are available, willingand able. You do that through marketing. Nowlet’s get busy so those good people won’t haveto wait any longer and you can get busyfulUilling your dreams.All the bestfor your success,
Marty Marsh
Soul Proprietor

Welcome Soul Proprietors!
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T
In Gratitude....

Over the years I’ve had the
pleasure to learn at the feet of
some of the best marketing

and business teachers in the world.
Without them I would not know the
joy and freedom that I enjoy by being
self-employed.

In particular I’d
like to thank
Suzanne Bird-
Harris w h o i s
n o t only an
inspiration and
a mentor but a
friend as well.

In addition, I’m
eternally grate-
ful to Robert Middleton who taught
me to love marketing a very long
time ago; Chris Gillebeau who has
taught me how to live an unconven-
tional life; Jonathan Mead who is
wise beyond his years and inspires
me to live my life with intention;
Mark Forster who gave me permis-
sion to “do it tomorrow;” and espe-
ciallyBarbaraWinterwho has taught
me what it means to be a wanderer
and to lead a “joyfully jobless life.”

This guide is
really more
about raising
your marketing
and business
consciousness to
a new level...
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he day you went into business foryourself is the day that you put on yourmarketing hat and it never comes off. Youare the Chief Marketing Of*icer for yournewmarketing business. Sure, youmay be sell-ing something—a service or a physical productor both— but the reality is that you are now inthe marketing business. Full time.A business, no matter what kind it is, will notUlourish and last if you aren’t continuouslymarketing it. And let’s be very clear right upfront: marketing (and selling) is not aboutpersuading people to buy something they don’twant. That’s no fun and it’s not the way a SoulProprietor does business.A Soul Proprietor lets people know what prob-lems they solve and why they are the bestchoice for solving them, but would neverpressure someone to buy some-thing they aren’t ready for,don’t need, or don’t want.A Soul Proprietor hasclarity of purpose, a visionfor success, a clear under-standing of what they are offering and haveput into place a variety of marketing activi-ties and strategies that will attract the rightkind of client — their ideal client — to theirbusiness.At that point, the client literally sells him- orherself and all that’s left for you to do is deliveron your promise of great service and collect themoney.

Soul Proprietors are a different breed of entre-preneur and the traditional way of marketing,selling and conducting business just leavesthem cold.Soul Proprietors love being in business becausethey’ve realized that a business is the best waythat they can change the world — or at theleast, change their world.Soul Proprietors believe that being in businessshould be fun (and not feel like work) andshould be centered around creating real rela-tionships with real people.Soul Proprietors surround themselves withpositive-minded, self-empowered, conscien-tious, and kind people who are committed toexcellence in everything they do.Soul Proprietors are not afraid to make money.In fact, Soul Proprietors are rewarded in manyways—both Uinancial and spiritual— from thegreat work they do in the world.Soul Proprietors support and give back to theircommunity.So, if this sounds like you, or sounds like a wayyou’d like to do business for yourself, then let’sget busy with some unconventional marketingideas.
Make time for marketingOne of the Uirst questions Soul Proprietorsask me all the time is “How much time

should I be spending on marketing my busi-ness?” They nearly fall over when I tell them “atleast four hours a day.”“Four hours?? You’ve got to be nuts,” they say, “Ican’t get everything done now as it is!”“Howmany clients do you have now?” I ask.“Well, er, none, rightnow,” they say.“Then, obviously, youa ren ’ t s p end i n genough time onmar-keting.”This conversationusually goes on and Ieventually discoverthat the new busi-ness owner is spend-ing a lot of t imeUixing up the ofUice,running out to thestore, setting up their bookkeeping, callingfriends on the phone— just about anything butmarketing. It goes on and on like that and theyalways plan “to get around to the marketingpart soon.”So, if you don’t have at least 4 hours everyworking day to spend on yourmarketing, and ifyou don’t have enough clients, how are youspending your time?It may be time to Uind out.

Managing your newmarketing business

T
Capital can
do nothing
without
brains to
direct it.
— J. Ogden Armour
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Keep a record of how you spend your day for aweek or so. You are likely to Uind any number ofthings you’re doing that you can eliminate alto-gether, assign to someone else, or postponeuntil you’ve Uilled your calendar with client ap-pointments.
Make an appointment
with yourselfIf you want to Uill your business with cus-tomers and clients you absolutely MUSTmake marketing a priority. There’s simply noway around it.
Try this: For the next month, set aside at least4 hours of every working day to devote to mar-keting your business. Use this time to write, toplan, to prepare ezines, to make appointments.Whatever you choose as your marketing focusshould be done during this time.Put this in your planner as an appointmentwithyourself and then honor it.Most of us are pretty goodat honoring our commit-ments to others but prettylousy about keeping thosecommitments we make toourselves.Soul Proprietors always look after their ownwellbeing Uirst, everyone else after. Is this selUish?Notat all. You can always take better care of others ifyou are well-taken-care-of yourself, Uirst.If you have no clients, then spend 8 hours a daymarketing. Yes, 8 hours. Without clients youshouldn’t have much in the way of administra-tive work to do, so until you start serving real,

paying clients, spend all of your timemarketing.Get off the phone unless you’re scheduling ap-pointments. Get off the Internet unless you aredoingmarket research. Get off email unless youare responding to, or generating, client in-quiries.Sorry to be brutal with you here, but you mayjust need to change your mindset and do itquickly. Growing a business requires disciplineand there’s no way around it.The answer to having more time is not foundhere in this guidebook, the answer is not foundat some timemanagementwebsite. The answeris discipline, plain and simple. Make up yourmind right now that you are going to start mar-keting your business, make a plan, and then justdo it.
Never check email
in the morning

That’s the title of a really great book aboutmanaging time by JulieMorgenstern and itspretty good advice. It may or may not be prac-tical advice for you— youmay have lots of rea-sonswhy youmust check email Uirst thing in themorning — but the truth is that these days, formost of us, email is a wonderful and indispensi-ble tool and the bane of our very existence atthe same time.It’s the very thing that — more than anythingelse — keeps us frommarketing our business.Besides following the very good advice of onlychecking email at certain times of the day, yourgoal should be that you have a clean inbox after

every time you check it. Yes, clean it out.Thatmeans acting on every single email you getduring each session when you check.I subscribe to the philosophy of time manage-ment espoused byMark Forster, which is “Do ItTomorrow.” This doesn’t mean you’re procrasti-nating. In fact, it means just the opposite. Ifs o m e t h i n g a b -solutely does not re-quire action TODAY— and most thingsdo not — then put itoff until tomorrowwhen you can plan todo it at the best time.Here’s a brief sum-mary of how I set upmy email so that Ican manage it moreea s i l y, w i t h l e s sstress, and I alwayshave a clean inbox:Decide that when you are going to check emailthat you’ve given yourself permission thatthat’s what you’re going to do for the next halfhour or so and do nothing else.Manage your email with some sort of emailmanager such as Out look , MacMai l orEntourage. You’ll save yourself countlessheadaches by using a good email manager.Set up 3 folders in your inbox: ACTION,TOMORROW, and REFERENCE.Let ALL of your email Ulow into your inbox.

If you’re using AOL,
Hotmail orYahoo for
your email, stop it! Get
a real email address
with your business
name in it (i.e. marty@
martyink.com).You’ll
look far more profes-
sional than using free
email accounts.

®
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Then, one by one, evaluate each email and dosomething with it.If it will take you less than 2minutes to respondor to do what theemai l is asking ,apply David Allen’srule and do it rightthen. Either deletethat email or moveit to your REFER-ENCE folder.If it is somethingthat will need yourattention today butis not immediatelyurgent , put i t inyour ACTION folder.Then before the endof the day, completeall those tasks andthen either deletethose emai ls ormove them to theREFERENCE folder.If itssomethingthat isnot urgent, place it inyour TOMORROWfolder. Then, tomor-row, in your firstemail session for theday, handle all thoseitems in t h e TO -MORROW folder,andtheneitherdeletethemormove them to theREFERENCE folder.Ta-DA! You always have a clean inbox!

If an email contains a link that youwant to visit,resist the temptation to click on that link andinstead, add that email to your TOMORROWfolder. Set aside time tomorrow to surf the netand give yourself permission to spend yourtime doing that if that’s what you want to do.It’s okay, really, so long as you’re not avoidingsomething else — like marketing.A side beneUit is that if you’re not clicking linksin emails you’ll save a lot of money by not mak-ing impulse purchases. Looking at that tomor-row puts you in a better frame ofmind—a lessurgent frame ofmind—and allows you to thinka purchase through more clearly. You may Uindyou don’t want it at all, whatever it is.The temptation, once you discover how wellthis works, is to then OVER organize your inbox,making folders for all kinds of things, andmak-ing rules to send emails all over the place.This creates two problems: You then have waytoo many folders to check for new email ANDyou can never Uind anything you need later be-cause you are trying to remember where yousent a particular email from a particular person.If all Uinished emails that you might need laterare in the REFERENCE folder, then you alwaysknow where to look or where to do a search.The payoff for you: ALL your email gets han-dled, nothing slips through the cracks, there’sno stress, and you can always Uind somethinglater.Now, having said all of this, if youworkwith lotsof different clients as I do, and you have lots ofemail correspondence going back and forth be-

tween you, you might want to set up a CLIENTfolder with a folder inside for each one of yourclients and then set up a RULE that Uilters allthose emails into their appropriate folders.Still, having every email come through yourinbox is preferable because you can make a de-cision about what to do with it on the spot, andyou nevermiss something important IF you aretruly keeping your inbox cleaned out.Following this routine alone has done more forimproving my productivity and lowering mystress level than anything else I’ve ever done,AND I have much more time to work on mar-keting my own business.And here’s something else I’ve discoveredabout handling email: When you’re excitedabout and passionate about and engaged withyour business, you won’t Uind email to be muchof a distraction. You’ll deal with it because youhave to, but youwon’t be distracted by Internetwild goose chases because you’llwant to get right back to managingyour business and your marketingand serving your many clients.
Black Hat Marketing
vs.White Hat Marketing

I’m sad to report that there are many, manymarketers out therewho aremaking their liv-ing in unscrupulous ways. They are typicallyvery successful Uinancially — something we allwant to be—but I’ll venture to guess that thosepeople are not happy and that most folks reallydon’t like them. (I also believe that, eventually,karma will catch up with them.)

You learn by studying
what other marketers and
business owners are doing to
market using email, so it’s a
good idea to subscribe to
LOTS of ezines. But it doesn’t
take long before those ezines
and special announcements
— they’re all trying to sell
something just like you’ll be
doing — will start to fill up
your inbox in a hurry.

The solution to this is to cre-
ate a separate email account
in one of those free providers
such as Hotmail, AOL or
Yahoo and subscribe to
ezines using only that ad-
dress.You can then go check
it at your leisure and all that
email is not cluttering up
your regular inbox.

Note what others are doing
— good and bad — and what
particularly resonates with
you and what turns you off.
Take note and try out some
of these techniques in your
own email marketing
campaigns.

®
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These are the people who lie, cheat and some-times steal to get what theywant out of you, theconsumer. That’s usually your dollars and centsand they really don’t care how they get it—norwhat they say or do — so long as that moneygoes from your bank account into theirs.I call that kind of marketing, Black Hat Market-ing. Remember the Westerns of long ago? Youcould always tell the good guys from the badguys by the color of their hats — even with thesound off. The good guys were wearing whitehats and the bad guys were wearing the blackones. You, of course, willbe wearing thewhite hat.Hype and scam-ming is nothingnew, of course, it’sjust that the Inter-net has made itthat much easier for people to put stuff outthere, both good and bad. Personally I’m quitetired of all the emails I get touting that I can getrich on the Internet and not have to do anywork.I have a feeling that if anyone is getting rich onthe Internet — and there are many, many peo-ple who are — it’s because they are workingpretty diligently at doing so.Just yesterday I saw a big launch of a new Lawof Attraction product that sounded like it wascoming from three of the big names from themovie, The Secret. The sales page for this con-tained “testimonials” from some big name peo-

ple, too, but as it turns out, whoever is puttingthis product out is merely using these names ina way that makes it look like these people areassociatedwith it and that the testimonials are,in fact, just quotes that they picked up fromother places. Besides the fact that they’ve prob-ably opened themselves up for a lawsuit, thesad fact is that theywill probably sell a boatloadof these products and then shut the site downas soon as the heat gets put on. And the productis poorly done to boot.Truth is, I don’t have a problemwithme or any-one else getting rich on the Internet and I don’thave a problem with doing it quickly and I’msure you feel the same way. But I’m going tosuggest that those that will win in the end arethe people who slow down and prettymuch getrich the “old fashioned way” and that is withhonesty, integrity, and some late nights and dili-gent work.I really do believe that nice guys (and gals) canUinish FIRST. Individuals and organizations thatcompete with generosity and fairness repeat-edly win out over those that lie and cheat.Of course, if you were interested in learninghow to lie and cheat you wouldn’t be readingmy stuff anyway.
Be a Person of
Positive Influence

All Soul Proprietors are People of Positive In-Uluence— PPI for short.Because we’ve chosen business as the vehiclefor bringing positive change to our world, and

because all of us are in a healing profession nomatter what kind of business we’re actually in,our position as experts in our Uield gives us theopportunity to bring a positive inUluence oneveryone we work with or who comes in con-tact with us.We do this not only in the words we write orspeak but more so in the way we live our livesand conduct our business. People are paying at-tention.I spend a lot of time in RV parks and camp-grounds and I’m always amusedwhen I Uind outthat someone has been paying attention to mycomings and goings and towhat I’m doing . Youcould say they are just being “busy bodies” andmaybe they are, but I’m always reminded thatother people are always paying attention to uswhether we realize it or not.My southern mama would always say, “You’vegot to keep your nose clean” whichwas herwayof saying that people are paying attention to you,you better look good and watch what you do.In no way, however, am I advocating that youshould ever compromise your integrity or yourauthenticity just because you think others arewatching. This isn’t about pleasing other people.This is all about showing up in your world asyour authentic self. Sometimes our authenticselves make other people uncomfortable, butwe always get their attention. If you want agood example of this, visit mywebsite and readmy FAQ page.I’ve spentmost ofmy life being a people pleaser,but I’ve learned that people want the real me.

Nice guys
(and gals) do
-inish FIRST!

Ifyou
w

illbe
clearly

w
hatyou

are,the
universe

w
illgive

you
clearly

w
hatyou

w
ant.—

A
braham

-H
icks
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So that’s what I give them. It makes life mucheasier, too.Set your intention to show up in yourwork andyour life as your authentic self and watch theclients Ulock to you.Just remember that you have awide circle of in-Uluence, wider and bigger than you might real-ize right now. But its there and YOU are thecenter of it.
Give (almost)
EverythingAway

Ever since the Internet came on the scene ithas been all about access to oodles of freeinformation. I see this as a very good thing andI hope that much of the content on the Internetwill remain free.The traditional way of doing business onlinehas been to give away about 10% of the goodinformation — a “teaser” of sorts — and holdback the other 90% to sell. I’ve been doing justthe opposite. I typically give away 90% of mystuff. The rest of it is for my fans and those whoneed speciUic help better suited to a more in-depth approach.I sell my coaching and consulting services andsome programs and teleclasses and ebooks, butmost of my writing is put out there for free.Of course, free may not be an accurate term touse because in reality there is always a pricethat must be paid. Usually when something isoffered for free it is done so in exchange for anemail address and a name.

Take my “How to Get theWord Out AboutWhoYou Are and What You Do” guidebook that’savailable for free on my website. It’s free solong as you are willing to give me your firstname and email address in exchange for get-ting it.Now, this is no 5 page special report that tellsyou what you should be doing and then tellingyou in the end that to get the full story youmustbuy one of my programs. No, this is a 75+ pageebook that not only tells youwhat youmight doto market your business it also tells you how togo about implementing those strategies.That guidebook has donemore to generate newbusiness forme than any othermarketing strat-egy I’ve implemented. Those people that havecome tome as a result of readingmy free guide-book have been so impressed with what I’vegiven them for free that they already are certainthat they will get incredible value if they actu-ally pay me for something.Now, some people want EVERYTHING for free.They even balk at having to share their emailinformation to get access to the guidebook.Those are the people that grudgingly put intheir email address, download the free ebook,and then just as quickly, unsubscribe from thelist. It happens all the time and it will happen toyou, too.That’s okay. I’m very clear that those peoplewillnever buy a single thing from me anyway, sowhy should I invest anymore of my time – evendigital time – with them?I’ve always subscribed to the idea that you can’tgive away too much. Many people take issue

with me on this including my partner and myaccountant as well as many of my students andclients. “What will be left to buy if you give it allaway?” they cry.Just bear in mind that you won’t sell somethingto everybody. Thewhole idea behind giving stuffaway for free is to have an opportunity to getpeople interested in what you have to say, get toknowyoubetter, conUirm in their ownminds thatyou are, indeed, an expert in your Uield, learn tolike, and then trust you, so that one day theymaydecide it is safe to buy from you.I’ve had people receiving my ezines and down-loading every free thing I offer for more thanthree years before deciding it was time to buysomething.I’ve got thousands of people onmy list but onlyabout 10% buy from me or hire me. But everytime someone downloads a free report or readsone of my articles or a blog post or even emailsme for some free guidance (which I usually hap-pily provide) that interaction has the potentialto bring them that much closer to possibly be-coming a paying client on down the road.I’ve known lots ofmarketers and business own-ers who literally give everything away for free.All one has to do is read their blogs, their ezines,their special reports, and attend their free tele-classes. But many of those same people whocan get all that stuff for free will happily pay forthe exact same information if they can get it allin one place such as in a book, ebook, member-ship site, or audio program.So, go ahead and give away as much free stuffas you can. All the while you’re not only build-
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ing a vast library ofmaterial that you can collectlater on and sell tomany of those same folks, butyou’re collecting valuable contact informationthat you can use to send your marketing mes-sages for as long as they will allow you to do so.Those that truly value what you offer will be-come your fans and then your customers. Thosethat don’t, don’t matter anyway.
Name, rank and
serial number!You don’t want to go THAT far, of course,email address and Uirst name is plentysufUicient.If you’ve got a website or a blogsite you musthave some way to capture the email address ofthe peoplewho visit. This way you can continueto be in contact withthem with the aim ofbuilding a relationshipof trust that will eventu-ally lead those people tobuy something fromyou.Even if right now youare not prepared tosend out a regular ezine or to do any form ofemail marketing, start collecting those namesand emails now so you have themwhen you areready to start regularly marketing to them.This is one of the easiest things you can do andif you have a webmaster you just need to askthem to add this capability to your site -- and todo it soon.

First you’ll need to sign on with some thirdparty emailing service such as iContact, Con-stant Contact or Aweber. You’ll need to knowwhat you want to do in the way of email mar-keting before you sign on with a provider. We’lltalk about that a little more later on.Themain reason youwant a third party serviceis because of deliverability. You don’t want to beseen as a spammer and the sophisticated spamdetection programs out there — fairly or un-fairly — will likely see you emailing multiplesof the same message from one computer, thinkyou are spamming and shut you out or shut youdown.It’s a slippery slope navigating this world ofanti-spam insanity and its best if you leave thejob to the professionals. Third party emailersare known for sending out “clean” emails andso your chances of getting yourmessages deliv-ered quickly and on-time is pretty much guar-anteed.Plus, you want an easy way for people to opt-into your list and you want it to be easy for read-ers to opt-out, or unsubscribe, from your list.The third party provider does all of that auto-matically for you. You don’t have time to bedoing that sort of list maintenancemanually be-cause you could better use that time for mar-keting your business.Here’s what to think about when deciding on athird party email provider:Decide how you intend to use email to marketyour business, how often youwant to be in con-tact with your list and who will be responsiblefor getting all these emails out to people (That

could be you or someone you hire to do thatjob.) Then choose your third party provider ac-cordingly.So ask yourself, are you only going to be send-ing out an ezine and the occasional special an-nouncement or do youwant to implement a fullblown autoresponder campaign?If you only intend to send newsletters ezines,and the occasional special announcement, aservice like Constant Contact might suit youbest.If you want to send out ezines and also auto-matically be in touch with your list at timed in-tervals with very little ongoing input from you,then choose a service like iContact or Aweber.Personally, I’ve had extensive experience withall three and I prefer iContact over all the rest.Why? Because it is half the cost of the otherservices, it includes autoresponder capabilities,it includes survey programs, and you can im-port your current list without having to force allof your readers to re-opt-in into your system.I’m not going to discuss the value of double opt-in versus single opt-in here. You can Uind arti-cles about that at my website. Just search for“opt-in.”There are lots of third party email providers outthere. Personally, I think these three are thebest, the easiest to use, the cheapest to use inthe long run, and are the most reliable.When asking people to give you their contactinformation don’t ask for too much. People areusually willing to part with their email address

http://www.MartyInk.com
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and their Uirst name, maybe their last, too, butask for much beyond that and they’ll balk atgiving it to you. They may just click awayinstead no matter how enticing your gift tothem might be.Get them on your list Uirst and then later on youcan ask them to provide more information. Ilike getting a full postal mailing address fromthe people in my soul proprietor communityand I do that by offering something physicalthat I can send to them in the mail, like abumper sticker or a refrigerator magnet.I don’t always tell what I’ll be sending. UsuallyI’ll just offer a surprise gift in exchange for theirmailing info. I can then send direct mail (see of-Uline marketing sidebar) to them from time totime. And, occasionally, I’ll send another sur-prise gift as a thank you for sticking with me.It’s fun, the recipients love it, and I get anotherchannel for contacting andmarketing to peoplewho already know who I am and like what Ioffer.Think about what you can offer, too, for yourpeople. Make it something relevant and usefulbut also small enough to mail and light enoughto go with a stamp or two so you can keep yourcosts relatively low.
Lumpymail gets opened

Which bringsme to a quick note about send-ing out what is known as “lumpy”mail. Inthe U.S., anyway, you can pretty much mail any-thing you want so long as you can put an ad-dress on it. People have mailed underwear,coconuts, and lots of other oddball things, andyou can just bet that the recipients took notice.

You can do the same thingwhen youmail some-thing that’s “lumpy.” That would be anythingthat lets the recipient know right away thatthere is somethingmore than just a letter in theenvelope. People are curious andmost can’t re-sist opening up to see what’s inside.Be sure to include a compelling offer and an at-tention getting letter or device inside the enve-lope so that once they’ve opened it, they’ll havea reason towant to readwhat you’re saying andUind out what else you’ve got for them.Be sure to check with your post ofUice abouttheir rules and regulations Uirst before you in-vest in a mailing. They’ll tell you what you canand can’t do and give you speciUic instructionson how to do themailing to ensure accurate de-livery. All you have to do is ask.We’ll be discussing other “OfUline” ways tomar-ket your business later in this guidebook.
Help people

Back in the days when I was strictly doinggraphic design work, I didn’t have abrochure or a business card. I was very fortu-nate that I was getting great word of mouthabout my business and so I wasn’t Uinding itnecessary to get out and stump for business.Then I started going to networking events.What a miserable time that was.I remembermy Uirst networking event. It was arather large gathering of the local chamber ofcommerce and I was told that everyone therewould have a chance to speak a few wordsabout their business.

Back when I was stationary and living
in one place, I used to do luncheon
meetings where people would come
to a local eatery to “lunch and learn.”
I would teach about marketing or I
would have a special guest come by
to teach us all something.

To promote those events I would mail
out a lunch bag to my list and inside I
would put a plastic fork to make it
lumpy along with a menu for the day
and other good information about
the topic we’d be discussing. The call-
to-action was to go to my website
and sign up, make the menu selec-
tion in advance, and to get them on
my electronic mailing list so I could
remind them about showing up.

I charged a small fee for the event
that included the cost of the lunch. It
was always a big success and usually
more folks would come who had not
even bothered to sign up. Those
events were a big success because it
let people experience me in-person
and I got several new consulting
clients that way. It also got my name
out in the community in a big and
positive way.
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I was determined to be prepared so I printed upsome business cards and went out and got my-self a little book about how to network. I bonedup, prepared my little speech, dressed in mysports jacket and tie and went to that meeting.When it came time for me to make my littlespeech — what I now know as an elevatorspeech— I suddenly felt like a fool and a fraudand I barely stammered out that I was a graphicdesigner. Everyone smiled, blinked, and thenthe next person spoke up and gave their littlespeech.Looking back on it now I realize that just abouteveryone there did as poor a job as I did in in-troducing themselves. It was painfully obviousthat nobody really cared. We were all there forthe same reason: get asmany business cards aswe could so that the next day we could call allthose people and sign them up as clients.But we didn’t.Even though I came away with a pocket full ofbusiness cards, I didn’t call a soul because Iknew they wouldn’t remember me and I justcouldn’t face the rejection, and probably fearingthe same thing, not one person calledme either,even though I had givenout more businesscards than I had gotten.

But I persisted and I found that nomatter whatI did, networking was a miserable, unproduc-tive, time-consuming experience that was notworking for me. And the food was awful, too.Traditional networking typically involves goingto an event trying to Uind people who can dosomething for you—mainly buy whatever youare selling. I just absolutely hate this. I knowthat networking isn’t only about this and I knowthere are ways to make networking eventsmuchmore enjoyable and useful. I don’t like thepretentiousness and besides, now I have an ex-cuse. Living on the roadmakes it impossible forme go to networking events. (Not really, but Ilike to think it does.)So today I network in a different way. I spend alot of time connectingwith people online in var-ious ways — through my ezine, my blog, andthrough individual emails I get from people.Everyonewhowrites tome gets a real response— from me. Sometimes it takes me a while toget to all of them but I take this seriously anddo my best to get back to folks in a reasonableamount of time.So if you’re going to go to live networkingevents— and networking is often just having aconversation with the person in the line at thegrocery store or bank — or if you’re going tonetwork online like I do, then instead of tryingto get people to do something for you — likebuy your stuff before they even know who youare— Uind out what you can do for them.Ask them, “What are your goals for your busi-ness? How can I help you achieve them? Whatwould you like me to tell other people aboutyou?”

These are the same questions you can ask your-self every day when you go to work in yourbusiness: How can I help my clients andprospects achieve the goals they desire?It’s a lot more fun than eating rubbery chicken.
There is NOCompetition

If you’ve been around me awhile you knowhowmuch I love to connect peoplewith otherpeople who can help each other. I long ago gaveup the idea of competition because I came to re-alize that what I offer is unique just because ofwho I am. Some people resonate with what Ihave to say and how I say it such that they be-come fans and clients. Others don’t.What I do know is that there is someone elseout there that may have the same or similarmessage but that would be a better Uit for theperson who doesn’t quite click with me.You’ll Uind the same thing to be true for yourbusiness as well if you open yourself up to theidea that there is no competition.In his book, “ The Art of the Start” Guy Kawasakirelates that in the beginning, Apple Computerwas in the business of destroying Microsoft.Apple struggled for years and nearly didn’tmake it a time or two. It was only when they Ui-nally decided that they were in the business ofcreating useful, innovative products that madepeople’s lives easier and more fun did theybegin to enjoy the success they have today.Sure their commercials still poke fun at the PCandMicrosoft but that’s just a clevermarketingstrategy. I’ve been aMac evangelist since before

Take my
card....

PLEASE!
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theywere actually calledMacs and I enjoymanyof their other products as well. But these daysfor them— and for many of us— the real com-petition is within ourselves.Most of us are striving to be better at what wedo and how we live our lives. My friend ChrisGuillebeau rightly says that the competitionweface every day is not the store or the businessdown the street or a click away on the Internet,but is INERTIA. “The competition comes fromwithin to get up every day and help peoplechange the world,” says Chris.I couldn’t agree more.Instead of fearing your competitors, embracethem. Get to know them. Find out whom theyserve and who is a good Uit for themOne of the big reasons for being very clearabout the kind of clients you want to serve —those that I call your ideal client — is in beingable to recognize when someone shows up thatis not a good Uit for you. Not every prospect thatcomes alongwill be a joy toworkwith and I de-cided a long time ago that I was only going towork with people that could bring me joy. (Youshould, too.)So in getting to know people who might tradi-tionally be seen as a competitor, I’ve embracedthem, asked them who they most like to workwith, and when someone comes along that Iknow to be a better Uit for them than with me, Ican happily refer that prospect over to them.We all win. I’m happier because I’m not havingto work with someone who is not a good Uit forme and that might create all kinds of grief, the

prospect is happier because they’re workingwith someone who can serve their needs muchbetter than I could — they would likely be asunhappy with me as I would be with them —and my competitor is happy because they’vegained a client that is a good match.At other times they do the same forme. Sendingme clients that are a better Uit for me than forthem. Competitors make wonderful referralpartners.I love how that works.Also, I have much to learn from other people—competitors or not.We all bring something spe-cial to the world of business and we expandeach other.
CChhoooossiinngg yyoouurr cclliieennttss

I’m sure I’m not the Uirst marketing teacher totell you that you need to be abundantly clearabout who you want to work with so my ques-tion is: ARE you abundantly clear about whoyou want to work with?Most business people just won’t take the timeto Uigure this out. They think it’s hard to knowthis because they’re looking outside for the an-swer.The key to this is in knowing the kind of clientyou “want” to work with. Yes, you get to decide.And its as easy as saying, “I want this.”Many years ago I put the word out that I waslooking for some new clients and got a referralfor a guy that was publishing a new magazineand at Uirst we seemed like a perfect Uit for each

other. The project was something I was enthu-siastic about, I was eager for him to succeed andfor me to be a part of that, but I soon came torealize that this particular client drove mecrazy.Week after week I came to dread our time to-gether and I did not enjoy doing any work forhim. Eventually I had to “Uire” him. I justcouldn’t take it anymore and the money was notworth it. After that I got very clear about whom I wantedto work with and you can do the same.First, it may be easier for you to think in termsof all the qualities that you really dislike in aclient.Make a list of all of those things that make youcrazy. Some things on your list might be someof the same ones that are mine:Clients who are late for appointments.Clients who don’t pay me on time.Clients who look over my shoulder whileI’m working.Clients who don’t have the money to paymy fees.Clients who are not open to new ideas.Clients who always feel like victims.Then, turn those statements around and askyourself, “so, what do I want in a client?”Your new list might look like this:I want clients who are on time for their appointments.
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I want clients who always pay my invoicesin 10 days.I want clients who trust me to do goodwork for them.I want clients who have plenty of money topay me without creating hardship forthemselves.I want clients who are open to new ideasand learning new things.I want clients who embrace life and lovewhat is.You can also be very speciUic:I want clients who are female, 45 to 60years old.I want clients who are starting a new business.I want clients who are looking to increasetheir sales by 50% or more.Are you getting theidea? The takeawayhere is that YOU getto decide exactlythe kind of clientyou want to serve.When they showup, you can em-brace them and getto work. Whenthose that don’t Uityou show up — andthey always will — you can gently let them go tosomeone else who can serve them better.It makes life so much easier, so much more joy-ful, and that makes everybody happy.

Just say NO — to the money

You may Uind that what is standing in yourway of success is all the stress that gets cre-ated when you Uind yourself working with difUi-cult clients or clients that aren’t a good Uit foryou.  That kind of emotional stress takes a hugetoll on you and all those around you. It’s stressful — and unfair — to the client aswell. Everybody can feel it and somebody has toend it. Unfortunately, that will probably have tobe you. Firing a client can be one of the mostdifUicult things you can do, but if you’ve alreadylined up some referral partners it will be easierto do if you can hand them off to someone else.The key is in being honest with the client withoutbeing hurtful, explaining that you’ve come to re-alize that you just aren’t the right person to meettheir needs. You put the onus back on yourself.They’ll probably be as relieved as you are.Once you get used to working with only clientsyou love, you’ll get better at weeding out theproblem ones early on — hopefully before youever start working together. When you’re work-ing with only clients you love — those that area perfect Uit for you — you’ll never miss anymoney you turn away by saying no to a clientthat is anything less than ideal because therewill always be a better client to Uill that space.And then, sometimes we sell something tosomeone and for some reason they come to usand want their money back. Even if you knowtheir reasons are not valid, even if you suspectthat they might be simply ripping you off, justgive the money back. I’ve learned over the yearsthat most of these battles are not worth Uighting

and you’ll save yourself a lot of grief if you justgive a cheerful refund and be done with it.If that sort of thing starts happening a lot, THENyou might want to take a look at what you’re of-fering and double check the value quotient. If arefund prompts you to improve what you’re of-fering, then everyone else who buys from youlater on down the road will be that much betteroff. And you will be, too.
Get away from it all

Now that I live full time on the road in my RVyou’d think I really have gotten away fromit all. Not so. I’m still working, still trying to growa business, and trying to balance all that with ahappy home life, albeit in a very small space. Back when I Uirst started my business and allthose years I was living in one Uixed place, fromtime to time I would pack up my stuff and headto a local hotel for a long weekend; just me andmy books and mywriting stuff.I called these week-ends mini retreatsand I went with theexpress purpose toget out of my usualroutine so I couldthink more clearly and to be very good to my-self. I would read a business book or a trashynovel or both. I would relax in the pool or Iwould get a massage. I would indulge in foodthat I loved without anyone reminding me itmight not be on my diet, I’d stay up late, or I’dtake naps, and I would write down ideas andplans for my business. 

Want to really know
who your ideal client is? Take
a look in the mirror. Most of
us want to work with clients
who are a lot like us. They
share our values and our
ideals and want to accom-
plish many of the same
things in their lives that we
want for ours.

®
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I suggest that you might want to do this your-self. You’ll be surprised at how much better youcan manage your business when you return andthe ideas you’ll generate when you’re relaxed. If you can’t afford the cost or the time to go to ahotel for a whole weekend, you can alwaysspend an afternoon at a library or a coffee shopor a park just so long as you are away from yourofUice and your normal routine. Turn off your cell phone and do not take yourcomputer with you unless you need it for writ-ing and capturing ideas. Otherwise, no InternetsurUing, no email checking, no making phonecalls. Do a mini retreat once a quarter, more often ifyou can. And you might want to arrange yourschedule so that you can take a whole day or anafternoon off every week and sneak off some-place that gets you away from your work andyour routines. Find a sitter if you have to. It willbe money well spent.Let yourself be in the moment and let the ideasUlow. And have some chocolate ice cream. Noone has to know but you.
Write something special

Having something that you can give away toyour website visitors is the best way to getpeople to sign up for your list. And a special re-port or an ebook is the easiest, cheapest andfastest way to give something in exchange forthat valuable contact information.This is not a time to be stingy but you don’t haveto write an epic novel either. Ask yourself: What

is the biggest problem my clients are facing andhow can I help them solve it? Then tell themjust that. If you are afraid that you’re giving away theproverbial farm, there’s no need to worry. (Re-read the Give [almost] everything away sectionon page ???) When people realize that you’reproviding extremely valuable information —and at no cost to them to boot — they’ll stickaround to hear what else you have to say, andwhen the time is right, they’ll become one ofyour best customers. Write as much or as little as you want, but prob-ably not less than 8 pages. If you are not a greatwriter, admit it and Uind an editor who can cleanthings up for you, checking your spelling andsentence structure so that you present a profes-sional image. I read a book recently on my Kindle that wasjust awful in terms of grammar, spelling, andsentence structure, and the total lack of properpunctuation actually made it extremely difUicultto read. (And I paid for this one.) The only rea-son I read the whole thing is that the author hadreally good and valuable things to say.  I had tokeep reminding myself of that, but was also al-ways questioning whether this guy was reallythe pro he claimed to be.You really don’t want to publish a mistake-rid-dled ebook or report because most people arenot nearly as forgiving in this regard as I am. Ifyou come across as stupid — and you will if youmisspell words and can’t string a coherent sen-tence together — your readers will dismiss youvery quickly and you’ll have lost any chance tomake that great Uirst impression.

Remember, your website and whatever you giveaway for free will be the Uirst impression thatpeople have of you. Make sure it is the kind ofimpression you want to give. 
Pick 3, Any 3

You’ve heard the saying, I’m sure, “Failing toplan, is planning to fail” and I couldn’t agreemore. Trouble is, most of usrunning a businessrarely take the timeto do any planning atall beyond a daily to-do list. And eventhen, too often, weput too much on ourlist and never getaround to most of it.I’m a strong advocateof creating, at theleast, a quarterly mar-keting plan.  Plan ningat least 3 months inadvance gives youthe opportunity tolook far enoughahead so that youcan plan marketingcampaigns aroundspecial holidays andspecial month, weekand day designa-tions.Three months out will generally give youenough time too, to plan a promotion and still

Having a hard time with
your writing? You may find
it useful to write specifically
to only one person when-
ever you’re writing any-
thing — an ebook or an
article or a blog post.

I’ve got a favorite client of
mine. I just love her. I enjoy
working with her and we al-
ways accomplish a lot to-
gether.  So when I sit down
to write something, I al-
ways write it just to her.  I
know — since she is my
ideal client — that whatever
I write to her will also bene-
fit everyone else that will be
reading it because “she” is
the kind of client I am try-
ing to attract.
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allow plenty of time for writing, printing, anddistribution such as you might need for a post-card mailing.I also think planning out the entire year in ad-vance is a good idea. This doesn’t mean that theplan can’t evolve and change, but at least doingan annual plan will give you a good overview ofwhat you want to accomplish and when. Youcan then focus on your plan before the start ofeach new quarter, adding, changing, and delet-ing strategies as your needs change.So, right now, go to your calendar and mark offthe last couple of weeks of the year to set asidetime for making a plan for next year. Actually, areally good time to do this is in October. You al-ready have a good picture of where you standfor the present year and you can think clearlyand without a lot of pressure about what youwant to accomplish in the coming year.When doing this annual plan, look at a good cal-endar — or Chase’s Event Calendar — for eachmonth of the year to see what holidays and spe-cial designations are coming throughout theyear. You can plan fun and unusual marketingpromotions around those events if you knowabout them well in advance.Be careful though. When you’re not under a lotof pressure you can plan too much for yourself.You may come back to your plan later and dis-cover that you’ve just scheduled way too muchto comfortably accomplish during any giventime period.This is one of the reasons that I suggest to busi-ness owners that they pick 3 (any 3) marketingstrategies that they really enjoy doing and that

they know will work for them in their industryand concentrate on just those three strategiesat any one time.For example, you may really enjoy public speak-ing, as I do, teaching teleclasses, publishing anezine, writing articles, mailing postcards, net-working, sponsoring events, writing ebooks,and conducting workshops. But you’d makeyourself crazy if you tried to do all of thosethings every single month and at the same time.So pick 3 marketing strategies that you enjoy —remembering that if you don’t enjoy it youwon’t do it — and concentrate on just those 3things. Do them well and do them consistentlyfor at least 3 months. Be continuously monitoring the results you seefrom each strategy. If you’ve given somethingyour best shot, and its just not working for you,then drop that and try something else, also giv-ing the new strategy time to prove itself. Concentrating on just 3 things will keep you outof overwhelm and you can more easily track theresults you get when monitoring only a fewitems.
Plan just one thing at a time

My friend, colleague, and mentor, JodyGabourie, took a look at all the differentmarketing strategies that most people do andrealized that a single strategy is really made upof many parts and many steps. So it isn’t enough that we just plan a variety ofstrategies to work on, we must also break eachone of those strategies into its individual com-

ponents and add those components to our  planning.For instance if you were going to start an ezineyou might deUine “publish weekly ezine” as oneof your marketing strategies, but there arenumber of steps involved in actually getting onecompleted and mailed.You must write it, proof it, maybe have an editorlook at, select appropriate pho-tos, Uigure out all the links thatwill go in it, come up with a callto action for each issue, do thelayout — all before pressing thesend button in your email pro-gram.Just in that example alone are 7separate steps not includingpushing the button.Too often we fail to plan outhow we accomplish all the parts or all the stepsto any one strategy.Figure out your strategy, i.e. publish weeklyezine, then decide the date for publishing, thenwork your way backwards from your publish-ing date and assign a date and time for doingeach step. Again, this is a way to avoid surprisesand soon you’ll know exactly how long to allowfor publishing each ezine and can set aside theappropriate amount of time for each step. Thisis a great way to avoid a lot of last minute stress.Now, Jody has created a program called “Ready-Made Marketing Plans” and she’s basically doneall the planning work for you. All you have to dois Uill in a few blanks and make a few decisions.
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You can learn more about Jody and her RMMP’sin the Resources section at the end of thisguidebook.
Better stick with it

Of course, we all would love to have instantresults with any marketing strategy we im-plement. Actually, that’s what we call “makinga sale.”Marketing is really that stuff you do on a con-sistent basis that keeps your name in front ofprospects all the time. That way, when they’reready to buy what you’re selling, they’ll buy itfrom you and not from someone else.So marketing is one of those things that youhave to keep doing over and over and over.Since you never know when someone will beready to buy, if they aren’t thinking of you, thenyou won’t get the sale.The real key to marketing effectively is consis-tency and the best way to do consistent marketingis to have a plan in place and then work that plan.Trouble is, most folks don’t allow a marketingstrategy enough time to work.I recently worked with a client who hired me tohelp them get their marketing in order. This clientreadily admitted that he had never stuck with anymarketing strategy beyond one or two tries. They were sending out letters to previous pa-tients to invite them back to their ofUice and Ihelped them rewrite the Uirst letter and they dida mailing. They were mailing to several hun-dred previous patients and they got a response

from only one. He immediately decided the let-ter campaign was a complete failure and did notmail again. They tried other strategies oncewith lackluster response and did not try themagain.The lesson to be learned here is that a singlecampaign — whether by email or by regularpostal direct mail — will rarely work all by it-self. You must make the commitment to followthrough and repeat a mailing multiple times. You might change one thing such as the head-line or the offer — never both at the same time— to see if that change makes a difference inthe response, but the key of course is for yourprospects to see your message many times. Andif they are seeing your message in several dif-ferent forms — ezine, letters, postcards, specialannouncements, etc. — you can reach throughthe clutter even faster.The truth of the matter is that people have veryshort attention spans and they are being bom-barded with literally thousands of marketingmessages every single day from thousands ofsources. Your message is mixed in with all theothers, and the only way to break through thatclutter is to mail (or email) multiple times, ordo something so unusual that it grabs yourprospects attention out of everything else call-ing out to them.
FFiinnddiinngg yyoouurr ““ttrruuee nnoorrtthh””

If your inbox is like mine it’s crammed full oflots of unread ezines and newsletters frompeople that, at one time, you thought offeredenough value you were willing to get on their listand to read what they had to say in the future.

Unfortunately, most of us have gotten on somany of those lists that we just don’t have timeto read all of them anymore. Unfortunately, the same thing is going to hap-pen to your ezine too, unless you are ridicu-lously clear about the value you offer readersand prospects. You must create an ezine thatconsistently contains so much valuable informa-tion that the peoplewho sign up for itand g e t  i twou l d n ’ t  dreamof NOT reading it.Now, please don’tlet this scare youoff from writing orstarting an ezine. It can be tough work creatingthat kind of value consistently. But I believe thatif you are passionate and excited about whatyou offer, that passion and that excitement willshow up in every issue you produce.  Be gentlewith yourself, especially at Uirst, because there’salways a learning curve. Pay attention and you’llbegin to see what your readers want.Take the time to get clear within yourself whatit is that you are wanting to accomplish or tocreate with your business. The answer can usu-ally be found in the main problem you solve foryour clients. (If you don’t know what that is,then ask them.)Every time you talk about your business orwrite an article, or every time you publish yourezine, focus on that problem and tell peoplewhat they get when you help them solve it. During the 2009 Oscar broadcast I learned of a
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snack company called True North. I love theirsnacks by the way, and I love their way of doingbusiness and I love their marketing and promo-tions. In short, I guess I just love the True NorthSnack Company.The folks at True North say: “When a strongpassion guides your life, it becomes your truenorth. Our TrueNorth™ is a simple one: to bringinspiration to natural snacking.So if someone can be that passionate aboutsnacks, just think how you would come across ifyou held that much passion for your own busi-ness. My true north: To help Soul Proprietors getridiculously clear about the value they bring totheir marketplace and how to share that pas-sion with the world. What is your “true north”?
PPuuttttiinngg yyoouurr bbeesstt 
ffaaccee ffoorrwwaarrdd

It used to be that I thought putting your photoon your business card or in an ad was just anexercise in vanity.  But over the years I’vechanged my mind about that and I can see greatvalue in having your photo in all of your mar-keting materials.A photo on your business card will help folksremember who you are, especially if you meetthem at a networking event or in the line at thebank and then you call them later to talk busi-ness. Of course, you only call them later if you’resure they’re interested in what you have to

offer. Otherwise, the picture alone isn’t going tomake them want to talk to you.One of the Uirst things I do when I land on a newwebsite and like what I read is to click on theAbout button to learn more about who ownsthe website and what they look like. It’s not thatI’ll like their website any more or less based ontheir looks, but a photo there makes me feelmore of a connection with that person.Seeing their photo makes them real. Personally,I’m not interested in dealing with faceless or-ganizations that are only after my money. I liketo know I’m dealing with real people and thosethat I can see who they are.So use your photo everywhere.

Is your website 
marketing savvy?

When was the last time someone asked youfor your brochure? Maybe 5 or 6 yearsago? Longer?Today, people ask us if we have a website andwe better be able to say “yes.”I used to believe it was okay to put up anythingfor a website just so long as you had one andthat it made some sense. But today, since somuch of our business is going online I believethat to be truly successful you must have a mar-keting-savvy website.What I mean by that is that every word andevery page is carefully chosen to consistentlymarket your business and lead site visitorscloser to buying whatever you’re selling.You’ve only got a few seconds to let site visitorsknow whether or not they’re in the right place,so make sure that right up front on the homepage or landing page that you identify who yoursite is for and why they should stick around.If you visit my Soul Proprietor Coach site, theheadline you’ll see there as soon as you arrive isthis: 
Welcome Soul Proprietors!

Are you a great Coach, Therapist, Healing
Professional, Teacher, or other Spiritual-
Minded Entrepreneur…. but nobody
knows it?That leaves no doubt who the site is for and

A word of caution: Use a photo that
is flattering but shows you pretty much as
you would be if someone were to meet
you in person. Avoid those glamour-type
shots — you know the ones I mean — the
ones that doll a person up so much you
wouldn’t recognize your own grand-
mother, unless, of course, that’s how you
present yourself to the world on a daily
basis. Dolly Parton can get away with it,
but most of the rest of us just look silly.

®

Today, people ask us if we have 
a website and we better be 

able to say “yes!”
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gives a hint as to why they might want to stickaround to learn more.Give your site visitors reasons to delve deeperinto your site by giving them directions as towhat to do Uirst, then what to do next. On my site — and Isuggest you do thison yours — I askthe question: Howdo you get started?Then I give 3 rec-ommendations ofthings I want themto do. At the end ofthe home page andthen on most allpages on the “in-side” I ask at thebottom of the pagewhat they wouldlike to do next. Thisway, the visitor isguided through thesite in a systematicway.Now, does everyonefollow my guid-ance? No they don’t,but asking thosequestions keepsthem engaged evenif they don’t followthings “in order.”To follow on withthe question I ask inmy headline, I want to make sure that visitors to

my site can recognize their own situations asproblems that might be solved either at the siteitself or by hiring me to help them. A marketingsavvy website will always have a page titledsomething like “Is this you?” or “Does thissound like you?”On that page you’ll want to put several possiblescenarios that your clients might be facing.Hopefully, they’ll recognize their situation in atleast one of those scenarios, maybe more, andnow they know they’ve come to the right placeto get their problems solved.Use sidebar and navigation links to point visi-tors to articles you’ve written that will help fur-ther clarify in their minds that they are in theright place and that they want to start a rela-tionship with you.The best relationship starter is getting them tosign up for something you’re offering as a freegift in exchange for their contact information.This then gives you the opportunity to send anezine on a regular basis and stay in touch withthem on a consistent basis by other means.An about page is crucial. This is where you onceagain take the opportunity to tell site visitorsall about the site itself, what they can expect toUind, what they can expect from you, and tolearn a little more about who you are.Be as candid as you are comfortable being andbe sure to include your photo on your Aboutpage. I have both an About page — where I de-tail what the site itself is about and what folkscan expect — and a Meet Marty page where Iget a little more personal in letting people knowmore about who I am. The goal is to make the

site visitor as comfortable as possible. I want to have real relationships with my sitevisitors and I want them to know they are deal-ing with a real person who has ups and downsjust like they do. You’ll want to do the same atyour site.Every marketing savvy website provides a wayfor site visitors to getin touch with you.ALL the ways you canbe reached includingyour phone number,mailing address, andfax number.A contact form is thebest way to handleemail because youdon’t really wantyour email addresspublished on yourwebsite. This is be-cause robot trawlersfrom spammers arelooking for emails tosend spam emails to.I made this mistake early on and now, manyyears later, I still get tons of spam email.
Add your signature to 
every email you send

One of the easiest and no cost ways to pro-mote your business is to include an emailsignature in every email you send.It’s easy to do and you can set it up in most

People will get on your
list for a variety of reasons
but mostly because they be-
lieve you can offer a solution
to their problem. They are
willing to part with their con-
tact information in exchange
for some help that you’re
promising. Some folks will
stay on your list forever and
you’ll never hear a peep out
of them. Some will start en-
gaging you right away, and
most others will lurk around
to get to know you better be-
fore extending the relation-
ship any further.

Soul Proprietors ask me all
the time, “how long should I
leave someone on my list es-
pecially if they are unrespon-
sive?” The answer to that is:
You leave them on your list
until they ask you to take
them off. 

I’ve had people hang around
my list for 3 or more years
before they ever bought a
thing. 

®
It used to be that you could
get away with writing your
email address like this:
marty @ soulproprietor-
coach .com or marty at
soulproprietorcoach .com,
putting spaces in between
the parts of the address,
but the robots have gotten
smarter and smarter and
now they can eliminate
those spaces and still grab
your email address. So it’s
better to use a contact form
and not take the chance.

®
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email management programs like Outlook,MacMail and Entourage to be automatically ap-plied to every email you generate from yourcomputer.You just never know who will see that email andeven the recipient who knows you well mightlearn something new abut your business de-pending on what you include in your “sig.”Your email signature is a great place to in-clude all your contact information and is agreat place to include something new youmight be introducing to your marketplace.When I i n t roduced my new Inner SuccessCircle site, I in-cluded that in thesignature of myemails and got lotsof new members from that.There’s probably alot you could includein your signature, butif you put too much in there, you might starttriggering your recipients spam Uilters and youremail could wind up in their junk folder. Not agood place to be. So keep your sig short and tothe point. Many emailers these days are includinggraphic image files for their signature whichcreates an attachment in the email. Again,many spam filters will either strip out attach-ments before delivering your email or willdump it in the junk folder. Neither situation isa good one, so my advice is to nix the graphicfile and just go for a plain or slightly embel-lished signature.

Here’s an example of a simiple email sig:

That’s really all you need. Change things upfrom time to time to keep your signature freshbut still include your basic contact info.You can also, in most programs, create several sig-nature Uiles and let the program choose one at ran-dom whenever you create a new email to send.That keeps things spiced up a bit and you don’thave to do a thing after you create the original Uiles.
Creating anticipation

Every Sunday afternoon when I was ateenager, my best friend and I would driveout to the river near my home, park my littlered VW at the edge, and turn up the radio to lis-ten to Casey Kasem’s American Top 40 wherehe counted down the hits every week.Casey sure had a knack for building anticipationfor what was coming next or later in the show.I’ve been reminded of this lately because of themiracle of satellite radio that brings me one ofthose old Top 40 episodes from my teenage daysevery Saturday morning. I enjoy listening nowfor the nostalgia just as much as I did back then.You can create anticipation in your marketing,too.

For example, ifyou’re busy writinga new ebook likeI’m doing this oneright now, you canstart mentioning inyou r  e z i n e  a ndother correspon-dence (or in youremail sig or on a Twitter post) that you’ve got asurprise coming up and tell just a bit about it tobegin to arouse curiosity about what you’regoing to be offering.Perhaps you have a teleclass you’re planning tooffer and you’re not quite ready to announcethe particulars about it yet but you can still startbuilding excitement and anticipation for it bymentioning that its coming.Just be sure that you do, indeed, followthrough on what you’re building excitementabout. Otherwise, your credibility goes rightout the window.
When less means more

If you’ve been learning about marketing for awhile now this won’t be big news to you: tobe successful in your business — no matterwhat it is — you must narrow your focus so thatyou can concentrate on a niche.The marketplace for your services is probablyhuge anyway and with the advent of the Inter-net, the marketplace can be the entire world,but it is impossible to market to everybody inthe world. 

MARTY MARSH, Coach
Soul Proprietor & Chief Clarity Officer
Visit my website: http://www.martyink.com
Email me: marty@smartyink.com
Call me: 206.290.7901
Fax me: 904.216-7945

Have you seen my new Members-Only site? http://goodcompanyclub.com

®
The m

ost im
portant ingredient w

e put into any relationship is not w
hat w

e say or w
hat w

e do, but w
hat w

e are. 
—

 Stephen R. Covey
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You know that already, and yet, you might besurprised at the number of people that still re-spond “everybody” when I ask them “who isyour target audience?”Perhaps you know that already but perhapsyou’re still thinking that’s okay for everyoneelse, but your services or products truly aresomething that every-body could use and mightneed and are afraid tolimit yourself in any way.Choosing a niche, or a tar-get audience, is just theopposite of limiting. Infact, study after study,both scientiUic and not,prove that if you are mar-keting to a more tightlyfocused audience your sales will naturally behigher.Why? Two reasons are at play here. It is much easier to focus your marketing on asmaller group of people than on everybody. Over the years my design work began to focuson and center around two different groups: chi-ropractors and lawyers. Obviously these peoplehave pretty much nothing in common exceptthat they are service professionals.I found that I liked working with both groupsand I had a pretty good understanding of theirbusinesses and what they needed from theirown clients. Since I had something of value tooffer to both groups, I designed all my promo-tions exclusively for each group.

If I was marketing to the lawyers everything Idid focused on them. The content and the lan-guage I used, the artwork, and the offering Imade. I mailed or emailed ONLY to the lawyerson my lists.In turn I did the same thing with the chiropractors.So you see, you can certainly have more thanone niche if you like, you just can’t market to allof them at once.It may be that you have a narrow niche and abroader niche that you are marketing to. If yousell a program or a product that is great for ath-letes, for example, athletes in general might beyour larger niche.You might Uind, though, that you would be moresuccessful if you marketed your product to justone narrow niche at a time, say, runners orweight lifters. Or you could market to yourbroader niche — all athletes — by promotingyour products to people who have gym mem-berships. You’d be letting those people know, bylisting the various athletes that can be helpedwith your product, that you have somethingavailable. You run a bigger risk, however, of peo-ple not seeing themselves on that list, by mar-keting in this broad way, but it is doable.You are still focusing on two relatively smallniche areas but can you see how much easieryour marketing becomes when you focus tightlyon one niche group at a time? The other beneUit of doing this is that it costsmuch less money to market to a smaller groupthan to everybody.

Advertising can be very expensive and is usu-ally not effective for most small businesses be-cause it has to be too broadly focused to try toappeal to a random group of readers. But adver-tising can be very cost effective if you marketyour athletic products only in places where ath-letes would see your message.So if your narrow niche is runners, you couldrun ads in running magazines and probably doquite well. The same holds true for online marketing in-cluding adwords, and search engine marketing,or when using direct mail as an ofUline strategy.It is much cheaper to mail a thousand postcardsto a tightly focused niche of runners than to tryto reach a few million athletes with a postcard.I hope you’re beginning to see the value inthinking about and choosing a narrow nichemarket for your own business.In case you’re wondering, these days as a mar-keting coach and consultant, my narrow nicheis coaches, and my broader niche is service professionals.
Lead, follow 
or get out the way

In my travels I’ve seen that phrase on abumper sticker more times than I can count,and while I can appreciate the amusing senti-ment directed at other drivers, the same philos-ophy can apply to your business and marketingefforts.I’m sure you’ve heard many, many times some-

It is much easier 

to focus your 

marketing on a

smaller group of

people than on

everybody.

I couldn’t w
ait for success, so I w

ent ahead w
ithout it. —

 Jonathan W
inters

http://www.MartyInk.com


The Unconventional Marketing Guide for Soul Proprietors • www.MartyInk.com
— 22 —

one ask you if you needed brain surgery, wouldyou go to your general medical practitioner orwould you seek out the best brain surgeonmoney could by?The answer, of course, is obvious, and while youmay not be doing brain surgery, what you offerin your business is just as important to the per-son who has the very problem you can solve.They want you to be good at it. No, they wantyou to be an EXPERT at it.So ask yourself, “Why am I an expert in myUield?” Maybe you already are THE expert inyour Uield. If so, you’ve got it made already inmany ways but if nobody knows it, then you canbe the best at what you do and still starve todeath.You must establish and exploit your expert sta-tus in every way you can, getting the word outto the world that you are the go-to guy or gal inyour Uield.Of course, most of us were taught as we weregrowing up that it is impolite to brag about our-selves and our accomplishments, but the factremains that to be successful in business, selfpromotion is what it’s all about.But, even if you are a shameless self-promoter— and I think all of us should be one of those— the very best promotion you can get is whensomeone else is doing the bragging about you.You get people to brag about you by askingthem to write or record testimonials for youafter they’ve experienced your high value andhave grown to know, like and trust you. “Askthem?” you say.

Your clients are happy to do this for you. In fact,they WANT to do this for you. The reality is, how-ever, that these people — your fans — are busy,too, and they may never get around to writingthat testimonial even as much as they would liketo do it. So you simply ask them and then makeit as easy as possible for them to do it.These days it is so easy to set up a special, pri-vate phone line where your fans can simply callin and tell you what they like about you andyour products or services  and why they wouldrecommend you to others. All you have to do iseither transcribe what they’ve said, or shape itinto a testimonial that you can then use in all ofyour marketing materials, both in-print and online.Often, someone will be talking to you and gush-ing about how much they love your work. Atthat point you can simply ask, “would you allowme to use the remarks you’ve just made as a tes-timonial for others to hear or see?”I guarantee that they will be delighted that youasked and honored to help you in this way.What I suggest is that you write down what youheard if you’ve not got it recorded, then emailit to the person, have them read it over, and letthem make changes if they need to so that youare sure you are accurately portraying theirwords and their intent. You don’t want to liter-ally put words in their mouth, although somefolks are so busy they will simply ask you towrite the testimonial yourself and then let themeither revise it or approve it.Testimonials really work best when you canconvey in your marketing that these are real

people who are doing the talking. Includingtheir full name, and any other informationabout them, especially where they are from, willgo a long way to adding credibility to the testi-monial Avoid using just initials if you can. Thisis a sure signal to most people that the testimo-nial might be just made up by you.Better yet, ask for a photo, and use that alongwith the testimonial. Now there is no doubt thatthe person makingthe testimonial isreal. Always ask permis-sion before posting atestimonial and letthe person knowhow you will beusing it. If just inprint, tell them that,but if you’ll also beposting it to yourwebsite or using it inemails, tell themthat, too.It is the courteousthing to do and is away to respect theprivacy of the indi-vidual. Some folksare happy to providea testimonial, they just might not be comfort-able having their photo, or in some cases, theirname, being put out for all the world to see.Other ways to establish yourself as the expertin your Uield is to write stuff. Books, ebooks,special reports, articles. You name it, if it can be

An example of 
a testimonial:

Why folks like to work
with Marty...

“Over many years of our
working association, Marty
Marsh’s innovative ideas
and creative visions have
helped us produce unique
projects that stand out in
the crowded print market-
place. He’s easy to work
with and understands the
importance of customer
service and support.”

—Barbara Bigham 
& Ardith Oaks,

BARD Enterprises

®
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seen in print or on the web, people will natu-rally associate you as an expert because only ex-perts write and publish books, right?I’ve heard of many people who write a book,self-publish it, and then use that as their busi-ness card. If they meet a likely prospect, theyhand them their book instead of a card. Wow!Instant credibility. The recipient will feel asthough you are the expert before reading a sin-gle word.In fact, they may not read a single word butthey’ll call you and hire you just on the basisalone that they have put you in the expert cate-gory and they want the expert to help them.There are many ways to establish yourself as anexpert including writing articles, writing a col-umn in a newspaper or a trade journal, offeringteleclasses, being a guest on someone else’steleclass, and speaking at public events such aschamber of commerce meetings and RotaryClubs, just to name a few.What can you do that you are comfortable indoing that will show the world — at the least,your niche — that you are the go-to expert?
Smart clients are 
the best clients

If you take the time to educate your prospectsahead of time, once they become an actualclient, they’ll be your BEST clients. You may be in a profession that you think peo-ple will recognize clearly what you are offeringjust by simply rattling off your job title.

Lawyers, Chiropractors, Coaches, and Account-ants come to mind.But if you are a lawyer, a chiropractor, a coach,or an accountant, or whatever you are, do yourprospects REALLY know what it is that you do,the problems you solve, and the beneUits youoffer to those that work with you?There are as many different kinds of lawyers asthere are stars in the sky. A real estate lawyercan help protect you when you’re buying ahouse or a commercial property, and a criminallawyer can help get you out of jail when you areinnocent. A family lawyer can help you planyour estate and write a will.So if someone asks you what you do, and yourespond only by telling them what your job titleis, you’ve done yourself a huge disservice be-cause the word lawyer, accountant, coach orchiropractor, or whatever you are, can have dif-ferent meanings for different people. I learned early on that some people are afraidto go to a chiropractor even if they are alreadyconvinced that they really should go see one.That fear — which is really just a lack of under-standing — can often be dissuaded because thechiropractor takes the time to educate his pa-tient on what to expect.You can do that too, and you should be doingthat on a regular basis. That’s why we publishezines, write articles, publish books, and createall manner of marketing materials that are de-signed to gently persuade through education.Because we are “in the business”, we often takefor granted that everyone else out there that we

are trying to attract understands our businessas well as we do, but they don’t, of course.Therefore, the more prospects know about yourbusiness through your educational marketingmaterials whether that’s a brochure, an ezine,a newsletter, a blog or a website, the easier itwill become for them to sell themselves onworking with you.These days, a blog is an excellent way to edu-cate your prospects. And don’t forget your

clients, too. Once they’ve become a client youdon’t stop marketing to them. Once they’ve be-come a client is all the more reason to keep ed-ucating and keep reassuring them that they’vemade the right decision in following you, the expert.Did you know that many of the car advertise-ments you see on the television are aimed at of-fering reassurance to recent buyers that they’vemade the right car buying decision? Sure, theywant to sell more of those same cars, too, butmost car buyers go through a period of “buyer’sremorse” shortly after making that decision.
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Those ads reassure them that they are smartand that they’ve made the right choice.The same will be true for you, too. Your contin-ual writing and your educational efforts will re-assure your clients that they too have made theright choice in hiring you.Another big advantagein having educatedclients and prospects isso that they can referyou to others who mightwant and need yourservices. If they have aclear understanding ofwhat it is you do, thebenefits you offer, andthat you are the expertin your field, those peo-ple are better able torefer the right client toyou.Coming back to the way you respond whensomeone asks you, “so, what do you do?” howyou respond to that question is a way to starteducating a prospect right from the start. The simple formula for responding to that in-evitable question is this:
Tell them who it is you help, the problem
you help them with, and the benefit that
they will receive when they work with you.A business coach, like me, might respond: “Ihelp empty-nesters discover their passions andstart a business from their home which they useto positively change the world.”

You can be more provocative than that, too, inyour response. Years ago I worked with an ac-countant who would respond in this way any-time someone new asked her what she did:“Oh,” she’d say, rather off-handedly, “I help myclients stay out of jail.”Of course, the response we always want whenwe tell people what we do is for them to eitherask us to tell them more or to ask us, “how youdo you do that?” You can imagine that my ac-countant client almost always got that responsefrom anyone she told that to.If you’re wondering, she would go on to explainthat as a professional account it was her job tomake sure that tax forms and payments wereUiled on time for her clients so they never hadto worry about the tax folks showing up at theirdoor with their hand out or to haul them off tojail.It was clever, and it got people’s attention, andit allowed her to explain in further detail whatservices she could offer as an accountant. Likeall professions, every accountant offers some-thing a little different to their clients and shefound a way to capture attention for her uniquebusiness. And a great byproduct of educating your clientsis that when they are smart about what you areoffering and can clearly see the value of it, theyare more apt themselves to spend more moneywith you. It is an old marketing maxim that it ismuch easier to sell to an existing client than toa new one. So keep educating ALL of them — clients andprospects alike.

What to do when 
the phone rings

Congratulations! You’ve been consistentlyand diligently marketing your business andthe long awaited moment Uinally arrives: thephone rings!Someone is calling to make a connection withyou and to inquire about your services and howyou might work together.This is not the time to be unprepared but somany Soul Proprietors are. They do all the workto get that phone to ring and then forget to planfor when it does.So, before that phone rings,you want to have planned outyour sales process. If you’vedone this in advance andknow what you are offeringbecause you’ve really putsome thought into it, you’llcome across as conUident, competent and thatyou are the expert you have been claiming to be.Write out a sales script that you can refer towhen someone is on the phone. In addition toanticipating as many questions as you can thatyou think the prospect might have and havinganswers at the ready, you’ll also want to createa list of questions that you’ll want to ask theprospect.In fact, you should take immediate control ofthe direction the interaction will take right atthe get go by asking good questions. Manyprospects are curious about whether they can

Keep 
educating
ALL of
them....
clients and
prospects
alike.
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afford your services or not, and most — not all— will invariably start out the conversation byasking what you charge.At this stage of the interaction you have no ideawhether this pros pect could be your ideal clientor not and you know nothing of their situationyet so you won’t know whether you could helpthem or not.

So before answering that dollars and centsquestion, ask questions of your own to Uind outas much as you can about the needs of thisprospect. Then, as you ask and get answers andengage the conversation, you can then deter-mine if this is a client you might like to workwith and again, before revealing your prices, tellthe prospect, with conUidence, that you can helpthem and why. 

Let them know how you will work with themand what you expect from them and what theycan expect from you. Your last question shouldbe something like this: “Does that sound likesomething that would work for you?”Then — and this is important — let them bringup the issue of the cost again. When they do,and they always do, be prepared with at leastthree options for them. I call this the YES-YES-YES strategy.You want the client to be able to say “yes” to atleast one of your offers, so create a different setof options or services for one price at the lowerend, one in the middle and one at the high end.You can at Uirst mention the high end explainingthat this is your most comprehensive plan andthe best value, and then tell them about the lowend before telling them about the middle optionwhich generally is the option that most peoplego for. When explaining the middle option you can tellthe prospect that this is the option that most ofyour clients take. Be sure that there is enoughdifference in your various options so theprospect can readily understand what she isgetting at each price point.Then you can ask which option would workbest for them. They may still tell you they wantto think about it, but chances are, if you’veclearly established with them the value you areoffering and painted a clear picture of howmuch better their life can be after working withyou, then many prospects will accept one ofyour offers.

This is a sales technique that works in any busi-ness. You don’t feel like you’re selling themsomething they don’t want and they are sellingthemselves on you. It’s a win-win for everyoneand everyone can feel good about it.Doing this kind of preparation will also help youto create a very clear sales process on yourwebsite as well, since many prospective clientswon’t call you, but will seek out the informationthey want on your website.Remember, whether on the phone or on yourwebsite or in an email, you must always have acompelling call to action. Know what you wantthe outcome to be from your visitors or yourphone conversation and structure your offer toget that result.
Sell without selling

Ithink it was Jeffrey Gitomer who Uirst saidthat people love to buy but they hate to besold. Every Soul Proprietor I’ve ever knownhates the idea of selling. Theyhate it to the point that they of-tentimes drive themselves out ofbusiness because they will notask for the sale. The thought of doing any kind ofhard-sell is a total turn off for me.I will walk out of a store if a sales-man tries to use guilt or scare tac-tics with me and I’ll leave awebsite post-haste if I encounter the samething.That’s one of the reasons I’m not an advocate ofsqueeze pages at websites. A squeeze page is a

If you’re familiar with NLP and different learn-
ing styles, you may pick up on the learning style of
the prospect from the way they phrase their ques-
tions and in their responses to yours. So you could
phrase your last question in a way that would appeal
to their particular learning style.

For a VISUAL learner you might say “Can you see
how this might be something that would benefit
you?”

For an AUDIO learner you might say, “Does this
sound like something that would work for you?”

For a KINESTHETIC learner you might ask: “Does
this feel like something that would benefit you?”

You might just ask them sometime during your con-
versation how they like to learn, giving them the cues
of visual, auditory, or kinesthetic. The kinesthetic
folks are the ones that say “I feel” a lot. (Like me.)

®

http://www.MartyInk.com


The Unconventional Marketing Guide for Soul Proprietors • www.MartyInk.com
— 26 —

page that promises you information but won’tallow access to that information or into thewebsite itself unless you Uirst put in your emailaddress and name. I know they work for manypeople who use this tactic but I will never do it.Another hard sell Ireally dislike is whenI do give in and put inmy name and emailto break through thatsqueeze page andthen am confrontedwith an offer that “Imust take now orI’ll forever lose mychance to get thesame offer again.” Idon’t even knowthese people and al-ready they’ve mademe mad — twice!Do this kind ofthing yourself and Ican guarantee thatyour charge cardchargebacks will gothrough the roof. Tome, it’s just a lousyway to start a rela-tionship with some-one.Soul Proprietors avoid any kind of selling thatplays on guilt, fear, or greed because they knowthat that sort of thing only creates a negative re-lationship. Personally, I want to build my busi-ness on mutually rewarding relationships builton positive connections.

If someone ever writes you or calls you andsays that they are thinking of buying some-thing from you or hiring you and want you to“sell” them on it, your answer should be, “No,sorry. I’ll be happy to tell you about it and whyI think it will help you, and I’ll be happy to an-swer any questions you might have, but no, Ican not sell you.”Through educating and regularly communicat-ing with your clients and prospects, by alwaysoffering great value in both the things you giveaway and the things you sell, and by alwaysbeing your authentic self, prospects will sellthemselves on what you’re offering and youwon’t have to.Offering several options for saying “yes” is an-other way of non-selling. People will only buyfrom you when they know, like and trust you,and any attempt to make a hard-sell will de-stroy your credibility as a Soul Proprietor in aheart beat. SIDEBAR: Just be nice. One way to be nice tofolks and to surprise them is to write a hand-written thank you note or “nice to meet you”note as a means of following up. Send a note toprospects after you’ve made a good connectionand to clients after they’ve hired you.People will remember someone who takes thetime to write them a note by hand and it’s agreat way to up the “like” factor when you’retrying to win clients. It is so unusual for anyone to get a real hand ad-dressed envelope that just in doing that will upyour open rate a thousand times whenever yousend out a marketing letter, a note, or someother follow up through the mail.

5 Essential 
Marketing Action StepsWe’ve come a long way together in thisguidebook and to wrap things up here, Iwanted to just point out some things that youreally should get clear about. As you’ve learnedso far there are many, many marketing strate-gies available to you and if you avail yourself ofjust a handful of them you’ll be well on the roadto creating a thriving, successful, joyful, fun, andproUitable business venture.Following are 5 Essential Marketing ActionSteps that I believe will help you more than any-thing else, at least in the beginning stages ofyour managing your “marketing business.”
1. Get clear about your 
Primary Marketing GoalsAt some point, and the earlier the better, youmust ask yourself about what it is that you wantto accomplish with your business. It’s fun to sayyou want to change the world or that you wantto help people, and those things are certainlytrue, but what is it, more speciUically, that youwant to achieve by being in business?For many Soul Proprietors, being self-employedand having a business is a way to pay the bills.For others it may be that they want to bring inenough extra money to take the family on agreat cruise vacation every year. For someoneelse, it might be that they can stay home withtheir children while they are growing up.For me, being self-employed means freedom.

Just be nice. One way
to be nice to folks and to sur-
prise them is to write a hand-
written thank you note or
“nice to meet you” note as a
means of following up. Send
a note to prospects after
you’ve made a good connec-
tion and to clients after
they’ve hired you.

People will remember some-
one who takes the time to
write them a note by hand
and it’s a great way to up the
“like” factor when you’re try-
ing to win clients. 

It is so unusual for anyone to
get a real hand addressed en-
velope that just in doing that
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note, or some other follow up
through the mail.
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Freedom to do what I love, to make my ownmistakes, to be responsible for my success, towork with only those I love and care about, towork as many (or as few) hours as I want, tolive my life in an RV traveling around the USA,and the freedom to be my authentic self show-ing up everyday to do what I can to change andimprove my part of the world. If I absolutely had to, I could go back and workfor someone else, but I don’t think I’d be veryhappy and therefore probably wouldn’t do thatgreat a job. When I had a corporate job so manyyears ago, I spent so much of my head-timethinking of ways I would do things differentlyin my own business. You probably know as wellas I do that ideas are not always that welcomein corporate life. So, ask yourself, “Why am I in business? Whatdoes being in business for myself allow me tohave or to accomplish?”Now, you thought I was going to ask you tocome up with a list of Uinancial goals for yourbusiness didn’t you? Well, I AM going to ask youto do that, too, but I want you to think aboutthose other goals Uirst and write them down.Then, since numbers really are our friends, youcan come back and set some Uinancial goals. Forinstance, if you want to earn enough to take thefamily on a cruise vacation this year, how muchdo you need to earn each month, each week,each day, and each hour to make that happen? Once you know that number it’s very easy to dothe math to Uigure out how many clients youneed to see or how many products you need tosell to earn that amount. So your goal might be

to attract X number of clients by a certain dateso you can be sure to make the cruise deposit,and another X number of clients to pay for therest at a later date. These kinds of goals are much easier to achievebecause you’ve got something of value that youare working toward and you’ve got a date bywhich you will accomplish it — or else, youwon’t be taking anyone on that cruise!Remember, too, that your clients and customerswant you to succeed. They’re all rooting for you.They want you to take that cruise and they’rehappy to help get you on it even if they don’tknow that’s what they’re doing. Don’t worry that your goals might seem selUish.Believe me, you are NOT being selUish. It isnever a selUish act when you help someone getwhat they want and they reward you by payingyou what you are worth.
2. Know your 
ideal/perfect clientIt bears repeating that you absolutely must beclear about who your ideal client is. I can’t say itenough. Sadly, most Soul Proprietors avoidthinking about this because they are afraid theymight exclude somebody. If you’ve read throughthis guidebook this far, you already know thatI’m a strong advocate of knowing your idealclient and recognizing the ones that aren’t.This is one step that I hope you will not skip. Re-member, Uiguring out who your ideal client is aseasy as just deciding who they are and all thequalities you want them to possess. That’s right,

don’t make this hard, you decide whom youwant to work with. While I don’t believe there’sanything magical about marketing, this stepcomes mighty close to being just that — magic.Because when you decide who your ideal clientis — who will bring you the most joy to workwith and who will happily pay you what you areworth — exactly those kinds of clients begin toshow up. It’s the best example of the Law of At-traction at work that I know of.Because our thinking along these lines is not al-ways perfect, just be prepared for some folks toshow up asking you to work with them who arenot your ideal client. Here’s where the magic re-ally kicks in. You get to say “no” if they aren’t agood Uit. Of course, you are still free to say “yes”but at least you will enter into the relationshipwith your eyes fully open, knowing that theremight be a few rough spots. If you’re willing towork through those, then that person may verywell turn into your ideal client.Just remember, you always have a choice. Isn’tthat exciting?
3. Know your 
core message pointsWhat I’m really talking about when I say “knowwhat your core message points are” is that youneed to take the time to think about the uniquebeneUits that you are offering your clients. Whatare the 3 or 4 main things that your client canexpect to get from you when they hire you andwork with you?These beneUits become your central marketing

Inaction breeds doubt and fear. A
ction breeds confidence and courage. —

 D
ale Carnegie
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theme and everything you do in the way of mar-keting hammers these points home. Once youare clear about these points, it becomes veryeasy to have sales conversations and referralconversations. It is easier to write articles andpublish an ezine and to write copy for yourwebsite. Once you are clear andcan articulate these bene-Uits, then your clients andprospects will also beclear about them andthey, too, can articulatethem to others as well asto themselves.One of my most powerfulcore message points isthat “Good guys and gals
can (and do) finish FIRST.”The others go back towhat I mentioned at thevery beginning of thisguidebook where I talk about what it means tobe a Soul Proprietor. So, my other core message points are:

• Being in business should be fun and not
feel like work.

• Being in business is all about creating 
relationships.

• Being in business is about sharing your
talents, resources, and knowledge to bet-
ter both your clients and your community.And lastly, “It is okay to make money doing what

you love.”

4. What is your lead 
generation strategy?Without people to share your message with,you’ll never have the opportunity to share yourtalents and knowledge and you’ll lose the op-portunity to improve the world. Finding those people with whom you can shareyour message is what we call, in the marketingbusiness, lead generation. I call these peopleprospects. Others like to call them “future cus-tomers” or “clients they haven’t met yet.” Nomatter what you call them, they’re all cominginto your life for one reason: so you can let themknow that you are the expert that will helpthem solve their problem and that you arehappy for them to pay you to do that.So one critical marketing step you must thinkabout is how you will attract these “leads” toyour business. Actually, generating leads, or at-tracting clients, is what we’ve been talkingabout all along in this guidebook. Now youhave the opportunity to narrow all of this in-formation down so you can choose the fewthings that you will enjoy doing, and that youcan and will do consistently, that will attractyour ideal clients.One thing that is easy to do — and I believe tobe the most critical thing you can do for gener-ating leads — is to have some way for people tosign up for your mailing list on your website.Without that information, you can never de-velop a relationship that will allow those sitevisitors to learn to trust you enough — to knowyou well enough — to be comfortable enoughto actually pay you money.

But, as you’ll recall, this is only half that step.You must create something that you can givethem in exchange for their personal contact in-formation.You’ll want to brainstorm and create a list ofevery way you can think of to reach your nichemarket and in particular, your ideal clients. Per-haps you can reach them by email, regular mail,direct mail, lumpy mail, public relations efforts,having articles published in other ezines andnewsletters or magazines and newspapers,through a network of referral partners and jointventures, or maybe through networking eventsboth live and virtual.You’re likely to come up with a combination ofthese and other ways to attract leads. It’s a goodidea to come up with at least one lead genera-tion tactic in each of these areas: advertising(which would include your website, ads yourun, postcards and any other direct mail youmight do), public relations (which would in-clude press releases, your media kit, articles),and referrals (which includes referrals fromclients, joint ventures, referral partners, afUiliateplans, etc.). Put into place at least 3 tactics for lead genera-tion — remember, pick 3, any 3 — and watchyour lists grow and grow.
5. What is your client 
education process?As we discussed earlier, you’ll stand a much bet-ter chance of converting leads into paying clientsif you educate them about what you do, why youdo it, and how what you do beneUits them.
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You need to write down, step-by-step, what youwill say or what you will do next when yourlead generation strategies work and you starthearing from prospective clients.What you do if someone comes to you via yourwebsite will be different, most likely, than ifsomeone picks up the phone and calls you.If they come to your website, you want them tosign up for your list andget your free gift for doingso.  You’ll also want toguide them through thepages of your site so theycan discover more aboutwhat you offer and how itbeneUits them.If they call you on thephone, you’ll need to beprepared with a list ofquestions you can ask them, and be prepared toanswer their questions. It may be, too, that youneed to send these callers even more informa-tion before they can make a decision.One of the biggest mistakes that Soul Propri-etors make is in not following-up. People arebusy and if they’ve expressed interest in whatyou offer then you owe it to them — and your-self — to follow up with them in some way sothat you provide them with more informationand answer their questions.Here are some things, then, that you might con-sider as part of your client education processand follow up system when people contact you:
• Send them more information either via

email or the regular mail

• Send them your regular ezine

• Send them an ebook

• Send them your printed and bound book

• Send them a postcard

• Send them a thank you note

• Send them to your FAQ page on your 
website

• Book an appointment for over the phone

• Arrange to meet in person

• Send a referral to them

• Have them talk to one of your satisfied
clients

• Have articles published in magazines and
newspapers and trade journalsThe list could go on and on so think about theways that you will educate and follow-up withyour prospects and clients. Remember to pay asmuch attention — maybe more — to your ex-isting clients since it is easier to sell them againthan it is to sell to new people.

Move your feet

One of the problems that most Soul Propri-etors experience at one time or another —and more often than not — is in planning andpreparing and getting ready but then not actu-ally getting anything done.We want to do it right — whatever IT is at themoment — and our perfectionist self kicks inand we Uigure we need to read one more book,take one more teleclass, and consult with ourastrologer one more time to make sure the

planets are aligned for success, and then we do— nothing.Nothing at all.I talk to Soul Proprietors all the time who arejust on the verge of doing something. They al-ready know what they should be doing andthey’re going to start marketing their businessjust as soon as they get the ebook written, thewebsite ready to go, the glamour shot done, orthe dog bathed, but it seems like those thingsnever get done.And therefore the marketing never gets started.I’ve been there myself more times than I care toadmit and I know whatyou’re going through.It’s funny how we thinkthat, if we just planmore, that somehow,miraculously, in deUi-ance of all odds and indespite of all else thatwe know to be true,those long yearned-for clients, will one by onemagically start to show up at our doorstep.Hate to burst your bubble, but it ain’t gonnahappen.All you have to do is get started. You can readmy ebook over and over, take my free tele-classes, and ask me for advice all you want, andyou still won’t get one more clients until you dosomething. Figure out what you want to do to market yourbusiness — choosing no more than 3 thingsthat you know you’ll enjoy, perhaps from this

One of the
biggest mis-
takes that Soul
Proprietors
make is in not
following-up.
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guidebook — and then move your feet. Moveyour Uingers. Move your lips. Get busy. Get intoaction.I’d be delighted to help you get started. Be sureto visit my website often, read my ezines andannouncements when they show up in youremail inbox, get to know me better, let me getto know you better, and then, when the time isright, call me and we’ll chat.Sometimes all you need is to brainstorm withsomeone else for an hour, sometimes all youneed is to chat about your plans, get some reas-surance that you’re on the right track, or some-times you just need some advice to help you getover a hump. I’m available as your coach andconsultant to help you with all those things andmore.I’m happy to chat with you for a half hour or soat no charge to Uind out if we’d be a good matchfor each other, so be sure to visit my websiteand schedule an appointment.

Just remember, this is how I make my living. Icharge for what I do, but I also believe that Igive you lots of value in return. Now, get out there and do the same for your cir-cle of inUluence.
Postscript

You may have noticed that in this guidebookI haven’t talked any at all about using socialmedia such as Facebook and Twitter as a mar-keting strategy. I’ve not done that because atthis writing I don’t know enough to talk intelli-gently about it.I’m learning, but I also don’t like sharing strate-gies that I’ve not tried myself. So I’m beginningnow to add social media to my marketing mixand when I can share more with you on that I’llput out a revised version of this guide.And in the meantime, I’ll be sharing the thingsI learn on my blog and with articles in my ezine.So stay tuned for that. �

It all started 
with a hotdog
stand and a 
printing press...My real name is Martin but all my life I'vebeen called Marty. My Uirst gradeteacher told me once that one day Iwould want to be called Martin since that namewas more "grown up" and sherefused to call me Marty.Well, I suppose then, I've nevergrown up. I refuse to do so! In-stead I've done my best to cap-italize on my name: MartyMarsh. It has become my brand and peopleknow me as Marty, The Soul Proprietor.The combination of my Uirst and last namesseems to amuse people, some disbelieving thatmy parents would actually name me that, oth-ers saying that it's a great radio name. No mat-ter what you think of it, it has taken me far.The entrepreneurial bug bit me when I wasabout 13 years old even though at the time Ihadn't realized what was happening."Daddy, can I sell hot dogs to your workers?"My dad was a cattle man and a watermelonfarmer and when it was time to harvest the mel-ons it was pretty much a non-stop, get-it-doneoperation for about two weeks. Workers wouldoften leave at lunch time and not come back in

Other Soul Proprietors we love doing business with....
Suzanne Bird-Harris: Websites in Wordpress: http://www.websitesinwordpress.com

Barbara Winter: Joyfully Jobless™ – http://www.joyfulljobless.com

Chris Guillebeau: The Art of Non-Conformity – http://chrisguillebeau.com/3x5/

Jonathan Mead: The Illuminated Mind – http://www.illuminatedmind.net/

Elizabeth Hagen: Organize with Confidence – http://elizabethhagen.com/

David Allen: Getting Things Done – http://www.davidco.com/

Mark Forster: Get Everything Done – http://www.markforster.net/

Charlie Gilkey: Productive Flourishing – http://www.productiveflourishing.com/
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the afternoon, and so my dad liked my idea forselling hot dogs.So I set up my stand and we were all surprisedat how much business I did. It helped my dad, ittaught me some valuable lessons, and I had aball. Best of all, I earned enough money in thosetwo weeks to buy a printing press. I loved print-ing then and I love it today although I've notpersonally touched a printing press in decades.But the smell of ink still sends me.From a book about printing I taught myself howto set metal type by hand andthat lead to my Uirst real pay-ing job at the local weeklynewspaper. The owner andpublisher of that paper, Wal-ter Wilson, was the bestteacher I ever had. I learnedso much from that man — notonly about printing — butabout being in business and about life in gen-eral. He gave me opportunities that lead toother greater opportunities and I guess I kindof owe my career path to him.
School callsHe encouraged me to go on to college, to getmy degree, and I did just that, earning a B.S.in Printing Management and Technology fromthe Rochester Institute of Technology inRochester, New York; one of the best things I'veever done for myself because not only did itopen my eyes to the world and set the stage formy life-long love of learning, but it openeddoors for me in the corporate world that mightotherwise have been closed.After graduation, I enjoyed a fabulous 13-year

career with USA Today during its formativeyears and look back on those days with fondmemories. USA Today revolutionized the news-paper production world and I was a part of that.I still think of it as "my newspaper" and am soglad that it's still around today.After a series of job and business missteps —although valuable learning experiences all —including ownership of an ill-fated under-capi-talized printing company, I returned to USAToday/Gannett for a brief stint before going outon my own again in 1995. For years I had donegraphic design work and typesetting and layoutjobs for printers using my Macintosh computer,all on the side, all from a spare bedroom, eventhen not realizing that I was growing a business.I just knew I was having a lot of fun as I alwayshad with any business enterprise I undertook.That little printing press followed me every-where I went and I always managed to makemoney with it even when I was going to college.Even though I was making more money in thatspare bedroom than I ever had at any job, I re-ally wasn't doing it for the money. I was doing itbecause I was doing something I loved, for peo-ple I genuinely liked, and I would have done itfor no payment at all. The money was just gravy.Pure gravy.
Side Note to Would-Be Entrepreneurs: Fol-low your business dream but keep your "dayjob" for a while. Having that job security allowsyou to really build the kind of business youwant while working with just the people youwant, and when the time is right to go full-time,you'll know it. (That's exactly what I did.)More and more I discovered that I had an inter-

est in marketing and my graphic design workalways started with an understanding of howwhat I was doing Uit into the overall marketingplans of my clients. As I learned new things Iwould pass this information along to my clientsand little by little more and more of themturned to me Uirst for marketing consulting andthen to graphic design.
Soul ProprietorsThen, I began to realize that the kind of peo-ple I was working with were a lot like me.They approached business more from a spiri-tual standpoint than they did a proUit-motiveand while I fully support that all of us are inbusiness to earn a living and make a proUit,business can hold a lot more satisfaction thanjust that. I dubbed these people "soul propri-etors" because the work they were doingtouched not only their own soul, but the soulsand spirits of their own clients.For a soul proprietor, being in business is a wayto connect with people in a kinder, more gentleway in every area of our business dealings frommarketing and sales to delivery of the Uinalproduct or service. Soul Proprietors build rela-tionships Uirst.
We’re all healersEver since then everything I've done has beenfrom a spiritual — not religious, mind you— approach. To me, no matter what kind ofbusiness we are in, we are all in the business ofsolving problems, which in turn helps people.So we are all healers in our own special way.When I was a kid I loved the idea of being ateacher. Many times I've wondered if I missedmy calling by not teaching at a school some-
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where, but as technology started changing notonly the way we do business but our very lives,I realized that I could teach people what I knewthat worked for marketing and I wouldn't evenhave to be in the same room with my students.I soon discovered just how much I loved teach-ing teleclasses. And that’s what I started to do.So for the last few years, I've been attractingnew clients, making friends and helping peoplesucceed in their own businesses all throughteleclasses and the things I write. It’s a great wayto make a living and I’m still having lots of fun.Part of the reason for creating my Soul Propri-
etor Coach site is so that I can work on provid-ing more great content and valuableinformation to the many people I serve and tohave a home for marketing my private coachingpractice. In addition, I’m exploring the many options we have available these days for pro-viding learning programs online. From what Iknow about most business people today, theyare all looking for ways to have a business andhave a life, too, and I strive to help my clientsenjoy both.
Hitting the roadIn mid-2006 I started doing something that Ihad been thinking about doing for years: Isold everything I owned, bought a 5th WheelTrailer and a truck and hit the open road. I'vebeen living (and working) on the road and trav-eling the highways and byways of these beauti-ful United States ever since. As of this writing,45 states (many of them twice and three times)and nearly 80,000 miles including some briefjaunts to Mexico and Canada.Everywhere I go I meet the nicest people and

often I get to meet some of the wonderful peo-ple who have taken my classes or who haveworked with me over the phone as a coachingclient. It is always great fun to get to meet some-one face-to-face. I am so fortunate to know somany Uine people. They all enrich my life inways beyond any money they’ve ever spentwith me.
BalanceThe hardest part of living this way, though,has been trying to balance my love for mywork and the time I want to spend on my busi-ness with time spent being a tourist. I love thebeach and when I'm at the beach I want to bein the sand, not sitting behind my computer.But alas, I still find myself at this computer alot more than I would like. So I’m working onfinding that balance. In the meantime I'm justgoing to keep enjoying my fabulous life everysingle day.I travel with my life partner, Bill, and up untilmid-October 2008, I was also traveling with myBichon Frise. Barkley was nearly 17 years oldwhen he left us and although he’s left a hugehole in my heart for now, I will always love himand cherish the many memories I have from hislong dog-life. He was a good companion and agreat and tirelessly loving friend and I’m everso grateful that he chose to come live with me.All of my family — from the youngest to the old-est — live within about a mile of each other inthe state of Florida so I spend a good deal oftime there. Living the life of a gypsy allows meto see the country, spend some time with myfamily, reconnect with old friends, and still getmy work done. What could be better than that?

My desire is that you achieve exactly the kind ofsuccess that you want and if I can help you getthere, then that's what I'm here for.I hope you’ve found some beneUit in this Uncon-ventional Marketing Guide and that you’ve got-ten to know me a little better. I’d love to get toknow you better, too, and it would be my pleas-ure to hear from you.All the best,

Marty Marsh
Soul Proprietor and
Chief Clarity Of*icerP.S. Why "Chief Clarity OfUicer"? One thing I payattention to is my intuition and I've always hadan intuitive knack in getting to know peopleand I've found that I can often help people gainclarity about their business when they can'treadily see it for themselves. That's what myprivate coaching practice is all about. Clarity. Soif you need some, get in touch and let's see if wecould do some great work together.P.P.S. Ever since my Uirst hot dog stand — and Isold hot dogs to my dad's workers for severalseasons in a row — I've longed to sell hot dogs.So one day I suspect that I'll fulUill that dreamwith a nice little hot dog stand on a beachsomewhere. I think that would be the perfectway to spend the rest of my days when I'mready to give everything else up. Trouble is, I'vegot way too many interests and not nearlyenough time. 
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This is not the end. It is just the beginning.
The beginning of your brand new life as a Marketer.
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