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and
Welcome!

y name is Martin Marsh — but my friends and clients all call me

Marty, and I hope you will too. I put together this guidebook, How

to Get the Word Out About Who You Are and What You Do: Essential
Marketing Tools for Soul Proprietors, and I conduct all my workshops and tele-
classes for just one reason only: to help you become more effective at marketing
your business or practice so that you enjoy the kind of success you want.

If you’re serious about marketing your practice or business, and if you
read this and do the suggested action steps, I guarantee that you will trans-
form not only the way you do business, but the way you think about yourself
and your business, too. Customers, clients, and referrals will naturally follow.

Unfortunately, the average business person has no idea how to get new
clients — nor how to keep the ones they already have. The average business
person usually considers marketing only when the clients have dried up and
the bank balance is getting low. The time to do marketing is now. Marketing
is a continuous process that becomes the lifeblood of any venture. Even so,
the very thought of marketing their business simply terrifies most professional
service providers, especially those of us who call ourselves “soul” proprietors.

Most of my clients and students have come to me with one thing on their
mind: they know they need to be doing something to market their business (or
they know they won’t have a business to market for very much longer), and they
want to do so with a high level of integrity. Often, they have no idea where to
start. They believe there are marketing mysteries known only to a few.

There really is no mystery to marketing. There really are no secrets.
“Marketing is, quite simply,” as one of my own mentors, C.J. Hayden, puts
it, “choosing a set of simple, effective things to do and then doing them
consistently. Marketing is telling people what you can do for them — over
and over and over.”

In this guidebook I've given you a blueprint of the essential marketing tools
you’ll need to put into practice to be successful in your business. Of course,
there are many more ways of getting your message out to the people who
want to hear it, but these tools are a great place to start.

However, without a plan and some thought on how to use these essential
tools, you’ll simply waste a lot of your time and a lot of your money. If you
really want to improve your chances for success in your business, stop what-
ever you're doing in the way of marketing, read this guidebook, choose the
things you’ll enjoy doing that will give you the biggest return, and make an
action plan. This guidebook will show you how. Your reward will be more
perfect clients and more money in the bank.

“Your business
lives or dies
by how well
you make
consistent
targeted
efforts at
selling more
and more
stuff, to more
and more
persons,
more often.”

— Alex Simpson,
Creator of Explosive
List Building
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Please take just a moment
to get ready for the most
fun, enlightening, challenging,
and productive few hours
and days of your
business life.

ake a few minutes right now and visualize just how great you're

going to feel in a few days’ time when you have a complete marketing

program all planned out and already working to bring you more
business. In fact, I'm never satisfied unless my clients have all the business
they can stand.

You are on the brink of a brand new era in the life of your business.
Your success is absolutely guaranteed... if you are willing to do the work.
Not just the work in this guidebook, but the real work of putting your ideas
and plans into action, so that you start a steady flow and then keep an
unending stream of customers coming to your door. Someone once said
“Action means satisfaction.”

First, get yourself a nice 3-ring binder/notebook. Pick something
you’ll enjoy picking up and using, because once you’ve put your plan into
place, you're going to be referring to it every day. While you’re at the office
supply store, pick up some tabbed dividers and some reinforced notebook
paper. I personally prefer to use a pencil when working on my goals and
plans because often there is a lot of erasing going on!

Next, set aside an hour or two of uninterrupted time every day.
You can work as little or as much as it takes to pull your plan together.
From this day forward, though, you are a marketer. It never stops.

Plan to work on marketing first thing in the morning. If you can,
always work on your marketing in the morning. I say “morning” because if
you don’t get to this important and necessary work before you get into your
day (just like going to the gym), then you aren’t likely to get back to it if
your work day gets a little crazy.

“Action may not
always bring
happiness;
but there is
no happiness
without
action.”

— Benjamin
Disraeli
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Making the

he biggest lament I hear from Soul Proprietors is that they just don’t

have the time to market their business. Business people are busy peo-

ple. There’s no doubt about it, but that doesn’t change the fact that —
if you aren’t consistently marketing your business — you eventually won’t
have a business to market.

How we manage time is largely a function of our personality. Ever
notice how some of us just seem to be totally organized in everything we
do? How nothing ever falls through the cracks? For some folks, managing
themselves as it relates to time seems to come very easy.

Unfortunately, I'm not one of those people. I have to work at it and
stay on top of things every step of the way or I simply forget too many
things. I'm the kind of person that if 'm supposed to be somewhere at 6:00
p.m., I'll finally look at the clock at 5:50 and realize I have somewhere I'm
supposed to be in 10 minutes.

It seems that we Soul Proprietors have more difficulty in managing our
time than most other entrepreneurs, and I think that’s because most of us
think with the right sides of our brains — the creative side. Our minds are
going ninety-miles an hour dreaming up new, fun projects to do, and all
those details of things we’re supposed to do just go right out the window.

There IS hope for us though, even if it might not be easy. It just means
that we have to make the conscious decision that we’re going to be disci-
plined in how we manage our time and then work at it.

The following are a few time management strategies that I've found
helpful, and you might find some to be helpful, too. Some of these you
may never have thought of as time management strategies.

Keep an idea list. As you have ideas for marketing, for articles, for
new services to offer your clients, write them down. This keeps your brain
free of clutter so there is more room to dream up new ideas.

Capture your ideas no matter where you are. All over my house
— including the bathroom and in my car — you’ll find 3x3 sticky notes and
a pen nearby. Wherever I might “perch” they’re handy so that if I have an
idea or a thought that I want to remember I can readily write it down.

Make a marketing plan. Every week I know that I have to write an
ezine, but if I don’t check my marketing plan, I'm most likely to forget that
I’'m supposed to do it until it’s almost too late. That’s why I constantly refer
to my written marketing plan so that I always get markting projects done
when they need to be done. (We’ll discuss how you can create an effective
and useful marketing plan later in this guidebook.)

“It’s how we
spend our time
here and now
that really
matters. If you
are fed up

with the way
you have come
to interact with
time, change it.”

— Marcia
Weider
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Know your strengths and weaknesses. Let’s face it, there are some
things we just aren’t good at and we never will be. I firmly believe that the
best thing we can do for ourselves is to hire someone else to do those tasks.

This frees us up to do what we do best. And if we’re doing what we do
best, we’ll naturally make more money and be more successful.

Know your niche and your target audience. As soon as you get very
clear about exactly the niche you want to serve and have decided on all the
traits and qualities you want in your perfect client, you'll start saving both time
and money because you’ll have a smaller group to market to, and you’ll know
exactly how to reach them without scattering your efforts all over the place.

Get out of your element. You may find that trying to think about
your marketing in your office environment may be a deterrent to getting
anything productive done. If that’s the case for you, try getting out of your
element and doing your thinking and planning somewhere else. Maybe a
coffee shop, maybe the library, or maybe a park.

Get yourself a planner. 'm a paper planner kind of guy but you may
be more into electronic devices like palm pilots or your computer. I like
paper because its easy, it’s not likely to disappear if the battery dies and I
can carry it with me; but to each his own.

Just use a planner of some kind, even if its just a steno pad or use the
Daily Planner form found in the appendix on page 68 of this guidebook.
The important thing is that you are writing things down so you don’t have
to remember them.

Plan tomorrow before you go home today. Whenever I take the
time to plan tomorrow foday before I quit for the day, not only do I get
more done tomorrow, but I'll sleep better tonight. Mainly because I don’t
have to worry about forgetting something.

Use a project sheet. As you think of projects that you want to do,
write them down on a project sheet, being sure to think about how much
time each project will take and what all the steps are.

Make time for learning. Just as you’re spending time reading and
working through this guide, you’ll need to set aside time for learning. That
may mean watching online videos or doing internet research, reading, lis-
tening to audios or attending teleclasses. Just keep learning all the time!

You’ve heard the old cliché, “Work smarter, not harder” dozens of times
I'm sure. (It’s a cliché for a reason: it’s true!) The more you learn, the more
efficient you’ll become at doing all of your tasks — not just your marketing.

Manage email. The biggest time-killer I know of is email. Julie
Morgenstern says in her book by the same name, “never check email in the
morning.” Good advice. Schedule times during the day to check email and
use David Allen’s two minute rule: If its something you can deal with or
respond to in two minutes or less, go ahead and do it now. Otherwise,
move each item to a follow-up folder so that you can attend to it later at a
time that you schedule for that purpose.

Take advantage of when “the spririt moves you.” When are you

“Until you value
yourself, you
will not value
your time. Until
you value your
time, you will
not do anything
with it.”

— M. Scott Peck
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at your creative best? That’s the best time to schedule your marketing work.
If you’re at your best in the morning, plan to do it then. I seem to be at my
creative best starting at about 3 in the afternoon, so that is typically when I
do my best work. But you and everybody else are different. Pay attention to
your “muse,” and when it calls, enjoy the creative flow.

Not enough hours in the day? If you hear yourself lamenting “there
just aren’t enough hours in the day” or saying things like “I'm always behind”
or “there never seems to be enough time” then STOP IT! Right now.

Knowing that the Law of Attraction is working in our lives all the time,
when we say those phrases or feel those thoughts, we just get more of the
same: not enough time! So watch your language and your thinking in
regard to time. You might try saying to yourself instead, “I have all the time
I need to complete this project.”

Volunteer some of your time. Ever notice how when you give some-
thing away, like money, you get more of it? It works the same for time.
Volunteer to help out your favorite group. You’ll be amazed at how much
extra time starts to show up for your other important work — like marketing.

Set aside one day a week to work on marketing. You might try
setting aside at least one day a week where marketing is all you work on.
Maybe that’s the day you do some planning, or write your ezines or articles.
Maybe that’s the day you staple, fold, and mail your newsletter.

The reality is that, if you are in business for yourself, you are a marketer.
In fact, marketing is really your main job. No, its not working with clients.
Your main function as the business owner is to do marketing — marketing
that works!

So prioritize it. Make time for it! Discipline yourself, and just do it!

Some time planning resources you may find useful:

David Allen, author of Getting Things Done
www.davidco.com

Daytimer: Day planners and organizers
www.daytimer.com

Franklin-Covey: Day planners and organizers
www.franklincovey.com

Julie Morgenstern, author of Never Check eMail in the Morning,
Time Management from the Inside Out and numerous other time
management and organization related books and programs
www.juliemorgenstern.com

Instant Productivity Toolkit: 21 Simple Ways to Get More Out of
Your Job, Yourself and Your Life, Immediately! by Len Merson. Visit
www.chaosover.com to learn more.

Eat That Frog! 21 Great Ways to Stop Procrastinating and Get More
Done in Less Time by Brian Tracy, www.briantracy.com

“Today, be
aware of how
you are spending
your 1,440
beautiful
moments, and
spend them
wisely.”

— Unknown
Author
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How to Get the Word Out
About Who You Are and What
You Do: Essential Marketing
Tools for Soul Proprieters

ecently, I was listening to a talk show on the radio, and a woman

called in seeking some relationship advice. She spent quite a bit of

time describing the unsavory actions of her boyfriend. At some point
she said, “I should have known he was a manipulator because, after all, he
isa very successful business man.”

I was horrified to hear that people think that manipulation and being in
business go hand-in-hand. But it also helped me realize that those of us in
business have a lot of work to do to dispel the notion that business and
marketing means manipulation or dishonesty of any kind.

Unfortunately, a lot of business people themselves have this notion.
They go into business and think that in order to win sales they have to
somehow manipulate another person or otherwise convince them to do
business with them by pressuring them or even telling outright lies.

It does not have to be that way. In fact, it SHOULDN'’T be that way.
And if you’re one of those who — up ’til now — have believed that’s the only
way to market a business and make sales, get ready to change your thinking.

You’ve probably heard the phrase that Jeffrey Gitomer says, “people
love to buy, but they hate to be sold.” Think about yourself. When was the
last time you bought something because someone pressured you? Chances
are you got away as fast as you could. But remember the last time you
enjoyed buying something? You made that purchase because (a) it was
something you wanted or needed, (b) you felt good about buying it, and
(c) you trusted (and liked) the person you were buying from.

Sometimes we seem to forget that we are selling our services to people.
Real people. People just like ourselves.

When you approach marketing and selling your services from the stand-
point that you are helping to guide people to a solution to their problems —
even if you are unable yourself to solve those problems — you’re creating a
relationship that will benefit you both.

When I first went into business for myself, I used to love to tell people
that I was “boss-less. I don’t have to answer to anybody.” When in reality, I
had many bosses. Every single one of my clients was my boss — of sorts —
because everything I did was to satisfy them. What I wanted didn’t seem to

'’ i
“To win the
devotion of
customers,
[you] must
build [a
company/
worthy of that
devotion. You
cannot win
the hearts of
customers
unless you
have a heart
yourself.”

— Charlotte Beers
in LEADER TO
LEADER
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be part of the equation, and besides, we go into business to serve our
clients, right? RIGHT? Well.....

When I first ask my fellow Soul Proprietors how they are currently get-
ting clients for their business, most of them will tell me that they are getting
good word-of-mouth referrals.

While this sounds great on the surface — you’re good enough that your
satisfied clients are willing to give you a referral — you may be severely lim-
iting yourself on, not just the quantity of the clients you are getting, but the
quality as well.

For years after I went out on my own in 1995, I was probably the only
graphic designer out there who didn’t have a brochure or a portfolio to show
off my work. I was getting a steady stream of referrals from my existing
clients, and I was making pretty good money.

But because they were all coming to me as a referral, I always felt like I
HAD to take them on as a client.

Quite frankly, I couldn’t stand some of these people. Or to put it a nicer
way, they just were not a good fit for me. But I felt an obligation to the per-
son that referred them to me and, hey, business is business, right? I've gotta
eat! So I took them on.

Some of these clients had outright questionable business ethics. They
often were very slow to pay me, they complained constantly about my
rates, they were uncooperative, and they missed deadlines. I could go on
and on, but I'm sure you get my point.

The best favor you can do for yourself is to take the time to figure out
exactly who your most perfect client is. I don’t mean that they’ll be perfect
people. What I do mean is that they will be a perfect fit for you and the
unique problems you can help them solve.

When someone comes along that is not a perfect fit for you, you can
pass that person along to someone else who is a better fit for them. It
becomes a win-win-win situation. (We’ll talk more about referrals later in
this guide.)

But before we get into figuring out what makes a client perfect for you,
we need to start with the basics — both good business, and marketing, basics.

Too often, Soul Proprietors tend to skip over the basics and want to
jump right in and start doing something creative and outrageous. “Creative”
and “outrageous” have their place and can be fun and lead to profits, but
you wouldn’t build a house without a foundation, and you can’t operate a
business for very long without a firm foundation, either.

So, let’s get to it.

And, have some fun in the process.

Tips for better
understanding
of your clients

Talk to them — by phone,

email, and surveys to
find out what's on their
minds.

Study what your
competitors are doing
(or not doing).

Identify the traits and
characteristics of people
who buy items similar to
what you're offering.

Observe your client using
your product or service.

Continually ask them
“Why?"

Continually ask them
“What can we do better?”

Continually ask them
“What do you want?”

Continually ask them
“What do you need?”
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Your business Purpose

Those of us who are Soul Proprietors often went into business for our-
selves — or are contemplating starting a business soon — because we’re look-
ing for an experience that we couldn’t find in our corporate jobs or in a
more traditional small business.

The experience I'm talking about is one that provides adventure, joy,
freedom, and the opportunity to make a difference — in our own communi-
ties and the world at large. We’re looking for a connection with our true
nature and spirit, which comes from serving other people in a business of
our choosing, and in one that is operated in a way that makes us feel good
about what we’re doing.

Whether you are just starting out on a new business adventure or
you've been at it awhile, the first area to take a look at when developing a
marketing attraction plan is to look at why you’re actually in business.

Think back to when you first started your business, (or if you’re just start-
ing out now,) and list all the reasons why you wanted to go into business.

First and foremost, whether you like to admit it or not, you went into
business to earn a living. Even mystics have bills to pay, and so do Soul
Proprietors. So at least part of the reason for being in business is to create
a way to pay your bills and, hopefully, have plenty of extra money to do
all the things that bring light to your soul.

Here are some idea starters for you from other Soul Proprietors as to
why they went into business for themselves:

“To help people solve... (fill in any problem you can think of here).”
“To have more time to spend with my family.”

“To create a ‘post-retirement income’ for my husband and me.”

“To create extra income for my family.”

“To be home to raise my children and still have an income.”

“To have the freedom to do what I want when I want.”

“To bring my own ideas to life.”

“To make the world a better place.”

“So I can afford to send my kids to college.”

“Doing what
we were
meant to do
creates fun,
excitement,
and
contentment
in our
lives, and
invariably,
in the lives
of the people
around us.
When you re
excited about
something, its
contagious.”

— Mark Victor Hansen
author and speaker
(Chicken Soup for
the Soul series
and more)

Complimentary Guidebook for Soul Proprietors from www.SoulProprietorCoach.com 9



How to Get the Word Out - A Guide for Soul Proprietors

“To enjoy going to work everyday.”

“So I can work only with the clients I like.”
“So I can do things MY way!”

“So I can travel all the time.”

“So I can feel less stressed.”

Whatever list you come up with is YOUR purpose for being in business
for yourself. No one else ever has to see this list, but keep it handy. It will
serve as a reminder to you if the going ever gets tough, or if you find your-
self dreading going to work everyday, or if you're finding it too hard to fol-
low up with prospective clients.

Look to your list for a reminder as to why you are in business, and add
to it from time to time if you’re moved to do so.

So, what does that get me?

You can do a similar exercise when planning specific goals for your
business.

You may have been thinking already of some of the goals you’d like to
meet this year. Perhaps you’d like to attract 6 new clients this month or per-
haps you’re looking to increase your income over the next 3 months to
$6000 per month.

It doesn’t matter what the goal actually is, what really matters is answer-
ing this question:

“So, what does that get me?”

If you could reach that goal of $6000 per month, say, what would that
get you?

Could you pay off a credit card?

Take a much desired (and needed) vacation?

Put your kids into a private school?

Buy your spouse a fabulous birthday present?

Allow you to send out that printed newsletter you’ve been working on?
Get ahead on your mortgage payments?

All of this should be kept to yourself; you may even notice that you’re
feeling some pangs of guilt when you answer these questions honestly.
Instead of feeling guilt, I'd suggest you turn that into a feeling of elation,
because when you’re honest with yourself about your real motivations for
doing something in your business, it makes it so much easier to accomplish
whatever it is you set out to do, and you’re most likely to actually reach
your goals.

“I'm a busy guy,
but 1 set aside
quiet time every
morning and
every evening

to keep my
equilibrium
centered on my
own path. 1
don’t like being
swayed by
anything that
might be
negative or
damaging.”

— Donald Trump
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Is there really such a thing as a perfect client? Even the best client in
the world will, at some point, most likely drive you a bit crazy. But that’s
not what I'm talking about. A perfect client is actually one that is a perfect
“fit” for you. The perfect client will meet all or most of your criteria for
what you are looking for in a client that you will enjoy working with and
will be able to help.

The mistake most of us make is that we are willing to accept every client
that comes along, whether they are a perfect fit for us or not. For those who
are not, besides driving us crazy, it is not fair to that client if you aren’t able
to help them move toward a solution to their problem without lots of upset,
and it isn’t fair to you to put yourself through that kind of pain. Eventually,
yowll not want to go to your office ever again.

It is vitally important that you get very clear about EXACTLY the qualities
and attributes that you want in your perfect client. Once you do, you’ll be amazed
at how those clients start to show up for you. You’ll recognize them right away.
And if someone shows up that is not a perfect fit for you, then you have the
opportunity to make a conscious decision as to whether you want to work with
them (knowing the risks that might be involved) or whether you’d rather pass
them along to someone else who is a better fit — a better match — for them.

To help you gain clarity and discover who your perfect client is, take out
a sheet of paper (or use the form in the appendix on page 69) and draw a line
right down the middle, and another line across the top so that it forms a “T”.
At the very top, write “My perfect client.” Over the left column write, “I
don’t want...” or “I don’t like...” then over the right column write, “I
want...” or “I like...”

Ignoring the right column for now, in the left column start listing all those
traits, qualities and attributes that you really DISLIKE in a client. What makes
you crazy when working with clients?

Many years ago — long before I realized I had a choice in the clients I
worked with — I had a client show up that eventually drove me crazy, and I
had to fire him. Interestingly enough, he enjoyed working with me,
admired my talents and was very hard to get rid of.

He was going to publish a tourist guide in a magazine format and at
first, it seemed like an ideal project for me. In truth, it was an ideal project
for me, but the client was all wrong, and there is a difference. (Think about
that in your own business situation.)

I like to create designs on my own and then give the client a choice of
what I've created. This guy liked to come to my office, sit next to me and
direct me to “change this, try that, do this, move that,” and so on to the
point that I was ready to scream. What could have been a 2-hour job would
always turn into a marathon lasting 4, 6 or 8 hours. Then he wasn’t willing
to pay me for all that extra time. He was a time-consuming and frustrating
client, and it eventually became clear to me that no matter what he paid me
he wasn’t worth that kind of aggravation. So, he had to leave.

I could have avoided all of that if I had been more clear, up front, with

To help you find
out who your

perfect client is,
ask them these
questions (then
ask yourself the
same questions)

Why do you get out of
bed in the morning?

Who is the most
important person to
you in the world?

What is most important
to you in the world?

What do you want to
achieve before you
leave this world?

What do you really
love about your life?

In answering these ques-
tions, you're likely to find
that your perfect clients are
very much like you with the
same likes, desires, dislikes,
and ambitions.

How might knowing this
help you in developing your
business or practice?

From ATTRACTING PERFECT CUSTOMERS
by Jan Brogniez and Stacey Hall
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MYSELF as to the kind of client I wanted to work with.

So, if I were making a list like this, I might write on the left side of my
sheet:

“I don’t want a client that doesn’t trust me to create good designs.”
“I don’t want a client that has no money to pay me.”

“I don’t want a client who will argue about my fees.”

“I don’t want a client who misses deadlines.”

“I don’t want a client that is not flexible.”

And so on.

You can write as many “don’t wants” as you can think of for your own
situation.

Then, on the right side of the sheet, turn those “don’t wants” into
“wants” by asking yourself, “So, what doI want?”

So now, my right hand list might look like this:
“I want a client that trusts me to create good designs.”
“I want a client that has money and a budget for paying me.”

“I want a client that understands my fee structure and happily pays me
on time.” (Be very specific about what you want.)

“I want a client who honors deadlines and gets material to me at the
agreed upon time.”

“I want a client who is flexible with schedules.”
And so on.

Now, it’s your turn. Write down as many “don’t wants” as you can think
of on the left side.

Then, turn your attention to the kind of client that you DO want. If
you're already in business and already have some clients, do you have a
favorite? Do you have at least one client that you just love to work with,
that brings you joy, that exhibits most, if not all, of the qualities that you’d
like in all your clients?

If so, completing the right side of this form will be lots easier if you just
think about that client and write down all the qualities and attributes that
they have that you appreciate and want more of. You can also simply “turn
around” your “don’t wants” to better reflect what you do want.

Here's a bonus tip: This technique also works well whenever you
are writing articles, or web copy, or an ezine. Write as if you were
writing only to your favorite client. It'll make the job a lot easier and
you’ll be lots more authentic.

Remember, when we are working with clients that are a perfect fit for

“If you have
built castles in
the air, your
work need not
be lost, that is
where they
should be.
Now put the
foundations

under them.”

— Henry David
Thoreau
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us, we are also serving those clients at the highest level because we are cer-
tain they are right for us; we know we can help them find a solution to their
problems, and that, of course, is what it is ultimately all about.

You’ve heard it before: if you want to enjoy untold success, you must
niche.

Simply hearing that phrase puts fear in the hearts of many Soul
Proprietors because, to many, working within the narrow confines of a
niche means limiting your options. Nothing could be further from the truth.

The reality is that the more you specialize, the higher the fees you can
charge.

Your perfect clients — and by now you know exactly what those people
look like — are going to demand that you be an expert. And let’s face it, its
impossible, much as we’d like to think differently, to be an expert at every-
thing.

You wouldn’t ask your general medical practitioner to perform brain
surgery on you, would you? No, you’d likely seek out an expert in the field
of brain surgery, and you’d also likely seek out the very best brain surgeon
you could find. Your business is no different, and your clients are no differ-
ent.

When it comes to solving their own problems — and paying someone to
help them do so — they want to be sure that they’ve got the right person,
and they want an expert. You can be that expert if you choose a niche and
specialize in one thing.

Even though I know that marketing a small business is pretty much the
same no matter what the profession, I’'ve chosen to “niche” myself by pri-
marily serving coaches and therapists. And to further refine my niche, I
help mostly women who have chosen to use the principles of the Law of
Attraction in their practices.

If a coach, who is a 30 year old man, shows up who has no idea what
the Law of Attraction is all about and wants to work with me, I wouldn’t
necessarily turn him away. But at least, knowing what my niche is (and who
my perfect client that fits that niche is,) I can make an informed, intelligent,
conscious decision about whether or not I would choose to take him on as a
client.

And because I'm specializing with Law of Attraction coaches and thera-
pists, everything I learn, everything I write, everything I do to further my
business is done with these people in mind. My clients know they are get-
ting an expert in their own field, and they feel comfortable in working with
me.

When choosing your niche, first think about what it is that you are best
at. In what area of your particular field are you considered an expert?
Where do you have the most experience?

How to “niche
to be rich”

Carefully define the ser-
vices you are offering.
You must be very specific
in describing what you
offer.

Be very clear about the
kind of people you want
to work with. This is
helped by defining your
perfect client.

Are there enough people
in your niche to support
you?

Where do the people in
your niche hang out?
What do they read? What
do they watch and listen
to? What websites do
they visit?

Do you have the
resources and capabilities
to reach the people in
your niche where they
hang out?

Continually refine your
niche to match your
strengths (and to over-
come any weaknesses)
and to make the best use
of the resources you have
at your disposal.

Is your niche local — is
there a specific geograph-
ic area you want to serve
— or do you prefer to
attract clients from all
over the world? (How

will you do that?)
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Sometimes our niche is staring us in the face, and we might not recog-
nize it right away.

Several years ago an accountant friend of mine took on a few hair-
dressers as clients who then referred him to other hairdressers, and before
he knew it, he was an expert in keeping the books and doing the taxes for
the hairdressing profession. Now his client base is made up of almost all
hairdressers, and he has more work than he can currently handle. (In fact,
after April 15th, he takes off two months every year and goes on a very
long cruise.)

When I started my graphic design business many years ago, my two
biggest projects were a chiropractic magazine and a bar association newspa-
per. Since publication design and layout was really my specialty, I thought
I’d just work with anyone that needed a magazine or a newspaper layout.
What I discovered was that, as I learned more about chiropractic and also
about the needs of lawyers, most of my clients came from those two profes-
sions.

Essentially, I had two niches, and you can have as many niches as you
want, really. The key is that your marketing should be done toward only
one niche at a time. When I was seeking more chiropractic clients, I wouldn’t
try to do marketing that would appeal to both chiropractors and lawyers. All
of my marketing decisions — when trying to attract chiropractors — were
based on what was right for the chiropractic field only. In turn, if I wanted
to market my services to lawyers, I created marketing programs designed
just for the law profession.

Here’s how some other folks came to discover their niche:

Nancy was a nurse and a very good one. But she was getting burned
out on the routine, and she had no control over her schedule. Some
weeks she worked during the day, and other weeks she worked at
night. She thought about looking for another nursing job but soon
realized that she would never be in control of her schedule. So,
instead, she started her own nursing staffing agency.

Knowing that there is a nationwide shortage of nurses, she was able
to build a business by providing nurses to hospitals all over the coun-
try on an “as needed” basis. The nurses she hired for placement got
to work the shifts they wanted, they worked as much as they wanted,
and Nancy got to run her business by day so she could enjoy her hus-
band and children at night.

Ken is a very successful chiropractor. He noticed that he was seeing
more patients per week and making more money every month than
all of his chiropractic colleagues, and they started coming to him for
advice as to how they could duplicate his success. He decided to pre-
sent a weekend seminar where he could teach a group of chiroprac-
tors about how he runs his clinic. It was met with much success, and
he enjoyed being in front of a group so much that now he makes most
of his money from doing these practice-building seminars. He has
become the go-toexpert for practice building, and he is known nation-
wide for his expertise.

How to Identify
Hot Niche Markets

By visiting your local book store
you can identify hot niche mar-
kets in just an afternoon.

First take a look at the non-fic-
tion section to find out what’s
selling the most, and identify the
topics these hot sellers fall into.
Also look at the Amazon.com
and New York Times best-sell-
ing non-fiction books list that
they provide online.

Then look at the magazine section.
There seems to be a magazine
for every topic and interest you
can imagine, so there are niche
opportunities awaiting to be dis-
covered there.

Watch local news as well as

the nightly national news broad-
casts. Each will provide valuable
ideas that you could use as
your next niche.

Local broadcasts are especially
good if you’re looking to build a
business locally.

National broadcasts will reveal a
much more diverse community
and there may be ideas to be
gleaned about a niche that you
can tap into, worldwide, using
the Internet.

The point is that there are many
outlets and resources to capture
ideas and find new or under-
served niche markets.

Also, check out the book,
“Microtrends: The Small Forces
Behind Tomorrow’s Big Changes”
by Mark Penn and E. Kinney
Zalesne (Published in 2007).
This book is being seen as a
source for ideas for markets
that will be emerging from
unlikely places over the next
few months and years. You
may find your special niche

in its pages.
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Sue worked for a major airline and loved the perks she got, which
included lots of free travel to anywhere she wanted to go, but the
hours and the h