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Sure, everyone wants more clients, but | work with many business owners who are
completely mystified about why they work so hard, yet don’t get the clients they
need--much less want.

They ask themselves
“what am | doing wrong”,
“I' have better products than my competitors so why am | not getting clients”,

or the simple “how do they do it”?

They toss and turn trying to sleep while their brain is going a mile a minute
wondering what they can do differently.

Does this resonate with you? Do you fall into the camp of “I have enough clients but
| want more” or are you the person | just described, doing everything you can and
still not getting clients?

Don’t give up! If you are like most of my clients, they did not take the time to fully
explore these five areas which are the foundation of marketing. When you deep dive
into these five areas, you will be able to easily find not just clients, but your

“Seriously? Of course | know what | sell.” | hear you yelling at me in your brain. Yes,
you do know what you sell. However, many business owners never take the time to
determine what makes them unique. Why should people buy from you in the first
place? What is the real reason you are in business?

Instead, they market themselves based on a hunch and a hope, with a touch of
planning in between. Don’t worry, if this is you, you are not alone and thankfully you
are reading this article so you won’t be one of them.
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Your product or service should be something your market can't live without by
solving their problems or making their lives easier. Begin making a list of what your
client’s pain points are and how your business can solve their pain.

Selling to everyone truly helps no one. You may be making a sale here and there, but
you won’t ever get the sales you want or help the number of people you are wanting
to help if you don’t pick a niche.

| know - | hear you again. “But my product is great for everyone.” With many
products and services, | believe this is true, however you alone cannot reach
everyone. Sales is marketing to the right people at the right time. Even though they
may be the right people in your mind, it may not feel right to them or it may just be
wrong timing.

By picking a niche you are not excluding everyone else. You are simply focusing on
the people you want to help the most and yes, enjoy working with the most.
Remember you are your own boss. YOU get to pick who you want to work with.

This allows you to speak directly to your ideal client. Let’s say you sell skin care.
Everyone has skin, therefore, potentially everyone can use your product, right?
However, selling to a “baby boomer” would be quite different than selling to a
“millennial”. Their needs and desires are very different. The baby boomer’s biggest
need is to look young while the millennial wants to look good for their next date or
has young children and only has 5 minutes to care about skin care no matter how
important it is to her looks.

The same is true with industries. You want to make sure you are talking to their
specific needs and using their language. For example, hotels care about the number
of rooms sold while a hospital cares about number of beds in use. Both need to have
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their rooms/beds filled; however, how and why the customers need their service is
completely different. Therefore, their marketing language is different and who they
market to is different. If you tried to market to both it would sound generic and
salesy.

Which do you resonate with more - a generic email or one that identifies with you
emotionally and feels like they are writing just to you?

You must know what you sell and what niche you work with in order to market
effectively to them, saving you time and money.

Today people have more resources and more options when buying. Within a few
seconds they can compare pricing, availability, and other people’s reviews before
they buy. If you’re only using demographic and geographic information, you're
missing out on potential connections and profits and you may even be marketing to
the wrong people. Who wants to waste that kind of time, money, and effort?

Think about this...

The year that someone was born and where they live will not tell you if they are
likely to buy your products or services. It’s just not enough information to effectively
market and draw your ideal client to you. This information is needed but you can no
longer stop there.

You need to also look at psychographics. Don’t be scared. It’s not as overwhelming
as it sounds, but it is unbelievably powerful in connecting with your ideal clients and
easily selling to them without feeling sleazy.

Psychographics can simply be explained as using vital consumer information such as
spending habits, values and buying behaviors to understand your target market.
Once you truly understand what motivates potential customers to buy your products
or services, you can use that information to create highly customizable marketing
campaigns and interactions with potential clients. It allows you to connect with
them in an emotional way so you can better help them.
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Yes, | am talking about the scary “What do you do?” question. You see more “dear in
headlight” stares to that question than any other question. Knowing what you sell
and why you are unique is not enough because conveying what you do without
confusing or boring them to death is a learned skill.

In our society, you only have seconds to get someone’s attention whether it be
online, on the phone or in person. Those precious minutes can make you money or
be a death sentence.

Have you ever...

Been at a networking event, business luncheon or a social event where you ask
someone what they do only to be stuck listening to them talk your ear off while you
are trying to find a way to run away and never talk to the person again? Or you get
an answer that is so vague and confusing that you wonder what they are hiding.
Even if you ask them to explain more you just get basically the same spiel but in
different words.

You don’t want to be that person. You want to be able to professionally and quickly
introduce yourself. Here are the three things your introduction needs to include:

e What you do (I market, teach, coach, sell...)
e Who is your target market (the niche you choose)
e What do you do for them (your product or service)

e How does it benefit them (make more money, sleep better, look younger)

For example:

| coach men and women over 50 who have grandchildren specific exercises to keep
them physically fit so they can play on the floor and run around with their
grandchildren without being exhausted.

4 | Page www.thrivingbusinesssuccess.com



Thriv/ing

When fishing you need the right place, the right bait, the right reel, and a lot of luck
(just kidding | don’t really fish). Let’s say you’re out fishing for the first time. You
have been coached on how to catch a fish and you feel completely prepared.
Suddenly you catch a fish - a huge one of course. You’re holding onto the reel as
tight as you can yelling “l got one” (because who can resist yelling in amazement)
and you realize that no one told you what to do next. You don’t know how to reel in
the fish and if you did what would you do next? You would have a fish flopping
around trying to get back in the water. There are more steps to fishing than just
catching the fish.

This is true in business also. We often only learn how to find a prospect, how to talk
to them and get them excited about your product or service, but then you don’t
know what to do next, so you politely end the conversation. You might say “great Ill
call you” or “it was nice to meet you”. What happens next is that you have their
information (hopefully) and you are all excited to contact them because you know
they want to buy. You leave messages, text, email and nothing happens. You are left
confused and frustrated not knowing what happened.

This is because you didn’t know the next step. You must know your sales cycle and
what the next positive step you need them to take. This can be to set an
appointment to talk further, but if online, it can be to enter their name and email to
lead them from a free checklist to your blog.

What do you want them to do next to get them closer to a sale? Be prepared and
know what you want to do next when you find an interested qualified prospect.

| know we have only touched the surface of these critical areas. My hope is that you
will begin looking at your business and start working on these five areas that create a
solid foundation for all your marketing and sales efforts.
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What’'s next?

Join me on our Facebook page where | share more information on these critical
topics and much more.

Go to http://www.facebook.com/bethanysunny. | look forward to seeing you there and
working together to create a thriving business.

Contact Bethany Sunny for a free Marketing Assessment at

Phone: 562-270-6155

Email: bethany@thrivingbusinesssuccess.com

A successful entrepreneur with over 25 years of experience,
Bethany Sunny has now combined her lifelong passion for helping
others with her business expertise to create Thriving Business
Success. Her dedication to assisting others reach their own
business goals makes her an inspiring and empowering mentor.
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