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Your Target Market

Defining your target market is a strategic approach to building a brand that has a successful, decades-long track record that will endure even if Google implodes and the Times Dispatch evaporates. Position your business to a target market, and your ROI improves considerably.  
>You define your target market so you can:
· Position your business effectively

· Speak to your audience effectively and address objections

· Choose the right media channels to reach them

It’s not about you

I have a shocking revelation. Your ad, your brochure and communications should not be about you. It should be about what you can do for your target market. Why? 
>Because people are interested in:
· Themselves

· What your offering can do for them

· The importance of those benefits

· Not being ripped off (your credibility)

· Why they should buy now, call, join etc.

You need to learn to state what is you can provide that fulfills a need or solves a problem for your target. 

Examples:

You turn whatever you have into a BENEFIT for the target. 

Instead of:  “We’re focused on customer service”

Say: “If you are unhappy with the paint job, we’ll paint until you are.”

Instead of: “We offer insurance from 15 carriers.”

Say: “We will find the best coverage you can get for your money because we have the resources.”

Instead of: We do hearing tests.

Say: We evaluate your hearing and offer a solution that works for your lifestyle and your hearing problem.

Know your Target

Once you look at your business from the standpoint of your target and not you, it starts to gel. You simply immerse yourself in how they think and then it comes naturally to translate what you offer into something a target can appreciate.
I want you to know your target until you are standing in their shoes and chewing their gum.

· Talk to customers and look for common threads (PTP)

· Check out message boards & forums

· Ask how they found you

Putting it all Together 101

What differentiates you?

Define your goals

· Go beyond, “I want to sell more widgets and focus on I want to bring in younger buyers and I have such and such to appeal to this target to get that going.” 

Define a Strategy

· We want to be the go-to real estate agents for couples who are downsizing. We want to be the go-to painters for the Salisbury neighborhood or for new additions. 

Define Objectives

· Think of relationships to build to make the strategy happen. Team up with someone? Add something to your product line? Promotions or programs that bring it together.

Define your target market

· Think how they think. Think about them until you are standing in their shoes and chewing their gum

Decide what networking groups and media is best for reaching this target

 Tailor message to be 

· Effective and from the point of view of the target

· Clear and focused. Not crowded with 100 ideas.

· Make sure it reflects your brand image in look and message. Stay consistent and achieve top-of-mind awareness and buyer familiarity and comfort.

· Define a call to action.

------------

Troubleshooting

Why isn’t your ad or message working? 

· There is too much in the ad 

· The ad is too small 

· The target is not familiar with your brand

· It is not clear as to what’s being offered

· Your expectations are too literal

· You’re not running it consistently

· The message and look are inconsistent
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