New Marketing Mastery – Material for Session 8

Making a Strong Case for Your Business

Every time you communicate about your business, you want to make a strong case for the value you offer. 

You might have a long conversation, it might be short email, an article, a pitch to sign up for your email newsletter, a phone message, anything where you’re communicating about your business.  

A strong case includes the following elements (although you don’t necessarily need to use all of these every time)
- A clear articulation of who your clients are and what they might be missing. 

- A clear articulation of your bottom-line ultimate outcome

- Several clear benefits to what you’re offering

- Proof that what you’re offering is beneficial

- Stories or examples of client successes 

- A call to action for the next step

All of these are straight-forward, however, can you back up some of your claims with research?
Market-Based Claims

If you have a very beneficial service, can you refer to research to back-up what you claim is beneficial or what is an unknown problem.

For instance, this article on the ICF website points to the benefits of coaching: http://coachfederation.org/need/landing.cfm?ItemNumber=747 

You could draw from an article like this to make a more persuasive case that there are many proven values that come from coaching.  

An article by Dan McInnis points out that in a survey of 149 small business owners 74% don’t have a written marketing plan. 
Now, if you also knew that 89% of businesses who do have a plan make 76% more income that other similar businesses with a plan, you have a powerful argument for developing a marketing plan if that’s the service you were offering.  
Sometimes this data is hard to come by. Some of it is sketchy, but much of it can be found online with smart Google searches and a little persistence. 

Here’s what you want to know

• What proof, research, etc is available about the effectiveness of your kind of services?

• What kind of problems arise when clients don’t do a certain thing (such as have a marketing plan)?

• What research is available about a certain approach that you offer in your business? 
So if you are doing experiential learning, This article cites some interesting reasons why experiential learning works: http://elearningindustry.com/8-reasons-experiential-learning-future-learning 
• Who else is doing what you’re doing (perhaps someone more advanced in your field that is a recognized expert and/or author) and what were their results? Perhaps they’ve done some research you could draw from. 
• What data/research/ studies absolutely proves your approach works and shows definitively what doesn’t work?

You might call also this approach to building your case an “educational marketing approach.” 

Read this article based on Chet Helms Core Story Concept:

http://actionplan.com/pdf/Core-Story.pdf 

This covers some important concepts regarding market-based marketing. 
Whatever you do, you must make a solid case, strong case, an airtight case for your services. And you want to bring everything to bear to accomplish that.  

This takes facts, proof, ideas, insights, whatever is needed. 

Here’s an example I could use
I invented the Game of Marketing Ball to make marketing easier to understand and Implement. But if I could prove that using a game in a business scenario was more effective, it would get more attention from prospects
Although relatively few organizations have adopted games as a part of their training curriculum to this point, the research shows unequivocally the benefits of game-based learning. A meta-analysis by the UC-Denver Business School concluded that those who played learning games ended up with 11% higher factual knowledge, 14% higher skill-based knowledge, and 9% higher retention rate than those who used other methods.
See how that market-based information makes my Marketing Ball more credible?
Case Studies from Mastery Members
Carole Bomardier sent a promotional email to her list for her Mind-Full Body workshop. Then she followed it up with a few emails giving more reasons why the workshop might be beneficial talking about very specific things that would be addressed in the workshop and why they are effective. It’s those final emails that got most of the people to sign up. She also created a flyer and got it distributed it everywhere she could. She kept thinking of ways to get the message across. 

Sarah Taylor launched her new website to those on her small list. She has a lot of powerful information on here site that builds a strong case. One person got back to her and said she wanted to know how Sarah could help her. 

Nancy Clift wrote a 5-page marketing piece on how to hire a focus group moderator. The information in the piece, makes a powerful argument for the qualities of a Focus Group Moderator. Now she’s getting more requests to bid on projects. (Not sure if these are connected yet!)

Roberta Ryan was a facilitator at a conference, put up her new website, did a table-top expo and is out there making more connections and arranging for presentations. Every time she does one of these activities, she is making a case for her business and it’s connecting with some people.
Others are writing great articles and fine tuning their web copy, making powerful cases for why their services may be the right fit for their prospective clients. 

You might say marketing consists of two main things – visibility and value 

Visibility is finding the best ways to get you and your message out there to your ideal audience. Value is the content of your messages. If you work on improving both, you start to get traction. 

The vehicles can be web content, blog and eZine, articles posted in LinkedIn, Articles on other websites, special handouts to clients, presentations, webinars, teleclasses, etc. 

It takes persistence, imagination and trying a lot of things over time. 

I know a guy names Jeff Walker who has made $20,000,000 in his business over the past 10 years or so. He teaches a very good system for online marketing. He’s helped his clients make over $500,000,000! In an interview with him recently he said.

http://www.forbes.com/sites/ericwagner/2012/09/11/why-jeff-walker-is-the-400-million-dollar-man-and-7-lessons-you-can-learn-from-him/?inf_contact_key=d0cbc4b044dcfb4d13abcbfb72c55ac927ba2ec15c4bc8764f7c2d29ce40912c#2631822e4215 

“It’s about baby steps and moving towards your goal. First having the guts to even have that goal and then steadily moving towards it. I sent my first email out to 19 email addresses and I just kept on grinding it out. Then I started getting one new subscriber a day and then three new ones a day. So I just kept on taking those baby steps. I think a big part of it is the ability to delay gratification — being willing to put in the work now knowing it’s not going to pay off for three months or six months or two years. And just as a side note; I’ve now written more than 10,000 email broadcasts so there’s this magic 10,000 hour number from Malcolm Gladwell’s Outliers— which is one of the reasons our company is at the top echelon of our market.”
Here’s your assignment. Take a piece of paper and write down the following. 

People should work with me because… 

And then using everything you know about your services, your abilities, marketing data, feedback from clients, convictions about yourself, testimonials, anything and everything that could be used to make a case for your services, write it down. Use complete, sentences, not a word or two for each item. For instance:
• I’ve read over 300 books on marketing and selling over the years.

• I wrote my own book on marketing, sold 9,000 copies and made 600,000 in sales plus another couple million in sales of programs and services that came out of the wake of those manual sales. 

• I know that 74% of small business owners don’t have a marketing plan and that puts them at a great disadvantage.
• I develop a step-by-step system for marketing that has worked for thousands of people

• I’ve mastered the art of getting my clients unstuck and into action.

• I’m a catalyst for innovation with my clients, helping them develop their own ideas and taking them to the next level. 

Write at least three pages of this. Don’t edit yourself. As soon as something comes up, write it down. The best ones will come after you don’t think you have any more. That’s when you’re finished with memory and are tapping into creativity and inspiration. 

Send me all your papers buy email by next Friday the 22nd. I really want to take the time to read all of these, so get cracking on this right away!

Cheers, Robert  

