niche

By Alan Weiss

HOW TO FIND YOUR NICHE CLIENTS

NICHE
BY

ALAN

WEISS

Last week, I met with two managing partners of CBD’s law
firms to discuss their marketing strategy. Wanting to
immediately uncover needs, I often ask cut-to-the-chase
questions, such as, "Who are your clients?” or “What is your
biggest marketing challenge?"
I am thankful for the opportunity to meet great people. My
experiences and answers to these questions are taking me
back to the core of my days in real estate as a sale
manager/principal.
When I launched Aussie Divorce in 2005, I emulated much of
the model that brought me success during my real estate days.
To do something well, you have to own it.

Perceptions are critical in business and I’ve always strive to be perceived as an expert. I have
no legal degrees, but I knew that in order for Aussie Divorce to become a market leader, I had
to give off this perception. I had to understand the mechanics of the legal system from the
perspectives of both the lawyer and the consumer. So, I attended the family courts on a daily
basis for over a year, learning and watching the legal system in its full motion. I immersed
myself in the legal profession until…I became an expert.
Marketing is what I do very well, and I do it on a daily basis; in both my professional and
personal lives. I learned as a young man that you need to be persistent to be heard. “Never
give up when people say no” is what they told me. I discovered that “no” is simply a
challenge to get to “yes”.
This philosophy leads right into your biggest marketing challenge…”How do we make that
phone ring, and how do we convert a potential inquiry to a new file?”

The path to success comes with many tough choices, some of them life changing. Only you
can decide the level of commitment to your career. I made a 100% commitment early on,
back in the day when I walked the streets of Bondi and knocked on doors to market my name
and services to owners. Law firms need to tell their story and be found more often to get
their message across. You need own it.
The client is your business – The reality is that consumers have so many choices today.
Entering any service into Google leads to an endless, mind-numbing amount of choices.
So it’s vital to treat your potential clients (leads) like diamonds. Make them your own, and
nobody else’s.
The most successful small businesses understand that only a limited number of people will
engage in their service. The task then becomes determining, as closely as possible, exactly
who those people are, and 'targeting' the business's marketing efforts and dollars toward
them.

In such a saturated marketplace, finding a niche that suits your firm’s needs is the key to
early survival.
You too can build a better, stronger business, by identifying and serving a particular
customer group – your target market. One of the first things you need to do is to refine your
service so that you are not trying to be “all things to all people.” In reality, you probably
aren’t equipped to handle a huge influx of business in a short span of time anyways.
So, become a specialist! The lifespan of your business will offer plenty of time to expand into
other areas.
First, you must become an expert in your specific niche and dominate your target
market! Target Marketing involves breaking a market into segments and then concentrating
your marketing efforts one or a few key segments. It can be the key to a small business’s
success.

The beauty of target marketing is that it offers “economies of scale”. It makes the promotion
of your services easier and more cost-effective.
It provides a pinpointed focus to all of your marketing activities, and ensures they aren’t
wasted on those outside of your customer base.
For example, in my business, Aussie Divorce, we made some specific decisions early in our
market planning. As a legal information and exclusive service provider to lawyers, we knew
that there were plenty of legal directories to choose from. Instead of going after them all, we
decided that we would offer limited membership to law firms and be Australia’s most
informative and innovative legal website.
Yes, this decision eliminated a significant percentage of the market - but it also gave us a
'niche' that we could capitalize on, and expanded our market in a way that other directories
could not take advantage of. It’s better to have a small piece of a huge pie than a larger piece
of a small one.

Target market- Local
Find a partner to network with. Working with your local council, churches, or others public
service providers that will jump on the opportunity can greatly ease marketing efforts.
Marketing activities- Target your local residence market with a direct mail campaign. In
conjunction with your network partner (mentioned above) you can use their database
members and other resources to promote the event.
If you’re interested in target marketing, the first step is research. Immerse yourself in your
niche…that will help you define and zero in on your market.

