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Praise for Ultimate Guide to Platform Building


People will tell you that you are the brand. Wendy Keller just wrote the definitive guide on how to build you into your own brand worthy of followers.


—JEFFREY HAYZLETT, PRIMETIME TV AND PODCAST HOST, CHAIRMAN OF C-SUITE NETWORK, AUTHOR OF THINK BIG, ACT BIGGER


I have consulted with hundreds of entrepreneurs during my career. The most successful build a community of raving fans who love them and what they do. Wendy Keller’s book is the best I have read on building a strong platform to grow your fan base. It covers all the relevant tools: social media, podcasts, videos, blogs, speeches, and workshops. It is a must read for aspiring entrepreneurs, business owners, and company executives. In this age of technology acceleration, I don’t think it is possible to build a great business without strong platform-building skills. So read the book, implement the practices, and watch your business grow.


—MICHAEL GLAUSER, EXECUTIVE DIRECTOR OF THE CLARK CENTER FOR ENTREPRENEURSHIP AT UTAH STATE UNIVERSITY, AUTHOR OF MAIN STREET ENTREPRENEUR


Wendy Keller understands that you have to make every second count in marketing and that it’s more important to serve than to sell.


—AMY PORTERFIELD, ONLINE MARKETING STRATEGIST


The positioning tips in Chapter 4 all by themselves are worth the price of admission. The Ultimate Guide to Platform Building is a step-by-step manual to building a tangible presence in a competitive marketplace that raises your fees and causes demand to rise. If you use this book as your “make sure we don’t miss anything in our public presence” manual, you’ll never make a major omission. She covers vital details like audio production and what colors to wear in a video shoot—something I’ve never seen in a book of this type. It’s comprehensive.


—PERRY MARSHALL, AUTHOR OF ULTIMATE GUIDE TO GOOGLE ADWORDS, ULTIMATE GUIDE TO FACEBOOK ADVERTISING, 80/20 SALES AND MARKETING, AND EVOLUTION 2.0


Wendy Keller’s book on platform building is a practical, exceptionally comprehensive book on how to distinguish yourself or your business. The selection of ideas will help every reader to find tactics that are realistic and easy to implement. Whether you are a small business owner, a doctor, lawyer, life coach, therapist, author, retailer, musician, painter or even run an auto body shop, this book will help you grow your business and make more money.


—FORD SAEKS, CEO OF PRIME CONCEPTS GROUP, MARKETING STRATEGIST, SPEAKER


One of the trends I note heavily for businesses of all shapes and sizes in the future is how we are entering a new creative age driven by a D.I.Y. ethos unleashed due to platform technology. Wendy Keller uses a very personal approach to help you become a solopreneur or small-business owner who doesn’t look at the world of entrepreneurship as an obstacle, but an advantage. Read this to learn and execute on how the platform economy will help you grow your business in perpetuity.


—GEOFFREY COLON, COMMUNICATIONS DESIGNER AT MICROSOFT, AUTHOR OF DISRUPTIVE MARKETING


Growing a platform is the most important step any entrepreneur can take to get leads flowing into their business. Wendy’s book is a great primer on the basics and her suggestions for how to delegate it most effectively so it gets done right and on time are excellent. I’ve built several businesses in my career and the number one thing I know is you must delegate everything you can to save your energy and brain cells for big thinking.


—DAVEN MICHAELS, CEO OF 123EMPLOYEE, AUTHOR OF NEW YORK TIMES’ BESTSELLER OUTSOURCE SMART
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Preface


How to Get the Most Benefit from This Book


Chances are, you are reading this book for a specific, measurable purpose: you want your platform to grow so that you make more money. These pages deliver on that, big time. One early reader, a highly successful and renowned marketing consultant, told me, “I actually took notes on your good ideas here. I plan to use one of these ideas with my clients.”


I figure you’ve got three choices.


       1. You can read a whole lot of good stuff in here, not do any of it, and get frustrated because nothing changes in your business. Owning a book doesn’t mean you’ll magically get the results it could deliver. In the publishing industry, we call the whole genre “shelf help” because unread books help no one but the shelf.


       2. You could do some of this stuff haphazardly and give up when it doesn’t work on the first try. We may as well start with the truth: Some things will work OK. Some things won’t work for you at all (although they have worked for others). But for certain, some of the strategies in here could help you hit your ball out of the park! Note: You’ll need to give it more than one measly shot, in most cases. A little tweaking and customizing may be required. That’s just business.


       3. You could decide to trust the process. The ideas and strategies you are about to receive are based on what has really worked for the hundreds of people whose businesses I’ve helped grow. “Don’t knock it ‘til you try it.” Let’s say you wanted to play the violin. You could watch some YouTube videos and get the basic idea. You could buy a violin and practice some chords. It would be true that now you know “how” to play the violin. Bravo! But until you practice, learn, adapt, and grow, would people pay to listen to you? Probably not.


My goal with this book is to turn you into a platform-building virtuoso. We’re going to build a platform together that is customized to your goals, your business, your talents, interests, and abilities. But just like everything else, “practice makes perfect.”


I recommend that you begin with Chapters 1 through 5, which cover the fundamentals. When you are clear on those, the rest will make a lot more sense. Those first chapters can easily be read in one sitting, and they lay down the foundation for the rest of the book. Also, in them you will get a bonus: a free assessment that will help you choose your personal best options from the large selection of ideas offered in these pages..


When you get to the good stuff—the strategies—at first just choose a few options that appeal to you. Test them out. Try them on. Adjust them to fit. See how much you like doing them, and if you like the results you are getting. Give yourself three to six months to try them out. A strong platform is built by adjusting to your specific market, your abilities, your audience, and your goals. Sometimes, platform building pays off immediately. Other times, the return on investment (ROI) is not obvious or immediate. Soon, you will be introduced to a very specific method to use to assess your results and make the next wise decision. It is known as “analytics,” and I’ve included it so you can ensure that your actions are moving you closer to your goals at a reasonably quick pace.


In the many years I have been teaching and consulting individuals and companies on platform building, I have come to realize that some people should not do certain things, either because it scares them to do it or they have no natural aptitude for it. I believe you should pick the “low hanging fruit”—take what is easy for you and make it your primary strategy. Why not make driving customers to your business as simple and enjoyable as possible?


When you have implemented a few platform strategies and they are attracting lots of new business for you, come back and select a few more. You will be more skillful by then and have more clarity about what strategies are attracting the greatest number of new people to your business and bringing you the most money.


I started my first business when I was 15 years old in order to pay for college. I remember from harsh experience that in the beginning, there isn’t always enough money to pay other people to do stuff you don’t want to do. That is one reason why this book will be so incredibly helpful for you. When you apply these strategies, your revenues will increase and you’ll be able to pay to delegate whatever you wish—and hand your new hire these step-by-step instructions to keep your platform going.
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Nothing happens until somebody sells something.






—Arthur H. “Red” Motley






 





If you are a DIYer—by choice or by force—then in this book you will find the easiest, most complete, comprehensive “recipe book” to make sure you get the results you choose at any level you desire.


The thing is that you start. Today.


Your business is relying on you for its survival, and its life-blood is sales. Building a robust platform is the most interesting, effective, and sustainable way to attract lots of prospects and turn them into loyal, paying customers.









Chapter 1


What Is a Platform, and How Much Money Will It Make You?


If you are reading these words, your primary question about this book is likely to be, “What’s in it for me?” That’s exactly what your customers are asking also, before they invest their time or money in your product or service. It’s a fair question and every purveyor should be grateful when someone stops to browse their wares.


So thank you. Thanks for trusting me this far and for giving this page a chance to let you know how keenly this book is designed to help you achieve your goals as a businessperson.


To sell you on reading these words, I have to guess why you picked it up in the first place. It’s my job to determine what you hope to get from this and then to deliver it, so you will be a satisfied customer.


Here goes.


For us entrepreneurs, “growth” means “more sales.” One way to get more sales is to get more new customers. More customers result from more people knowing about you, your product or your service. The way you get more people to know about you is by building your platform. “Platform” is a jargon word for a large, growing group of fans who love you, your product, or your service. Your platform is the crowd of people who want to buy your stuff.


When a famous person like Justin Bieber or Kim Kardashian sends a tweet about a product, service, or other artist they like, it usually goes viral. That’s because all stars by definition have platforms.


You probably don’t want to be chased by paparazzi or be on the cover of People magazine, but what could happen for you in your niche if everyone knew your business’ name—or yours? How much more money will you make when lots of people realize you are the best purveyor of whatever you’re selling? A sustainable, well-built platform will attract prospects to you with minimal effort. Your profits will increase at the same velocity as your platform grows.


It’s time to grow your platform if:


       [image: ][image: ]  You want to grow your business by attracting new customers, clients, or patients.


       [image: ][image: ]  You have a new business you are trying to launch.


       [image: ][image: ]  Your sales are slumping—or never got off the ground.


       [image: ][image: ]  You want to introduce a new product or service to the market.


       [image: ][image: ]  You would like to attract investors or partners.


       [image: ][image: ]  You yearn to expand your brand.


       [image: ][image: ]  You are searching for new streams of revenue.


       [image: ][image: ]  You want to distinguish your career.


       [image: ][image: ]  You are being eaten alive by the competition.


       [image: ][image: ]  You are an author, artist, musician, designer, or other creative type looking to figure out how to make enough money to do what you love for a living.


       [image: ][image: ]  You are a speaker, coach, or consultant (or want to be), and you are putting your game plan together.


       [image: ][image: ]  You just want to make more money.
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WHO ARE THESE PEOPLE?






Just for the record, I use the word “customers” to refer to clients, patients, constituents, or listeners when referring to people who give you money or who take the action you want them to take. I use the word “money” to refer to whatever benefit it is that you desire from building your platform. Your goal may be “world peace” or “vote for me!” and I hope you achieve your goal, but we’ll stick with “money” as a catchall term for now.






 





Done right, a platform becomes a prospect-generating machine—one that works for you 24/7 and never takes lunch breaks. It will enable you to touch and transform your customers in positive ways, whether that is as simple as an oil change or as significant as a life change.


THE FUNDAMENTAL TRUTH ABOUT HUMANS


All humans are basically the same. This is true no matter where you go or when in history you encounter them, and no matter how you reach them tomorrow.


If you’ve been to Pompeii, a southern Italian city that was destroyed by a volcano in 79 A.D., you can actually see graffiti on the walls that says basically the same exact things as you see in graffiti today.


“The end is nigh!”


“Porteus is a jerk!”


“Buy bread from Avitus!”


That’s because the human needs, interests, fears, and desires then were exactly the same as ours today. People want to be happy, healthy, and to live their lives in peace and abundance.


Your platform will flourish when you start to use this fundamental truth about all humans for your own good. We are all alike in this way: Everyone is primarily focused on his or her own life. People don’t pay attention to things that do not immediately interest or affect them.


Are you allergic to cats? If you are, you’re far more likely to notice cats in the environment than someone who is neutral about them.


Are you gluten intolerant? If so, you are a person who will actively look for potential gluten in anything you’re about to eat, while the person you are sharing lunch with chomps into that sandwich without even thinking about it.
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FAMOUS AND REVERED SALES ADAGE






“To sell John Smith what John Smith buys, you must see John Smith through John Smith’s eyes.”






 





It is normal and natural for us to care about ourselves, our offspring, and our tribe.


The best part of that fundamental truth?


To grow a business, all you need to do is to slip into the prospect’s stream of consciousness. Tune into what they are tuned into: themselves. Show them how you, your product or your service will get them to their goals. With this alignment, you can make the right prospects take notice of what you’ve got. If it matches their goals, needs, or wants in that moment, you can get them to take action (give you their credit card).


The purpose of platform building is to attract as many qualified people as possible at the exact moment they are ready to buy. You want what is called “qualified traffic.”


To summarize this entire book in a simple equation:
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A percentage of your traffic (flow of prospects) will always convert into customers who give you money. That means that the more and better-qualified traffic you get at the front end, the more money you get at the back end.


There’s an art and a science to being in the right spot with the right message about the right product at the right time. Building a strong platform will allow you to attract lots of traffic, see what factors are converting browsers into buyers, winnow your best strategies down, and eventually, only spend resources like time and money where you will get the highest return on investment (ROI).
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Some will.






Some won’t.






So what?






—Phyllis Davis, author






 





Have you seen those guys who sell ice cream with pushcarts in the park on hot summer days? That’s a decent business model. But when it rains, or during winter, they better switch to selling umbrellas or roasted chestnuts to keep the cash flowing in. They have to adapt to what their customers want, when they want it, and be smart enough to watch the signs. In this case, the “sign” means checking the weather before they set out for the day.


Now imagine some ambitious guy rolls up beside them with a super fancy pushcart that has flashing neon lights and pop music blaring from it. He invested a lot of money in appearances. This new guy is trying to sell life insurance policies to those same people strolling through the park. He looks great. He’s getting a lot of attention. But how successful do you think he will be?


Exactly. Not so much. His timing and presentation are off. He may be getting attention, but it is not the right sort at the right time. He may be visible, but he is not converting (selling). A successful platform is based on market research, common sense, and timing. The parallel is someone who spends thousands foolishly marketing without first having taken time to gather relevant data to be certain the public will respond positively to his offering.


It’s OK if you do not yet know where your customers are, much less the best way to reach them. We’ll be doing some market research together in a few pages. A successful platform builds a “traffic attraction strategy” based on data, and also features a system of checks and balances that allows you to be sure your resources are being well-spent.


If you’ve already blown a lot of money on stuff that didn’t work, take heart. That part of your learning curve just came to an end. You won’t do that ever again.


Kevin M. owns an independent furniture store in Illinois. Seven years ago, he hired a small business-marketing consultant, who suggested he invest in radio advertising. He did and sure enough, sales went up. Kevin got too busy to pay attention, so he just kept right on advertising. A few years later, he decided to survey his customers. Was it the radio ad that had brought them in? Only one of the dozens of people he asked had even heard the radio ad! Kevin had been spending over $2,000 per month and that was not where his leads were coming from! He stopped the radio ads and his sales grew at the same rate they always had. When he figured out what really was driving growth, he was able put that extra $24,000+ per year into the right components. He just opened a second location recently. (We are going to talk about this matter in Chapter 3, “Analytics and Espionage,” so you don’t end up throwing your money away).
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THE STAGES OF PLATFORM BUILDING






ONE: The Planning Stage


           [image: ][image: ]  What should you do?


           [image: ][image: ]  What is easiest to do?


           [image: ][image: ]  What would success look like?


           [image: ][image: ]  Who is serving your people now?


           [image: ][image: ]  Are other businesses doing something you can adopt for yours?


           [image: ][image: ]  What resources are available to you?


           [image: ][image: ]  What will you need to learn to do?


           [image: ][image: ]  How much time can you/someone devote to analyzing test results?






TWO: The Learning and Setup Phase


           [image: ][image: ]  How do you set stuff up?


           [image: ][image: ]  When do you execute on it?


           [image: ][image: ]  Where do you put it?


           [image: ][image: ]  How do you do it?


           [image: ][image: ]  How do you prepare for good data collection?






THREE: The Testing Phase


           [image: ][image: ]  How do you know if it is working?


           [image: ][image: ]  Should you give it more time?


           [image: ][image: ]  What should you tweak?


           [image: ][image: ]  How do you interpret the metrics?






FOUR: The Optimization Phase


           [image: ][image: ]  What do you cut out?


           [image: ][image: ]  What do you tweak?


           [image: ][image: ]  How do you boost what’s working?


           [image: ][image: ]  How do you introduce new strategies based on real time results?






FIVE: Repeat Phase


           [image: ][image: ]  Do more of what works by reinvesting some of your gross profits.


           [image: ][image: ]  Check in quarterly to be sure it is still working


           [image: ][image: ]  Slowly put more of your eggs in that basket


           [image: ][image: ]  Explore additional similar ways to reach the same group of people






 





You may already know precisely where your customers are and just need some creative, innovative strategies to draw them out. If you are earlier in your business, you may need to do some conservative, controlled trial-and-error testing to find out who they are and how they think. Knowing who they are and where they are (geographically, emotionally, financially, etc.) will make your business run better for you. You will need to continue to do market research (data) using your common sense and testing the timing so you know your customer’s habits.


THE MYTH OF SALES


You may have heard this adage: “There are only two kinds of people in the world: those who know they are in sales, and those who don’t.”


Some people would be affronted to think they are “in sales.” Somehow, sales seems like a profession that requires you to work in a used car lot wearing a thick gold chain and a floral polyester shirt unbuttoned halfway down your hairy chest.
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IF THE SHOE FITS, WEAR IT






If you were expecting a one-size-fits-all platform-building solution, one that promises you will make a million dollars in the next 30 days you are reading the wrong book. Here on Earth, things do not really work like that. A platform that is strong, sustainable, and smart is built on tried-and-true methods, one building block at a time. Sure, you or your product could become an “overnight sensation,” and I hope that happens for you! But try not to be disappointed if it does not. Most things are not overnight sensations. You need to implement something, see if it is working, modify it if necessary, and try again.






In the words of my buddy Jeffrey Gitomer, sales trainer and author of many books including, Jeffrey Gitomer’s Little Red Book of Selling, it is more like this: “Work your ass off for 15 years and poof! Instant success!”






Our goal in your case is to shave 12 to 14 years off Jeffrey’s estimate.






 





The truth is, you’ve been using your selling skills—at whatever level you have them—since you first tried to get your mom to postpone your bedtime.


As a grown-up, you can use your sales skills to get people to hand you money for your product or service. (You don’t have to rummage through used clothing shops for that disco shirt!) You are in sales any time you are trying to get another human being to take a definite action to give you something you want. Sales are how the world works. Improving your sales skills by deepening your ability to observe and predict human nature will help you to profit more from your platform and grow your business quicker.


CUSTOMIZING YOUR PLATFORM


The easiest place to get started building your platform is to do what you are good at. Platform building can loosely be divided into three categories: personal appearances (appearing on television and radio, presenting in public, video blogging, etc.); writing (blog posts, articles, being quoted in other people’s publications, writing ebooks); and strategy (pulling strings behind the scenes, organizing events, watching results, creating valuable relationships).


People tend to be good at doing things they enjoy. Once you have clarity about what that is for you, you will be able to choose more wisely.


To find out what your natural skills are as they relate to platform building, go to www.KellerMedia.com/BizQuiz and take the free, simple assessment there. You’ll get an immediate result to help you know what strategies will be easiest for you personally to implement first.


The company I run now, Keller Media, Inc. (www.KellerMedia.com) is my sixth business. I began it in 1989 with a toddler, $150 saved from grocery money, a cardboard box for files and a gigantic Compaq computer my then-husband’s company was going to throw away. I built it up to millions in revenue by doing what I was good at and what I could do, given time, money, and other responsibilities. If I can do this, so can you!


If you have a huge marketing team and a limitless budget, there will be a lot of street-smart marketing ideas you can learn in these pages. But if your business isn’t launched yet or isn’t profitable enough to afford a big marketing budget, in these pages you will find “bootstrap” methods. These methods will let you test out various ideas for cheap or for free whenever possible. I have used these methods myself and taught them to my clients (authors, speakers, consultants, coaches, and small business owners) for nearly 30 years. I’ve refined these methods to make them concise and the results clear and measurable. They are intended for you to use, adapt, and adopt.


DO WHAT YOU’RE GOOD AT


What about the platform building strategies that you are not (yet) good at? Or the ones you don’t have time to implement? Every small business owner has heard, “Do what you’re good at and hire out the rest.” But the truth is, nothing at all gets done if you aren’t good at it, you dislike it, and you can’t afford to hire out. The tasks just remain incomplete, frozen on your To Do list, which is an irony because if you implemented at least a few of these strategies to the best of your ability, you’d make the money to be able to afford to hire an expert to do the rest.


If you have ever read Michael Gerber’s small-business classic, The E-Myth, you may recall the core principles of delegation. Gerber basically says, “Figure out how to do something. Then figure out how to do it more efficiently and successfully. Record your process exactly. Then delegate that perfected process to the lowest paid person who is capable of replicating it properly.”


I recommend that you do not delegate any strategy in this book until you know how to work it and that it works for you and your business. (You don’t want to be like Kevin running wasteful radio ads for his furniture store!) It is critical that you do these steps in order:


First, begin with crystal clarity about the people to whom you want to, plan to, or are currently selling your wares. Modern marketers call this “defining your avatars.” When I consult clients on marketing their book, their business, or themselves as speakers, this is where we begin.


Commit to observing, analyzing, and recording the process of your upcoming growth spurt.


Next, analyze the source of the growth your business will be experiencing so you know which parts of your platform are producing the greatest results. This is called “analytics” and this is how you’ll know if you’re heading the right direction. (See Chapter 3 on Analytics on page 17).


So who are your avatars? All those nice people out there on the planet who are eager to give you their money just because you have exactly what they want or need.









Chapter 2


Creating a Customer Avatar


“Customer Avatar” is a marketing term for a composite picture of your average or ideal customer. If you are starting a new business, it’s smart to begin by defining your ideal customer avatar. If you have data because you’ve been in business awhile, you can create more refined avatars based on what you know.


Knowing your customer avatar allows you to advertise, promote, and build your platform in the right places for the right people. It allows you to execute your strategy, monitor results, and adapt nimbly.


Defining your avatar is a result of gathering data, making smart guesses, and adjusting until you get it right. It is the process of paying attention to what is working so you can do more of it; and what isn’t so you can stop doing it (or tweak it). This is called “analytics.” (More on this in Chapter 3).


Analytics is where most overworked small-business owners fall into the black hole of marketing—like Kevin from the last chapter did with his furniture store, running radio ads that cost money but netted little. He forgot to see if it was working. The more you know about what your avatar wants, values, and needs, the more easily you’ll be able to connect with them, sell to them, and not spend your platform-building time and money stuck in box canyons.


Here are a few of the questions you will be able to answer once you know your avatars:


       [image: ][image: ]  What format of content (online, video, display ads, print articles, etc.) is most likely to reach my ideal customer?


       [image: ][image: ]  What words, colors, language, and images are most likely to attract these people to me?


       [image: ][image: ]  What type of story should my marketing message be sharing?


       [image: ][image: ]  What are my customers paying attention to already?


       [image: ][image: ]  What are my customer’s trigger points?


       [image: ][image: ]  When will they be ready to buy?


       [image: ][image: ]  What makes them buy?


       [image: ][image: ]  What do they value?


       [image: ][image: ]  Where are they?


In traditional marketing, these facts are called “demographics” (age, gender, etc.) and “psychographics” (how people think, what colors they like best, the kinds of movies they prefer, etc.). Because a list of character traits is hard to conceptualize and keep in mind, modern marketers use these facts to assemble what is known as an “avatar”—a composite of a typical customer. A business may have several different avatars. It becomes easier to write marketing copy, choose the right images for an ad, decide what sort of bonus would appeal most to them, and in general formulate ideas that will appeal to that specific avatar when you know “who” that person is.


AVATAR DATA POINTS


Obviously, no one avatar will account for all the traits. We have four at my company. They are the ideal client, the good enough client, the person willing to learn but who cannot yet be represented as talent, and the person we do not want to work with under any circumstances.


Depending on your product or service, some things to consider when assembling your customer avatars include the following data:


       [image: ][image: ]  Age


       [image: ][image: ]  Race


       [image: ][image: ]  Gender


       [image: ][image: ]  Household income


       [image: ][image: ]  Hobbies


       [image: ][image: ]  Profession


       [image: ][image: ]  Marital status


       [image: ][image: ]  Parental status


       [image: ][image: ]  Music preferences


       [image: ][image: ]  Pet lover


       [image: ][image: ]  Allergies


       [image: ][image: ]  Culinary preferences


       [image: ][image: ]  Leisure activities


       [image: ][image: ]  Exercise preferences


       [image: ][image: ]  Travel choices


       [image: ][image: ]  Financial anxiety


       [image: ][image: ]  Amount of time spent online


       [image: ][image: ]  Own or rent


Now that you’re looking behind the scenes, you likely realize that you’ve been asked questions like these by businesses for years; you just didn’t recognize what was going on.


Obviously, the information you want to use to create your own avatars will depend on your product or service. If you run a restaurant, you want one set of stats; if you make fancy pet accessories, you want to know other things. When it becomes easy to imagine your avatars, they will become your invisible beta testers.


So where do you get these stats?


If you are just starting out in business, block out an hour. Take a notebook and a pen to a quiet place that inspires you. Turn off your cell phone, disconnect, and really think. Who are you building your product for? People like you? What kinds of customers would you really like? Who do you see eating your restaurant’s food, buying your sculptures, or reading your book?
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ARE YOU TOO FAR AHEAD OF THE CURVE?






A business that opens a Korean-Mexican-Caribbean fusion restaurant at high prices might be in trouble if their ideal avatar is adventurous, well-off foodies, especially if the restaurant is located in a place where most residents prefer all-you-can-eat buffets and fast food.






If you intend to succeed in a regional business, developing your avatar before you lease a location could help you make sure you don’t end up fighting an uphill battle.






 





If you have a team or a spouse who is tuned in to your business adventure, ask him or her to join you in the brainstorming or to look over what you devised.


If you are in an established business, start defining your avatars with the easiest one: the client from hell. What is a composite of the people you have least enjoyed serving? The ones who threatened lawsuits because their coffee was cold; the ones who are always suspicious that you’re going to do something underhanded; the ones who ended up taking 20 times more energy than the profitable ones? I recommend you read Perry Marshall’s book 80/20 Sales and Marketing for help figuring out the math behind why you want to identify this type and avoid this avatar in the future.


Then work on the avatars that have been most profitable for your company so far. If these people do not match the ideal avatars you thought you might attract when you opened the business, is it too late? Can you still get those people, too? Are you in the right market, with the right product?


BUILD A PHOTO ALBUM OF YOUR AVATARS


In modern marketing, companies often develop an actual “data sheet” for each of their avatars and even attach a photo of someone who represents what that person might look like (see Figure 2–1 on page 15). List the relevant characteristics from the data points you gathered to describe your avatar. Imagine this person. What do they look like? How do they dress? Then give their avatar names like “Evan the Entrepreneur” or “Cindy Montgomery, Fitness Fanatic.”
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HOW TO USE YOUR AVATARS






While visualizing your avatar, ask yourself what she or he would think about the following points.


           [image: ][image: ]  Would my avatar use these keywords and key phrases?


           [image: ][image: ]  Is this product moving my avatar to like and trust me?


           [image: ][image: ]  Is this product setting the right image for my avatar?


           [image: ][image: ]  Is this product meeting my avatar’s needs easily?


           [image: ][image: ]  Am I providing the best solution for my avatar?


           [image: ][image: ]  What other choices does my avatar have?











[image: FIGURE 2–1. Sample Avatar Data Sheet]





FIGURE 2–1. Sample Avatar Data Sheet


It may sound simplistic, but armed with the names of these “people” and a clear identity for each of them, you (and your team) can spend your time thinking about what Evan or Cindy might think of the packaging you are considering for your new product. Would Evan care if it was in a recyclable box? Would Cindy? Would Evan be interested in a pedometer that also reminds him of important meetings he has that day? Would Cindy? Which blog title would most appeal to Cindy’s deepest needs? What does Evan think about while he’s shaving?


Print color copies and give one to everyone who will be involved in marketing or selling to these people. Keep a set on your desk, where you can see them. Before you publish that next blog post, chase a media outlet, plan a promotion, or paint your store a new color, ask yourself, “Would my avatar be drawn to this?”


Many high-level marketing consultants get paid thousands of dollars to help companies define their avatars, but you’ve just been taught the basics for free! Now that you know who you want to attract to your business, you’ll want a system to empirically determine if the methods you are about to employ to attract them are actually effective. We’re ready for analytics.
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