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Larry Muffett

Welcome to Seminars@Hadley.  My name is Larry Muffett.  I’m a member of Hadley’s seminars team and I also work in Curricular Affairs.  Today’s seminar topic is how to attract more clients and more business with three magic bullets of marketing.  Our presenter today is Victoria Cook, guilt free business and marketing coach.  Victoria is a popular author, speaker and internationally recognized coach.  She is an expert on guilt-free success.  She is an official instruction for the DIY marketing center and the Director of the Center for Guilt-Free Success.  With nearly 20 years of corporate experience in time management, project management, corporate communications and business planning, Victoria brings big business expertise to the small business owner.  Today Victoria is going to be sharing her insights with you on three magic bullets of marketing, which will help you reach more clients and do it for less money.  Now without any further ado I’m going to welcome Victoria and turn the microphone over to her.  Good morning Victoria.
Victoria Cook

Good morning Larry.  Thank you so much for that lovely introduction.  I’m so excited to be here sharing with everyone today.  It looks like we’ve got a great group.  Welcome everyone.  Larry I know you’re going to get a PowerPoint up, is that right?

Larry Muffett

That is correct, and let me give these instructions one more time.  Victoria has a couple of handouts that go along with today’s presentation and they’re on the browser window.  There are a couple links there and you’ll want to download those.  For those of you using access technology we’ll give you a couple seconds here but you want to set the focus in the browser window with the F6 key and then download these two worksheets and handouts to go along with the presentation.  Victoria has also graciously posted a link to her website where you can download these documents and also they will be linked with the archived recording of this seminar so when we put that up in the archives we’ll have links to these two documents there also.  So, we’ll give you a little time to do that but here in a second we’re going to load up a PowerPoint presentation for Victoria and at that time you won’t be able to access those two links anymore.  Let’s just take a couple seconds and make sure if you want to do that you can do that and then I’m going to set about with loading up the PowerPoint presentation.  

Victoria Cook

Terrific.  Thank you so much Larry.  That’s why I posted it on my blog as well in case once we get started with the PowerPoint someone needs to get a copy of those handouts.  So I’m gathering today that most of you that are on the webinar today are either a business owner or looking to start a business, so kudos to you for that.  I know it’s an exciting and challenging task in front of you.  If you have a business I’m guessing you’d like to see your business grow by leaps and bounds.  That’s I think a big goal for many of the business owners I know.  I’m also guessing we all wish there was magic.  Well the truth of the matter is something that you probably already suspect and that is there’s no such thing as magic, not to mention any magic bullets of marketing, but wouldn’t it be great if there were, if we could wave our magic wand and say abracadabra and presto we would have new clients.  How great would that be?  I wish at times I could do the same.  The good news is there are however three things that you can do that can work like magic to attract the prospects that are most likely to buy from you to easily turn those prospects into your best clients and also to keep your best clients loyal to you and to your business.  These three tools work so very well that attracting clients begins to feel a little bit like magic, and as we all know what looks like magic, and for those of you who are big fans of magicians and magic, it really is just a simple trick that is so smooth and so well practiced that we don’t even see the effort that goes into it.  So the results seem as though they come out of air, and that’s really what I mean by magic bullets.  Now I use these strategies and so do my clients and I promise you that you can as well.

Let’s start off with a little bit of getting on the same page.  Besides those three things that I just talked about, those tools, there is something else that I want you to take away from our talk today, and that is that marketing is about relationships.  Yes, marketing is about relationships.  If you’ve downloaded the handout and you’re filling in any of the blanks, that is the first blank you want to fill out; marketing is about relationships.  Now if you don’t learn anything else I hope you will remember that.  Marketing is about identifying with whom you wish to have a relationship, how you find and initiate that relationship, and then also what you need to do to maintain that relationship as well.  I’d like to share with you also a definition shared with me by my good friend and marketing mentor Veronika Noize, and she says that marketing is the exact art and subtle science of attracting, acquiring and retaining great clients profitably.  Let me repeat that again because I think it’s really worth noting:  marketing is the exact art and subtle science of attracting, acquiring and retaining clients profitably.  
Does that sound familiar to you?  I sure hope so.  It should because those are the three phases of marketing; attraction, acquisition and then retention.  Those also fit in someplace on your handouts as well if you’re taking notes.  These three phases are what we are going to discuss today.  I’ve got a bullet for each one of those phases for you.  What are three phases of marketing again?  The three phases are attraction, that’s when people are made aware of you, then there’s acquisition, which is when you close the sale; they go from being that interested person to now being a client, and then finally retention, which is how you keep your customers buying from you again and again.  Now the corporate terms for these three phases are probably even more familiar to you; like marketing, sales, customer service, but as a small business owner we have to do all of those things ourselves right?  We’re wearing all those different hats and so that is what I’m talking about when I’m talking about the three phases of marketing.  

Hopefully that is very clear.  Marketing is about relationships and those are our three phases of marketing.  Let’s jump in to some more of the meat of what we’re going to talk about today.  Let’s talk about our first magic bullet.  Our first magic bullet of marketing is to have a killer elevator speech.  Now when I do this talk live I will often ask our audience, I know it’s a little more difficult here but if you’ve got some thoughts feel free to put them in the chat, I usually ask what do you think I mean when I say a killer elevator speech.  I know there are some other names for it and some different terms like talking business card or audio logo, a tag line, a commercial rap, an intro or a HUB statement, and the list can go on and on for sure.  
Most people think that I mean a 30 second pitch that you can give to someone in the course of a short 30 second elevator ride, however, that’s not what I mean.  What I mean is a killer elevator speech is really the essence of what you do and for who you do it and you can convey that in three to four seconds, because people stop listening after about four seconds if you have not caught their attention, so I’m not talking about the elevator ride from the ground floor to the 30th floor; I’m talking about the ride from floor two to floor three, so it’s got to be short and concise; really it’s not about you, it’s got to convey who you serve and what kind of value you bring to the table.  My coach will say it’s got to be seven to nine words and I’ll be honest, my elevator speech is about twelve words, so I’ll give you up to 13.  I think that can still be very short and concise, but it needs to convey like I said the essence of your value and who you serve best.  

While you may be willing to take money from anyone and maybe you can help a lot of different kinds of people, you want to be able to speak precisely to who your choice client is.  Who’s that client who will really get the best benefit from what it is that you have to share, either in your services or the product that you are selling, because it’s so much easier to attract our best clients to us.  
Let me share a little story with you that I experienced when out networking that I think really helps articulate this point.  I was at a networking luncheon as I do quite a few of these kinds of luncheons for ladies and we were going around the table introducing ourselves and I introduced myself and I gave my elevator speech, how I help women entrepreneurs attract great clients that are going to pay, stay and refer and I shared a little bit more as we had a little bit more time than just that and told the other ladies at my table that I had an upcoming marketing class.  The gal to my right had not yet introduced herself and she said oh that sounds great, I need to sign up for that, I need some help with my marketing.  Well fantastic.  I got out my pen and figured I better take a couple notes and make sure I get her business card so I could follow up with her on a class.  
I said what is it that you do, and she said well I’m a consultant.  That really didn’t tell me too much so I said I’m sorry for not being clearer; why is it that you are in business?  She said well I don’t want to work for anyone else, been there done that, and went on to talk about all the horrible bosses she’d worked for and how they didn’t know anything and they were rat soup eating, knuckle dragging people that didn’t know anything, and she did not want to work for anyone like that again.  I can appreciate that I said but no silly me I meant what is your business mission, still trying to kind of understand what it was that she did, and she said oh to make lots of money.  I got a few chuckles from the people at the table but again I still wasn’t quite sure what she did and if I would be able to help her, so I said what is it that you do for your clients and she replied very sweetly whatever they need.  I kind of said to her that I still don’t have any idea what it is that you do; if I slapped $100 bill right now on the table what would you do for me, to which she replied oh, not much, so I pointed out to her that we had been chatting for a couple of minutes here, I still did not know if she was a dentist, an electrician, if she did hair, if she walked a dog, so I said to her let me ask you again, kind of the first question I started with is what do you do, and finally she said oh well I create custom murals and do full paint finishes for residential and commercial customers.  I thought well goodness gracious why couldn’t we have started there instead of feeling like I was having to pull all this information out of her.  The irony was I actually knew someone who could use her services but in that moment I did not feel confident referring her.  Now I realize that her lack of an elevator speech has nothing to do with her talent as a painter, but I didn’t feel moved to refer her to my friend after this exchange.  
A little bit later during the luncheon I went up to get some food, went into a buffet line and as I always do was chatting with some of the other ladies around me and I happened to ask the woman ahead of me what did she do, to which she replied I fund zero down loans for first-time homebuyers.  Wow, very clear.  I understood what she did, I knew who she worked with, and it was so easy to understand and very refreshing to hear her response.  What was even more interesting was the woman behind me said oh I need to get your card, she happened to overhear our conversation, and she said oh I need to get your card because my daughter and son-in-law are looking for a home and I bet they would love to talk with you about zero down loans. The woman in the line across from us, it was kind of one of those two line buffets, she said can I get your card as well, my husband and I are not first-time homebuyers, but we’re looking to buy a vacation property and I’d love to talk to you about that could you help us too.  So what an incredible difference between the two responses, and the way other people responded to them.  In the first example I felt like I was kind of pulling teeth out of this other woman to learn what it was that she did, and even though I knew someone that could use her service I really wasn’t comfortable or confident or moved to refer her to my friend, versus this other woman who had this very clear concise response of a question what do you do that attracted the attention of a couple other people and probably some business.  So that is why it’s so important that you have a killer elevator speech.  We’re going to talk a little bit more about what that means in a little bit.  Let me just stop for a moment and see if we have any questions on this particular point so far.  

Larry Muffett

Victoria, Janette has a question.  Don’t you have to be passionate about what you do without being overbearing, and if so how do you do that?  If you love what you do it’s easy to get carried away with words.  Any suggestions in that regard?

Victoria Cook

That’s a fabulous question Janette.  Thank you for asking.  You’re right; as we are passionate about what we do it can be very easy to talk about that but we need to remember when we’re out networking the goal is to share what we do in a way that shows we’re passionate and also clearly articulates how we’re helping the people that we are best able to help because that’s going to help your information stick in the mind of the people that you’re meeting so that they either will self-select and say oh I need what she’s talking about or they’ll think you know I have a friend who could use that, and that’s really what we’re looking for.  
Sometimes even though we can be really passionate about what we want to share, when we share too much people don’t remember and we overload the brain, versus something short and concise will be memorable and they can recall the information quickly.  I hope that kind of helps you see the difference there.  Like I said people will stop listening after three or four seconds so yes we absolutely want to convey our passion and our excitement for what we do but we need to do it in a short concise manner.  One of the things I have noticed is I have been using my elevator speech, that particular one for the last couple of years, I am now having people introduce me by my elevator speech.  How cool is that?  So I’m out networking and someone wants to introduce me to a friend of theirs and they say oh I want you to meet my friend Victoria, she helps women business owners attract great clients that are going to pay, stay and refer, so she’s already put a great stamp of approval on me, been able to talk very concisely about what I do in a way that helps people know that I can help them.  That’s I think the power of having something short and sweet.  I hope that gives you some reasons why you might want to consider this idea Janette.  Thank you for the question.
We’re going to talk a little bit more in a bit about how we go about constructing that but for now let’s go ahead and move on to magic bullet number two.  Magic bullet number two is for the second phase of marketing and this is what people will often call sales.  The magic bullet is one of the single most effective things you can ever do in your business, which is ask for the business.  I cannot tell you how many times I’ve talked with business owners and they say well you know I’ve met with some people, I’ve gave them a consultation or I’ve talked with them about my service or my product, shared with them all the great benefits and if they’re interested they’ll ask me.  No, not always, not always.  I know business owners leave a lot of money on the table because they’re not asking for the business, so why is this.  Why are they not doing that?  What are they afraid of?  Why are you not asking for the business?  Do you actually think that someone’s going to slap your face or do you believe that your service is worth what you charge?  Are you not confident in your product?  Are you feeling not as competent as you need to be?  I’m guessing none of that really matters.  What’s most important is that your intention is really always to serve your client, not to sell.  
I definitely do not consider myself a sales person but I really do consider myself to be a great server of my clients and the people that I’m meeting.  It’s very important when you’re meeting with people or you’re talking about your product or your service that you establish that they really are interested in the outcome that you have to offer.  If you’ve got a product there’s usually some outcome that goes along with that, or if you have a service same thing.  Once you’ve established that your prospect truly is interested in the outcome that you’re offering and that they’re committed to make the change for the better then really it is your obligation to offer your service or your product and invite that prospect to relieve his or her pain, to experience the solution that you offer and really get the results that he or she is looking for. 

You’re not asking for you, but to help that other person that’s sitting in front of you or who’s on the other end of the phone.  So please I hope you will kind of take yourself a little bit out of the equation and realize that asking for the business is not about you, it’s really about being of service to the other person and certainly they have the choice of saying yes or no but it’s important that we ask.  So how do you do that?  It depends upon your business.  I work with a lot of service-based business owners, they’re selling a service or something that they deliver themselves like a coach or an accountant or an interior designer and very often one of the first things they do with a prospective client is offer them some sort of complimentary consultation or discovery session to really determine if the client wants what it is that they have to offer in terms of the process and the outcome.  Once that meeting has taken place and again they want the outcome that you have to offer then the intention is to invite that prospect to work with you if it’s appropriate.  

Thirdly, you need to come to those meetings prepared with the right words.  What are you going to say to actually ask them and it doesn’t have to be complicated.  It can be something in your own words that’s simple and comfortable for you to say, such as Janette it sounds like what you’re looking for is the class that I have to offer and you wanted something in a short time frame and it will be done in six weeks, does that sound like it’s going to meet your expectations?  Great.  Would you like to start the class on Tuesday or Thursday?  That’s a simple way to ask for the business, so it doesn’t have to be complicated.
Let me share with you another super interesting story.  A good friend of mine had been in an accident and she needed to do some special exercises that required a pool.  She was in the pacific northwest and has a pool outdoors but not something she could use year round so she was looking to join a gym.  There were two fitness centers equal distance from her home, both fairly comparable in what they offered, and she really didn’t have a preference with which one she joined so she thought well I’ll go look at them both and I’ll pick one.  I’ll see which one will ask me to join and I’ll pick one.  So she called up, made her appointments and let them know why she was coming in.  She was looking to join a gym.  She needed a pool to do these exercises for some rehabilitation.  She goes to the first gym, she is met by the person she was meeting with, they walked all around, showed her the pool, the locker rooms, here’s our group fitness classes, here’s all the other different amenities, here’s what’s going on, and brought her back up to the front desk and said thanks for coming in.  She said oh alright, well let me go and check out the second gym.  So she goes over to that fitness center and again she said this time I wanted to make it really clear that I was interested in signing up, so I pulled out my credit card and I walked around that tour with my credit card in my hand.  Again the person so nicely showed her all of the different amenities, walked her around, here’s the pool, the locker room, there’s what we’ve got going on with our classes, here’s all the different features and benefits, brought her up to the front desk and said thanks for coming in.  Neither one of them asked her to join their gym.  She said I was feeling a little bit self conscious.  I was taking a sniff thinking is it me, do I stink, am I not fit enough?  Do they not want me as a customer?  When we don’t ask our prospects to work with us, to specifically resolve the problem they have with our service or our products they may be thinking the very same thing.  Does she not want to work with me?  Does he not think that this product will help me?  It’s really our obligation to offer our services and ask for the business.  That’s the acquisition magic bullet.  Ask for the business. Let me pause and see if we have any questions about that.

Larry Muffett

Let’s turn the microphone loose here in a minute for anyone who would like to ask a question just go ahead and jump on.  We have a limited time period here but we will take some more questions at the end.  I’m going to turn loose of the microphone and let’s see if we have any questions in the audience.

Caller

Victoria how would you encourage clients to respond when they ask for the business and the potential customer seems a bit awkward or a little bit sheepish, in other words they don’t want to give the business and they don’t know how to respond.  How do you identify why that customer might be responding in that way?

Victoria Cook

When I’m meeting with someone I’m asking a lot of questions.  What is it they’re looking to achieve?  What are some of the things they have done previously?  What’s worked?  What hasn’t?  What’s their timeframe?  All kinds of great questions to really understand their specific needs, so when I do that I’m able to frame my question in the manner of are you really looking to overcome that challenge?  Are you ready to get that taken care of?  If they’re not, that’s okay.  You can kind of get a sense for people.  Sometimes people say they want to make a change particularly in my kind of line of work but they’re not yet committed to doing what it takes to change and that’s okay, so if they’re sheepish about it I certainly don’t press.  I will maybe pause and say it looks to me like you’ve got some questions or some thoughts about whether or not this is a good fit for you; may I ask what those are, and see if I can uncover those and address any additional challenges or questions they have in their mind or really just weed them out and find out maybe they aren’t a good fit for my business.  It is not uncommon for me to have a consultation with someone and get to the end and say you know it sounds like what you really need is something other than what I offer.  

I had this occur one time where a woman I met was all ready to hire me and I had a consultation and at the end I said you don’t need a coach, what I think you really would benefit from is an organizer and I gave her the names of a couple organizers, she ended up hiring one of them and was thrilled and saying my praises and I didn’t even work with her, so again if we’re really coming at this from the perspective of really wanting to serve regardless of whether that outcome is working with us or buying our product or getting something else.  You know what comes to mind is from It’s a Wonderful Life, when the people go to Macy’s and the Santa is referring them over to Gimbel’s because they don’t have it there, I really believe it’s really being a service to those people that are in front of us and I believe that comes back.  If they’re sheepish or they’re not ready either ask them some questions to uncover what that’s about or letting them know it’s okay.  I hope that answers your question.

Larry Muffett

Janette has got another excellent question.  She wants to hone in a little bit on asking questions that can only be answered with yes or no when you’re asking for the business.  Do you want to go in that direction or do you want to stay away from that?

Victoria Cook

I will generally ask questions that either answer I like.  I’ve learned that with my son as well.  When he was little and I’d say it’s time for a bath and I knew he loved a bath and he’d say no, I took a class and learned very early on to give two choices, either of which I’m happy with the answer, so it’s not do you want to take a bath, it’s would you like to take a bath or a shower or would you like a bath with bubbles or without, so in the example that I was sharing if what I’m recommending for maybe a prospect is an upcoming class that I’ve got I would probably say are you interested in taking the class virtually or live, I’ve got two different offerings, so instead of a yes or no I’m giving them two choices, either choice I’m happy about, and if they’re not interested they can certainly say that as well.  Does that answer your question Janette?

Larry Muffett

Yes she said that explained it a lot and she thanked you for that.  Anyone else among the audience have a question?  Otherwise I’m going to turn loose of the microphone but we’ll jump back in if you don’t.

Victoria Cook

Alright well then let’s move on to magic bullet number three.  This is for the third phase of marketing, which is retention, and a lot of people will call this customer service.  So what can we do besides provide exceptional service in the first place to keep our customers because I kind of believe everyone should be doing that anyway, but I think the thing that we can do is appreciate them.  Mom was right.  Personal notes go a long way.  So what makes personal notes such a magic bullet?  

Let me tell you yet another story.  One of my friends loves her dentist.  She graduated at the top of her class because who wants a dentist that really barely got by and her dentist was so gentle with the needles that she almost didn’t mind going to the dentist.  My friend likes her dentist so much that she sends six of her friends to her, six woman who appreciated the dentist who also didn’t have dental insurance so they also were paying cash and plenty of it because her dentist wasn’t cheap.  Her dentist never thanked her or said a word about her sending Jean, Terry, April, Chanelle and Trina to her but she thought whatever I’m really happy and she was a little bit of a nervous dental patient.  She had been going to her dentist for ten years and she was satisfied.  

Then one Christmas Eve she had some dental problems and heeded an emergency root canal.  Her dentist said that she could do it but that she’d rather send her to a specialist in whom she had complete confidence.  So on Christmas Eve Ronnie went to this other guy to have this root canal done and she told him how afraid she was of needles and explained some of her reticence.  He was more than great.  He walked her out of the appointment and her husband was waiting for her in the waiting room and handed her husband his business card with his phone number on it and said you know it’s the holidays, our offices are going to be closed, here is my cell phone number, if Ronnie is having any trouble at all, pain is unmanageable, just give me a call I’ll be happy to take care of it.  They thought wow that was really great.  That night he called the house and spoke to her husband to make sure that she was doing okay and again they were like wow this is really great, on Christmas Eve no less.  

The next day was Christmas and she received a call from him as well just checking in again, wanting to make sure everything was going well and no excessive bleeding, pain was okay, yeah everything was great.  They were just blown away.  A couple days later she received a nice card from him saying he was on vacation but again gave her his home number if she needed anything and thanked her again for the business, a real nice handwritten postscript note mentioning he hoped he wasn’t too rough on her with the needles and that he hoped her holiday was good despite needing to have oral surgery.  
Well let me tell you, she was in love.  Now as a marketer she knew that these were probably part of his marketing plan but she fell for it hook, line and sinker.  Her satisfaction with her own dentist of ten years was upset by a couple of words of appreciation and a simple note and she was ready to switch immediately to a new dentist and her own dentist never saw it coming.  She was so ready to switch that come Monday morning when she could call the office she spoke with his office manager to find out how do I go about switching, do I call my dentist and switch the records, will you call and do that, and the office manager had to tell her that unless she wanted to limit her dental work to root canals she needed to keep her regular dentist.  A couple of notes and here she was ready to switch a dentist she had been going to for ten years and had referred other people to and she was ready to switch like that.  
That’s the difference between a satisfied and a loyal customer, and appreciating your clients is how you get it.  You can send notes for lots of different reasons, it doesn’t have to be thank you for the business, though of course that is an excellent reason to send a note, but it can just be a quick note saying nice to meet you or congratulations on your success, maybe if you know they have a birthday a little birthday message.  Sometimes I’ll notice some of the people that I know in my business network maybe getting some great press, I’ll see maybe a column of theirs in the newspaper or a great little blurb about some special award they won or something new going on in their business.  I’ll cut that out, I’ll write them a quick note saying wow, great press, congratulations, sounds super exciting, so glad to see things are going well for you, look forward to seeing you soon, and pop that in the mail.  You’d be surprised how far that goes and so few people do it that if you do it you’re going to stand out head and shoulders above everyone else.  Do not use these notes as a sales opportunity.  The note cannot be cleverly disguised as a sales pitch and for heaven’s sakes don’t try to make a sales pitch by criticizing something, but really truly make it a note to say thanks, to appreciate people, to congratulate, let them know you’re thinking of them.  That’s the retention magic bullet; send handwritten notes.  
Let’s talk a little bit more about our killer elevator speech.  When people ask me what’s the single most important thing that they can do to market their business successfully, I have what looks like a very simple answer and I tell them that all they need to do to get started is have a killer elevator speech and it sounds simple, right?  And yet it really isn’t.  As I shared with you previously this elevator speech needs to be short and concise because people stop listening after three or four seconds if you have not caught their attention, so ideally you want it to be seven to thirteen words, a small short phrase that will distill the essence of your value to a particular customer base.  It needs to answer the question what do you do.  

What makes a killer elevator speech killer?  Number one it needs to be appropriate, it needs to be credible and intriguing, but also a little specific and brief.  It needs to establish your credibility and your professionalism, and it also needs to get the desired outcome which is someone saying oh really, tell me more, or how do you do that.  As I said earlier as an example my elevator speech is I help women entrepreneurs attract great clients who pay, stay and refer.  Now as a business and marketing coach the truth is that I help clients get clear about their business goals, create strategic marketing plans and develop the skills, the systems and the tools that they need to market their business or service with integrity, but guess what.  People really don’t care about my seven step guilt-free result system.  They don’t care that I use the DIY marketing process or tools.  What they care about is the result of our work, which for the case of most of my prospects is they’re looking to grow their business by getting more prospects. 

I also often get some pushback about being specific as to who you serve.  What we’re looking for with our elevator speech is resonance between who we serve and what value they get.  If you get resonance on both of those points you probably have found someone who’s really interested in what you’re talking about and wants to know more, but if you get resonance on at least one of those you stand a chance of also attracting some more questions or some more conversation about your services.  For example, I do quite a bit of speaking and I speak to crowds of men and women.  In my elevator speech obviously I say I help women entrepreneurs attract great clients.  Now sometimes if I’m in a mixed crowd I will say I help women entrepreneurs and a few good men attract great clients that pay, stay and refer, but I recently had someone who attended one of my programs and went to my website and saw very clearly it says women entrepreneurs but he was really interested in the attracting more clients piece and so he called me and he said I’d really like to talk with you and I’m hoping that even though I’m not a woman you can help me too, and of course I can.  If you’ve got something that people are interested in and something with a result even if they are not part of that ideal client category they are still going to raise their hand and they’ll ask can you help me too.  

Let’s look next at what is the formula for creating that elevator speech.  One of the handouts is a great formula with lots more details about this concept, but breaking it down very simply the formula is this:  you want to have some sort of helping verb for the what it is that you do.  It doesn’t have to be the word help.  There are some words that are better than others.  In my How to Create a Killer Elevator Speech book I do list a variety of words to avoid and ones that are better to use, but ideally you want a helping verb to start you off.  Then you need to identify the who.  Who is the target market?  Who is the most ideal type of customer?  Yes I work with men and women business owners, but I learned over the years that those that resonate most with me, my personality, my message, they do tend to be sometimes more women, particularly when it comes to the guilt.  A lot of women have the guilt, men not so much.  When I work with gentleman it’s more about the focus, it’s more about being accountable and putting structures and processes in place, which is fantastic and I can help them do that, but I have learned over the years that the prospects who get the most value who are most ready, willing and able to buy from me and want to work from me tend to be more women, but I love working with men, but in my elevator speech I talk about women.
Next you want to talk about how it is that you deliver what the customer wants and then the key benefit or really the desired result of what you’re offering.  Let me stop and see if there are any questions about that so far.

Larry Muffett

Any questions for Victoria?

Caller

Are you trying to get all this in still in your 12 to 13 words?

Victoria Cook

Absolutely.  That’s why you’ve got to pick those words very carefully.  Every word needs to be moving that direction, so as I said like the example of the woman that I met, I find zero down loans for first-time homebuyers.  What does she do?  She helps find.  Who does she serve?  First-time homebuyers.  How does she do that?  Her benefit is she finds them zero down loans.  Like I said it’s a short simple answer but it’s not always easy to come up with and it does take some time and finesse.  

Larry Muffett

Victoria Vickie has a question.  She said if you have time could you talk more about the difference between men and women?  

Victoria Cook

Well that’s a broad question Vickie.  Men are built different than woman.  I’m kidding.  It’s really important.  When I work with clients we talk a lot about when we were identifying their target market.  It’s finding out what they want specifically and in their words because I think men and women relate differently and they will often use different words to describe the challenges or the results that they’re looking for, so it’s really key.  Part of my classes when we work on the market piece is we make sure that we talk to our ideal clients or maybe even some past clients and find out why they were interested in working with us and what were some of the challenges that they had and what did we do to help resolve that and what’s been the outcome for that and by listening to what they’re saying and really taking some good notes you can really hear what’s important to them and I’ve heard things as I’ve done this over the years talking with some of my clients.  Ideally if you can use their words in some of your messaging it’s going to be even more powerful, it’s going to have that feeling of oh my gosh is she in my head or is he in my head?  That’s exactly what I was thinking and that’s exactly how I feel.  Again, not in a manipulative way but in a way of being able to really connect and help them see that yes I understand where you’re at, I understand what you’re going through, and here’s how I can help you.  

Larry Muffett

Anyone else?  We’ve got time for one quick one.  Hearing none let’s move along.

Victoria Cook

Again I know it can seem very challenging to come up with this very short answer and this is just the beginning of what you need to compile for your marketing messaging and we certainly don’t have time to go into it today but you also need to be ready when someone comes back and says oh really how do you do that?  Then what do you say?  And I can tell you that you only get about another 30 seconds to again capture their attention before they kind of stop listening.  What you do with those 30 seconds after is also very important and needs to again speak to who you’re helping and give some examples of how you do that without talking a lot about your process and things that are going to bore people initially.  
There are some additional resources for you if you are interested.  As I mentioned I have a book on how to create a killer elevator speech, it’s a 60-70 page document, digital so it’s easy accessed, exactly what you need, no filler, to create that killer elevator speech that really can significantly increase your ability to attract the right prospects quickly and easily.  I normally sell this on my website for $19.97 but I’m offering a discount code; KES25 will give you a 25% savings if you’re interested in more details about this idea of creating your initial marketing messaging, so you’ll only pay $14.97.  I’m also going to throw in a bonus audio of Three Key Elements to Marketing Success and an audio version of the book so you can listen to it if you don’t mind listening to me.   I recorded it as an audio download as well.  You can get that on my website for $14.97 with the discount code KES25.  I also have a free copy of my report, How to Double Your Business in 30 Guilt-Free Minutes a Day and again a very detailed report. I ‘m going to give you exactly how to spend the first 30 minutes of your business day for maximum potential.  I’m also going to share with you how to identify from where guilt may be coming if you’re struggling with a little bit of guilt.  I know women are wearing a lot of different hats so I feel guilty when I’m at work and I should be at home and I feel guilty when I’m at home and I think of all the stuff not getting done at work, so I’ve got some information about that as well.  Probably one of your most single valuable marketing tools is included in that book as well and it is free.  You can get that at my website at centerforguiltfreesucces.com.  Those are a couple of resources.  If you poke around on my website I do a number of teleclasses.  I’ve got some coming up in January.  I have some other free resources and tools.  You’ll find a networking introduction tool on my website as well.  I do try and give a lot of great resources away and help business owners as much as I can so my website can be a great resource for you.  If you sign up for my free report you’ll also get my monthly newsletter where I send out an article each month and highlight what are some of the upcoming events and classes and give away some more great information and resources.  Those I offer to you as well.  
One other resource I offer is a marketing strategy assessment.  If you’re ready to take action this is the place to start.  It’s an assessment where we talk about in a very highly targeted discussion what exactly are your objectives, what are you currently doing to attract, acquire and retain your ideal clients profitably, and we’ll discuss your business goals, analyze where your business is now and where you want it to be, identify what is working, uncover usually a few gaps and pinpoint some specific areas of opportunity and reveal some of the hidden challenges I think that could be holding you back and create a high level action plan that you can take to reach your goal.  Again, that’s normally $97.00 but today you can save 50% if you use the code magicbullet.  
If we do decide working together is going to be a good fit or one of my other classes maybe is something that you could benefit from I will apply any of the fees you paid for the strategy towards our working together or another class, so that is another resource that I share with you as well if that’s helpful.  

I’d love to hear your final questions.  I want to leave some time for discussion and answering your questions.

Larry Muffett

Something that I would throw out there; could you talk a little bit about the idea of dealing with problems?  I know none of us are perfect and everything that we try to do with the client isn’t necessarily going to be perfect but how we handle our mistakes is pretty powerful, so could you talk about that a little bit?

Victoria Cook

You’re absolutely right Larry.  For me I think it’s about being transparent and owning up to the fact that oh my goodness I made a mistake.  I’ve done that more than once with a client, whether I booked an appointment and somehow I did not get it on my calendar or technology failed me, I just have to own that. I ‘m so sorry, that certainly is not my intent and could you forgive me and could we reschedule or could we make it right.  So I think it’s about being transparent, owning up to it, and then doing something to make it right.  

Larry Muffett

Other questions for Victoria?

Victoria Cook

It looks like Vickie has some questions about the marketing strategy assessment resource.  That’s a phone call, probably about a 40 minute phone call, where again it’s a target conversation about your business, what it is you’re doing to attract, acquire and retain your clients and coming up with some high level steps that will help you reach that goal, whether it’s working with me or not.  When I do these sessions people end up with a nice little list of to-dos that identify that they need to do either themselves or other resources that they may need or if it does involve something I can help them with I’m very happy to share with them and make a recommendation of what coaching program or what class would be a benefit to them.  I’ve got some time still in the next week or so to squeeze one or two of those in before the holidays, otherwise we may have to wait until the first of the year, but I would love to talk with anybody who wants to really take an objective look at their business and get some outside perspective.  Again, if we work together beyond that all the fees paid for this session would be applied towards any other programs that I offer, and again you can safe 50% on the usual $97.00 fee for that assessment by using the code magicbullets, or just email me.  We can make it easier.

Larry Muffett

Additional questions for Victoria?  We’ve got time for a few.

Caller

I’d make a question if it’s possible.  Your example of marketing strategy was especially for situations when you met people face to face, but what do you think about ask for your business in regards to email marketing or other methods of marketing?
Victoria Cook

That’s a great question.  I actually do most of my work over the phone believe it or not.  I do some things live but the majority of the prospects I’m talking with we’re very often talking by phone, so I think the same still applies, making sure that you understand what it is they’re looking for and positioning what you’re offering in a way that shows them how you can help solve their problem or relieve their pain.  If you’re doing that in email it could be a little harder unless you’re talking about an email exchange in which you’re uncovering and identifying those challenging areas for them and really being able to pinpoint how you can help.  If you’re talking about just overall more generic marketing about maybe a class or a product that you offer it’s a little bit more challenging because you don’t really know specifically who you’re talking to but if you’re doing your marketing correctly even that marketing should be targeted towards your ideal clients trying to use their words in your marketing messaging and having a very strong call to action.  A call to action is where you give them some instruction to take advantage of this offer; go to this website, watch the infomercials on TV, act right now and we’ll also throw in, so they’ve got a very strong call to action, so you can do the same.  One of the things I will put in some of my marketing materials about my classes in particular is that participants walk away being able to take a very broad challenging topic like creating a marketing plan and we break it down into doable steps that can be accomplished.  I don’t necessarily think doable is a great word, I’m not sure if it’s even a proper English word, but that’s what my clients will say; oh I love the way you make things so simple and doable with making it very step by step, so I will use that in some of my marketing because it’s what my ideal clients have said.  So I hope that gives you some ideas on that.
Caller

Victoria what would you recommend for some of our students who are not able to handwrite because of a visual impairment, they can type or maybe place a phone call, when you talk about sending handwritten notes?  What could be a substitute for that or what could be a creative workaround for that?  I don’t mean to put you on the spot.  It will require a little bit of thinking out of the box but it is a challenge that some of our students face in business.

Victoria Cook

Thank you for bringing that up and I don’t think you’re putting me on the spot at all and I’ve got a couple things that come immediately to mind.  Number one, even if you’re typing up a message, making something customized, really speaking about the person that you’re writing the note to so that they know it’s not just a form, it really is a specially written note.  If it’s possible to even sign a signature that certainly would be great, maybe even signing a signature once and scanning it and putting it in the document can give it a little bit more of a warmer feel than just having a typed name.  The other thought that comes to my mind and I’m not trying to hawk another product here but I think it’s a great tool, I was just talking with a client about using it as well, is send out cards.  You can create a custom card, if there is some way you can customize it, it still looks very nice.  You can add images.  It’s not terribly expensive, and that’s another thought that comes to my mind as a way that they could do something that’s nice and customized and feels like a personal note.  
Caller

I can provide Braille reading cards for my customers because I’m an authority in my own right.

Veronica Cook

That’s perfect.  How personal does that make it.  You’re speaking in your language or way that they can read it.  The same thing if you’re working with non-English speaking people, typing a note in their language certainly would also be a wise way to do it.  I see there are a couple other questions on the chat.  Janette says so marketing is marketing regardless of the industry as long as you know the industry you are targeting, correct?  I would say as long as you know the ideal clients that you are targeting.  My industry is coaching and I know coaching but that isn’t necessarily going to help me find a client.  It’s going to help me do a great job when I work with my client.  I also intricately understand the challenges that women business owners go through and that’s what I speak to in my marketing.  Edward also says he’s in the marketing module and can I give you tips on creating your marketing plan.  My tip is yes, create one, it’s very important.  I write it down I think is the next tip.  I know those sound really basic but you’d be surprised how many people don’t do that.  In one of the classes I teach that’s exactly what we do.  We spent six weeks preparing a marketing plan step by step.  There’s a lot that goes into it.  You definitely need to include information on who is your market, what’s the message that they need to hear from you and where are you going to put that message.  All of that needs to be included in your marketing plan as well.  That’s a big nut to crack Edward.  I wish I could say more but I know we are a little over time so I better wrap it up.  Brian put on the chat his elevator speech is “Our nonprofit rescues cats and dogs facing death or worse by engaging compassionate donors and volunteers.”  Brian I think that’s great.  It’s a little wordy.  I think you could skinny it down to something like I rescue cats and dogs facing death or worse, because that’s intriguing and makes you say really how do you do that.  When you talk a little bit about by engaging compassionate donors and volunteers now you’re talking about your how or your process and that should not be in your elevator speech but I love I help rescue cats and dogs facing death or worse, and I think that would open up a great line of communication.  

I know we’re a little over our time so I’m going to turn it back over to Larry.  Thank you so much for letting me be here and share with you today.

Larry Muffett

Fantastic.  Thank you Victoria.  This seminar, like all our seminars, will be archived on our website and available for your use anytime around the clock.  Also each Hadley seminar is now made available as a podcast that you can download to your computer or mobile device.  If today’s seminar has you interested in this particular topic please check out the Hadley website, the seminar archives and Hadley’s course list.  I would particularly recommend that you check out our FCE marketing series, for instance FCE 270 Marketing – Finding Customers and Clients, FCE 300 Marketing – Conveying a Message, FCE 310 Marketing – Matching Products to Customers, FCE 320 Marketing – Creating an Image, and soon to be released in early January FCE 330 Marketing – Promotional Materials.  So check those out, some excellent material here that will definitely augment what Victoria presented.  Victoria thank you for your participation.  Your questions were outstanding today and I think they really added to the value of this seminar.  Hadley values your feedback.  Please let us know what you thought about today’s seminar and please give us suggestions for future topics.  One way you can do that is by dropping us an email to feedback@Hadley.edu.  I’m going to hand the microphone back over to Victoria for some closing remarks.
Victoria Cook

Thanks so much Larry.  Again I apologize we ran a little bit over but there has been some great questions.  Just really quickly I wanted to reiterate the three magic bullets:  have a killer elevator speech, ask for the business, and be sure you’re appreciating your clients.  I just want to leave you with my wish for you, and my wish for you is that your business express your gifts, feed your soul and serve your life purpose.  May your business generate more cash than you need and be highly profitable so that you may give abundantly.  May you enjoy guilt-free professional success and abundant joyful home life.  May you be the first and only choice for the clients you most want to have.  May you have 100% thrilled clients who sing your praise and refer often.  May your products and services have such high perceived value that you can increase your price without resistance.  May you enjoy an excellent reputation for not only what you do but for who you are.  May you love every day of the journey, accept all the successes with gratitude and learn every day of your life.  This is my wish for you.  Thank you so much.  Have a wonderful holiday season everybody.  Bye now.

Larry Muffett

Thanks Victoria.  And I personally want to echo those remarks and personally thank all of you for taking time to be part of this seminar.  Wishing everybody a happy holiday season.  This is our final seminar for 2013 and we look forward to serving you in 2014.  Again, goodbye for now.  
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