Module #1 80/20 Targeting
“There are riches in niches”

	What? 
	The small subset of the market you choose to serve or target. The most profitable, suitable subset possible given your unique strengths and market needs.

	When?
	Start – all your future is based on the small WHO niche you are serving.

	Why important?
	Based on the 80-20 principal.

Your niche allows you to get extra ordinary results without extra ordinary effort or expense.  Find the right spot and it is like catching fish in a barrel.

You can reduce marketing expenses and charge premium prices when you select the right message and serve the right niche

	Key points
	· Trying to mass market is only suitable for large companies who sell mass consumer items like soap or phone services

· You will go broke trying to brand yourself to the whole world -you cannot be all things to all people

· Instead you specialize by providing a specific service to a small specific hand picked niche

· You may serve more than one niche

	Broad ways to define niches or sub markets
	· Problem focused

· Goal focused
· Geographic

· Demographic

· Economic

· Usage

· Benefit to be gained

	How to select

The perfect niche would ideally have the following

	1. MONEY: They have money

2. NEED: Has a problem that they are prepared to spend money on to solve

3. DECISION MAKER: You can reach the decision maker

4. TIME: They are ready to take action now if presented with the right offer

5. SIZE: The niche is large enough to justify being a specialist for them

	* Nice to have

	6. *LIMITED SUPPLY: The service you can provide is not ‘perceived’ to be widely available

7. *PROACTIVELY LOOKING: buyer is already searching for solution/already spending

8. GOOD TO DEAL WITH: If you like and resonate with this niche and they like you then life will be easier. Not everyone will resonate with you and your approach, and that is ok.


ACTION SHEET

KEY POINTS
· 20% of clients will typically provide you with 80% of your sales

· 20% of clients will typically produce 80% of your problems

· 20% of the market you operate in will typically spend 80% of the money 

1. Most clients have little impact on your overall results. 

2. A vital few could make you rich.

3. Targeting the right buyers is probably THE most important marketing activity any business can do.

What are subgroups or niches within your market?

	List all the niches (buying sub groups) within your market

	1



	2



	3



	4.



	5. 



	6.



	7.



	8.



Take your highest value niches and evaluate

Niche #1

	1. Niche name
	

	2. Specific PROBLEM
	What is it?



	3. Motivated - urgent solution
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	4. Already spending to solve 
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	5. Economically reachable
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	6. You have an advantage 
	What is it?



	7. Lack of perceived options 
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	8. Good to deal with
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Niche #2

	1. Niche name
	

	2. Specific PROBLEM
	What is it?



	3. Motivated - urgent solution
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	4. Already spending to solve 
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	5. Economically reachable
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	6. You have an advantage 
	What is it?



	7. Lack of perceived options 
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	8. Good to deal with
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Niche #3
	1. Niche name
	

	2. Specific PROBLEM
	What is it?



	3. Motivated - urgent solution
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	4. Already spending to solve 
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	5. Economically reachable
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	6. You have an advantage 
	What is it?



	7. Lack of perceived options 
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	8. Good to deal with
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Niche #4
	1. Niche name
	

	2. Specific PROBLEM
	What is it?



	3. Motivated - urgent solution
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	4. Already spending to solve 
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	5. Economically reachable
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	6. You have an advantage 
	What is it?



	7. Lack of perceived options 
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	8. Good to deal with
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Summary
What is the RIGHT niche(s) to target? 
What is the wrong niche(s) to target?
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