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I have been extremely fortunate that the original copy of this book was such a success.
It has been included in the curriculum of various VA Training Schools and VA Starter
Kits and far surpassed my expectations. However, there is always room for
improvement and the reason for this 2nd edition.

Over the past four years I have written considerably more and have created different
tools and resources. I believe these will increase the value of this book. The primary
focus is, as the original text was; on the VA approach to marketing. To sum it up:
building relationships by providing superior customer service, building trust and
confidence and, by doing so, generating word-of-mouth and referrals. You will read
about this approach, as well as other traditional marketing initiatives, such as
advertising, networking, marketing plans and how to integrate the various approaches
into your virtual practice. This 2nd edition will include two new chapters, clearer
definitions, assessments and resources to support you with your marketing initiatives.
So let’s begin...we have a lot to cover!



CHAPTER ONE

An Introduction to Marketing

Your ability to set goals and to make plans for their accomplishment
is the master skill of success.
-- Brian Tracy

You will find numerous definitions of the term “marketing”. Every textbook, workbook or
article you read may have a different definition of marketing. One popular definition and
one which is fitting when marketing a VA practice is “Marketing is anything you do to get
or keep a customer.” This definition, from Harvard professor Michael Porter is simple
but very true. It is the process of reaching out to new clients and providing superior
customer service to keep current clients content with you and your services.

Many people confuse the terms “marketing” and “sales”, presuming that marketing is a
fancy word for “sales”. However, selling your service is not the “be all and end all” of
marketing. A sale is the point at which the service is offered, it is an important part of
the marketing process - but it is not a replacement.

The same confusion occurs over the term “advertising”. Although advertising is an
important part of the marketing process, it is just that — only a part. Advertising is the
way in which you get the “word out” about your services.

Marketing is a process; it is not about just one thing that you do, rather it is about
everything that you do. Marketing does not simply refer to sales, advertising,
promotions; it is an external and internal element. What lies at the center of this is
customer service.

Marketing does not stop when a client hires you; it is simply just the beginning!



Major Marketing Categories

Let’s explore marketing in terms of categories. Figure 1.0 shows the seven major types
or categories to marketing.

Planning

Research

B Customer
Service

Advertising

: Company :
Figure 1.0 %, Identity

Customer Service

The center of Figure 1.0 represents the most important part of marketing a VA practice,
customer service. This is what you do to keep your clients happy and get referrals.
Customer service should receive the majority of your marketing attention.

Internal Categories

Research and Planning

Research and Planning is the basis for all your marketing efforts. With research you will
gather information about your target market, what advertising works, what does not,
what services people need and how much they are willing to pay.

Planning will give you focus on what it is you want to achieve; all of us need some sort
of a plan.



Company Identity

People are hiring you and your company; therefore you need to look the part. Your
company identity is comprised of the various characteristics by which you and your
service are recognized and known.

External Cateqories

Advertising

Advertising is bringing your service to the attention of potential and current clients.
Brochures, direct mailings, e-mail messages and placing an ad in a publication are all
forms of advertising.

Publicity

Publicity is mention in the media. It is a traditional form of exposure that you do not have
to pay for and is very effective. If you are mentioned in an article or story, or if you write
a column that is published, you will find that it will generate more interest than
advertising and it costs much less.

Sales

Sales deliver the personal touch; Virtual Assistants usually sell their service primarily by
phone or in some cases face-to-face. This gives you a chance to receive client
feedback and potentially change how you sell your services by people’s reaction.



The VA Approach to Marketing

The VA approach to marketing is not all about personal selling or advertising. The VA
approach to marketing focuses on relationship-based marketing. Relationship-based
marketing includes networking, referral-based marketing, niche identification and
research, it is customer service driven, and applies the continuous value-added
approach. Also important are more traditional forms of marketing and promotions
(market identification, advertising, and public relations).

Think of the VA approach to marketing (relationship-based marketing) as a continuous

cycle.
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As you follow the marketing cycle, you will encounter these steps:

1.

The marketing cycle begins with research. Research will help you acquire the
knowledge and information to find your prospective clients.

When you have found your prospective clients, it is time to get the “word out”
about what you are offering and how it will benefit them.

The moment you connect with a prospective client, relationship building begins.

If they are impressed with what they are being offered and have a need for that
service, it will result in business for you.

When you are providing services to your clients, solid relationships are formed.

If you are providing superior customer service to your current clients and they are
content, they will feel comfortable giving you referrals and, ultimately, the cycle
will repeat with each new client.



As a Virtual Assistant, you will find that your long-term clients are based more on
relationships than about the services you are offering. Ultimately your goal is to provide
high-quality services, but equally important is to build solid working relationships. In
order to build these relationships you must be clear about a few points:

e Who are you
e Who is your ideal client
¢ What benefits does your service bring to the relationship

Who are you? This may seem like a simple question to answer but is it? What are
some of your personal traits that you feel will help you to excel in this field? What is it
about who you are that will make you the ideal Virtual Assistant?

When we are marketing our services, we are in fact marketing ourselves; it is very
different than marketing a tangible, unemotional product. Marketing the VA services
you provide is a much more personal transaction, and can result in a feeling of rejection
when people do not hire you. In order to be attractive to others, and gain their trust, you
need to project precisely the person to whom they are entering into a relationship with.

A simple way to help you start the process is to be clear about your uniqueness and
how you differ from others in the VA profession. These differences can be personality
traits, technical skills, the types of clients you serve, or other factors that exemplify who
you are.

Who is your ideal client? There is no better feeling than being hired by a new client,
the excitement of someone new to work with, the anticipation of possibilities and the
added finances. However, is this new client your ideal client? Do you know who your
ideal client is?

It is important very early in your VA practice to determine the characteristics you deem
necessary in your “ideal client”. Remember we are talking about relationship-based
marketing. In order to have an effective client/VA relationship, you have to be just as
comfortable with your client as they need to be with you; a mutual respect and
admiration needs to be present.

As individuals, we are not likely to marry or be committed to someone who is not our
ideal mate, someone who we could not picture spending the rest of our lives with. So
why develop a working relationship with someone who instinctively you know is not a
match?

How will you know if this person is not a match? At the end of a 15 minute conversation
with a prospective client, you will know whether or not that person is someone who you
would like to work with. Your “gut instinct” will tell you...listen to it.



In order to clearly define your ideal client, start by writing a list of all the qualities and
characteristics you are looking for in an ideal client. These can be personal and/or
professional characteristics. For example, your ideal client may be someone who
communicates effectively, is Internet savvy, pays on time, has a sense of humor, and
respects that you have a life outside of work. Use the tools available to you on page 15
to help you start this process.

Keep in mind that between 70% and 90%, of a VAs business comes from referrals and
word-of-mouth. Hold true to the picture of your ideal client. Financial gain is never a
good reason to start a relationship that is destined to fail and could inevitably come back
to haunt you.

What benefits does your service bring to the relationship? The number one
question that your prospects will want to know is “What can you do for me?” You need
to be clear on the benefits that you bring to this working relationship. How can you
assist a prospective client?

Knowing the benefits that your services provide will both attract more clients and help
you to serve them better.

Features vs. Benefits

One of the more basic principles of marketing, and an important distinction to make, is
the difference between features versus benefits. Features are the aspects of your
service, whereas benefits are what people get from using your service.

Generally most business owners decide to start a business based on two things:

1) What service they can provide that they are good at
2) What they assume customers will buy.

Often these assumptions are correct. However some small business marketers believe
that prospects will understand why they should buy the product or use the service just
because they have been told about it. Therefore, business owners only communicate
the features of their product or service to prospective customers and neglect to mention
the benefits.



Examples of Features and Benefits for VA Services:

Feature: Benefit:

Document Preparation Clients will look good to their clients with
professional looking documents.

Travel Arrangements Clients do not have to deal with the
aggravation of booking a flight.

Reminder Services Clients look like the hero when they
remember their families’ or clients’
birthdays.

Bookkeeping They have freedom from fear of

maintaining accurate books when the
“tax man” comes around.

Features do not entice people to hire you; benefits do. They answer the question “What
is in it for me?”

In order to begin marketing your service, it is important that you clearly define what the
benefits are and to do so in a way that your client can relate. We will cover more on the
benefits of services in the next chapter.

‘An important piece of marketing is building relationships. You can do all the
advertising and promoting you like but when it comes right down to it, it's your
relationships and the value they provide will be what makes the sale. In order to build
any relationship you need to find out who the person is, who they want to become,
what they are facing, what are their challenges, what they don't have or what is
missing, what they need most right now, and what they value. You can then offer
support and/or solutions that fit the client and begin building trust, and the
relationship! When you make it about the client it makes you very attractive to them
and they immediately see the value of the relationship.”

Mary-Lou Ashton
Creator, Virtual Assistant Training Program
http://www.vatp.ca




Marketing on a Budget

There is a big difference in big business versus small business marketing; although the
process may be the same, the similarities end there. You are obviously not going to be
able to market your VA service the same way as a huge corporation such as Nike.

Here's why:

Dollars...need | say more?

As an owner of a VA practice, you can already guess one big difference between your
marketing strategy and those at Nike headquarters. You guessed it. The big guys have
the big budgets. When they talk marketing, they talk hundreds of thousands of dollars.
As a VA when we talk marketing budget, we are talking a couple hundred dollars.

Staffing...what staff?

Nike has a marketing vice president. As a VA you have...well, just you! Big businesses
have a team of marketing experts at their disposal from advertising directors, sales
managers, research directors, customer service specialists and more. In a VA practice
you are responsible for all aspects of marketing.

Strategy...what is that?
Each employee in a big business is given a copy of the company’s business plan the
moment they are hired. Small businesses hear the term “business plan” and run in fear.

Although you may envy the dollars, people and strategic determination of big business,
small business does have some advantages. A majority of large corporations spend
millions of dollars to fund research to get to know and understand their customers.
Meanwhile, a small business owner can pick up the phone and simply talk to their
clients at no cost.

Because marketing is to build and maintain customer relationships, for this reason alone
small business has the edge.
Budgeting your money and time

The most important thing that you can do in terms of marketing is to establish a realistic
budget for your practice.

Businesses such as VA practices normally market to other businesses — such as
consultants and real estate agents — and tend to allocate a lower percentage of their
monthly revenues to marketing.



There is no set amount that is customary for a VA to set aside for marketing, keeping in
mind that most of your clients will be coming from referrals and word-of-mouth. As a
VA, you do not need to spend thousands of dollars on a marketing campaign. Be very
selective how and to whom you market your services. Who you market your services to
will directly affect your marketing budget.

A step to help you figure out your budget is to look at what you expect your business to
accomplish over the upcoming year and what level of marketing is necessary to
accomplish the task.

Just as important as budgeting money is the budgeting of time to spend on marketing.
You want marketing to become something that you do naturally and comfortably. It
should be woven throughout your day. You should start by budgeting a little time on a
regular basis for your marketing initiatives. Whether it is researching potential clients,
writing a letter, or finding cost-effective advertising, take an hour or two out of your day.

-10 -



Chapter 1 - Summary

By now you should have an understanding of the basics of marketing and the VA
approach to marketing your business. We have covered key relationship-building
concepts that will help you get the referrals you need to grow your business. By
understanding the general ideas behind marketing in terms of concept, approach,
categories, and budgeting you have developed a framework which will help you begin
your marketing initiatives.

“Marketing is not an event, but a process . . . It has a beginning, a middle, but never an
end, for it is a process. You improve it, perfect it, change it, even pause it. But you never
stop it completely. “

- Jay Conrad Levinson

-11 -



CHAPTER TWO

Target Marketing

“Customers buy for their reasons, not yours.”
--Orvel Ray Wilson

Target Market is defined as the group to which you aim your marketing efforts. The
more you understand and define your market, the better you can market directly to
those individuals.

There are three specific steps to successful target marketing:

1) Identifying your target market. First you must identify who it is you want to
work for, and have a clear understanding of those individuals and their needs.

2) Reach out to your target market. Once you have identified the individuals who
you would like to work for, then you need to figure out where they are and how to
attract their attention.

3) Research your competitive market. A competitive market refers to those
individuals with whom you share a market, who you are competing with for
clients. It is important for you to know who your competitors are and what they
are offering.

When deciding on a target market you will want to think about these three items:

1.

Geographic. Geographics are individuals who live in a certain area. For other non-
virtual service professions, geographic location refers to the physical location of
clients. In the virtual world, which is without boundaries, geographics does not
necessarily refer to physical location as much as possible, on-line locations,
websites, associations, forum, directories where these individuals may be found.
However if you are a VA who does, or is considering offering on-site work, then the
physical location does need to be taken into account.

. Demographics. Demographics are the qualities and characteristics of your target

market. They may include age, gender, culture, employment, industry, income level,
marital status, etc. As a Virtual Assistant, you will want to consider all of these items
when selecting and reaching out to your target market. However many of these items
will become clearer as you begin determining your ideal client.

. Psychographics. Psychographics makes up the emotional and behaviour of your

target market. They include the emotion, reasoning, logic and thought processes
behind your target market’'s needs and decision for hiring you.

-12 -



These three items mentioned will become the foundation of your target market initiatives
and will need to be considered when working on the following:

Step One: |dentify your target market
Step Two: Reach out to your target market
Step Three: Research your competitive market

Let’s take a look at all three steps of target marketing in greater detail.

- 13 -



Step One: Identifying your Target Market
In order to effectively market your Virtual Assistant practice, it is important first to
identify your target market or, in other words, those individuals who you want to work
for...your clients.
Knowing your target market just makes good business sense. It will help you to reveal
and identify potential problems and help you recognize opportunities in the marketplace
that you could potentially have missed. Identifying your target market will save you
energy, time and money by focusing your efforts on those individuals who are more apt
to hire your services.
How will you find clients unless you first figure out who will need your service?
It is important that you establish some parameters to help you identify your target
market. Begin by asking yourself some questions:

1. Who is my ideal client? (demographics)

2. How well do | know them? (demographics)

3. What are the needs/challenges of my target market? (psychographics)

4. What service benefits are they looking for? (psychographics)

5. What is their concern about the type of service | am offering? (psychographics)

Let’'s examine each individual question.

-14 -



Your Ildeal Client

It was mentioned earlier in this chapter, within the context of the VA approach to
marketing, the importance of understanding who your ideal client is. Not only is this
important to ensure you are working for someone you truly enjoy working for, but also
from a marketing perspective. Your ideal client will be your focus for target marketing.
Again, keep in mind that 70%-90% of your clients will come from referrals and word-of-
mouth. By working with someone you really want to and enjoy working with, you will:

Be more productive

Want to do your best

Appreciate your client

Solidify trust

Have more energy

Be content and not resent the relationship
Build solid relationships

To help you determine who your ideal client is, use the graph below to begin the
process:

My Ideal client is:

Gender
Age
Occupation
Salary
Education
Lifestyle

Dreams/
Aspirations

Challenges/
Stresses

-15 -



Ideal Client Characteristic, Traits and Attributes Inventory

Check off the top 10 characteristics, traits and attributes you are looking for in an ideal

client.

[] Adaptable

] Approachable
[ ] Balance

[] Building trust
[ ] Calmness

[ ] Caring

[ ] Candid

[] Cheerful

[_] Compassion
[] Compatibility
[ ] Communication
[ ] Community

[ ] Confidence

[ ] Considerate
[ ] Courtesy

[ ] Creative

[ ] Dedication

[ ] Decisiveness
[ ] Drive

[] Empathy

[ ] Enthusiasm
[] Ethics

[] Flexible

[ ] Focused

[] Forgiving

[] Friendly

[] Honesty

[ ] Influential

[ ] Initiative

[] Inspiring

[] Integrity

[ ] Internet savvy

[] Interpersonal Skills
[ ] Kind

[ ] Knowledge

[ ] Lead by example
[] Loyalty

[ ] Motivated

[] Open-Minded

[ ] Organized

[ ] Passionate

[ ] Patience

[ ] Pays on time

[ ] Perseverance

[ ] Perfectionist

[ ] Positive

[ ] Prepared

[ ] Productive

[] Purpose-driven

[ ] Realistic

[ ] Reliable

[ ] Respect

[ ] Respectful of boundaries
[ ] Responsible

[ ] Role Model

[ ] Self Control

[ ] Selflessness

[ ] Sense of Humour
[] Stability

] Supportive

[] Teamwork (appreciates)
[ ] Wisdom

[ ] Works well with others

Note about Ideal Clients:

No where is it written that a prospective client must have ALL of the criteria you
have established for your ideal client, before agreeing to work with them. The idea
of identifying your ideal client is done to establish parameters on the type of person
you want to work with, and the type of person who you would not match well with -
in essence identifying your target market. However, common sense also dictates
that not everyone who approaches you will meet every item you have checked off
above. Some individuals could turn out to be wonderful long-term clients and may
only meet half of your criteria. Listen to your “gut instinct” and be open to all
possibilities.

-16 -



How well do you know your target market?

Knowing your target market is essential in order to successfully market to them. You
need to be familiar with the demographics and psychographics of your target market.
However you also need to be flexible with these items, so you are not limiting yourself.

In order to start this process, think about the following questions:

What kind of association do | have to this market so | know it well?
Am | now, or have | in the past, been a part of this market? Do | have friends, relatives,
acquaintances that are part of it?

Do | know the language that this market uses?
Knowing the vocabulary of my market gives me more credibility.

Do | know what attracts this group?
How do | let this group know about my service? What will get their attention?

Do | know who inspires this group?
Who influences this group? What are they advocating and can | align my product or
service in some way with them?

Something to think about:
Target Marketing: Rifle vs. Shotgun

When talking about target marketing, it is important that we touch on the concept of
rifle versus shotgun.

Rifle marketing: You are clear on whom it is you are aiming your marketing message.
You have a patrticular type of client to whom you are marketing your services.

Shotgun marketing: You are spraying your message all over the place hoping that
some of it will hit. You are unclear of the type of client that would use your services so
you bombard everyone with your marketing message.

Accuracy is better and more cost-effective.

-17 -




What are the needs/challenges of my target market?

What are the psychographics of my market? What are the challenges they are
facing, that they would need your services? What emotions are they currently feeling?

When a client hires a Virtual Assistant, what is this telling you?

They are overwhelmed, frustrated and need support with their business.

They have no time and details are being missed.

They do not have the time to grow their business, because all their time is being
focused on daily admin duties.

Their business is growing and they are struggling to handle the details.

They have a list of contacts to follow up with regarding new business and do not
have the space to do this.

They are experiencing time management issues and are spending majority of
their time working and less time with family.

They are feeling ineffective since they need certain items completed, but do not
have the skills to do these themselves.

They need to project an image of professionalism and want to achieve this by
having an assistant to take messages, return calls, answer e-mails, make
appointments etc.

Their invoicing is falling behind, because they do not have the space or
experience to handle this aspect.

They are spending most of their days answering e-mail and do not have an
efficient method of doing this.

They do not have the space to hire an on-site assistance.

Current staff is overwhelmed and need additional assistance.

They are looking to have a “partner” to share the wins, challenges of growing a
business.

By understanding the challenges and their needs you will be in a better position to
support them. For each of your clients needs/challenges you should be prepared to
answer that need with a service.

-18 -



What service benefits are they looking for?

As described earlier in this chapter, all prospective clients are going to ask “What can
you do for me?” As a Virtual Assistant you are going to need to know what your client’s
needs and challenges are, and how your services will benefit them.

This is a great opportunity for you to ask prospective clients questions:

“What are the items you dislike doing?”
“‘How do you currently manage your admin tasks (e-mail, correspondence, etc)"
“If you could remove one item from your plate, what would it be?”

This assessment of services can be done over the phone, by e-mail or as part of your
client information package, which we will review in greater detail in Chapter Seven.

By assessing the services your clients need, you will then be able to clarify the benefits
of these services to the clients.

Example: “You dislike managing your e-mail? Well | can support you with that by
accessing your e-mail on a daily basis, sorting and prioritizing which in turn will free up
your time to attend to more important items in your business.”

By practicing various scenarios that prospective clients may come to you about will
allow you to be better prepared to address their challenges/needs with a service and
their benefits.

To start this process use the Service/Benefit Practice Worksheet on the next page and
address the challenge/needs with a solution.

“Always put yourself in the potential client’s shoes. Think about what you would need
to hear in order for you to explore the possibility further. What situations do potential
clients find themselves in that makes them consider hiring a VA? What is going on
for them? Make your marketing about the client not about your business. Target your
market.”

Mary-Lou Ashton
Creator, Virtual Assistant Training Program
http://www.vatp.ca
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Service/Benefit Practice Worksheet

Use the practice worksheet below to outline the service and benefit that will support the
needs/challenges the best:

Need/Challenge: They do not have the time to grow their business, because all their

time is being focused on daily admin duties.

Service & Benefits:

Need/Challenge: They have a list of contacts to follow up with regarding new business
and do not have the space to do this.

Service & Benefits

Need/Challenge: They need professional looking documents and manuals completed,
but do not have the skills to do these themselves.

Service & Benefits

Need/Challenge: They have no time and important details are being missed or
forgotten.

Need/Challenge: Their customers are not being invoiced on time and bills are not
being paid.

Do not stop here; come up with your own scenarios!!
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What is their concern about the type of service | am offering?

One of the best things about being a Virtual Assistant can also be one of the biggest
challenges in terms of obtaining clients.....working virtually. This means that most of the
time your clients may never see you “up close and personal”. To someone who has not
worked in this type of environment, it can be a little challenging, for others it may be an
easier transition.

Client concerns/issues regarding working virtually:

No face to face interaction.

Confidentiality issues.

Ensuring time is being spent on work.

Ensuring they are being billed for the work appropriately.

Effective management of work if a VA has more than one client.

Their lack of technical skills therefore may prohibit an effective relationship with a
VA.

Clients need to micro-manage and unwilling to give up control.

e Clients have difficulty delegating work in a virtual environment.

In order to ease concerns, you need to have a plan in place for identifying the concerns
and then meeting them head on by providing ways to alleviate those concerns.

If a prospective is unsure about working virtually its important to educate them on what
working virtually means. Although you are not physically there with them, by meeting
regularly by phone and answering e-mails in a timely manner, their concerns will soon
dissipate.

As well as educating them, offer them a sample of what it is like to work with someone
who is not physically there. A trial period is a great way to get to know the prospective
client without too much investment. It will also give you an opportunity to really show the
client how easy it can be to work with someone virtually.

You may not be able to win everyone over to the “virtual side”; some individuals are
simply not ready to make that leap, no matter how much you educate, or reassure. Do
not take this personally, in most cases it is the prospective client who fears the unknown
and is not yet ready to make that commitment.

Do your best to educate prospective clients and find creative ways to show the client

how simple it can be to work virtually. You will find that in most cases prospective clients
are open-minded and willing to try new ways of working.
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Step Two: Reach out to your Target Market

The wonderful thing about being a Virtual Assistant and working virtually is that your
clients can be anywhere. However, this does not really help you much when
determining how to target your market. Some Virtual Assistants prefer to do work within
their own town, city, even province or state, while others prefer specific countries. In
most cases Virtual Assistants choose to work with individuals from all different walks of
life. This is one of the perks about this profession; you get to experience so many
different cultures.

Now when we are talking about the geographics of a target market for Virtual
Assistants, this does not need to take on the form of physical mortar and brick locations.
We are talking about any place physical or virtual where you can target your market.

Where is my target market located? Where do they do business?

Again, the location of your target could be anywhere globally. However, depending on if
you choose a particular niche market or specialty, or if you decide to do on-site work,
this must be considered.

Some other items you may want to consider are:

Time zones

Currency difference
Communication

Costs associated with distance

Most of your clients will do business from an office, whether it is a home office or a
business office. This provides a physical location for you to target.

For example if you have decided to focus your marketing efforts on a niche market such
as Real Estate agents, you may choose to focus on local Real Estate offices.

What are the professional organizations, clubs, or activities that my target market
is involved with? Are there networking opportunities available?

Are there ways that you can target your market by attending events? This does not just
include in person events, this could also include, virtual networking groups,
organizations and forums.

There are quite a few on-line meeting places for small businesses and home based

businesses. Do a search on the Internet, and join a few. Keep in mind that, in most
cases, small businesses and home based businesses will be your target.
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Make yourself known by participating at the highest level, if there is a bulletin board post
regularly, if there is an e-group do the same. Ensure that you always include your
website and e-mail signature. If someone has a challenge, do your best to try to find
them a solution, before long you will be know as the resident expert!

What publications (newspapers, magazines) or websites does my market use?
Are there advertising opportunities? Can | understand my market better by reading what
they are reading?

Everyone has a publication or trade paper that they enjoy reading. It is up to you to do
your research and figure out which of these your target would add to their library. Do
your best guessing, check out demographics of publications and see who is included in
that audience.

For example: If your target market is small businesses, check out small business
publications. If your niche market is Professional Coaches, you will most likely find
plenty of on-line newsletters and publications that Coaches will subscribe to.

Another way in which to find out what your target is reading is to simply ask them!
As well as using this as a target marketing tool, reap the benefits of these publications
by subscribing to a few yourself. How better to understand your target market than to

read what they are reading. You will not only be able to stay on top of what is current in
their “world” but it will also provide you with the language that will add to your credibility.
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Step Three: Research Your Competitive Market

Who else out there provides the same or a similar service to you? If you do not know,
then you should be doing your research to find out.

A “competitive market” are those individuals with whom you share a market, and with
whom you are competing for clients. As a Virtual Assistant your main competitors will
be other Virtual Assistants however you may also want to take in account temp and
employment agencies. It may be hard to believe, but technology can also be a
competitor.

Virtual Assistants

The VA profession is growing in leaps and bounds, which is wonderful. | firmly believe
there is enough work to go around for everyone and even more so when the public at
large really catches on to the benefits of hiring a VA. However having said that, it is still
important for you to know who your competition is, what your competition is offering,
and how it compares to what you are offering.

This is even more important if you are targeting the same clientele or have similar niche
markets.

Some questions to think about during your research:

1) How does your competition promote their business?

2) What services or incentives do they offer clients?

3) How do you differ from your competition?

4) What image do they project? And what can you learn from this?
5) What are their fees? And are they comparable to yours?

A great place to start with your research is simply doing a search on the Internet - check
out some websites and visit a few organizations.

Temp Agencies

Temporary Agencies are designed to provide business owners with admin support on
an “as needed” basis. Being such, these admin assistants are often being hired at a
much lower rate, than a Virtual Assistant. They are, for the most part, highly qualified
individuals; however what is lacking is the relationship they have with the client. In most
cases they are aware that these positions are temporary, therefore the desire to build
trusting, long-term relationships with clients is not a necessity.

This is indeed a competitive advantage for Virtual Assistants.
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On-line Outsourcing Sites

There are more and more websites now that offer individuals the opportunity to post
projects and receive bids from service providers. These sites such as elance.com have
members who are graphic designers, web designers and even administrative
professionals offering their services and bidding on projects at very competitive prices.
Although great for the consumer who is looking for support on a project basis, not so
great for us VAs who can possibly turn project based clients into long-term clients.
Again, similar with temp agencies, it is the ongoing support and the VA/client
relationship that is missing from here.

Technology

It is hard to believe that something which has enabled us to work from home can be our
competition as well. This is the case when we are dealing with technology.

Technology has allowed us the tools to efficiently and effectively work from home
providing administrative services in a virtual environment. However as software
technologies become more cost effective and simplified to use, so does the knowledge
needed.

With the introduction of voice-to-text software, it allows you to talk to your computer and
watch words appear in documents, e-mails, and even surf the web, enabling someone,
your clients, with minimal typing experience to quickly create documents.

Bookkeeping software is becoming easier to use, and much quicker. Easy to
understand tutorials makes learning applications much more effortless.

Integrated spelling and grammar checks make editing documents a breeze. And the list
goes on.

Each year we are seeing an increase in the ease of use, availability and cost-
effectiveness of software applications.

However, for all the benefits technology brings to our clients, it also has its downfalls.

As Virtual Assistants, we rarely freeze up, stall or need to be rebooted. Software
applications, although easy to use lack the creativity needed for the final result.
Software does not provide the emotional or personal interaction that our clients need. It
definitely does not have the ability to brainstorm ideas, provide suggestions and
encourage the client to move forward with their “next big idea”. — Again your
competitive advantage.
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Developing a Niche Market

Finding a niche market could be one of the most important things you do for your
business. As a Virtual Assistant you will find that there are many specific professions
that would benefit from hiring a VA.

Developing a niche market takes target marketing a step further. If your target market is
small business or home-based businesses, you will be working harder and spending a
lot of money promoting your business. Think of the rifle versus shotgun methods.
Developing a niche market will ensure that you are targeting those individuals who CAN
and NEED vyour services. Also by developing your niche market, you will be working
with those individuals you WANT to work with.

A niche market is a defined group that includes the following characteristics:

They have the same specialized interests and needs

They have a need for your service

They can be easily reached within this group

The group is large enough to produce the volume of business you need.

OO

The more narrowly you define your niche market, the easier it is to cater to those
individuals.

Niches for Virtual Assistants

As a relatively new profession, more and more Virtual Assistants are finding unique and
different niche markets to work with:

Real Estate Agents
Lawyers

Doctors

Artists

Professional Coaches
Consultants
Professional Speakers
Dentists

Web Designers

And even other VAs

For further help on selecting a niche market, use the Niche Market Identification
Worksheet on page 29.
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Finding your own niche

One way to find your niche is to evaluate your existing clientele. If you are finding that
the majority of your clients are from a particular profession, you may have already found
your niche.

However, if you are a new VA and have not yet developed your clientele, you could
base your niche on the following:

a particular profession you have worked for in the past
the people who you want to work with

the type of services that you offer

how you provide these services

your problem-solving ability

Is there a particular profession you have worked for in the past?

Some Virtual Assistants have years of administrative experience working for a particular
profession. Real Estate is one profession that is common among VA niches. Take a
look at the individuals or professions that you have worked for in the past; could you
assist that profession virtually?

The people who you want to work with

Is there a particular type of person whom you enjoy working for or would like to work
for? Some individuals do not necessarily make their niche a profession but a type of
person. For some VAs they prefer more creative types such as artists, writers and
actors/actresses. Other VAs prefer more extroverted individuals such as real estate
agents, sales representatives and professional speakers.

The type of services you offer

Do you have a service that would attract a certain niche market? For instance, real
estate agents have many, many contacts that they try to juggle. A VA who is fluent with
a number of contact databases and management software could be just what they
need.

How you provide these services
By offering services virtually, all VAs have developed this niche. However, a niche
could be to offer on-site assistance once a month to locally-based clients.

Your problem solving ability

Do you have an understanding of certain types of problems — is it viable to make that
ability a niche? For example, a Virtual Assistant who works primarily with Associations
has the ability and experience to deal with and solve problems that go along with
association management. Another example is a VA who has worked in the Human
Resources field, who would be able to support his/her clients with the problem of hiring
skilled individuals.
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Tips on Finding Your Niche

1. Brainstorm
Look around you: opportunities may be closer than you think.

2. Know yourself
Realistically assess your strengths and weaknesses, both professionally and
personally. Consider what you enjoy doing and those individuals who you like
working for.

3. Research
Talk to other VAs and find out why they like a particular niche.

4. Focus
Focus on the goals for your company and what you hope to accomplish and how
a niche may help with these goals.

5. Prepare
Play the “devil’'s advocate” and anticipate questions from your prospective niche.
How would you handle them?

6. Educate Others
Talk to everyone about your niche and be able to project your ideas. Look for
feedback.

7. Plan Ahead
Anticipate challenges. If your preferred niche does not work, do you have a
contingency plan?

8. Evaluate
Once decided and implemented, step back and assess your niche. Is it all that
you thought it would be?
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Niche Market Identification Worksheet

Below is a list of possible niche markets, select the professions which interest you.

[ ] Accountant [] Financial Management
[ ] Alternative Health Care [] Graphic Artist

[ ] Associations [] Health Care Industry
[ ] Architect [ ] Human Resources
[ ] Artist [ ] Inventor

[ ] Athlete [] Manager

[ ] Attorney [] Massage Therapist
[ ] Author [] Oil Industry

(] Bookkeeper [ ] Pastor

[ ] Builder [] Physician

[ ]CEO (] Programmer

] Chiropractor [] Project Manager

[ ] Coach [ ] Real Estate

[ ] Consultant [ ] Sales Manager

[] Corporation [] Small Business Owner
[ ] Craftsmen ] Speaker

[ ] Dentist [ ] Therapist

[ ] Educator [] Trainer

[] Entertainment Industry [ ] Virtual Assistants

] Entrepreneur [] Web designer

[ ] Executive [ ] Writer

[ ] Farmer

From the list above choose your top 3 niche markets

Which of your skills/experience past or present would benefit these niche markets?
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Why do you think they would need your services?

What may be some challenges associated with this profession?

From your three selections, choose one niche market that you feel the most
excited about.

How can you target this niche market?

Where would you find this niche market?

What marketing strategies can you use for marketing your business to this niche
market?
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Customer Service

As a Virtual Assistant, providing great customer service is the most effective and least
expensive way of marketing. The majority of your marketing time and budget should be
spent on building solid relationships with clients.

You can spend thousands of dollars marketing your service but if you are not good at
what you do, your clients will not come back. Worst of all, they will tell others that your
services are not up to par. Word-of-mouth travels fast.

Even if you are a new VA starting your practice, you should still be thinking of the value
that you will be bringing your potential clients. As a VA, at least 70%-90% of your
business will be and should be from past clients and their referrals.

Some things to think about:

1. It is more expensive to get a new client than to keep an existing client.

2. You work more efficiently with existing clients since you are already familiar with
their situations.

3. In order to produce superior customer service you must love what it is you are
doing.

Three L’s of Superior Customer Service

starts with listening to your clients’ wants, needs, concerns and ideas.
When you are distracted from conversations, clients will feel your
disinterest and not feel looked after.

I isten Listen to your clients, make them feel heard. Superior customer service

fact that you are taking the initiative to learn about their problem, their
product, their service, or about what is important to them. It makes
them feel that you are sincerely interested in what it is that they are

I earn Even if you are unsure of something, your clients will appreciate the

doing.
ove Most of all love what you are doing. If you are not happy doing your
job, it will reflect in your productivity, your personality and, above all

else, the quality of your work.
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Adding Client Value

Having loyal clients can culminate in a high volume of repeat business for you over their
lifetime. In order to receive that loyalty, you need to add value to the client/VA
relationship. Providing value to the client can be as simple as answering the phone in a
genuinely, warm and inviting way.

Given the nature in which a VAs work is primarily done, via phone and e-mail, it is
important to add those personal touches to all aspects of your customer service;
especially when it relates to the telephone.

Some items to consider are:

Answering the phone
¢ When answering the phone sound glad that your client is calling you.
e Always be professional, however, clients will appreciate warmth in your voice.
Try answering the phone like you know it is a friend.
e Develop an appropriate greeting, for example, “Mary Wilson, how can | help
you?”

Returning Calls
e When a client calls you, try to return the call within two hours.
e |If your client is unreachable when you call back, try again and leave specific
hours when you can be reached.
e E-mail your client as well and let them know that you received their message and
are available to speak with them.

E-mail
e Be concise and to the point. Your clients will appreciate a short direct e-mail.
e E-mail them updates on particular projects to keep them “in the loop”.
e Check your e-mail at least every 20 minutes in order to return urgent client
enquires.
e Do not get too carried away with “emoticons” however a well placed smiley face
© periodically may lighten up the day for your client.
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Service and Value Added Assessment

Little things really do make a big difference. The smallest gestures made on your part
can make your clients feel special and coming back for more. Deliver an “above and
beyond the call of duty” service to all your clients. By doing this you will be adding value
to the relationship and intensifying that customer loyalty.

Step One: check off all the items you are currently doing in your business.
Step Two: make a plan to implement the items you did not check off.

[ 11 conduct weekly meetings with my clients in order to stay connected.
[] During meetings, | am attentive and free of distractions.

[ 11 have a process in place to ensure my clients are satisfied with my service.
[ 1 My work is always complete and error free before sending to my client.

[ ] When | make a mistake, | learn from it and change whatever needs to be changed in
order for it not to happen again.

[ 11 have set my standards very high.
[ ]1am honest communicating deadlines to clients and ensure those are met.
[ 11 only offer services | do exceptionally well.

[]1f I am asked to provide a service for a client that | normally do not offer, | am honest
about it.

[ 11 often send my client resources, articles that | know they would find helpful.
However am conscious of his/her time commitments and regulate the information |
send.

[ 11 promote my clients services/products whenever | can.
[ ] For large projects | give my clients a discount (an hour or two on the final bill).

[ ] When | am away from office, | always let my clients know, so they feel taken care of
and informed.

[ 11 provide opportunities for my clients to use me as a sounding board.
[ 11 never over promise.
[ ] For special occasions | always send my client a card or small gift.

[ 11 offer a free hour a week for strategic planning sessions.

** A note on value added, ensure that your client would appreciate items such as
sending resources, tips etc. In some cases your client may not view this as a value
added but a distraction. If unsure ask if they would like this as a complimentary service.
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Chapter 2 - Summary

How are you to market your business, if you are not sure who you are marketing to? By
following the three steps listed in this chapter:

1) Identify your target market
2) Reach out to your target market
3) Research your competitive market

You will begin the foundation necessary for all of your marketing initiatives.

By taking target marketing a step further and identifying a niche market you will be able
to market your services to a select group of individuals. Individuals who appreciate what
you do, the services you provide and the way in which you deliver those services. This
will enable you the opportunity to make money doing what you love by providing
superior customer service.
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CHAPTER THREE

Company ldentity

“It is a pretty recognizable brand name.
Originally it was "Jerry's Guide to the World Wide Web" but we settled on "Yahoo."
- Jerry Yang

Creating a company identity is an important part of every business; your company
identity presents an image of how the rest of the world, including potential clients, will
recognize you and your services.

This chapter will examine the importance of your company’s identity and will explain
how you can create and project an image that will help you sell your services.

Company Identity vs. Company Image

Although very similar in meaning, company identity and company image are two
separate things. Your company identity can be defined as the various characteristics by
which you and your service are recognized and known. Therefore, your company
image is how vyour business identity is perceived by customers, associated
professionals, the media, and the public at large.

McDonalds, for example, is known for pioneering the fast food industry. Most
consumers are familiar with the “golden arches.” The production of hamburgers and
soft drinks is one aspect of their identity. But how is McDonalds perceived? What
image does it project?

There are many characteristics that go into creating your company identity: your
service, logo, tag line, Vision, Mission, Core Value statements, advertisements, and
website are obvious features that tell your potential customers who you are.

You may be thinking “If my service is good, that is all that counts.”; not so. While it is
essential to have a quality service, the reality is that in today’s business world, image
sells. You want to project yourself and your company as being reliable, professional
and dependabile.

For example: You have determined that your target audience is corporate HR
consultants. You want to project an image that is professional, straight-laced and
confident. Your website should not be plastered with little pink butterfly images and
rainbows, the corporate world is not interested in how “pretty” your site looks. They
want to see a very professional, direct and well written website that appeals to them.
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Creating Your Identity

There are three stages in creating your company’s identity:

1) determine your company identity
2) design your company identity
3) communicate your company identity

Determine your Company ldentity

Start by asking yourself, “what do | want my customers to say and think about my
service and company?” Answering this question will help you determine what kind of
identity you want to establish.

When determining your identity, you must understand three important factors:

a.

Type of Business and Service

If you are reading this book, you have already established that your
business is that of a Virtual Assistant. The services you provide will be
administrative services. Your image must make sense and match what
you do.

Target Market
When developing your identity, a rule of thumb to follow is that your
identity should match the identity of your clients and potential clients.

Your Competitors

You must also determine the image of your competitors. There are two
thoughts on this issue: Some say your own business identity should come
close to your competitors and others say that you should stand out from
your competition. For the greatest impact, you will want an appropriate
blend of the two. You will want to project the image of being reliable and
dependable like your competition but you will need an image that gives
you a competitive advantage, for example, being new and innovative.

Design your Company ldentity

In order to communicate the identity that is right for your business and your target
market, you must design it. You will want to establish a consistent look and feel to all
your materials. A good place to start is to create your Vision, Mission and Core Values
for your company.
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Mission, Vision and Core Values

One of the most challenging aspects of creating your company identity is designing the
core of your business...your Mission, Vision and Core Value statements.

They define the path your company will follow and act as a guiding principle by which
your company functions.

One of the questions | am asked most, is how long do these statements need to be?
You will find that all marketing professionals will have varying opinions on this; some
suggest that mission statements should be a one liner, while others will say these
statements should be at least 4 to 5 lines.

My belief is that you cannot put a line total to what could be one of the most important
items in defining who you are, what you stand for, what you plan to achieve and how
you intend on getting there. The length is less important than the power of the
statements. The only requirement | instill on Vision/Mission and Core Value statements,
is that you are passionate about what you are writing and are delighted with the end
result.

The Vision Statement

According to the Cambridge International Dictionary of English: “vision: noun [U] the
ability to imagine how a country, society, industry, etc. will develop in the future and to
plan in a suitable way.”

A vision statement can paint a picture that creates a sense of desire and builds
commitment to reaching the vision. It is what you see possible. Your vision statement is
about the impact you want to have on the world. Your VISION defines your long-term
dream.

Sample Vision Statements:

“To be a leading entity to provide training, knowledge and consulting services all over
the world in the fields of self development and human resources development for
individuals and business societies."

- the vision - to be a leading entity

“By forging new standards in therapy and establishing new industry benchmarks that
improve the health of Canadians, AstraZeneca Canada Inc. will be the pre-eminent
pharma company.”

- the vision - be the pre-eminent pharma company
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The Mission Statement

The Cambridge International Dictionary of English’s definition follows: “mission
statement: noun [U] A mission statement is a short written description of the aims of a
business, charity, government department or public organization.”

A mission statement provides the action needed to your Vision Statement. Your
MISSION is what you intend to accomplish. A well-written mission statement
demonstrates that you understand your business, have defined your unique focus, and
can articulate your objectives concisely to yourself and others.

Sample Mission Statements:

"To provide continued customer satisfaction by maintaining value driven and positive
work attitude employees, and become the leading furniture maker, supplier in the
market today".

- Purpose — to provide continued customer satisfaction
- How — by maintaining value driven and positive work attitudes
- By doing the “how” | will achieve — become the leading furniture maker

"To be a profitable provider of high quality software solutions and services that provide
strategic value to our customers and create a company that can attract, recruit and
retain smart and talented employees.”

- Purpose — to be a profitable provider of high quality software...

- How - providing strategic value

- By doing the “how” | will achieve — to attract, recruit and retain smart talented
employees.
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The Core Values Statement

Core Values are rather simple; they outline the ethics and values of the company,
creating a pledge to it clients and the world at large. These statements demonstrate a
company’s commitment to success.

Sample Core Values:

SEARS:

e Customer-focused
Results-oriented
Partnerships/Teamwork
Pro-active and innovative
Risk-taking
Open, honest communications
Accountability
Respected
Diversity

NEW YORK TIMES

e Content of the highest quality and integrity - This is the basis for our reputation
and the means by which we fulfill the public trust and our customers'
expectations.

¢ Fair treatment of employees based on respect, accountability and standards of

e Creating long-term shareholder value through investment and constancy of
purpose.

e Good corporate citizenship.

To help you begin the process of creating your statements use the Mission, Vision and
Core Values Worksheet on the next page.
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Mission, Vision and Core Values Worksheet

Creating your Vision Statement

To help clarify what direction you should take with your Vision statement imagine the
future three to five years from now. Imagine that your business is everything you want it
to be.

Now...

What does this picture look like?
What are you doing?

Who are you doing this for?
Who is in it?

What are people saying?

S

From this image write down key words that represent this scenario:

Use these words in a few sentences to describe the vision for your company:

Now put it all together!
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Creating Your Mission Statement

When creating your Mission Statement, you are looking at the PURPOSE of your
business, HOW you are going to accomplish your Purpose, and what the ultimate
ACHIEVEMENT will be.

Purpose: What is the objective of your business?

How: How are you going to do this?

Achievement: Once you have defined the purpose and how you are going to do this,
what will be the ultimate achievement? By doing the “How” what do you hope to
achieve?

Now...put it all together!
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Creating Your Core Value Statements

Values are traits or qualities that are considered meaningful and represent someone’s
highest priorities and deeply held driving forces.

Value statements define how people want to behave with others within and outside their
business.

Below is a list of values, check off five that represent you and your business.

[] Accomplishment [] Empathy [ ] Loyalty

[ Accountability (] Empowerment [ ] Mastery

[] Accuracy [] Enjoyment/fun [ ] Optimism

[ ] Ambition [ ] Equality [ ] Persistence
[] Challenge [ ] Excellence [ ] Quality

[ ] Collaboration [ ] Flexibility [ ] Respect

[] Compassion [ ] Friendliness ] Responsibility
[] Competency ] Generosity [] Security

[ ] Courage [ ] Honesty [ ] Service

[] Credibility [ Improvement [] Stewardship
[ ] Dedication [ ] Independence [] Superior
(] Dependability [ ] Individuality [ ] Support

[] Dignity [ ] Influence [ ] Teamwork
[] Discipline/order [] Innovativeness [ ] Wisdom

[] Diversity [] Integrity

[ ] Efficiency [] Learning

Now...use each word that you have chosen from the list above in a sentence that
represents your business core values. One word per sentence!
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Company Name

Choosing a company name is one of the most exciting parts of starting a business. It
adds a sense of reality to the process. A clever business name can be an effective
marketing tool, however, coming up with one can also be frustrating. Do not let the
search for a perfect business name deter you from starting your business.

A successful business name must contain two components:

1) Descriptive
2) Distinctive

The descriptive component tells your clients what it is you do. You want to ensure that
your market does not have to guess at what you do.

Secondly and just as important is the distinctive component. The distinctive component
is what sets your company apart from everyone else in your industry.

A good business name accomplishes a number of goals:

e It is direct. You do not want anything in your business name that could
potentially confuse a potential client about what it is you do.

e Itis not trendy. Stay away from names that are too closely identified to current
trends. Trends come and go.

e It conveys the right feeling. You want to choose a name that triggers a positive
association.

e It is easy to spell and pronounce. Make it simple; a name which is easily
spelled is easily remembered. People have a hard time remembering names
they cannot pronounce.

e It is memorable. It is hard enough choosing a name not to mention one that is
memorable. Of course this is not always possible.

e |t is pleasing to the ear. Whether something is pleasing or not has a lot to do
with your market.

Once you have a list of prospective names, share these with family, friends and
colleagues.

OOPS!!

Larger companies spend thousands of dollars researching potential names for products and
services and sometimes they even fail.

General Motors introduced the Chevy Nova into Latin America and it was a total disaster. You
see, in Spanish, “No va” means “doesn’t go”.
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Company Logo

When establishing your identity, there is nothing more critical than your logo. A logo is
an image that is associated with your company and gives the public another way to
remember you. Your logo appears on all of your correspondence, your business card,
letterhead, flyers and advertisements. The purpose of a logo is to convey the essence
of your company’s identity.

Some individuals are auditory, some are visual; a visual image makes your company
more memorable. People use more of their brains when they associate you with both
words and image.

The word “logo” means a name, symbols or trademark designed for easy recognition.
Logos date back to Greece in ancient times. Many early Greek and Roman coins bear
the monograms or logos of rulers or towns. These ciphers consisted of a single letter,
and later a design or mark consisting of two or more letters entwined.

In the thirteenth century, logo design evolved from simple ciphers to trademarks for
traders and merchants. These early examples of logo design include mason marks,
goldsmith marks and watermarks of nobility.

With the emergence of the information age, logo and logo design changed. Today the
general public has become increasingly aware of visual symbols, especially trademarks.
Logos have now become the front line of a company.

A good logo will convey something about your company, even a feeling. The Nike
“swoosh” represents speed and movement. A logo does not have to be a drawing or
illustration. Think of Coca Cola — the words themselves are an illustration. This is
called a “logotype,” and can be very effective.

When thinking of your logo design, consider these items:

e Make an effort to notice other company logos, especially within the VA
profession.

e Graphics: Try to avoid using a lot of graphics. The simpler your design, the
more impact it will have. Remember that the purpose of your logo is to quickly
make a statement about your company.

e Typestyle: Bold blocks of text invoke the image that the company is strong and
large. ltalic type can convey a classic image. Whatever typestyle you choose, it
needs to be easy to read.

e Tagline: The short and snappy sentence or words that appear underneath a logo
is a tagline.
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Logo Colour

The colour of your logo is an important element. Bright colours will be strong attention
getters and excite people; blues and grays have a conservative theme. To convey the
image that you are hot and innovative, use red, yellow and orange.

Here are some common colour and shape associations:

Blue — reliable, intelligent, secure, business-like, leadership, depressing
Pink — feminine, calm, relaxing, therapeutic

Black — rich, sensuous

White — pure, clean

Red — danger, bargain, excitement, warm, intimate

Yellow — sun, outdoors

Brown — rich, earthy

Green — money, leisure

Orange — healthful, warm

Gray — security

‘ Feminine, soft, weak, tender, loving, warm
A Mysterious, exciting, powerful, forceful, danger

. Solid, predictable, sure, brittle, hard, abrasive

O Secure, pleasurable, experiences

A great example of a company that is consistent with colour is American Express. They
use the same shade of the colour green throughout all of their marketing materials
involving their credit card. The colour green is significant and an inseparable aspect of
their logo.

Tip: If budget allows, we highly recommend that you hire a designer to create your
logo. A designer will understand the differences between print and web use and will
provide you with both. You want to maintain a professional company identity and a
well designed logo will help you achieve this.
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Tagline

One of the key pieces of your company’s identity is your tagline. A tagline is used to
better explain what your business does and to create an impression about your
company and/or service.

A tagline is one of the most important ways to market your business; it can become the
basis of your advertising and marketing pieces. Tag lines do not have to be “catchy” but
they should be memorable to your target audience. A general rule is the shorter the
better. Most taglines are just a few words. It is not just how short you make it; it is
about how you make it short.

Here is an easy method to help you create your tagline.

1. Try to express what your business does in one sentence or less. Trim it right
down. This is not a mission statement; it is a plain statement of what you do.

For example: If you provide administrative support to real estate agents, your
sentence would be: Providing Administrative Support to Real Estate Agents.

2. List some of the benefits of your service.

3. Put the information from step one and two together and develop several taglines.
Remember, your taglines should carry some feeling or emotion as well as convey
the benefits of your service.

4. Try these out on your friends or family and pick the best tagline. Pick the one
which most aligns with how you see your business.

Use your tagline on all of your materials in conjunction with your logo.

Some well known taglines are:

Epson: “The power to create”

De Beer’s: “Diamonds are forever”

Timex: “It takes a licking and keeps on ticking.”
Nike: “Just do it!”
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Branding

A book about marketing would not be complete without a few words about branding.
Branding is a name, term, design, symbol, feature or identity which distinguishes your
service or services from others. Strong brands can deliver incredible customer loyalty
and your service could become synonymous with price, quality or some other feature.

A brand is the combined set of impressions and expectations that a client has as a
result of the interactions with the company, its products and services over time.
Everything you say and do establishes your brand.

Branding is a concept that has received a lot of attention. Many firms have created
brands that are well known, from Coca Cola to BMW. BMW is a premium brand of car
which conveys the image of prestige and quality, however BMW would not be perceived
like this if they did not continue to build high quality cars for which people are willing to
pay more than other car “brands”.

Do you need to have a “brand”? Not necessarily, some individuals feel that branding is
just a new word to give consultants something new to sell and that it is very similar to
positioning. If branding appeals to you, use it; but make sure it is consistent with who
you are and that it helps you build those very important client and prospective client
relationships.

A good brand will contain three elements, or the three “C’s” as they are known as.

1) Clarity: Strong brands immediately tell you what they do and do not stand for.

2) Consistency: For a brand to be effective, the message surrounding it must be
consistently delivered over time. They offer a consistent experience from
beginning to end.

3) Constancy: Strong brands are constantly in front of their target audiences.

-47 -



Understanding branding — things you should know:

1. Your brand needs to be always represented.
Every time a client or prospective client has contact with you, your brand should
support a positive image.

2. Branding is a long-term commitment.
In order for a brand to be effective, it must be in the minds of your clients for a
very long time. Consider this when establishing your brand.

3. You can brand anything.
Anything and everything you offer can be branded.

4. Knowing yourself is important.
Understanding yourself and your company is important when determining your
brand. What are the advantages and disadvantages associated with your brand?
To help you with this, ask current clients, friends and family.

5. Your brand is always a work in progress.
You will never be able to perfect your brand as your clients’ needs and emotional
responses will change — just grow with them.

6. Be consistent with your design and message.
Everything from your company should have the same look, feel and message.

7. Your brand should be appropriate to your clients.
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Communicate Your Company Identity

Once you have first determined your company identity, then put in the work to create
your company identity. Now it is time to communicate your company identity.

Your company identity includes:

Business Name

Logo

Tagline

Vision, Mission, Core Values

Other items to think about are:
e Company Colours
e Graphics other than logos

These may not be specific to your company identity however when communicating your
identity consistency and repetition is key.

Your company identity must be integrated into all of your communication and marketing
materials:

Communication Materials:
e Letterhead (also a marketing material)
Envelopes
Fax cover sheets
Invoices
E-mail Signature (also a marketing material)

Marketing Materials:
e Letterhead
Business Cards
Sales Letters
Brochures
Flyers
Newsletters, etc.

All of these items should contain the image that you have established. Every bit of
correspondence that allows you the opportunity to display your identity should be taken
advantage of.

The marketing materials mentioned above will become part of your “marketing kit” which
will be discussed in subsequent chapters.
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Chapter 3 - Summary

Creating your company identity is a critical step in the development of any business,
especially a virtual business. You want your company identity to tell clients and
prospective clients who you are, what you offer, what you value, and most of all, to
project an identity that attracts those clients that are best suited for your business.

Although creating your company identity can be somewhat challenging at times, it can
also serve as an outlet for your creativity and help you become clearer on what it is you
want your business to be. Have fun and put as much of yourself into your business,
after all you are selling your services, so in essence you are selling YOURSELF.
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CHAPTER FOUR

Your Marketing Kit

Things to know before you begin.

Start from wherever you are and with whatever you’ve got.
-Jim Rohn

In Chapters Two and Three, we addressed items such as target market, company
identity and communicating your identity. Now it is time we put it all together. The next
few chapters will be devoted solely to the development of your Marketing Kit (Marketing
Kit is a term we will be using throughout this book to describe your marketing materials
as a whole.) However, before you can create your marketing kit, there are a few things
you should know before you begin.

Step 1: You will need to understand a little more about what goes in a marketing kit.

Step 2: You will need to know how to write your message, 