NAILING
YOUR NICHE

Defining - and Growing a Niche

© Educe, Inc. | Limitless Advisor
Limitless materials may not be reproduced, used, or sold in whole or in part, in any
manner, without written consent or license for use by Educe, Inc.




~\

WHY

are we
having A
conversation
about

NICHES?




he Marketing TRAP

SPECIALIZATION + ADVICE + EXPERIENCE

D

| |
AJ

“NTIATION



YOU ONLY HAVE 100 SEATS
50-100 "JUST RIGHT" Clients Is All It Takes




HE MUL TIPLIER EFFECT..

S years to a pure niche



NARROW YOUR FOCUS

GENERALIST

* A broad knowledge base

« Resources are spread out

» Higher number of leads,
lower conversion rates

Generalist Dr. $ = x « General marketing

SPECIAI_IST

Expertise in a single area

* Resources are consolidated

* Low number of leads, high
Specialist Dr. S = 5.7x conversion rate

* Micro-targeting



How Getting Clients
“volves When You NICH

SAMPLE NICHE FINANCIAL ADVISOR MARKETING PLAN (TO ARCHITECTS)

Q1 Q2 Q3 Qb4
. Set up website . L Find 1 guest blogger
Inbound Marketing and blog ‘retirimg | L expert per month

Attend chapter Finel AlA valunteer
N Credte prasentation on Dieliver presentation Dsliver prasentation to
Establishing Credibility "Retiring into your practice” to local chapter 7 ather ALA chapters

Fitch presentation for next yoars

El..l”d]ﬂg Awareness mational conference

Find media partner to distribute

. Formulate Survey on vev. with blans to bublish
Thought Leadership semi-retlred architects S :'-.'h'l E:.II'-;:EQF'EFL -

@ Michasl Kitces, www kitces.com
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20/20 MONEY

Adam Cmejla

e———————
Listen on Apple Podcasts / \

FEB 10, 2020
Being an Optometrist and Working
nd welcomes thig epiSOQe £ 20/20 M

as a Medical

ney: wvi

otr

Adam Cmejla, CFP®

In our world, we call
you Freedom
Fighters

We do our best work with entrepreneurs who have
achieved success in growing their business. They
are leaders who strive to grow in all aspects of
their lives and are open o new experiences,
ideas, and tools that will help elevate their life and

career.

Here are some key client statistics

Concentrated investment in Respect delegation v

business equity

v

Ready for your next level of Values advice iV g

enfreprene urship



HOW DO YOU NARROW? - -

Q GENERAL NICHE Retirees (planning for or .in retirement)

. : jQ NARROW NICHE Optometrists within 5 years of retiremen
B - S . S | , Optometry Practice
N . SPEC|QA\|—°|ZE.D' - Owners within 5 years of
N . NlCHE. N .' - selling firm

°
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......

. HYPERSPECLA\UZED Optorﬁetry Pra]tctlce Oowners
: - selling toaPE im0
NICI—IE % g 4
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WHAT WE TELL
OURSELVES

LACK OF
NICHE
DIFFERENTIATION

I'm worried I'll exclude
too many people.

RISK TO
REPUTATION Clients will not
OR REVENUE like the change.
HEDGING
THE | don't know which
COMMITMENT niche to pick.

WHAT WE THINK
T MEANS

My clients will all leave me, and then I'll

run out of money, get eaten by a tiger,

olgleKell=)

There won't be enough clients
willing to pay for my services.

| shouldn't do anything yet.

©

WHAT IT MIGHT
REALLY MEAN

| need to better define
my ideal client avatar.

| could build a highly
profitable, specialized
practice.

It's okay to change down
the road; this doesn't have
to be permanent!!!



AFFINITY

BASED ON
SHARED INTERESTS
Schools, Clubs, Social Circle

PSYCHOSOCIAL

BASED ON EMOTIONAL
OR EVENT NEEDS
Divorce, Widow, Lottery

%
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EDUCATION

BASED ON CLIENTS' NEED
TO BE EDUCATED
Retirement Planning

VALUES

BASED ON SHARED
BELIEFS OR VALUES
Religion, Politics
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EXPERIENTIAL )

[Ep) o
BASED ON LIVED EXPERIENCES
Private Client Group,

TECHNICAL @ e,
Group Planning

BASED ON TECHNICAL EXPERTISE
Business Owner Exit Strategies,
Special Needs
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EXISTING
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SHARED
INTERESTS
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THE ‘GO TO'

EXPERT

DESIRE TO
WORK WITH

@)

MARKET
NEED



-1 TO KNOW YOUR NICHE

DEVELOP YOUR EXPERTISE BY KNOWING THE IN-
DEPTH ISSUES AND NEEDS OF YOUR NICHE

«  Work/industry issues « Life-stage/event-based issues
* Financial challenges * Planning and investing needs
» Personal challenges What keeps them awake at night?

DO YOUR HOMEWORK

« Personal interviews
« Market research
« Technical learning

CONSISTENTLY PROVIDE INSIGHTFUL INFORMATION
AND EDUCATION THAT SUPPORTS THE NEEDS OF
YOUR NICHE

« How depends on audience and growth strategy
«  Watch "Client Value-Adds" lesson for inspiration

&) Sample Client Interview Agenda

YOURLOGO

VERE

How to Conduct CJ

Wa alvways say thot feodback 5
The chalange with getting feedbe
guide focuses on helping you gatr
clent ntentews.

Chient Inteniews differ from survey
on the personal relotionship you ha
can help you despen the relationst
Or, your goal may be to samply gat
strosght

Whataver the goal, this guice wil
Interviews ond wolk you through th

STEP 1 SEL
uanur, now mony clents YoU Wiamows
interviews will toke pioca, typically over

STEP 2: THE

1Ing 0 personal emat
your comversation with tt
an open and honest form

xampl

11 Bob, I'm reoching cut because | wont to get some real feedback on our irm.
fm intanviewing a handful of clients to.

»

1 kno thot youll give me honest feedback, »
‘of 30 mirtes In the next fow wooks?

to

sl Ares you avaabiks 1o meo

STEP 3:f VENUE

ua' SE'V-E and to
e that we delver the quality of service

. get readbock on our brand and If it's meaningful to clents.

‘Your offica or even virtual options can work for g location, but It possibée, select o neutral

TRODUCTION SCRIPT

Start with the personal. Touch base and moke ntroductions, then set the stoge
foe the comversaticn. You may even consider making light of the fact that you'te
taking notes. Whatever you say, it should be authentic and In your ovn voice

iy wilhs e, Kiera I means o lot Lo me personally that
mm-uulm. axtres Limes 1o help support our firm. As | menticeesd before,
feadback on ways we can better serve our chents and grow the business without
ting the quality of senice our clents desenve. This ntensew 1s similar to an
advisory board, but | realy wanted ta hear personally from our best clionts

T han @ ow spocilic questions, bul foel fres Lo share anylhing you want. Arxd, il
yous coert mind, e going Lo Lok notes whil we tak (Natalie keeps reminding moe
that she’s the one in our office with the photographic memoary |

IEW

1 What do you kvo the mast about nnqvw
7 Whot ga you find most n- sanace y

3 s our sanvice on experience worth referming, and why o omv not?
4

5

What senvices do we not offer that you would lke to see us offer?
As wa grow, our ideal chent is [insert descripton] What types of avents,
education or commurscations do you think a potential chant would find
valuable?
Whiat helped you moke the decision to work with us? Was there a deciding
ctor?

o

hat are you mast concerned about as we look to grow?

We sand a ot of educationd content and communications. Do you find
thesa voluable, both in terms of frequency and content? Do you know
others who might lind these uselul?

Arything else we shoukd know?

=

S YOUr W
S On our clents.

busin
ute that we are ocdressing the necds

1 wanted o osk 1 you'd be wiltng
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STEP 1
Define your ideal client

Define your service model(s)

Develop your brand and
messaging

Focus your marketing plan

[ING START

[T]
W,

oH
O

| don't have a

niche, and I'm

not sure where
to start.

STEP 2

Transition nonideal clients
(now or over time)

Deepen your expertise and
specialize your services further

| have a niche, fi
but | need to

grow it.

| have a niche,
but should |
Narrow it?

STEP 3
Hyperniche your marketing
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oul Loe’ work with women just like you,
iNdle J;ﬁmr ent career women who want to be savvy
Clb heir money, out are busy and want a trustead

OdVIsor to help them manage their financial life with
confidence. 99

¢ EVERYONE ELSE

‘I'help independent career women
- planning for retwemen’c iNn the next 5
' vears. )9




HOW TO HANDLE

Non-Niche Prospects &

Referrals
L. .

Listen to their needs closely

Acknowledge needs, validate search
R —
Give suitable recommendations

Support finding a better fit

¢

We do our best work with clients who...
And your search for a trusted advisor is
a good one, so let's talk about how | can
help...

9

CC Your situation requires a different

specialty than we offer. It would be like
asking a cardiologist to perform knee
surgery. But I'd be happy to connect
you with some options...

3

C" | can recommend a great firm that

specializes in working with clients like you
that can tailor planning to meet your
specific needs.

35



Choosing Your Approacn

S & 9%
o ﬁn]
BURN THE SHIPS TIMED TRANSITION

OLD IS OUT, NEW IS IN MAKE NEW FRIENDS, KEEP THE OLD(until...)
Market 100% to your niche Narrow marketing/niche campaign
Take on only niche clients Narrow prospect profile
Commit a brand to your niche Create broader brand with specialties
More quickly transition nonideal clients Transition out nonideal clients over time

LIMITLESS



T'S A S3-YEAR RUNWAY

e _Deepen your exp >
© Spee-lcmze your morketlng ought Leader status
@ Keep tellmg"yQLLstory © Nurture your au

—

—
\



WHAT'S

N=.9
Pick Your Niche

Figure out what
stream you're

going to put
your net in.

Share your new niche with
existing clients and COls

Determine how to handle
nonideal referrals

Refine and execute your
marketing

Stop taking clients
outside your niche
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WATCH &
READ

"Leveraging Unique Centers of
Influence to Grow a Niche Advisory
Firm for Doctors with Johanna Fox
Turner," Michaoel Kitces

"Stop Asking for Referrals," Stephen
Wershing

The "Nailing Your Niche" Learning
Path

Read the Nailing Your Niche
Guidebook and Client Interview
Guidebook

Use the "Define Your Niche and Ideadl
Client Profile" worksheet to select
ideal client/niche

Need help figuring out your niche?
Use the "Top Client Niche Inventory”

Review lesson on member site;
complete exercises

Watch "Nailing Your Niche"
Learning Path (member website)
for deeper learning

Define and develop your niche
specialty

Organize your priorities accordingly

-_—
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