
Norm Robinson ast issue we addressed “Chicken or the Egg,” where marketing 
begins. Let’s continue that conversation and try to get more spe-
cifi c and more focused on what will turn a suspect into a pros-
pect you want to pursue.

I hope you absorbed the last part of the last sentence. Select-
ing which prospects to pursue is a crucial element in your mar-

keting vision. Business is tough enough these days that you shouldn’t be 
wasting your time chasing prospects you don’t really want to work with 
or that you aren’t qualifi ed to help. Although we’re all trying to generate 
more and more revenue, take a breath and relax for one minute. Given 
that we all are under the same pressure of a day that’s only 24 hours long, 
we need to recognize which targets we should pursue and which ones 
we should leave for someone else (maybe a referral opportunity). 

As marketing consultants we work closely with businesses every day. 
We ask our new clients “Who is your primary target market?” Many 
answer “Anyone with money.” � at, of course, is shallow, short-sighted 
thinking. � e respondent probably had a low checkbook balance that 
day and was thinking only of the almighty dollar. We’ve all been there, so 
we understand. But again, take a breath. Let’s think very seriously what 
the day-to-day ideal working situations would be in various scenarios. 
Sure, a good salesperson can get us in front of almost any prospect, but 
is that what we really want? I would argue what we really want is to work 
with the type of prospect/client we have experience with and to whom 
we can bring signifi cant value. 

Here’s a true story that I believe fi ts well. I have a client in the profes-
sional services business. When he and his partners began the business 

nearly 30 years ago, they made a pact. At each 
annual shareholders meeting all the partners are 
required to bring a complete lists of their clients. 
� e clients are listed two ways: from the most fun 
to the least fun to work with AND from the most 
profi table to the least profi table for the fi rm. It’s 
usually that their fun and profi tability scores are 
relatively close. � en each partner is REQUIRED 
to resign the bottom 10% of his/her list. Why? Be-
cause in their opinions, “We don’t want to work 
with clients who aren’t fun and profi table.” � ink 
about that for a minute. It makes a lot of sense, 
doesn’t it?

Let me propose this to you before we resume 
talking about the marketing and prospecting part 
of our business: review your current client base. 
Look at each one and ask yourself about the “fun” 
factor and the profi tability they generate. Is it hard 
to resign an account? Sure it is. But if they’re ac-
counts you don’t enjoy working on they make 
unreasonable demands – then pay in 90 days, 
get rid of them! Work for people you enjoy. You 
know in your heart clients you enjoy are usually 
the most profi table too because they want to go 
the “next step” and stay ahead of their competi-
tion. And that means staying ahead of the tech-
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nology curve.
So here’s your fi rst assignment: Examine your 

current client base with a magnifying glass. Ask 
the people who work with them daily. Your team 
members are the ones who are “beaten up” by the 
tough clients. � ey are the ones who suff er when 
they get those demanding calls. And that type of 
treatment by clients takes a toll on your employ-
ees’ attitudes and productivity.

From Shotgun to Rifl e Shot
Now let’s look at turning your marketing di-

rection from “shotgun” to “rifl e shot.” If you’re a 
hunter, you understand the diff erence. A hunter 
uses a shotgun for certain types of hunting, a rifl e 
for others. � ere’s a method to the madness, in 
other words. As a business person you recognize 
that blasting out a message in every direction is 
usually a waste of time, energy, and money. � e 
return is almost always dismal. � e scattergun ap-
proach usually means “lots of money out, little or 
nothing in return.” And, if you are lucky enough 
to get a response to your eff orts, many times it’s 
from a prospect type with whom you have only 
marginal experience.

Understand your 

verticals and work 

them hard.

So let’s take another look at your own business 
and your past success. � is presents a perfect op-
portunity to meet with your staff . Get them in-
volved since they are the ones who will turn new 
business prospects into happy, longtime clients. 
Here’s an idea: produce a list of all your active cli-
ents and pass it out to the employees in the plan-
ning meeting. Address the issues of: fun-to-work-
with, profi tably, and opportunity for growth. At 
the same time, list each of the “good ones” by in-
dustry type. I’ll bet you’ll fi nd that several of your 
valued clients fall into the same or similar indus-
try types. If you are a new fi rm, you may not have 
such a clear path, but an established fi rm most 
like does. Once you’ve gone through this process, 
you’ll begin to see the light. You need to aim your 
marketing eff orts at industries you have experi-
ence with and expertise in. 

Prospects expect you to understand technology 
and software applications. It’s a given. What those 
prospects are looking for, though, is a fi rm that 
understands their business type. � ey want some-
one who understands their language, the obstacles 
they face, and the challenges they will experience 
in a technology change. In short, they want to 
know you understand their business well enough 
to make the transition easy. And the best way for 
you to convert a prospect to a client is by earning 

When You Aim At 
Fun-To-Work-With Prospects 

their confi dence. “How do I do that?” you ask. 
First, in all your marketing eff orts, make certain 

you address them using familiar terms. If you have 
specifi c examples, testimonials, and case studies 
from their industry segment, use them! � at’s 
what will set you apart from your competition. 
� ere are all kinds of generalists out there. You 
need to portray your fi rm as a specialist in your 
prospect’s industry. If you are fortunate enough to 
get a face-to-face meeting, be ready to give spe-
cifi c examples of experiences your fi rm has had 
with similar challenges in their industry segment. 
If you can get to that rung in the prospecting lad-
der, your chance of success is excellent. 

So again, fi rst you must analyze what indus-
try segments you and your team can claim as 
specialties. Focus your marketing in those direc-
tions—your list sourcing, your copy in materials, 
and your sales presentations. 

You’ve heard it a hundred times: Understand 
your verticals and work them hard. Put the shot-
gun in the closet. Quit wasting time on businesses 
you don’t really understand. Get your rifl es out 
and sharpen your aim. You know when you hire a 
vendor you want someone who understands your 
specifi c challenge and gets the job done. Why not 
position your fi rm the same way.

Now get busy. Make up your client lists and 
schedule your staff  meeting. Focus your team on 
industries you understand – industries you can 
turn into fun and profi t. 

Chicken or the Egg Part 2…
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