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Simple alternative
Obtain the opinion of your target market on the 
product/service at the start of the development cycle.

Obtain input 
from clients 
when 
products 
or services 
are being 
developed
The usual course of events in a business when a new 
product or service is being developed, or an existing 
one is being improved, is as follows:

 Someone in the business gets a bright idea.

 A business proposal and product/service 
specifications are compiled.

 The proposal is approved (or rejected).

 If approved, resources are allocated to the 
development project.

 The finished product/service is marketed.

The greatest challenge in this approach lies in the  
fact that we ourselves are often not the potential 
buyers/users of our products/services. It often comes 
as a surprise that our ‘no-one has ever thought about 
this’ product/service does not perform according  
to expectations.
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How to quantify the most crucial financial planning 
risks in your business 

FIND OUT MORE

Where  
should I 
start?

 Formulate very clearly what you wish to ask the target 
audience. Consider every word with care.

 Make quite sure that you know who you are going to 
target with the product/service.

 Existing clients (that fall within the target audience) are a 
good start.

 Compile a short survey on a suitable technology platform 
(there are various alternatives –

 www.surveymonkey.com is one with a free functional version) 

The link to the survey could then be e-mailed to the selected 
research group with an introductory note.

 You could also ask the input of clients at various Points of 
Sale, while they are waiting to be served.

 You could utilise the website of your business, e.g. by 
having a weekly online opinion poll.

 Chambers of business are also good places to obtain input 
from.

After you have collected the feedback and processed the 
information, it is extremely important to include applicable input 
and suggestions in the development process of the product/
service. I have often seen good advice being blatantly ignored.

Two benefits of  
clients’ participation

 you know their specific preferences 
and dislikes from the start and

 they accept co-ownership in order 
to ensure a quality output

A product/service 
designed around 
the specific 
needs of a target 
client, simply has 
a much greater 
chance of being 
successful.

Licensed Financial Services Provider

http://www.sanlam.co.za/businessowners/business-tools/1-2-3of-business/Pages/1-2-3-of-business-owners.aspx/?tp=1&sp=79&cp=001&bp=001
http://www.surveymonkey.com
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How to  
identify  
my most 
valuable  
clients
Without clients we will 
not have businesses. But 
it so often happens that 
we spend too much time, 
effort and resources on 
the wrong type of clients 
– clients who drain our 
resources without adding 
much to our bottom line.
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Business Owner, are you financially fit?  
Get a free Financial Fitness Analysis 

Determine the profile of a valuable client by 
looking at the following attributes

Apply the following 
guidelines

 Individual or business

 If a business, how big?

 Age

 Gender

 Industry

 Client interests

 Buying patterns  
(Which products do 
they purchase, where 
do they transact, when 
do they transact, how 
do they pay for their 
purchase?)

Know what makes a client valuable

 They purchase high margin products/services.

 They pay the quoted price and do not squabble about the price.

 They order less frequently, but when they place an order, it 
is substantial.

 They keep their commitments – orders are not cancelled or 
changed.

 They pay timeously.

 They do not drain your after sales service capacity.

 It they are businesses, identify the ones who are expanding 
and will require more of your products/services.

 They are well connected and can be a valuable referral 
resource for your business.

All clients are not equal and do not warrant the same level of 
engagement. We always have to treat all clients with respect 
and dignity. 

It is, however, a productive business 
principle to differentiate your service 
offering and level of engagement 
amongst clients according to their 
level of value contribution to your 
bottom line.

FIND OUT MORE
Licensed Financial Services Provider

http://www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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Use your 
clients 
to speak 
on your 
behalf
The concept of viral 
marketing has been 
debated and applied since 
the 1990s. The dawn of 
social media propelled 
it forward as another 
element in die marketing 
mix. Extracting real 
business value from social 
media is the challenge 
faced by all marketers 
who would like to embrace 
this avenue to market.

The Wikipedia definition of viral marketing 
states that it is “A method or product 
promotion that relies on getting customers 
to market an idea, product or service on 
their own, telling their friends about it, 
usually by e-mail.” or if we use the Oxford 
University Press definition which states 
it as “A marketing technique whereby 
information about a company`s goods and 
services is passed electronically from one 
internet user to another.”

Three basic 
criteria
According to marketing professors Andreas 
Kaplan and Michael Haenlein (both from 
the ESCP Europe Business School - Paris 
campus), to make viral marketing work, 
three basic criteria must be met:

 Giving the  
right message

(Only messages that are both memorable 
and sufficiently interesting to be passed 
on to others have the potential to spur a 
viral marketing phenomenon.)

 to the  
right messengers

(There are different messengers – people 
who have their fingers on the “pulse of 
things”, people who have large social 
networks and sales people who have the 
ability to amplify a message.)

 in the  
right environment 

(The timing and context of the campaign 
launch must be right.)
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Between 1996 and 1997, Hotmail was one of the first internet businesses to become 
extremely successful utilizing viral marketing techniques by inserting the tagline “Get your 
free e-mail at Hotmail” at the bottom of every e-mail sent out by its users. Hotmail was 
able to sign up 12 million users in 18 months. At the time, this was historically the fastest 
growth of any user-based media company. By the time Hotmail reached “66 million 
users”, the company was establishing “270,000 new accounts each day” - Wikipedia

The power of viral marketing
Here is a brief overview of the “Hotmail” case study to illustrate the power of viral marketing:

Apply the principles  
of viral marketing

 Decide what you want to promote - your website 
URL, your newsletter/articles or your web-based 
products? The most successful viral marketing 
campaigns are consistent and promote one thing at 
a time.

 Identify Your Tools. You can use email signatures 
(like the Hotmail example above), e-books, free 
software, paid advertising, newsletter subscriptions, 
assorted freebies and members only privileged 
information on your website.

 Add value by giving out “freebies” to your existing 
customers and requesting them to distribute it 
within their personal networks.

 Drive traffic back to your website and collect 
contact information from each prospect that you 
gain. You may request a valid e-mail address, for 
example, before a prospect can receive a free item 
or subscribe to receive your articles.

Benefits
 Successful campaigns will 

drive consistent traffic to 
your website.

 More website traffic may 
lead into increased sales.

 If your clients and people 
in your personal networks 
edify your business and 
value proposition, it adds 
to your credibility.

 It is a very cost-effective 
marketing element as you 
will be using electronic 
media to communicate 
your message.

In conclusion 
Viral marketing can be a productive addition to your current marketing 
mix. By doing some reading on the subject matter and starting to 
experiment, may pay off handsomely on the bottom line. 

Buy & sell Business Owner  
Who will be your new business partner if 
your current partner passes on?

FIND OUT MORE

Licensed Financial Services Provider

https://www.sanlam.co.za/businessowners/buyandsell/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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Time is our most limited resource – for this 
reason we need to utilise the leverage offered 
by technology to recruit clients while we service 
other priorities. Technology makes it possible to 
duplicate and automate our own actions.

Utilise 
technology  
to enlarge 
your client 
base
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Publish a regular 
electronic article 
or newsletter
I realise that not everyone is a born writer. 
The art is to write about subjects for which 
a demand exists. If you do not feel equal 
to doing the writing yourself, you could, 
for instance, download articles from a 
website such as www.ezinearticles.com. The 
information may be used free of charge, as 
long as the author is acknowledged and the 
article is used in its entirety. You could then 
incorporate the article in your publication and 
highlight the main points, or comment on the 
article and show how your business deals with 
similar client requirements or challenges.

The same applies when you are compiling a 
newsletter. Send your articles and newsletters 
to all existing clients with the request to 
also distribute the information within their 
networks. Thereby you will achieve two aims: 

 Our clients and the referrals in their 
networks will regularly see our brand 
name; and

 They will become familiar with our 
value proposition.

However, it is important that we create 
links on our articles and newsletters where 
people may register to receive our valuable 
information, if they are not yet subscribers.

Do you have  
a website?
This may sound like an obvious question. 
However, I remain astonished about 
how many businesses still do not have 
websites. The primary reason for not 
having a website is of a financial nature. 
The good news is that it does not have to 
cost you anything if you are prepared to 
do the work yourself.

Go to www.wozaonline.co.za or www.yola.
com and establish your own 24x7x365 
portal on the world.

Remember, a website 
should answer at least  
3 questions:

 Who are we (my business and I)?

 How may we assist the client with 
his/her need or challenge?

 Where may clients contact you 
(telephone number, e-mail and 
physical address)? 

Also create functionality where visitors 
to your website may subscribe to your 
articles/newsletters.

Important: Use your web address in your 
advertisements, your letterheads, on your 
business cards and in e-mail signatures.

The above tips are cheap and easy to implement. The ideal is to compile an integrated marketing 
solution where these elements are used in conjunction with a blog, YouTube videos, Twitter, 
Linkedln and podcasts. For this, however, you will need a deeper pocket.

Use technology to free your hands and recruit new 
clients for your business at the same time.

Business Owner? Signed surety for 
business debt? FIND OUT HOW TO REDUCE THIS RISK

Licensed Financial Services Provider

http://www.ezinearticles.com
http://www.wozaonline.co.za
http://www.yola.com
http://www.yola.com
https://www.sanlam.co.za/businessowners/signsurety/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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Be visible  
to your 
clients
The expression, “Out of 
sight, out of mind” is also 
relevant in the business-
to–consumer relationship. 
How many times haven’t we 
ourselves done a transaction 
with a business, just never 
to hear from them again? 
It is relatively simple 
and inexpensive to make 
continual client contact 
a strategic priority in our 
businesses.
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In conclusion
Existing clients are gems for any business. Make sure that 
your client data is up to date, decide what communication 
alternatives you wish to use to remain visible to your clients 
and make sure that your communication inputs add value 
for your clients. Take your competitors out of the picture 
- ensure that your clients remember your business and 
brand by maintaining continuous communication.

Write articles
As business-owner you are an expert in a specific field/area of study. 
Think of interesting topics for discussion within your discipline and put 
your thoughts down in writing. It isn’t necessary for you to be a first-
rate writer. Just make sure that your facts are correct, along with your 
spelling. Acquire the services of a copywriter if necessary and distribute 
your articles to your client base via e-mail.

Compile a newsletter
This ties up with the first point. Keep the content concise and make 
it interesting. Think of news, new products and releases as well as 
promotions, community involvement and competitions in which your 
clients can take part. A program such as Microsoft Publisher has standard 
examples of newsletters that make it easy to put your own together 
yourself. Always remember to include your business brand, web address 
and contact details. Use photos as well to enhance the newsletter.

Use of SMS/E-mail
Both these mediums are very effective for sending a message or information 
to your clients quickly. Use them too for announcing a special promotion.

Goodwill follow-ups
Make a point of contacting your top clients once or twice a year. Hear 
whether they are satisfied with their last purchases from you. Establish 
whether they have any other needs by means of which your business 
can possibly assist them, or for which you have a solution. You can also 
consider sending a letter or e-mail message, thanking them for their loyal 
support and offering them a discount on their next transactions above a 
certain amount. The letter or e-mail message is their proof of the offer.

Create opportunities for upgrading
Suppose your business sells cars. When a new model is released, you can 
invite all your clients who own the previous model to come to view the 
new one and test drive it. Structure a transaction that is irresistible. This 
principle can be applied in the case of many consumer products.
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Client 
information:  
an asset or  
a hygiene 
factor?

Clients are the life source of a 
business. They are also a source 
of future business, provided we 
build a relationship with them and 
a positive association with our 
business. This requires a certain 
client centeredness, administrative 
discipline and process capabilities 
from us.
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In conclusion
 If you are going to take the trouble to build a client data base and to maintain 

such, also ensure that the information is backed up in case of a loss of data.

 Dealing with client information involves responsible actions right through from the 
sales and administrative staff to the management and the owners of the business.

New  
clients
New clients bring a positive energy to  
the business. They have just purchased a 
product/service from your business. Hopefully 
their service experience and the quality of the 
product/service they purchased are of such 
nature that a positive association with your 
business has been established.

Now is the time to:

 Place their information on a central 
data base (even a spread sheet to 
start with). Make sure that you have 
the clients’ permission to direct further 
correspondence to them.

 Make sure you have complete 
information (name, surname, landline, 
cellphone number, e-mail address, 
postal address, physical address, the 
nature of the purchase, the amount of 
the purchase and the date of purchase).

 It is difficult to obtain such information 
in a retail environment. Let the client 
fill in his/her basic information (name, 
surname, e-mail, cellphone) on a card 
to be placed in a container at the point 
of sale counter. Hold a lucky draw to 
serve as incentive.

 Decide on which distribution lists the 
client should be placed; e.g. special 
offers, newsletters and helpful hints.

Existing  
clients
Existing clients are a treasure. A material part 
of future business could arise from an existing 
client base that is kept up to date and where 
good relationships are maintained.

Consider the following:

 Which process should be followed to 
keep client information up to date?

 Decide when follow-up visits should be 
paid to clients.

 Do your clients know what your after-
sales service entails and how they may 
contact you?

 Are there clients who may possibly be 
notified to consider upgrading their 
current product/service?

 Do you know which of your clients 
would benefit from the purchase of 
other product/service offers by your 
business?

 Ensure that your existing clients are 
also on the relevant distribution lists of 
your business.

It is important to treat client information with 
care. “POPI” or the “Protection of Personal 
Information Bill” aims at protecting consumers 
against businesses that deal unlawfully with 
the personal information of individuals. Visit 
www.justice.gov.za/legislation/bills/bills.htm 
for a copy of the legislation.

Up to date client information that is being managed 
optimally, is an asset to any business.

http://www.justice.gov.za/legislation/bills/bills.htm
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How to turn 
suspects 
into 
prospects 
into clients
We all know the saying “You  
can`t see the wood for the trees.” 
This can also relate to the markets 
we operate in. All people we view 
to be prospects for our business 
will not turn into paying clients, 
because they might have been 
suspects all along.

The following examples 
of elements can be 
considered to help you on 
your way to define your 
niche market(s):

 Age

 Gender

 Ethnic background

 Language

 Occupation

 Marital status

 Employment status 
(business owner/
employee/retired)

 Hobbies

 Interests

 Needs preferences

 Unique challenges

 Place of residence

Confused? 
Let me explain my perspective:

 A suspect is an individual who is part of the 
whole population of consumers i.e. everybody. 
They might not be “in the market” for your 
product or service.

 A prospect is an individual in a niche market, 
who has an interest or need for your product or 
service.

 A client is an individual who has decided to 
take you up on your service or product offer.

Our challenge in business is to target our marketing 
message and associated marketing elements 
(advertisements, online messaging, articles, e-books 
etc.) to a “willing and able” niche market. We need 
to cut through the clutter to develop a clearly 
defined picture of who our real target audience is. 
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Are you a Business Owner? 5 reasons why 
you should consider a retirement annuity

FIND OUT MORE

By spending enough time in defining your unique niche 
market(s), you can save a lot of effort and money, because 
you would have eliminated the suspects from your marketing 
endeavors. Sow your seeds on fertile ground (niche market) 
and reap the rewards (sales) of your efforts.

Licensed Financial Services Provider

https://www.sanlam.co.za/businessowners/retirementforbusinessowners/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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How do 
I gain 
access 
to new 
sources of 
potential 
clients?
This challenge is as old as the 
hills and, if we had already 
discovered the winning recipe, 
it would have been very easy 
to do business.
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A few practical 
suggestions 

Change your 
product/value 
proposition

Your product or service 
may currently be focused 
on one type of client in 
respect of age, gender, 
interests, or geographic 
placement. Do research 
to determine when other 
‘types’ of clients would 
also be interested in 
the value proposition of 
your business. Maybe all 
it needs is a change in 
packaging, or volume, 
or adding a free gift 
to purchases above a 
selected amount.

A speaker once asked an 
audience how many of 
them were in the market 
for a Rolex watch at that 
point in time. 4% of the 
audience put up their 
hands. If the response 
has any relevance, this 
means that there will 
always be 4% of the 
total market that need 
your product or service. 
You therefore have to 
understand what the 
4% who will be the ideal 
buyers of your business’ 
value proposal look like 
and then you have to 
direct your marketing 
message at them via 
as many channels as 
possible.

Join a network organisation

There are various organisations that make it possible 
for business owners to do mutual business, or to share 
reciprocal referrals on their client bases with one another. 
One such an organisation in South Africa is, for example, 
Business Network International (www.bni.co.za).

Create alternative marketing methods

You could adjust your marketing mixture by adding 
elements, such as having a sale, providing coupons for 
discount on products/services, launching a direct marketing 
drive, or applying the principles of barter trading.

Launch a public relations campaign

Such a campaign does not have to cost you a cent, as you 
would be making use of communication media that are 
‘hungry’ for contributions and useful information. This will, 
however, demand that you leave your comfort zone and 
position yourself as an expert in a certain field. Approach 
a television or radio station, newspaper or magazine 
publisher and let them do an interview with you on your 
business, or on what you do to help consumers. You 
could also establish yourself as a regular columnist for a 
newspaper or magazine. Thereby you will be positioning 
yourself as an expert. If you are comfortable speaking to 
groups of people, you could also make yourself available 
as a guest speaker at select events, where you will have 
first-hand contact with people, who you may convince to 
become clients of yours.

Utilize the electronic media

An ever growing number of people look for on-line 
solutions to their problems or needs. There are various 
possible opportunities for you to position and market 
your business. You could have an electronic banner 
advertisement developed. Then negotiate with the owners 
of electronic newsletters, websites or blogs to place your 
banner on their medium. Make sure that your target client 
does indeed visit the chosen newsletter, website or blog. 
Monitor the traffic that contacts you via this media. This is 
a dynamic environment that requires regular adjustments 
and that makes it possible to obtain optimal results.

http://www.bni.co.za
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How to select  
a niche market
A niche market strategy may help you focus your resources 
on obtaining clients for whom your product/service 
provides the best fit to achieve their goals, address their 
needs, or solve their problems. 
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What is a niche market?
A niche market is a subdivision of the market at which a specific 
product/service is aimed. (www.wikipedia.org)

The niche market gives definition to the characteristics of the 
specific product/service that is aimed at meeting the specific 
needs of the market, as well as the price category, product/service 
qualities and the demography on which this should impact. This is 
also a small market segment.

How do I find a niche market?
One option is to make a list of your previous clients. Include details such as the name of the client, 
the name of the business, industry type, service and/or products purchased from you and the 

When you start a new business it is more 
difficult to identify a niche market. Look 
at what your competitors are doing (their 
websites are good sources of information) 
and who their target market is. Then ask 
yourself if your product/service is better 
in terms of quality, could be provided at 
a lower price, or addresses a unique need 
that your competitors cannot equal.

Also think of homogeneous groups of 
people with whom your product/service 
will find favour, for example: engineers, 
parents, singles, anglers, tennis players and 
pensioners, to name but a few. The next 
time you are in CNA, or another bookshop, 
look at the variety of magazines and books 
available, each indicating a specific niche 
market.

Time and the availability of cash are and remain the scarcest resources of any 
smaller business. A niche market approach, if properly researched and duly 
implemented, has the potential to provide better results than an ‘everything for 
everyone’, random approach to market segmentation.

amount spent with you over a specific time period. 
From this it should be possible to identify certain 
trends and patterns in order to identify specific 
client categories.

In your search for a niche market, you should be 
able to answer the following questions:

 When I speak to, or sell to ... , it energizes me  
the most.

 Does the selected group of clients (the people 
who will benefit the most from my product/
service) have a goal, need or problem that my 
product/service could meet/solve?

 Could I differentiate my product/service in 
order to unlock value for my client?

 Will the selected group of clients be willing to 
pay full price for my service/product?

Business Owner, are you Financially Fit? 
Get a free Financial Fitness Analysis here!

Licensed Financial Services Provider
FIND OUT MORE

http://www.wikipedia.org
http://www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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