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Your Target Market

Everything I do with my clients is predicated on getting 
you to the point where Personal Sovereignty is a reality.

In other words, you’ll be living life and running your business 
on your terms — doing what you want, when you want, how you want, 
with whom you want, for the reward you want, and if and ONLY if 
you want to do it at all.

But for that to happen it means changing the way you do 
things.

And we’re now going to start at the very beginning by getting 
extreme clarity on the kind of people we want to serve.

And this is the area most business owners get terribly wrong, 
assuming they “get” it any way at all — because most business 
owners don’t even know they have a “market”, let alone that they 
should seek to refine, hone, and target their marketing in a way 
to get it in front of as many of these people as possible.

Some years ago I was working with a client and I took him 
through an exercise beginning with the question, “Who is your 
ideal customer or client? Describe him or her to me.”

And his answer was, “anyone with a credit card”. I can’t 
tell you how depressing that was to hear. I mean, the guy who’s 
just stolen your mother’s handbag now has a credit card, but you 
probably wouldn’t want to do business with him, right?

The mistake this fellow was making — and it’s a mistake the 
vast majority of business owners make, so don’t get feeling all 
smug or depressed, whichever way your own approach to this has 
fallen — is he didn’t realise how important knowing who his “ideal 
customer or client” was. And yet virtually every business owner 
will, if you ask, be able to describe for you very accurately 
the kind of people they serve the most... yet they do absolutely 
nothing with this valuable information.

Valuable?

Yes, because once you know exactly whom you’re selling to, 
then you can do two things: first, you can more effectively create 
your “marketing messages” so they appeal to these people; and 
secondly, you can start thinking of all the different ways of 
getting that message in front of them. 

We call this “stuff”, this information about the people in 
your target market, the demographics of your target market, and 
it encompasses everything from their age, employment status 
and sexual orientation, to shoe-size, hair-colour, and eating 
habits, and everything imaginable in between. Golden Rule: you 
can never, ever know too much about the people you are selling 
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to or want to sell to.

The P ower of Knowing Your Market
Here’s a real life example for you. 

Some years ago there was a guy in the US who had a “Russian 
Brides” website. Because it was a competitive market, he was 
constrained in his pricing by the “going rate”. 

His service was a commodity, in other words.

And then one day he decided to look at the kinds of people 
his client-base comprised. To his surprise and wonder he found 
something like 70% of them were truckers. We can theorise all 
we like about why this was the case, but the facts remained: 
70% of the people on his books were truckers. What that then 
allowed him to do was to scrap all his existing marketing and 
then to reinvent his entire business and become the “go-to guy 
for truckers who want Russian brides”. As a consequence he was 
easily able to raise his fees from the industry norm — some $39 a 
year or so — to a staggering $8,000 or more. That’s 200-times the 
going rate. This was possible only because he figured out who his 
“ideal client” was and could then tailor his entire marketing 
strategy to fit.

More recently a client of mine in Dublin, a gym owner, trawled 
his membership data and discovered most of his clients are women 
in the age range 34 to 55. This means it’s now possible for 
him to aim his marketing directly at women in this age group — 
meaning anything he sends to them will be more relevant to them 
and thus will get a better response and so give him a higher ROI.

Never Mind the Facts
Here’s something else you’d do well to understand and embrace: 

people buy for emotional reasons and not logical ones. Real-time 
FMRI scans have shown what marketers have known to be true for a 
long time: we decide things emotionally and then back-rationalise 
the logical reasons for making the decision. It happens pretty 
quickly; so quickly, in fact, we fool ourselves into thinking 
we came up with the logical justification first and then made the 
decision.

And that’s just not how it happens

Why does this matter?

Well, it matters because when it comes to constructing our 
message to resonate with our market — telling them we can solve 
their problems, in other words — we’re going to get a much better 
response if we sell on emotions rather than if we sell on logic. 
It’s the old “you don’t buy the drill, you buy the hole in the 
wall thing”, kind of.
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But even that doesn’t go far enough, because it’s more like 
you buy the drill for the warm and fuzzy feeling you get when you 
look at your daughter’s photograph at her graduation you just 
hung on the wall.

Now, most people will deny this happens. Most people will tell 
you marketing doesn’t work on them and they make their decisions 
on logic and logic only.

That’s cool. 

That’s how it feels for me, too.

But the fact is, if you’re a human being rather than some alien 
who’s evolved in an entirely different way and you don’t have a 
limbic system, I’m afraid you make your decisions emotionally.

We say a lot more about this and how it affects the way we 
create our marketing messages in Appendix I.

For now, just take my word for it: once you know whom you’re 
talking to, it becomes so much easier to figure out what motivates 
and moves them and so construct your messages to suit

The Gold Lurking Within Your Business

Knowing your external market is one thing... but perhaps even 
more important is knowing your internal market.

Let me explain…

We’ve already seen how your easiest and most profitable sales 
are made to your existing customers and clients, and we’ve also 
seen how the greater part of your profits is always to be found 
in your long-term relationship with them. But what we’ve not 
really looked at yet is the subtle differences between the people 
who buy from us.

The immediate and most obvious thing to think about is how the 
80/20 Principle applies here: if you take the list of the people 
you’ve done business with over the past year you’ll likely find 
80% of your sales have gone to just 20% of the people on your 
list. That broadly tells you who your best buyers are. Look 
closer and you’ll probably identify a small percentage of them, 
perhaps just 1% but maybe as many as 5%, who buy everything you 
offer to them, regardless of what it is. We touched on this briefly 
at the end of the last chapter.

Those people are your “hyper-responders” and I guarantee you 
have them on your list. I have them on mine, for sure, and I know 
most of them personally because I make it my business to know 
them. There’s very little I won’t do for them because they are 
so valuable to me. 

You need to identify these hyper-responders, as well as your 
most profitable 20% and reserve your best offers and services for 
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them.

How effective is this?

To give you an example, one client of mine regularly hosts 
large meetings and seminars in London, for anything from 500 to 
1,000 people at a time. As you can imagine, not only is there 
an enormous cost in setting up and running these events, but 
actually getting people to them is a mammoth task. Filling an 
event or a seminar is one of the toughest challenges for any 
marketer or copywriter. 

Until fairly recently his approach was to send everyone on 
his list all the same stuff, so every letter, postcard, brochure, 
lumpy mail, and other direct mail piece would be sent out to more 
than 30,000 people.

That ain’t cheap.

More recently though, he’s changed his strategy somewhat and 
now focuses this costly direct mail on only the top 40% of his 
best customers.

The result?

He fills up the events just as quickly but does so with a lot 
less work and at a saving of 60% off his marketing costs. Given 
the numbers, that’s a lot of cash and it’s all going right back 
to his bottom line.

Segmentation, Segmentation, Segmentation
But we can go far beyond this simple idea of selling only to 

the best buyers by segmenting our list into the categories of 
things they’ve bought or showed interest in.

For example, my own business covers a wide range of topics 
including copywriting, advertising, direct mail, email marketing, 
Google Adwords, PR, telemarketing, radio and TV advertising, 
sales techniques, and then there are all of the different ways I 
have of sharing my knowledge of these topics with the people who 
want to acquire it.

In other words it’s highly unlikely everyone on my list, 
even the people who have bought from me before, are going to be 
interested to the same degree in everything I have to offer, and 
even if they are they won’t all be interested at the same time.

There’s an important point here…

All Customers and Clients Are NOT Equal
The obvious consequence of this is you should target your 

marketing at the people most likely to respond to it. That not 
only means buyers in general but also buyers of specific products 
and services. In my own business I have people I know who are 
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particularly interested in email marketing, say, and so if I was 
going to do a promotion of my email marketing product, Email 
Supremacy, with expensive direct mail, I’d send it only to those 
people, and not to everyone on my list.

The second and less obvious but very much more uncomfortable 
conclusion is in how you should treat your customers and clients. 
Quite simply, the guy who’s spending 100,000 Groats a year with 
me on services deserves more of my time and energy than someone 
who’s invested in a 47 Groat CD set and manual and then wants 
me to answer his marketing challenges by sending me a string of 
questions by email.

Don’t misunderstand me: they are equally deserving of respect 
as people and we’re not making a judgement of their worth or 
value as human beings; but what we are doing is judging their 
worth to our business. That not only makes sense to us as business 
owners, but it’s also fair on the customers and clients who are 
spending a lot of money with us. I’m fairly frequently asked to 
do “special deals” with people, and I always turn them down.

Why?

Because not only do I know from experience things don’t work 
out the way my wannabe clients think they will (for all sorts of 
reasons), but also because it’s unfair on anyone paying me top-
whack.

Alex and Chris — The Two Stooges
Alex and Chris are special people, because they’re actually 

not people at all. No, they’re figments of my imagination and they 
exist only on paper and in my head. Better yet... they’re neither 
male nor female, yet both at the same time or one or the other 
as best suits my mood. 

On the following pages you’ll see the current Stooge Descriptions 
I have. These are not “finished” and never will be because they 
evolve over time and become more accurate. 

So, why have I done this?

Well... they’re my Stooges. I made them up to represent two 
kinds of people:

1. Chris. The kind of person I want to do business with.

2. Alex. The kind of person I’d rather dig out my left 
kidney with a blunt spoon than do business with.

They’re not based on any one person, but rather they’re 
a composite of the good and bad clients and prospects I’ve 
encountered over the years. You may even recognise aspects of 
yourselves in Chris, because if you were a lot like Alex you’d 
not have read even this far. 
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is this all so important?

Because every time I put finger to keyboard I am talking to 
Chris and Alex. I am pulling Chris towards me and driving Alex 
away. I want a life full of Chrisses and totally bereft of Alexes. 

But wait... there’s more: in one of my long-copy lead-
generation pages on my website I even used the Stooges as you 
see them written over the page. And... it works. The optin rate 
is lower than I can get with different copy — but the quality of 
the person in terms of the fit with my business is exceptionally 
good.

I’m doing the “Pushmi-Pullyu” thing where I’m saying whom I 
want and whom I don’t want.

But wait... there’s more: if you’re observant you’ll notice 
something: “Chris” is very much like The EBG in many ways. 

Coincidence?

Not a bit of it.

See, believe it or not, I am as human as the next man. And I 
like to do business with people who are like me. It doesn’t mean 
we’re identical, but it does mean we share some very important 
values. These are very subjective, of course, but objectively 
it means we’re going to tend to get along, which makes for a 
better experience for both of us. Anyone recognising themselves 
in Chris is going to be drawn to respond to messages and then, 
as they get to know me, realise I’m a Chris, too.

But wait... there’s more: if you’re almost at EBG levels of 
awesomeness you’ll realise the most powerful thing about all of 
this... I’m polarising them. 

Anyone reading a long-copy lead-generation page, which is 
really a long-copy sales letter with the “sale” being them giving 
me their details in return for something of value is affirming 
they are a Chris and not an Alex — so when I start selling to them 
in a way a Chris would respond to, commitment to and consistency 
with the identity they have accepted as being representative of 
themselves is going to prompt them to say “yes”.

There’s nothing underhand about this at all, by the way. It’s 
simply an incredibly effective and powerful filter to ensure I get 
only extremely highly qualified people wanting to do business 
with me.

Chris
Chris is a hard-working, libertarian-leaning (even if he 

doesn’t know it) Entrepreneur who isn’t afraid to roll his 
sleeves up and get his hands dirty doing what needs to be done 
to get where he wants to go. 
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He’s usually a family man with older children, and generally 
between 35 and 55. Often he’s done his stint as an employee but 
this is usually some time ago. His business is doing fair to 
middling but he knows it could be a lot better and he’s frustrated 
at the lack of results he’s getting. 

He’s not driven by money alone but has no problem being 
wealthy so long as he becomes so honestly and with integrity. 
He’s been exposed to the “success peddlers” and has found, often 
the hard way, they’re selling rubbish. He knows there are ways 
to succeed, and the “gurus” have some of the answers but he’s 
finally realised it’s 90% perspiration and work. 

He’s willing to invest in expert guidance and realises the 
price of marketing advice, mentoring, and education is irrelevant 
unless considered in terms of the Return on Investment it yields. 
He’s willing to pay a lot for the right information from the 
right person.

He takes responsibility for his life and work and is slow 
to lay blame even though it’s tempting at times. He’s a strong 
believer in justice and believes in absolute freedom of speech 
and expression, because he knows that’s the freedom from which 
all other freedoms spring. He might not always like what you say, 
but he’ll fight tooth and nail for your right to say it. 

He’s capable of great focus and is driven... but sometimes 
he needs a kick up the arse to keep him moving in the right 
direction, and just wants to be left alone to get on with his 
life and business — and he’s content to leave others alone, too. 

He’s a live and let live, plain-speaking fellow. He’s typically 
not especially religious but if he is he’s perfectly comfortable 
with the idea I myself am not. He doesn’t see his beliefs as a 
reason to make me follow his religion’s rules for living.

Chris is also a masculine kind of guy. He’s not a “new man” 
who thinks the way to interact with women is to be effeminate 
around them. He’s got a soft spot for kids, animals and women, 
but he’s also a firm believer in “tough love”. Life can be tough 
and we don’t do anyone any favours by mollycoddling them or 
pretending the world is other than it really is.

He’s comfortable with his masculinity and while he loves and 
even adores and worships women he doesn’t pretend to understand 
them, want to be one, or think he has to be anything but himself 
in his efforts not to offend the women he comes into contact with. 
He treats women with respect and is perhaps even a little old-
fashioned in opening doors for them and being chivalrous. He 
laughs at women who take offence at this and thinks they should 
lighten up a bit.

If Chris is a woman, she’s a feminist but not the man-hating 
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kind. She, like me, believes in equality, but doesn’t pretend 
men and women are or should be the same. She’s comfortable for 
two people to disagree without it being personal. She’s feminine 
and even a “girly-girl” but not a simpering idiot with it. She’s 
aware of her femininity and embraces it and at least tolerates 
if not actively enjoys men’s attempts at chivalry.

She’s not offended by bad language and is more likely to roll 
her eyes at the things I come out with.

When it comes to business, Chris knows things go wrong and 
there are no guarantees, but that’s OK. He knows one day he’ll 
be dead, which puts all other problems in perspective and he also 
knows a rut is just a grave with the ends kicked out. 

Alex
Alex... well... Alex is different. Special. So’s his business, 

to hear him talk about it.

Alex has a hazy notion that the “market” owes him a living and 
his products and services ought to sell because that’s “fair”. 
He thinks “brand” and “image” are important and finds the idea of 
“selling” tacky and faintly distasteful. 

He’s convinced websites and emails need to look “professional” 
and the most important thing on the planet is an integrated 
multi-platform Social Media Marketing campaign. He’s fixated with 
counting how many “likes” his Facebook posts get and whenever 
he sends an email to his list, he brags about his open rate and 
click-through rate but is suspiciously quiet when it comes to 
saying how many sales he’s made. 

He leans to the left or the right and is happy for the 
government to use force against others when it suits him and 
they’re doing something he doesn’t approve of, whether it’s 
watching porn if he’s conservative, or living in a big house if 
he’s a liberal. 

He believes in justice except if someone is accused of 
something really bad like killing children, in which case they 
ought to be hanged immediately without the inconvenience of a 
trial. He’s often to be found posting “hang the bastard NOW” on 
those interminable Facebook posts that appear whenever someone 
is arrested for a particularly nasty crime.

He also supports freedom of speech... unless you’re saying 
something really icky he doesn’t like or you want to watch a film 
he believes ought to be banned because he doesn’t like it.

He’s quietly envious of others’ success and while he doesn’t 
necessarily begrudge them it, he believes deep down it’s all down 
to “luck” or some bright and shiny thing they somehow stumbled 
across. He believes vaguely in things being “fair” so long as 
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any redistribution of success or money is coming his way. When 
it comes to the “haves” being forced to give to the “have nots” 
at the point of a government gun, he always manages to convince 
himself he’s in the “have not” group.

He flits from “guru” to “guru” and strategy to strategy, never 
staying long enough with any one of them to make substantial 
progress. He knows hard work can get him where he wants to go... 
but he’d rather find an easier way. 

He comes away from seminars feeling all fired up, but then 
finds he needs to attend another one to keep the emotional charge 
high. When it comes to paying for advice he likes to cut corners 
and is forever downloading free stuff because it’s free but never 
does anything with it.

When he hears marketing advice he doesn’t like, he’ll imagine 
reasons not to implement it based on nothing more than “feelings”. 
The most common words out of his mouth when given advice are 
“Yes, but...”. He wants certainty and rarely gets round to 
implementing or testing anything because he cannot bear the 
thought of making a mistake. He’s going to start “doing” as soon 
as the right moment comes (which it never does).

He has very strange notions of how the universe works and 
while he might, say, think organised religion is silly, he’s 
happy to believe in, say, The Secret and can’t see how dumb that 
is. He’s nice to everyone’s face all the time so you never really 
know where you stand with him. You know at some point he’s hiding 
something, but you can’t tell when or what. 

He thinks he’s a Special Little Flower, and gets peevish when 
the universe doesn’t agree. 

Take him on, and he turns out to be the Client from Hell.

Your turn
Here’s what to do:

Grab a piece of paper or a tablet and app, and answer the 
following questions in as much detail as you can. Don’t hold 
back. You don’t have to show anyone else if you don’t want to.

And then, put it all into a pen-picture like I did with Chris 
and Alex.

If you have an established business, then most of the answers 
to these questions will come from looking at and thinking about 
the  20% of clients you’ve enjoyed working with in the past or 
work with right now; if you’re a new business and don’t have these 
data to draw on, then you’ll just have to use your imagination 
and perhaps think of the kind of people you get on with the best, 
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and the colleagues, bosses, and customers in any job you’ve had 
in the past.

Some of the questions are decidedly non-PC.

But that’s OK. You’re entitled to feel however you want to 
about anything you like, and you don’t have to show this to 
anyone else if you don’t want to.

And for some questions you might not have an answer, or might 
not care what the answer is. 

And that’s OK, too.

Finally, you can add your own questions.

Warning: it takes quite a bit of time and effort to get this 
right, but the more accurately you can describe your ideal 
client, the easier the rest is going to be in the future.

Don’t be shy of going into exquisite detail, either (apart 
from anything else, this exercise can reveal a lot about you to 
yourself, too).

The more time and effort you put into this now the better 
results you’ll get further down the line.

All set?

Cool.

Ready?

The Questions — Part I
1. Male, female, or either?
2. Sexual orientation (gay, straight, who cares?, etc.)?
3. Any particular race or ethnicity?
4. Any particular religion, none at all, or who cares?
5. How old are they?
6. What are their politics?
7. What kind of upbringing did they have?
8. What’s their relationship status?
9. What do their partners do?
10. Do they have kids?
11. Do they have pets (and what do they have)?
12. What’s their level of education (high school, degree, 

doesn’t matter, whatever)?
13. What job do they do?
14. If they’re in business, what do they do and whom do they 

serve? Who are their clients?
15. How successful are they? How successful do they feel?
16. How much do they earn (or if it’s a business, what’s the 
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turnover and profit)?
17. How much do their partners earn?
18. What jobs have they done before?
19. Where do they live?
20. What kind of house or accommodation do they have?
21. Do they own or rent?
22. What kind of car do they drive?
23. What do they do when they’re not working?
24. What might a typical day for them look like?
25. What do they do at the weekends?
26. Are they “people people” or loners?
27. Where do they go on holiday and how often?
28. What kind of holidays do they have?
29. What do they eat?
30. Where do they eat out, and how often?
31. Where do they shop (supermarket)?
32. Where do they buy their clothes?
33. What sports do they follow?
34. What sports do they play?
35. What music do they like?
36. What other hobbies do they have?
37. What do they watch on TV?
38. What kind of films do they watch?
39. What kind of books do they read?
40. What newspapers do they read?
41. What websites do they spend their time on?
42. What do they love?
43. What do they hate?
44. What do they believe?
45. What vices do they have (sex, drugs, rock ‘n’ roll)?
46. What are they afraid of?
47. Who are their heroes?
48. Who are their villains?
49. What keeps them awake at night, staring at the ceiling?
50. Are they generally happy in and with their lives?
51. If their lives were perfect, how would they know?

The Questions — Part II
1. Whom do you want to work with? Write a statement about 

the kind of people in the market you’re targeting. This 
is our first cut at figuring out whom we want to sell to. 
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We’ll narrow this down further later on, but do NOT use 
that as an excuse to skip or rush through this exercise.
For example (from my own business): I work with business 

owners who have the potential for high-end products and 
services, and who are mentorable, ethical, and compliant, 
and currently turning over £20,000 a month or more.

2. Next, considering the kind of people you listed above, 
what defines them in terms of character and behaviour, and 
what are their THREE most desirable traits qualifying 
them to work with you?
For example (from my own business): My clients are 

self reliant, have integrity, confidence, and courage, 
and take full responsibility for their own lives and 
businesses.  

3. Whom do you NOT want to work with? What defines them in 
terms of character and behaviour, and what are their 
THREE least desirable traits qualifying them to work 
with you?
For example (from my own business): I refuse to work 

with anyone who’s dishonest, non-compliant with my 
instructions, penny-pinching, or constantly questioning 
the advice I give them.
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Next Steps
If you’ve enjoyed this Workbook and the accompanying video and 

— most important of all — found it useful, then you have three 
options:

1. Agree with me... and yet do nothing with what I’ve shared 
with you and continue to struggle and bash your head 
against that glass ceiling you’ve been frustrated with 
for Lord knows how long. Bad idea.

2. Agree with me... and do the exercises in this workbook... 
either before or after you hop on to the next video and 
workbook... lather, rinse, repeat (either approach is 
fine, so long as you actually do the fucking work).

3. Decide you love what I have to say and you want my 
personal help with it. A smart choice, because the devil 
is always in the detail. Ultimately you’ll want to put 
all this into a plan — and that’s why you might want to 
book an Strategy Call with me.
You’ll first have a short Discovery Call with Connor, 

who’ll walk you through a quick questionnaire and give 
you the information you’ll need to make the most of your 
call with me.
Then you’ll schedule a second call where you and I will 

hop onto Zoom for a one-hour one-to-one where I’ll help 
you work out a step-by-step plan for plugging Business 
Acceleration into your business.
Best of all it’s free — no charge, no hard-sell, no 

strings, and no obligation. No kidding.

Why am I doing this?
Because I know a certain number of people I speak to will want 

my help going forward and ask to join me in Mentoring. 

And of those who ask me, I’ll invite maybe half of them into 
the group. If I don’t invite YOU, then please don’t take it 
personally because I turn away more people than I invite, so it’s 
wise to set your expectations for the Strategy Call as being you 
WON’T be invited into Mentoring. 

That’ll help you focus on getting as much value as you can 
from our time together because you will walk away with a powerful 
and actionable plan, no matter which way it ultimately goes.

To book your Discovery Call with Connor, click below, and 
follow the simple on-screen instructions.

https://evilbaldgenius.com/discovery

https://evilbaldgenius.com/discovery

