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     Welcome to this special training from Expert Elevation, specifically designed for "expert 

business" owners, - people just like you, who I call "Expertpreneurs®".  This training will 

help you get clear about who your target prospect is; who your competitors are; and the 

"avatar" or ‘makeup’ of the target prospects 

who are, your Ideal Clients. 

     We're talking about discovering the 

problems your prospects really face - their 

biggest concerns and roadblocks, as well as 

their true aspirations and desires.  By following 

the action steps laid out in this report, you will 

become absolutely clear about who your direct 

and indirect competitors really are, and what 

their presence means to your "expert business" 

– both in a negative way AND a positive way. 

     Without this solid foundational knowledge of who your target prospect is and what your 

perfect, Ideal Client looks like, you're operating your expert business at a serious 

disadvantage.  There is no way you can optimize your lead-generation and attract a 

continuous flow of target prospects that are right for you, without the clarity and confidence 

that you know your target prospect like you know yourself.  In other words, there is no way 

you can provide specific solutions to your prospects’ most pressing problems with only a 

general view of your market. 

     Without a solid understanding of your market; and total clarity about who your direct 

and indirect competitors are, you're driving your business with blinders on. 

     This in-depth, yet simple guide will enable you to engineer your expert business to 

deliver solutions to your market that no one else can.  It will also assist you in discovering 

exactly what your competitors are delivering and saying to YOUR target prospects.  

    This is a complete "how to" guide for getting to know your market niche, your 

target prospects, your Ideal Client and your competitors inside and out.   

     This guide will not only take you step by step through your "discovery" process; it will 

even give you Action Steps to take along the way to make sure you execute the process, 

step by step.  Additional implementation strategies, are also provided, that will give you the 

equivalent of a "crystal ball" for your market. 

     Before we get to our training, I must make sure you approach the task of Market 

Research and Competitive Intelligence the right way.  Since many expert business owners 

already find themselves overwhelmed with their "to-do" list, I want to make sure this 

training helps you grow your business - instead of being the source of even more frustration 

for you.  That's why what you're about to discover is all based on… 

 

The "ESL" Way 
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     You see, everything I share with my "Expertpreneur®"clients - especially the one's just 

developing their solid online presence, is based on my exclusive 

business methodology I call "The ESL Way" – Easy, Simple and 

Lucrative. 

     Inside this training, you'll find actions steps that all conform 

to this ESL model, so you don't have to worry about getting 

more stressed out, or getting overwhelmed.  The fact is, 

nothing else that you think you have to do is more 

important than getting crystal clear about your niche market, 

your target prospect, your competitors, and your Ideal Client.  

Period.  

     So if you think you're too busy to do this, think again.  What is the alternative? Having a 

business like the one you have now, one that brings you the same results, or less, for as 

long as you're working?  A business that brings you the same headaches and uncertainty 

you already know too well?   

Wouldn’t you rather be on a new path to…  

More Clarity And Confidence About What You Do? 

     When you have this, you'll no longer have just a business where you are ‘trading time 

for money’.  You'll have a real business, one that’s leveraged and positioned for growth, and 

this makes a big difference when it comes to the enjoyment, prosperity and personal 

freedom you want to experience in your life. 

     You can't effectively go about any other part of your business without deep knowledge 

about your market and your competitors.  That would be like driving around town with a 

bag over your head.  Sure, you're doing it; you're driving, but driving where? 

     I'm here to help you drive in the right direction with your successful expert business. 

And it all starts with you knowing your prospects, your Ideal Client, and your direct and 

indirect competitors inside and out – and that’s exactly what you're about to become an 

expert in.  

     Inside this training you'll discover many different ways to approach both the research 

process, and the information you discover… about your target prospect, your marketplace, 

your competitors, and the trends, which affect all three.  You will see references to Prospect 

Research, Market Research and Competitive Intelligence strategies throughout. 

     One thing I want you to remember is that I'm giving you a lot of options here that many 

successful business owners use to do Prospect Research and Competitive Intelligence 

Research - including myself, my copywriters and my marketing team.  So first of all, I want 

you to understand clearly, that… 

 

You Do Not Have To Use ALL Of These! 
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     Once you start experimenting as you search for information on your specific market, 

your competitors and your target prospects, you may find that just a few of these 

approaches are extremely useful, and not have the need to try everything mentioned in this 

training.  

     So don't look at this training as a lot of extra 

work.  Look at it as an opportunity for discovery.  

To uncover facts and situations related to your 

target market, and your competitors, that you 

have not uncovered up to now.  When you've 

made substantial discoveries, you can implement 

that knowledge into your business to make it 

better.  Then you can dive deeper into these 

Market Research strategies, and take your 

business many levels higher. 

     The information in this report is presented to 

you so you can use what you feel you need for 

your specific "expert" business.  Whether you are a coach, a consultant, a speaker, author, 

or another type of expert, you will be able to utilize these strategies to get the clarity you 

need; clarity about where your prospects hang out, what they really want, what other 

companies similar to yours are offering them, and which companies are selling unrelated 

products to the same market.  With that said, let's start you down the road to… 

Identifying The Market Niche Where You Can Bring Unique Value 

     Before you can begin to research your target market, or define what your Ideal Client 

looks like, you must take a look at the "big picture" market you are serving now and ask 

yourself… "How can I specialize in just a portion of this larger market, where I can help the 

most, and bring value in a unique way that other people are not offering?" 

     While your target market may be large and broad, the "niche" you specialize in allows 

you to serve the market with a focus on the specific segment, need, problem or desire that 

generalists are not serving well.  By focusing on the niche segment of your target market, 

you position yourself as an expert even more.  The fact is people look up to specialists much 

more than generalists.  So part of gaining clarity and confidence in what you do, is 

identifying the niche market that fits your strengths, passions and mission the best.  I call 

this operating from your "money spot." 

     When you serve a niche market, your efforts are focused much better, instead of trying 

to spread yourself too thin, and overwhelming yourself.  Getting specific about your niche 

makes it easier for you to establish yourself as an authority figure, too.  Since you're 

providing solutions in a unique way, you'll have a lot less competition, as many of your 

competitors will choose the path of a generalist in your market.  And best of all, it will be 

much easier for you to identify your target prospect, and create the "avatar" of your Ideal 

Client (more on this in a moment)… which, in turn, will enable you to communicate with 

them in a way that makes them feel that you really know and understand them. This allows 

you to make better use of your marketing and advertising budget, since you're targeting a 
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specific segment of the market, instead of a large, broad market that makes marketing 

much more challenging. 

The Market Niche That Makes Sense For You 

     To start the process of defining the market niche you will 

serve, first you must look inside yourself, at your passions 

and how you see yourself making a difference in the world.  

This comes back to the concept of operating in your "money 

spot" that I mentioned earlier.  Ideally you want to align your 

passion, your strengths, your skills, your knowledge, and 

your experience and the market niche you serve. When you 

have that, you've found the niche focus of your expert 

business that makes sense for you:  the “money spot” where 

you provide value like few others can and make a difference 

in the lives you want to help in a much more impactful way 

than generalists could ever do. 

     To give you a couple of examples of businesses that went from being more general, to 

serving a niche segment of the market, I'll share a quick look at two businesses that I 

started and built up to 7 figures. 

     First is the pharmacy business I started with my husband, who is – you guessed it -a 

pharmacist.  We have two locations that do very well.  When we first got started, we were 

your average general type of pharmacy like you'd visit in any city.   

    What enabled us to have two locations that do very well was our decision to focus on a 

niche in the market.  Instead of focusing on providing everything a pharmacy provides to 

the public and to the medical community, we chose to focus on the dermatology niche.  

Doing this enabled us to focus our marketing and business development activities on the 

medical community who also specialize in dermatology; and on patients who needed specific 

solutions related to dermatological problems.  In hindsight, it was a smart move. 

     Here’s another example: a business consulting firm I started.  Again, when we started 

out, we were a general business-consulting firm, just like thousands of others.  You can 

imagine the difficulties our generalist approach presented when it came to getting new 

clients.  That's when I decided to focus on niche consulting instead, in an area that I had a 

lot of experience, human resources consulting.   

     When I made the switch, everything got easier!  

     I was not seen as just another consultant, but as a human resources expert.  And our 

marketing got much easier, because we didn't have to market to a huge, broad market.  

Instead, our human resources focus got the attention of our target market, businesses with 

human resources problems that needed fixing.  

     Now that you understand the importance and advantage of focusing on a niche segment 

of your market, it's time to take our first look at your perfect prospects in that market 

niche, your Ideal Client, by asking yourself the critical question… 
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What Is The "Avatar" Of Your Ideal Client? 

     The term “avatar” means the specific makeup of your ideal 

client – who they are personally and professionally; and the 

specific characteristics that make them your target prospect 

in the market niche you choose.  The “avatar” is a snapshot of 

what’s important to your ideal client: their activities; their 

interests and hobbies; their most pressing concerns; the 

problems and frustrations they seek to eliminate; and the 

positive benefits and changes they seek to gain in their life or 

their business. 

     The biggest benefit to identifying your Ideal Client 

“avatar” is identical to the benefits of identifying your market niche and your target 

prospect, as we discussed earlier.  It makes finding, contacting, and attracting the perfect 

prospect for your business much easier. You're looking in a much smaller world to find your 

Ideal Clients.  Knowing their makeup allows you provide solutions to their specific problems 

and frustrations, dreams and desires, that others don't.  While enabling you to speak 

directly to them about these things, in a way they will identify with.  

ACTION STEP 

     To start with, you'll want to define your Ideal Clients’ most likely personal characteristics, 

such as their gender, age, and marital status; whether they have children or not, and how 

old those children are.  In addition, you want to know their household income, personal 

income, their lifestyle, passions, values and beliefs.  Ideally, you even want to know their 

hobbies, interests and key personality traits. 

     Then you'll want to identify your clients’ professional details, including: what profession 

they are involved in, and if they are employed or self-employed.  Their professional income 

now, and what their desired income is.  How many hours they work now, and the demands 

of the work they do, including exactly what it is they do.  Along with their level of education, 

their career or business goals, and any professional associations or memberships they are a 

part of.  If possible, you even want to know their activities related to giving, helping others, 

and volunteer work. 

     So you're clear on what this really means, here's an example Ideal Client “avatar” that is 

relevant to my business, Expert Elevation, which helps expert business owners like you.  

Note that I have identified a group of core, Ideal Client avatars for my Expert Elevation 

business, including consultants, coaches, seminar and workshop leaders, and authors.  

Having different avatars enables me to get clear on who my target audience is and who I 

will focus on helping. Here's just one: 

Jennifer 

 

Age - 40 years old 

Gender - Female 

Marital Status - Married 

Kids:  2 kids - ages 10 and 12 years.   
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Average Hours of Work per Week:  40 

Income level: Family income is currently 140k.  Jennifer earns 60k per year. 

Jennifer’s Income target: 100k 

 

Jennifer is not the primary income earner in her family so she has some flexibility in her 

income target.  However she wants to earn enough to make it worthwhile for her to take 

time away from her family and friends.  Jennifer also wants to earn enough to be taken 

seriously by her spouse, and for him not to think that her business is just a hobby.  She 

wants the satisfaction of contributing income so the family can go on a few vacations and 

meet their financial obligations.   

 

Profession:  Business Consultant 

Professional Associations:  Belongs to the local chapter of Certified Management 

Consultants (CMC) 

 

Personal characteristics: 

Jennifer is 5’6", has green eyes and is a bit overweight, because she finds it hard to find the 

time to exercise; and doesn’t always have time to cook healthy meals. Jennifer has a bubbly 

personality, a positive attitude and believes she can make a positive difference in the world.   

Hobbies:  Gardening, reading mystery novels, and collecting stamps 

 

Challenges / Fears / Frustrations: 

Jennifer is very time-strapped with raising kids and working full time.  She wants to be a 

good Mom and Wife but also wants to make a difference in people’s lives through her 

professional practice.  She worries that she won’t have enough time for it all (business, kids, 

spouse, friends, hobbies, exercising) and is concerned about not doing a good job because 

she’s trying to do so much. 

 

Jennifer isn’t confident about how to grow her business, and she’s worried about making 

costly mistakes.  She’s afraid that her limited business knowledge will cause her to make 

bad business decisions.  Jennifer sometimes wonders if she’s got what it takes to be a 

successful entrepreneur. 

 

Jennifer often feels overwhelmed and confused about what steps to take, and is uncertain 

about what business priorities she should focus on. She buys business programs because 

they promise the business breakthrough that’s been eluding her, but the programs often 

leave her unsure about which tactics to implement, and what actions to take.  At times she 

feels overloaded with all the new information and secretly would just like to have a simple, 

straightforward plan to build her business. 

 

Hopes / Dreams / Desires:   

Jennifer has always dreamed of working for herself and three years ago she finally took the 

entrepreneurial plunge, leaving her consulting firm and starting her own business.  Jennifer 

tries to do meaningful work where she can make a difference in the lives of her clients.  She 

wants to be successful without sacrificing her family life and connection with close friends, 

to do it.   
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She imagines how nice it would be to have a steady income that would enable the family to 

have regular holidays, and pay for the kids education and offer Jennifer and her husband a 

worry-free retirement someday.  She gets frustrated with her roller coaster income, which 

fluctuates a lot from month to month.  She would like a step-by-step plan for stabilizing her 

income and growing her business.  Ideally she would like insights on what to do, so she can 

reduce the time it takes to build her income to a level of $80k+.   

 

Values and Beliefs: 

Jennifer is passionate about helping other people.  She wants to be authentic in the way she 

markets and sells her services, and she wants to deliver good value to her clients.  She 

believes in honoring her commitments and takes pride in meeting client driven deadlines. 

 

Jennifer believes in taking care of the environment, volunteering in her community and 

spending time with family and friends. She doesn’t believe you should sacrifice what’s most 

important in your life for your business.  She wants to be successful but not at any cost.  

She values the autonomy she has owning and running her own business, and doesn’t want 

to give that up to work a job where she feels she won’t be able to make the difference in 

the world in the way she believes she can.    

 

Getting Clear on Your Ideal Client 

     Now, as you move through this training on 

"Serious Market Research For Expert Business 

Owners Made Easy"… your goal is to identify your 

Ideal Client, and get to know your target 

prospects with the kind of detail you read in my 

Ideal Client avatar for Jennifer. It all begins with 

asking specific questions so you can put yourself 

in their shoes.  You'll want to get inside the head 

of your Ideal Client and explore what motivates 

them.  In this way, you will begin your journey to… 

 

Knowing Your Prospects, Market and  

Competitors Like You Know Yourself 

     Your goal with your research efforts is to get as much information as you can, that will 

enable you to make the best educated guess you can about your Ideal Client, and your 

target prospects - insights, which allow you to get answers to these questions: 

 

 What are their hopes and dreams? What do they want? 

 

 What are their fears and frustrations? What do they NOT want? 

 

 How do they get their information?  
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 What do they read, listen to, and watch?  

 

 What social media do they use?  

 

 What do they discuss with their spouse? With close friends and colleagues?  

 

 What do they wish they had more of? Or Less of?   

 

 How do they make their buying decisions?  

 

 What have they tried to achieve, what do they want? 

 

 Why do they believe they haven't gotten it, achieved it, or eliminated it yet? 

 

 What's the likely REAL reason why they haven't gotten it, or eliminated it? 

 

 What have they tried to eliminate? What don't they want? 

 

 How do they feel about the journey to attaining what they want; or 

eliminating what they don’t? (Including their pains, emotions, past 

experiences and even bad choices.) 

 

 What do they see as the cause of their pain, and frustrations? 

 

 What do they believe will be different with their business or life once they 

get what they want, or once they eliminate what they don’t want? 

 

 How savvy are they (what is their awareness) regarding what you offer in your 

business?  (As in… They don't know what the solution is, they don't know a solution 

exists, they know a solution exists somewhere but not with you, or they know that 

you have the solution, but may not know it's the right solution for them.) 

 

Researching Where Your Prospects Hang Out  

(Which Includes Your Competitors!) 

     In order to get to know your prospects and eventually your Ideal Client, so you can 

answer the questions above with a considerable amount of accuracy, you must interact with 

them, or be where others have interacted with them.  You must know these places, where 

your prospects hang out, online and offline, because many of them will be where your direct 

and indirect competitors are too. 

     This process of getting to know your target prospect, the one most likely to buy your 

product, is called Prospect Research.  The first step of the Prospect Research process is 

defining and discovering your keywords with the intent of being able to make your "best 
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guess" about your prospects' activities, problems, frustrations, pain points, needs, wants 

and desires.  

     This will enable you to craft a special report (or other lead generation devices,) and the 

ultimate "signature" product or service solution, which all have features and benefits that 

tap into your prospects’ strongest emotions, pains and desires.  

     Uncovering the root cause of their problem (that they don't realize is the real cause of 

their pain) is one of your ultimate goals, so that you can isolate the ‘Big Problem’ your 

market has; and articulate that problem to them even better than your prospects can 

describe it themselves!  The idea is to surface the "root cause" of problems your 

competitors are already addressing, plus the causes no one is talking about.  

     You'll get a good look into both the problem and its causes when you read and listen to 

what your prospects are saying on blogs, live online events with real-time chat, and in social 

channels.  This will help you tap into what they are experiencing on a day-to-day basis.  The 

problems they think they have, the opinions they share, which can lead you to the real root 

problem that your prospects, and your competitors, probably don't realize is the REAL 

problem.  

To get this intelligence, you'll have to do a lot of digging.   

And this training will enable you to do exactly that. 

     Just as a prospector has to do a lot of digging to find the treasure they seek, using many 

different tools for the job… You can start your prospecting using keyword research tools like 

Market Samurai, SpyFu, Wordtracker… or even the Google Keyword Research Tool or the 

Bing Keyword Research tool.  The idea is to begin searching on broad keyword terms and 

phrases that are obvious for your product and market.  Then to use the additional 

suggestions these tools provide to create and expand… 

Your "Keyword Universe" 

ACTION STEP 

     Begin by brainstorming only broad market 

keywords, typically one to two general words 

people would search on to get information on a 

specific topic or area.  See how many ways you 

can think of to categorize what you provide 

using different but related broad keywords. For 

example, if you're a marketing coach, your 

broad keywords people would be searching for 

could be… Marketing, Advertising, Marketing 

Strategies, Marketing Tactics, Marketing Systems, Internet Marketing, Online Promotions, 

Publicity, Marketing Coaching, Marketing Training, etc. 

     This is the time to start your "Keywords and Competitors Notebook" where you can 

record all of your research. (As we move through this training, I'll tell you how to structure 

your Keywords and Competitors Notebook, so it's organized and easy to reference later.) 
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     The first thing you'll focus on is building your list of 

general, broad market keywords.  When you have a list 

of 10 to 15 broad keywords, which are in separate but 

related categories, go deep with each main keyword to 

get as many variations and keyword phrases as you 

can.  Then you'll include even longer keyword phrases, 

often called "long tail" keywords. (These are keyword 

phrases people enter into a search on Google, that 

may have five, six, up to 10 words in the phrase.) This 

is when you'll start another section in your Keyword 

and Competitors Notebook for these longer, more 

specific "keyword phrases," based on your original 

broad keyword terms. 

     After you do your keyword research, and make note of the most popular keyword 

phrases you discover (by noting the number of monthly searches and level of advertising 

competition), it's time to create the next section in your Keyword and Competition 

Notebook, the section for your Competitors.  Your competitors are actually in two 

categories… one for your Direct Competitors, and one for your Indirect Competitors. 

Direct Competitors and Indirect Competitors 

     Direct competitors are those companies who are marketing to your target prospect, and 

offering similar or the same solutions to similar or the same frustrations, problems, 

aspirations and desires.  They are your direct competitors, because they are basically selling 

the same thing to the same people.  You are trying to get the same dollars for the same 

type of products or services, from the same people, as your competitors are. 

     Indirect competitors on the other hand, are marketing to 

the same target prospect as you are, but they are not selling 

products or services that are the same or similar to what you 

offer.  

     By doing your Competitor Research, you enable your 

"expert business" to become smarter, and to leverage 

opportunities most people in your situation don't even notice. 

First, let's talk about…  

Your Direct Competitors 

     What can you stand to gain by knowing who your direct competitors are, and what 

they're up to?  And how can you set yourself up to know all of this?  

     Well first of all, the time and effort you put in (or have an assistant do for you) to create 

your Keyword and Competition Notebook, will be time and effort well spent.  This Notebook 

will be one of the most valuable tools you'll have in your business, that you'll refer to again 

and again, if you're smart.  And what's great is, most "expert business" owners never take 

the time to do the research, or create their own Keyword and Competition Notebook.  So 
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just by you doing so, you'll already be much further ahead in the "expert business" game 

than most.   

Bottom line: you'll have a big advantage. 

ACTION STEP 

          Now it's time to perform searches on each 

broad keyword, then the more focused keyword 

phrases, being sure to make note of companies that 

come up in the search results that you consider to be 

your direct competitors. 

     When you are crystal clear about who your main competitors are, (by following through 

on your Keyword Research to find out who has a presence online for the keywords your 

business shares), you can follow them and monitor how they do business.  

     Get on their email lists.  Buy their products, in hopes of getting on their direct mail list. 

Follow them on the social channels that make sense for your market.  And put an ear to 

what their community is saying, about them, about the market and their problems, and 

about their products or services.  You can even look for their "Frequently Asked Questions" 

page, which is normally a breakdown of buying objections, with an explanation that makes 

that objection a non-issue for the prospect.  This is very valuable information, indeed. 

     You'll get to see what your direct competitors are including in their offers, the price 

points they are using in their marketing, how their "marketing funnels" are set up, including 

what communication their prospects get after registering for a free report or free webinar, 

and what communication they get after purchasing a product or service.  

     You'll also get a view of how sophisticated they are with their products.  Whether they 

have a logical, ever increasing product "ascension" model working for them; and where they 

increase the value and price of each successive offering.  Having this insight into your direct 

competitors is gold, and will make you much more confident with the moves you make in 

your business.  

     Now, the object here is not to copy what your competitors are doing.  It's to gain 

insights about what they're doing, so you can apply the same intelligence to what you're 

doing. 

     So now that you know why it's important to do your Competitive Intelligence Research, 

and find out everything you can about your direct competitors… let's talk about why 

knowing who your indirect competitors are is as important, if not more important to the 

growth of your business.  

 

 

Your Indirect Competitors 
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     As we talked about a moment ago, your indirect competitors operate in the same market 

as you do.  They have the same target prospect as you do, but where they are different, is 

in the problems they provide solutions for, and the products and services they offer. 

ACTION STEP 

     We'll talk about how you can elevate your "expert business" by knowing your indirect 

competitors in just a moment.  First, here's how to get a feel for who your indirect 

competitors are and how you can identify them. 

     Get your Keyword and Competition Notebook out, 

and look at the keywords and phrases you've identified 

for your market and your target prospect.  Now create 

a new section of keywords called "Indirect Keywords."  

The idea here is to review the keywords you have for 

your market.  Then think to yourself, “if my target 

prospect is searching on these keywords, and they are 

looking for information or help in those areas… what 

activities are they most likely involved in?”  

     Then based on those activities, which other keywords would they use to search on (that 

are unrelated to your broad keywords, and narrow keyword phrases) in order to get other 

information or help in different areas that are connected to what they are involved in as 

their primary focus?  What would they be searching for to get help with whatever they are 

trying to accomplish, eliminate or get solutions to, as related to, but not the same as, their 

primary focus?  

     A good way for you to look at this, as it relates to your business, is to think about this… 

What does your target prospect purchase before they purchase from you?  And what does 

your same prospect purchase from someone else, after they purchase from you? 

     For example, if you're a consultant to potential authors who want to publish a book to 

boost their authority status, and you help them to pull the pieces together so the book gets 

written and published, what would they be seeking help with that is outside of the "book 

publishing” category?   

     Just off the top of my head, I'd say they might first look into buying a writing course, so 

they can make their book something to be proud of.  Then after they tried to do it by 

themselves and could never seem to finish -they come to you to help them get it done, 

proofed and published.  Once you've helped them get their book done, they may seek the 

services of a PR consultant, to have an expert help them to get noticed in the vast world of 

books, to get them publicity so more people know who they are, and more people buy their 

book.  

     In this case, your indirect competitors would be "Business A"… the business who is 

selling the writing courses, and "Business B"… the business who is providing PR consulting. 

     So what does knowing this do for you, and your "expert business"?  A lot!  Let me 

introduce you to the concept of the Strategic Alliance.  This is a special relationship between 
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two non-competing businesses that are serving the same target prospect.  This is a 

relationship where everyone wins! Your Strategic Alliance with both businesses A and B may 

look like this… 

     You contact Business A, which sells writing courses.  

You let them know you're a "get your book published" 

consultant, and have the same target prospect as they 

do.  You propose that your business teams up with 

Business A, where anyone who buys a writing course 

from Business A receives marketing promotions about 

your business.  Similarly, anyone who comes to your 

business to get a book published, who does not want to 

use a "ghost writer," but who also does not have the 

skills to write their own book, gets promotions to buy a writing course from Business A.  

     Then it can be taken even further, when we include Business B, who is a PR Consultant. 

You approach the owner of Business B and let them know you are a coach who helps people 

get their book published, and inform them that they could benefit from being connected 

with someone who could bring them a lot of publicity, after their book is published.  So you 

propose that you'll send any of your successful students who have a book published, 

promotions about having Business B help them get the publicity they need to get a lot of 

book sales.  And at the same time, the owner of Business B can send their list promotions 

for your "get your book published" coaching, for anyone who comes into their world wanting 

PR, but has a book that's not good enough to publish, yet.  

     In each of these cases, the party who brings you sales will make a commission, and for 

any sales you make for the other parties, you will make a commission.  All of this is set up 

in an automated marketing system on both ends, so it all happens seamlessly in the 

background, 24/7.  

     Don't you think your expert business could benefit from such a powerful relationship 

with one or two other, non-competing businesses?  Absolutely!  And this is just the 

beginning.  There are many more possibilities, when you have done your homework and 

know who your indirect competitors are. 

Getting Started Researching Your Indirect Competitors 

ACTION STEP 

     Now, as you focus on your "indirect competitors" (the top sites in the first two or three 

pages of search results for each of the Indirect Keyword phrases you've identified), it's time 

to dig deep into these results.  Whether they are website pages and blogs, YouTube videos, 

Facebook posts and discussions, Twitter streams, and even Pinterest, Google+ and other 

social hangouts; or even products on ecommerce sites like Amazon. 

     Investigate the owner of any content, 

products or websites you discover, and create a 

new section in your Keyword and Competition 
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Notebook called Indirect Competitors, to record your findings.  Be thorough with your 

research, as you'll come back to your Notebook time and time again.  You can even have 

two "subsections" for this…one for Indirect "Before" Competitors, and one for Indirect 

"After" Competitors, the first list for businesses that your target prospect would buy from 

before they come into your world, and the second list is for those businesses your target 

prospect would buy from after they've entered your world. 

     When you've identified a few businesses that would be perfect Strategic Alliance 

partners for you, it's time to make a quick plan of how the Alliance would work.  How each 

of you would benefit, creating a truly Win-Win situation.  Then take your plan one step 

further, and detail who you will contact first, second and third.  Then make some time to 

contact these business owners and develop a relationship with them so they know you're 

interested in coming together to form a Strategic Alliance that benefits both of you. 

     If you take action on all the steps we've just discussed, all the way through creating a 

Strategic Alliance with a partner business, you will notice that your "expert business" will 

start growing more than ever.  Seemingly by itself, from the marketing systems you and 

your Alliance partner have installed in your respective businesses.  Again these are systems, 

which offer your audience your partner's products or services, while your partner offers your 

products and services to their audience, all in a systematic, automated fashion. 

Going Deeper By Researching Market Trends and 

News 

     While getting to know your target prospect, your 

Ideal Client and your competitors inside and out, you can 

take your research even further, to keep up on the ever-

changing factors that affect your prospects, your market 

and YOUR expert business. 

ACTION STEP 

     Now it's time to start noticing trends and news that 

affects your market and prospects (as well as your 

competitors)….which is information that's related to the research you've already done.  This 

can be as easy as searching for one of your keyword phrases followed by words like "trends" 

or "news" or "update" followed by the year you're in. 

     Create yet another section in your Keyword and Competition Notebook, called Market 

Trends and News for (Year).  This is where you'll record what you discovered as you 

research the current trends of your market.  This is valuable information, which will let you 

make moves in your business to keep up with the changes that affect your prospect and 

market. 
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     By having this kind of visibility in your market, you'll be miles ahead of your competition, 

who believe that their market never changes.  The fact is, all markets "mature," and you 

need to stay on top of this, as the more the market matures, the 

more you have to adjust your marketing and sales communication 

for a more "savvy" and sophisticated prospect. 

     Once you've moved to this advanced stage with your business, 

you're ready for a "ninja" tactic only the most savvy marketers 

understand and leverage.  This will make your crystal ball work even 

better.  We're talking about… 

Discovering and Leveraging Your  

Prospects' Own Words 

     Even though you may be thinking that up to now we've hit on 

the most important areas you can research, we’re not quite done 

yet.  While what we've already discussed is critical for the success of 

your "expert business," there is actually one activity that trumps what we've covered so 

far… 

ACTION STEP 

     Your #1 Prospect Research Target is simply, discovering and reading what your 

target prospect says about their aspirations, desires, problems, frustrations, 

disappointments and questions – IN THEIR OWN WORDS.  

    This is one of the most powerful ways to unearth the deep 

problems and frustrations your target market experiences… 

which enables you or your team to create marketing "copy" 

that resonates with them in a way you would not be able to 

figure out on your own, by just "brainstorming" or guessing. 

     Here's another "professional level" secret to finding out 

the objections, concerns and gripes of your market.  Just 

expand your keyword searches on Google or Bing, and add 

the word "scams" or "reviews" after it.  You'll be surprised 

how many sites and blogs you'll find, with people leaving 

negative comments, which can be very revealing. 

     Blog Comments are a great research resource, since 

people openly discuss almost any topic in a deep and 

personal way.  They reveal their real problems and concerns, ones that are rarely told to 

website owners, product creators and marketers.   Plus, there are literally MILLIONS of 

active blogs on the web, in hundreds of categories, many of which are owned by your 

COMPETITORS! 

     One of the largest communities and directories for blogging is Blogger.com, which is 

owned by Google.  You could spend weeks searching on related keyword phrases here, 

reading your target market's deepest thoughts, frustrations, problems and desires.   Again, 
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expressing themselves using words and thoughts you probably would not have come up 

with yourself.  

     Another huge blogging community is Wordpress.com.  See, not everyone hosts their 

Wordpress blog on their own website.  Others with less technical ability have the option to 

have their blog hosted right on Wordpress.com.  Other blog host communities include 

Wix.com, Blog.com, and TypePad.com. 

     You can perform searches specifically for blogs that deal with your subject matter, by 

using search services like: 

Google.com/blogsearch 

BlogSearchEngine.com 

Technorati.com 

IceRocket.com 

     When reviewing people's blog comments, it's useful to copy and paste the ones which 

apply to your business into a document focused on certain keyword phrases.  This way you 

will capture the exact words your prospects are using, 

which is very powerful in creating reports, scripts and 

other communication that resonates with them in a 

dramatic way. 

     Now we're on to another powerful tool to listen in 

on your market… Social Search.  As you might 

guess, most conversations on the web these days are 

happening on social media channels, blogging 

included.   

     Searching on your keyword phrases on these platforms will put you inside the circles of 

millions of people, and all of the conversations that relate to your market. 

     To search in Facebook, go to: www.Facebook.com/search 

     A powerful way to find conversations on Facebook related to the focus of your business 

is to search for Facebook Groups related to your subject.  These are communities that exist 

to talk about a specific subject, product, activity or cause. 

     Another powerful way to leverage Facebook is by identifying competing companies in 

your market.  Then identify which are using videos to promote their products.   Whenever 

the opportunity arises, from being on the email lists of your competitors (which you MUST 

be on), take advantage of video pages, including Product Launches.   

     Most product launch campaign videos run on common platforms which use a Facebook 

Comments plug-in, which enables video viewers to leave comments under the video, just by 

logging in with their Facebook ID.  Just imagine the jewels you'll find in video comments! 

     Here's another goldmine for finding out what's REALLY on your prospects' minds, in their 

own words… 
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     Search Twitter Tweets at: https://twitter.com/search-home 

     To search Twitter effectively, make sure you get up to speed using Twitter "operators"… 

which use symbols and hash tag keywords to access conversations.  Instructions for using 

these operators are located on the Twitter Search Home Page. 

     Search YouTube (yes, YouTube IS a social network)…  Perform your keyword research 

at http://www.YouTube.com, then watch the videos that come up in your search results, 

and read all of the viewer comments below the videos for more insights in the viewers’ own 

words.  Also, make sure you check out the "related videos" shown to the right for the same 

opportunities. 

     Search Google+ Pages, Hangouts and more, using the Search Toolbar while logged in 

to Google +.  You'll get the same insights as we've discussed from other social sources. 

     Also, there may be other social networks that cater more to your niche market.  Perhaps 

LinkedIn, Pinterest, Instagram or even FourSquare.  Now, I want to make sure you don't 

forget… 

Research Papers, Niche Books And Magazines 

ACTION STEP 

     There are many research papers available 

online from almost every university you can think 

of, which can include valuable research related to 

your target prospect and market.  Find them with 

keyword searches using the "advanced search" in 

Google to target .edu domains, owned by schools 

and universities.   

     Books that deal with your target market can 

also be a valuable source of information on your 

prospects, with someone else having already 

done the research for you.  So you'll want to spend time on Amazon reading big idea topics 

in books and the comments readers have posted. 

     The same goes for "white papers" (easily found on Google) and niche magazines, which 

are most easily browsed at a brick and mortar book store like Barnes and Noble. Don't 

forget to look in the back pages of those magazines for advertisers who may be your direct 

or indirect competitors! 

The Power of The Biggest Store In The World 

     Welcome to Amazon.com and Amazon Reviews… where you'll get people's real 

reviews about products, books and more. 
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     Reviews inside Amazon, whether for a book, products, kindles or other categories, are 

closely monitored by Amazon, to make sure the reviews you find there are real, objective, 

and not promotional in nature.   

     People reveal their in-depth experiences and feelings about products they review on 

Amazon.  Again, this is a great opportunity to find out what people are saying about your 

product or those of your competitors… in their own words - including likes, dislikes, 

frustrations and general "rants." 

     Make sure you look at the "Amazon Ads" and "Also 

Purchased" Area… to expand your knowledge of your 

target prospects' buying practices, and to see the other 

companies they are buying from.  When you are looking 

at Amazon buyer reviews, also look at the products or books under "These buyers also 

purchased" area.  Then check out the reviews of those products and the companies who are 

offering those products, all while taking notes feverishly. 

     And when you are looking at information from a product in Amazon, be sure to spy on 

the advertisers listed near the bottom of the page, who are targeting these buyers as their 

target prospects, too.  Be sure to investigate these advertisers' sites and blogs for additional 

insights they may have discovered.  Find out everything you can about these competitors 

and add the information to your Keyword and Competition Notebook.  Next, you're ready to 

harness the power of… 

Questions/How-To Sites/Forums 

ACTION STEP 

     Accessing Question and "How To" sites can bring you a lot of valuable information based 

on specific answers and discussions regarding questions submitted by users.  Popular 

Questions and "How To" sites include: 

eHow.com   FormSpring.com  Mahalo.com 

WikiHow.com   Quora.com   AnswerBag.com 

WikiAnswers   AllExperts.com  Answers.com 

Ask.com   Yahoo Answers  Google Questions 

HowCast.com   AskVille.com 

     You can use these search sites to tap into the thousands of niche-targeted user forums, 

product forums and discussion boards, with conversations about virtually any topic you 

could ever think of: 

BoardReader.com   Omgili.com   BoardTracker.com 

     You can find many other forums that directly relate to your "expert" business by simply 

searching on a few of your main keywords followed by "forum"… "board"… or "discussion 

board."   

     Now you're ready to move on to… 
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Getting Demographic User Data 

ACTION STEP 

     Whether you use it now or not, I 

recommend you use Google's browser 

"Chrome" to do target prospect research, with 

the "SEO for Chrome" plug-in, available free.  

This plug-in allows you to view the 

demographic data of high-volume sites, which 

could very well be direct or indirect competitors 

for your business. 

     With this plug-in, you get one-click access 

to page-specific data from Big Data services 

Quantcast, Alexa and Compete.  Doing so will give you clarity into the demographic 

breakdown of the visitors to sites who you see as your direct or indirect competitors (i.e. 

those who serve your target market).  Demographic data includes age range, sex, income, 

ethnicity, and other factors.  This will also give you insight into the demographics of your 

market that you may have not known.  When you've discovered demographic data, you're 

ready to move to "face to face" research, and… 

Interview Your Prospects And Clients (Or Someone Else's) 

ACTION STEP 

     This can be as easy as talking to your family or friends who you think fit the profile of 

your target prospect.  But the best way to get serious opinions, experiences and emotional 

feedback is to interview your current prospects and clients. 

     Put together a list of questions that will help you 

investigate your market. Use the questions we 

covered at the beginning of this training, and any 

other you feel are important for your specific 

business and market.  Then add more that will help 

you drill down from answers they give you, to get the 

deeper meaning of what they shared with you, 

including their deep emotions on the subject and 

their view of what they describe as their problem or 

desire. You can also ask them about the other companies they buy similar products and 

services from! 

     You can try to survey your people, but most times you won't get the in-depth feedback 

you're looking for.  That's why a face-to-face talk (recorded with your phone or computer), 

or a recorded interview done by phone, will usually produce more and better results. 

     You can also interview the clients, prospects or even OWNERS of companies who do not 

compete with you directly, but serve the same prospects as you.  Your INDIRECT 

competitors.  They may also have determined the emotional hot buttons and deep problems 
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and frustrations you need to know, only they sell your prospects something that is different 

from the kind of product or service you offer.   

     Your prospects have problems you can help them solve, but those same prospects have 

other problems that you don't have solutions for.  That's where other companies who serve 

the same people as you do come in handy.  Plus, the relationships you develop with other 

business owners who also serve your prospects can give you opportunities to increase the 

reach of your business, by selling your products and services to their clients! 

Survey Your Prospects as They Enter Your World 

ACTION STEP 

     To help you get even clearer on what your Ideal Clients’ 

big problems, concerns, dreams and desires are, you can 

survey them as they come into your world - and not 

necessarily by trying to get them to complete a lengthy 

survey. 

     You see, getting to know your target prospect inside and 

out is not a one-time-and-done process.  As you discover 

more and more about your market, about your target 

prospect, and even what you glean from your Competitive 

Intelligence, you can always find out more. 

     A common way for "expert business" owners to bring 

people into their world is to offer a free content piece in exchange for them giving you their 

contact information, which for this example is as simple as just getting their first name and 

email address. 

     Whatever methods you are using to drive traffic to your website, you have a mechanism 

in place for letting your target prospects request that content when someone lands on your 

page, sees your enticing free offer for something they perceive as valuable and relevant to 

them.  For example, a simple web form, that let’s them enter their name and email address 

which enables them to have access to your free content piece.  

ACTION STEP 

     Now there's a great way to "fine-tune" the avatar of your Ideal Client, as you're getting 

prospects registering to access your free content.  This is surveying in a way, but does not 

have the negative aspects that prevent many people from completing a lengthy survey.  

Also, this fine-tuning method is far less likely to leave you with responses that are not 

totally accurate or truthful. 

     If you're using a full-featured CRM (customer relationship management) platform like 

Infusionsoft or Office Autopilot, you can "segment" leads as they come to your site.  When 

they enter their name and email address in your web form, to register for your free content 

piece (and become one of your prospects), you can present them with one simple to answer 

question. "What's the biggest problem you face with….?"   
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     Fill in the blank space with your target prospect's relationship, business, goal achieving, 

or whatever niche market objective your product, program, or service resolves. Then 

present them with 4 "radio buttons" or "check boxes," each with a problem or issue after it.  

You can do this with three of the checkboxes, and for the fourth, you can label it "Other" 

and provide them a small text box to enter their most pressing problem.  They tick one of 

your choices then they submit the web form.  

     Your CRM system will then make note that the 

prospect that just registered marked either choice one, 

two, three or "other."  You can then go inside your CRM 

system whenever you want, and see the percentage of 

new prospects who said Choice 1 was their most 

pressing problem, and the same for those who ticked 

Choice 2 and Choice 3.  So what about Choice 4, 

"Other?" Well you can find out how many ticked Other, 

too, then go in and view the responses people gave for the ‘Other’ category. 

     In this example, if you thought that Choice 1 was the most pressing problem your target 

prospects have, that your Ideal Client deals with every day… but when you looked at your 

data, you found that more people were ticking Choice 2… you just learned something very 

valuable about the avatar of your Ideal Client.   

     Using this type of segmenting, you can actually direct people who answered differently 

into different marketing funnels, which specifically address that problem.  Now if you're not 

using a full-featured CRM system that allows you to segment like this, you can use the same 

type of survey method with a more simple process.  

     Though you won't know exactly which prospect answered with which choice, by putting a 

simple one page survey on the free content registration "thank you page," (using a simple 

survey tool like Survey Monkey) with the same 4 choices, you'll still be able to see which of 

those problems is really the most pressing problem they face.  Then you can tailor your 

lead-generation, your marketing and your products to address that one BIG problem more 

than you may be now. 

     As you can see, just making the effort to have a simple system like this installed on your 

lead-to-prospect free content offer, can give you specific answers you may not have been 

able to access otherwise. 

 

Making Discoveries Inside Google Analytics 

ACTION STEP 

     In order to gain further insight about what your market wants, another easy way to 

leverage what you're already doing, in order to gain insights, is to take a look at your 

website analytics.  Whether you're using the powerful and free Google Analytics, or just the 

simple "site stats" tool in the website control panel of your hosting company, you can 
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actually monitor which parts of your site people visit the most, which parts they visit the 

least, and which parts they spend the most time on. 

     For example, if you publish blog posts regularly, or 

have an email newsletter where you post back issues 

on an Archives page, you can go into your analytics 

and see which posts and newsletters more people are 

reading than others.  As you can imagine, the content 

on your site that is the most popular, is resonating with 

your audience the best.  

     Take a look at those popular pages and make note 

of the subject matter (and the problems surfaced) 

discussed in those pieces.  Then make sure you cover 

those topics more often, and even create products 

related to the subject. 

An Important Note You Must Remember 

     Just a reminder, after we've just covered quite a lot in the name of researching your 

target prospects and your direct and indirect competitors… 

     As I mentioned early in this training, you DO NOT have to use every tactic in this 

training at the same time.  And you don't even have to use all of them.  This is just a 

comprehensive training that gives you many options, so try out what you can.   

     As you are experimenting and researching, you may find certain suggestions that work 

for you better than others, based on the focus of your market and "expert" business.  

However, just wrapping your head around all of these possibilities will make you a better 

marketer: help you understand how people in your market think; and identify how 

competitors in your market approach that market. 

     Now that you have experienced this powerful training, it's up to you to get started with 

researching your target prospect, your Ideal Client… and gathering Intelligence on your 

direct and indirect competitors.  

     Knowing what you do now, just imagine what a task it would have been to figure this all 

out on your own!  (Or maybe you've tried that already )  The clarity and direction you now 

have will serve you well, for as long as you are in business. 

     Putting these research "discovery" practices into use will enable you to take the next 

step as you grow your "expert" business and create the life of prosperity, enjoyment and 

personal freedom you desire - while following your passions, and making a difference in 

people's lives.  

Now, here are… 

 

Two Important Closing Thoughts… 
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     It was my pleasure producing this powerful Prospect Research and Competitive 

Intelligence Training for you.  There are just two things that I must bring up, that are 

essential for you to do now. 

     First, I must ask you to not be satisfied with only reading through this training.  You 

must take action by following each area I've labeled "ACTION STEP", and do what I advise 

you to do.  That way, you will benefit greatly from this training, instead of it just gathering 

virtual dust on your computer. 

     And finally, I want you to have fun with your Prospect and Competitive Intelligence 

Research!  Get excited, because the journey you're about to take will transform the fate of 

your "expert" business from this day forward. 

     Here's to YOUR success as an "Expertpreneur®!" 

 

     Dedicated to Your Income Acceleration, 

      

     Sheryl Wolowyk 

     The Income Acceleration Coach 

     Founder, Expert Elevation and Expertpreneur® Academy 
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