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Building Your Marketing Machine 

Recording Transcript 

Today’s call is about building your marketing machine. I want to get you started 
today in the foundational parts of building your own marketing machine. The truth 
of the matter is that none of us went to be in business to become marketers. We 
love that thing that we do and we want to be able to do more of it. Marketing is 
like building a bridge between us and our clients. It’s very rare that we meet 
someone and they need our services. I don’t know the exact statistics but it’s 
something like 3% of your ideal market will have a real sense of urgency and 
need what you have to offer. They are ready to go now. For the most part, that’s 
not going to be the case. So how do we market to and nurture the other 97% who 
aren’t ready to buy now? We need to be able to build that marketing machine, 
that bridge, towards those people.  

There is such a direct correlation between your numbers and your lack of 
marketing. What have you been doing recently to market? How much have you 
been doing? So often, that’s where we can see the disconnect. We’re so busy in 
our business, serving our clients, and often the first thing that suffers is our 
marketing. All of our sudden we see our bottom line and now we’re in panic 
mode. It’s never a good energy to get clients from. It puts a lot of stress on you 
and your business.  

Be Consistent 

When looking at marketing, the most common mistake is not marketing enough. 
We’re inconsistent, it’s stop and go. We market with an event coming up or 
something we want to promote. That can bring in that energy of needy and 
pushy. It can create a real stop/ start in our marketing. 
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Be Authentic 

Another thing people are guilty of these days is doing marketing that is simply not 
valuable. It’s not good, not high quality, not really relevant. When I say not 
valuable, I mean there is nothing you can really take away from it. I think of 
marketing as giving someone something that is of value to them whether or not 
they sign up with you.  

Another thing I would add to not being valuable is not being authentic. It’s the 
reflection of yourself, the reason people will be buying into your services or 
products. People are buying into you initially. It’s so important that people know 
what they are buying into. Be true to who you are. Not putting on an act. Of 
course you have to look professional and portray an air of confidence and 
competence. Those things go without saying. But people need to know the real 
you and not that it is an act. It comes through in your marketing so that people 
can differentiate you from others. They know you are authentic and know what 
you stand for. 

Market to Your Ideal Client 

On the other side of authenticity is being authentic to your ideal client. I cannot 
say this enough. When you put your marketing out there, put it out there as if you 
are speaking to one ideal champagne client. If I ask you who did you have in 
mind when you created this, you could give me their name. You want to think 
about who is your ideal client so you are attracting, at the highest levels, the 
people you want to attract. A big mistake there is not being clear on the ideal 
market or client. Being too general, trying to please everybody - your marketing 
ends up being diluted.  

You will know you’ve struck a chord when your feedback is engagement. When 
they react. When you hear “wow” or “I feel like you were inside my head” or “I 
really needed to hear this” or “this is exactly where I’m at”. That is fabulous 
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feedback because you are really striking that chord. You are very much aligned. 
When done well, it’s going to be engaging. When I say engaging I don’t mean 
just likes and shares and comments. There is going to be a level of engagement 
when your marketing is done well.  

Think about people you follow. We are all following people, and should be, to see 
what is going on. But there are also people you follow because you look forward 
to what they are going to be posting next.  You enjoy, you don’t feel “sold to” but 
there is value. Think about what makes you want to tune in because that is 
exactly what you want to create for your own audience.  

The other thing to realize is that we all want to be making a bigger impact; 
reaching more clients and wanting to take your business to the next level - 
knowing that your business is meaningful. 

Your marketing can easily be reaching thousands of people. Imagine that you 
have an audience of a thousand people you market to. They share and that 
number increases. Isn’t that a game changer for how we approach our 
marketing? What if we were to approach our marketing knowing that our 
marketing was already making a much bigger impact? How would you start to 
approach it differently?  

Our marketing makes a much bigger impact than we’ll ever know. For all of those 
people that do engage, there are many people who never leave feedback but 
who are still positively impacted. 

If we want to have positive impact, our marketing is the way to do it.  

How do I carve out my marketing? You can speak to different successful 
business owners and marketers but it’s like speaking to a nutritionist. You can 
talk to 10 and get 10 different responses. There is no end to how you can be 
marketing. The truth is that there is no one “right” way. Find the way that is 
authentic to you and your audience. It takes experimentation and fine-tuning. It’s 



 
 

 

BE BOLD.  PLAY B IGGER. ®  

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 4 of 9 

an area where you need to constantly upping your game and improving those 
skills.  

I like to think of marketing in the way of principles. There are 2 core tracks in 
marketing that come up time and again that will help you with your marketing 
approach. I suspect out of these 2 core areas, you will need a blended mix. 
There is Content Marketing and Relationship Marketing. They both add value. 
One is marketing through content the other is through relationships.  

Content Marketing 

Content marketing is about sharing your knowledge, your expertise, which is of 
value to your ideal clients. In order to really form great content, you have to 
understand the core problem your target audience is struggling with. The theme 
running through everything with your core audience. Understanding that problem 
(or those problems – keep them at 3 or less) you have to understand what that 
problem looks like to them, not through your expert eyes. What are they 
experiencing as a result of that problem?  

Then we want to understand the 4 forces that motivate people. We’re either 
motivated away from pain or motivated towards pleasure. Most people are 
motivated away from pain. This means you have to understand your clients 
frustration. How is it showing up on a daily basis? We don’t want to be marketing 
to things that happen once in a while. Deeper than that, we want to be able to tap 
into the clients deeper fears. What’s going to happen (or not happen) that they 
worry about underneath it?  

If we start to look towards the pleasure point. What are their wants? What do they 
want instead? It’s the positive opposite of what they struggle with.  

For example, if someone is struggling to sign up clients, they are going to want to 
sign up new clients with ease.  
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What are their bigger aspirations or desires? Keep that in mind when we’re doing 
our marketing? Am I tapping into their real frustrations? Am I tapping into what 
they want instead? Now you’re speaking the language of your ideal client.  

We want to be able to share valuable content that is going to help them 
understand their own problems, and the impact of them, and give them some 
tips. It’s like laying out a trail of breadcrumbs for them to follow. We are not giving 
them the feeder full of everything, just some small crumbs (or tips). 

With content marketing, there are a lot of ways to create your angle. Here are 9 
different examples that will tune into your ideal market and clients. If you’re bored 
by your marketing, your clients will probably be too.  

1. Q&A – Look into your own community and think about questions that have 
come up recently and answer them. You don’t have to dig for ideas, these 
questions are already out there.  

2. Mistakes – This is great for marketing. In this case it could be the top 
mistakes you see people making. People don’t like to make mistakes so 
seeing that will get people engaged.  

3. Zag-Zig – We often talk about zig-zag but we want to talk about zag-zig 
because we want to think about the contrarian view. It’s so important to 
differentiate yourself and do something different. When everyone else is 
“zigging” you are going to “zag”.  

4. Rant – Not quite my style but used often. It could be something in your 
industry you don’t like and you stand up for it. Again, contrarian view. You 
have to be careful that you are not doing it to the detriment of others. It 
can sound like you are trying to take a superior view. It’s about saying “I’m 
sick and tired of seeing this. Let’s do something different.” A rant could 
even be presenting 2 sides of something.  

5. Behind the Curtain – It’s a behind the scenes type of thing, maybe insider 
tips. Ex: hosting a speaking gig and posting a quick video of behind the 
scenes. It can also be a webinar or something they are subscribing to. You 
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can say  “We’re pulling back the curtain” when you share certain insights. 
They are engaged and feel like they have privileged information. 

6. Venerability – You have to be careful with it but, when done well, can 
really engage with your audience. Showing how you overcame is a great 
way to build connection. As an expert and a marketer you can present it 
as if you already have it worked out. Again, it’s a fine line. You have to be 
careful it doesn’t make you appear unapproachable in your marketing. 
People think they have to wait to work with you because you’re so far 
ahead and they think they have to get their act together to work with you. 
Venerability is using an example of a mistake or a lesson that you turned 
around and use them as teaching moments. I used to talk about how I 
went from nearly being bankrupt to making 6 figures. I discussed my 
venerability but also talked about how I turned it around and the steps I 
took. Showing people you haven’t got it all worked out, that you 
understand where they are coming from.  

7. Quick Tip – This could be something you just learned or a tool you started 
using.  

8. Client Case Study – You can’t be always saying how fabulous you are but 
you can show it through the results that your clients get. In order that you 
do it you want to paint a case study. Much like Venerability, discuss the 
struggle and the path to turning it around. Not the complete How-To but 
the strategy used. The value in Case Studies is that it provides hope and 
optimism.  

9. Current Events – Using current events and linking their relevance. Why is 
this story important to them? It’s a different way of shaping your content 
through news or world events.  

These are 9 Different ways to think about your content matrix.  You can even 
repurpose your content with these angles. 

As far as channels for putting out content, think about what is authentic to you. If 
you hate writing, don’t write. Either get someone else to do it for you or consider 
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speaking. Do a video. Record a short audio. You could even start with a video, 
record from that the audio and then have someone transcribe that audio. 
Consider which media outlets you can use these different formats on. People will 
start to engage and give feedback.   

Relationship Marketing 

There are different ways to think about relationships that can help you with 
marketing. Look at where your best clients are currently coming from. Is it from 
introductions? Referrals? Is it resulting from your content? You want to be 
tracking where your best clients are coming from so that you can do more of that.  

Joint Ventures 

A joint venture is when you are doing it together. Co-hosting an event is one 
example of a joint venture. This is not a legal partnership. Essentially, you want 
to be thinking about who complements you. What gaps do you have? For 
example, someone who needs an accountant but also needs funding would 
typically need to utilize the services of more than one specialist. It’s also 
beneficial having someone else to help you fill the room.  

Strategic Alliances 

How you add value to someone else’s audience. For example, a business coach 
forming a relationship with an accountant. Ex: An accountant holds an event and 
brings in a coach as a speaker, introducing them and adding value to the 
accountant’s audience. Conversely, if the business coach has a client who needs 
an accountant they get introduced and that relationship now adds value to the 
coach’s audience. It’s not necessarily working together but more about the 
introductions.  

COI (Centers of Influence) – These are people you want to know because they 
are connectors. They have communities and networks that they connect with. 
They can get you either personal introductions to influential people or may be 
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able to put you in front of a larger audience. Everyone has people in their network 
that are super connected. Being able to say “this is what I need right now, who do 
you know that could help?” or having someone that can offer resources to help.  

One of the ways I got my very first client was through a COI. It was someone I 
had interviewed during a telesummit I co-hosted. We had done a series of 
interviews and one of those speakers was a connector who had a whole network 
of people in Arizona. I was able to speak to him and told him I was looking to 
connect. He made 10 personal introductions. Some of them didn’t follow up, that 
happens. But 1 person got me introduced and as a result I’m part of a much 
bigger network of entrepreneurs. That bigger introduction led me to my very first 
VIP day client. It’s about being able to ask for what you need and being prepared 
to ask how can I also support you.  

Affiliates   

These are people who typically have big networks and who want to help you but 
it has to be win-win. They are great when you’re filling an event. They are people 
who are influential. Affiliates are being paid to promote you. It has to be the right 
fit. Their audience needs to be aligned with you or it could sink your brand. If you 
are going to promote affiliates, you want to be sure it is adding value, enhancing 
your brand, and adding value to those you work with.  

I want you to think about where you want to put your energy right now. It might be 
connecting with COIs. It is all about relationship building. Be proactive so you 
have some relationships in place for when you need to count on them.  

Start to think about 3 strategic aligned partners you can build. Or 3 COIs that you 
would like to be connected with, or existing relationships you would like to 
nurture.  

Lastly, if you are in any doubt as to what would really add value to your audience 
(and this is something you should do periodically as a business owner) you want 
to survey your audience. You don’t have to survey your entire database but just a 
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representative base. Ask what they want to learn more about. Have them provide 
feedback so you can fine tune your marketing or have confidence that you are 
headed in the right direction and can do more of it.  

 

 

  

 

 
 


