UNDERSTANDING
YOUR CUSTOMER
A 5-Step Guide to Customer Research
(so you can communicate effectively
and make more sales)

“If you aim at nothing, you will
hit it every time.”
–Zig Ziglar

INTRODUCTION
WHO DO YOU SERVE, SPECIFICALLY?
Some business people call this a target market. We call it your audience.
Your audience is the group of people who will buy your products, read your articles,
follow you on social media, etc. These are your customers. Your clients. The good folks
who buy from you!

Whatever you call your customer, doesn't really matter, but they are (arguably) the most
important ingredient to the success of your business. That's why investing the time up
front; getting to know who they are, understanding their problems, their language and
their values is so important.

You can give your marketing efforts a much higher chance of success by knowing these
key characteristics.

2 very COMMON but AVOIDABLE mistakes...
#1: A lot of business leaders think their products or services are for "everyone."
Your products are good, they're useful for everyone, right? Most likely not. In the
following pages, we'll break down this myth and replace it with the truth.

#2: We often create unhelpful customer avatars that don't provide any real insight
into your audience. But don't worry, we'll show you a one-step trick to help counteract
this very common - but avoidable, mistake.

Alright, get ready! Let the journey begin.
We're going to walk you through 5 easy steps
to better understand your customer.
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STEP 1
IDENTIFY A SPECIFIC GROUP OF PEOPLE
Niche or narrow down who your customer is to be more effective. This is actually
quite hard to do well. Understanding who they are and meeting their needs better than
anybody else is an extreme challenge. If it were easy than everyone would be doing it,
right? But that's what makes this a unique opportunity for you.

Targeting everybody will fail. In today's marketplace, if you're talking to "everyone" you're
really, effectively, talking to no one. It hurts, doesn't it? But it's a painful reality we must
come to grips with. Some people will flat-out not give a rip about your products or
services. You can't be all things to all people, and, even if you could, why would you?

In this hypothetical reality, you would have to become amorphous, bland, a blob. Think
beige. Bleh! We want you to create raving fans. Not indifferent consumers.

Before you invest your marketing dollars, you must
first know who you're talking to.
What are they like? What do they care about? What's important to them?

In order to resonate with your audience you need to know these things first before you
start marketing to them, otherwise, your efforts will fall flat.

A lot of business leaders don't know what they don't know. Often what we do is
project our own personal wants and desires onto these hundreds and thousands of
customers, and... Guess what! You might be getting it wrong or you might actually be
doing okay. It's what's gotten you to where you are now, but in order to go to the next
level and actually grow your business, you must put in the work ahead of time to ensure
you're doing everything you can to be as effective as possible.

Everything changes when you understand who your customers are. You might have even
just scoffed to yourself and thought, "Oh, well I know!" And the reality is, most of us
don't... We think we know, but usually have no idea.
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STEP 2
FIND OUT THE "LARGE FACTS"
ABOUT YOUR AUDIENCE
Age, gender, income, education, location, relationship status, children, etc.
These broad demographics are unsexy, yes, but very important facts to remember.
Knowing these things really set the tone for how you're going to market.

All of these things become really important because, really, at the end of the day, when
you're trying to compel your audience to take action, you need to hit them at key trigger
points that are important to them.

This informs nearly everything you do moving forward: How to use the right words,
where to go to the right places to promote or to advertise, even price point. If you're
talking to a 35 year old woman who's a mom with three kids, that's very different from a
28 year old female who has no kids; where they go, what's important to them, what
they're interested in, what season of life they're in. Ultimately...

Knowing these things about your audience will
determine whether your marketing efforts are
successful or not.
Like we said before, it's a big mistake to try speaking to everybody. The fact is: Not
everyone will find your products or services valuable, no matter how you spin it, so don't
waste your time marketing to people who have no interest in what you're selling.

Now, will there be outliers? Of course. But the important thing to do here is to define
your primary target audience and if there is a secondary target audience, make that
clear as well.

You want your customer to say, "Oh my gosh, I feel like this person is talking directly to
me." The more specific you get – the more niche – the sharper your communication gets
and the more effective you will be.
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STEP 3
GET INTO THE MIND OF YOUR CUSTOMER
Values, thoughts, attitudes, lifestyle, aspirations, identity, political views,
religious affiliations, etc. Similar to the last step, Psychographics are the meat &
potatoes of your business. You will really resonate with your target audience if you really
understand these things. The clearer picture you have, the more targeted you can be.

How do you find this information? Here's that one-step trick we were talking about
earlier to help counteract unhelpful customer avatars:

Actually talk to your customers.

(Novel concept, I know.)

By creating data-driven customer profiles, we're no longer guessing. When you don't
understand who your customer is, your marketing plan could be completely off. You've
failed before you even got started. And the fact is, it's costly. Most of us don't have
money to waste... Every dollar of your marketing budget counts.

Create the right ideas for the right audience.
Another thing we hear from business leaders is, "Marketing doesn't work." It's not
because marketing doesn't work... If it's not working it's probably because you don't
understand who your customer is.

Adopt a new phrase... "Well, what if we try this?" Little tweaks can make an enormous
difference. Trust the process. Listen to your customer. Get to know them. Understand
their pain. Speak to it moving forward and see an increase in revenue.

Are you listening? Most of us aren't and that's why people are tuning out. We make a lot
of assumptions about what it is our customers are looking for. What we're talking about
here is the difference between what you think might be true in your head and what's
really going on with your customers and learning about that.

The great part about discovering this reality now is you can course-correct early on in
your marketing ideas before you sink a bunch of time and money into the project.
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STEP 4
CHALLENGE YOUR ASSUMPTIONS
If you had the opportunity to minimize the risk of your marketing idea failing before you
even got started, would you take it?

Of course the obvious answer is “yes”, and yet, having real conversations with customers
is one of the most skipped steps amongst business leaders. Why is that? First of all,
conducting customer interviews involves, well, talking to people! If chatting with
strangers is not exactly your favorite pastime, you’re definitely not alone.

Secondly, most of us think we already know our customers, so it seems unnecessary.

Keep in mind: You're the scientist wearing the lab coat and holding the clipboard here
and remember... When scientists are running experiments they're actually trying to
challenge their own ideas and theories, instead of trying to prove the things that they
already assume. So why should that be any different with our marketing ideas?

Challenging your assumptions is all about getting to a more solid idea!

Your customer’s reality exists whether you
acknowledge it or not.
The truth is, your customer’s reality exists whether you acknowledge it or not — it’s just a
question of whether you’d like to find that out now or learn it the hard way by launching
a marketing campaign that flops. Convinced yet?

Here are some great example questions to get started with:
What do you enjoy about our products or services? What are three things we can do to
improve? How did you feel before? What made you want to do business with us? How
are we different from our competitors? How are our competitors doing better than us?
How can we improve? Why did you come to our business? What problem were you trying
to solve? Were there any 'wow' moments along the way?
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STEP 5
AVOID THESE COMMON MISTAKES WHEN
TALKING TO CUSTOMERS
#1: Don't talk directly about your product. Your potential or past customer might start
to see what you’re looking for, and, in an attempt to be friendly and helpful, tell you
what you want to hear. You could end up interpreting their desire to be polite as
validation, which makes this whole exercise a little pointless.

Take that pressure off by making the interview about your customers. This is about their
reality, their feelings and their real problems, it’s not about you or your business.
Remember, you’re a researcher looking for the truth, not a salesperson trying to
persuade. You might be really surprised by some of the amazing insights you get if you
can be objective and see what it's really like to be sitting in your customers shoes.

So, we’re not going to talk directly about our idea because it can muddle the results of
our conversation. It might seem counter-intuitive, but if you try it you’ll see just how much
you can relax and maybe even enjoy these conversations.

“If your problem is not pressing enough for a customer to
identify it herself, you can bet she won’t spend her hard
earned money on a solution.”
#2: Don't ask leading questions. Asking questions that can lead someone towards a
certain answer will not help you. Keep in mind that most of us are people-pleasers who
want to feel like we helped out. If we get the sense we will get the answer "right" by
going in a certain direction, most of us are probably going to do that.

Instead, we’re going to ask questions that allow the customer to steer, keeping ourselves
in "discovery mode" by staying objective and curious about the person on the other end
of the conversation.

Also, if we plant an idea in the customer’s mind we will likely miss out on the beauty of
seeing where they would have taken the conversation unprompted.
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Do these 5 things and you will see results.
Book a shoot with The NW Collective and
you'll see even more. We'd love to help you
grow your business.

REQUEST A MEETING

thenwcollective.com/contact

