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This month is all about bringing in revenue! We’re going to talk about inception marketing and tactical 
deployment of marketing as we move forward.

Why Month 8 and not earlier? 

 − Without proper foundations, this can be dangerous.

 − If you don’t have good systems or people in place first, you can grow too fast to handle the change 
effectively. 

 − Everything you have done up until now has been designed to create a foundation for you, so you can 
handle a massive inflow of new business. 

 

Some companies have started Groupon campaigns, gained huge amounts of new business, but did not have 
the systems in place to handle the new demands. As a result, what should have been a very profitable venture 
was instead disastrous! 

 
Creating an Inception Marketing Campaign

Inception marketing is a strategic marketing methodology.
    
Most people:

 − Regard sales and marketing as a dart game.

 − Throw a dart and try to hit the target. Sometimes you get the sale, sometimes you don’t.  

YOU’RE GOING TO PLAY CHESS!

 − Get strategic and get multiple steps ahead.

 − Help your clients realize that they actually want to buy that product or service.

 − Make them realize that they want to buy it from you and not from somebody else. 

When developing an inception marketing campaign, you need to:

COMPANY 2 

 Starts groupon campaign 

 Gets huge influx of business; 

 Is very prepared to handle all   
 the new business (has systems  
 in place); 

 Company is huge success!

COMPANY 1 

 Starts groupon campaign

 Gets huge influx of business

 Is unprepared to handle all the  
 new business

 Company is crippled by    
 experience and reputation 
 is destroyed 

VS
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1. Create your OVERALL TARGET MARKET. 

 y Determine EVERYBODY you would like to sell to.

 y This goes against normal “niche” marketing conventions (target the most specific market possible).

 » When people niche very tightly, they feel constricted, miss out on opportunities, and don’t niche 
properly in the first place.

 y Don’t put limiters on your overall target market. 

 » Limiters are anything where you say “people who would like...” or “companies that are  
interested in…”

 » You’re not only selling to the people who are already interested in the product. You are selling to 
people who might not be interested (yet), and people who don’t know about your product (yet).

 

2. Identify your IDEAL TARGET MARKETS.

 y Niche it into specific subsections. 

 y NOT only one, but MANY ideal target markets.

 y Everyone within your overall target market has different reasons to buy your product. Cater to  
those reasons!

 y Old-school ads tend to become camouflage; they blend in and no one notices them because they’re 
overdone. They’d only create one ad for their whole market, which can’t address the needs of each 
ideal target market.

 y Know your ideal target market’s needs and speak to them.

 y Not so we can niche and only sell to one, but so we can get strategic and sell to them all.

Pet Example: 

Wedding Photography Example:

We want to go after all of the market, one ideal target market at a time.

OVERALL TARGET MARKET g People who have or may want pets.

IDEAL OVERALL TARGET MARKET  g Species of pets, breeds of pets, numbers of pets, 
types of people who own pets (single men, single 
women, couples, families, and so on).

OVERALL TARGET MARKET g People who are involved with the wedding.

IDEAL OVERALL TARGET MARKET  g Bride, Groom, Father of the Bride, Father of the 
Groom, Best Man, Maid of Honor, Relatives.



4   
Month Eight, Week One: Bringing In Revenue

3. Do a Psychological Evaluation of your Ideal Target Markets.

 y Pick one of your ideal target markets.

 y Think deeply about developing a campaign for them.

 y How might you get their attention? What do you need to say to get their attention? Where should you 
put your advertising to get their attention?

 y Get to know them; try to understand everything about them and their needs.

 y Deep-dive into their heads; Empathize.

 y Do some surveying.

 y NOT what’s important to them about your product or service. What’s important to them in their lives.

4. Create an Engagement Pitch.

 y The headline of the advertisement, or the catchy part of a radio ad.

 y Designed to gain engagement.

 y Tailor it to your ideal target market.

 y Focus on them and their needs, not on you and your product.

 » Father of the Bride: “After 20 years in the wedding industry, I can tell you there are some fantastic 
ways to save money on the production of the wedding, while making absolutely sure that your 
princess has the best day ever.”

 y Catch their attention, create engagement.

5. Develop an Inceptive Story.

 y Give market data, research, and information to establish yourself as a credible authority on the topic.

 y Make them want to take your advice.

 y Lead them naturally to the desire to buy your product or service.

6. Set the Buying Criteria.

 y Lead them to the natural conclusion that they don’t want to buy from anyone else.

 y They don’t want to buy from your competitors.

7. Make a Compelling Offer.

 y Make an offer so compelling that you leave them no choice but to do business with you.

 y You’ve reversed the risk.

 y You’ve made it really easy and fun to do business with you.
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Homework 

Part 1

Write a paragraph about your overall target market.

Part 2

Identify your ideal target markets within your overall target market.

Part 3

Pick one ideal target market that you would like to work with this week. 



Notes:


