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Define your ideal client
PERSONAL BRANDING

truewho

A clear definition of your ideal client is the first and most vital milestone in
developing an effective personal brand. In fact, the success of your entire
marketing strategy depends on your ability to accurately sum up the qualities
of your ideal.

The power of niche marketing

This worksheet teaches you the basics of niche marketing, i.e., defining a specific target so
that you can concentrate your marketing efforts into specialized actions that increase your
odds of success.
When asked to outline the characteristics of their ideal client, many advisors will answer with
something like, “has money to invest,” “pays me for my time,” or “takes my advice.” Of course
your ideal client will have money to invest—that should be a given! Challenge yourself to think
beyond these superficial qualities as you define your ideal. Let’s get started.

1. Narrow

your focus:
Begin by defining the traits
that make working with a
client either enjoyable and
productive or a nightmare.

2. D
 efine yourself:

Next, think about your own
personal traits. What makes
you unique and connects
you to the clients you enjoy?
Consider the factors at right.
Write your characteristics
below the list you created in
Exercise 1 above.

Think about existing clients that you love working with.
On a blank sheet of paper, list specific traits that resonate
with you.
Next, think about clients you can’t stand working with
and list all the reasons why.
What life stage are you in?
What was your previous career/industry?
What are you up to in your free time? What are your hobbies?
If you asked your best client why they love working with you,
how would they answer?
What is the greatest strength you bring to your practice?
What is your ultimate dream?
What is your proudest accomplishment?
Who are your real-life heroes?
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Be sure to view the companion
video, “Reveal Your Ideal” before
working on this worksheet.

truefact

Guess what? It is possible that your ideal client does not exist
in your current client base—and that is okay!

Connect with us

1

STE P

1:

R E V E A L

Y O U R

I D E A L

3. Define your ideal client:
PERSONAL BRANDING

Now you’re ready to align the lists from exercises 1 and 2 into
a list of essential client traits. These form the blueprint of
what makes a client ideal ... to you. This isn’t about duplicating
your one, two, or ten top clients. It’s about reflecting where
you are, what you aspire to, and how you want new client
relationships to align with who you are in the present. That’s
the secret sauce of an authentic personal brand.

truewho

My ideal client’s attributes are:

Nothing is out-of-bounds: kids, dogs, Italian food, a city or
region of the country, music, sports, politics, military or
other background traits. What does your ideal client aspire to
do or be? What is his or her dream accomplishment?
Whether it’s working mothers in Dallas, gardening
enthusiasts on Cape Cod, media professionals in New York
City or cattle ranchers in Oklahoma, you will need to say
exactly who you want to work with, so you can begin the
process of promoting what you do ... and asking for the
business you want.

4. Tighten your focus:

My ideal client is:

Select the most important
five or six attributes from
exercise 3 and format them
into a final definition of
your ideal client.

This will not only be
someone you can relate to—it
will very likely be someone
who relates well to you.

Example: My ideal client is a married thirty-something from
Chicago, who is open to calculated investment risks, loves the
White Sox, sports bars, and dreams of sailing around the world.

Next: trueyou – Your perfect pitch
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Now that your ideal client is sharply in focus, you’re ready to
begin the second step of the program.
Visit thetrueprogram.com to create your perfect pitch.
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