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Helping you create the perfect business! 

“Those who act 
receive the prizes” 

Aristotle  

April 2016 

W elcome to the April issue 
of BB. When I talk with 

clients and other business owners, 
they often ask… “What’s the 
quickest way to increase profits?” 
It’s a great question and one I love. 

Why? 

Because surprisingly, to many people 
the answer is much easier than they 
think. Of course there are many ways 
to increase profits, without having to 
change fundamental parts of your 
business (come and talk to us if 
you’d like to know more), but 
without question, the easiest and 
quickest way is to… 

INCREASE YOUR PRICES! 

It’s rare that a company is over-
charging for their products or 
services, or even charging enough. 
Most businesses have much more 
added value stored as good faith 
with clients, customers or patients, 
so increasing your prices will in my 
experience significantly increase 
your profits with very few (if any) 
losses in customers. 

The following story serves as a very 

good example 
as to why you 
should put your prices up… 

I was speaking with one of our 
clients (let’s call him Bob) and in his 
business he has literally thousands 
of product lines. He has a software 
package that, amongst many other 
things, allows him to increase (or 
decrease) his prices across 
individual products, product lines or 
across his entire product portfolio.  

He increases his prices on our advice 
twice a year. 

So last Spring he did his usual price 
increase across his entire product 
portfolio. 

Once again, from hundreds of 
customers, he didn’t lose any, but 
three months after the price 
increase, one of his team noticed 
there was an error in one of the 
prices. They checked more products 
and realised Bob had actually made a 
significant error when he applied the 
price increase. Instead of applying a 
small cash increase, he mistakenly 
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I f you’ve been receiving this 
newsletter for several months, 

you’ll know we keep banging the 
drum about the importance of 
identifying your target market(s). 
If you’re new to the newsletter, 
then this is the perfect                  
opportunity for you to get in line 
with our thinking on what is   
without question THE most        
important part of growing your 
business, any business. 

If all you do in the next 3 days is sit 
down and identify your most          
lucrative markets, this will be the 
beginning of something special for 
you and your business. It doesn’t 
matter what industry you’re in. Or 
how large (or small) your company 
is, or whether you sell business-to-
business or business-to-consumer.  

The point is this… 

Selecting and tailoring your message 
to each identified target market will 
multiply your sales and your profits. 
We have some simple but great    
examples which will hopefully go 
some way towards convincing you 
how important this is. 

First, let’s look at a small local    
business. It’s a lawn-cutting service 
(by the way, this is a huge industry 
in the Australia). Take a look at the 
Yellow Pages ad across… 

Now, don’t pay too much attention 
to how the ad is written, this is a 
good example of how NOT to write 
an ad (see the end of this article on 
how we would change/optimise it). 

What do you think is their target 

market? That’s right, ‘large grounds/
gardens’. However, what you need 
to  pay close attention to is the effect 
of highlighting this ‘target market’ 
on people with large domestic or 
commercial grounds. So even 
though this is not a great ad it will 
be successful (and we happen to 
know it is) because of its appeal to 
the market it’s serving.  

If you were an owner of a property 
with half an acre or more of land and 
you needed the lawns cutting/
maintaining, don’t you think this 
would relate to you? It would        
literally jump out at you and hit you 
right between the eyes. 

Compare this ad to the following ad. 
Same size; same industry; no         
targeting, there is likely to be a huge 
difference in the results.  

Notice they mention ‘Big or Small’ 
which could mean large or small 
lawns (who knows?). Even if large 
gardens aren’t something they do, 

Why Identifying Your Target Market(s) 
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used a percentage increase—15% 
ACROSS THE ENTIRE PRODUCT 
PORTFOLIO.  

His prices range from single digit to 
hundreds and the increase was 
applied across every product 
WITHOUT losing a single customer. 

What does that tell you? 

Well, first, like most business owners 
(and as I’ve already said), Bob 
obviously doesn’t charge enough, and 
since he provides a good product 
backed by a good service, he’s got 
added value in reserve. 

Second, it shows a very high 
percentage of customers will stay 
with you as long as they feel they are 
getting value for money. Bob 
increased his prices by 15% and 
suffered no losses in customers while 
enjoying a BIG increase in profit. 

All achieved with the single press of   
a button! Now, I appreciate it may  
not be as easy for you to do this,      
but increasing prices is still very 
simple for most types of business. 
You just have to have the nerve to    
do it. However, I promise, you’ll be 
pleasantly surprised at the results 
when you do.  

Let me know how you get on!  

Con Antonio 

Continued from page 1... 

 

“Put your prices up 
and instantly increase 

profits” 
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just again think  about the impact the 
ad would have if it said ‘small        
gardens a speciality’. 

It’s easy to see that the ‘Garden Care’ 
ad would clean up with people who 
have large lawns or grounds, agreed? 

Here’s another good example (see 
page 4)… 

This time it’s a much larger company 
advertising their personal injury  
service. 

IMPORTANT: 

It doesn’t matter how big or small 
your company is, target marketing is 
the key to your success!  

Notice here the target market is 
‘people who have had “serious       
injuries”’. This may seem quite      
obvious to you, but no other firm of 
solicitors targets people with 
“serious injuries”. Notice how the ad 
is completely focused on them.  

Things like the home visits, etc.,   
connect with these people (most are 
incapacitated and can’t get around 
after their accident). Were they this 
focused before? No they weren’t. But 
it didn’t take much to tailor their  
service to meet the needs and wants 
of a very lucrative target market? 
NO, hardly any change.  

Compare this to an ad that says ‘Had 
An Injury At Work, In The Street, Or 
In The Car?’ etc. which just doesn’t 
focus on anyone, therefore they’re 
competing with everyone else. Why 
everyone else? Because very few 
people take the time to identify their 
prime target markets and then tailor 
their messages to them. 

So by focusing on a target market, 
you almost wipe out the competition 
because YOU are the company      
that has the product or service    
completely tailored to the target 
market, everyone else tries to please 
everyone and in reality pleases       
no-one in comparison. 

That’s another reason why target 
marketing will help you reach      
your next level. It differentiates    
you and therefore minimises the        
competition and, as a result, you’ve 
added        considerable value to your 
business without really changing 
anything.  

Of course, that means your prices 
become less of an issue as well,     
and enables you to increase them      
without any resistance from          
customers.  

Do you see the difference it makes? 
Therefore, what you need to do is 
write ALL your Marketing Pieces 
based on each individual target   
market.  

If you have three key target markets, 
that means you need three slightly 
different messages so you can ‘talk’ 
to each target market and address 
their specific needs and wants and 
fears and frustrations.  

How To Tailor Your Message To 
Each Target Market To Multiply 

Your Sales 

Yes, we know it’s easy to just target 
everybody. But you wouldn’t be 
reading this newsletter if you were 
happy with your existing results.   

Is Key To Your Success 

Dumb          
Criminals 

See Ya Later Alligator 

Wildlife can be a real issue in rural 
areas of the country. People find 
snakes in toilets, scorpions on beds, 
children in public places. Luckily, 
animal control and extermination 
services across the nation have 
cracked down on the issue, as 
portrayed in classic cinema 
masterpieces such as Over the 
Hedge, Hoot, and Madagascar. 

Occasionally, human inhabitants     
of a town may heighten the issue 
themselves. A man in Florida was 
arrested after ordering a drink at a 
Wendy’s drive-thru. Seems like a 
criminally pointless endeavour,  
yes, but not quite illegal. However, 
after receiving the beverage, he 
proceeded to throw an alligator 
from his car window, through the 
drive-thru window, and into the 
kitchen of the restaurant. According 
to Huffington Post, he was arrested 
using information from the receipt. 
No word yet on whether the 
alligator is a fry cook or cashier. 
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Continued on page 4... 

http://www.huffingtonpost.com/entry/joshua-james-accused-of-tossing-gator-into-wendys_us_56ba1408e4b08ffac122a5d9?utm_hp_ref=dumb-criminals
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Continued from page 3... 

Notice the ad headlines the target market—’Have You Had A Serious Injury’. You don’t want to bury this in 
the ad or any other marketing piece—otherwise your target market might miss it! 
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S o let’s show you how to do this using 
the lawn-cutting service.  

Let’s say they have two prime target 
markets—large lawns and small lawns.  

The lazy way to do this is to combine both 
target markets in the ad (just like ‘Garden 
Busters’ opposite). But this weakens the 
message significantly. What you need is two 
different ads—one for each target market… 

Now, remember one of the golden rules of 
business growth is using multimedia across 
the 3 Business Multipliers. So, as an example, 
you’d want to create other Marketing Pieces 
such as a sales letter for each target market.  

As a simple exercise, now we know who our 
target market is, we can easily identify 
properties in the local area with large lawns, 
for example. 

We can easily get our hands on a local area 
map showing all properties and the amount 
of land each one has. Too much effort, I hear 
you say? Well, think about it, do the exercise 
once—and it’s done. And you now have your 
target market identified perfectly.  

You can then mail (or even hand-deliver) 
your sales letter to each home, and because 

it’s written with the target market in mind 
(ones with large lawns) it will connect with 
them. 

You then set up a simple follow-up 
programme (say, once a month) to each 
household and within a short period of 
time—the business will be flourishing. And 
remember that’s just for one target market. 

Look, whether you like it or not, you have to 
be this detailed in your marketing. You have 
to put the effort in at the front end to get the 
rewards. But there is no other activity as 
important as this.  

Here are our 6 key questions  to help you 
identify your ideal target market(s)... 

1. What do you do well and enjoy at the 
same time? 

If you are offering a range of products/
services, there may be one in particular 
which you do better than the others. If so, 
which types of customers could benefit most 
from it? 

2. Which product/service is the most 
profitable? 

If you offer more than one product or 
service (you must!), there will be certain 
ones that are more profitable than others. 
Once you know the answer to this, you can 
then ask yourself which types of customers 
are these products/services most suitable 
for. 

3. Who are your best customers? Do 20% 
of your customers generate 80% of 
your profits? 

Find out who your best customers are. 
Analyse your database or accountancy 
software. 

What proportion of your profits do these top 
customers contribute? What product/
service are they buying? Is there a 
commonality? 
 

How To Identify Your Perfect 
Target Market(s) 

Cryptic              
Puzzle Of 

The Month 
A fire engine was rushing to 

a small fire, 15 kilometres 

away. 

The fire engine set out   

with 120 litres of water; 

however, the water tank had 

a leak and the fire engine 

was losing water at the rate 

of 2 litres per minute. 

The fire engine travelled at 

a constant 30 kilometres 

per hour. 

The fire required 50 litres of 

water - did the fire engine 

have enough water when it 

arrived?  
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Steve Hackney—Helping you to quickly 
grow your business 

Continued on page 6... 



 

 

How To Identify Your Perfect Target Market(s) 
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4. Do your best customers have any 
similarities? 

If you sell your product/service to other 
businesses, what are the similarities? Look 
at the following indicators: 

 Industry type 

 Turnover 

 Geographic location 

 Number of employees 

 The position or job title of the senior buyer 
for your services 

 Number of offices or retail/distribution 
outlets 

If you sell your product to consumers, what 
are their similarities? Look at the following 
indicators: 

 Income 

 Joint income 

 Geographic location 

 Number of children 

 Age 

 Lifestyle habits and hobbies 

 Employment type 

 Their industry type 

 What cars they drive 

5. What is the profitability of each 
customer?  

This is a very important exercise for you to 
undertake. Look at all your customers and 
start analysing them in terms of profit. What 
you’ll find is the customer list can be broken 
down or segmented into 2-5 different profit 
categories. It makes sense to focus on the 
most lucrative groups. 

In some cases, you will realise some groups 
are costing you money. If that’s the case, you 
need to get rid and quick! 

6. Does the business have any expertise 
relating to specific types of businesses 
or people? 

You may find the business has expertise in 
one or more areas which benefit certain 
types of customers more than others. For 
example, the business may be a firm of 
chartered accountants, but ‘start-up 
businesses’ are the real area of expertise. 

In this instance, it would make sense to 
target new and start-up businesses. 

Note About New Businesses 

If your business is new, it won’t have any or 
many customers to base most of this 
information on. So here’s what to do… 

Ring up at least 15 potential prospects in 
each different niche that you are thinking 
about. ‘Prospects’ can be friends, business 
colleagues or family – it doesn’t matter. Tell 
them you are ‘thinking’ of setting up a new 
business and you’d really like to ask them a 
few questions. Many people are only too 
happy to help. You must make it clear that 
you are not trying to sell them anything! 

Now you can find out what they want. 
What’s missing from their current provider? 
What they like and dislike, etc. This 
approach should give you loads of ideas for 
deciding which specific market(s) to focus 
on. 

Now Answer The Following 8 Questions 
To Ensure You’ve Chosen The Right 

Markets 

Remember, you must ask this set of 
questions FOR EACH TARGET MARKET 
YOU’VE IDENTIFIED… 

 What are the main needs, wants, problems 
and frustrations of your target market?  

 How does the product or service address 
each of these issues? 

 Do they have the money to pay for your 
product? 

 Will they pay a premium for a better 
product? 

 Where are they? Can the business service 
them successfully in these geographic 
areas? 

 Are there many of them? How many in 
total? (Depending on the product or 
service sold, you will want to make sure 
there are enough customers to ensure 
your healthy existence!) 

 Is competition in this segment weak? 

 Does the business already have credibility 
with the target market(s)? 

This isn’t essential but it will give you a head 
start. Those markets for which the business 
has relevant experience and credibility 
(Social Proof—testimonials, etc.) are, of 
course, your best and quickest options. 

By answering ‘YES’ to the majority of these 
questions, you can be confident that your 
chosen target market(s) will be very 
lucrative for you. But don’t forget to tailor 
the message to each specific target market.  

To finish, here’s how we would write the 
‘Garden Care’ ad shown on page 2…  

CRYPTIC PUZZLE  
ANSWER 

Answer:  

Yes. The journey took 30 minutes. 

In that time the fire engine lost 60 
gallons of water - leaving 60 gallons 
with which to fight the fire.  

Continued from page 5... 

Even with small ads that don’t allow you to use 
ALL the Marketing Assets (due to a lack of 

space), by focusing on the target market you can 
still create very successful ads! 



 

 

Providing sound financial advice that 
meets expectations is only half the 
story. It is the tailored strategic advice 
honed over many years that forms the 
foundation of our partnership with HID.  
  

Simon Whitely 
Corex Plastics(Australia) Pty Ltd 

  
 
 
Con Antonio has been assisting me with 
my personal and company tax returns for 
almost 15 years. Con has always been 
very professional and knowledgeable in 
his field of expertise. He has provided me 
with his expert advice to help me with my 
accounting and financial needs. Con is 
always happy to assist when I need him. 
Sorry for having to book appointment to 
see you around lunch time to 
accommodate with my work 
commitments, thanks a lot for your 
flexibility. 
  

Kifli Yong 
Memxus Corporation 

  
 
We have been using Hid as our 
accountants and advisers for the past 33 
years, in that time we have owned and 
sold 4 very busy businesses in Victoria . 
Michael has handled our accounts for all 

that time, his advise has allowed us to 
achieve record sales in all the businesses. 
We have since moved to Queensland and 
we are running a busy service workshop 
but weren't achieving the profits we were 
looking for. Michael had a look at the 
books and gave us some very good advise 
and we now are firing on all cylinders, 
thanks all at Hid for all your help.  
  

Neville Dossett 
Moondance Pty Ltd 

  
  
We at El Nazza P/L have been dealing 
with Mr Con Antonio and his very 
experience staff for over 30 Years and 
still going strong. We have moved from 
one stage to another with H I D Group 
with more knowledge and understanding 
each time. They have made us grow and 
divert our portfolio over the years and we 
appreciate all the hard work and 
dedication that went in to create us as a 
small company. We always and will 
always recommend their services to 
anybody that requires it.  
  

Nagui Yacoub 
El Nazza Pty Ltd 

  

 

Would you like to see 
your testimonial in our 
next newsletter.  

Simply go to our 
website: 
www.hidgroup.com.au.  

We are experts at helping our clients 
financially manage and grow their 

What Our Clients Say About  
HID Group 

Using the BrainTracker grid 
below, how many words can 
you find? Each word must 
contain the central F and no 
letter can be used twice, 
however, the letters do not 
have to be connected. Proper 
nouns are not allowed, 
however, plurals are. Can you 
find the nine letter word? 

Excellent: 50 words. Good: 35 
words. Average: 25 words. 

Brain Tracker: 
How Many 
Words Can 
You Find? 

Proven Strategies To Help You Build A Better Business 
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Our Contact Details: 
 

HID Group 

Level 1, Suite 2 
333 Drummond Street 
Carlton VIC 3233 
03 9341 7333 
sales@hidgroup.com.au 
 

www.hidgroup.com.au 
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Bet You Didn’t Know 

 

 

 

 

 

 

 The blue whale can produce sounds up to 

188 decibels. This is the loudest sound 

produced by a living animal and has been 

detected as far away as 530 miles. 

 Mosquito repellents don't repel. They hide 

you. The spray blocks the mosquito's 

sensors so they don't know you're there. 

 Dentists have recommended that a 

toothbrush be kept at least 6 feet away from 

a toilet to avoid airborne particles resulting 

from the flush. 

 The liquid inside young coconuts can be 

used as substitute for blood plasma. 

 No piece of paper can be folded in half more 

than 7 times. 

 Donkeys kill more people annually than plane 
crashes. 

  You burn more calories sleeping than you 
do watching television. 

  Oak trees do not produce acorns until they 

are fifty years of age or older. 

Ask Us About Our Unique                                              
Accounting & Business Services... 

 
Value-Added Services:  
 

Business PerformanceTRACKER – Monitoring The Health Of Your 
Business 

 

DecisionMAKER – Looking To The Future To Guide Your Decision-
Making Today 
 

BusinessBUILDER – Raising The Funds To Fuel Your Growth 
 

ProfitSAFE – Keeping Your Money In Your Hands 
 

FutureSAFE – Guiding You Into A Successful Life Beyond Your Business 
 

Compliance Services: 
 
Personal Tax Returns | Income Statements | Business Accounts |  
Company Accounts | Company Tax Returns | Companies House Returns | 
Statutory Audits | 
 
Other Unique Benefits: 
 

 FREE No-Obligation Initial Meeting 

 Unlimited FREE Support  

 3-Step Service GUARANTEE 

 FREE Access To One Of The World’s Leading Marketing Systems 

 Fixed All-Inclusive Monthly Fee  
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