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say less -
achieve more!

finding your strategic niche







three common problems
the power of saying less

exploring your strategic
niche
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the work

. is not that
important...
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the most important
thing in marketing is
not to ,
but to
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IS
everything?
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the more things you

ask people to focus

on, the fewer they'll
remember

Ken Segqall: Insanely simple
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integrated
marketing
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whatever we are writing about in our
next direct mail campaign

" \
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whatever we are writing about in our
next direct mail campaign

SoMe
dm

sSMsS
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«integrated marketing aims to
merge all aspects of marketing
communication |...| so that all
work as a unified force. |...| to
ensure that all messaging and
communication strateqgies are
consistent [...|»

Data & Marketing Association
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film
dm SoMe

email web

problem
Google sms
articles the
press
local :
lobb
branch ek
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coherent

relevant

ownership

break down
silos

goal-driven




campaign




campaign
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perfection is achieved, not

when there is nothing more
to add; but'when there is
nothing left to take away

Antoine de Saint-Exupéry
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The best ask
offers a fixable

problem -

a donor shaped
hole




the root cause -
what they are trying
to solve

social exclusion
marginalisation

«and what does
that lead to?y

)
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drugs, life on the
streets,
homelessness

«and what does
that lead t0?y»

0.00l0



lack of access to
society and services

«and what does
that lead t0?y»
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lack of basics:
food, shelter, human
companionship

«and what can |
do about it?y»
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a dinner and a place

to stay

0.00l0



people don’t know

0.00l0



bbbbbb



by communicating

you will be perceived
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s better if donors know
one thing we

. * -
————
i
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fewer things, over
time, will make
people understand

the problem

olelelle
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CC BY 2.0: flickr.com/f-r-a-n-k/



https://www.flickr.com/photos/f-r-a-n-k/469034312



https://www.flickr.com/photos/f-r-a-n-k/469034312

exploring

strategic niche
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charity: water

0.00l0






I— narrow campaign message

wide over-arching
summary,

representing core business
area

areas of focus that fit
under the umbrella

0.00l0



I— food queues
poverty

work training, social
work, visits with the
elderly, post prison
programs, etc
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I— start of school
poverty

work training, social
work, visits with the
elderly, post prison
programs, etc
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I— summer camp

poverty

work training, social
work, visits with the
elderly, post prison
programs, etc
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your strategic

1. is there room in niche
the market?

2. is there product-market
fit?

3. does it represent core
business
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what does the

market look like?
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are there

obvious gaps in
the market?
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areas you can
dominate?
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product-market fit wide appeal
where can you

stand out

common unique

narrow appeal
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wide appeal

competition winner!
common unique
..why..? too niche?

narrow appeal

0.00l0



wide appeal

development and aid |, poverty |,

child activities

common unique

family protection

prisorn programs

education programme
narrow appeal

0.00l0



wide appeal

-

development and aid ~ , poverty {,

common unique

education programme

ppeal
0.00[0



wide appeal

development and aid |, poverty |,

child activities

common unique

family protection

prisorn programs

education programme
narrow appeal

0.00l0



wide appeal

development and aid poverty |,

child activities

common unique

family protection

prisorn programs

education programme
narrow appeal

0.00l0



say less
be clear

master storytelling
deliver

back to the donor..

0.00l0



great things
will happen
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maren lier

maren@bbold.no
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