Bob Bites – Tips for business leaders from business leaders
Fallacy
I only need 0.0001% of the market!
Tip
Target the smallest practical market.
Story
You talk to two taxi drivers and ask them both to describe their market.
David, the first one says “What a stupid question.  I’m a taxi driver.  I can go anywhere in the country.” Robert, the second, says “My market is Bladon.”
Which will be more successful? Answer: Robert.
Here’s why
Let’s say they can both afford to spend £2000 on leaflets. Robert is targeting 898 people and can get his leaflets delivered to everyone in the village once a month every month.  And he can include in the leaflet the key message “And if you call, 8 times in 10 I’ll be with you to pick you up within five minutes”. Do you think you might pin that leaflet to the notice board for when you need a taxi in a hurry?
Meanwhile David is sitting thinking about how he can reach his market.  Yes he only needs to reach 0.0001% of the market.  That’s just one in a million, but how is he going to have any impact? How is he going to get noticed? Would you keep a leaflet for a nationwide taxi service?
Observations
It’s important to stand out from the crowd and develop expertise in what you do.  Many businesses make the mistake of trying to do too many different things for too many people.  That dilutes expenditure on marketing and means you don’t develop expertise in what you do.  Just because you can do it, doesn’t mean you have to.  People realise that when taken to extremes, but make the mistake when the product of market is similar.
For example I have worked in and with a wide variety of businesses. With an MBA and a few grey hairs I feel I could help most people in most departments in most businesses.  Not only would that approach be arrogant, it would be strategically wrong.  I can also change the wheel on a car. That doesn’t mean I should. Instead I work solely with the business leader and solely with businesses with tens or hundreds of staff.  Because that way I’m distinctive, get noticed and build a reputation.
-------
[bookmark: _Hlk484000289][bookmark: _GoBack]It’s no longer lonely at the top - As Bob discovered when he was running a 500 person £50M business. He joined a Managing Director Peer group.  And found it so valuable that in 2004 he started MD2MD which runs meetings where the leaders of businesses with tens or hundreds of staff support and challenge each other in taking the opportunities and tackling the challenges of business leadership.
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