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Who Are You Targeting?

will beat any advertised price,” 
“Lowest prices of the year,” 
“Exclusive offer,” and “Today 
only”? These phrases could be 
met with a bit of skepticism.

If you’re responsible for the 
advertising and marketing in 
your company, I’m sure you 
often take notice of other com-
pany’s marketing efforts when 
you see and hear them. Even 
when it’s outside of our indus-
try, it’s always interesting to see 
how other people try to get their 
phones to ring. 

I receive marketing material 
from two completely different 
positions. First, I receive it as a 
consumer and decision maker 
— as an individual who  may be 
interested in the service or prod-
uct. Additionally, I’m taking it 
in as a business person who is 
constantly researching ways to 
market and reach potential cus-
tomers. Usually, my business 
side far exceeds my consumer 
side. In fact, sometimes I ana-
lyze an ad so much from a busi-
ness perspective that I don’t even 
consider the fact that I may be a 
target audience. 

Speaking of target audiences, 
when we use wording like the 
examples mentioned above, 
exactly who are we expecting to 
respond to these ads? Who are 
we targeting with messages that 
emphasize low prices and lim-
ited-time offers? People who are 
looking to pay the least amount 

of money and get the fast-
est service, right? Is this your 
target audience? I guess there 
are times when you might be 
trying to get anyone and every-
one to call you. If it’s between 
seasons or you find yourself 
without work, you may be feel-
ing a bit motivated to make the 
phone ring regardless of who 
may be on the other end of the 
line. But, is this really the type 
of consumer you’re seeking? Do 
you think you should have your 
coworkers spending the bulk of 
their days dealing with custom-
ers seeking the fastest and best 
service while expecting to pay 
the least amount possible? 

After your business has been 
established for a period of time, 
you should start reaping the ben-
efits of a well-earned reputation 
that yields repeat business. You 
should be in a place where you 
can start being more selective on 
who your customers are. If your 
business model is based on pro-
viding the lowest prices in the 
market, I’m not sure you’ll be 
able to support your overhead, 
continue to hire good employees, 
invest in infrastructure, or enjoy 
your life. 

So, exactly who are you 
hoping will be at the other end 
of the line when all that money 
you paid to make the phone ring 
ends up doing its job? I’m hoping 
you’ve reached a point in your 
life where you recognize good 
work, strive to provide excep-
tional customer service, and 
enjoy being treated with respect. 
You’re probably the exact type 

of person you’re hoping will 
call your company. So, if this is 
true, shouldn’t you be putting 
out marketing material aimed to 
attract people like you? 

I see it this way: There’s a 
certain amount of people who 
are going to have their HVAC 
systems repaired or replaced 
this year. A large percentage of 
these people are looking for a 
deal. They look for coupons, cut 
corners to save money whenever 
they can, and are not concerned 
with efficiency, quality, longev-
ity, customer service, or long-
term benefits. These are the guys 
who ask for a discount if they 
pay in cash “under the table.” 
These are the types of customers 
I think are a perfect fit for most 
of my competition. In fact, when 
they call us and make it known 
that they fit into this category, 
we’re happy to refer them to 
another company. 

Fortunately, there is another 
sizable group of customers out 
there. These are the people who 
recognize the need to be a little 
discerning when choosing a ser-
vice provider. They recognize the 
true cost of a product or service 
is a combination of price, quality, 
and customer experience. These 
people do not consider cost as 
their primary decision point. 
In fact; price is usually the last 
consideration after all other 
aspects are carefully thought 
out. There are lots of people 
out there who fit into this cat-
egory. People end up with these 
ideas by being educated through 
efforts of their own, or, unfor-

tunately, they learn this behav-
ior by being burned or abused by 
other service providers. Either 
way, these are the customers you 
should be seeking.

So, if you’ve decided you’re 
the type of customer you want to 
target, I suggest you start paying 
attention to ads and market-
ing techniques that catch your 
eye. Start noticing where and 
when ads grab your attention 
and what tempted you to click 
through a banner ad. Are there 
some radio ads you listen to and 

some that you think are stupid? 
Do you ever stop and wonder 
why anybody paid money for 
that last ad you saw or heard? 
Exposure to the world of mar-
keting is an ongoing lesson in 
what to do — and what not to 
do. If you pay attention, you can 
forever be planning and refining 
your own marketing program. If 
it turns out you’re not the type of 
person you want as a customer, 
then simply implement the type 
of ads you think are a complete 
waste of time and money. 

W
hat’s your reac-
tion to the fol-
lowing marketing 
messages: “We 

Ensure your marketing efforts are effectively targeting the right customers

“If your business model is 
based on providing the lowest 
prices in the market, I’m not 
sure you’ll be able to support 
your overhead, continue to 
hire good employees, invest 
in infrastructure, or enjoy 
your life.” 

MY TWO CENTS
GUEST COLUMN

Do you think Occupational Safety and Health Administration’s (OSHA’s) regulations are becoming more 
intrusive to your business?

RESULTS FROM ONLINE POLL AT ACHRNEWS.COM

Survey Says

TOP SURVEY RESPONSE:

YES, OSHA IS EXPANDING ITS REGULATORY REACH INTO 
MORE AREAS. 

No, OSHA is trying to ensure safe practices in the workplace.

Undecided.

61%
32%

7%
SOURCE: Results from poll conducted online at www.achrnews.com during the month of October 2015 with 147 responses.
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