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Cover
Story

Services Not Selling? 5 Vital Steps
To Turn Prospects Into Clients

By: Annemarie Cross
You’ve spent countless hours creating your
program/service offering; your promotional material
has been circulated; your sales webpage promoting
your new program is live (and looking extremely
impressive); and you’ve spoken to a number of
your connections who you know could benefit from
participating in the program.  However, despite all
the effort you’ve put into this entire process, no one
has made a purchase. Is this something you can
relate to?  If you’ve answered yes, you’re certainly
not alone.
Sadly, even though you may have the best program
in the world that can support your clients in
achieving amazing results, there is no guarantee
that you’ll have people flocking to your door with
their credit card poised ready to invest in your
services.
Before you develop another program or service
offering, ensure you have the following five steps in
place to support you in transforming your prospects
into raving clients.
Step 1: Identify the level of demand for your
program/service offering
Despite the fact that YOU know your program/
service offering would be of great benefit to your
clients, have you researched:
(a) whether your target market recognizes they
are facing issues and genuinely want to
overcome their struggles
(b) the size of your prospective market, and
(c) whether your target market has a history of
investing in the type of solutions you offer.
Before you even begin to develop your program,
it’s imperative to identify whether there is a large
enough market and whether your prospect is willing
to part with their hard-earned dollars to invest in
you.
Further investigation may confirm that despite
their desperate need for your support, an ingrained
‘culture’ will see them continue their struggle
rather than choosing to invest in your program and
overcome their issues.

Targeting a market that requires repeated
convincing that they need your service will only lead
to a decline in your energy, your sanity and your
hip pocket, so it’s important to identify a market
that has a high level of demand AND a willingness
to invest in your services.

Step 2: Pinpoint your target market’s needs
If I were to ask you to describe your target market
could you identify their demographics, their needs,
what keeps them up at night and where they hang
out, etc?
It’s imperative to have an intimate knowledge of
your target market, including:
- The problems/issues they are experiencing
- The words and phrases they use to describe
their issues
- The type of support/solutions they are
typically looking for
- The pricing point they are willing to or can
invest
- The language/triggers that will catch their
attention and prompt them to want to learn
more about your services
Answer the above questions to create a thorough
profile of your ideal customer so that you can
accurately pinpoint your target market’s needs.
This information will support you in creating your
marketing plan, your webpage sales/marketing
copy as well as helping you locate the best place
to connect with and get your message in front of
them.
Step 3: Get clear on your brand
With the increasing number of competitors in the
marketplace, it’s important to have a clearly defined
brand that showcases your expertise and the
benefits your clients can expect from working with
you, in order to stand out from the crowd.
Do you know what your strengths are and what
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Services Not Selling? 5 Vital Steps
Continued...

makes you unique? Do you continue to present
this information in an influential and powerful
way? It’s important to create a strong brand that
is memorable and magnetic and enables you to be
recognized as an expert and leader in your field to
continue attracting your ideal client.
Remember an inconsistent brand message can
cause prospects to become confused and a
confused prospect will often say no. Don’t set
yourself up to receive a ‘no’ to your offer because
you are sending a weak and incoherent brand
message.

Step 4: Grow Your List
Thriving businesses state that one of the most
important elements that have enabled them to
secure their wealth and success is building their list.
In fact, one of my mentors often states ‘the money
is in your list.’

decision so sending a regular newsletter that
provides useful information is a great way to
strengthen your relationships while continuing to
showcase your knowledge and expertise.
Are you adopting all five steps in your business
to support you in transforming your prospects
into clients – especially Step 1 and 2 before you
even begin developing your new programs/service
offerings?  If you’ve answered yes, congratulations!  
If not, which step will you start to work on within
your business today?
AnneMarie Cross is a Brand Communication
Specialist helping ambitious business owners to get
noticed, hired and paid what they’re worth! Are you
doing these 7 must-do business-building strategies?
Find out here: http://www.AnnemarieCross.com
and access our free audio mini-series ‘7 Easy Steps
to Build Your Brand, Your Biz, and Your Income.’

Are you actively building your list? Do you have a
process in place that prompts clients to hand over
their email address and other contact details to
you?
Consider offering prospects a free report or a video
and/or audio series that provides valuable content.
In order to access these resources your prospect
is required to provide you with their email, thus
adding their details to your list. [Step 5 explains
how you can continue to leverage your list.]
Step 5: Build Your Relationships
Do you have a regular newsletter that enables
you to remain in contact with your list of existing
customers and prospects? Are you consistently
taking the time to not only strengthen the
relationship but also continue to portray your
knowledge and expertise by providing informative
practical tips?
Remember, people do business with people they
know, like, and trust, and consistent communication
with your list is a fantastic way to build a solid
relationship. It often takes several communications
before a prospect is ready to make a purchasing
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XXX
How Much Should I Charge?
Continued...
By: Mattie Hayes Stokes
Whether you decide to use an hourly, project or
retainer fee structure, determining your hourly
rates is critical to the success of your business.
But, only you can decide what you are willing to
work for and how much profit you’d like to make.  
When determining what to charge there are many
factors to consider, including the complexity of the
task, the cost of your expenses, your type and
level of skillsets, special skills required, what your
financial goals are, etc.  

Do some research. See what others in your
industry are charging. Visit the websites of others
in your industry who offer the same or similar
services. Also search job postings and online
forums for information on what others charge.

well.  And yes, this is factored on top of your
salary that should be considered an expense. You
could use part of the profits for needed business
improvements, place part in a “reserve account” for
any unforeseen downturns and part of it in savings.
Here you’d probably want to refer back to your
business plan.
Use A Pricing Calculator: There are two tools you
might want to consider to help you calculate your
rates: The free downloadable “Services Pricing
Worksheet” offered by The Virtual Assistant
Networking group and the Freelance Switch
calculator found at Freelance Switch.
Mattie Hayes Stokes helps self-employed
professionals solve operational problems and
streamline business processes. Check out her
website, www.JustInTimeVA.com for free resources
and her ebook called “Running Your Business, So
It Doesn’t Run You: Create Your Own Operation
Manual”.

Determine the target market you are going to
serve. Who are your clients and what are they
willing to pay for your services? Industries looking
for professionals with specialized skills will probably
be willing to pay more than others. If you have
specialized skills, a professional certification and/
or many years of experience, it may be appropriate
for you to charge more for your services.
Determine what “salary” you will need for you and
your family to live a comfortable lifestyle.  Yes,
that’s right, after all you are self-employed.
Calculate your expenses. Your fee should at least
cover your expenses. Expenses can include but
not be limited to equipment, maintenance costs,
office supplies, specialty software, phone and fax
services, internet connections, marketing expenses,
website and print advertising, business cards,
stationery, networking events, rent/mortgage,
utilities, taxes, etc.
Determine the amount of profit you want to
make: of course you not only want to cover
your expenses, you want to make a profit as

THE VIRTUAL EVOLUTION© PAGE 5

The Art Of Follow-up
By: Kathleen Vargas
Do you feel like you send out a million RFPs and
never hear anything back? There is a pretty quick
and simple way to avoid this feeling – follow up.
Follow up can be a quick and easy process. Send
an email, make a phone call, or (in the case of
local potential clients) make a quick trip to the
business. Following up doesn’t have to be elaborate
or expensive; just a quick hello and let the potential
client know you are available to answer any
questions they may have in order for them to make
their decision.
Follow up serves two main purposes – it gives
you the opportunity to provide any additional
information the potential client may need and also
keeps you and your company fresh in their memory.
Take the time now to build your relationship with
your potential client and you will reap the benefits
in the future.  Remember, they may not be ready
to partner immediately, so take this opportunity to
build a relationship and a future with this client.
To successfully organize your follow up efforts,
you need to have a strategy. Create a “tickler
file” to remind you when you need to contact
each company or schedule time on your calendar
specifically for follow up.  Generally, three days

after you submit your RFP is a good time to follow
up. This gives the company a chance to review
your proposal, but not to forget you or all the
information you provided.
Now sending an email to a potential client will
not guarantee that you will gain them as a client,
but chances are good that your thoroughness will
make a lasting impression. If the potential client
responds that they are still deciding, ask if it is
okay to check back with them in a week or two
and add the new follow up date to your calendar.
Following up only takes a couple of minutes and
could mean the difference between securing that
new client or not (growing your business or not).
So go ahead and show off your professionalism
and your customer service skills now – you will be
glad you did.
Kathleen Vargas is a Virtual Assistant and the
owner of The Office Virtuoso. Kathleen has been
assisting senior-level management for over 15
years. To find out more about Kathleen or how
partnering with a Virtual Assistant can assist your
business, visit http://www.theofficevirtuoso.com/
or email Kathleen at kvargas@theofficevirtuoso.
com.
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How To Secure Funding For Your HomeBased Business
describing how you intend to grow their
investment. When and how do you intend to
repay them, with interest?  Your friends and
family are no different. Provide them with a
clear plan outlining your repayment terms,
their ownership percentage or other payback
scenarios.

By: Adam Hoeksema

So you have a home-based business and you need
some funding to expand.  Unfortunately, a typical
home-based business is not going to attract an
angel investor or venture capital funding, but there
are other options out there.  In fact, according
to the Angel Capital Education Foundation report
titled, “What Entrepreneurs Should Know About
Angels,” the single largest funding source for early
stage businesses is the business owner’s friends
and family. Friends and family contribute $60
billion to small businesses annually, compared to
only $20.5 billion from all other sources combined.
So how do you go about requesting funding from
your friends and family? Here are three important
tips:

As you seek funding for your home-based business
remember the $60 billion opportunity represented
by your friends and family, but proceed with caution
as you risk something far greater than the failure of
your business--your relationships.
Adam Hoeksema is founder of the ExecutivePlan.
Adam is the author of a blog that primarily assists
entrepreneurs in the process of writing powerful
business plan executive summaries, preparing
elevator pitches, and hurdling the many obstacles
encountered during the startup phase of a business.
Download his free report titled, “I Was Denied Angel
Investment Funding: Now What?” at http://www.
theexecutiveplan.com.

1. Create an Elevator Pitch - Maybe you are
asking for some money from Mom and Dad.
This may be a routine occurrence for you, but
do not take their investment in your business
lightly. Prepare a quick elevator pitch to
present to them and then request their
investment in the business. They may have
some questions for you so be prepared and
act professionally.  This is business, not just
another hand out from your parents.
2. Have a Plan - If you are applying for angel
investor funding or venture capital funding you
will absolutely need a business plan, but do
you really need a professional business plan
to seek funding from friends and family? It
certainly would not hurt, but business plans
are time consuming so you might want to
consider a vision, strategy, and tactics plan.  
You will start by developing a vision and goals
for the future of your business, then you will
create strategies to reach your vision, and
finally list the day-to-day tactics you will use
to accomplish your strategies.
3. Have an Exit Strategy - Traditional angel
investors and venture capitalists will require
that you provide them with an exit strategy,
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The Purpose Of Autoresponders
By: Rebecca Thompson

When you’re just starting out in internet
marketing, you don’t really think about having
a system that will communicate with your leads
automatically. You are thinking about how to
get your leads and probably even focusing on
some one-on-one attention with them all. But
as you go on, your list builds and you realize
that you can’t keep up with all of them. You
then know that choosing one of the many email
autoresponders is a necessity. Autoresponders
are also referred to as “email responder”,
“mailbot”, or “autobot.”  But they all do basically
the same thing. They allow you to obtain and
communicate with your potential customers and
current customers on a regular basis.

Email autoresponders allow you to send
information to a large mass of recipients at prescheduled intervals. Their common key features
allow you to:
1. Get automatic insertion of leads into your
database once the opt-in form has been
filled out.  The forms that you create can
be customized according to the type of
information you want from your customers.
Keep in mind that the less information
you ask from them, the more likely they
are to fill out the form. The form graphics
themselves can be customized on some
autoresponders so you can change the
color of the outline or even the text on the
SUBMIT button. Once your form is created
and placed on your web content, when
someone fills it out, they will automatically
be placed in the list that you have specified
when creating your form. So, if this form is
destined for your “business clients”, then,
once someone fills out the form, he/she will
be automatically be placed in that group of
contacts.

2. Automatically deliver information at the
times you have programmed. Once you
have obtained your lead, they will be
connected to the email series that you have
programmed them to receive. As soon as
this person has opted into your form,
s/he will automatically receive a Welcome
email from you which you have already
created. In the case of double opt-in email
autoresponders, you will first send the optin a “permission confirmation” email that
asks them to verify that they are indeed
asking you for information.
3. Record your exchange of communication.
Each contact will have a record that
indicates the emails that were sent to and
from this person.
4. Have the ability to instantly create and send
your “blast” messages to the recipients of
choice. If something comes up that you feel
is important to your subscribers and it is not
in the programmed messages, you can still
let them all know about it at the same time.
This is called a blast email. You can write it
once and “blast” it to your whole list.
5. Create many specific lists and organize
leads. Autoresponders also can be
extremely useful with the administrative
functions as they are very organized. You
can formulate multiple lists to maintain
a record of leads and even organize data
according to last message number, country,
e-mail, status, etc. just by clicking a button.
Email autoresponders are vital tools for internet
marketing success.
Rebecca Thompson is the Owner of CLR Virtual
Connection. She works with Coaches on their
Social Media, is a Certified Social Media Specialist
and a Master Certified Microsoft Office Specialist.
Rebecca is also one of the few Certified Traffic
Geyser Virtual Assistants. She has strong skills
in social media, web 2.0, data entry, internet
research (market and competitor), customer
services and contact management.
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The International Connection - Virtual
Assistants Globally Taking Us To New Frontiers
By: Diana Ennen & Kelly Poelker
A Virtual Assistant, like many of their clients,
is a highly skilled professional working as an
independent contractor from their own home.
Virtual Assistants use leading edge technology to
communicate work assignments via the Internet,
e-mail or disk transfer. Traditional methods such
as regular mail and overnight shipping are also
used. While most virtual assistants will never meet
their clients, it is not unusual to find a VA providing
pickup and delivery service in their local area.
Many have found success in a combination of the
two, local and virtual clients.  And what is even
more impressive, is that most VA’s now realize the
amazing power of the Internet and their client base
spans globally.
The ultimate goal of virtual assistants is to partner
with their clients. By partnering the VA learns all
they can about their clients’ business to become
a trusted and valued member of the team—an
extension of their organization. At the same
time, the VA only charges for time on tasks so it
ultimately saves the client in overhead expenses
while affording them the necessary time to take
care of more business.
A perfect example of a Client/VA partnership is the
sole proprietor; let’s say a consultant, who charges
$400 an hour for his consulting services. The
consultant is spending two hours a week generating
mailings, preparing presentations, rummaging
through paperwork, and sorting through the tons
of email he gets on a weekly basis. Since the
consultant is doing this work himself he is paying
$400 an hour for these services when, in reality, it
would benefit him to partner with a VA at a rate of
$50 an hour and save tons of money a year. Plus,
he could be generating more revenue because he
would have more time available for doing what
he does best—consulting. See how it works? It’s
not rocket science but it can feel that way when
trying to convince clients that they need you. As
evidenced in this example they can’t afford NOT to
have you on their team.

and objectives.
•
•
•
•
•
•
•
•
•
•
•

Personalized attention
Exceptional service
Experience in the latest technology
A colleague to brainstorm ideas with
No benefits/no equipment/no office space
Accurate/professional/experienced
Knowledge of the latest equipment
Freedom to allow you to grow your business
Pride in our profession
An interest in helping them achieve growth in
their business
Specific knowledge of your niche

In closing, it’s up to us as Virtual Assistants to get
the word out and there’s no better time than now.
Get active and talk more, blog more, and just do
more for this Virtual Industry of which we are so
proud.
Diana Ennen and Kelly Poelker are the co-authors
of numerous books including Virtual Assistant: the
Series, Become a Highly Successful, Sought After
VA and accompanying Virtual Assistant the Series
Workbook, and Virtual Assistant - The Series:
Working Virtually, A Guide to Working Remotely
as an Employee. Stop by their site for complete
information on starting your own VA business
http://www.vatheseries.com. Article is free to be
reprinted as long as the author’s bio remains intact.

In addition to the financial rewards for the client,
the following list reinforces to the client what they
get in return for their investment. This list is just
a sample and not meant to be all-inclusive. You
need to customize your benefits and features list for
clients to reflect your service offering, ethics, and
level of expertise in addition to your business goals
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Interview With An Educator:
Professor Mirjana Radović-Marković, Ph.D.
By: Lily Chambers
TVE Magazine had the
opportunity to ask
some questions of
Dr. Mirjana RadovićMarković of Akamai
University, Hawaii.  
The following is
the first half of the
interview we received.
Part two will be
published in the next
issue of TVE Magazine.
Dr. Mirjana Radović-Marković is a full professor
of Entrepreneurship.  She holds B.Sc, M.Sc. and
Ph.D. Degrees in Economics, as well as Post
Doctoral Studies in Multidisciplinary Studies. In
addition, she holds the Honorary Doctorate of
Science (D.Sc) awarded by St. James the Elder
Theological Seminary, Tennessee, US, 2010 and the
Honorary Doctorate of Letters (D.Litt) awarded by
the Academy of Universal Global Peace, Chennai,
India, 2010.  The awarding committees cited Dr.
Radović-Marković for having served the world
community with outstanding research in Economics
and Women’s Entrepreneurship. She has written
twenty books and more than a hundred peer
Journal Articles.  Professor Radović-Marković`s new
book is WOMEN IN BUSINESS: Theory, Practice
and Flexible Approaches, published by Adonis &
Abbey Publishers Ltd, 2009, London, UK.  Professor
Radović-Marković is a founder and editor in chief
of Peer Journal of Women’s Entrepreneurship and
Education (JWE) and editor in chief of Economic
Analysis (EA).
Dr. Radović-Marković, please tell us about
your background.
I was born in Belgrade, Serbia, into a family of
intellectuals who doted on books and science. I
believe it is family that largely traces our future
path already during our childhood, and later is
responsible for our professional orientation. After
World War I my grandfather went to Paris, France,
to study and stayed there for more than seven
years upon graduation. My father spent some
time studying in Prague, the Czech Republic,
hence it was logical that I also should go abroad to
specialize.  I spent some time in the Netherlands,
Russia, and the U.S.A. where I specialized
in economics after completing my graduate,
magisterial and doctoral studies at the Faculty

of Economics at home. I was really lucky to be
recognized by my lecturers already at the beginning
and given a chance to join a small group of talented
colleagues and publish my first scientific papers.  
When I was twenty, I was even in a position to
present one such work at an international scientific
meeting before the greatest world authorities in
the science of economics. Never again have I been
in a company of such a large number of world
recognized and important scientists. It was a great
challenge to me and I think I made the most of it.

I graduated in the analysis of the economic theory
set by Joan Robinson, a famous world economist
and a Cambridge professor who asked me a number
of questions after I presented my work and then
invited me to take up another diploma work that
meant the analysis of her prolific output.  Not only
did I accept the offer; it was then that I made a
decision that my future professional orientation
would be science. It has remained so until this very
moment.
I do not believe anything happens by chance, and
this was proven in my career. Several decades
have passed since this scientific meeting that was
crucial for my career and a few years ago I had
the honor to be the editor-in-chief of a journal
started back in 1967 by Prof. Branko Horvat (twice
nominated for the Nobel prize for economic science)
whom I first met then.  I accepted this task as any
other professional tasks – with responsibility and
as a great challenge. In order that the quality of
the journal be re-established, it was necessary
that high standards should be set, equal to those
once established by a scientist such as Prof.
Horvat.  In addition to this, several years ago I
started an international scientific journal, Women’s
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Interview With An Educator
Continued...

Entrepreneurship and Education, where I am also
the editor-in-chief and which immediately received
highly favorable reviews and attracted attention of
scientists worldwide.  My professional and scientific
engagement does not stop here, though.
I am highly committed to my work and work
for twelve hours every day to answer my other
professional duties and obligations. These include
my work in the management of the Belgrade
Institute of Economic Sciences, where I am
employed on a full-time basis, the management
of projects, presiding over the Scientific council of
the Institute, managing basic research, lecturing
at several universities at home and abroad,
writing scientific papers and books and a lot more.  
Sometimes I am not even aware of how much
I have accomplished on an annual basis until I
have to write an annual report at the end of each
calendar year.  Lately, I have received numerous
recognition awards to show for it. I would single
out two honorary doctorates I was awarded earlier
this year – one in India, the other in the U.S.A.  –
for a pioneering work and an exceptional scientific
contribution in the field of women entrepreneurship.  
The honorary doctorate in India is a result of the
success of my four books published there as well
as my scientific collaboration with a number of
faculties, whereas the one awarded in the U.S.A. is
related to Akamai University where I was given a
special opportunity and support to develop my ideas
in the field of women entrepreneurship through
creating new study programs. There is no higher
recognition for a scientist and a professor than
the recognition and acceptance of their work and
contribution, especially in an international context.
What led you to working for Akamai
University?
The main reason for my engagement at the Akamai
University is a highly fruitful collaboration with its
president, Dr. Doug Capogrossi, who has had a
strong belief in me from the very beginning. He has
never had any doubts about any of my suggestions,
therefore I was free to create the program and
other activities related to the University. Thanks to
the fact that he was able to recognize good ideas
although some of them were ahead of their time,
the “Entrepreneurship for Women“ program grew
in time into a distinguishing mark of this University.
You are the program director for the
Entrepreneurship for Women program at
Akamai University. Can you tell me a little bit

more about the program? What does it cover
and what are the degree requirements?
I am very proud of the fact that this magisterial
program, Entrepreneurship for Women, is among
the first of its kind not only at the Akamai
University, but even broader.  Rare are the
universities that specified the entrepreneurship
program in this way and focused upon women
entrepreneurship. There certainly were people
who held that there should be made no distinctions
of this kind and that entrepreneurship should be
taught in a classical method that incorporated
certain general assumptions.  In other words, the
study of entrepreneurship was characterized by
a neutral gender approach. In recent years the
picture has gradually been changing. An increasing
number of universities are becoming engaged in
the issues of women entrepreneurship and study it
as a discipline of its own. One of these is the GVF
at Fairleigh Dickinson University, New Jersey, US,
where I am also engaged in work with students at
the “Women as Entrepreneurs“ program.
When I created this program and its concept, more
than six years ago, I was led by an idea that it
should highlight the basic specific features that
distinguish the women in business, in order that
women might recognize and take them as their
advantage to fare better in a business world so far
dominated by men.  Also, it is my opinion that, in
addition to the barriers women are faced with in
their family and in the social environment in many
parts of the world, they lack the knowledge and
skills to succeed in the business they start up.
The globalization and the new economic winds,
and in the last two years, the economic crisis, have
largely changed the conditions of doing business.
Those with adequate knowledge and skills to
adapt to them will find it easier to fight the crisis
and survive in these turbulent times. Since the
position of women, due to their being overburdened
with duties, is usually not so favorable as that
of men, a large number of women are not in a
position to improve permanently and master new
knowledge.  Therefore, many of them cannot
start up a business and succeed in it. This was
what I had in mind when I started this pioneer
work at Akamai University. My attitude was
that this program should help students in any
possible way and prepare them to develop and
do business autonomously, to understand what
decisions they had to make when they embark on
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Interview With An Educator
Continued...

an entrepreneurship journey and what to expect
in the future.  For the time being, this is a diploma
program open to the students who completed their
four-year studies.
This magisterial program cannot be considered
just as an alphabet of business, but as a seriously
devised superstructure that includes a number
of scientific disciplines, which makes it rather
broadly designed.  Also, I have to explain that,
although it deals with women entrepreneurship,
it is not meant only for women, but can be useful
to anybody interested in this field of study.  I
believe that this and similar programs can be
of great help to men to help them appreciate
business women more seriously and through
the interaction with them manage to understand
one another and communicate better.  Namely,
a better understanding of differences leads to a
better business and any other collaboration, and,
consequently, to business success.  
As a director of this program I constantly improve
it, change it and adjust it to the needs of the global
business environment, using both my books and
other scientific works and papers that are always
at students’ disposal as well as the additional
literature by other authors. Recently I added
my three new books to this list of references:
WOMEN IN BUSINESS: Theory, Practice and
Flexible Approaches, published by Adonis and
Abbey Publishers Ltd, 2010, London, UK; Female
Entrepreneurship and local Economic Growth:
A Case of Countries in Transition, Denver, USA,
2009, 505pp; and Women Entrepreneurs: New
Opportunities and Challenges; IA Books, Delhi,
India, 2009, 206 pp.
You teach several degree courses including
“The Entrepreneurship Process.” What can
you tell us about these learning opportunities?
Perhaps the crucial precondition for decision making
when setting up your own business is that you
understand the entrepreneurship process correctly.
Namely, the entrepreneurship process includes
not only the problem solving activity, typical of the
managerial position in a firm, but much more.  In
other words, an entrepreneur has to work out and
develop the solutions to overcome all the retrograde
forces that hinder the creation of something new.
Hence this course is rather useful and makes a
compulsory part of the Entrepreneurship Program.

What do you think are the benefits of formal
education and online education for the
virtual entrepreneur?
The academics do not always agree as regards
the correlation between the entrepreneurs’
education and the success in new business. A
number of experts maintain that formal education/
training stifles the creativity and spontaneity in
entrepreneurs as it provides too many guidelines
and rules they cannot but follow. I do not agree.
I believe that education and training help reduce
errors and risk in business. Hence I am an
advocate of the “lifelong learning“ doctrine. Talent
only is not enough in any activity, business being
no exception. It has to be developed through
various forms of education regardless of whether
it is a formal or informal education. A special role
in the context of permanent education belongs
to virtual universities and to education via the
Internet. Due to the facilities the online education
offers in view of the flexibility of studies, it is the
right choice for the employed. This form of learning
especially appeals to women, since it allows them
to coordinate their private and business obligations
with their need to improve and advance. Education
is equally necessary for all kinds of entrepreneurs.
It certainly is for the entrepreneurs engaged in the
Internet business. They have to be taught how
to replace the classic model of business control
and management by the new models. These will
increasingly be based on creating virtual business
networks of customers, collaborators, employees
and others, which will, on one hand, provide
the virtual firms with a permanent contact with
them, and, on the other hand, reduce the costs
of operations. It is expected that in the next
twenty years or so, the opportunities for electronic
business will be much greater than today, due
to a fast development of modern technologies;
therefore, the Internet entrepreneurs will need new
knowledge in order that they should take all the
opportunities that will “open“ to them in time.
This concludes the first half of the interview with
Professor Radović-Marković. The remainder of the
interview will be published in the November issue
of TVE Magazine. We would like to thank Professor
Radović-Marković for taking the time to answer our
questions. J
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Business Intelligence - Beat The Recession
By: Jason Dove
These are the rainy days we hoped would never
come. We are living in a time of tightened purse
strings and uncertain prospects. The shadow of
the bank manager looms over many previously
flourishing businesses.

making. With all the information at hand new
options can be considered.
Maybe your call center is open from 8:00am to
6:00pm, when only two calls a month are received
after 5:00pm and none until after 9:00am. Cutting
the working day by 2 hours for four employees
saves a fifth from redundancy and does not impact
the service to the customer.
BI provides the means to explore these
opportunities and really fine tune a business.  

Difficult decisions are being made everywhere.  
Business owners are searching for financial stability,
managers for the consistent performance results
that will signal job security.
But while the current situation may be grim,
there is gold at the end of the rainbow for
those companies that do survive this recession.
Rewarded with a bigger market share, and armed
with the kind of confidence that outrunning the
predator brings, these businesses will step out into
a brighter future and reap the rewards.

Using the call center example above, the workload
can also be determined based on the length,
frequency and distribution of enquiries and an
accurate estimate of the man hours needed to
cover all calls.
Striking a Balance And What Your Business
Needs
As is no doubt apparent, Business Intelligence
really comes into its own when providing guidance
in company critical situations.

Business Intelligence can help you to ensure that
your business is one of those survivors.

But things are not quite that cut and dried, and
following BI generated results blindly can be as
harmful as operating without guidance.

Undeniably the most pressing issues facing any
business are those of eliminating unnecessary costs
in all areas, attracting and servicing customers, and
avoiding the cashflow pitfalls of debtors.

BI should aid decision making, not replace it.  This
is true in all cases, but is particularly crucial when
a company is endeavouring to survive a drop in the
marketplace.

The good news is that for every one of these crucial
areas, there are ways to excavate the secrets to
maximise profit and uncover the potential in the
data you already hold from your day-to-day trading
activities.

BI can also be used to justify a decision that has
already been made.  To provide a simple example,
if you are fully aware that one employee has a
poor absence record and worse timekeeping, then
providing proof of this to back up your decision
makes it seem more considered.

BI can aid a company’s survival during the
lean times as well as its expansion in times of
abundance.
While they are an undeniable fact of a tough
economic climate, redundancies are never a
nice event, but selecting the wrong person for
redundancy can be a disaster both in monetary
terms and for staff morale.
And the beauty of BI is that it can fine tune decision

Indeed, it is.  And a quick look at said employees’
work performance may reveal they are more
productive than those that do have a good
attendance record.
In this case, it may be worth warning the employee
(or buying them an alarm clock).
However, some things will never show on a BI
report, such as how well an employee works with
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Business Intelligence - Beat The Recession
Continued...

others and such soft skills.

Soft Advantages

Recession based BI is not just about cutting hours
or downsizing the workforce. It can also assist in
fine-tuning other business practises that can make
all the difference when every penny counts.

Basing a redundancy on facts and figures that can
be demonstrated and shown to the employee goes
a long way to removing the personal element that
can cause the employee to take offense and make a
bad situation worse.

Identifying which customers take months to pay
and insisting they pay in advance (or not to deal
with them at all) can have a huge positive impact
when cash flow is so important.
Outstanding debtors can be categorized as
regular clients and one-off customers, and treated
accordingly when reminding them of their debt.
Focused marketing is also an ideal strategy when
cash is short and your customer base needs
extending.
Other, more company specific analysis may be
invaluable to cutting costs. Any company that
features transport in its services or business
process may want to add geographic reporting to
compare actual mileage to ideal distances. Some
longer routes may be quicker than short ones, but
the savings in fuel may make it worth it.

Using BI to analyze performance before making any
redundancy decisions also sends a positive message
to the more capable of staff members that their
hard work has not been ignored.
Experience has also shown that overall productivity
tends to increase as employees have positive goals
to work towards rather than just waiting for the
hammer to fall.
Because of the nature of the business requirements
driving these reports, they can also be used for
awarding bonuses or evaluating staff for promotions
or pay rises when more abundant times return.

Hiring Expertise
The options for implementing employee evaluations
are the same as for any BI implementation and
are covered in my article “Business Intelligence Project Management Tips”.
Instant Pay Off
An additional advantage of using BI for this task
is that it provides a solid proof of why a certain
employee has been made redundant. This can help
explain the situation to the employee themselves
and usually curtails said employee from wanting to
appeal the decision as they know it is based on fact
rather than personal opinion.
The avoidance of one tribunal can be enough to
offset the entire cost of the BI development.

Some of those options may seem expensive to
a struggling company.  However, because of the
commonalities with HR reporting an additional
option is available in the form of off-the-shelf
reporting packs.
These are a set of reports that should cover
most, if not all of a company’s requirements with
a minimum of configuration, and such a product
is available to purchase from Scry Business
Intelligence Ltd.
The strength of these report packs is that they tend
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Business Intelligence - Beat The Recession
Continued...

to be comparatively inexpensive (Scry’s Employee
Evaluation Pack is less than the cost of a single day
consultancy) and quick to implement compared to
beginning from nothing.
I personally recommend starting with a report pack
and complementing it with a few days consultancy
to amend and tweak the pack to your company’s
specific requirements.  Ideally, hire a consultant
from the company that developed the pack and is
familiar with its contents.
This approach should cost less than a photocopier,
and can save a struggling company.
While the types of reports are the same for any
type of BI implementation, dashboards really come
into their own.
Being able to provide an overview of an employee’s
entire work based ranking, from accuracy of work

to timekeeping, is a powerful tool.
Mistakes in this situation are not just a loss of
opportunity, but also a possible crippling blow, so
every decision should be supported with as much
information as possible. Business Intelligence
can make the difference between flourishing and
floundering.  
Jason Dove is the author of “Crystal Reports
Formulas Explained” and a senior consultant at Scry
Business Intelligence, who has specialized in Crystal
Reports and Business Intelligence his entire career,
utilizing it for everything, from selling paint to
counter-terrorism. He has provided BI consultancy
for some of the largest companies in the UK,
and is now working to bring benefits of Business
Intelligence to SME’s. Read his FREE start guide to
Crystal Reports at http://www.scry-bi.com/shop/
detailsStartGuide.php

Virtual Office Goddess: (vûr ch - l) (ŏf ĭs) (gŏd ĭs)
A being of supernatural administrative powers and attributes of business
acumen with a particular talent for small enterprise support through
virtual assistance.
Why hire a mere mortal when you have access to a Goddess?

VA TIP OF THE MONTH
Knowledge is power and ebooks/ezines represent knowledge!  As entrepreneurs, we need to
‘stay on top’ of what is going on that is directly related to the services/merchandise we provide.
Collect ebooks and ezines on everything from small business information to marketing to trends
in your target market(s) to the VA industry and entrepreneurship. Try reading all ebooks/ezines
one chapter/article at a time (as time allows).  As you read each chapter/article, print the pages
that have information that you may wish to reference later, highlight the information on the
printed page, and insert the pages into a notebook, tabbed by subject, for future use.
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The Secret To Social Marketing With
LinkedIn and Facebook
By: Victoria Ring
Confession: I am guilty of using LinkedIn and
Facebook strictly for marketing.  Boy, was I wrong.  
My mistake was caused from the fact that I had
prior knowledge from the old school of how to
prepare a press release so that it was presented
as a news item rather than an advertisement.
Therefore, I applied this same mindset to social
networking on LinkedIn and Facebook. Big
mistake!! And by writing this short article I hope to
prevent you from making the same mistake I did.
First of all, posting news-type items in groups with
a lead back to your website is still an effective way
to market. This form of marketing is called the
two-step method. Step 1: You hook the reader
with an interesting headline and story; Step 2: they
visit your website for more information. While they
are at your website they notice other products or
services you offer and they become a customer or
client.

The two-step method is highly effective for service
businesses because a service business is much
more personable compared to the retail world.
And, the two-step method is also essential in prequalifying customers. Only people interested in
what you offer will visit your website in the first
place and only people who are really, really, really
interested in your offer will place an order with you.
That level of pre-qualifying potential customers is
often not achieved as easily using other methods of
marketing.
However, after almost a year of heavy duty
marketing on LinkedIn and Facebook (which means
that I marketed 4-5 hours every day for almost a
year) I had mediocre results. I certainly wanted
to know the reason why and correct the error, but
where would I begin my research?
One day I was posting to my groups on Facebook
and a warning message came up. It said that I
may be spamming and I needed to stop. I did not
understand what the message meant so I continued

posting to each one of my groups. Suddenly a new
message popped up from Facebook telling me that
I would be banned from posting to my groups for at
least 3 days. I did not understand what I was doing
wrong. Facebook does not tell you that. Even when
I did a search in the help files of Facebook I could
not find anything relating to my problem.  I left the
Facebook website bewildered, addled and unaware
of what just happened.
With LinkedIn I never received a warning message;
so I continued to post to my groups and followers
there instead. One day I was reading messages
that people posted from groups to which I belong.
I found a question posted by an attorney to which I
knew the answer. I replied and told her the source
I used to solve her problem. The attorney was very
grateful and my answer became the Pick of the
Week. It moved to the front of the group page and I
received a 78% increase in the amount of traffic to
my website compared to when I posted a discussion
versus replying to a post.
This is how I discovered the secret to marketing on
LinkedIn, Facebook and any other social networking
service. You must treat your groups in the same
way you would attend a business meeting. You
enter the room (join the group), socialize with
others (read and respond to posts) and exchange
business cards (post a link to your website.)

Start utilizing this marketing technique and you will
see the difference. I wish you and your business
the best of success.
Victoria Ring is a Certified Paralegal and Bankruptcy
Specialist. She is the developer of the virtual
bankruptcy assistant field and the founder of
MyBankruptcySchool.Com which provides training
and support for attorneys and legal professionals
working in the Chapter 7 and Chapter 13 debtor
bankruptcy arena. For more information visit
http://www.victoria-ring.com
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Realtors: Finding The Right Database For You
By: Serita Diana
You know that your database is what brings you repeat business, and since that is where the money is
you want to make sure that the system you choose is the one that you will stay with for years to come.
But how do you choose? There are endless options online for great database storage and finding the right
system can be a chore. Below I have listed a few with some of their benefits and deterrents to help you
make an informed decision!

System
Top Producer

Constant Contact

Batch Book

Ace of Sales

Positives
Includes email,
calendar, to do
lists, action plans,
listing and closing
tracking, marketing
implementation, and
social media
Includes emails,
surveys, social media,
and event planning.

Includes email, to
do lists, calendar,
deal tracking,
communications
tracking, web forms,
and lists. You can
export your database if
you choose.
Includes the ability to
send from your own
email address, template
or custom designs
for your emails and
mailings, sales calendar
that will remind you of
appointments, tracker
to see how many times
your emails were
opened, social media
integration, newsletter
templates, combines
send out cards with a
basic database, and
free webinars. Still
being developed so
more tools are coming.

Negatives
8i is not as user friendly as 7i, you
cannot export your database, not used
to its fullest potential by most agents,
pricier than most programs

Uses templates instead of custom
designs, not ideal unless you are
planning more events and surveys as
this is the meat of the product. No
information readily available about
exporting your database if you choose
to do so.
No templates or custom designs, cost
is free up to 200 contacts and price
varies on number of users so is ideal
for teams. Not ideal for custom client
relationship management.

Can’t receive emails in the program,
no deal tracking or to do lists, cards
more expensive than send out cards,
tools get added more slowly than I
prefer for this program to be as great
as it could be.
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Realtors: Finding The Right Database For You
Continued...

As you can see, the list of features for each of
the systems I evaluated varies so you will need
to assess how you will be using the program you
choose. Below are some helpful questions to help
you make an informed choice.
•

Are you looking for something to send
out custom emails that will leave an
impression or more interested in the day
to day tools?

•

Do you feel you can learn the system or
have your assistant learn the system and
utilize the tools available so that the cost is
justifiable?

•

Are you going to utilize the program tools,
or are you just interested in some place to
store the information?

•

How important is it to you to be able to
export your database if you choose to stop
using the program you decide on?

Once you have chosen the right system for
your business, decide if it is something you can
implement or if you need to outsource to get up
and running more quickly. You can also ask the
person to whom you outsource the project to create
a step by step plan on how to use the system or
even to do online training with you if necessary. The
options are endless for getting started in creating
a great database and the beginning of great client
relationship management!
Serita Diana specializes in the real estate industry
and is the owner of List 2 Close Assistant,
specializing in real estate virtual assistance and
assistance to the small business owner. In addition
to her real estate experience, Serita also has an AA
in Business Management. For more information visit
www.list2closeassistant.com.
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Subscribe to TVE Magazine

This ezine was created to assist both Virtual Entrepreneurs and brick/mortar entrepreneurs.
Whether you are just starting out in your new business or you are a veteran entrepreneur, you will
benefit from the TVE!
You will find helpful tips, tricks, and how-to’s as well as up-to-date articles written by entrepreneurs
just like you. These articles will encompass all facets of working virtually and of being an
entrepreneur.  We are dedicated to helping promote, assist, and create new avenues for your needs.  
To get the most recent ezines as they are published, sign up at www.tvemagazine.com/subscribe.

Get Involved With TVE Magazine

We are always looking for new articles to publish in future issues of the magazine. The article submission specs are located at:
www.tvemagazine.com/article-submission/
We are seeking articles written by entrepreneurs of every stripe! Submitted articles can range
from specific niches to tech reviews, tips/tricks, etc.; anything that is of interest to entrepreneurs
(virtual or brick/mortar).

Advertise In TVE Magazine!

Your ad will be seen by over 1200 readers each month and both the VP Directory and Resource
Directory are also online at www.tvemagazine.com.
The advertising rates are as follows:
1/4 page (3.5”w x 5”h) OR (7.5”w x 2.5”h) - $15.00 per issue
1/2 page (7.5”w x 5”h) - $25.00 per issue
Full page (7.5”w x 10”h) - $45.00 per issue
Virtual Professional Directory - $6.00 per year (includes 1 category listing, addt’l categories $1.00/ea)
Resource Directory (1.3” square box or 4.88”w x .63”h banner)
12 month listing - $90
9 month listing - $78
6 month listing - $54
3 month listing - $28
For more information email advertise@tvemagazine.com or visit www.tvemagazine.com to sign up!
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Here It Is At Last - The Secret To Marketing
By: C.J. Hayden
Well, that got your attention! Isn’t that what every
independent professional is really looking for -- that
one magic formula that will take the effort out of
marketing and bring you all the clients you need,
forever?

You have to know what is effective in order for this
secret to work for you. If you were to choose a set
of completely ineffective things to do, this approach
would fail.

Searching for this marketing silver bullet, they read
articles and books, take seminars and home-study
courses, and hire consultants and coaches. And in
the process they learn about many, many so-called
marketing secrets.

If you choose a set of activities that have any level
of effectiveness, they WILL work if you do them
consistently. Cold calling will work if you make
enough calls. In-person networking will work if
you attend events regularly and follow up with the
people you meet. Public speaking will work if you
speak to audiences of a decent size on a regular
basis.

These “secrets” to marketing consist of supposedly
surefire approaches like search engine optimization
for your website, publishing articles online,
social networking, joining a leads group, sending
postcards, and running pay-per-click ads. There
are of course many more and each of them is being
touted by someone as the ultimate solution for
marketing your business.
Trying to sort out the truth in these conflicting
claims leaves you with three basic possibilities:

But by “completely ineffective,” I mean ideas
like running a Yellow Pages ad to market a
management consulting business, or networking
on Facebook in order to make more contacts with
doctors, or sending out direct mail letters to attract
psychotherapy patients. When the marketing
tactics you pick are that far off base, no amount of
consistency will make them work.

With consistency and persistence, you can
make even the most mildly effective marketing
approaches pay off in the long run. But that
qualifier “in the long run” is the catch. You don’t
want to wait that long. No one does.

2. One of these approaches probably really is the
secret, but since you have no way of knowing
which one, you’d have to try them all.

Is there another layer to this secret that will make it
all happen faster? Yes. Choose a target market that
needs your services and can afford to pay for them,
craft a message that market will respond to, choose
a set of simple, effective approaches to reach that
market, follow through on each approach, and
spend enough time on your marketing to produce
results.

3. All of these probably are secrets for some
people at some times, but none of them may
be right for you.

Notice your emotional reaction to reading those
words. They’re not very exciting, are they? It
sounds like work.

1. All of this is nonsense; there is no secret to
marketing.

No matter which of these points of view you
take, the result is that none of these secrets are
ultimately very helpful.
For many years, I’ve said that the real secret to
marketing for independent professionals is choosing
a set of simple, effective things to do, and doing
them consistently.
That word “effective” can make this a bit tricky.

It would be much easier if the secret was something
like search engine optimization, where you could
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Here It Is At Last - The Secret To Marketing
Continued...

pay someone else to do all the work and the clients
would simply appear. Or joining a leads group,
where you could show up at a weekly meeting and
the other members would hand you business. Or
running pay-per-click ads, where you would never
have to talk to people before they became your
clients.

things to do, and doing them consistently. The
secret behind this secret is finding ways to make
the process easier. And the secret behind THAT
secret is to stop looking for another secret and get
to work on implementing the first one.  

But of course none of these approaches really work
that way.

C.J. Hayden is the author of Get Clients Now!™
Thousands of business owners and independent
professionals have used her simple sales and
marketing system to double or triple their income.
Get a free copy of “Five Secrets to Finding All the
Clients You’ll Ever Need” at www.getclientsnow.
com.

Don’t blame yourself for wanting to avoid hard
work. It’s human nature to look for the easy way
out. But if you spend all your time searching for the
effort-free way to market, you will end up making
your job much harder. Every time you try another
new way to market but then don’t follow through
on it, or give up too soon to see results, you waste
time and money, and lose momentum. By trying to
avoid work, you actually create even more.
So instead of looking for a magic formula to avoid
the work of marketing altogether, find ways to make
it easier on yourself. Here are four suggestions that
will help.

Copyright © 2010, C.J. Hayden

1. Choose a target market you enjoy spending
time with, and whose issues and goals you
care about.
2. Get help with crafting marketing messages if
messaging isn’t your strong point.
3. Use role models, recommended advisors, or
a trusted system to identify only the best
marketing approaches, then do what they
advise.
4. Use the support of a buddy, coach, or success
team to help you follow through on your plans,
market consistently, and break through fear
and procrastination.
Note that if the above are ways to make marketing
easier, doing the opposite of any of these will make
it harder.  Refusing to choose a target market, for
example. Or spending time and money marketing
with an off-target message.  Or trying flavor-of-theweek marketing tactics no successful person in your
field uses. Or not doing enough marketing because
it’s scary. Or trying to do everything on your own.
Or continuing to chase after silver bullet solutions.
The secret to successful marketing for independent
professionals is choosing a set of simple, effective
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The 7 Surefire Signs Of Clients To Avoid
By: Fabienne Fredrickson
You’ve heard me get on my soapbox several times
about needing to really hone in on your target
audience BEFORE you go out there and market
yourself extensively. One of the major reasons
this is so important is that most people make the
mistake of trying to market to EVERYBODY, fearing
that if they niche themselves too much, they’ll
narrow down their prospective client pool too much.
As a result their marketing is less than compelling
and doesn’t pull in ANY clients.
We now know that being a generalist is not client
attractive. Quite the contrary, because EXPERTS
make more per hour than generalists, the media
is ONLY looking for experts and not jacks-of-alltrades, experts stand out in the marketplace and
it’s much easier to market to a specific group than it
is to a whole bunch of different people. Otherwise,
our message isn’t compelling enough and we don’t
catch anyone’s attention.
Today, I want to take you on a different spin of
your “ideal client.” I want to talk to you about
the surefire signs of clients to AVOID; at least in
my point of view. If you’ve been to my website
www.clientattraction.com, you know that I am
very selective about whom I work with privately.
I cherry-pick my clients and go so far as to state
exactly who I work with (personality-wise) and
whom I don’t, right there on my website.

I talk about working best with “high achieving
go-getters who are super-ready to get going and
just want to know exactly what steps to take to
get clients” and that “I don’t enjoy working with
whiners or skeptics or people who make excuses
because the results aren’t the same.”
I know it’s a little bold, and I’m certain it ticks off

some people (usually though, it’s the people who
recognize themselves as bad cases of whiners,
skeptics, and people with a general bad or negative
attitude about everything). The funny thing is, my
IDEAL clients say they LOVE that part of my website
and it strengthens their conviction that they want
to work with me. Many say they have a “Go girl!”
feeling when they read what I wrote. :)
So, if it’s a little bit controversial to some, why
do I have this on my site? Because, probably like
you, in the beginning, I took on ANY client that
was breathing, had some cash, and was remotely
interested in working with me, despite sometimes
having a strong feeling in my gut that I was doing
the wrong thing and might regret it. I was that
desperate for clients.
Lo and behold, every single time I took on one of
these non-ideal clients, I regretted it. I ignored all
the signs, shunned my intuition, and later wished I
hadn’t taken on that client. It was always a disaster.
Either their attitude made me think “why is this
person SO negative!?” or their credit cards declined,
or perhaps they stopped working with me after just
one month, blaming me for the fact they weren’t
getting their work done.
These were the same people who became what
I now call “heart-sink” clients. You know the
ones. They’re the people you see on your client
appointment schedule for that day and your heart
sinks. Instead of being excited for the call, you
dread it, drag your feet on preparing for their stuff
and generally get in a bad mood knowing you’ll
have to talk to them.
With an average of 10 clients a day, back-to-back,
I can’t afford to have my energy brought down by
ONE client who’s a chronic crankypants. It’s just not
fair to the other clients whom I’m excited to speak
to and work with, those I get off the phone with
saying “YESSS! She is doing sooooo well.” (By the
way, my practice is full of these people now.)
If you’re not having that “YESSS!!!” feeling with
every client, you may need to listen to your
intuition more and better yet, make a list of
your own surefire signs NOT to pursue a working
relationship with someone, no matter how much
you want the money.
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The 7 Surefire Signs Of Clients To Avoid
Continued...

Here’s what I noticed as surefire signs, in my own
experience, of non-ideal clients:
1. People who don’t show up for the call and
make up not-so-believable excuses for
why they didn’t show up. (I take a noexcuses approach to getting clients and to
life in general. I expect the same from my
clients.)
2. People who don’t fill out the paperwork or
follow instructions sent to them prior to our
first call.  (I give a lot of useful paperwork
during my coaching and if someone’s not
going to do it in the beginning, they’ll
probably not do it later either.)
3. People who aren’t nice to my client
relationship manager or my staff. (That is a
HUGE no-no for me. If someone treats my
team like less than equal from the get-go,
they’ll have ZERO chance of working with
me.)
4. People who are rude to me too. (Not much
more to be said here.)

prospective client, I just don’t go further in the
relationship, or I explain to them that I’m probably
not the right coach for them. If they’re a new client
and I didn’t spot this behavior at the beginning,
then I find a graceful way to end the relationship. It
happens only rarely, but when it needs to happen, I
do what it takes.
Let’s face it. Non-ideal clients will never give
you referrals (and if they do, those referrals will
also be non-ideal), will never write you glowing
testimonials, and might even start spreading the
word in the marketplace that you’re not that good
at what you do. Stay away from them!
At this point in my business, being that it’s virtually
always full and that I have standards for how I
want to work, I have no room for people to “run
their stuff” on me anymore. It may sound a little
harsh, but whenever I talk about this in seminars, I
see a lot of people nodding their heads, who know
EXACTLY what I mean, and who wish they didn’t
have heart-sink clients either. So, that being said,
I’m probably not too far off base talking about this.

5. People who whine, complain, or resist
everything, make excuses, or sometimes
even lie. (I prefer to hang out with really
fun, upbeat people, and people who are “up”
to good things.)
6. People who ask me if I offer a money-back
guarantee before we’ve begun. (If they’re
already thinking it won’t work for them,
they’re right; it won’t work for them.)
7. People who try to negotiate my fees, despite
the fact that I offer different programs at
different affordable price points for every
budget level. (I don’t believe in de-valuing
my services. It’s been my experience that
people who take an inch will always try to
take a mile down the road.)
Have you ever experienced people doing one or
more of these things? Perhaps not yet. But it may
happen over the years, and after a while, you’ll
start recognizing the signs and their consequences.

Your Assignment:
•

Make a list of common denominators among
your non-ideal clients (not every client has all
of these, sometimes just one or two).

•

Set standards in your business about whom
you’ll work with and whom you’ll turn away.

•

Then, follow those standards as if your
business depends on it (it does).

•

Even consider putting it down on your
website, for all to see, as I do on mine.

How do I deal with these situations? If they’re a
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The 7 Surefire Signs Of Clients To Avoid
Continued...

You deserve a practice FULL of “A” clients, not “D”
clients. The only one that can let them into your
business is you. Even if you have a team like I do,
you’re the ultimate gatekeeper. Besides, when your
practice is filled with “D” clients, you become so
cranky that you’re not going to BE client attractive.
That’s not good for business. So take action on this
and don’t break your own standards. You have the
ultimate choice, so use it. :)
If you’re not yet attracting only “A” clients in your
practice, you need to start using proven, triedand-true marketing techniques. I recommend the
complete Client Attraction Home Study System™.
It’s everything you need to create a marketing
message that will appeal to the best clients for you.
It avoids all the unnecessary stuff and instead gives
you the most important things to do to find your
niche, get out there in a big way, set up simple,

solid systems, so you consistently fill your pipeline
and continually get new clients. It’s all step-bystep, not a big mishmash of things. So, you do
step one of the system, and when you’re done with
that, you move on to step two, and so on. So easy.
All the tools, scripts, templates, and examples are
handed to you on a silver platter. You can get yours
at www.theclientattractionsystem.com.
2010 Client Attraction LLC. All Rights Reserved.
Fabienne Fredrickson, The Client Attraction Mentor,
is founder of the Client Attraction System™, the
proven step-by-step program that shows you
exactly how to attract more clients, in record time...
guaranteed. To get your F.R.E.E. Audio CD by
mail and receive her weekly marketing & success
mindset articles on attracting more high-paying
clients and dramatically increasing your income,
visit www.ClientAttraction.com.
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General Administrative Support
Deadline Met Virtual Assistant Services

Typing Bug VA Services

Samurai Office Services

Virtual Personal Assistant

The Alliances
Sylvia Mesaros
Anderson, SC 29622
Phone: 864-965-8355
Email: sylvia@alliancesvbs.com
Website: www.alliancesvbs.com

Virtual Writing & Communications Solutions

The Office Virtuoso

Your Virtual Wizard

Marie Fitzgibbons
Irvine, CA 92604
Phone: 888-508-1580
Email: marie@deadlinemet.com
Website: http://www.deadlinemet.com

Deneen Wilson
Thomasville, GA 31792
Phone: 229-378-0521
Email: deneen@typingbug.com
Website: http://www.typingbug.com

Fiona Rodgers
Cedar Creek, QLD Australia 4207
Phone: +61 488676782
Email: fiona@sosva.com.au
Website: www.samuraiofficeservices.com.au

Erika Yocom
Albuquerque, NM 87121
Phone: 303-522-3221
Email: erika@vp-assistant.com
Website: www.vp-assistant.com
Mary H. Ruth
Snow Camp, NC 27349
Phone: 336-376-6757
Email: mary@writingVA.com
Website www.writingVA.com

Janine Gregor
Ellenton, Florida 34222
Phone: 559-492-7348 (55-Wizard4U)
Email: info@YourVirtualWizard.com
Website: http://www.YourVirtualWizard.com

Kathleen Vargas
Midlothian, IL 60445
Phone: 708-385-2920
Email: kvargas@theofficevirtuoso.com
Website: www.theofficevirtuoso.com
The Virtual Office Goddess

Lily E. Chambers
Boulder, Colorado 80308
Phone: 303-437-3712
Email: info@virtualofficegoddess.com
Website: www.virtualofficegoddess.com

Bankruptcy Support
MG Virtual Office Solutions

Margie Gibson
Salem, OR 97304
Phone: 877-242-1504
Email: margie@mgvirtualofficesolutions.org
Website: www.mgvirtualofficesolutions.org
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Virtual Professional Directory
Continued…
Bookkeeping & Accounting
The Alliances
Sylvia Mesaros
Anderson, SC 29622
Phone: 864-965-8355
Email: sylvia@alliancesvbs.com
Website: www.alliancesvbs.com

TMS Bookkeeping and Business Services

Teresa Smith
Crandall, Tx 75114
Phone: 214-789-9937
Email: Teresa@smithteresa.com
Website: www.smithteresa.com

The Virtual Office Goddess, LLC

Lily E. Chambers
Boulder, Colorado 80308
Phone: 303-437-3712
Email: info@virtualofficegoddess.com
Website: www.virtualofficegoddess.com

Concierge Services
Shore Office Services

JoCarolee Carpenter
Toms River, NJ 08757
Phone: 732-820 - 1391
Email: jocarolee@comcast.net
Website: www.shoreofficeservices.com

Internet Marketing
CLR Virtual Connection

Rebecca Thompson
Pasadena, Texas 77505
Phone: 281-727-0479
Email: clrvirtualconnection@gmail.com
Website: www.clrvirtualconnection.com

Shore Office Services

JoCarolee Carpenter
Toms River, NJ 08757
Phone: 732-820 - 1391
Email: jocarolee@comcast.net
Website: www.shoreofficeservices.com

Real Estate Support
List 2 Close Assistant

Serita Diana
Sebring, OH 44672
Phone: 330-851-3042
Email: serita@list2closeassistant.com
Website: www.list2closeassistant.com
The Virtual Office Goddess

Lily E. Chambers
Boulder, Colorado 80308
Phone: 303-437-3712
Email: info@virtualofficegoddess.com
Website: www.virtualofficegoddess.com
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Continued…
Social Media
CLR Virtual Connection

Shore Office Services

Rebecca Thompson
Pasadena, Texas 77505
Phone: 281-727-0479
Email: clrvirtualconnection@gmail.com
Website: www.clrvirtualconnection.com

JoCarolee Carpenter
Toms River, NJ 08757
Phone: 732-820 - 1391
Email: jocarolee@comcast.net
Website: www.shoreofficeservices.com

Translation Services
Shore Office Services

JoCarolee Carpenter
Toms River, NJ 08757
Phone: 732-820 - 1391
Email: jocarolee@comcast.net
Website: www.shoreofficeservices.com

Virtual Paralegal Services
Starr Paralegals

Pamela J. Starr
Marietta, GA 30062
Phone: 404-317-0129 | Fax: 678-668-7954
Email: pjstarr@starrparalegals.com
Website: www.starrparalegals.com

Virtual Legal Consultants

Lori J. Paul, AACP
Rohnert Park, CA 94927-1175
Phone: 877-310-1372
Email: lori@virtuallegalconsultants.com
Website: http://www.virtuallegalconsultants.com

The Virtual Office Goddess

Lily E. Chambers
Boulder, Colorado 80308
Phone: 303-437-3712
Email: info@virtualofficegoddess.com
Website: www.virtualofficegoddess.com

Website Services
CLR Virtual Connection

Rebecca Thompson
Pasadena, Texas 77505
Phone: 281-727-0479
Email: clrvirtualconnection@gmail.com
Website: www.clrvirtualconnection.com
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Resource Directory
Click on ad to follow link…
Communication

Domain Administration/Hosting

Logo Creation

Printing
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Resource Directory
Click on ad to follow link…
Software
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