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Do you think Coles just push out TV adverts without 
carefully considering who their ideal customer is? Do you 
think the little adverts that pop up on your Facebook feed 
aren’t planned? EVERYTHING is geared towards the ideal 
customer.

PRODUCT + IDEAL CUSTOMER 
+ NEED = NEW LEAD
You could spend hours getting to the nitty gritty of who your 
target markets are and coming up with key strategies to look 
after these niche groups (that’s something we can help with) 
- but in the meantime complete this quick list to give yourself 
a clearer view. Stop marketing in the dark. Remember, 
planning leads to success!

Use this workbook as an opportunity to take time out and 
reflect.

MARKETING FOR ALLIED 
HEALTH IS NO DIFFERENT TO 
MARKETING FOR BIG BUSINESS. 



To me, business isn’t 
about wearing suits or 
pleasing stockholders. 
It’s about being true 

to yourself, your 
ideas and focusing 
on the essentials.

- RICHARD BRANSON
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Understand the problems that 
you solve.

The starting point in defining the target market for your proposition 
is to understand the problems that you solve. Once you have a 
good idea what these are, you can start to work out who is most 
likely to suffer from these problems. Remember to be honest - what 
do you think you can REALLY help with.

What do you think are the three key problems you can help 
with? (Back pain, poor nutrition, post surgery rehab etc)

1.

2.

3.

1.  
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Paint a picture of the 
customer.

Start to list all the different types of clients that suffer from the 
problems you solve. Once done, you can start to build up a 
picture of these customers. So is there a certain age group? Sex? 
Geographical location? Be specific.

Ask yourself other types of relevant questions about these 
people. Are they married? Are they male or female? Do they 
play golf? Define them in as many relevant ways as possible.
Put together the profile of three potential clients you can help? 
(E.g. males over the age of 50, pregnant mums who live in xxxx 
neighbourhood, teenagers who go to xxx school) 

1.

2.

3.

2.  



Follow us on 
Instagram
@ALLIEDHEALTHMARKETING
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Who will gain from the value in 
your services?3.  

ASK YOURSELF
To whom will these problems be most troublesome?
Who will have the most to lose by not dealing with these 
issues?

If you can demonstrate that the cost of NOT sorting out the 
problems is GREATER than the cost of dealing with them, then 
your case becomes compelling.

Remember to take into account aspects like emotional upheaval, 
stress and the risk to life when implementing your solution, as 
well as a bottom line cost. It is all these factors that make up the 
value in your offering.

List three reasons WHY people should seek you out for help. 
Think about who your customers are AND their problem. 
(E.g. If males over the age of 60 do not seek my help they could 
develop xxx, if ladies over xxx continue to gain weight xxx could 
happen.)

1.

2.

3.
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Think about your market and 
their personalities.4.  

If you live in the inner west of Sydney or rural Western Austra-
lia - you’re going to have a different way of communicating. We 
are not talking phone of email - we are talking language. Are you 
potential clients university educated, from a low socio economic 
background, pensioners, from different backgrounds? 

Write down specific key characteristics that portray your 
potential clients.

1.

2.

3.
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Look internally at your 
company5.  
One way of deciding on the right markets to pursue is to think 
about your practice and your business.

DO YOU HAVE PARTICULAR 
AREAS OF EXPERTISE?
For example, have you a lot of experience in particular markets, 
such as working with children?

DO YOU HAVE UNIQUE KNOWLEDGE OF A 
SPECIFIC GEOGRAPHICAL AREA?

ARE YOU BETTER AT GETTING ON WITH 
CERTAIN TYPES OF PEOPLE?

All these factors could help you establish a particularly attractive 
offering.

Take an accountant working alone in Townsville, for example. 
For a start, working all over the country is probably not 
practical. They may therefore decide to only work with clients 
in the North. It may be that before going alone they worked 
in-house for a couple of different entrepreneurial businesses. 
Therefore, the accountant may decide to make their marketplace 
‘Entrepreneurs in the North’.
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Suddenly, if you are an entrepreneur in the North, this is an 
accountant probably worth knowing. By solely working in this 
area they are more likely to introduce you to the right people and 
have more market knowledge of schemes and funding available 
to entrepreneurs.

Meanwhile, by concentrating in this marketplace, the accountant 
knows which websites to look at and belong to, which 
publications to read and possibly write for, and which networks to 
attend. Within this market it will be quite easy for the accountant 
to become known. Without limiting their market it would almost 
be impossible to know where to start.

If you had to break it down into a simple list - write down all the 
key areas that you think you excel at both professionally and 
personally.

Look internally at your 
company.. Continued5.  
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Find the joy
in the 

ordinary. 
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What else is 
available?6.  
Once you have decided the answers to some of these questions 
you must look at the market to see what else is available. The 
question you must have an answer to is:

WHY AM I UNIQUELY PLACED TO 
SOLVE THE PROBLEM?
It may be that for some marketplaces there is no answer. 
However, in certain sectors or geographical locations there may 
be a compelling response to that question.

If you are unable to answer the question, you either have the 
wrong target market or the wrong offering. In this case, more 
work will need to be done before you start targeting your 
potential customers.

Think back to your clients and their problems. Write down why 
you think you are the BEST at dealing with the problems - take 
into account all your skills and knowledge.

E.g. I am the best to treat xxx in older males as I have expertise 
in xxx. I am a local of xxx/I have a personality that is xxx/I have 
a personal history in xxx. This potential client will experience xxx 
if they do not use my services/this potential client could improve 
their xxx by using my services.
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WANT SOME MORE 
ADVICE? WE’RE 

ALWAYS HAPPY TO 
HAVE A CHAT 

(WITHOUT US WANTING YOUR MONEY!) 

SO HEAD ON OVER TO 
THE CONTACT US PAGE 

AND GET IN TOUCH.

info@alliedhealthmarketing.com.au

0434 261 468

Use this workbook as a chance to reflect. 

Reflect on who you are, your unique skills and who you 
potential clients could be. 80% of the time when we ask 

health professionals the question…

“Who are your target markets?”

We get the answer… “Everyone!”

Remember, you can’t speak to everyone with the same 
language or offer the same services. Take time to analysis, 
deconstruct, plan, test and reassess - then analysis, plan, 

deconstruct and plan again!


