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19 Ways to Market Your Business Without Doing More Marketing

How to turn your expertise, relationships and interests into clients revenue and

opportunity with ease.

Part 1: Your Marketing Mix May Be Bigger than You Think

You already know what marketing is. Chances are you're doing plenty of it. You've been posting, sending out
emails and newsletters regular]y, having coffee three or four times a week with potential referral partners,
following up with prospects, continuing to tweak your website, remembering to ask for referrals, and doing
everything you can to stay visible. Maybe you've added a podcast into your marketing mix or a YouTube
channel. You've continued to join professional organizations. Perhaps you've experimented with paid

advertising because you've decided this is the year you'll be consistent.
You are marketing.

The question isn't whether you've been marketing. The question is whether doing more of it is creating more
business for you.

During market downtimes, when you're trying not to relieve the feast-to-famine cycle or you realize your
pipeline isn't as full as it used to be, the instinct is often to increase the volume. You need more qualified
clients, more revenue, and to know where the next piece of business is coming from, so you publish more

content, attend more events, add another platform, send more emails, or learn another tactic.

You invest in a social media marketer who promises growth. You're increasing what you spend on ads even
though the original copy wasn't particularly effective. You rework your website again because you don't know
what else to do. You keep tweaking what you know, while still trying to determine the most effective way to

spread your message.
After a while, that gets exhausting. Not simply because marketing requires time. You expected to market your

business. The exhaustion comes from spending so much of your time, money, and capacity on it without

enough Certainty that all that activity 1s rnoving the business anywhere.
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You want to know where your next clients are coming from and feel confident that a few contracts ending at
once won't suddenly turn your pipeline into an emergency. You want prospective clients who understand
your work well enough that every sales conversation doesn't start with you proving why your expertise
matters. You want the revenue to become more predictable, the opportunities to become better, and the

business you've worked so hard to build to begin reflecting the caliber of work you've been doing for years.

You want recognition, too. You have spent years becoming excellent at your craft, and you want your name
mentioned in rooms you're not in. Perhaps you desire the invitation to speak, or to not work so hard for
your next introduction to the decision-maker. You look forward to the day when referrals flow from those
who understand exactly what you do, and the opportunity that arrives because your reputation reached the

room before you did.

Somewhere in all of this, you would also like to close your laptop. You would like to take a crip without
wondering whether disappearing from social media for five days means disappearing from your market. You
would like to enjoy dinner without mentally drafting tomorrow's post, and spend a Saturday doing
something you genuinely enjoy without calculating whether those three hours should have been spent
following up, creating content, networking, or generating leads.

You aren't trying to stop working. You want the work you're already doing to produce more.

More marketing activity does not neeessariiy produce more marketing 1everage.

Before you add something else to your marketing mix, it may be worth looking at what you're already
working with. You have the expertise people need, relationships you've spent years building, access to rooms
and professional communities, and people who already know and trust your work. You also have interests,

strengths, and ways of connecting with people that come naturally to you.

Some of those things may be capable of carrying considerably more of your marketing than they currently

do.

That doesn't mean you need to turn everything you enjoy into a business activity, and I'm certainly not
about to hand you nineteen more things to squeeze into an already full calendar. As you read, pay attention
to what feels natural, what you would genuinely enjoy, what you're already doing, and what could create a

commercially valuable opportunity for your business if you became more intentional about it.

You don't need all nineteen. You are looking for possibilities that could help you attract qualified clients,
create stronger relationships, become better known for your expertise, and build a more lucrative business
without making marketing unnecessarily harder.

Let's explore.
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Start With What You Already Know

When you think about marketing your expertise, some possihiiities are a]ready familiar. You've prohahly
attended conferences, taught a workshop, registered for a mastermind, or sat through more webinars than you
can count. Perhaps you've even hosted some of these yourseif.

They remain popu]ar for a reason. They give audiences an opportunity to hear new ideas, experience produets
and services, and spend meaningfui time building the familiarity and trust that heips them decide whether
they want to stay connected to a business and its work.

The opportunity is to make the ones you choose more valuable to your business.
1. Conferences

Take conferences, for example. There is a significant difference between attending someone else's conference
and strategicaiiy hosting your own. When you're attending, you're one of many people hoping to make the
right connections, meet prospective clients, and be remembered after everyone goes home. When you're
hosting, you have an opportunity to build the room around the peop]e, conversations, ideas, and business

ohjectives that matter to you.

Imagine hringing prospective clients, decision-makers, collaborators, referral partners, and other people who
can create opportunities for your business into a room you’ve built on your own terms. Instead of spending
another year trying to become visible in an important industry conversation, you can create the plaee where

that conversation happens and give peop]e an opportunity to experience your thinking firsthand.

That dOCSl’lvt automatically require SOO peopie, a haiiroorn, rnuitipie stages, or a production hudget that makes
you uncornfortahie. Depending on what the husiness 1’1€€dS the COl’lf€r€l’1C€ to accompiish, a Sl’l’lIliiGI' room Of
Carefuiiy SCiCCt€d p€0pi€ may he Considerahiy more Valuahie than a larger audience Wlth very litti(‘ connection

to Wi’lat you uitimateiy SCH.

A successful conference can contribute to months of client pipeline, additional speaking invitations, valuable
introductions, strategic partnerships, and greater recognition in the industry where you want to become
known. The value isn't simply in how many people attended. It's in what becomes possible because the right

peopie did.

Best business use: Buiiding authority, generating demand, creating strategic reiationships, and hecorning
associated with an important idea or conversation in your industry.
What it could lead to: Qualified clients, a scronger pipeline, speaking invitations, partnerships, referrals, media

opportunities, and greater industry recognition.
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2. Workshops

Workshops create a different kind of opportunity. Instead of asking prospective clients to make a significant
investment in your expertise based primarily on what they've read, watched, or heard about you, you can give

them an opportunity to experience it.

They get to hear how you think, ask questions, apply what you're teaching immediately, and begin making
progress on a problem that matters to them. For someone who has been following you for six months but still
hasn't decided whether you're the right person to help her, that experience can close an important gap. They
are no longer relying entirely on what you've said about your expertise. They have experienced some of its

value for herself.

This can be particularly useful if you have a signature program, consulting engagement, intensive, or another
higher-value service that solves the larger problem. Your workshop doesn't have to solve everything. It can
help prospective clients understand the problem more clearly, make meaningful progress, and see what may

be required to reach the larger outcome they want.

If teaching is one of the parts of your work you genuinely enjoy, there is another advantage. Instead of forcing
yourself to become more prolific in a marketing activity you dislike, you can focus on something you're

already exceptionally good at: introducing prospective clients to the value of working with you.

Best business use: Allowing prospective clients to experience your expertise and creating a natural pathway

toward a larger paid engagement.

What it could lead to: Qualified sales conversations, stronger demand for your signature offer, new clients,

referrals, and greater recognition for your expertise.
3. Masterclasses & Webinars

Masterclasses, webinars, and other micro-learning environments can give you many of those same advantages
without requiring the lift of a full-day experience or another evening away from home. You can bring
prospective clients together around one specific problem you solve, deliver something genuinely valuable,

and introduce more people to your work at once.

If you've hosted webinars before and walked away with a larger email list but very lictle business, you may
understandably be reluctant to host another. The formac itself may not have been the issue. There may
simply have been too much distance between what you taught, what the prospective client needed next, and

what the business ultimately needed the masterclass to accomplish.
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When those pieces are intentionally connected, a masterclass can do considerably more than grow your email
list. It can generate qualiﬁed interest in the work you want to be hired to do, help prospective clients
recognize the larger problem you solve, and create a natural reason for the right people to continue the

relationship.

Now the masterclass has a commercial role in your marketing mix rather than becoming another piece of

content you must produce.

Best business use: Educating prospective clients around a specific problem, demonstrating expertise,

generating demand, and creating an accessible entry point into your business.

What it could lead to: Email growth, qualified prospects, sales conversations, program enrollment, Consulting

clients, and stronger recognition for your expertise.
4. Masterminds

Perhaps you've joined a mastermind because you wanted access to expertise, accountability, or the
opportunity to spend meaningful time around other accomplished businesspeople. Your prospective clients

may value tl’lOS€ same things.

The value of a mastermind can extend well beyond the curriculum you develop. Over time, the people in the
room learn what you do, how you think, the problems you solve, and whom you serve. At the same time, you
gain ongoing proximity to the people you're helping, which allows you to hear what they're trying to
accomplish, where they're getting stuck, what they're worried about, what they value, and what they may

1’1€€d nexe.

That kind ofproximity can make you a better service provider and a much more effective marketer. You
aren't trying to understand prospective clients entirely from a distance. You're hearing their questions,
watching how they make decisions, and learning the language they naturally use to describe the problems

thGy want SOlVCd.

The relationships can become valuable in other ways, too. When someone in the room eventually needs your
specialized expertise, you're already familiar. When someone in their network needs what you do, they
understand your work well enough to make a meaningful introduction. Those relationships can lead to
clients, referrals, collaborations, speaking invitations, and opportunities that would have been difficult to

create at the same depth through another piece Of‘ content Oor one COffCG meeting at a time.

Best business use: Building deeper relationships, creating recurring proximity to prospective or existing
clients, and developing a community around your expertise.

What it could lead to: Long-term clients, referrals, introductions, collaborations, renewals, speaking
opportunities, and a stronger professional network.
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None of this requires you to turn every room into a sales pitch. [t means becoming clearer about where
you’re investing your time, money, expertise, and reputation, and what you want the rooms you choose to

make possible.

[n this next section, we will discuss some nontraditional marketing approaches that are often overlooked.

If You Love Food, Hospitality & Gathering Around the Table

Perhaps teaching another webinar isn't your favorite way to spend an afternoon, but invite six interesting
women to dinner, choose a wonderful restaurant, order something delicious, and settle into a conversation

that lasts three hours, and suddenly the idea of marketing feels very different.

Food has always given people a reason to gather, linger, exchange ideas, celebrate, and build relationships.
Those same conditions can be extraordinarily valuable for business, particularly if you're tired of trying to
develop meaningful relationships fifteen minutes at a time through crowded networking events, hurried
coffee meetings, comment sections, and direct messages.

The opportunity isn't to add an elaborate dinner series to your calendar simply because it sounds
interesting. It is to consider whether gathering around the table is something you already enjoy and, if it is,
whether you could use that strength more intentionally to create valuable relationships and opportunities

for your business.
5. Private Prospect Dinner

Imagine identifying six prospective clients you would genuinely like to know and inviting them to an
exceptional dinner around a subject they already care about. You aren't disguising a sales presentation as
dinner. You're creating an environment where prospective clients can hear how you think, contribute to an

intelligent conversation, ask questions, and spend enough time with you for a genuine relationship to begin.

There is something particularly appealing about realizing that three hours spent around one exceptional
table could create more meaningful business conversations than three weeks spent trying to manufacture
engagement online. You get to enjoy the dinner, know the people sitting across from you, and leave with
relationships that have actually moved somewhere.

You also don't need every attendee at the table to become a client for the dinner to create value. One may
hire you. Another may introduce you to a decision-maker. Someone else may invite you to speak or connect
you to a collaboration you couldn't have anticipated. The conversation itself may reveal something about

our market that changes how vou position an offer you've been struggling to sell.
y g youp y ggling
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Best business use: Building relationships with a small number of high-value prospective clients and creating

deeper conversations around a problem connected to your expertise.

What it could lead to: New clients, referrals, introductions, collaborations, market intelligence, and

stronger relationships with prospective buyers.
6. Thought-Leadership Breakfast

Some of the people you most want to reach already have exceptionally full calendars. A thoughttully
designed breakfast can make the commitment easier while still creating enough time for a substantive

conversation.

Perhaps you're facilitating a discussion around an important change affecting your industry, sharing a point
of view you've developed through years of client work, or bringing a small group of accomplished people
together who are all navigating the same issue. You have the opportunity to demonstrate the caliber of your

thinking while creating a room people are genuinely glad they made time to enter.

This becomes particularly interesting if you want greater recognition for your ideas but you're tired of
asking content to carry the entire burden of establishing your authority. Publishing another thoughtful
article can certainly contribute to that objective but allowing the right six or twelve people to spend ninety

minutes hearing you think can create a very different kind of fami]iarity with your work.

Best business use: Thought leadership, relationship development, market intelligence, and building

recognition among a Carefully selected group.

What it could lead to: Prospective clients, referrals, speaking invitations, partnerships, introductions, and

greater recognition for the ideas you want associated with your name.
7. Dining Club

Instead of treating every dinner as an isolated event, imagine creating a recurring table people genuinely
look forward to returning to. The restaurant may change, the conversation may change, and the guest list

may evolve, but the reason for gathering remains intentional.

This can be particularly valuable if you're exhausted by building professional relationships one coffee
meeting at a time. Over several gatherings, relationships have an opportunity to compound. Guests begin
introducing other interesting people, conversations continue from one dinner to the next, and
opportunities can emerge naturally because the people in the room have spent enough time together for

trust to develop.
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Over time, you may also become known as the woman who creates rooms worth being invited into. Not
neeessariiy the iargest or loudest rooms, but the ones where interesting peopie meet someone they should
know, substantive conversations nappen, and opportunities emerge because someone was thoughtfui
enough to bring the right peopie togetiier.

Best business use: Long-term relationship building, referral development, community building, and
creating recurring proximity to valuable professionai reiationships.

What it could lead to: Clients, introductions, referrals, collaborations, partnersnips, stronger professional

reiationships, and access to opportunities that may never emerge tnrough traditional lead generation.
8. Afternoon Tea

Afternoon tea creates an entireiy different atmosphere. [t gives peopie permission to slow down, stay
awhile, and have conversations that rareiy nappen when everyone is racing to the next thing on the

Caiendar.

Perhaps you aiready love afternoon tea. Maybe your version is Sunday brunch, trying new restaurants,
visiting vineyards, or finding the best independent coffee shop whenever you travel. The point isn't that
afternoon tea itself is the strategy. The possibiiity is that something you genuineiy enjoy can become the
setting for buiiding valuable business reiationships.

You might invite prospective clients for tea and a tnoughtfui conversation around a subjeet that matters to
them, bring existing clients together who would benefit from knowing one another, invite potentiai
collaborators into the room, or create a small teaehing experience where peopie can encounter your

expertise in a more intimate setting.
The experience doesn't need to feel like a disguised sales presentation to produce real business results. A
tnoughtfuiiy curated gathering can deepen reiationships, create referrals and introduetions, give

prospective clients meaningfui time with you, and make both you and your work far more memorable.

Best business use: Intimate reiationship buiiding, client cultivation, small teaehing experiences, referrals,

and Creating a distinctive way for peopie to experience your business.

What it could lead to: Clients, deeper client reiationsnips, referrals, collaborations, memorable brand

experiences, and a signature marketing strategy people begin to associate with you.
p ) g 5 gy peop 5 y

Later, ]'l] ShOW you exactly ]‘IOW afternoon tea became part ofmy own marketing strategy.
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If You Love Travel, Getting Away & Exploring New Places

Maybe some of’ your best thinking happens when you get away from your desk. You enjoy trave]ing,
exploring a new city, spending time outdoors, or simpiy having a Change of\scenery, and you often return

with more energy and a fresh perspective on whatever you’ve been trying to solve.
Your clients may be Craving some of that too.

That doesn't automatically mean you need to plan an elaborate destination retreat with six months of
iogisties, compiieated travel arrangements, and an enormous financial commitment. There are smaller ways
to use a Change of environment to create meaningfu] experiences for your clients and commereiai]y valuable

opportunities for your business.
9. Retreats

A retreat gives peopie something their ordinary workweek rare]y does: concentrated time. Instead of trying
to solve an important business prob]em between meetings, emails, famiiy responsibi]ities, and the day—to—
day work ofrunning a company, they have an opportunity to step away long enough to think deepiy and

make meaningful progress.

Depending On your expertise, that concentrated time might allow clients to deve]op their next book, pian
the next stage of their company, strengthen a leadership team, work through a transition, or finally make
decisions they’ve been postponing for months. For your business, it can create an opportunity to paekage
your expertise in a deeper and potentially more lucrative way while giving clients Considerabiy more access

to your thinking,

Perhaps the most appealing part is that the experience can be valuable to you too. You get out of the office
and spend several days doing the work you’re exeeptionaliy good at with clients who value having access to
you. There is time to think, eat well, have substantive conversations, and do meaningfui work without

racing from one Zoom call to the next.
That is still business. It may simply be a version of business you enjoy Considerab]y more.

A retreat also doesn't need fifty attendees to justify its existence. Depending on your offer, pricing, costs,
expertise, and objective, a small group of the right clients may be precise]y what makes the experience both

Commerciaily attractive and exeeptionaﬂy valuable to the peop]e attending.

Best business use: Deep client transformation, premium offers, intensive strategic work, and creating

stronger reiationships with a small number of clients.
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What it could lead to: Higher value offers, deeper client reiationships, testimonials, referrals, renewals, and

a more lucrative way to package your expertise.
10. Staycations

Ifa muiti—day destination retreat feels iarger than what you want to create, a staycation can provide many
of the benefits while removing some of the complexity. Your clients don't necessariiy need to board a piane
to feel as though they've stepped away from ordinary life. A beautiful hotel thirty minutes from home may
provide enough separation to create focused thinking without airfare, compiicated travel arrangements, or

severai days away from f\amiiy and business.

You could build a hahc—day, fuii—day, or overnight experience around one important outcome. Your clients
still receive the benefit of‘stepping away from their normal environment, while you reduce some of the cost,

iogisticai complexity, and capacity required to produce a destination experience.

Smaller doesn't automaticaiiy mean less valuable. Sometimes, reducing friction for both you and your client
18 exactiy what makes an experience easier to sell, easier to produce, and more iikeiy to become something

you would willingly do again.

Best business use: Focused client intensives, strategic pianning, smaii—group experiences, and premium

offers that benefit from dedicated time together.

What it could lead to: New premium offers, stronger client results, repeat business, referrals, and additional

revenue without the compiexity of destination travel.
11. Day Trips

A museum visit, Vineyard, historic property, garden, neighboring city, cuiinary experience, or another
interesting destination can become the backdrop for an intimate client experience without requiring
anyone to disappear for an entire weekend.

Perhaps you want to thank your best clients, reconnect with several former clients you've enjoyed Working
with, or spend meaningfui time with four prospective clients you would genuineiy like to know better. The
destination gives everyone something to experience together while creating enough time for conversations

that don't have to end after Forty—five minuctes.
You don't need to fill every minute with programming to justify the day. Sometimes the commercial

opportunity is haVing enough uninterrupted time with the right peopie for reiationships to deepen, needs

to surface, introductions to happen, and future opportunities to become visible.

19 Ways to Market without Marketing Do Not Redistribute Staged! By Sybil



Best business use: Client appreciation, reiationship development, reconnecting with former clients, and

Cultivating a small number ofprospeetive clients.

What it could lead to: Renewals, referrals, reactivated clients, introductions, collaborations, and stronger

relationships with peopie aiready close to your business.
12. Hiking Experiences (or other outdoor activities)

If‘you would rather put on hiking boots than spend another afternoon around a conference table, that
preference can inform the kinds of’ experiences you create, too. A hiking experience can bring a small group
together around movement, conversation, and a shared environment that feels very different from the

piaces WhGTG thﬁy norma”y COl’lduCt business.

Depending on your work and your clients, you might incorporate guided discussion, reflection, ieadership
conversations, or strategic thinking aiong the way. You mignt also decide that the hike itself is enougn and
allow the shared experience to create the conditions for more natural conversation and stronger

relationships.

The point is not to turn a trail into a conference room. It is to recognize that ifbeing outdoors is aiready
part of the life you enjoy, you may not need to abandon that part ofyourseifwhen you think about how you

build professionai reiationships.

Best business use: Reiationship buiiding, ieadership conversations, reflection, client community, and
memorable experiences for peopie who value the outdoors.
What it could lead to: Stronger client reiationsnips, referrals, community, valuable conversations, and a

distinctive experience associated with your business.

Ti’le common tnread isn't travei. It's Wi’lat beeomes pOSSibiC Wi’lel’l you and your CiieﬂtS ieave ti’le

environment WhCTG you usuaiiy dO bUSil’lCSS and i’laVG enougn time and space to cngage differentiy.
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If You Love Access, Craftsmanship & Experiences That Feel Rare

Perhaps you're the person who would rather book the private tour than follow the general admission crowd.
You want to meet the winemaker, hear directly from the artist, watch the chef prepare the meal, visit the

studio where something is created, or walk through an exhibition before the gallery officially opens.

You appreciate craftsmanship, access, personal attention, and experiences that are difficult to replicate.
That interest can become commercially valuable when the experience gives people you want to know a

compelling reason to spend meaningful time with you.
13. Private Wine Tours & Tastings

Instead of meeting another prospective client for coffee, imagine inviting a small group into a private
tasting room for an experience led by the winemaker or sommelier. The tasting gives everyone something
interesting to experience together while you have an opportunity to spend meaningful time with

prospective clients, referral partners, collaborators, or people you've wanted to know more deeply.

You don't need to own a vineyard or become the person teaching everyone about wine. The venue provides
the setting, the expert provides the education, and your strategic responsibility is deciding why these
particular people should be together and what could become possible after they have spent several hours in
one another's company.

That distinction matters if the idea of hosting immediately makes you think about everything you'd have to
plan. You don't have to personally create every component of the experience for the experience to

contribute to your marketing.

Best business use: Prospect cultivation, referral relationships, client appreciation, and bringing a small

group of valuable people together in a memorable environment.

What it could lead to: Clients, referrals, introductions, collaborations, stronger relationships, and future

invitations into other valuable rooms.
14. Private Demonstrations

A private demonstration creates another form of access. Your guests might watch a chef prepare a special
course, visit a designer's studio, experience a private floral demonstration, meet an artisan, or see how a

product is made.

This is also where strategic partnerships can become particularly valuable. Another business may already
have the venue, expertise, audience, or experience, while you may have prospective clients or relationships

they would like to reach. Together, you can create
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something neither business needs to carry alone while introducing both audiences to an experience they

WOU.id have heen uniikeiy O access OthGTWiSC.

If one of the reasons you have resisted hosting is that you simpiy do not need another project to manage,
this opens up another possihiiity. You may not need to produce the entire experience yoursehC. You need
enough strategic eiarity to know Why the experience matters, who should be there, and which partners

COuid make it StTOﬂgCT.

Best business use: Strategic partnerships, client cultivation, cross-promotion, reiationship deveiopment7 and
creating distinctive experiences without producing everything yourseif
What it could lead to: New audiences, partnerships, prospective clients, referrals, collaborative

opportunities, and greater Visihiiity for both businesses.
15. Private Previews & VIP Access

Imagine inviting twelve prospective clients to experience an art gaiiery before the doors officiaiiy open to
the pubiie. The curator personaiiy walks your guests through the collection, shares the stories behind

severai pieces, le’ld giVGS everyone time to expiore hefore you gather FOT a meai or conversation afterward.

Your guests receive access to something they couldn't have experieneed simpiy by purehasing a ticket the
foiiowing Week7 and you have created several hours ofmeaningfui time together without ﬂiiing those hours

with a presentation about your business.

The same thinking could appiy to exceptionai seats for a performanee followed hy a private reception, eariy
access to a collection, behind-the-scenes access to a venue, a private store opening, or an opportunity to

meet someone your guests WOuid ordinariiy Ol’liy encounter ﬁ"Om thﬁ audience.

This can be particuiariy valuable when you're trying to deveiop reiationships with peopie who are difficult
to reach through traditional marketing. A prospective client may not need another webinar from you, but
she may happiiy accept an invitation to an experience she would have wanted to attend anyway. The access
gives her a Compeiiing reason to enter the room, while the time you spend together gives the reiationship an

opportunity to deveiop.

Best business use: High—vaiue reiationship deveiopment, prospect cultivation, client appreciation, strategic

partnerships, and creating memorable access.

What it could lead to: Clients, introductions, collaborations, referrals, stronger client ioyaity, and lucrative

opportunities that may not have emerged through traditional outreach.
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Ti’lGTC is aiso something powerfui about becoming kl’lOWﬂ as the woman Wi’lO creates rooms WOTth entering.
Ti’l€S€ dOl’l"[ have to b€ the iargest OTr MOSt eiaborate rooms in your industry. They can srmpiy beeome the
piaees WhGTG aecompiished pGOpiG meet someone they shouid i(ﬂOW, encounter an idea WOrth COﬂSidGTil’lg,
gain access to something thﬁy COuidﬂ't easiiy arrange themseives, and ieave giad they made room on their
Caiendar to attend.

That kind of reputation can become a marketing asset in its own right.
When the Event Is the Marketing

So far, we've looked at ways to take things you aiready enjoy or naturaiiy do well and consider how they
might contribute to your marketing mix. Then there are moments when the business itseh‘\gives you a
reason to gather peopie: you have something new to introduce, something important has Changed, or you’ve

reached a milestone worth bringing peopie together for.

In thGSG situations, the event can become much more than the CCiCbYﬂtiOl’l surrounding the news. It can

heip market the news, extend its reach, and turn a singie business moment into a much iarger opportunity.
16. Product Launch or Relaunch

Ifyou've invested months or years deveioping something you believe will be valuable to your market, you
don't necessariiy have to reiy entireiy on emaiis7 advertisements, social media, and sales pages to eXpiain
Why it matters. A launch experience can allow prospective buyers, clients, partners, and other valuable

TCiﬁtiOﬂSi’lipS O encounter Wi’lat yOll'VG created FOT' themseives.

Depending on what you sell, that might mean an intimate demonstration, hands-on experience, live reveal,
invitation—oniy preview, or an opportunity for existing clients and prospective buyers to experience what's

new bGFOTG the broader market dOﬁS.

Now you have something worth taiking about before the launch, something worth experiencing during it,
and something worth sharing afterward. Photographs, video, testimonials, attendee conversations, social
sharing, media coverage, foiiow—up content, and the stories generated by the experience can extend its

marketing impact well beyond the peopie physieaiiy present.
This is Why a small room doesn't necessariiy create a small marketing impact. Twenty Carefuiiy selected

gUGStS WhO understand What they've experienced and are motivated to taik about it may create considerabiy

more value than a much iarger audience with little connection to the produet or business.
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Best business use: Introducing a new or repositioned offer, creating demand, demonstrating value, and

giving the market a compelling reason to pay attention.

What it could lead to: Sales, quaiified pipe]ine, user—generated content, testimonials, media attention,

referrals, and renewed demand for an existing product.
17. Book Launch

You've spent a significant amount of time developing your ideas, writing the manuscript, working through
edits, and getting the book into the world. The launch can do considerabiy more than celebrate pubiication

d ay.

Imagine bringing readers, clients, industry coiieagues, media, podcast hosts, meeting pianners, and others
who could heip extend the book's life into the same room. You can create a substantive conversation around
the central idea, allow guests to hear directiy from you, capture pnotographs and video, and give peop]e a

reason to begin taiking about the work.

Ti’le bOOk may bC Wi’lat iaunches th:lt €V€l’lil’1g, but your autnority can be Wi’lat grows afterward. lfbecoming
more sought—after as a speaker, consuitant, commentator, or industry autnority is part Of‘ the 1arger

objective, the launch can introduce both the book and the body of expertise behind it.
For an author who has spent years deveioping ideas Wortny ofrecognition, that distinction matters. You're
not simpiy trying to sell copies for one week. You're creating an opportunity for the book to open doors

nto thﬁ WOT]( you want to be i(l’lOWl’l {:Ol" and hired {:Ol” nexe.

Best business use: Buiiding authority, increasing book Visibiiity, introducing thought ieadership, and

Connecting the book to the iarger business behind it.

What it could lead to: Book sales, podcast interviews, media coverage, speaking invitations, consuiting

opportunities, corporate clients, partnersnips, and greater industry recognition.
18. Grand Opening
Opening a new office, studio, store, practice, headquarters7 or other pnysica] location is aiready a reason to

celebrate. It also gives you an opportunity to introduce the business to the peopie you most want to know it

exists.
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Rather than opening the doors and hoping the right peopie eventuaiiy find you, you can intentionaiiy
invite prospective clients, existing clients, community leaders, neighboring businesses, strategic partners,

media, and other pCOp]G WhO can hﬁip your bUSiTIGSS become i(l’lOWl’l in thG market.

Give them an opportunity to experience the space, meet the peopie behind the business, understand what
you offer, and see what makes the experience different. When the guest list reflects the broader business
oh]'ective, the grand opening becomes an opportunity to build valuable reiationships rather than simp]y

ceiebrate the Opﬁl’lil’lg OlE the dOOTS.

Best business use: Market entry, local Visibility, reiationship buiiding, community awareness, and
introducing a physicai business to prospective customers and strategic reiationships.
What it could lead to: Customers, clients, media coverage, partnerships, referrals, community reiationships,

and SCrOnger awareness in a new market.
19. Anniversary or Significant Milestone
Sometimes the business doesn't need something new at all. Tt aiready has something worth taiking about.

Perhaps you're marking ten years in business, serving your thousandth client, compieting a significant
rebrand, expanding into a new market, reaching an important company milestone, or entering the next
chapter ofyour work. Instead of’ aiiowing the moment to pass with a social media graphic and a thank—you
email, you can use it to reconnect with the peopie who heiped build the business and introduce the next

chapter to the pCOpiG you want to be part Ofit.

Existing clients can be celebrated, former clients can be welcomed back into your world, prospective clients

can experience what you've huiit, partners can be thanked7 and industry reiationships can be strengthened.

If‘you've spent years doing exceptionai work without receiving the level of‘recognition you believe that
work warrants, a milestone also gives you a credible reason to tell the story again. You can remind the
market what you’ve built, what you've learned, the results you’ve created, and what the next chapter makes

possibie.

Best business use: Re-engagement, client appreciation, brand storytelling, market visibility, and using an
established track record to support the next stage of growth.

What it could lead to: Reactivated clients, referrals, media opportunities, new business, stronger client
ioyaity, industry recognition, and renewed attention around your work.

These final four experiences have something important in common. The business has already created a

reason for peopie to pay attention. Your opportunity is to decide what you want to do with that attention.
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A produet launch might need to create quaiified demand for a new offer. A book launch might need to
introduce your thinking to meeting pianners and podcast hosts. A grand opening might need to establish
your business in a new market, while an anniversary could reconnect you with former clients and remind

the industry Wi’ly your WOTk dGSGTVfIS attention.

Once you know what each experience needs to accomplish, decisions about who beiongs in the room, what
they need to experience, what happens before they arrive, and where you want the relationship to go

afterward become mueh easier to evaiuate.

And if\you've hosted something before, spent thousands of dollars, invested weeks ofyour capacity, watched
everyone leave happy, and then wondered three weeks later what any of it did for the business, this

distinction matters.

Hosting an event and having an event marketing strategy are not the same thing.
This is where we move beyond simpiy bringing peopie together and begin using the experience to advance a

marketing objective.
This is where event marketing begins.
Marketing on Your Own Terms

Now that you've seen all nineteen, I don't want you to wonder how you're supposed to fit them all into your
marketing pian. You aiready have enough to do, and the point of this isn't to repiaee one exhausting list of

marketing obligations with a more interesting-looking list of nineteen new ones.

By now, you may have circled three ideas, dismissed five immediately, and found yourself thinking
diﬁ‘erentiy about a few things you've aiready been doing for years. Pay attention to those reactions because
the goai is not to choose the idea that sounds most impressive. It is to notice where your natural strengths7

interests, expertise, reiationships, and business objeetives might aiready be pointing in the same direction.

Maybe you've aiways been the woman who loves bringing interesting peopie together for dinner. You know
the best restaurants, enjoy Choosing the menu, and can think of six peopie right now who should know one
another. A private dinner may feel Considerabiy more natural to you than spending another year trying to

become someone who enjoys ereating daiiy content.
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Perhaps teaching is where you come alive. Give you a room full ofpeopie, a subject you know exceptionaiiy
well, and an hour to neip them solve a probiem, and you're at your best. Your opportunity may be to
become more strategic about using workshops, masterclasses, or conferences to attract qua]iiied clients,
generate demand for your signature offer, and become better known for the expertise you've spent years

developing.

Maybe you love getting away. You're already planning the next weekend trip, finding an interesting hotel,
looking for a new trail, or convincing your friends that a three-hour drive absolutely qualifies as a day trip.
A retreat, staycation, or thoughtfully planned excursion could help you create an experience your clients

would giad]y make room for, while giving you substantiaiiy more time to deepen those reiationsnips.

Or perhaps you love access. You want the private tasting, the curator-led gai]ery preview before the doors
open, the chef’s table, the studio visit, or the opportunity to see what happens behind the scenes. That
interest could become a memorable way to bring prospective clients, referral partners, or existing clients

into a room they are genuineiy excited to enter.

Your answer may be none of those, and that's useful too. You don't need to force an idea into your
marketing pian because it sounds impressive, someone else is succeeding with it, or you've been told it's
what serious business owners are supposed to do. You also don't need to abandon marketing that's already
working. If email is generating clients, keep emailing. If LinkedIn is creating qualified conversations, keep
using LinkedIn. If referrals consistently bring you exceptional clients, perhaps the more profitable question

is how to make that referral engine stronger.

Marketing on Your Own Terms isn't about ignoring what works. It's about refusing to assume that what

WOI‘kS must 100k exactly llke cveryone ClSC'S marketing.

Imagine reacning the end of a quarter and knowing where your business came from. You understand which
relationships deserve more attention, which marketing channels are earning their place, which rooms you

want to enter, Wi’llCi’] ones you want to create, and Wthh ones you can comfortabiy deciine.

Instead ofwaking up every Monday Wondering whether you should post more, start a podcast, join another
organization, rebuild your funnel, change your offer, hire another marketer, or try another tactic, you have
considerabiy fewer open marketing decisions. There is less second—guessing, less starting over, less money
disappearing into tactics you aren't sure you need, and less pressure to remain visible everywhere simpiy

because everyone eise appears to be dOiﬂg it.
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That leaves more room for the work you became excellent at doing in the first p]aee. [t gives you the
opportunity to build a reputation that reflects the caliber of that work, create a pipeiine that doesn't
require you to panic every time business gets quiet, and build a company that leaves enough ofyou available
to enjoy the life the company was supposed to support.

Your time matters. Your money matters. Your capacity and reputation matter too. So does your enjoyment

of the business you’re building.

The goai is not to choose between eommereiaiiy sound marketing and marketing that feels like you. The

opportunity is to build a marketing mix capabie of doing both.
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Case Study: My Afternoon Tea Strategy, Revealed

[ believe in the power of a signature brand event, an experience that becomes so cioseiy associated with
your business that peopie recognize it, remember it, talk about it, and want to be invited into the room. For

me, that CXpCTiGl’lCG became an afternoon tea.

Years ago, | had afternoon tea in London, and I still remember the experience fondiy. There was something
about haVing permission to slow down in the middle of the day7 to enjoy beautiful food, to have an
interesting conversation, and to iinger at the table. Nothing felt rushed, and no one seemed to be

apologizing for taking two hours out of the afternoon to simpiy enjoy the experience.

[t felt almost complete]y opposite to the way we often approach work in the United States, where hustle
culture has taught us to associate productivity with speed, packed calendars, ]ong hours, and Constantiy
doing something. Even reiationship buiiding can become another item to squeeze between meetings, with
coffee at ten, a networking event after work, follow—up the next morning, and then right back to whatever

else is Waiting.

Afternoon tea introduced me to another possibility. I began thinking about what might happen if slowing
down didn't mean business had stopped, and whether some of our best thinking, strongest reiationships,
most valuable introductions, and even our next clients could emerge while we were sitting around a

beautiful table in the middle of the afternoon.

That experience stayed with me, and as | began thinking about the kinds of experiences | wanted to create
in my own business, afternoon tea made more and more sense. It reflected so much of what I believe
business can be for women. I wanted beautiful rooms where accompiished women could have substantive
conversations about business, meet peopie worth knowing, make quaiity decisions, learn something

Vaiuahie, and still have enough space to en]'oy the experience.

[ also wanted my marketing strategy to respect the life I wanted outside of’ my business. I hate being out at
night, and my evenings and weekends are mine. I wasn't interested in buiiding a business that reguiariy

required me to surrender them in the name of networking, visibility, or finding clients.

[ wanted excellent clients, meaningfui work, revenue, recognition, valuable reiationships, and interesting
opportunities, but I also wanted dinner at a reasonable hour. I didn't believe those desires were in conflict.
We can have qua]ity business conversations during the day, meet prospective clients at two o'clock in the
afternoon, build iong—]asting re]ationships before dinner, and create lucrative opportunities without

automaticaiiy sacriﬁcing the parts of our lives that have nothing to do with work.
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Afternoon tea allowed me to create the kind of business room I wanted while protecting the way | wanted
to live, and it also sets the tone almost instantly. An invitation to afternoon tea tells you that you aren't
walking into another loud networking mixer where you'll collect twenty business cards, repeat what you do
fifteen times, and hope one of those conversations eventuaiiy turns into something useful. You're being
invited to sit down, stay awhile, enjoy the food, and have a conversation with enough time for it to aetuaiiy

go somewhere.

[ never wanted afternoon tea to become networking with prettier dishes. I wanted the experience itself to
reflect the caliber of the conversations [ wanted women to have and the way | wanted them to feel when

they encountered my business.

Once I understood that, I could become much more intentional about who beionged in the room. [ wasn't
interested in fiiiing seats simpiy so I could say the event sold out. I wanted women in business who valued
thoughtfui conversation, real-time education, excellent experiences, and the opportunity to think
diﬁ‘erentiy about how they built and marketed their businesses. I wanted prospective clients there, but I
also wanted women who could become referral partners, collaborators, valuable professional reiationships,

and meaningfui connections 1C‘Ol” one another.

That is one reason I intentionaiiy keep these experiences small. lfmy primary objective were awareness at
scale, 200 peopie might make perfeet sense, but that wasn't the assignment | had given this room. I wanted
women to have access to me and to one another, and I wanted enough time to hear their questions,
understand what they were trying to accompiish, and allow conversations to deveiop beyond names, job

titles, and quick introductions.

For thllt ObjCCtiVG, tWGiVG or tWGﬂty’FOUI” Of‘ thﬁ Tigi’lt women couid be far more Commereiaiiy Vaiuabie than

200 random attendees.

A smaller room also gives prospective clients a different way to experience my expertise. I can write an
article exp]aining event marketing strategy or pubiish content about customer journeys, business
objeetives, audience strategy, and Why a full room doesn't necessariiy make an event successful. Those things
matter, but there is something different about sitting in one of‘my rooms and Watching those ideas become

tangibie.

A woman can hear how I think through a business probiem, watch me facilitate a conversation, and
experience how intentionaiiy the room itself has been designed. She can begin to recognize that the guest
list, timing, environment, teaching, hospitaiity, pacing, and next step aren't a collection of unrelated event

decisions. They are working together to accompiish something.
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At the same time, being in the room gives me something extraordinariiy valuable. I get to listen to what
women are trying to build, what they’re frustrated by, what they're spending money on, what they've
aiready tried, what they’re worried about getting wrong, and what they want their businesses to make
possibie. [ hear the questions they ask and the ianguage they naturaiiy use to describe the probiems they
want solved, which makes me better at serving them and better at marketing to the next woman with the

same probiem.

Tea and Teach, therefore, has a very specific place in my iarger customer journey. A woman may first
encounter me through something ['ve written, hear me speak, receive an invitation from someone she
trusts, find me online, or hear about one ome events from another woman who has aiready been in the
room. At that point, she may know my name and have some understanding of what I do, but tea gives her

the opportunity o come CiOSGT.

She can spend meaningful time with me, experience my thinking, meet other women in my world, and
understand the kind of business conversations [ create. Instead of asking my marketing to explain
everything about the value ofworking with me from a distance, I allow the experience to do some of that

work.

The marketing also doesn't stop when the event ends. Some women stay connected to my work, some
return for another experience, and some may make an introduction or refer a prospective client. A
conversation can deveiop into a collaboration, partnership, or speaking opportunity months later, while
another woman may realize that she wants my heip thinking strategicaiiy about her own marketing and

events.

[ don't need every woman at afternoon tea to become a client for the experience to produee a meaningfui
return, and that understanding changes what [ measure. Of course, I want registrations, attendance, and an
excellent experience. [ want every woman to leave beiieving the investment of her time and money was

WOTti’lWi’]iie. [ aiso want to i(l’lOW Wi’lat happened because [ brought ti’lOS@ partieuiar women tOthhGl’.

Did prospective clients move closer to working with me? Did valuable reiationships hegin or deepen? Did
women make introductions or return for another experience? Did a speaking, partnership, collaboration,
referral, or client opportunity emerge? Did the photographs, conversations, stories, and content created

around the experience extend its reach beyond the women physicaiiy sitting in the room? Uitimateiy, did

the experience contribute to the business objeetive [ created it to support?
Those answers tell me eonsiderahiy more about the value of the event than attendance alone.

This is Why afternoon tea became a signature part of‘my marketing strategy. [ didn't sit down one day

trying to invent another marketing tactic because I needed something else to
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dO. [ started Wlti’l something I aiready iOVGd, something I remembered fbl’ldiy, and Wanted OthGT women to
€Xp€1”i€1’1C€. [t TCﬂGCtGd i’lOW I beiieve business can FCG], thﬁ kil’ldS OFWOTT]CT] | Wanted to be around, the

quaiity of conversations [ wanted to facilitate, and the life [ wanted my business to allow me to have.

Then I added the strategy. | became intentional about Why [ was gathering peopie, who beionged in the
room, Wiiy the room should remain small, what I wanted women to experience, how my expertise would
become visible, where the experience be]onged in my customer journey, what should happen after everyone
went home, and how I would determine whether the investment had actuaiiy produced value for the

business.

[ still get to enjoy afternoon tea, something [ would enjoy anyway. My guests get an experience | genuinely
want them to have, and my business gets a distinctive way O attract prospective clients, deepen valuable
reiationships, demonstrate my expertise, generate referrals and opportunities, and become known for the

kind of work I want to do more of.

[ didﬂ't have to become someone 6156 to market my business WG” I became more strategic about something

that already felt like me.
This was me Marketing on My Own Terms.
What Makes Any of This Marketing?

A private dinner can srmpiy be dinner. A retreat can be a WO]’IdGTlC‘ui Weekend away, and a WOTi(Si’lOp can b€

genuineiy usefui, yet have very lictle connection to the growth of the business that produced it.

Ifyou've i’lOSth befbre, ti’liS may be exactiy Wi”lCTG things went wrong. PCOpiG came, enjoyed themseives,
Compiimented the venue, FOOd, speaker, or experience, and went home happy You went home exhausted
and, severai WCCi(S iater, f‘OLll’ld YOUTSCIFWOﬂdGTiﬂg What aii O{: ti’lat time and money hdd actuaiiy pTOdU.CGd

for the business.

That doesn't necessariiy mean hosting was a bad idea. It may mean the experience never had a suﬁficientiy

clear marketing assignment.

Before you reserve the restaurant, choose the venue, announce the retreat, or start making decisions about
what the experience should look like, there are six questions worth answering.

What does the business need this activity to accompiisn? Who needs to participate? \X/hy are they the right
peopie? What should happen because they participated? Where should the reiationship go next? How will

you i(l’lOW Whether it WOTi(Gd?

Those questions Change almost every decision that follows.
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[f the objective s a quaiified pipeiine, the guest list should reflect peopie who are reasonabiy iikeiy to need
what you sell. If the objective is referrals, the room may need peopie who aiready understand your work and
have reiationships with the peopie you want to reach. If the objective is greater industry recognition,

prospective ciients may not be the Ol’liy Vaiuabie pCOpi€ WhO beiong in the room.

The experience changes too. A workshop designed to create demand for a signature program has a different
job from a private dinner designed to deepen reiationships with decision-makers, while a client day trip

intended to strengthen retention doesn't need to behave like either one.

The relationship also shouldn't disappear when everyone goes home. The next step doesn't aiways need to
be an offer. It might be a conversation, an introduction, an invitation, a useful resource, a personai follow-
up, or another reason to remain connected. What matters is that you’ve considered where the reiationship

COLlid g0 before ieaving GVGTythil’lg thllt happens afterward to chance.

Then you can measure the experience against the job you assigned it to. If the objective was the pipeiine,
what entered the pipeiine? [f it was retention, what happened with those client reiationships? [f it was
recognition, did the right peopie begin taiking about your work? If it were revenue, did the investment

uitimateiy contribute to revenue?

This is also Why you don't need to become an event pianner to use live experiences strategicaiiy. Sourcing
linens, negotiating audiovisual contracts, buiiding production schedules, ordering catering, and
determining where every chair should go are impiementation decisions. The strategic decisions about
whether the event should exist, what it should accompiish, who needs to participate, how much it makes

sense to invest, and where it beiongs in the customer journey come first.

That distinction matters if‘you've been thinking about hosting a workshop but don't know where to start,
dreaming about a retreat but have no idea whether the economics make sense, or hesitating because you
hosted something before and very lictle business came from it. It also matters if the idea sounds interesting

but your immediate reaction is that you absoiuteiy do not need another compiicated thing to manage.
Those are business questions, and they deserve business answers before you begin spending money.

You shouldn't have to spend thousands of dollars producing something and wait until afterward to discover
whether the idea made commercial sense. The objective7 audience, economics, customer journey, and

measurement can be considered before impiementation begins, which allows you to make a much more

informed decision about
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whether the experience deserves your time, money, capacity, and reputation in the first piace.
Once those decisions are connected, you're no ionger simpiy bringing peopie together.

You're using the experience as marketing.
You Don't Need 19. You Need the Right One.

By now, you may have circled three ideas, dismissed five immediately, and found yourself thinking

diﬁ‘erentiy about a few things you’ve aiready been doing for years.

You don't need nineteen, and you Certainiy don't need to abandon marketing that's aiready producing
business, turn every interest into a revenue stream, or decide that hosting must be the answer simpiy

because you’ve reaChed the end of‘a guide about iiVG CXpCTiGﬂCGS.

What you need is a marketing mix that makes sense for the business you’re actuaiiy buiiding. It should heip
you create quaiiﬁed demand, strengthen your pipeiine, deepen valuable reiationships, gain greater
recognition for your expertise, and generate revenue without making your business inereasingiy dependent

on i’lOW much ofyourseifyou can pour nto marketing each Week.

Perhaps one of these ideas beiongs in that mix. You may have been thinking about hosting a retreat for two
years and can suddeniy see how it could connect to a premium offer. You may aiready teach workshops and
realize you've never deiiberateiy considered what should happen after someone attends. Perhaps you hosted
something beautiful before, watched everyone leave deiighted, and now understand Why you couldn't

determine whether the event actuaiiy worked.
Or perhaps you're simpiy tired of asking social media to do so much.

You want prospective clients to get out ofyour feed and into a room where they can experience your
expertise. You want enough time for conversations to deepen, reiationships to become valuable, and peopie
to understand what makes your work worth paying for without your having to expiain it from scratch every
time. You want marketing that creates opportunities while you're doing something you genuineiy enjoy, and
you want enough strategy to know you're not gambiing thousands of dollars on a ioveiy idea and hoping

business somehow appears afterward.
That is the balance behind Marketing on Your Own Terms. It gives you more freedom to choose marketing

that fits your strengths and the business you're trying to build without giVing up the commercial discipiine

required to make those choices proﬂtabie.
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Imagine reaching the end of a quarter and knowing where your business came from. You understand which
relationships deserve more attention, which marketing channels are earning their place, which rooms you

want to enter, Wi’llCh ones you want to create, and Wthh ones you can Comfortabiy deciine.

Instead ofwaking up every Monday Wondering whether you should post more, start a podeast, join another
organization, rebuild your funnel, change your offer, hire another marketer, or try another tactic, you have
Considerabiy fewer open marketing decisions. There is less second—guessing, less starting over, less money
disappearing into tactics you aren't sure you needed, and less pressure to remain visible everywhere simpiy

because everyone eise appears to be dOiﬂg it.

That leaves more room for the work you became excellent at doing in the first piaee. [t gives you the
opportunity to build a reputation that reflects the caliber of that work, create a pipeiine that doesn't
require you to panic every time business gets quiet, and build a company that leaves enougn oi‘you available
to enjoy the life the company was supposed to support.

Your time matters. Your money matters. Your capacity and reputation matter too. So does your enjoyment

of the business you’re buiiding.

The goai is not to choose between commercia”y sound marketing and marketing that feels like you. The

opportunity is to build a marketing mix capabie of doing both.

The Idea Is the Easy Part

At this point, you may aiready have an idea.

You know your clients. You know your expertise. You're perfectiy capabie of eaiiing a restaurant, booking a
room, inviting twelve peopie7 deveioping a Workshop, Choosing a retreat destination, or creating a beautiful
experience.

The question isn't whether you can do it yourseif

Of course you can.

The more useful question is whether ﬂguring out the strategy yourseifis the best use of\your time, money,

and opportunity.

The moment you decide to bring prospective clients into a room, a series of business decisions begins. Who
exaetiy beiongs there? Are you inviting prospective clients, existing clients, referral partners, decision-
makers, collaborators, or some combination of them? How many peopie does the objective require? Should

the experience be paid,
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complimentary, invitation—oniy, or sponsored? How much can you reasonabiy spend before the economics

stop making sense?

Then there is the experience itself. What needs to happen while everyone 18 together? How much should
you teach? What should you leave for the paid engagement? Does your offer beiong in the room at all? How
do you create a natural next step without turning an experience peopie were excited to attend into a sales

presentation they weren't expecting?
And then everyone goes home.

What happens next? Who gets a personai foiiow—up? Who enters a sales conversation? What happens to the
woman who isn't ready to buy but could be in six months? What should you be measuring thirty, sixty, and

ninety days later? How will you distinguish an enjoyabie event from one that produced arecurn?

There is another question underneath all of those decisions that may be even more important.
Is the experience you're Considering actuaiiy the strongest way to accompiish the business objective you

started with?
Perhaps it is.

Perhaps ti’lﬁ retreat you’ve been dreaming about makes perfect Sense. Perhaps SiX C:ll”ﬁﬁlli_y SCiCCtﬁd women
around one dinner tabie WOUid create more opportunity than thC fifty—person WOTkSi’lOp you originaiiy
imagined. Perhaps your annuai conference needs to become smaiier le’ld more €XC1USiV€. Perhaps you dOl’l’t
need a new event at dii and WOU.id be better SGTVGd b_y becoming more strategic about something yOU’I’C

already hosting.

You can learn those answers through experimentation. Many business owners do. You host something, see
what happens, make adjustments, spend again, and graduaiiy learn which decisions produce the results you

were rying to create.

There is nothing wrong with being able to figure it out yourself‘.

The question is what it will cost to figure it out yourseif

Not oniy in event expenses, but in your time, deiayed revenue, missed opportunities, capacity, and the
months it can take to discover that the idea was good but the audience was wrong, the economics were

Weak, ti’lC OH:GT wasn't aiigned, or ti’l€ customer journey ended the moment everyone waiked out th€ dOOI'.

You have aiready spent years becoming exceptionai in your ﬁeid You dOl’lvt need to bCCOHlG an event

marketing strategist simpiy o use event marketing strategicaiiy.
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That is where having the right strategic partner can Change the economics of the decision.
Your Next Step

My approach to event marketing strategy is built around The Five A's™: Assignment, Atmosphere,

Alignment, Architecture, and Adventure.

We begin with the assignment, which establishes what the business actuaiiy needs the experience to
accomplish. From there, we consider the Atmosphere required to support the conversations, decisions,
relationships, and experience you want peop]e to have. We look at Aiignment between the experience and
your audience, brand, offers, resources, and ]arger marketing strategy. We build the Architecture that
connects what happens before, during, and after the room, so the experience has a deliberate place in your
customer journey. Then we consider the Adventure, the experience your guests actuaiiy have as they move

through Wi’lat yOll‘VG created.

The room can be beautiful. I Certainiy believe it should be thoughtfuiiy designed.

But the beautiful room still has a job to do.

And once you begin there, some of the ideas you've been carrying around can look very different. That
dinner you've been Considering might put you across the table from six prospective clients you've wanted to
know for months. The workshop you already know how to teach could serve as a powerful introduction to
your signature offer. The retreat you've quietly wanted to create might become a lucrative extension of your
expertise. The annual gathering you've continued to host because everyone loves it might have considerahiy
more potentia] to deepen client reiationships, generate referrals, attract strategic partners, or drive demand

for what you sell next.

The eXCiting part is seeing the possibiiity. The more Consequentiai work is deciding which possibility

deserves your investment and buiiding the strategy underneath it before you start spending.
That is the work we do together inside my Signature EXperience Intensive.

During the intensive, [ serve as your strategic thinking partner as we determine how live experiences
enhance your marketing mix and what would make them Commerciaiiy valuable to your business. We build
the strategy Collaborativeiy around the clients you want to attract, the offers you want to sell, the revenue
oh]'ectives you're Working toward, the marketing that's a]ready producing results, the resources you're

repared to invest, and the larger business you're trying to build.
prep & y ymg
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That may mean eva]uating an idea you've been carrying around for two years before you ﬂnaiiy put money
behind it. It may mean iooking at an event you've aiready hosted and determining Why the business results
didn't match the quaiity of the experience. It may mean deciding between a Workshop, dinner, retreat,
conference, or something entireiy different. It may also mean discovering that the originai idea isn't the
strongest one and redirecting the investment before you've committed thousands of dollars and weeks of’

your capacity to producing it.

Once we determine which experience beiongs in your marketing mix, we make the important decisions
together. We ciarify the business assignment, determine who beiongs in the room and Why7 connect the
experience to your offer and customer journey, think through the economics, decide what should happen
before and after the event, and establish what you’” measure so you're not left Wondering whether it

WOTked.

There is a meaningfiﬂ difference between knowing you could host a retreat and knowing whether this is the
right year to host one, what it needs to accompiish, how many peopie it needs, what you can afford to
spend, who beiongs there, how it connects to your revenue objectives, and what needs to happen afterward

for the investment to continue producing value.

There is a difference between being able to invite twelve peopie to dinner and knowing which twelve

peopie couid make that tabie commerciaiiy Vaiuabie.

There is a difference between teaching an excellent Workshop and designing a Workshop that naturaiiy
moves quaiiﬂed prospective clients closer to the work you most want to sell.

And there is a difference between having an event idea and having an event marketing strategy.
If‘you've reached this point thinking, [ can see what might be possibie, but I want to know what makes

sense 1C‘Ol” my ]Z)llSil’lGSS, you can iearn more about the Signature Experience Intensive Ilﬂd start a

conversation with me.

Visit https: //shorturl.at/ k4ng
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Whatever You Decide

You have Spﬁl’lt years beeoming exceptionaiiy gOOd at What you dO, and your marketing shouid heip thﬁ
Tigi’lt peopie T’GCOgl’liZG thﬁ Vaiue Of that GXPGTtiSG rather than requiring you to SpCl’ld tilﬁ rest of‘your career

shouting louder simpiy to make the market nortice.

You deserve a marketing mix Capabie ofcarrying more of that Weight. One that makes it easier for the right
peopie to discover you, experience your thinking, understand your value, remember your name, recommend
your work, and eventuaiiy decide they want more of it.

Perhaps your best marketing happens while you're teaching twenty women something you could talk about
for hours. Perhaps it happens over dinner with six peopie you've wanted to know better, during a weekend
away with your best clients, inside a gaiiery before it opens, around a table in the middle of the afternoon,
or in a room you've created where prospective clients finaiiy have enough proximity to understand Why

your work is different.

Perhaps none of those are right for you, and you don't need to force one to be. You don't need to host
afternoon tea because I do, create a retreat because someone else's sold out, or add another activity to an
aiready crowded marketing calendar simpiy because it could work.

What you do need is a marketing mix that works for your business, heips you attract quaiified clients,
creates a stronger and more predietabie pipeiine, increases recognition for the expertise you've worked hard
to deveiop, and generates the revenue and opportunities you want without requiring you to spend your life

marketing,

There is no prize for buiiding your business the hardest way possibie, and heeoming more successful does

not have O mean beeoming more exhausted.

You can build a business where an unexpeeted opening in your calendar doesn't immediateiy send you
scrambling for another marketing tactic, where becoming known for what you do doesn't require
reminding the market every morning, and where creating meaningful professional relationships doesn't
automatieaiiy claim your evenings and weekends.

You can take the trip, close the iaptop, enjoy dinner, do exeeptionai work for peopie you genuineiy want to

serve, and build a Commereiaiiy stronger business at the same time.

The point of these nineteen ideas was never to give you nineteen more things to do. It was to expand what
you believe is available to you so that the next stage ofyour growth doesn't automatieaiiy begin with
another piatform, another tactic, another demand on your time, or another year of\trying to ﬁgure
everything out on your own.

You are allowed to be exeeptionai at your expertise without becoming an expert at every diseipiine your

business requires.
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You are allowed to decide that your time is better spent doing the work only you can do while bringing in
expertise where it gives you greater Clarity, speed7 and confidence.
And you are allowed to build a marketing strategy that produces clients, revenue, recognition,

relationships, and opportunities while still 1eaving room for a life you genuinely enjoy.
That's Marketing on Your Own Terms.

Whatever you dCCidC, I'd 10VC to hear from you. On the next page arc thought qUCStiOHS f‘OI~ you to review.

stewart@sybilstewart.com.
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Before You Decide What Comes Next

You've now seen nineteen different ways your expertise, relationships, interests, and even the
things you genuinely enjoy could become part of a more strategic marketing mix. Before you add
anything to your calendar, take a few minutes to consider what actually makes sense for the
business you're building. This list wasn't exhaustive, but a way to get your mind working on what
you enjoy, what your clients will appreciate, and what could be added to your marketing mix with

€ase.

You aren't looking for the most impressive idea or the one everyone else seems to be doing. You're
looking for the opportunity that gives you the strongest combination of enjoyment, access to the

right people, alignment with what you sell, and the potential to create meaningful business results.

Consider:

Which of the nineteen ideas immediately appealed to you, and why?

Which ones could you eliminate without a second thought?

What are you already doing that could become more valuable if you approached it more
intentionally?

Where do your best clients currently come from, and which of these ideas could put you in
proximity to more people like them?

Who do you need more relationships with right now: prospective clients, existing clients, referral
partners, decision-makers, collaborators, or industry leaders?

What would you genuinely enjoy hosting even if no one told you it was something you “should” be
doing?

Which idea has the strongest connection to the work you most want to be hired for?

What does your business need most right now: qualified pipeline, revenue, referrals, scronger client
relationships, greater visibility, industry recognition, or access to new opportunities?

If you invested your time and money into bringing people together, what would need to happen
afterward for you to consider that investment worthwhile?

Which idea made you think, “I would love to do that, but I don't yet know how to make it work

strategically for my business™

I'd love to know what your top event is and why.

Email me at stewart@sybilstewart.com Subject Line: 19 Events Choice.
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