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Worksheet 1: Personal Goal Setting

	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


	During the next 12 to 18 months, I wish to enjoy the following with my family:

2 weekends at home per month

2-3-week trip to Ireland

At Deep Creek as follows:

   • Easter

   • April 19 (Lucas birthday party)

   • Memorial Day

   • July 4

   • Labor Day

   • Thanksgiving

   • Christmas - New Year




	During the next 12 to 18 months, I wish to participate with my friends as follows:

Ski weekend with Marla & Charlie

Visit Helen in Detroit



	During the next 12 to 18 months, I wish to participate in organizations as follows:

Redesign the PPA Charities Website



	During the next 12 to 18 months, I wish to enjoy personal leisure time as follows:

Shut down my office by 9:00 P.M.

Work only one day per weekend

Go to a movie once a month



	During the next 12 to 18 months, I wish to engage in the following personal-growth activity:

Continue the technology learning curve



	During the next 12 to 18 months, I wish to achieve the following financial goals:

Pay off home improvement loan



	During the next 12 to 18 months, I wish to accomplish these additional personal goals:

Don’t volunteer for anything!

Finish renovation of second floor of Annville house

Get started on pricing/sales book



Worksheet 2: Business Concept Analysis

	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


2A. Business History

	In specific terms, describe why you decided to go into the business of photography:

Jim: Unhappy with job in industry.

Ann: Wanted to do something more creative than college administration.

Both: Wanted to have more time to ski and travel. Ha, Ha!


	List any types of photography that your business once offered — but no longer offers — and explain why you stopped offering it:

· Wedding photography – burned out.
· Seniors – except for existing client families. Transitioned away by not advertising. Liked portraiture better.



2B. Present Business Focus

Review your key business segments (Babies, Children, Families, Pets, Weddings, Seniors, Schools/Events, Commercial, Headshots, etc). If you are a new business, list those you intend to offer.

	List all the business segments you presently serve in order of importance to you:

Family Portraits

Executive Portraits

Pet Portraits




	Describe the geographic area that your business serves, including a list of ZIP Codes:

· General Portraits and Senior Portraits: Central PA: Harrisburg to Myerstown; Lancaster/York to Tower City

· Executive Portraits: Nationwide

· Pet Portraits: Nationwide
· 17003 / 17033 / 17111/ 17070 / 17042 / 17001 – 1712 / 17980 / 17022 / 17573 / 17601 – 17611 / 17622 / 17699


	If your business has a Mission Statement, include it here:

Portrait Design by Monteith & Monteith exists to serve discriminating clients who appreciate artful photography, expect a high degree of customer service, and who take pride in displaying portraits of their family members. Our goal is to create images that will be enjoyed by your family today and cherished by generations to come. 


	List all identities by which your business is known — or has been known in the past. Include business name, slogan(s) or tag line(s) and website address(es):

Monteith Portrait Design . . . anything else is a compromise.

Portrait Design by Monteith & Monteith

Countryhouse Studios

Monteith’s Countryhouse Studios




	List your top three Product Lines in terms of gross sales, listing the number of sessions you did in the past year:

	Family Portraits- 68

	Pet Portraits - 18

	Executive Portraits- 9


	List your top three Product Lines in terms of your passion for creating the photography and conducting business:

	Family Portraits

	Pet Portraits

	Executive Portraits


	In specific terms, describe what aspects of photography you feel most passionate about and why you feel that way:

· Family portraiture in styles that create dramatic impact when displayed in the home or office. Favorite styles are classic head studies (Jim) and outdoor families that are literal or interpretive (Ann). Family portraits attract a lot of attention and show off our technical and artistic abilities, something that a lot of inexperienced competitors cannot achieve.

· Executive portraiture (Ann) is a wonderful technical and artistic challenge, but the market isn’t very big.

· Both of us enjoy pet portraits. They are easy to do, and the clients are always pleased. They are easy to deal with and purchase whatever we recommend. There is virtually no competition in our area for this Product Line.



	What are the Core Competencies of your business? A Core Competency refers to an area of specialized expertise that:

· Makes a significant contribution to the perceived benefits of the end product.

· Is difficult for competitors to imitate.

Is capable of developing new products and services in this or other Market Segments.

• Strong lighting and posing skills - in the studio or on location

• Can handle any type of portrait situation with ease

• Know how to handle difficult people, including executives and professionals

• Outstanding knowledge of composition

• Strong business skills

• Ability to handle dogs and cats with authority

• Reputation in the AKC community

• Ability to create pleasing compositions with pets

• Understanding of breed characteristics

• Strong desire to have some fun with a focused business concept



2C. Future Business Focus

	Do you believe it would be possible to build a compelling business concept based solely on marketing a single Product Line or no more than the three Product Lines you enjoy most?   FORMCHECKBOX 
 yes      FORMCHECKBOX 
 no

If yes, list the Product Line(s) you would market in order of preference.

Pets
If no, list the Product Line(s) you intend to offer.

     
Which single Product Line will you concentrate on during this workshop?
Pets



Based on your answers to the questions above, list the Product Line(s) you identified, along with specific financial and marketing information indicated:

	Name of Product Line

and/or Product Line Category
	I wish to increase annual sales in this market by this 

$ amount:
	I presently market to this group of consumers by these means:

	1. Pets
	$60,000
	Word of mouth


	2.      
	     
	     


	3.      
	     
	     



	Describe any major business changes you anticipate making in the next 12-18 months in order to create a more compelling business concept:

· Create a pet portrait boutique as a division of Countryhouse Studios capitalizing on the expertise we already possess and the partnership contacts we already have.

· Do not advertise other Product Lines, but continue to accept any type of desirable portraiture that comes via word of mouth, especially executives on location.

· Perhaps refocus some marketing attention on classic family portraits.



Worksheet 3: Target Market Analysis by Market Segment
	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


	Market Segment (Product Line or Product Line Category)

Pet Portraits


3A. Who are the clients you are targeting?
	Describe the demographics of the ideal client(s) whom you wish to interest in this Market Segment.  Include age range, income level, location, family status, work status, etc.

· Age: 35-65

· Household income: $50,000 and above (middle or upper-middle class)

· Central Pennsylvania area or out-of-towners who find us online

· Couples with no children – gay or straight – who have “pet children”

· Families with grown children who consider pets to be part of the family

· Professional or semiprofessionals

· Children with pets, but no younger than 10

· High school seniors with pets



	List businesses where this ideal client shops or professional offices that this ideal client frequents.

· Decent department stores

· Boutique shops that cater to their special interests, including pets.

· Vet offices

· Dog groomers



	List organizations and activities in which this ideal client might participate:
• Dog training and showing

• Humane Society or other pet-related charities



	What does this ideal client value? This can include emotional, physical, social, and/or material needs and wants.

· Pets are one of the most important facets of their lives

· They love to show off their pets

· They appreciate validation that they aren’t crazy because animals are so important to them

· They have a strong need to help and protect animals

· They enjoy being around others who love pets

· They appreciate nice things, and family relationships are important



	List any local retailers, professionals, friends, relatives, or “influencials” you know with whom you can network or ask for advice in reaching this target market.

· Cal Clemens - three vet offices

· Dauphin Dog Training members

· Check out other vet offices

· Visit upscale pet shops

· Check Harrisburg and Lancaster to see if there are any "Doggie Day Care" establishments



3B. Putting yourself in the position of your ideal client: 

What would you want to purchase, and how would you like to be treated?

	List as many Consumer Benefits as you can that this ideal client will receive from owning products from this Market Segment:

· An opportunity to show off their pets

· Heartwarming personal art for the home

· A way for the pet to live on

· An opportunity to create personalized greeting cards to share with friends and family



	What Core Values are key to impressing, pleasing and exciting ideal clients of this Market Segment with the Products and Services your business provides:

· Knowing that you love pets as much as they do

· Ability to create images that touch the heart

· Ability to create images that convey the character of the pet

· Ability to idealize the way the pet looks

· Offering exciting new products

· Creating fun activities – events or specials

· Being able to convey our interest in and appreciation of their pet

· Providing for the specific needs and comfort of the pet

· Providing an emotionally satisfying experience for each client



	What Marketing Media are likely to be the most effective in impressing the ideal clients of this Market Segment?

· Clever, creative brochures in places they frequent and for inquiry fulfillment

· Gift cards from us and/or from professionals whom they patronize

· Displays in appropriate locations

· P.R. campaign featuring new pet division

· Open house for pet fanciers

· P.R. campaign featuring pet book publication

· Client Information Folder to present at the session

· Product sell sheets to put in Client Information Folder?

· Special website and blog

· Feature specialty products to create client buzz



Worksheet 4: Market Advantage Analysis by Market Segment
	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


	Market Segment (Product Line or Product Line Category)

Pet Portraits


4A. Assess Your Competition.

	Identify your competitors for this Market Segment and list their competitive strengths (such as community image, marketing reach, image style and quality, and product offerings):

One or possibly two people who have no strengths . . . just barely passable “record photos.”



	What actions might you take to overcome this competition?
Market competently.



4B. Define Your Place in the Market.

After reviewing the Core Competencies expressed in Worksheet 2(B), list competencies and other strengths that will help you to attract your ideal clients in this Market Segment.  If these competencies and strengths can be translated into Selling Features, list them below:
	1. Both Jim and Ann love pets and appreciate being around others who love them.



	Selling Feature:

Both Jim and Ann love pets, and it shows . . . in their beautifully artistic pet portraits and in the way they approach their subjects — whether pets or pets and their people.


	2. The business is located in the country, which is great for people who bring animals.



	Selling Feature:

The studio is located on a 15-acre farm, where there is plenty of room to exercise and groom your pet before the session. The studio is pet-friendly and the camera room is pet-proof. And yes, we are prepared to handle an anxious pet’s accidents.


	3. We are well-read and informed about characteristics of all dog and cat breeds.



	Selling Feature:

The Monteiths are AKC show veterans . . . well-read and informed about the characteristics of all breeds. This helps them  to not only portray your pet appropriately, according the breed’s standards, but also to show the pet's individual personality. They are equally at home with cats.


	4. Knowledge of animal behavior and experience in obedience training.



	Selling Feature:

Both Jim and Ann are experienced dog handlers and obedience trainers, so you can be sure that they will approach your pet with knowledge, respect, and affection. Their ability to control pets is what allows them to create such exceptional pet portraits. Ann has special abilities with cats as well, and she prides herself on her skill in working with even the most independent cat.


	5. Our images are nationally known.



	Selling Feature:

Our images have appeared on the cover and in the AKC Gazette and other prestigious dog and cat publications and books. Our images are worthy of hanging in fine homes, offices and galleries. The AKC Gazette chose us to create their 100th Anniversary cover.



	6. We have great connections with pet vendors and professionals in the area.



	Selling Feature:

When pet professionals and handlers need personal portraits, they turn to the Monteiths.


	7. Our pet portrait style lends itself to wall portraiture.



	Selling Feature:

Because of our expertise in composition and lighting, we create dimensional portraits that display exceptionally well as decorative focal points in the home.


	8. We know the market and have an appealing product that is highly regarded by knowledgeable pet owners and pet professionals.



	Selling Feature:

We have studied and taught the history of the art of animal portraiture, and our images show it. We approach pets with the same dignity of purpose with which we photograph people. We are regarded as being among an elite group of professional photographers who are unmatched in their skill and artistry in creating exceptionally pleasing portraits of pets and the people who love them.


	9.      



	Selling Feature:

     


	10.      



	Selling Feature:

     


List any weaknesses that might hinder you in attracting your ideal clients in this Market Segment, then state how these weaknesses can be redirected into selling features.
	1. Because we have not marketed this Product Line in recent years, it might take a while to jumpstart the market. If we create a new division, the name will not be known.



	Selling Feature:

We can capitalize on the fact that this is an “exciting NEW business” that is “just for pets and their people.”

· Have you heard the buzz about Persnickety? Everyone is talking about Central Pennsylvania's only boutique pet portrait studio.

· Persnickety is a warm fuzzy division of Monteith's Countryhouse Studios


	2. Pressures on the economy.



	Selling Feature:

Remind clients about how much they are loved by their pets.

· Who loves you more than your pet?

· Possible tag line: Because they love you.


	3. We will have to overcome the fact that there are many resources for pet portraiture . . . even though most (such as Petsmart) make dismal-looking images.



	Selling Feature:

Rely on viral marketing through a blog and special events.

· Something WONDERFUL is always happening at Persnickety!


	4.      



	Selling Feature:

     


	5.      



4C. Define Your Artistic Style.

	Describe the Artistic Style of the photography you create for this Market Segment:

· Our style is one that is expressed well as decorative wall portraiture. We approach pet portraiture in the same manner in which we photograph people, considering elements of composition,background, foreground, style, and well-regulated lighting. Most portraits are created in a painterly style in which the background or the setting is appropriate for the animal being portrayed.

· Our approach to pet portraiture is greatly influenced by the 19th century English master Sir Edwin Henry Landseer, who became the most famous British artist of his generation. Most photographers we know who do pet portraiture do so in a more whimsical manner . . . often the type of thing you see in calendar illustrations. We have chosen to create dimensional portraits that display exceptionally well as decorative focal points in the home.

· We have begun to create a line of Fine Art prints of pets and are considering adding Corel Painter-finished images. 




	Describe any Unique Factors about your artistic approach to this Market Segment:

· The ability to express the character or personality of the pet and the characteristics of the breed.

· The ability to create a compositionally complete artistic statement that elevates the image to personalized art.

· The ability to create decorative wall portraiture that touches the hearts of our clients.



4D. Define Your Product Focus.
	List any Exclusive Products that consumers can buy from you and not from your competitors in this Market Segment:

Presently the only competition just sells prints and frames, so anything we offer will, in a sense, be exclusive.



	List all other Key Products you intend to create for this Market Segment:

Wall decor of the following subject matter (paper, canvas, canvas wraps):

· Pets alone or in groups

· Pets and children

· Pets and couples

· Pets and families

· B&W Fine Art panel (photojournalistic content)

· “Fun Week Specials” – package pricing for the following:

     - “Fashion Week” poses using hot lights with hats, outfits, favorite toys, etc.

     - “Purr-snickety week for cats

     - Portrait Art Prints – Painter watercolor or oils


Specialty products including:

· Paw Prints (b&w) 9-up composite

· Image Gallery (6 8x8 or 8x10 prints with easel)

· Pet portrait jewelry

· Pet portrait purses

· Holiday cards and note cards

· Wild Sorbet frames


Incentives

· 4x6 miniature canvas

Rewards

· Shopping bag with pet print insert

· Pet bandana

· Goodie bag
· Memory Maker dog bracelets and cell phone charms



4E. Define Your Approach to Hospitality and Client Experience (Hospitality Branding).
	Based on the Core Values you listed in Worksheet 3(B), define how you intend to approach Hospitality and create a memorable Client Experience for this Market Segment:
Core Values are:
· Knowing that you love pets as much as clients do – Display portraits of our pets in the studio.

· Ability to create images that touch the heart – Should be evident in all advertising, including printed pieces, website and blog, studio displays and public displays.

· Ability to create images that convey the character of the pet – Success here will be determined after the session is completed.

· Ability to idealize the way the pet looks – Same as above.

· Offering exciting new products – This will require personal contact or contact by e-newsletter to clients and prospects.

· Creating fun activities – events or specials – Create opportunities for clients to come to the studio, such as a charity event or week-long “fun specials.”

· Being able to convey your interest in and appreciation of their pet by the way in which they are welcomed, and provide a treat bag when session is over.

· Provide for the specific needs and comfort of the pet by offering water, a place to groom pet, and showing where to exercise pet.

· Provide an emotionally satisfying experience for each client – Make the preview presentation an “event.”

· Provide unexpected rewards for both the pet and the client, such as a bandanna with the studio brand for the dogs, and an inexpensive necklace for cats. Give the pet owner a 4x5 canvas wrap or other reward.

Renovate the main gallery and client area to be pet-specific. Add whimsical furnishings and accessories that will create community buzz.




4F. Build Community Visability.

	Define ways to increase Community Visability for this Market Segment:
· Create media kit.

· P.R. Campaign for new Persnickety division: All local media.

· Feature story for Central PA magazine, Lebanon Daily News, Harrisburg Patriot.

· Grand Opening

· Consider advisory board if warranted.

· Renew relationship with Humane Society




Worksheet 5: Marketing Focus Summary by Market Segment
	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


	Market Segment (Product Line or Product Line Category)

Pet Portraiture


5A. Ideal Clients & Their Consumer Benefits for this Marketing Segment
	From Worksheet 3(A), describe, in one sentence, your Ideal Clients for this Market Segment:
We serve individuals and families throughout Central Pennsylvania, as well as pet professionals throughout the country, for whom pet ownership is a lifestyle that recognizes the compelling bond between pets and the people who love them, and who appreciate the opportunity to display personalized, decorative art and accessories that reflect their interest in and their love of pets.



	From Worksheet 3(B), summarize in a few bullet points the Consumer Benefits of this Market Segment:
The portraits we create are beneficial to our clients because they serve as timeless, heartwarming, personal art that allows them to express, enjoy, and share their pride in, love of, and concern for their pets and other animals.



5B. Your Market Advantage in this Market Segment

	From Worksheet 4(A), summarize in bullet points what you consider to be your strongest Competitive Advantage(s) over other photographers seeking to influence prospective clients for this Market Segment:
We approach pet portraiture in the same artful manner in which we photograph people: selecting settings, compositional elements, and lighting that are appropriate for the subjects being portrayed, resulting in dimensional portraits that serve as heartwarming decorative focal points in the home.
 


	From Worksheet 4(B), list by number all Selling Features for this Market Segment: 

1. Both Jim and Ann love pets, and it shows . . . in their beautifully artistic pet portraits and in the way they approach their subjects — whether pets or pets and their people.
2. The studio is located on a 15-acre farm, where there is plenty of room to exercise and groom your pet before the session. The studio is pet-friendly and the camera room is pet-proof. And yes, we are prepared to handle an anxious pet’s accidents.
3. The Monteiths are AKC show veterans . . . well-read and informed about the characteristics of all dog breeds. This helps them not only to portray your pet appropriately, according the breed’s standards, but also to show the dog’s special personality as well. They are equally at home with cats.
4. Both Jim and Ann are experienced dog handlers and obedience trainers, so you can be sure that they will approach your pet with knowledge, respect, and affection. Their ability to control pets is what allows them to create suc exceptional pet portraiture. Ann has special abilities with cats as well, and she prides herself on her skill in working with even the most independent cat.
5. Our images have appeared on the cover and in the AKC Gazette and other prestigious dog and cat publications and books. Their images are worthy of hanging in fine homes, offices and galleries. The AKC Gazette chose us to create their 100th Anniversary cover.
6. When pet professionals and handlers need personal pet portraits, they turn to the Monteiths.
7. Because of our expertise in composition and lighting, we create dimensional portraits that display exceptionally well as decorative focal points in the home.
8. We have studied and taught the history of the art of animal portraiture, and our images show it. We approach pets with the same dignity of purpose with which we photograph people. We are regarded as being among an elite group of professional photographers who are unmatched in their skill and artistry in creating exceptionally pleasing portraits of pets and the people who love them.



	From Worksheet 4(C), summarize the Artistic Style of the work you produce for this Market Segment:
We approach pet portraiture in the same artful manner in which we photograph people: selecting settings, compositional elements, and lighting that are appropriate for the subjects being portrayed, resulting in dimensional portraits that serve as heartwarming decorative focal points in the home.



	From Worksheet 4(D), summarize your Product Focus for this Market Segment:
Our product categories are:

· Individual portraits and collections of portraits that serve as decorative focal points or decorative accents.

· B&W Fine Art panels (photojournalistic content)

· “Fun Week Specials” designed to create buzz and build business at down times

· Portrait Art Prints – Painter watercolor or oils

· Specialty products and accessories



	From Worksheet 4(E), summarize how you intend to approach Hospitality and create a memorable Client Experience for clients in this Market Segment:
Customer hospitality and client experience are central to our success with pet owners, as we strive to create an emotionally satisfying experience for each client. From the minute they step into the studio, they know they have come to the right place because of how they are received; the appropriateness of the studio atmosphere and product displays; the warmth of the people who serve them; the interest displayed in themselves and their pets; the fun we have together; the quality of the key products we sell; the excitement generated by new and different specialty products; and the surprise and delight they experience when we reward them for being our clients. We are proud that our business has grown through the referral of satisfied clients; the satisfaction they feel is due in large measure to how they are treated and what they experience while they are our clients.



	From Worksheet 4(F), summarize how you intend to Community Visability for this Market Segment:
· Create media kit.

· P.R. Campaign for new Persnickety division: All local media.

· Feature story for Central PA magazine, Lebanon Daily News, Harrisburg Patriot.

· Grand Opening

· Consider advisory board if warranted.

· Renew relationship with Humane Society




5C. Your Key Identity Elements for this Market Segment
	Based on the summaries you have provided in this worksheet, create a Mission Statement for this Market Segment. Include the following elements:
· The Purpose: What opportunities we address

· The Business: What we do to address these needs

· The Values – what principles or beliefs guide our work

Our mission is to honor the compelling bond between pets and the people who love them, through personalized, decorative art and accessories that reflect the joy pets bring to the lives of our clients.



	Based on the summaries you have provided in this worksheet for this Market Segment, use bullet points to express the elements that comprise your Sustainable Competitive Advantage for this Market Segment. A Sustainable Competitive Advantage enables a business to survive against its competition over time by allowing the maintenance and improvement of the company’s competitive position.

· Jim and Ann Monteith are nationally known for their skill and artistry in creating exceptionally pleasing, heartwarming portraits of pets and the people who love them.

· We are experienced dog-handlers, and we understand cat psychology.

· The studio and grounds are totally pet-friendly.

· Our business has grown through the referral of satisfied clients.

· Something WONDERFUL is always happening at Persnickety!



	Based on your Mission Statement and Sustainable Competitive Advantage bullet points, write no more than five sentences to express  your Unique Selling Proposition — statements that sum up why consumers should purchase from you rather than competitors. These statements must be compelling enough to persuade them to try your product or services in this Market Segment.
Through our expertise in photography, our comprehensive knowledge of pet behavior, and our ability to earn the respect of our clients, it is our pleasure to honor the compelling bond between pets and the people who love them by creating personalized decorative artworks designed to touch the heart and warm the home.


	Based on your Mission Statement, Sustainable Competitive Advantage, and Unique Selling Proposition for this Market Segment determine if your existing slogan(s) or tag line(s) for this Market Segment is appropriate. If not, revise it or create one if none exists.
. . . heartwarming portraits of pets and their people

Persnickety is a warm fuzzy division of Monteith's Countryhouse Studios.

Because They Love You.
 


Worksheet 6: Building Marketing Identities for

Your Overall Business and by Market Segment
	Name of Studio

Countryhouse Studios
	Date of Plan

June 2009


Market Segment (Product Line or Product Line Category)

Pet Portraits (Persnickety Pet Portraits)
6A. Establish Your Studio’s Overall Business Identity Elements.

	To assure that your marketing information remains consistent, establish which of the following Identity Elements you wish to use and how you want them expressed in your marketing materials.

Studio Name with Slogan or Tag Lines: 

Portrait Design by Monteith & Monteith

     . . . anything else is a compromise
Studio Mission Statement:

Portrait Design by Monteith & Monteith exists to serve discriminating clients who appreciate artful photography, expect a high degree of customer service, and who take pride in displaying portraits of their family members. Our goal is to create images that will be enjoyed by your family today and cherished by generations to come.
Studio Information (address, city, state, Zip Code):

4505 Hill Church Rd.

Annville, PA 17003

Phone:

(717) 867-2135
Website Address:
MonteithPortraits.com
Studio Hours (list exactly as you wish to appear on printed materials):

M-F: 10-4 / Other hours by appointment

Satisfaction Guarantee (list exactly as you wish to appear on printed materials):

Your satisfaction with our work is fully guaranteed.
Other Elements or Information: Check each element you wish to appear on printed materials:

 FORMCHECKBOX 
 American Express

 FORMCHECKBOX 
 MasterCard

 FORMCHECKBOX 
 Visa

 FORMCHECKBOX 
 Certified Professional Photographer Logo

 FORMCHECKBOX 
 Other Visit our gallery display at the Lebanon Valley Mall.

 FORMCHECKBOX 
 Other      
 FORMCHECKBOX 
 Other      



6B. Establish Your Marketing Identity for this Market Segment:      
	Based on your completion of Worksheet 5, list the following items for this Market Segment:

Slogan or Tag Lines: 

Persnickety (also expressed as Persnickety Pet Portraits, when tag line is not used)

. . . heartwarming portraits of pets and their people (Use with logo when just logo is used.)

Persnickety is a warm fuzzy division of Monteith’s Countryhouse Studios.

Because they love you. 
Website URL:

PersnicketyPetPortraits.com
Mission Statement:

Our mission is to honor the compelling bond between pets and the people who love them, through personalized, decorative art and accessories that reflect the joy pets bring to the lives of our clients.
Sustainable Competitive Advantage: 

· Jim and Ann Monteith are nationally known for their skill and artistry in creating exceptionally pleasing, heartwarming portraits of pets and the people who love them.

· We are experienced dog-handlers, and we understand cat psychology.

· The studio and grounds are totally pet-friendly.

· Our business has grown through the referral of satisfied clients.

· Something WONDERFUL is always happening at Persnickety!
Unique Selling Proposition:

Through our expertise in photography, our comprehensive knowledge of pet behavior, and our ability to earn the respect of our clients, it is our pleasure to honor the compelling bond between pets and the people who love them by creating personalized decorative artworks designed to touch the heart and warm the home.
Graphic Design Changes:

All new design, including logo, marketing design elements, and signage.



6C. Select Business Identity Materials
Business Identity Materials represent a vital first step toward building a meaningful, memorable brand for your overall business and for your major Market Segments.

	Business Identity Materials List:

 FORMCHECKBOX 
 Studio Logo Design       FORMCHECKBOX 
 Product Line Logo(s)      FORMCHECKBOX 
 Product Logo(s) or Wordmark(s)     

Marathon Logo Design Package

Design Persnickety as sub brand under Countryhouse Studios (a division of)

Will require new studio​​ signage for Countryhouse to harmonize with Persnickety.
 FORMCHECKBOX 
 Marketing Design Elements

Wallpaper background for website and print pieces
 FORMCHECKBOX 
 Studio Business Cards      FORMCHECKBOX 
 Product Line Business Cards

BellaGrafica 316: round fold-over business card (300)

Also use as bag tag 

Consider redesign of Countryhouse pieces in future.
 FORMCHECKBOX 
 Studio Letterhead and Envelopes      FORMCHECKBOX 
 Product Line Letterhead and Envelopes

mPrint stationery-weight letterhead (200)

Get blank envelopes from envelopemall.com. Print inhouse.
 FORMCHECKBOX 
 Studio Notecards (for correspondence)      FORMCHECKBOX 
 Studio Postcards (for correspondence)

     
 FORMCHECKBOX 
 Product Line Notecards (for correspondence)      FORMCHECKBOX 
 Product Line Postcards (for correspondence)

Specifically for Thank-You notes. mPrint fold-over notecards – 6.25x4.5 folded size (200)
  FORMCHECKBOX 
 Other Studio Business Identity Materials

     
 FORMCHECKBOX 
 Other Product Line Business Identity Materials

     



Worksheet 7: Marketing / Branding Strategies 
by Market Segment
	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009     


	Market Segment (Product Line or Product Line Category)

Pet Portraiture (Persnickety Pet Portraits)


7A. Opportunity Marketing Strategies and Materials

Opportunity Marketing Strategies and Materials allow you to promote your business by providing prospects and clients with appropriate marketing materials whenever one-on-one opportunities present themselves.
	On-the-Spot Marketing Materials

 FORMCHECKBOX 
 Teeny-Tiny Brochures  

mPrint 3-panel horizontal featuring pet only (250)

mPrint 3-panel horizontal featuring pets and people (250)
 FORMCHECKBOX 
 Be My Guest Cards     

mPrint 2x3.5 featuring pets only (150)

mPrint 2x3.5 featuring pet with person (150)
 FORMCHECKBOX 
 Information Fulfillment Materials

Information Fulfillment Packet
· 8x10 BellaGrafica (BG163) chocolate Portrait Folder (100)
Also use these for Client Information Folder and packaging

· Leopard Belly Band (BG155) close with sticker (100)

· Small (2”) mPrint sticker (100)

Items to include in Information Packet

· 4x8.5) marketing card – color both sides (2,500)
Also use for direct mail test with two offers, plus quantity with no offer for “telephone special.”

· Round fold-over business card

· Accordion Brochure – 24x3.25 folded to 3x3.25 (1,000)
Also use for hand-out at marketing partner locations

· Personalized letter printed inhouse



7B. Client Acquisition Strategies

The purpose of Client Acquisition Strategies is to get prospects and repeat clients in the door and to expand your marketing reach when your objective is to grow the business.
	 FORMCHECKBOX 
 Invitational Sessions 

Do you need samples for marketing purpose? If so, revisit the last item on section A of Worksheet 3. List any local retailers, professionals, friends, relatives, or “influencials” you know whom you can photograph or ask for referrals to photograph for marketing purposes or to stimulate traffic through your business.

Invite some Dauphin Dog Trainers for new b&w series of pets with their people.
List marketing material(s)* needed to accomplish this strategy: 
Be My Guest Cards with letter of explanation or “Because They Love You” folder with $100 Gift Card (see Direct Marketing below).



*Client Acquisition Materials Possibilities:  Marketing Cards  / Mini-Brochures / Booklets 
High-Concept Marketing Mailers or Handouts / Gift Certificates / Gift Card Promotions / Websites, Blogs & eNewsletters

	 FORMCHECKBOX 
 Business-to-Business Partnerships
Revisit the last item on section A of Worksheet 3 to identify any appropriate local retailers or professionals with whom you can engage in co-marketing activities, especially those who might be willing to display your work at their premises. Plan joint-venture proposals appropriate to each.

· Cal Clements Vet offices – 3 locations
Clemmens gets wall décor
Persnickety gets display
Mutual web links

· We get vet services

· Dauphin Dog Training Club – adds and content in “Barker”

· DDTC gets 16x20 portrait of CM Winner
Persnickety gets display of CM Winners Mutual web links

· Petco counter box with Accordion Brochure. Who will restock the counter box?

· Lebanon dog groomer – Groomer receives $100 gift certificate to gift to her clients at Christmas.

· Check out new Manheim pet shop.

List marketing material(s)* needed to accomplish this strategy:

· Accordion Brochure

· Accordion Brochure box
· “Because They Love You” fold-out piece and Gift Certificates for dog groomer



	 FORMCHECKBOX 
 Public Displays
Identify public display possibilities for images specific to this Market Segment and plan a strategy for proposing display opportunities to the owners and/or managers of these premises.

· Lebanon Valley Mall - variety of pets, pets with people
rent: $600 per month 

· Dog groomer   Variety of pets / pets with people
compensation: Portraits of staff dogs

· Dauphin Dog Training Club
compensation: Chet Mognahan Memorial winner portraits / Internet link
· Clemens Vet Offices
compensation: Portraits of staff dogs / Internet Link

· Manheim Pet Shop – variety of pets, pets with people
Ann to visit
List marketing material(s)* needed to accomplish this strategy:
4x8 rack card



	 FORMCHECKBOX 
 Charitable Marketing
Identify community charities involving community leaders and other supporters who would be a good fit for your business and plan a strategy for partnering with them.

Lebanon County Humane Society Fundraiser

· Use “Because They Love You” folder and insert. 
Provide 20 folders for silent auction. Minimum bid $20

· Offer: session + keepsake miniature

· Humane Society must provide buyer’s name, address, phone, email address

Operation Smile Fundraiser – Offer to all pet clients via website and Operation Smile Studio sign:

· If they ask, we will donate session fee to Operation Smile
· Smile Cards available year-round for $20 for set of 8.
· 10% of portrait sale donated to Operation Smile during October Family Portrait Month promotion.
List marketing material(s)* needed to accomplish this strategy:
Because They Love You folder and insert



*Client Acquisition Promotion Materials Possibilities:  Marketing Cards  / Mini-Brochures / Booklets 
High-Concept Marketing Mailers or Handouts / Gift Certificates / Gift Card Promotions / Websites, Blogs & eNewsletters

	 FORMCHECKBOX 
 Direct Marketing
Determine what kind of direct marketing strategies (mail or handouts) would be appropriate for attracting clients to this Market Segment.

· Custom BellaGrafica mailer (similar to Sarah Petty new baby piece) for multiple uses:

· Carrier for Gift Certificate

· Charitable Marketing piece

· Hand out and mail to Clemen’s top client list, Dauphin Dog Training list, invitational sessions. Include $100 Gift Card

· 4x8.5 card for market test of two different offers. Send to part of Clement’s list as effectiveness test against custom BellaGrafica piece.

· Gift Certificate for November Gift Certificate Sale and year-round client sales.


List marketing material(s)* needed to accomplish this strategy:
· Custom “Because They Love You” fold-out piece with 4 inserts (1,000)

· Gift Certificate:mPrint Circle fold-over card (100). Use with “Because They Love You” folder as carrier.
· 4x8.5 card (order quantity for various uses, including Information Fulfillment)
· $100 Gift Card



	 FORMCHECKBOX 
 Internet Marketing
Create an integrated Internet marketing strategy to attract clients to this market segment, designing it to facilitate viral marketing to existing or prospective clients. 

Internet strategy will include the following products:

 FORMCHECKBOX 
 Website: PersnicketyPetPortraits.com

 FORMCHECKBOX 
 Blog: Persnickety Pet Portraits

 FORMCHECKBOX 
 eNewsletter: Persnickety Pet Portraits

Use matching designs

List Internet marketing products(s) needed to accomplish this strategy:
Marathon HTML Package Site (Spiced Cider)

Marathon Blog

Marathon Internet Service
Complete your Internet Marketing Strategy on Worksheet 9.


	 FORMCHECKBOX 
 Social Network Marketing
Determine which social network marketing media you wish to integrate into your marketing plan for this Market Segment.

 FORMCHECKBOX 
 Facebook

 FORMCHECKBOX 
 Twitter

 FORMCHECKBOX 
 MySpace

 FORMCHECKBOX 
 Other      
 FORMCHECKBOX 
 Other      
 FORMCHECKBOX 
 Other      
Make sure blog can easily integrate Facebook and Twitter
List marketing material(s) needed to accomplish this strategy:
     
Complete your Social Network Marketing Strategy on Worksheet 9.


	 FORMCHECKBOX 
 Media Advertising
Determine whether media advertising, such as placing display advertising in newspapers or magazines, will be effective and cost-efficient for promoting this Market Segment. List ads you intend to place, media where they will be placed, and dates they will appear.

Because They Love You ad

· Central Pennsylvania magazine

· September 2010
List marketing material(s)* needed to accomplish this strategy:


*Client Acquisition Promotion Materials Possibilities:  Marketing Cards  / Mini-Brochures / Booklets 
High-Concept Marketing Mailers or Handouts / Gift Certificates / Gift Card Promotions / Websites, Blogs & eNewsletters
7C. Client Education

The purpose of Client Education is to add value to your product and service and to facilitate all aspects of the studio-client relationship, including session, sales and workflow efficiency.
	 FORMCHECKBOX 
 Client Information Presentation
Do you plan to present clients with a collection of client education information about your business?  FORMCHECKBOX 
 yes      FORMCHECKBOX 
 no
If yes, when/how will you get this information into clients’ hands (such as at planning session or through the mail)?

Pre-portrait Planning Session
If yes, indicate how information will be organized (such as in a Client Information Folder).

Client Education Folder

If yes, list client information items to be provided:
Insert sheets for Client Education Folder:

· What makes our portraits special

· About Persnickety

· About Jim & Ann Monteith

· Preview procedure / policies

Other items for Client Information Folder:

· Persnickety Portfolio Booklet

· Accordion Brochure

· Decorating with Portraiture Brochure

 FORMCHECKBOX 
 Price List(s)
     
 FORMCHECKBOX 
 Portrait Needs Checklist
     
 FORMCHECKBOX 
 Appointment Reminder(s)
· Mail “We’ll Be Looking for You!” card with studio directions (include refrigerator magnet) prior to planning session

· Present same card (with date of portrait session) at planning session
· Present same card (with date of sales session) at portrait session
  FORMCHECKBOX 
 Pick-up Appointment Materials

List any client education information that will be presented at pick-up appointment or when delivering portraits.

· Certificate of Authenticity

· Taking Care of Your Portraits insert
List client education material(s)* needed to accomplish this strategy:
· Chocolate 8x10 BellaGrafica Folder (BG162) for use as Client Education Folder (100)

· Heavy-weight stock for use as Client Information Folder Inserts, Certificate of Authenticity, and Taking Care of Your Portraits inserts – from Staples (600 sheets)

· 12-page Persnickety Portfolio Booklet

· Accordion Brochure

· Decorating with Portraiture Brochure
List any client education content you wish to post on your Website or Blog or to include in a client eNewsletter.

     



•Client Education Materials Possibilities:  Client Information Folders  / Folder Insert Sheets / Promotional Cards /  Brochures / Mini-Brochures / Booklets / Client Education Brochures / Educational DVDs / Appointment Information Reminders / Price Lists / Value Enhancement Products / Websites, Blogs & eNewsletters

7D. Image-Enhancing Packaging

The purpose of Image-Enhancing Packaging is to add value to your product and create buzz among your clients and prospects.
	 FORMCHECKBOX 
 Shopping Bag
Photo-window shopping bag to contain client portrait. Add Persnickety Pet Portraits logo.
 FORMCHECKBOX 
 Bag Tag
Drill hole in circle business card and add ball chain to decorate shopping bag

 FORMCHECKBOX 
 Portrait Folders
Use same folder as Information Fulfillment package

Use Leopard Wallet Box

 FORMCHECKBOX 
 Portrait Box
Use 8x10 Portrait Box that matches Portrait Folder
 FORMCHECKBOX 
 Belly Band
Leopard Belly Band

 FORMCHECKBOX 
 Tissue Paper
Leopard Tissue Paper
 FORMCHECKBOX 
 Document Holder
 FORMCHECKBOX 
 Studio Identity Sticker for frame backing
 FORMCHECKBOX 
 Other      
 FORMCHECKBOX 
 Other      
 FORMCHECKBOX 
 Other      
List packaging material(s)* needed to accomplish this strategy:
· BellaGrafica Non-Woven Shopping Bag (white (50)

· Taufer BellaGrafica Circle Die-Cut Business Card (BG316) for use as Bag Tag (300 – includes quantity for Business Card use)

· Chocolate 8x10 BellaGrafica Folder (BG162) for use as Client Education Folder (100)

· Chocolate 8x10 BellaGrafica Portrait Box (BG095) (50)

· Taufer Collection BellaGrafica Wallet Box (BG149) (50)

· Leopard BellaGrafica Belly Band (BG155) (100)

· Small mPrint Sticker (100)

· Leopard Tissue Paper from Uline.com




*Image-Enhancing Packaging Possibilities:  Shopping Bags / Bag Tags / Portrait Folders / Portrait Boxes / Belly Bands / Stickers or Belly Band closures / Tissue Paper / Document Holders / Studio Identity Stickers

Worksheet 8: Relationship Marketing by Market Segment
	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009     


	Market Segment (Product Line or Product Line Category)

Pet Portraiture (Persnickety Pet Portraits)


8A. Plan Hospitality Branding Strategies

	List courtesies, hospitality, and ways that you can surprise and delight your clients in order to make their contacts with your business more memorable or emotionally satisfying in all of the following encounters:
 FORMCHECKBOX 
 Initial Phone Contact
Mail "We'll be Looking for You" appointment card and refrigerator magnet

 FORMCHECKBOX 
 Consultation
• Offer refreshments

• Show grooming area

• Present client Information Folder

 FORMCHECKBOX 
 Session/Event
• Hospitality Tray with water dish, branded water, dog ball, bud vase, “We’re So Glad You’re Here” card
• After session, present goodie bags with pet treats and one with treats for humans

• Persnickety bandannas for dogs - do one candid photo of dog with bandanna for blog

• Inexpensive Memory Maker necklaces for cats

 FORMCHECKBOX 
 Sales Session
• Offer refreshments

• Present "Sneak Peek" preview image and card.

 FORMCHECKBOX 
 Product Delivery
Packaging materials, including woven bag

Present "little extra" item.

Present referral packet.

 FORMCHECKBOX 
 Post-Delivery Contact
Place after-pickup call to determine if portraits are satisfactorily displayed.

Send handwritten thank-you note.

List material(s) needed to accomplish this strategy:
· Hospitality Cards 6.25 x 9 (4.5 folded) mPrint Cards (100 each card version)

· “We’ll be Looking for You” 

· “We’re So Glad You’re Here” 

· “A Sneak Peek from Persnickety” 

· “Thanks a Bunch”

· Refrigerator Magnet – Print inhouse using magnetic materials from WalMart

· Water bottle Sticker – 3.5 x 5 mPrint Sticker




8B. Plan Relationship Marketing Strategies

Develop strategies for building client relationships in the following areas:

 FORMCHECKBOX 
 Client Rewards

Goodie bags for dogs

Cat necklace

Woven Persnickety bags

Personalized calendar cards (mPrint 5x7 card)

 FORMCHECKBOX 
 Frequent Buyers

Send or present VIP (Very Important Pet Person) card to good clients. Good for free session any time.

 FORMCHECKBOX 
 Referral Program

· Provide each client with 4 "Because They Love You" cards with wallet from their session pasted inside and presented in a "Thanks A Bunch" note card. 

· Each wallet card is good for a free session to the client being referred. 

· Ask client for referrals. 

· For each referral made, send original client a $50 gift card in another "Thanks A Bunch" note card.
 FORMCHECKBOX 
 Marketing Back
• eNewsletters for special events - also on blog and social media

• eNewsletter for holiday cards - also on blog and social media

• Notify about charitable events - also on blog and social media

• Developed a "We've Missed You" card. 

 FORMCHECKBOX 
 Creating Client Buzz
• Sell or gift buzz-building products such as holiday cards.

• Sell buzz-building specialty products such as photo jewelry or purses.

List material(s) needed to accomplish these strategies:

• Goodie bags – make inhouse 

• Cat necklaces – Memory Makers

• VIP Program Membership aCrd and VIP Note Card Carrier (#GCPKG2) (50)

• mPrint 5x7 calendar card sample 

• Referral cevice (use “Thanks a Bunch” card with 7 x .25 wallet cards (mPrint 5x7 card) (100 V/100 H)

• $50 laminated Gift Cards)

Worksheet 9: Internet Marketing by Market Segment

	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


	Market Segment (Product Line or Product Line Category)

Pet Portraiture (Persnickety Pet Portraits)


9A. Plan Your Website Strategy

Complete for each Website required for your business:

Studio or Market Segment: Persnickety Pet Portraits

URL: PersnicketyPetPortraits.com
Type of Website: Marathon Package HTML Site

Intended Audience:

• Age: 35-65

• Household income $50,000 and above (middle or upper-middle class).

• Central Pennsylvania area or out-of towners who find us online.

• Couples with no children – gay or straight – who have “pet children.”

• Families with grown children who consider pets to be part of the family.

• Professional or semiprofessionals.

• Children with pets, but no younger than 10.

• High School Seniors with pets

Drive Traffic By:

eNewsletter and links to marketing partners
List Page Title and Page Contents

Home
Flash show of images with quote / Studio Information

Purely Pets I
Pets only

Purely Pets II
Pets only

Purely Pets III
Pets only

Pet Parents
Pets with adults

Pet Families
Families with pets

Best Buddies
Children with Pets

Pet Boutique
Boutique products: Yancy / Frames / WMG / Expressions Panel / Paw


Prints / Holiday Cards / Jewelry-Handbags / Gift Certificates

Studio Information
About Jim & Ann – Product focus image / About Persnicketyi – AKC


cover illustrations

Paws for a Cause
Operation Smile opportunities

Contact Form
Contact information

Blog

List material(s) needed to accomplish this strategy:

Marathon Package Site – Spiced Cider

9B. Plan Your Blog Strategy

Complete for each Website required for your business:

Studio or Market Segment: Persnickety Pet Portraits

URL: blog.PersnicketyPetPortraits.com
Type of Blog: New Marathon Blog

Intended Audience:

Same as website

Drive Traffic By:

• $50 Gift Card giveaways for the first 5 people who call the studio

• Free Session giveaways for the first 5 people who call the studio

• Portrait of the Week feature with info about the breed

• eNewsletter

• Link to local vendors

• Link to social network media and repeat content on Twitter with link to update FB status
Possible Blog Topics / Content
• Portrait of the Week feature with info about the breed

• Vendors and products

• Upcoming dog shows

• General interest pet items

• Halloween costumes for pets

• Funny pet photos

• Holiday cards

• Holiday gifts: jewelry, handbags, gift certificates

• Yappy Hour

9C. Social Network Media Strategy

Determine how you wish to integrate the following social networks into your Internet marketing strategy:

 FORMCHECKBOX 
 Facebook

How to integrate:

Create a Persnickety account

 FORMCHECKBOX 
 Twitter

How to integrate:

Create a Persnickety account - link to FB status updates

 FORMCHECKBOX 
 MySpace

How to integrate:

     
Other:      
How to integrate:

     
Other:      
How to integrate:

     
Other:      
How to integrate:

     
9D. Plan Your eNewsletter Strategy

Complete for each eNewsletter required by your business:

Studio or Market Segment: Pets
Name of eNewsletter: Persnickety Pet Portraits

Intended Audience:

Same as website, blog, Facebook, Twitter

How to collect email addresses:

· Clients and friends of clients

· Blog link

Activities with marketing partners

· News items such as Yappy Hour, Paws for a Cause
website/blog

· Items of interest to pet lovers
websites

· health checkup information from Clemens
both websites

· DDTC event info
both websites

· Holiday cards
website/blog

· Holiday gifts
website/blog

· Yancy paintings
Link to Yancy site

· Gift certificates
website/blog

Worksheet 10: Selling Plan by Market Segment
	Name of Person/Studio

Ann Monteith
	Date of Plan

June 2009


	Market Segment (Product Line or Product Line Category)

Pet Portraiture (Persnickety Pet Portraits)


	Last Year’s Total Sessions for this Market Segment

20
	Projected Total Sessions for this Market Segment

50


	Last Year’s Total Sales for this Market Segment

18,900
	Projected Total Sales for this Market Segment

$60,000


	Last Year’s Average Sale for this Market Segment

$945
	Projected Average Sale for this Market Segment

$1,500


	Who is responsible for establishing the sales plan and price list of this Market Segment?
Jim


10A. The Telephone Inquiry

	Who will handle telephone inquiries for this Market Segment?
Jim, Ruth, Ann


	List key questions to ask of prospective client:

For all:

· What type of portrait did you have in mind?

· Have you seen our work before? (record this in SuccessWare)

For pet alone:

· What type of pet?

· If it is a dog, do they show the dog?

Get them talking about the pet . . . show enthusiasm and interest in what they say.

For pet with person or family:

· How many in the family?

· Get them talking about themselves . . . show enthusiasm and interest in what they say.



	List important information to impart to prospective client:

For all:

· Session fee and lower price range.

· We have room to exercise the dog. We have a grooming table if you need it.

· Projection process: images are shown large on the wall in different sizes; hold frame over image we’ll be there to help,

· so you can make an intelligent decision every step of the way.

If portrait is of pet only 

· Get info about the pet: breed, favorite things, etc.

When people are involved include the following:

· Explain what we do at planning session.



	List desired outcome (next step, such as “schedule a Consultation appointment”) for this step in the selling plan:

Pet alone: Determine if client needs to bring anything from home; set up session appointment.

Pet with people; set up planning session appointment.




	List any necessary follow-up steps:

List information gathered on client’s session form.

Send “We’ll be looking for you” Hospitality Card and magnet.



10B. The Consultation
	If a Consultation is required, for this Market Segment, who will handle it?
Jim




	Where and/or how will the Consultation take place?
Conference room




	List sales aides needed to support the Consultation, including price lists and sell sheets:

• Pet Gallery samples

• Fine Art Panel samples

• Boutique product samples

• Other specialty products

• Sell sheets for specialty products



	List key questions to ask of prospective client:

• Tell me about your family, including activities.

• Tell me about your pet.

• Discuss and question literal vs. interpretive images.

• Indoors or outdoors? Formal, tailored, casual?



	List important information to impart to prospective client:

• Discuss art elements, making transition into clothing discussion.

• Mention pricing up to 16x20.



	List key products, from this Market Segment, that should be introduced during the Consultation:

• Wall portraits or collections

• Specialty products



	List courtesies you can extend to make the Consultation memorable or emotionally satisfying:

• Refreshments

• Client Information Folder

• We need to come up with other ideas here!



	List desired outcome (next step, such as “schedule Portrait Session”) for this step in the selling plan:

Schedule portrait session and view-and-choose appointment.




	Follow-up steps required prior to the Portrait Session or Event:

List information gathered on client’s session form.

Create a goodie bag with pet treats and one for each child, if children are involved.




10C. Preparation and Execution of Session or Event
	Who will do Session or Event preparation?
Jim
	Do you have a session or event checklist ?

 FORMCHECKBOX 
 Yes      FORMCHECKBOX 
 No


	If you do not have a Session or Event checklist, list steps required to conduct the Session or Event:

NA

Remember to schedule or remind clients when the view-and-choose session will occur . . . making sure everyone who needs to be there will be there.



	List courtesies you can extend to make the Session or Event memorable or emotionally satisfying:

· Present "Hospitality Tray" (We're so glad you're here! Hospitality Card, water bowl, branded water bottle, dog ball).

· During the session, let clients see several images in the LED on the camera back.

· At session, present a Persnickety bandanna for dog(s) and create several images.

· Present goodie bags.



10D. Sales Session Preparation
	Who will prepare the images for presentation?
Jim or Ann
	Who will determine Expectation of Sale?

Jim or Ann


	List preparation steps required for conducting the Sales Session:

· ProSelect set up with client images.

· Pick favorite image and create a Sneak Peek" note card to give to clients to take home after the sales session.

· Conference room is neat.

· Any specialty products or recommended frames within reach.

· Refreshments ready.

· Sales materials in place.

· When to expect your portraits card?



10E. Sales Session
	Where (such as in the studio or at client’s home) and/or how (such as projection or paper proofs) will the Sales Session take place?
Studio - Projection


	List sales aides needed to support the Sales Session, including price lists and sell sheets:

· Invoice

· Specialty products samples

· Sell sheets for specialty products



	List courtesies you can extend to make the Sales Session memorable or emotionally satisfying:

• Refreshments

• "Sneak Peek" card with 4x5 image to take home to show around until order is finished.



Describe each step in the Sales Session, including a sales checklist:

• Get clients settled and serve refreshments.

• Explain about slide show.

• Show slide show on ProSelect.

• Show choice for wall portrait and determine size.

• Write up wall portrait selection and frame selection on invoice.

• Show additional product or collection recommendations.

• Add to invoice

• Ask about gifts.

• Show specialty products and incentives.

• Complete invoice.

• Offer payment plan or credit card cycle split if necessary.

• Ask for email address!!!

• Provide delivery information.

• Present "Sneak Peek" Hospitality Card
10F. Product Delivery
	List steps required to prepare for the pick-up or delivery of finished order:

• Place wall portraits on display easels.

• Create image to go into shopping bag.

• Package all products.




List rewards you can provide to make the client’s completed transaction with you memorable or emotionally

satisfying:

• I-book or European miniature OR

• Miniature canvas OR

• Note cards

List any post-delivery follow-up actions:

Consider sending complimentary note cards with thank-you letter.
	List any re-marketing opportunities that would apply to the client, along with the steps needed to make this happen:

• Holiday cards – send sample in September.

• E-newsletter

• Family Portrait Month information

• Pet portrait specials



 10G. Refining Your Selling Plan 
	List the step in which you encountered problems or objections:

 FORMCHECKBOX 
 Telephone inquiry      FORMCHECKBOX 
 Consultation      FORMCHECKBOX 
 Session or Event      FORMCHECKBOX 
 Sales Session      FORMCHECKBOX 
 Other:      
List problem(s) encountered or objection(s) stated: 

     
Determine appropriate response or action for problem(s) encountered or objection(s) stated: 

     



	List the step in which you encountered problems or objections:

 FORMCHECKBOX 
 Telephone inquiry      FORMCHECKBOX 
 Consultation      FORMCHECKBOX 
 Session or Event      FORMCHECKBOX 
 Sales Session      FORMCHECKBOX 
 Other:      
List problem(s) encountered or objection(s) stated: 

     
Determine appropriate response or action for problem(s) encountered or objection(s) stated: 

     



	List the step in which you encountered problems or objections:

 FORMCHECKBOX 
 Telephone inquiry      FORMCHECKBOX 
 Consultation      FORMCHECKBOX 
 Session or Event      FORMCHECKBOX 
 Sales Session      FORMCHECKBOX 
 Other:      
List problem(s) encountered or objection(s) stated: 

     
Determine appropriate response or action for problem(s) encountered or objection(s) stated: 

     



	List the step in which you encountered problems or objections:

 FORMCHECKBOX 
 Telephone inquiry      FORMCHECKBOX 
 Consultation      FORMCHECKBOX 
 Session or Event      FORMCHECKBOX 
 Sales Session      FORMCHECKBOX 
 Other:      
List problem(s) encountered or objection(s) stated: 

     
Determine appropriate response or action for problem(s) encountered or objection(s) stated: 

     



	List the step in which you encountered problems or objections:

 FORMCHECKBOX 
 Telephone inquiry      FORMCHECKBOX 
 Consultation      FORMCHECKBOX 
 Session or Event      FORMCHECKBOX 
 Sales Session      FORMCHECKBOX 
 Other:      
List problem(s) encountered or objection(s) stated: 

     
Determine appropriate response or action for problem(s) encountered or objection(s) stated: 

     



	List the step in which you encountered problems or objections:

 FORMCHECKBOX 
 Telephone inquiry      FORMCHECKBOX 
 Consultation      FORMCHECKBOX 
 Session or Event      FORMCHECKBOX 
 Sales Session      FORMCHECKBOX 
 Other:      
List problem(s) encountered or objection(s) stated: 

     
Determine appropriate response or action for problem(s) encountered or objection(s) stated: 
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