
 

Mike Morrison: Hello there. Welcome to episode 135 of the Membership Guys podcast. I'm your 
host Mike Morrison. And this is the place to be if you want proven practical tips 
and advice on growing your membership website.  

 Thank you so much for joining me for today's show. I truly, truly appreciate you 
taking a little bit time out to spend with me and listen to me going on about 
membership related stuff. Hopefully, if you're a returning listener, it's been 
worth your while. Hopefully, you're enjoying the show. I always love to hear any 
feedback you may have. Give me a shout on social I'm on Twitter 
@membershipguys. Or you can always just go ahead and leave a nice review for 
us on iTunes, Stitcher, Spotify, wherever it is that you've found us. I truly 
appreciate it even if for nothing else other than to hear from you about how the 
podcast has helped you and your membership site. And if you're joining us for 
the very first time, first of all, welcome, thank you for checking out the show. Go 
right ahead and hit subscribe and whatever it is you're listening to the show in, 
to make sure that you don't miss a single value packed episode of the 
Membership Guys podcast. 

 Today we're talking about having a niche. Right away we've hit the first thing we 
need to address the pronunciation of niche. If you are from the UK then typically 
that is the correct pronunciation. The word niche is taken from french and that's 
the original french pronunciation of the word, niche. But if you're joining us 
from over in the States or indeed I know there's several other areas in the world 
that pronounce it differently, you will say niche. For the purposes of this 
episode, I'm going to be saying niche because to say niche just doesn't feel right 
in my mouth but I want to stay neutral, I don't want to get into the politics of 
the pronunciation, so if I say niche, I mean niche. This problem rears its head 
again in my opening point which is that so often especially in the online space 



you hear the phrase, the riches are in the niches. This again, this is why the 
pronunciation's a sticking point 'cause riches are in the niches just doesn't work.  

 But my point is that if you're in the online space you will likely have heard a lot 
of advice telling you that the direction to go in is to find a niche, find a speciality 
focus for your business because that's the way that you stand out. And for me 
that makes perfect sense. Having a niche makes your offering more targeted. 
This increases the likelihood of someone identifying with the problem you have. 
Certainly more so than if you are positioning yourself in a very broad, very 
general, very basic kind of way. Solving a specific problem is essential. If you 
want to stand out from the crowd, you can't just blend in with the crowd. You 
need to have a speciality.  

 Look at it this way, if you have a very specific, very rare brain condition and you 
go into a hospital and you're offered a choice of two people to provide 
treatment. The first of those is someone who specialises in this particular brain 
condition, it is literally the thing they live, eat and breathe, day in day out, 
they've read every book, they stay up to date on every single movement, every 
single piece of news, every bit of progress in this field related to that condition. 
This is all they do. The only operations they do day in, day out are operating on 
people with this condition. That's person number one. The second person who 
you are offered to treat you is a generalist. They have done one or two 
operations on people with your condition, they've also taken out an appendix, 
sometimes they hang around the children's ward putting plasters on busted 
knees, maybe they'll amputate a limb here and there. They'll deliver a baby 
every other Sunday. They are Jack of all trades, they're a generalist.  

 Which of those people do you want to treat your condition? Obviously it's the 
first one. Because you have a specific problem and that person is geared up to 
solve just that specific problem. If you're a generalist and you do a little bit of 
everything and you can help pretty much anyone with pretty much anything, 
then yes sure, the potential audience size for your product, for your podcast, 
your blog, your videos and so on is larger but so is the number of competitors 
because there's plenty of generalists out there who are giving broad basic 
advice across a whole gamut of topics within a wider industry. You can't attain 
mastery if you are a Jack of all trades. Mastery is something that comes with a 
premium. Mastery is something that helps you stand out from the crowd. In my 
opinion, membership site owners if they want to be real successful, they need 
to own and dominate a niche otherwise you're just too broad brush, you're just 
too generic and it's going to be hard to stand out across everybody else who's 
doing exactly the same thing that you are.  

 One of the main reasons I want to talk about this topic today is because I was at 
an event back in November and I heard someone on stage say this. They said, 
"The niche is where you start, it's not where you stay." As soon as I heard that I 
made a little mental note that I wanted to pull out the soapbox and talk a little 
bit about that notion because it's one that I disagree with. We see it far too 
often, somebody comes on the scene, they work hard to dominate a specific 



niche to get well known as a master of a particular area. But then as soon as 
they get momentum and they get recognition and maybe they start to make a 
little bit of money, they move to the middle of the road, they go general. They 
become generic instead of specialised. They abandon that mastery. They 
abandon that niche and they become a Jack of all trades. Believe me, the world 
does not need another generalist.  

 And who know why this happens, maybe it's because they get bored. Maybe 
they hit a limit on their ability to serve that audience or talk about that niche 
topic. Maybe their audience pulls them in that direction because it's more 
convenient for someone if the person you turn to for advice about Facebook ads 
can also tell them how to grow a YouTube channel and sometimes people give 
in to that little tug that comes from their audience of saying, well why don't you 
also do a podcast episode about YouTube? I know you're a Facebook ad 
specialist but can you help me with this? Could you help me with that? More 
often than not we find that people move to the middle and they go general, 
they move away from their niche 'cause they think the grass is greener. They 
think the scope for growing their audience, for making more money, is greater if 
they expand their potential audience size and they think the only way of doing 
that is broadening the scope of what it is they actually talk about. 

 Usually you find this happening with people who started out as being very niche 
and they never actually served a broader audience previously. On paper it 
makes sense, we often talk on the show about finding your 1,000 true fans. This 
is an ideology that was popularised by Kevin Kelly where the idea is that all you 
need is 1,000 true raving fans to hang on your every word, buy your every 
product and so on in order to be successful. If you're in a niche and you have 
your 1,000 true fans then it's understandable for you to be seduced by the 
notion of how great it would be that that 1,000 true fans was 10,000 true fans. 
Or a 100,000 fans. And you start to do the maths and you start with that whole 
spreadsheet millionaire stuff. You get a little carried away. In doing that, in 
following that mindset you miss the point. Fandom comes from resonance. But 
it's harder connect and to resonate with your audience when you're trying to be 
all things to all people.  

 It's important to note that this whole segue and this whole soapbox rant is 
coming from someone who started broad and then niched down over time. 
Most of the people who talk about the importance of niching, talk about niching 
down from a position where are you initially broad. Starting broad and then 
narrowing your focus over time. That's certainly what we did and it's certainly 
the method and the approach that I think is most effective long term. Maybe 
the fact that that's been my journey in the past decade or so of being an 
entrepreneur and running my own business, maybe that's why I have this 
perspective but I'd still maintain that dominating a niche is something that you 
should be aiming towards. Not something you try to move away from.  

 Anyway, I'm going to put away my soapbox to talk about how membership site 
owners can actually niche down if you're not already in that place. But I want to 



make sure that I got that off my chest because if you are a membership site 
owner who actually has a built a reputation and has gained recognition and 
visibility as a master of your craft, of a specialist, then please, please do not 
allow yourself to be swayed away from that by people trying to spread this idea 
that a niche should only be a temporary starting point, that it should be 
something you move away from. The world really does not need another 
generalist. There's enough of them out there, there's too many people trying to 
be Gary Vaynerchuk or as is the current trend, trying to be the anti Gary 
Vaynerchuck. You don't need to join in and move to the middle of the road 
doing what everybody else is doing. 

 Soapbox away, how do you actually niche down? Essentially there's three types 
of niche. What you do, how you do it and who you do it for. Niching by what you 
do comes down to the specificity of your topic. Think about amazon.com, 
specifically their book marketplace and how they categorise the titles that they 
actually stock. You have broad categories there's maybe a dozen or so of those 
and then you are two to three levels of more specific categories that fall under 
those main ones. If you're thinking about how you could potentially niche or 
whether you're niche enough, think about the context of your industry. How 
many levels down are you?  

 Let's talk about ourselves. The broad topic if we were to be categorised on 
Amazon, the broad topic is business. Next level down is online business. Next 
level down is E-learning as a type of online business. The next level down is 
membership site. We're about four levels down in terms of specificity which is a 
good place to be at.  

 You want to be three to four levels down otherwise you're going to end up over 
niched which is where you're too specific to the point at which you are way to 
narrow in terms of your focus. Here's another example, let's say your broad 
topic is music instruction. Next level down could be guitar. Next level down from 
there is bass guitar. Next level down is acoustic bass guitar. Try and use that 
kind of thought process. How would your business, how would the topic that 
you specialise in be categorised on a site like Amazon? How many levels down 
are you? You want to be three or four levels down. Anything less than that 
you're probably too broad, anything more, you're going a little bit too specific. If 
you get to that sort of level, this will often give you what I call a cross section 
niche. This is where your specific topic can be used to add a little bit of variance 
onto the broader topics. This gives you a unique angle and it gives you options 
for really standing out against the crowd.  

 We mentioned online business as being the second level down in our particular 
niche. Online business encompasses things like Facebook ads, webinars, email 
marketing and so on. If I was to write a blog article or do a podcast episode just 
about Facebook ads or about webinars it'll end up blending in with the 
thousands and thousands of other blogs about those topics. But because I have 
that specialist niche of membership sites, that lets me write something about 
Facebook ads for memberships. Webinars for memberships. Email marketing for 



memberships. Suddenly the crowd thins because there's nowhere near as much 
competing content on the topic of Facebook ads for membership site owners. 
Webinars for promoting your membership. My specific niche gives me that 
unique angle on countless other broader topics. And that's just a small part of 
how powerful having that niche can be.  

 Quite often people think that niching down and getting specific limits the scope 
of what you can do in actuality, I expands it because it gives you that cross 
section of all the other topics of all the other stuff that everyone else is talking 
about, you just put that little unique twist on it by applying your niche and it 
opens up massive, massive potential. What you do is the most common way of 
niching down. How specific your topic is, how specific your focus is and how well 
you leverage that with your membership. 

 The second option for niching down is how you do it. Typically this is the 
method of delivery. You may decide to serve your audience with consultancy, 
with an online course, with a done for you service or a course with a 
membership. Usually you don't want the how you do it part to be the only thing 
you niche by or the only variant in how you serve your audience because people 
are generally less bothered about the means of having their problem solved 
than they are about simply having it solved.  

 For some people they may have patented programmes or stuff like that where 
they have a completely unique curriculum or a completely unique technique 
that they use but in most cases people aren't going to see that as anything more 
than a gimmick at best. The how you do part really isn't going to be the 
strongest element of how you niche but you can certainly combine it with the 
what you do so you can be a membership site about membership sites. You can 
be the only membership site for bass guitar enthusiasts. But just keep in mind 
that the how you do part really isn't going to be the thing people care about the 
most. You usually going to want to combine that with something else to create a 
compelling niche. 

 The third angle for niching down is who you do it for. We talk about what you 
do, how you do it, who you do it for is a powerful, powerful element. Again if 
you can get specific about who it is you actually serve and even more than that, 
make the decision to only serve that demographic exclusively, whether it's an 
age group, a business type, a gender, location and so on then that can make you 
a far more compelling choice for which membership to join, which consultant to 
work with and so on. Then any of your competitors. There's a lot of power in the 
phrase for someone. For accountants. For female entrepreneurs. For 
millennials. Having that again, as your differentiator, as your niche, even if the 
what you do is a little broader, the who you do it for is what can bring you to a 
more focus, to a tighter and more compelling niche. There's so much power in 
choosing to only serve a specific audience. 

 This is something I first got a taste of well over 10 years ago when I was running 
my online marketing agency. One of the things that we offered as a service was 



website design. At the time, I was very heavily involved in local business 
networking so I'd go along at a stupid hour in the morning and eat a horrible 
breakfast at a Holiday Inn and I'd network with a bunch of local business 
owners. While this was a little bit of a mixed bag, some of the meetings were 
quite stuffy, there were some connections and indeed some friends that I made 
through this sort of networking and it was the thing that propelled my business 
in those early days.  

 One of those connections, someone who became quite a good friend over the 
years was a guy who ran an accountancy firm. This was a medium size 
accountancy firm that had a good size team, they did very well for themselves. 
But their website was very outdated. We'd known each other probably about 18 
months by that point, we'd shared countless stale breakfasts over all these 
different meetings, we had a great relationship. When we pitched to revamp 
their website there was pretty much no question that it was going to happen. 
They'd almost said as much to us. You are the only company we'd want to work 
with. We know that you can get us results. We know that you know what you're 
doing. So the pitch, the quote and all of that was almost just a formality. 

 We gave that proposal, we gave that quote expecting to hear back pretty soon 
based on the discussions we'd had beforehand and it was silence. We didn't 
hear anything whatsoever from this guy. Weeks passed without any word which 
was very, very unusual. I chased up and I followed up a few times and eventually 
we got a phone call and it turned out that they'd made the decision after much 
discussion to go with another company. Obviously I was quite shocked by that 
so because of the relationship that I had with this guy I probed him further, 
come on dude, this was pretty much a done deal.  

 My first thought was maybe we were too expensive, actually no that wasn't the 
case. The other company, the ones they decided to go with, they're actually a 
little bit more expensive than we were. Okay, well is it the quality of our work? 
Are we not as good as we thought we were and as good as you thought we 
were? No, no, they know that we do great work. There's no question, no doubt 
about that. Okay, so why didn't this happen? The reason that they chose this 
other company was because this other company was a website design agency 
that specialised in accountants. The quality of their work was no different. In 
fact it was a little bit inferior if I say so myself. They weren't undercutting us, 
they weren't undercharging. Their own website wasn't particularly any better 
than ours. Their portfolio, all that sort of stuff, it was the niche. 

 It was the fact that we offered web design, they offered web design for 
accountants. Those two little words at the end were the difference maker and it 
was such a compelling difference maker that it overpowered friendship, pre-
existing relationships, pricing, all that sort of stuff. Just those two words, for 
accountants. That's the power of having a specialist niche. That's the power in 
niching according to the audience you actually serve. As it all turned out they 
messed the project up and we ended up getting it in the end. But the point still 
remains. There's a lot of power in having that niche.  



 If you're not already niching down with your membership, then think about how 
you can get more specific in terms of what you do, how you do it and who you 
do it for. And if you are already quite niched down with your membership, 
please don't allow yourself to be blown off course whether it's from your own 
members, from your audience trying to pull you in other directions or from 
online marketing gurus trying to convince you that a niche is something you 
need to move away from. Trust me, long term people who stay the course and 
remain consistent in their focus, they are the ones who will win. 

 That's it for me for this episode. Hopefully you enjoyed it, hopefully it's been 
useful. As always, I would love to hear your feedback. Any thoughts you have 
I'm happy if you want to challenge me on this. If you want to argue the opposite 
perspective, please I love this sort of stuff. Head on over to our Facebook group, 
search for Membership Mastermind. If you're on Facebook that'll show you our 
group, we got six and a half thousand membership site owners in there and 
we'd love to have you in there and get your feedback, get your opinion on 
today's episode. Or, you can just type in talkmemberships.com into your 
browser, that'll redirect you to our Facebook group as well. Let me know inside 
the group what you thought and any opinions you might have on niching down 
and if you got any questions about your own niche, if you want any advice or if 
you just want to argue the case about why it should be pronounced niche and 
not niche, then I'll see in the Facebook group. 

 Thanks again so much for listening to the podcast, I truly appreciate each and 
every one of you taking a little bit of time out of your day. I'll be back again next 
week with another episode of the Membership Guys podcast.  
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