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ShamelessShameless

There’s no better time to start
tooting your own horn.
There’s no better time to start
tooting your own horn.

Self-PromotionSelf-Promotion

E
verybody knows you’ve got to
promote your bridal store to
make sales but many owners fail
to recognize how strategic self-pro-
motion can also make or break
success.
    What’s the reason for this com-
mon oversight? Sometimes it’s sim-
ple shyness. You may advertise your
brand regularly but shudder at the
thought of discussing your experi-
ence out of fear of sounding too
self-absorbed or boastful.
    “Business owners struggle with
the connotation of being a used car
salesman…and they see self-pro-
motion as something that puts
them into that category,” says
Darnyelle A. Jervey, CEO of the
business and entrepreneur coach-
ing firm Incredible One Enterprises
(www.incredibleoneenterprises.co
m) and author of seven books,
including “Burn the Box: 7
Breakthrough Strategies for Standing
Up, Stepping In and Igniting Success”
(Incredible Factor Publications,
releasing July 2015).  
    However, “it’s as honorable to
sell as it is to buy,” Jervey says. “I
teach my clients to realize that mar-
keting is literally just a conversation
you have with someone who has a
problem you can solve.”

http://www.incredibleoneenterprises.com
http://www.incredibleoneenterprises.com


    Also, many small business owners
don’t recognize their own expertise in
their field or realize that customers are
genuinely looking to them as experts,
says Russell Trahan, president of
Orlando-Fla.-based PR/PR Public
Relations (www.prpr.net).
    “They may think they’re just selling
dresses but because they can consult on
finding the right look and fit, they offer
something far beyond the tangible
goods they are selling – they’re offering
intellectual property as well,” Trahan
says.
    Or you might believe self-promotion

is something that applies mainly to big-
ger stores in large, metropolitan mar-
kets. For example, you may notice that a
nationally known store, made popular
by reality TV, effectively communicates
the expertise and talents of its staff. You
may admire that approach, thinking it
works for the dramatic purpose of tele-
vision, but feel unsure of what you have
to offer local media, much less how to
adopt and manage it appropriately. 

    “Everyone thinks you always have to
shoot for the sky and be promoted in
the big guns – national bridal magazines,
at national bridal shows, or on Lifetime
Television,” Trahan says. “But there’s
often more business to be generated
from more targeted markets, like com-
munity magazines or the local morning
news show.”
    You must look at the numbers to
realize how it all makes sense, he says. If
a publication goes out to 60,000 people
but 80 percent are your target market,
you’re far better off promoting there
than in a publication that goes out to

1. Allowing the ego to
take hold. Anyone who
doesn’t put their cus-
tomers’ interests ahead of
their own runs the risk of
coming across as arrogant.
That’s one of those classic
marketing mistakes, not to
mention a serious prob-
lem when it comes to
shameless self-promotion,
according to Russell Trahan, president of Orlando-Fla.-
based PR/PR Public Relations (www.prpr.net), which spe-
cializes in helping clients improve success rates with their
print public relations and social media.
    “They get too hung up on talking about themselves, and
the media doesn’t care,” he says. “It can be equally damag-
ing if someone is just painfully shy.” 
    If you fear freezing up while talking on camera, pick
someone else in your shop to handle these tasks.

2. Thinking your “friend” can manage your brand. Like lots
of small business owners, you may be on a tight marketing
budget. But before you cut corners in this area of business,
consider the perspective of Amy Moody, a partner at
Locus Interactive (www.locusinteractive.net), a national digi-
tal marketing and website development firm based in
Hood River, Ore. 
    Moody says that clients are infamous for telling her that
they have a friend or relative who can help build a website,
design a logo, handle e-mails, do graphic design, or other
types of marketing support. Unfortunately, this typically
ends up being problematic. 
    “When dealing with your company’s brand identity or
marketing presence, it’s important that everything from
business cards to the website, print ads, e-mails and other
marketing pieces look cohesive and professional so their

brand identity positions
them in the best light
possible,” she says. “More
commonly than not, mar-
keting tasks carried out
by friends become tem-
porary solutions that later
lead to the need for a
long-term solution, eating
both time and money.”
    If your marketing looks
fragmented or amateur, this will reflect poorly on you per-
sonally and professionally. Anything sloppy, confusing or mis-
aligned can create confusion for customers. This can then
undermine your best intentions in terms of coming across
as an authority figure who can help them. It will be hard
for customers to believe and trust you if what you present
is either too complicated or falls short of their most basic
expectations.
    Also, once you find that great marketing partner, try
your best to let that person or team do their job, Moody
says. 
    “When you go to a lawyer for legal advice, you don’t
tell them the best way to do their job – you pay them for
their professional experience and knowledge in the hopes
of receiving the best legal representation possible,” she
says. 
    She continues, “When a client comes to me looking for
a new website, I hope that they can trust we are in-tune
with industry trends and best practices – and have faith in
our decisions. Clients who ask questions are greatly appre-
ciated since this creates a collaborative process. However,
clients who merely ask us to be order takers and ignore
industry best practices to fulfill their wishes should proba-
bly have continued to work with ‘the friend they know
who can help them.’”

Five Oversights in Shameless Self-Promotion

Self-promotion is a crucial
component of successful
business marketing.
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600,000 with only one percent being
your market. 
    The value and true return on invest-
ment offered by local, more targeted
marketing opportunities must be
understood. This is particularly impor-
tant in terms of providing a platform
from which you can showcase your
expertise and talents, perhaps being
regularly featured as “the local
resource” for bridal fit, style, solutions or
whatever it is you’re shamelessly pro-
moting yourself to be.

Simple Solutions to Support 
Shameless Self-Promotion
    When it comes to promoting your-
self in a business sense, realize that your

goal is not to talk about “me,” as in “I did
this, I did that.” Rather your number-one
objective should be to think about how
you can help your customer.
    Considering that self-promotion is a
just a part of your overall marketing
strategy, remember that “marketing is a
business’s lifeline or oxygen if you will,”
Jervey says. “If you don’t market, your
business won’t be able to live very long.
The only way to help people is to tell
them that you can, and marketing and

promoting your business is how you do
that.”
    So how can you really help your cus-
tomers? To figure that out, you’ve got to
know your strengths, skills and talents. 
    If you can’t immediately answer what
sets you apart from competitors, take a
few hours to reflect on or journal about
it. Get feedback from people who work
with you and/or know you well. 
    What education or unique experi-
ences have given you an edge on under-
standing something that can potentially
help your clients? Are you different
from other bridal retail owners because
you have a fashion degree? Can you be
the one storeowner within 100 miles
who has helped more than 10,000

“If you don’t have more
business than you can
handle, you’re not
marketing enough.”

3. Insufficient marketing. You don’t
know what you don’t know until
you know it. And the fastest way to
determine if you’re doing enough
marketing, particularly capitalizing
on opportunities for powerful,
effective self-promotion, is to find
out through feedback. 
    “I typically have my clients take a quick survey to see if
they are marketing enough,” says Darnyelle A. Jervey, CEO
of the business and entrepreneur coaching firm Incredible
One Enterprises (www.incredibleoneenterprises.com) and
author of seven books, including “Burn the Box: 7
Breakthrough Strategies for Standing Up, Stepping In and
Igniting Success” (Incredible Factor Publications, releasing July
2015). 
    She continues, “If you don’t have more business than
you can handle, you’re not marketing enough. If you aren’t
actively getting inquiries from your website, if you’re in the
store for an entire shift and the phone doesn’t ring a spe-
cific number of times, you’re not doing enough. The best
way to answer this question is to clarify your Key
Performance Indicators and your goals, and track them.
Then, you can determine whether or not you’re doing
enough activity to achieve your goals.”

4. Missing in search-engine action.
Part of what makes your business
unique is that it’s an aspect of your
local community. 
    Your store is in your neighbor-
hood, town or city – and your tar-
get market always needs to know
this! Consequently, failing to have your business pop up in a
local search is akin to shameful self-promotion. When you
don’t show up or are otherwise MIA online, it can cast
your business in a light of doubt; does your bridal store still

exist? If it does, where is it and why does it not matter
enough to pop up immediately in a search engine query?
Do you, as a storeowner, not care enough about your busi-
ness and its customer to ensure the two can easily con-
nect? 
    Such are the many questions and assumptions that fly
through a potential customer’s mind.
    “Those who feel they don’t need to be found in search
engines, even in the most simplistic form, should really
reconsider,” Moody says. “If no results are returned, people
can question whether or not a business is legitimate. . . if
they do know a business exists and are just looking for a
phone number to call but can’t find it, the individual may
choose a competitor whose number is now right in front
of them.”
    Depending on why your business is not showing up on
a local search, there are a number of corrective actions you
can take. If this is a roadblock for you, find a way to get
around it — or hire someone who can tackle the problem
for you.

5. Keeping what’s personal pri-
vate. Sometimes small business
owners don’t realize just how vital
it is to ensure personal Facebook
pages and professional Facebook
pages aren’t one in the same,
Trahan says. 
    “It’s very important because you don’t want your clients
seeing your thoughts on personal things or politics, for
example,” he says. 
    Cross that line and things get fuzzy in terms of the goals
of your business, your intentions to help brides, your ability
to control your ego, your professional maturity, and much
more. 
    A good rule of thumb: if it doesn’t mainly serve your
clients, anything you post is more about you and becomes
the very type of self-promotion you’re striving to avoid.

Continued from page 39
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The Immediate Resource operates 
the largest Wholesale Special Occasion 
showroom in North America, with over 
40,000 dresses ready to ship.

We guarantee our gowns to be 
authentic merchandise from top labels 
in the fashion industry and they will 
arrive flawless, on time and ready to 
sell.

No minimums per style, all off-price 
and 79,000 square feet of showroom 
to shop from!

Call Us at 800-966-5517
Dallas Showroom
1555 Regal Row
Dallas, TX
75247

Same Day Shipping On All Gowns and Dresses!

http://www.theimmediateresource.com
https://www.facebook.com/TheImmediateResource/info
http://www.theimmediateresource.com


brides find the gown of their dreams?
Do you have a knack for troubleshoot-
ing the trickiest wedding-gown troubles
with solutions that bring tears of joy to
brides’ eyes?
    You can’t help others if you don’t
know how you can help. And you don’t
really know how to help unless you
know who you are, what you’ve done
well in the past, how you’re remarkable,
and what you’re capable of doing today
and in years to come.
    Once you’ve determined what’s
extraordinary about you and how you
effectively help your customers, believe
it and start putting the art of shameless
self-promotion into practice. Consider
all the tools – press releases, social
media, local television, radio shows,
print resources, special events, fundrais-
ers, conferences, speaking engagements,
direct marketing, e-mail campaigns,
website copy, blogs – the ways to insert
your expertise with tact and taste are
endless. 

    Proactively and consistently use and
seek out all opportunities to toot your
own horn, making sure you’re repeated-
ly seen and heard through a number of
different mediums. Ideally aim for five to
seven of the nearly 30 known market-
ing strategies, Jervey says. 
    Equally important: promote yourself
in the right way. Don’t be obnoxious or
pushy but utilize a sensitive, caring and
customer-centric approach.
    For instance, effectively tooting your
horn does not mean talking incessantly
about how you’re so great at solving
problems for customers. Rather, it
entails actively seeking out and/or spot-
ting opportunities to tell your target
market about a real customer (without
naming names) who had a problem and
the story of how you or your store
solved it. 

    “When you are doing shameless
self-promotion, don’t promote yourself
but your expertise and knowledge,”
Trahan says. “It’s about how you can
solve the viewer’s problem or the read-
er’s problem, or really how you can
make their lives better!” 
    By taking this approach, the media
will then know you’re qualified to speak
on the subject matter. 
    “And that’s how you’ll get inter-
viewed and that’s how you’ll get people
interested in you and your business,” he
says.
    When interviewing or sharing your
expertise, always focus on how you
make the viewer’s or reader’s life better,
then back it up with how you know
that, followed by your credentials.
However, dare to lead with your cre-
dentials (or ego!) first and you’ll risk
putting your credibility in jeopardy.
    In summary, make it a rule of thumb
to always keep the customer at the
center of your thoughts and conversa-
tion, and the self-promotion you do will
remain ego-free and naturally, simply
shameless.                                      

page  42   VOWS:M
ay
/Ju
ne
 2
01

5
Co
ver
 Fo

cus
: M
ark

etin
g Promote your

expertise and knowledge,
not yourself.

In-Stock New For 2014

Dozens of styles –
Basics, fashion, career, Napa for suits.

• Prices starting at $10/pair
• Guaranteed Factory Direct 

Attached Soles
• Over 30 years of shoemaking –

Since 1981.
• Mens, boys, infants, medium, wide width. 

800 539-6063 • www.GatewayShoes.com

Proudly Making Premium Formalwear shoes in the USA since 1981

800-539-6063

Round Toe
Blucher 

Grey
Allegro

Neon laces
for add-on sales.

http://www.GatewayShoes.com

