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I N T R O D U C T I O N

Anything I’ve been successful at can be attributed, in some way, 

to niching.

In 2006, I started doing affiliate marketing as a side hustle from 

my full-time job as a basketball coach and detention supervi-

sor. The very first website I made was loseadoublechin.com. It 

started out as sort of a joke, but the reality behind it is that I 

was overwhelmed by the thought of tackling the diet and weight 

loss industry. I didn’t feel secure in my knowledge, not being a 

physician or having a medical background, or about learning 

such a broad and complicated topic. On the other hand, chins 

are just a small part of the body, and I thought I could learn 

enough about this one area by reading as much information 

as possible.

So I created this site and I soon ranked number one for “double 

chin’’ on Google. It was a terrible site, but it ranked number 

one for several years. It was quite successful, and it made a lot 

of money.
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Then I started thinking, “This one site did so well and it’s not 

even my best work. I bet I can do this again!”

I ended up making eighty other websites. I earned a hundred 

dollars here, two hundred bucks there, but nothing like the 

success of the double chin site. My first mistake—reflecting on 

this many years in the future—was that I didn’t appreciate what 

I had done right. I had niched!

I should have realized what worked and run with it.

When I decided to start my digital marketing agency, I initially 

launched attorneyrankings.org (though we are now rankings.

io). I knew I wanted to work in the legal industry, but I was 

scared that every time I gave up a service, it would hurt my 

revenue or my positioning. In actuality, every time I chose to 

not do one thing, other doors opened. I discovered a propen-

sity for search engine optimization (SEO), and I started to find 

more success.

When I went to Vistage (which is a peer advisory group for 

CEOs) and had my first business review, I was told, “You need 

to offer your services to physicians, home services, and these 

other niches, because you’re doing so well with legal.”

I didn’t take my own advice or learn from my previous experi-

ence with all those affiliate sites. Instead I listened to my peers 

(who, in retrospect, were in industries that were completely 

different from mine) and went after a larger cap.

I signed a dental practice and a few other clients in other 

niches—and my momentum slowed. I had more people to sell 
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to, but I was growing at a slower pace. If you’ve seen those 

stock market charts with the zig-zag arrow showing ups and 

downs, this was a big red arrow pointing downward. I kept 

asking myself, “What’s going on?”

As you’ve probably guessed, I had severely discounted my posi-

tioning as an expert when I was only specializing in legal.

Thankfully I didn’t stay on this path too long. We fixed our 

positioning, and the arrow started pointing upward again.

This time I learned—so well, in fact, that niching as a provider 

of SEO specifically to personal injury attorneys has contributed 

to our company being an Inc 5000 recipient for the past five 

years in a row.

I also learned that anything I’ve ever been successful at is 

because I’ve been obsessively focused. I won fourth place 

in a 14,000-player poker tournament because I focused on 

nothing else for a whole month and reviewed 40,000 hands 

of poker during that time. I was a top-rated collectible card 

player because there were many clans to play, but I learned the 

ins and outs of just a few. In sports, I was successful because I 

focused on basketball, went to summer basketball camp, and 

put all my hours and attention into training for just basketball. 

That focus led to me becoming captain of our conference and 

being offered scholarships to play college basketball.

I’ll tell these stories in more detail later, but for now suffice it 

to say that I owe my success to niching up.
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DOESN’T NICHING MEAN SAYING NO?

Every time I’ve considered niching up, it feels like stepping off 

a cliff. It’s scary at first—what if I don’t know what I’m doing? 

What if I fail? But every time I’ve taken that step, it ends up 

being a really positive decision.

Why? Because niching up means moving forward from a place 

of abundance and growth.

The first thing many people think of when they hear niching is 

scarcity; they think of having fewer opportunities, of less ability 

to monetize or grow their business, of taking something away. 

Many individuals’ biggest fear with niching is that by saying yes 

to one area, they’re saying no to many others. It’s true: niching 

does mean saying no to business and shrinking your market. 

For example, for me to become a standout basketball player, 

I had to focus on that one sport—which meant I had to quit 

practicing baseball as much.

But in reality, niching provides opportunities and gives you 

optionality. Even after you choose a niche, if you get a lead that’s 

not where your deep expertise lies, you don’t have to say no. In 

many cases you will, because it’s not your main focus, but you 

always have the option of saying yes if it’s an opportunity you 

particularly want to explore. In some cases, you can genuinely 

help with something that’s not specific to your niche, so you 

don’t have to look at it only as black or white, yes or no.

By saying no to some things, niching opens the door to many 

things—including more or better possibilities.

And that knowledge—that you don’t have to slam the door shut 
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on other business opportunities just because you choose to 

niche up—takes away some of that fear. I find it reassuring 

to know that just because I choose to focus on helping per-

sonal injury attorneys with SEO, that doesn’t mean no other 

opportunities can ever come through my door. In reality, I do 

mostly personal injury (PI) but I have the option of saying yes 

to something else if it makes sense for me.

In fact, of my forty-five current clients, I have three that are 

not personal injury attorneys. Three may not be a lot, but that’s 

three times I said yes outside my niche.

Most recently, I had a divorce attorney come to me and say, 

“Let’s rock and roll!”

I knew I could serve and help them—their keywords and SEO 

strategy are similar, and they had the right attitude—so I said 

yes. But that doesn’t mean that I’m going to now market myself 

for both PI and divorce law SEO.

Far from narrowing your options, niching up opens a world of 

possibility to say yes to the people who are right for you and 

your business—the ones you are best suited to help.

RICHES ARE IN THE NICHES

Telling stories has always been my go-to method for teaching.

I’ve spun tales for high schoolers about how an underdog hoops 

upstart was able to join the first string through good choices 

and hard work. I’ve doled out yarns to website visitors about 

extreme double-chin reduction achieved through clean eating 
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and exercise regimes. And, through the stories in this book, I 

hope I am able to help you learn from my journey with nich-

ing—both from my mistakes and what I got right.

Along the way, I’ll help you to see your own existing business, or 

the business you dream of founding, through the niching lens. 

You’ll understand the many benefits niching can offer, and how 

it can be easily applied to any business vertical. You’ll learn how 

to figure out if niching is right for you simply by determining 

who it is that you are able to serve best and most efficiently. 

Finally, I’ll show you that you don’t need to undertake a ton of 

research or spend money to do any of it. You already collect all 

of the data that you’ll need.

When you choose a specialization, your focus and attention 

make all the difference. Niching allows you to stand out, to be 

in a blue ocean instead of a red one. And when you niche up, 

you obtain significant advantages.

That doesn’t mean that there are no downsides, just that every-

thing you gain through niching outweighs those disadvantages. 

In fact, we’ll address the potential cons of niching in Chapter 

1, and the rest of the chapters will show you all the benefits of 

niching up—things like:

• having greater awareness of the opportunities open to you, 

so you can choose where to say yes or no;

• gaining expertise through hours of practice, which sets you 

apart in your field;

• being able to charge premium prices because people feel 

you’ve invested more time in becoming an expert and there-

fore they’re willing to pay more for it;
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• more easily converting prospects to clients because you 

better understand your niche audience;

• having better relationships with those in your industry, 

which leads to more goodwill;

• getting—and giving—more referrals, which means helping 

more people;

• and becoming more efficient as you develop repeatable pro-

cesses designed to help you and your clients.

Let me be clear that niching is not for everyone and this book 

is not my attempt to convince you that every business ought to 

serve a niche audience. If you’re a business owner who is happy 

with your margins and the manner in which you’re competing, 

perhaps you’ll read this book and still decide to stick with what’s 

working. I’ve seen niching make a positive difference for entre-

preneurs who sell everything from Facebook ads to baskets of 

fries, but I’m not arrogant enough to believe that I know what’s 

best for every business. I’m just sharing my experience with 

niching, how it’s benefited me, and how I think it may be able 

to benefit you, too.

This book is also not a step-by-step guide to finding your spe-

cific niche. Every niching decision is unique, so while I can 

absolutely give you a primer on the facts and figures you should 

pull together in order to figure it out, I can’t make the deter-

mination for you. By the time you’re finished reading you’ll be 

armed with all you need to reach your own conclusions.

I’m excited to invite you along on my journey, and I can’t wait 

for you to understand why I believe so deeply that, for most 

businesses, the niches hold your riches.
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C H A P T E R  1

AT TA C K  O F  T H E  C O N S

The first time I watched Star Wars: Episode II - Attack of the 

Clones, I immediately noticed something different about one of 

the lightsabers in the Battle of Geonosis. In the scene, a bunch of 

random Jedi warriors are fighting, holding lightsabers with the 

familiar blue and green colors any Star Wars fan would expect.

But somewhere deep in the mix, I caught sight of something 

different and did a double take. A purple band of light came 

in and out of view, and I said, “That’s badass! Who’s mowing 

down battle droids with a purple lightsaber?”

The Jedi on the other end of that purple lightsaber was, of course, 

Mace Windu, played by the incomparable Samuel L. Jackson. It 

turns out that his purple lightsaber was designed by Jackson to 

elicit precisely the reaction I experienced. The idea of having Mace 

fight using a purple lightsaber was, in fact, the actor’s own idea.

Several magazines quote Jackson as saying, “We had this big 

arena, this fight scene with all these Jedi and they’re fightin’ 
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or whatever. And I was like, well shit, I wanna be able to find 

myself in this big ol’ scene. So I said to George, “You think 

maybe I can get a purple lightsaber?””

He just...asked! Who knows if this tactic would have worked 

for a lesser actor. I mean, can you picture some unknown guy 

asking George Lucas himself for special treatment so he could 

stand out more in the next Star Wars movie? It worked because 

this wasn’t just any actor asking for the lightsaber upgrade; it 

was one of the most well-known names in film, who simply 

wanted to make sure he (and his fans) could find his recogniz-

able face on the big screen!

So Jackson got his custom-colored lightsaber, and fans got the 

perfect way to pick him out of the crowd in any fight scene. 

You might not be able to differentiate the other Jedis from one 

another if you can’t see their faces on the battlefield, but thanks 

to that purple lightsaber, you can always pick out Mace, even 

from a distance.

NICHING IS NOT JUST FOR NERDS

What on earth does this Star Wars anecdote have to do with 

marketing? Well, Mace’s purple lightsaber perfectly proves a 

fundamental truth of niching: when you do something that no 

one else is doing, you stand out.

When you’re a Star Wars nerd obsessed with niching, 

these are the kinds of things that run through your brain. 

Give me the space to daydream, and it’s only a matter of 

time before I’m thinking about Star Wars...and probably 

also relating it to marketing.
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As you know (especially if you’re on the nerdy side, like me), 

standing out can be great—but it has its downsides as well. 

Every coach and entrepreneur loves to refer to niching as the 

Holy Grail of owning a business, and they always talk about the 

pros, but they tend to skip over the cons.

I understand the instinct here. When you’re selling someone 

on a new concept, generally you want to highlight all the great 

things about it. But the reality is that there are both advantages 

and disadvantages to niching. The pros far outweigh the cons, 

but those cons do exist and we need to address them.

Why?

Because I want to guide you in the right direction. I don’t want 

you to only see the advantages, dive into a niche, and then 

discover that it won’t be beneficial to you. It is a disservice to 

pretend that everything is sunshine and rainbows when the 

truth is that there are a lot of sunny days when you niche up…

but it can also be dark and cloudy. It doesn’t help anyone to 

sweep these very real issues under the rug.

There’s also not necessarily a solution for any of these cons; 

they are just potential problems you need to be aware of before 

you decide to niche—and definitely before you decide which 

niche is right for you. As I said, there are more advantages than 

disadvantages, which makes up for any drawbacks.

But forewarned is forearmed, as they say, so grab your lightsa-

ber and let’s get realistic about niching. It’s time to take a closer 

look at the cons.
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CON #1: SMALLER MARKET

The first con that I think everyone is aware of is that when you 

niche there is a smaller market and, therefore, fewer buyers. 

The very definition of niche means it is limited to a specialized 

audience. Depending on the specific business niche, the ability 

to target customers or audiences can be constrained, which 

affects business growth.

Simply put, serving a niche means fewer customers.

When you’re going after a smaller niche, you’re giving up the 

larger share of the market. The biggest associated risk is that if 

there aren’t enough interested buyers, then there’s no profit to 

be made. You can get reports and check surveys of how many 

business owners are in that market—but ultimately, at some 

point, you are going to exhaust your market.

Once you tap your market, your options are either to create 

additional products and services, or to find additional custom-

ers. Let me give you an example of what this looks like, using my 

company. We are very well known for performing SEO services 

(a niche within the marketing industry) for personal injury 

attorneys (a niche within the legal industry). If we have clients 

in most of the major metros, we have reached the extent of our 

market. Once that happens, to grow the business any further 

we either have to sell other services or open our existing service 

up to other areas of the law—other niches.

There can be a flipside to this as well: some customers don’t 

recognize the advantages of niching and are hesitant to work 

with someone who niches, thus making an already small market 

even smaller. For example, sometimes I will talk to a law firm 



At tA c k  o f  t H e  c o n s   ·   21

that does personal injury, criminal defense, and bankruptcy 

law (so clearly they do not niche), and they don’t want to work 

with my agency because we focus on PI. Because they choose 

not to niche, they don’t see the value of working with someone 

who is an expert in their own field. The lesson here is that not 

only are you niching, you’re also looking for other people who 

are doing the same in their industry. Just as “game recognize 

game,” expertise also recognizes expertise.

CON #2: WASTE

The second con (which may not be as immediately obvious 

as the first) is that it can be more difficult and cost you more 

money to get in front of your target audience when dealing 

with a niche. It’s difficult to target sub-niches with ads and other 

traditional forms of marketing.

If I want to sell SEO to personal injury attorneys, I can’t go 

through traditional marketing channels to try to rank for per-

sonal injury SEO because it just doesn’t get typed into Google 

very frequently. I can’t go to Google ads, bid on relevant phrases, 

and expect a large pipeline of leads (even though there are about 

93,000 personal injury law firms in the US,1 those search terms 

only get entered about ten times a month).

As much as Facebook and Google ads have advanced from a 

targeting perspective, they still don’t have enough information 

to be as specific as you’d need for many niches.

1 It is estimated that there were approximately 92,900 personal injury lawyers in the United 

States in 2021 (somewhere between 5 percent to 7 percent of all lawyers in the United 

States). https://adidemlaw.com/blog/2019/08/24/size-of-personal-injury-legal-market/
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This is especially true for the topics personal injury attorneys 

use to niche up, like truck accidents or mass torts. If Joe Fried (a 

personal injury attorney at Fried-Goldberg LLC who specializes 

in truck accidents) bids on the search term “motor vehicle acci-

dents” (because it gets typed in more than “truck accidents”), 

his results are also going to show people searching for infor-

mation about motorcycle and car accidents, mixed in with the 

truck accidents he’s actually searching for.

I also can’t do very specific types of marketing, like running a 

radio ad campaign, because how can I reach all personal injury 

attorneys? I could buy an ad on sports radio, for example, but 

are enough PI attorneys going to listen to that station to make 

the buy worth it? Probably not. There are paid legal directories 

I can advertise in, but they don’t have a directory strictly for 

personal injury; there’s just not enough volume.

Instead, niching requires relationship building, because you can’t 

advertise with direct marketing like you could in broader indus-

tries. I go to conferences where PI attorneys congregate so I can 

interact with them in their specific communities. Similarly, Joe 

Fried has become a thought leader on truck accidents. (We’ll 

look at this concept of relationship equity more in Chapter 6.)

Because your message is so specific, you also have to spend 

more to acquire clients, whereas if you had that broader audi-

ence, the same spend would get you more clients. It’s not as 

straightforward as for a personal injury attorney who might 

put a billboard on the road and run a radio ad saying, “Hey, 

I’m a personal injury attorney. If you’ve been hurt, contact me,” 

and effectively reach a whole bunch of people who potentially 

need their services.
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Now, in many cases those customers you’ve spent more to 

attract are actually worth more because you can charge 

higher fees (or, in the case of a personal injury attorney, 

you can earn higher contingency settlements)—along 

with all the other advantages that come with niching, as 

you’ll see in the chapters that follow.

CON #3: COMPETITION

Niching also introduces competition. You may be the first (or 

one of the first) in your niche, but once you experience some 

success and people see you’re doing well, they might start to 

think, “Hey, I can do something like that too!”

Look no further than the history of the motor vehicle industry 

for evidence of this. Before Henry Ford, no one had cars—so 

he had a bunch of people to sell to. Once everyone had that first 

car, he couldn’t just sell them another Model T; he had to create 

a different type of car. Remember what I said in Con #1? Once 

you’ve tapped your market, you need either more customers or 

more products/services.

Here’s the thing: Ford found a really good niche—say, oh, being 

the very first car manufacturer—and that invited competition. 

Regardless of your niche, once you’ve identified it, others will 

follow suit because of your success; they’ll be right behind you, 

on the trail that you blazed. Henry Ford would have loved to just 

continue making Model Ts, but he couldn’t because Chevrolet and 

other car makers started coming in. He had to make different cars.

As you can see, these cons can be layered. You can have both a 

smaller market share and invite competition; it’s not just one 

or the other.
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Joe Fried started out as the only personal injury attorney spe-

cializing in trucking accidents, and people thought he was crazy. 

Once he started crushing it—today he’s the leading truck acci-

dent attorney nationwide—people came out of the woodwork 

to follow his lead. They just let him figure it out first.

Similarly, Steven Levin (of Levin & Perconti in Chicago) was 

one of the first people who created the niche of nursing home 

neglect cases. Now he has legal precedent—and a bunch of 

competition after his discovery of a good niche.

Inviting increased competition can certainly be one of 

the disadvantages of niching—but like most of these 

cons, there can also be an upside to it. In the book The 

22 Immutable Laws of Marketing, authors Al Ries and 

Jack Trout highlight that one of those immutable laws is 

being first in a market. We don’t talk about who made 

the second car; we talk about Henry Ford being first. 

There’s definitely an advantage to being number one in 

a particular niche, from a perception perspective.

The other side of this con is that at the very beginning of creating 

your niche, you don’t have competition—and having those com-

petitors nipping at your heels, always trying to take your customers, 

is what makes you better and drives you to grow and innovate.

Henry Ford’s Model T was atrocious looking, but that didn’t 

matter when it was the only car that existed. As soon as other 

companies came along and started making nicer-looking cars 

like Corvettes, he couldn’t get away with just cranking out boxes 

with wheels. Had he never had any competition in his niche, 

we would probably be driving something much different—and 

definitely not as fast.
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Similarly, Elon Musk got everybody talking about electric vehicles 

with Tesla; once he actually made it happen, Volkswagen, Subaru, 

and everybody else moved to create an electric option. In this 

way, competition can be an advantage as much as a disadvantage.

CON #4: LACK OF DIVERSITY

Once you decide on a niche, there is a lack of diversity in your 

work. You are basically doing the same thing and talking to the 

same people all the time. If you don’t have a passion for what 

you’re doing, it can get monotonous.

Let’s use a sports example (see, I’m not just a nerd!) and imagine 

that you had to play basketball all day, every day. Maybe you 

get burned out, or over time you just feel like life is passing you 

by. There’s no creativity, no learning, no new challenges, and a 

lack of new experiences. This probably sounds very boring to 

someone who doesn’t play basketball—but the experience is 

very different for a serious basketball player who feels passion-

ate about the game. Their coaches are breaking down their game, 

helping them work on different shots, and encouraging them 

to practice how fast they can move down the court. They’re 

not just playing the same game all day, every day—and you’re 

probably not actually doing the same thing all the time either.

That’s not to say that even professionals can’t get sick of their 

niche. Just think about Michael Jordan, who played basketball 

and became arguably one of the—if not the—greatest play-

ers of all time. There was still a period where he went to play 

major league baseball. Perhaps he got bored with basketball 

and wanted to play baseball for a new challenge, to learn new 

skills, and to discover a new frontier.
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Ultimately, however, it didn’t take (you’ll note that we don’t talk 

about Michael Jordan as a great baseball player). He’s a good 

example of why this lack of diversity in your day-to-day can be 

a downside of niching—and that, for some of these cons, there’s 

no solution. It just is what it is, and it bears acknowledging.

I haven’t experienced this personally, because I have a super 

competitive personality, but some creative types might find 

that doing the same thing feels monotonous. Whatever your 

personality, if you’re not passionate about what you do, you’re 

probably not going to put out a good product—but you’re also 

not likely to consider that niche in the first place.

If the cons in this first chapter talk you out of niching, maybe 

you don’t have the necessary passion for that niche. You need to 

have passion before you can go in and potentially spend more 

money to acquire fewer clients. There has to be something there 

for you that makes all of this worth it.

CON #5: INDUSTRY RISK

Industry risk is another easily envisioned con of niching. 

Imagine that you were in the cruise line industry when the 

COVID-19 pandemic hit. All of a sudden, ships were considered 

petri dishes of diseases and the prevailing attitude was, “Who 

would ever want to go on cruises??” It didn’t matter if you had 

the best cruise line, with a wicked slide, the best buffet, and an 

amazing onboard magician—when COVID hit, people were 

not going on cruises.

Every industry has some level of risk. Many personal injury 

attorneys deal with a large number of motor vehicle accidents. 
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Well, at the beginning of COVID, more people were working 

from home, which meant fewer people driving, which meant 

far fewer auto accidents—with the accompanying cases and 

settlements. I’m not a personal injury law firm, but because I sell 

to them, I was also impacted—when they have fewer accident 

cases coming in, they have less money to spend on marketing.

Restaurants closed or were forced to change how they operated 

during the first waves of the pandemic. With that, however, 

came accelerated technology and forced innovation. Suddenly, 

Grubhub, DoorDash, and Uber Eats were the lifeline between 

those restaurants getting business and you not having to decide 

what to make for dinner again.

Attorneys who previously had to show up in court for every-

thing were allowed to start making appearances via Zoom.

Technological innovations like the ones we saw take off during 

the pandemic are a double-edged sword because they quickly 

render aspects of their industries outdated. If you own a bunch 

of taxi cabs, Uber and Lyft didn’t do you any favors. Similarly, 

those of us of a certain age watched as VHS gave way to Laser-

Discs (remember those? I’m dating myself), then to DVDs, 

and now to streaming. Even mail service is basically outdated 

because we now do so much digitally.

As you can see, there can be technological risks in choosing a 

niche. Once we get flying cars, who knows if we’ll even need 

attorneys specializing in auto accidents (I never saw George 

Jetson and his contemporaries running into each other in the 

sky). Then, with those innovations, will come a whole new set 

of problems that we can’t even anticipate until they’re more of 
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a reality. Some niches will be eliminated with the new advance-

ments—but somebody else will need to niche into solving those 

problems.

Again, every industry has its risk—but every risk means 

that industry is ripe for innovation and disruption. Is that 

a pro or a con? You decide.

CON #6: PRODUCT PERFECTION

Another potential con of niching is product perfection. Compe-

tition in the marketplace requires companies to develop perfect 

strategies and provide better solutions. Because there are fewer 

prospects when you niche, there is less room for error. You must 

be able to provide products (or services) that are exactly in line 

with what the customer demands.

What this means is you get fewer reps at the plate. You only 

have so many buyers in your niche, so you can’t turn out a poor 

product because you won’t have the opportunity to make up 

those sales elsewhere. If you’re going to call yourself an expert 

(and that’s what you’re doing when you niche up), you lose all 

integrity and credibility with a buyer if you show yourself not 

to be that expert they expect. Every sales conversation is based 

upon trust, and the moment they lose trust in you, that sale is 

lost and your future sales are greatly diminished.

If you take a swing and miss, you risk damaging your reputation 

in a small market, which means that future opportunities to sell 

something to those individuals—even if it’s a different, better 

product—will be unlikely. You have to deliver your best at every 

opportunity, even if you’re just getting started. You have to go 
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out there and hit home runs, even when you’re just getting into 

that niche and may not have everything figured out yet.

Here’s the kicker: this is true every single time you have a new 

product or service. Even if you successfully sell your first prod-

uct to everyone in your market, this disadvantage rears its ugly 

head with the next product. You will have a brand-new prod-

uct—and a brand-new opportunity to go down in flames.

CON #7: INCREASED EFFORT AND SACRIFICE 

FOR BUYERS

The final con on our list may be the biggest of all: when you 

niche, you may make things more difficult for your buyers by 

increasing the amount of effort and sacrifice they have to make. 

Let’s say, for example, that John needs to purchase a watch and 

a pair of shoes. If he goes to a niched store like Rolex, which 

only sells watches, John now has to sacrifice more of his time 

and effort to go to another store to buy his shoes. It’s far more 

convenient to just go to one store, like Walmart, that sells both.

As another example, if a client of ours wants a full digital mar-

keting campaign, they have to use multiple vendors because 

we niched up to only doing SEO. So they have more meetings, 

more points of contact, etc.—hence raising the effort.

In fact, this is the exact reason Walmart introduced selling gro-

ceries at their stores. Sam Walton didn’t want to sell produce, 

but he knew his buyers would like the ease of being able to buy 

home goods and their groceries in one trip. It’s easier to go 

somewhere that has everything in one place rather than going 

to multiple stores...even if those multiple stores may have better 
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individual goods. A buyer is likely to get significantly more 

value from making two separate purchases at niched stores, 

but they may choose to sacrifice some of that quality for the 

convenience of buying both at once.2

BUT IT’S NOT ALL BAD NEWS!

When you look at the negative side of niching, you’ll see that 

many of these cons are related. When you niche and you don’t 

have competition—when you’re the only one in a market—your 

product may not improve because competition is what forces 

you to improve your product. If you have a super small niche—

let’s say ten buyers, to make it an extreme example—once you 

sell your product to one of the ten, if it’s not good, you’ve only 

got nine more chances…and your reputation may already be 

tarnished to those other nine. You can’t just fake it till you make 

it in a niche; you have to be an expert because you have limited 

opportunities.

To the best of my knowledge, my agency was the first to special-

ize in only personal injury attorneys, and I had no competitors 

of note at the very beginning. Our success has caused other 

agencies to follow not only our positioning, but also our focus. 

Even though they’re not copying the niche exactly, they’ve seen 

the benefits of our approach and are modeling many of our 

behaviors.

Different industries and different markets are going to experi-

ence these cons at differing levels. I can’t tell you the specifics 

2 You can learn more about The Value Equation, which includes Effort & Sacrifice as one 

factor, in the book $100M Offers: How To Make Offers So Good People Feel Stupid Saying 

No by Alex Hormozi.
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of your market, your niche, or your subset. I can tell you that, 

generally speaking, these are the cons that everybody is going 

to experience at some level.

The smaller your market gets, the faster these cons appear. If 

you’re going to sell SEO in the legal industry, you have tons of 

law firms to market yourself to…but once you niche into PI, you 

have fewer firms. If you then sub-niche into, say, mass torts (a 

subset of PI), you could tap that market even faster.

It’s important to note that the deeper you go in a niche, the 

faster these cons are accelerated—and the greater the risks can 

impact you.

I don’t want to scare you away from niching—but neither do 

I want you to wander in with blinders on. You now know the 

potential disadvantages of niching, and the remaining chapters 

will focus on the advantages to niching up and how to use those 

advantages, well, to your advantage.

In the next chapter, I’m going to go against a piece of popular 

advice. Many people (particularly coaches and mentors) will 

tell you to just jump straight into your niche, but I think in 

most cases you should go broader before niching up. Going 

broad gives you an ability to see opportunities that you might 

otherwise have missed. It’s that awareness that we’ll focus on 

in Chapter 2.


