Case St

process: ExchangeHunterJumper.com is one example of how a small business focusing
on a tiny niche market was able to successfully build an online brand
According to Dagny Amber Aslin, founder and owner of ExchangeHunterJumper

om (The Exchange), a website created to help owners and professional trainers sell
high-end competition horses, it's hard to “get rich” or even make money on the Inter-
-et. She adds, “There are a Jot of preconceived notions ... I beat down a path previously
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other activities, she helped him develop and expand his website. Through that exper;

ence, she realized that “selling six-figure horses and seven-figure houses are ridicy
lously similar—both tend to be overpriced, have emotional strings attached, require

vettings and exhaustive negotiations, involve agents, and the list goes on.” In 2005
when she moved from California back to the Midwest, where she had spent her child'

hood, The Exchange was born. Eleven years later, the equine marketing model she
has built is “a customized copy” of the real estate program she assisted with in Santa

Barbara.
Aslin knew that busy horse professionals needed a high-quality, reliable source

of suitable mounts for their clients, but their day-to-day business lives left them little
time to thoroughly search the market, and they often lacked a good grasp of modem
media technology. The same dilemma applied when it came to selling high-end horses
In response, she created an organized, professional process for preparing online horsel
sale advertisements. It included detailed forms for sellers to fill out, and she insisted
that quality photos and video be provided for each horse advertis,ed enabling her
to turn the descriptions into accurate portrayals of each animal and i’ts ca abilg;ties
She created a fee structure that was reasonable and affordable, and she deselopeda;

multi-channel marketing program.
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Here's how it works. The Exchange handles advertising for sellers and trainers
aC1oss the country. In 2016, show horses advertised on The Exchange are typically
Priced from $60,000 to $80,000. The Exchange specializes strictly in hunter-jumper
Show horses, and specifically those suited for high-level competition.
Trainers/sellers who sign up for a premium listing pay a flat $250 fee fo.r fhe
al advertisement and a subscription fee of $35/month, which includes a.hstmg
"1 The EXChange’s website featuring the horse's details, photos, show rec.ord, 11nezge,
N videgg. The Exchange provides copy-writing services and profeSSIOr;llly Z -
al] Videog Supplied by sellers, hosting them on its private Server and making them
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Sellers currently fill out two separate
an equine fact sheet. The fact sheet includes a long series of checkboxes from whjc}

sellers select preworded traits, coupled with space for additional written descriptions
This saves some production time, although writing the actual copy is still a major
part of the value that The Exchange provides. To implement this option, Aslin spent
time investigating form-building tools. Custom-built form solutions were likely to be
too expensive, so she played with numerous online form generators and ultimately
was able to find some that offered great functionality at a relatively low cost. 5o, fo.r
example, a seller can indicate that the horse is a ‘jumper” and questions specific t

jumpers will be displayed.
| The Exchange develops a specific marketing strategy for each horse listed. This
includes reﬁeMng information submitted, combing through a horse's official shov
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specific target audiences. Currently
, “fair amount of money” boosting p

nonth, Wh.JCh she }?as found has become increasingly necessary in order for her
social media marketing on the platform to have any etfect. Aslin has also found that
posting in various Facebook Groups focused on sales of the types of horses marketed

on the Exchange (currently free) often results in good “click-bait” and some increased
website traffic.

To track the eftectiveness of her social marketing efforts, Aslin uses various track-
ing systems. For instance, Google Analytics allows her to track exactly how many
people are on the ExchangeHunterJumper site in real time and how they got there.
Aslin has found that focusing solely on Likes is not sufficient. For example, she notes
that a photo she posted advertising a horse on Facebook generated only 10 Likes, but
that actually almost 150 people followed the link associated Wit.h thej photo to the
ExchangeHunterJumper website. She also uses a short URL §erV1ce, b1t.1y},l to c;ez;cz
unique URLs associated with Facebook and other social media posts that have W

in click trackers. This enables her to quickl
marketing efforts:; in a good month,
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d expense to make sure The Exchange’s website, including video, works iusy
- eXbpﬂe devices as it does on a traditional laptop or desktop computer, 4,
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scrapped plans to create a stand-falone mobile site in favor of using T€Sponsiye
' Exchange'’s Slte.
teCh;lxiil:iiisitt;Z;’{: (:he Websie, The Exchange uses .a .variety ofother markeﬁng Strate.
gies, including e-mail campaigns, magazine advert%smg, and word Of.rnou.th, (t ceagy
distributing its four-color, printed National Sales List bookle.:t due to its high COSt, gy
now relies almost totally on various types of online marketing. Aslin has foung 1t hag
been extremely helpful to have the web development experience she has honeg Ovey
the years. Here are some of her words of wisdom: She feels that entrepreneyrs don
necessarily have to know how to build sites, but do need to be familiar with why §
and what is not possible in site construction. It i1s important to understand which
functions are complicated and which are not, so that overly complicated add-ons
don't really add to the user experience can be eliminated from tight budgets. It's alg;
important to know what technology is popular now and what technology is just aroun
the corner. Even if you think you are proficient in all the tasks you will need to launch
your business, with the rapid pace of technology, you Inevitably spend much of your
time learning something totally new, whether you want to or not.

By paying attention to these words of wisdom, as well as to detail at every step

the marketing process, The Exchange has managed to build a successful brand, ore
the horse community has come to rely upon.
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