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Section I:  Introduction


A marketing crusade is an all-out effort to convert others to your product or service, your company, and your way of thinking. Ninety-nine percent of the success of your business will result from the success of your marketing efforts. 


You can have a great product or service, but if you don’t know how to get it into the hands of your potential customers or clients, you will go out of business before you can even start. 


We compare our marketing approach to a missionary’s work or the launching of a crusade because only the fervor and the determination of a missionary or crusader will assure your marketing success. 


Missionaries are driven by more than just their desire to sell someone on buying their product or service. Rather, a missionary’s goal is to convert the world to their way of thinking, their mission and their crusade. Only through such a conversion process can you expect to receive not just a customer, but customers for life. 


When your business launches a marketing mission, it takes a different approach to marketing than is used traditionally. 


Traditional approaches are taken and set aside in favor of our missionary or crusader’s goal. In a traditional effort, the real motivation for most marketing activity is just to make money. That’s nice to do, but that’s not all we need. 


Every marketing effort, at this point, is tied directly back to its contribution to money coming in. 


Now, as a missionary, your business goal becomes an effort to win your customer’s lifetime business and loyalty. If your business’ marketing activity is successful in changing the way your customers think about your business or products or services in such a way that the customer sees you as a vehicle to accomplish their goal and growth, then your goals and your growth will be a natural result. 


As your business manages its sales growth properly, increased profit is going to follow. Immediate profits are nowhere near as important as long-term profits. To insure that you’re going to continue to profit for the long-term, your real objective is to convert your prospect into a customer who shares your vision of what you’re trying to accomplish and is a true believer.


Vision is a problem with the normal sales approach. There is no vision other than the short-term, which is to make the immediate sale. There is little or no real focus on back-end selling, which we’ll talk more about later on. 


What is your vision? 


Is your business focused on an area of interest to your customers, prospects or clients? 


Are you driven fervently by the need to help them or yourself?  


Why should others patronize your business rather than any other business? Or not do anything at all? 


What will not only cause your customers to return again and again, but cause them to tell others to buy your products and services as well?  


Can you take that vision and incorporate it with a main sales and marketing thrust, advantage or Unique Selling Proposition and use that for an advantage over your competitors?


We’re going to show you how to launch this marketing mission or crusade and how to re-think your entire mindset on how real success is created whether you want to use this to market personal assets or you want to market business assets. 


Life is really about marketing and selling. You start out as a cute little packaged newborn baby and you’re selling your parents on responding to every whim and desire. I’m finding this out myself. Throughout our lives, we re-package and re-market ourselves continuously. We sell our parents on caring for us. We sell our spouses on staying with us. We try to sell our children on obeying us. We try to sell our bosses on employing us. 


By trial and error, some of us come upon the right marketing approaches and the right sales techniques that tend to work better than others. 


If you’re not a good salesperson, you can have difficulty in life. 


If you are a good salesperson, you’re going to succeed. 


If you’re a great salesperson, you’re going to be able to obtain your every heart’s desire. 

Technique #1 – Focus On Selling A Valuable Product Or Service:   Focus On Selling The Better Mousetrap

Over the years, everyone’s heard the expression that if you build a better mousetrap, the world will beat a path to your door. If you’re in business, experience has probably proven this to be a great myth. You may be the best, have the best product or service, but you will go broke if you don’t have the customers. You probably know this. 


Unless you properly market that product or service, no one is ever going to even look for the path to your door regardless of how unique it is.  Marketing’s ultimate role in the sale of your product or service is 80% or more of the success of your business. 


Marketing is more than just selling. It encompasses everything from creating the image of your company and product, a color scheme, location, background, and a lot more. Marketing’s goal is to take your valuable product or service (your better mousetrap) and position it as, I can’t live without that product or service or I can’ live without that mousetrap. It’s even good for the mouse. 


Once your prospective clients or customers really understand what your business stands for and what your vision is or the business’ vision is and realizes its products or services are vehicles by which they can fulfill their goals and satisfy their needs, sales are a natural byproduct.


Some examples of this vision might be someone coming up with a mousetrap that allows the mouse to go into the trap via a one-way door and can’t get out. You can take that trap and let the mouse out in the woods without killing the mouse - that’s a better mousetrap.


It might be a health food store whose vision is that people should eat properly in order to enjoy a greater quality of life and ultimately live longer. 


When the customer finally realizes and grasps the business vision, they’re a customer for life - at least if that business continues to use strategies that we’re teaching you to earn that customer’s loyalty and trust. These customers will keep sending additional business your way by returning themselves and sending friends and relatives. 


Your marketing investment will be returned to you over and over again and create residual income. 


The practical result of having these customers for life might mean you can grow your business from just your existing customers. You don’t have to continually strive to get new customers. Some research shows that finding new customers or clients can often cost you 500% to 2,000% more than actually selling your existing customers.

Technique #2 – Identify And Integrate Your USA (Unique Selling Advantage)

Your Unique Selling Advantage is that one distinct appealing idea that sets your business apart from every other “me too” type competitor. It distinguishes your particular business in a positive manner from your competition. 


To identify your USA, you want to begin by establishing a statement of benefits for your business.  The statement of benefits is a list of all the various strengths that you or your product or service might possess. From this list, select three to five major strengths and formulate them into a cohesive USA (Unique Selling Advantage) based upon those characteristics that really motivate your prospects to become customers of your business. 


It should include items that reflect either the operation of your business or the quality of your business or service. It can include location, surroundings, price, value, product knowledge, actual buying experience from your company, etc. 


It’s really that single, unique benefit, essence, appeal or promise that your company makes to your prospects. One that no other competitor offers. 


Most businesses (99%) cannot really articulate in one to two crisp, concise, clear paragraphs the USA of their product or service of their business. Of those who can, only several even have one. The rest are trying ineffectively to be all things to all people. 


You need to have that crisp, niche driven USA. It should be one unique, attractive selling advantage that you’re best suited to deliver to your prospect. 


Depending on the strength, and maybe the biggest marketing void in your area for an unfulfilled niche, your USA may be one of the following.


You could sell your product or service for less. 


You could specify the exact amount and sell it for less than any other company. Many appliance stores do this like Best Buy and Circuit City. They give you a guarantee that they have the lowest price. 


You can sell a higher quality product or service than anyone else. You may charge more. Explain to them that you’re giving a lot more value. This is a more preferable method. 


You could provide more customer service or education before, during and after the sale than anyone else does at a comparable or lower price. 


You might offer price guarantees or twice the level of assurance protection or warranty than your next closest competitor. 


You might offer exceptional bonus products, services, premiums or gift certificates than anyone else. 


You might offer a larger selection or more choices and options than anyone else. 


You might have a service department that is 20 times the size of your competitors so the customer only has to wait one hour before you can service them or they might show up within 30 minutes. Unlike if you have cable, like in our area, they say they’re going to show up and you’re waiting three weeks before they get there. (Of course, I’m exaggerating). 


You might have a trade-in program that maybe another company doesn’t offer. 


You might have a specific age group that you service, like the Generation X’ers, for example. 


The number of possible USA’s is really infinite. 


You can have more than one and market to more than one group. 


You really have to decide what your main USA is, what it has been or what it should be before you really begin to reconstruct your entire marketing mission. You can weave the USA into everything that you do. 


You want to be certain that you can actually fulfill whatever this big USA promise is you decide on. It doesn’t do any good to promote your fabulous selection of products or services if you only have two versions of an item. 


Before I actually recommend some USAs, I want to describe something that is prevalent in most businesses. 


You can ask a business owner to clearly articulate in one paragraph or less his/her USA. Most of them don’t have an answer. 


An “elevator speech” is if you get on an elevator and someone asks you what you do, you should be able to tell them concisely and clearly what it is before you get to your specified floor. They should be asking you, “Really? How do you do that?”


It’s really no surprise that most businesses lack a USA. It’s no surprise that they barely get by. Their failure rate is high and their owners are apathetic. They get only a small share of the potential business. 


Other than having a great location, why are they going to get people to come to their business? If they don’t offer an appealing promise or unique feature or special service? 


Look at McDonalds. They’re sitting on a corner lot with a great location, but another hotdog or hamburger joint might also have a great location. Why do people go to McDonalds versus the corner hotdog place which may even have better food? Because McDonalds offers all the other great advantages. You know what you’re going to get. The restrooms are spotless, etc. 


Do you want to go to a firm or company that’s just there? Or one that really has some type of unique benefit? Whether it’s incredible prices or selections? 


Would you rather go to a company that offers you the broadest selection in the country? Or one with every item marked up half the margin the competitor’s do? Or one that sells the Rolls Royce of the industry? 


You gain an advantage by offering a big, unique, appealing product. You want to focus on that gap, real need or unfulfilled part of your market. 

You want to integrate that USA into every part of marketing your business such as display ads, Yellow Pages, direct ads, salespersons. 


Let me give you some examples. You want to put your USA into your headlines. You might have a headline of an ad that says:

 
“We always have 120 different doodads in on less than 15 sizes and 12 colors and in price ranges from $50-$1,000.” 

 
“We have 10 times the selections, 2 times the color choice, 3 times the locations, etc.”


You can then take this further into your advertising or your sales letters. You can say:

 
“Most heating and air conditioning contractors handle just 1 or 2 lines of air conditioning. ABC Heating and Air handles the 10 best selling name brands. Plus, we are an authorized installer and service center for these other 5 brands. Why should you accept anything less than whatever choice you want to make...”, etc. 


I’m going to give you some short and specific examples of USAs that you can use depending on what you’re offering. In other words, if your USA is that you discount price, then you might use something like:

 
“The average mark-up in the doodad industry is 30%. Ours is 15%.”


Now, if you have a USA that is oriented for service, you might try: 

 
“When you buy a doodad from any other company in town, you get a limited no-warranty. When you buy the same doodad from us, you get a lifetime unlimited warranty with service guaranteed within 4 hours and a loaner doodad and we make housecalls.”


You can have a USA that focuses on quality or is sometimes called “Snob Appeal.” An example of this might be:

 
“Only 1,200 doodads are produced annually.”


“In other words, you need to get one of these because there’s only so many of them.”

 
“900 of them stay in Australia where they are created, and of those remaining just 300 come to the US.  So we’ll offer these to our customers as long as they last.” 


That’s a quality and Snob Appeal USA. 


One last thing, your Unique Selling Advantage is vital to your marketing foundation. You must clearly identify and articulate your company’s USA. Once you understand the marketing missionary philosophy, you will discover all areas of your business involve marketing while many of the strategies of putting together a marketing mission are really what would be considered traditional marketing areas. 

Technique #3 – Your Marketing Mission

A true marketing mission includes non-traditional marketing areas as well. Some of the areas are philosophical and some have scientific underpinnings to launching a marketing crusade. 


You need to include the attitude toward customers, product and/or service. 


You need to put your mission into the research of new products and services. 


Your marketing mission needs to be included in what kind of profit you want to make and into how you’re going to handle credit, packaging, inventory selection, transportation, advertising, sales force, your image, your prices, your location, and your incentives. 


To break these down:

 
Customers. 


Customers need to be treated as the most valuable asset they are. One must never forget how difficult or how expensive it was to put someone in contact with that customer or the potential customer, the prospect. Each customer or client contact must be treated as the marketing opportunity that it really represents. 


You’ve got to reverse the greed that wants you to make the sale and see everyone with a dollar sign on their forehead, and start thinking of how you can fulfill that customer’s need. 

  
Product or service. 


How do we weave our marketing mission into our product or service? Rather than offering a sale or a product line or a mix that really reflects your impression of what your business should offer it’s clients or it’s potential customers, you need to select the right mix of services and products based on research that you do with your potential prospects and give them specifically what they’ve identified as their needs and wants. 


In other words, test marketing to find out what they want. 


The easiest way to do this is to ask what them what they want. Then you select your products and services based on your business’ ability to sell them and service them to your customer’s or potential client’s satisfaction. 


You need to weave your marketing mission into your research. Any time your research and development efforts involve any new products or services, they should be directed toward a customer based study of proven customer needs and wants. 


You go out and ask them what they need and want, and then research and put together products and services that will fulfill those needs and wants. No other research is as important as trying to determine what the desires are of your customer, prospect or client. 


You need to weave your mission into your innovation in your company. Any changes and improvements are always welcome in business. 


Before you make any changes to any of the characteristics of your business, products or services, you really need to first consider how these changes will be viewed and accepted by your customer base. That’s what you’re in business for. You’re not in business for yourself. 


If the innovation passes the test of the customer, then it’s logical to pursue it from other points of view. How much will this change cost? Will it save time? Will the reliability improve? Will there be added features? 

 
Profit. 


You need to weave your marketing mission into profit. As soon as you take the perspective that all profits originate from sales dollars, then it’s much more logical to assign a disproportional amount of time and effort into insuring that the stream of cash flow from sales is maintained or increased over time. 


This is a function of marketing. This is where your marketing mission directs our attention as business owners. Your marketing mission and your credit policy originates from sales dollars.


Credit policies can be a critical element in the overall marketing of your product and service. If you offer VISA, MasterCard, and American Express, that may get a sale. The less restrictive credit policies that can naturally encourage sales need to be balanced with financial regulations or constraints present in the process of extended credit. 


Many profitable small businesses have gone out of business due to lack of cash flow because they’ve implemented incorrect credit policies. 


Implement your marketing mission into your package. 


Presentation. 


The manner in which a product actually looks is presented, packaged, or the way a business or service is rendered to the prospect will have a profound effect on the salability of what you’re offering. 


As an owner, you never want to forget how important the packaging role is in encouraging prospects to not only buy, but to refer other business. 


If you’re a service business such as a contractor, you don’t want to be sending workers in with ripped up blue jeans, unshaven, dirty shirts. You want them to be packaged presentably. 


If you’re selling a product, obviously you want it to be well-made and well put together. You don’t want nuts and bolts falling off or chipped paint, etc. 


Inventory. 


Your inventory selection can be woven into your marketing mission. If your business is inventory based, then the selection of that inventory will, to different degrees, be important to the overall sales success. 


One of the more important aspects to inventory is selection. You will want to approach these decisions with marketability in mind. If you don’t, all of a sudden your inventory won’t turn over properly and you’ll wind up with dead stock that will either be difficult to sell and require deep discounts to unload, or you won’t be able to unload it at all, or if it’s perishable it may spoil, etc. 


You need to talk with industry and association reps to really determine the number of times inventory should turn over in your line of business on average. If it’s a new venture, you may know this number already. 


Transportation. 


You need to weave your marketing mission into transportation. If you’re going to deliver products and services, your ability may be keyed to its marketability. 


If your product actually requires delivery like furniture, then your ability to make these deliveries in a quick manner is critical to the sale. 


If your business service requires that a technician or a contractor goes to the home or business, then your ability to schedule that technician in and out of that customer’s life is very important to their satisfaction and, therefore, the continued success of your marketing program. 


Advertising. 


Weave your marketing mission into your advertising. It’s no surprise that advertising is critical to the marketing success of your business. However, what’s not as obvious is the role that advertising can play in actually advertising the different aspects of the marketing mission to your potential clients. If your business adheres to this marketing mission type of approach, then it’s a lost opportunity if your advertising doesn’t really address this fact in an effort to distinguish your business from its competition. 


All of your advertising should prominently state your USA. 


Sales Force. 


Your marketing mission should connect with your sales force. A well-trained sales force should be aware of the various elements of your entire marketing mission. 


They need to be trained to point out the USA to each prospect they meet. They need to know how to fulfill your USA so it will meet the customer’s needs and wants. 


Through your overall marketing efforts, you need to continue to be aware of the customer’s demands. Your USA should properly reflect the rationale under which a customer is going to deal with you. 


It’s not sufficient for just the owner of a business to know and understand your USA. Every employee, every salesperson, every assistant, every telemarketer, and every phone person needs to be able to communicate the USA in their calls and dealings with prospective customers. 


Image. 


Image needs to be in your USA and marketing mission. If a customer perceives  your business to be sensitive to their needs and you’re able to satisfy those needs in a professional and timely manner, you’ll see the results of this awareness in their increased loyalty. 


You’ve got to get this whole marketing/USA mission to obtain referrals from existing customers and you’ll get an overall more positive relationship with your customer base. It’s involved in your mission also.


Price. 


If your business prices its products or services just to be competitive, there may be a tendency for your customers to determine that your company is just about prices and it is no more favorable than your competitors. If price is important to your potential customer’s or client’s buying decision, you need to structure your prices so there is no doubt in your customers’ minds that you have priced those products and services in fairness.


Location. 


The importance of location varies depending on the type of business you’re in. One thing is clear. If, from the customer’s point of view, your business is in a bad location, it is inconvenient to get there, difficult to find, too far away, or in an unprofessional area, your business and sales may suffer if location is important to your business.


Incentives. 


You need to have one or more incentive programs to show your customers how valuable they really are. These can take many forms; sales discounts, freebies, etc. We’ll explore different ways to structure these and when to utilize incentives later in the program.

Technique #4 – Treat Your Customers As If They Mean Everything, Because THEY DO!

Customers can actually be frustrating and they often don’t make it easy for you and your employees to treat them nicely. 


You need to remember where all your revenue and sales come from for your business. Every dollar in sales that your business gets comes from these customers that can sometimes be frustrating. You want to treat them well and hope that maybe they’ll return another day happy and satisfied and bring family and friends. 


The old saying, “The customer is always right”, is really not true. One unhappy customer, through word of mouth, can translate into a lot of lost customers. Just because customers aren’t telling you how good you are, oftentimes you think, “Everything must be okay.” They may not come to you and say, “Gosh, that was a horrible experience, but they might tell their family and friends that.” Silence is not golden. 


Each person really has different theories on this, but they have the potential to tell just one or many other people positive or negative things about your business. Look at a happy customer as free advertising (and you know how much it costs for advertising). 


It’s been said that an unhappy customer will tell a minimum of 10-20 people their negative experience. Think about that! 10-20 people automatically not doing business with you. That might change the way you respond to someone. Just maybe a receptionist having a bad day and being rude on the phone - that person telling 10-20 people about that and they will never do business with you. 


The first step to a better relationship is to realize customers aren’t different from anyone else. They are people with feelings and reactions, wants and desires. They’ve been studied for the last 50 years and, during that time, more than any other time in history. It’s your job to understand human drive, passions, emotions, fears and target those emotions. 


You want to always be looking for a response from them - good and bad. Every bad response you get from a customer is an opportunity to improve. 


The second step is to reverse your “Green Plan” that is always thinking of them as money machines. You want to think, “How can you get them more, better, faster, easier, less-expensive, higher-quality, longer-service, better benefits, more options, and more desirable things that they want?” 


If that’s the only thing you think of, the profit will come as long as you are running the business properly. You can’t think like this for long without ending up with more value in your business or product or service. A greater number of customers that are doing more business with you, doing it more frequently, and they’re doing it more often for a longer term and they’re giving you referrals.

Technique #5 – Sell Them What They Want, Give Them What They Need

There’s an old saying that you should find a need, fill it, and you’ll get rich. It’s not really true. You need to find a want and fill it. People don’t always want what they need. They need to eat right, but they don’t. They need to stop smoking, but they don’t. They want to be more healthy. 


You want to sell them what they want, but give them what they need. 


Your prospects and customers are people just like you and me and they’re going to respond to messages similar to ones we might respond to. They’ll get turned off by the same things and exaggerations that we do. Filling their needs and wants typically involve things that we’ve talked about - convenience, long-lasting, time-saving, better-looking, more functional stronger guarantees, better service, etc. 


We never know which hot button is their buying button. We need to test one feature or benefit against another until we discover what their hot buttons are. 


Your objective is simply one of matching your marketing mission to the functions of the products or services that your business offers. If your business offers products and services that by design are problem solvers, then you need to use this function in your marketing approach. 


You want to exaggerate and accentuate the types of problems they may have because your product or service will solve them. Point out a problem in detail and tell just how your product or service is designed to solve that problem. 


Here’s an example. A diet program. You don’t want to sell the powder or the vitamin, but you want to sell better confidence, better health, greater attraction, and long life. 


How do you uncover their real wants and desires? If you listen, you’ll discover the customer talking back to you in many ways. They might speak directly with you, your employees, the media, other customers. You have to pay attention. 


You’ll hear more of what they don’t want instead of what they do want. They might say prices are too high or there’s not a big enough selection or the quality isn’t high enough. That’s telling you the opposite of what they really want. 


However and whatever they say - listen to them! You’ll learn something every time you do.

Technique #6 – Under-Promise And Over-Deliver

If you constantly create expectations with your customers that are so high that you can’t deliver, you will have unhappy customers - until they stop being customers altogether! We always see advertisements that seem too good to be true and they usually are. There’s no better way to lose customers than to offer them a diamond and give them a lump of coal. 


You want to meet and exceed their expectations whenever you can. Everyone likes getting something for free. You can give them something they didn’t expect. 


If you promise in an advertisement that they can get one free doodad, surprise them and give them a coupon for another or a percentage off. 


You want to build it into your marketing mission and promotional ads and choose an item with some big value but a minimal cost to you. You can promise them a certain amount, but you can deliver more.

Technique #7 – Provide Quality Products And Services At Fair Prices

Quality and price may be obvious, but it’s good to be reminded that these are really the continuing basis for business success. You don’t want to lose sight of the quality of your work and the price of your work or product. 


There are occasions when you might have difficult choices to make in the products that you are going to offer. You might have opportunities to cut the quality by buying cheaper components for resale and try to increase your profit margin. You need to analyze the effect of these substitutions and cost reductions to make sure that they’re not easily perceived by the customer so they negatively reflect on you. 


In a business where you provide a service, it’s very easy to reduce the services included and maintain the same price structure or charge extra for individual items and add-on services that were included in base prices before. 


Be cautious. Don’t fall into a pattern of reducing your service but keeping the same price. 

You might reduce your services and offer lower prices so you can offer a multi-tiered approach or pricing plan.

Technique #8 – Create A Successful Business Image

#1
Select  a name that speaks for your business. 


A business name ideally tells a prospective customer something about your business. It could describe the product or service. It might have the owner’s name in it, city and location, some significant bit of information. Whatever name you choose, you want to consider how it is perceived by potential customers and make sure it’s not confusing to the degree that you have to spend extra time and dollars in overcoming the confusion. If it’s a personal service organization, you might have the business owner’s name in it. The difficulty that may arise there is as you grow, everyone wants to deal with that person. There are companies that have overcome that like the Dale Carnegie Institute.

#2
Enhance your image with logos, business cards, envelopes, stationary, and maybe a color scheme. 


Even though you may be a small business, if you put all that together, it gives an impression of big business. In other words, fake it ‘til you make it. This has long been a motto of the real entrepreneur. Anything that actually enhances your image is the next step in credentializing yourself and your business. They can separate you from 99% of the wannabees.

#3
Credentialize yourself, your product or your service. 


As an owner, you’re an active participant in a service business and you need to be aware of the importance of your background and the importance that your expertise plays in your prospect’s buying decision. Your credentials are vitally important to the success of your service business. This means that you want to structure your marketing efforts by promoting yourself, your education, background, experience, etc. 


The next step is you want to market yourself 24 hours a day, 7 days a week. The suggestion that as a business owner you should always be marketing applies more to some types of businesses than it does to others. 


Some businesses, particularly those involving personal services, require that the owners continue to communicate to potential customers the fact that they’re in business and they do provide certain products and services. If your business requires constant effort, you need to consider doing things like positioning yourself in your local community or market in such a market that you come into contact with potential customers as often as possible. 


You need to always be prepared to discuss your business, yourself and your product. Prepare your 10-second response to two questions, “How’s business?” and “What do you do for a living?” Incorporate your USA. Carry business cards and brochures if possible at all times. Don’t hesitate to bring up your business when appropriate. In fact, you need to do this just to maximize tax deductions. 


Use any other activities that will give your business proper exposure in the marketplace.

Technique #9 – The Dollar Value Of A Customer

This literally can be the most profitable thing you’ll ever do for your business and that is to understand exploiting the actual value of your customer. It’s been called the Marginal Net Worth and the Lifetime Value. 


What is the current worth of one of your customers or prospects? It’s the total profit of an average customer over the lifetime that they do business with you. That includes all subsequent sales minus advertising/marketing and your fulfillment expenses. 


Let’s say the average customer brings you $75 per sale. They re-purchase 3 more times in a year. Their average order amount is $300. On each $300 reorder, you make $150 gross profit. The average life lasts 2 years. Every new customer is worth $975.


You reach the $975 by adding the $75 initial profit to the 3 other purchases each year of $300. Only $150 is profit, so $150 times 3 equals $450. If they do that for 2 straight years, that’s $900 plus the original $75. 


If this is our average customer and they’re worth $975 in profit and it only costs you $30 through your advertising/marketing expenses to get them, every time you spend $30 you receive $975 back. 


You would be foolish not to increase your advertising/marketing and promotional budget to produce as many of these $30-cost customers so you would spend $30 over and over and over again to get $975 back. 


Theoretically, you could spend $975 to get that customer because you know they will come back and spend $975 and you will break-even. Of course, we don’t want to do this. Remember, this is an average customer. Some will buy more and some will buy less. This is an average number. 


Now you know you can spend up to $975. You could just as easily be spending 100% of your $75 profit just to get that first sale because that’s just the first sale’s profit, so you’ll still end up with $975 over the next 2 years. 


If you offered to give that $75 service for free and it doubles your customers, it would double your profits over the next 2 years. 


One in 100 business owners think about this. You want to spend everything you can justify to bring in a customer as long as that customer costs you less than they earn you. If you can’t afford to spend more than the entire profit from the first sale, remember you’ll be making money just in a few months from them. Start out spending what your cash flow can justify. After a quarter or several months after their re-order profits come in, then you can step up your ad budget.


Another advantage is that most competitors have no idea what their customer is worth. If their marketing budget is a percentage of their sales, during a recession they might cut their ad budget. If you continue advertising and marketing at your current level, you’ll get their customers. 


If you haven’t calculated your customer’s worth, here’s how you do it:

1.  
Compute your average sale and your profit per that sale.

2.  
Compute how much additional profit a customer is worth to you by determining how many times they come back and buy. Be conservative.

3.
Figure out precisely what a customer costs by dividing your marketing budget by the number of customers it produces. If you spend $1,000 on marketing and you get 1,000 customers, they’re costing you $1 a piece. Prospects are the same. Maybe out of that $1,000 you get 10,000 prospects for $.10.

4.
Compute how many sales you get for so many prospects; the percentage of prospects that actually become customers. This will be your “Closing Ratio.” If you get 10,000 prospects and you have 1,000 customers, that’s a 10% Closing Ratio. 

5.
The Marginal Net Worth of a customer is computed by subtracting the cost to produce that customer from the profit you expect to earn from them over their lifetime. 


Ultimately, we want you to spend less and less getting the customers – in other words, your Acquisition Cost – but this method is a way to generate customers short-term. If you were to go out and do business for free on that front-end sale, you’d be getting customers left and right. Eventually, you want to cut back on that and slash how much it cost to get them. 


Everybody wants as many new customers as they can get, but nobody really knows how much a customer is worth so they don’t know how much they can spend to get one.

Technique #10 – Back-End Selling

The worth of a customer is determined by how often you continue to sell them. You might have figured the number of times a customer will be prompted to repurchase, but you also need to consider how much value that customer will have or how much the value will increase if you keep soliciting them again and again. 


You want to upsell or re-sell those customers immediately after the initial sale, hopefully at the time of purchase. You may be doing that now.


If you can get them to order another item that goes along with what they’ve already purchased, you will dramatically improve your profits. You want to experiment with add-on products and services. 


You can offer a package of related items for a discount so you don’t have to worry about advertising costs. 


You can contact your customers right after the initial sale to see how they like the purchase and offer them a deal on something else. Maybe one out of three will take you up on it. 


You can upgrade their sale. If they’re buying a basic service, you can offer them a deluxe service but at a $100 discount. 


Upselling is just one of the many different techniques that you can use.


You can secure the rights to high profit or repeat-type products that make sense to your customers and keep visiting them or calling them or sending them salesletters. 


Also, for example, if you are a heating and air conditioning contractor, you might go in and service the equipment. 


You could set up a relationship with a home remodeler or a carpet cleaner and  refer business to them with 10% or 20% of the profits going to you. You can set up a deal with a carpenter or a gardener. There are many possibilities. 


If you sell something else to half of your customers, you could add $1,000s and $1,000s of profit to every sale. 


Once you know how much extra income you can earn on the back-end, you can dramatically expand for the increased amount of money you spend to get those customers since they’re not just worth X amount of dollars to you, they’re worth $This Amount and $This Amount and $This Amount. You have to figure out the average customer’s worth. 


If you don’t want to push other people’s services, you could also sell your leads or prospects to other companies. Certainly your database of heating and air customers or your plumber database or your carpet cleaner’s database isn’t that valuable to a non-competing service company. The local carpet cleaner doesn’t care about the local plumber going in and getting his business. You could sell your database to the plumber because those people have had other people come in and work at their house. This automatically increases the net worth of that customer because their name is worth a certain amount.

Technique #11 – Re-Sell And Cross-Sell

If you’ve got products or services that are consumable, repeatable, and not just a one-time shot, you should set up regular contact strategies with your customer database, whether it’s monthly or quarterly or weekly. You need to test that. 


Let’s say you have a service that your customers should replace every month or they should take advantage of it every month. You can send out a letter or a newsletter every month or quarter where you tell them how important they are to you and you can set them up as a preferred customer or preferred client. 


Let them know what’s going on in the industry. 


Give them some practical tips that can make their lives easier. 


Make them a special offer, a special price or a combination that’s not available to brand-new customers. 


You can be the very first one to approach them about new products or services that you have and reserve it for them first if they’ll call, come in or send in an order form. 


If you continually work that customer by communicating with them, you can stimulate more orders.


How many can you stimulate? Every situation is different. You have to test it. By regularly working your customer base, you can pull 20-300% additional business. This has been said over and over again, but people are silently begging to be acknowledged, informed, given advance opportunities, and led to action. 


It doesn’t matter what business you’re in. This concept works well everywhere. 


In retail, a letter is great. If you have a handful of really expensive clients, give them a call. Send out a Mail-Gram or a mock Mail-Gram. People use cassette tapes. A simple card. Or a gift.


The point is - follow-up and test different versions against your main version and you’ll find out what works best.

Technique #12 – Don’t Sell Products And Services, Sell What They Do

Often we observe in our marketing that our efforts are focused on detailed descriptions of products and services. We see this all the time in advertising. The business goes into great detail talking about the great features of the product and the specific process of how they will do this for you. Sometimes these details are critical to the buyer’s buying decision and it does have merit. 


However, we need to caution you about spending too much time describing the details when the customer really wants to know the results. They want to know what’s in it for them. 


The old adage that you can’t see the forest for the trees may apply here. If you describe in detail the physical make-up of the trees of a forest, you might do so at the exclusion of adequately describing the entire beauty of the forest. If a beautiful forest is exactly what the customer is shopping for, you have now made an error in the way you are describing it and focusing on the trees.


It’s not just limited to trees in the forest, of course. Let’s talk about it in terms of products and services 


Let’s talk about a maid service. What they do is not very important. They do clean house, but that’s not necessarily what I’m interested in. What I’m interested in is they eliminate harmful germs and show up when they’re supposed to. They might be bonded against breaking household valuables. That’s what their service really does.


Furniture might range in price to attract customers who buy based on cost. Others are interested in the details of the materials used. Other customers base their decisions on the look.


There are many different reasons.


Whatever your business offers, you need to tailor your marketing to communicate to your customers what your products and services do. These are your benefits in addition to any other critical pieces of information.

Section II:  Deadly Marketing Mistakes

Introduction


We’ve laid some groundwork so far in the course. There’s no better way to introduce you to and show you how to create and launch a marketing mission than to focus in on the major marketing mistakes most businesses make. 


Prior to going into the actual strategies, techniques after techniques, and the “to dos” for your success, we’re going to present a list of mistakes that are the flip side of those techniques. 


We want you to think which of these mistakes are you making and read and compare results. Then, take the necessary steps to correct these mistakes. 


After going through these mistakes that most businesses make (Techniques 13-25), we will present our best marketing strategies for overcoming them.

Technique #13 – Mistake #1: Not Having A Mission Statement For Your Business

Everyone needs to know what business they’re in and they need to be able to express that purpose in a few sentences in their USA. 


If you’re a plumber, you’re not in the business of plumbing. If you’re a carpet cleaner, you’re not in the business of carpet cleaning. You’re in the business of marketing plumbing or marketing carpet cleaning services. 


You want to have something like a mission statement for ABC Company to empower your customers to achieve control of their own personal health or beauty of their home. 

We need to allow customers to take advantage of our services and achieve what they want. 


Your mission statement is what is best for you. You can constantly measure all of your activities then to the mission of your company. You can further measure the success by the success of your clients or customers. The more successful your customers are in getting the benefits from you, the more successful you will be in growing your business. 


If you’re currently not generating the volume of business you want, your customers aren’t purchasing as much as you want them to, and you’re not generating enough referrals or back-end upselling or cross-selling like we’ve talked about. It’s probably because you lack a mission statement, you’ve got the wrong one, you’re not fulfilling the one you have, or you’re providing unclear indications to your customers regarding your mission statement. 


If you have problems at this level, stop now and construct a mission statement for your business and maybe several alternative ones. You want to compare these to the benefits that your customers actually receive from your business. They should be the same. 

Technique #14 – Mistake #2: Not Having Your USA

I won’t belabor this point because we’ve talked about it. Every business needs to develop that unique selling advantage so they have it over their competition. Or else your competition will simply take the course of least resistance and continue going to whoever they’re currently using or whoever’s doing the cheapest price. You want to include those features of your operation and everything else explained about USAs.


One of the biggest deficiencies we see in the area of USAs is the inconsistent use of them or non-use. Some companies have a USA but people don’t use them. You need to communicate it in all your printed literature and with each and every contact with your customers. 


To rectify a deficiency in this area, start with your basic business persona, see what it looks like, how it feels, its image, your credentials, review the section on USAs, and develop your own powerful Unique Selling Advantage.

Technique #15 – Mistake #3: Having A Business Or Personal Perspective Instead Of A 100% Customer Perspective

You need to continually think of what you can do for your customers. If there’s any greed in you, it should be on your customer’s behalf. You want to try to reverse the greed glands for your customers. 


What benefits and advantages can you pile onto your product or service to make them irresistable? 


I want you to do an exercise. 


Take out a piece of paper and write down the words, “I can offer my customers” and also write down, “I can offer my customers more or less of what? I can offer my customers better what? I can offer my customers stronger what? I can offer my customers lower or higher what?” Any other thing that you can think of  to offer your customers. 


Then, match your current skills and capabilities with all these extra benefits and features that you’ve listed and determine what cost you might have to offer these services. List the additional features and benefits, the additional cost, and describe the components of that cost. Such items like product cost, shipping cost, fulfillment cost, personnel, inventory, and storage. These are all considered when you do an exercise like this. 


If you’re a service-type business, offer the additional cost as measured in terms of the extra time it takes to provide the additional feature or benefit. The proper way to think of this extra time is similar to the way we characterize time spent working for someone else 8 hours a day, 5 days a week versus the time spent learning how to create wealth in your business. 


If you slow down a bit, you can work smarter rather than harder by learning to make your money work as hard for you as you work for it or making your product or service work harder for you than you work for it. You can achieve much more for less work. 


Similarly, you can spend less time in a service business taking on more and more clients if you simply treat existing ones differently. Treat them all as VIPs and they’ll build your business for you. You’ll provide that extra time and service to do what you should for public relations with your customers. 


Remember that marketing may be conducted for the masses, but your customers are only going to come in one at a time. They always think of themselves as special individuals and you should too, even though you’re marketing to the entire market.

Technique #16 – Mistake #4: Ignorance Or Lack Of The Customer Net Worth

As we said in Mistake #3, marketing is conducted for the masses, but the customers come in one at a time. When you spend your money, you need to get value for your investment and you need to get an asset. That asset will be an asset or client that you can turn into a long-term business value. 


One of the worst mistakes 99% of the businesses make is letting prospects and clients come and go with no thought as to how valuable they really are and how valuable they are to the future security of your business. You need that answer, which is the net worth of the customer. 


Every customer is going to buy. How many times throughout the year? How long? If you don’t figure out these numbers, you really aren’t in business because you don’t have a valuable asset. Your business lacks value. It might have cash flow and you might have some money, but it’s fleeting and short-term.

Technique #17 – Mistake #5: Not Testing Different Approaches

You tried Yellow Pages one time and it failed. Does this mean it doesn’t work? Of course not, it works for all kinds of people. 


I wish I would have learned this a long time ago because I tried telemarketing one time and it didn’t work, so I quit it. We didn’t know how to do it. 


Everything you should do should be tested. Headlines you use in ads, brochures, designs, copy for salesletters, pricing, financing, guarantees, incentives, everything. Ask yourself what the variables are you tested over the past 12 months?

Technique #18 – Mistake #6: Not Offering A Solid Guarantee

You need to guarantee every sale you make. 


You might have a reaction, “If I do this, people might take advantage of me and I’ll go out of business.”  That’s natural, but false. 


You need to have a guarantee that says, “100% Money-Back Double Guarantee or Better Than Risk Free Guarantee. If you don’t like what we sell, we’ll give you your money back plus $100.”


Your guarantee needs to be so strong that the risk is reversed from your prospect to your shoulders. It can be an unconditional guarantee, an extended warranty, or a replacement at your cost. 


Your goal is just to get 1-5% of your prospect’s buying power knowing that the other 95-99% is coming right afterwards. If you do a good job of serving their needs, the others will come. Anything you can do to get the prospect to give your business a small try will pay off many times over in the future. Yet, some people will take advantage of you. The increased response to your offers will more than outweigh the deadbeats that take advantage of you.

Technique #19 – Mistake #7: Not Target Marketing

In other words, you need to specify who you want to go after. 


If you’re a service business, maybe you want to go after upscale homes in nice neighborhoods of people that have money to buy your particular product or service. Nowadays, you can target right down to a neighborhood, a group of hobbyists, a group of purchasers similar or complimentary to yours. 


Who are you targeting?

Technique #20 – Mistake #8: Unfocused Advertising

Pick up any publication with ads in it and you’ll find that most of those ads are general and unfocused. The type of advertising that we call “image advertising.” 


All advertising needs to be direct response advertising. That is the thrust of what we’re teaching you. Advertising needs to request and generate specific direct responses that you can measure. 


You get what you ask for is very true in advertising. 


What do you ask for in your ads? 

Technique #21 – Mistake #9: Using An Advertiser Just Because Of Their Readership, 
Listenership For Radio, Viewership For TV


If you advertise from 2-5 a.m. on a radio station that is an all-sports talk radio and you’re selling a female product or service, you’re probably not in the right spot. The salesperson’s going to roll off all these great statistics on how many people your ad is going to reach and you’re so impressed that you buy it. 


That’s not what to do. You need to decide how and where to advertise. 


How you are going to decide on that is what we’re going to teach you in this course.

Technique #22 – Mistake #10: Poor Products Or Service, Poor Quality Or Poor Support

The best marketing in the world is not going to overcome an inferior product or service. 


Great marketing can sell inferior products and services, but then you will lose customers. Worse yet, you can keep selling if your marketing is great. We teach you all these techniques to go out and sell more and more of your bad products and services, and then you will have more and more problems than you’ve ever dreamed of. 


If you have a first-rate product or service, can you back it up?

Technique #23 – Mistake #11: You Have No Upselling

You’ve spent all this time, money, energy and desire getting your business off the ground.


Now you need to ask, is this all there is? If you only make one sale per customer, you have a tremendously tough road ahead. If that’s all you’re going to do, you might as well work for someone else. They might give you weekends and nights off. 


If you’re always going after the first sale, you’re going to be continually working and trying to overcome the hardest thing in business.

Technique #24 – Mistake #12: Not Having Any Business Alliance

Business and technology are growing and the world is becoming a global economy. You need to create alliances that will make your business grow in multiple ways. You need to ask yourself who you do business with and what do they bring to the table.

Technique #25 – Mistake #13: Not Learning And Applying The Principles I Am Teaching You And Not Launching A Marketing Mission


You need to become a marketing missionary. From here on out, we are going to be giving you technique after technique, strategy after strategy of proven, profit-building marketing secrets. It’s all up to you to implement them.

Section III:  Getting Customers

Introduction


Getting your initial qualified prospects to make a sale to is often called front-end marketing. When we run marketing with the expectation of immediate responses by the consumer to whatever message you put out there, whether it’s Yellow Pages, newspaper ads or direct mail, this is called direct response marketing. 


What we’re going to do is combine these two things. The front-end marketing to get the initial sale with direct response marketing. 


We’re going to present a lot of research and our objective is to include the need to quantify all the results from all your marketing efforts. We’re going to look at all the strategies for conducting direct marketing campaigns and testing variables to determine the effectiveness of each of the marketing strategies within your business.

Technique #26 – Have A Marketing Plan

Most people want to be successful, but few plan to be. Very few people take the time to plan anything. Most people take more time to plan their vacations than they do to plan their lives. The most important thing you can do right now for your business is sit down and develop a marketing plan. Most business owners fail or they just move along because they don’t have a plan or goal for their business. 


I want you to decide right now to make a detailed plan of what you’re going to do and how you’re going to do it. It’s the old saying, “If you fail to plan, you plan to fail.”


You can say, I want to make more money or I want to be rich. That’s nice, but too vague. You want 25,000 sales per month. That’s not a plan. 


A plan is a detailed specific road of how you’re going to reach the targets you set out and the date that you want to reach them by. An example is that you can set sales goals. You can sell so many of your products for a week or so many of your services for a week. You should set these in net profit instead of gross profit because that is the money you’re making. 


I know one gentleman who grosses $9,000,000 a year. Very impressive. He takes home only $100,000 of that. That’s not very impressive. It may be nice to have $100,000 a year, but it’s not impressive when you’re grossing $9,000,000. That won’t really tell you how well you’re doing. 


You want to put down the numbers in net profit. If you know your net per sale, and most business owners do not even know this, but if you do, you’re way ahead of the game. You can work backwards on how many sales you need. Then all you have to do is increase your number of sales per week or net profit per sale. You have 2 choices. 


Develop a strategy for making those numbers. Decide how you’re going to advertise. How am I going to get referrals? How am I going to get people to buy more often? How am I going to get people to spend more? This is the beginning of your marketing plan. Were you to accomplish all that, use all the techniques you’re learning in this course.


Go out and pick five of the best ideas or most comfortable ideas from the course that you can implement and implement them. Start using them to help you make your goal. 


Choose another five, another five, and another five. You want to set your goals on a weekly basis. As you achieve them, raise the level the next week. This way you will continue to improve and so will your income. 


Don’t panic if you have a bad week. Just get right back on track and try to achieve the next week’s goals. You want to get to know the numbers for your business. It is a business of numbers. You need to know the net profit per sale, net profit per service call, and how much it costs to get your new clients. These are critical in knowing where you are and if you’re achieving your goals.


Take some time each week to plan. It’s critical.


Here is a guide for you to use. 


Write down your goal for your total net income you want next week. 


Write down the number of new clients that it will take to get that. 


Write down your goal for number of repeat clients that you want to achieve. 


Write down how many service calls you’re going to make if you’re a service 

business.


Write down how many products you have to sell. 


Write down the net income for each item and your average income per client.


You’ll come up with the total income you’re trying to achieve. Each week put down the actual numbers you’ll achieve and you’ll find out if you’re reaching them or not. Then you’ll know if you need to increase marketing and in what areas.

Technique #27 – Measure Your Marketing

Every marketing campaign that you launch, every ad, every sales effort, every Yellow Page ad you run, and every direct mail effort needs to be measured and quantified so you know if it’s effective or not. 


That’s the benefit of using direct response marketing. 


It’s critically important to determine a way that you can pinpoint how each prospect and customer finds a way to your business. If you’re not doing that now, you’re making a big mistake. 


Your marketing is successful if it brings you prospects. If you’re not able to convert these prospects to customers, there might be just a sales problem, not necessarily a marketing problem. However, your marketing incorrectly could bring you prospects that aren’t really qualified to buy your services or products. 


The formula for measuring the cost of your marketing campaign is very simple. It takes into account the net marginal income per inquiry or prospect as well on the money per customer basis. 


What this means is you need to write down the total cost of the ad, sales effort, commission or whatever you’re doing to get that person in the door. 


Now write down how many inquiries you got or how many prospects you generated. Now you know the average cost per prospect. 


Take the total cost of the ad and divide it by the total inquiries. This gives you the average cost per prospect. 


Write down the number of customers generated from those prospects. Now you know your average cost per customer. 


Take the total cost of the ads and everything, and divide the cost by the number of customers you got. 


Now you know the average cost it takes to get a customer, the average sale per prospect, and the average sale per customer. 


This gives you your net income per each prospect and per each customer. 


Although your prospects haven’t generated any cash benefit, they were generated by your marketing effort, so we also calculate the cost per prospect when we compute this information. 


Now you know how profitable this campaign was or if it was profitable at all. 


When you use the Cost Per Inquiry Method of evaluating your marketing, you’re focusing on the most important part of your marketing and that is how many people responded to your ad. That’s what you want to know. 


When you’re talking to ad reps, they will try to sell you on the cost per exposure - turn around and run. They’ll sell you based on circulation of their media or their listening audience. That’s not how to do it. You need to be using the Cost Per Inquiry Method because then you’ve moved into actual measuring of the success of your ad. 


The hardest part about this is tabulating the information. You have to make sure you track where your inquiries come from. Whether they come from telephone calls. Whether they just stopped by. Whether they mailed something in to you. If that’s the case, code the return cards or information they would mail to you so you know where it came from. Any forms of inquiry need to be identified. 


There are traditional ways to increase or improve this Cost Per Inquiry. Any reduction in the cost of your advertising will have a positive effect on reducing that cost. Pay close attention to the size and location of your ad and what you’re paying for them.


The other traditional way to improve the Cost Per Inquiry is if you’re able to select the form of advertising and the structure of the copy.  Be sure the vehicle used delivers it properly. Then you might be able to increase the number of inquiries relative to the dollar cost. You can reduce the cost of your advertising or just increase the number of prospects you get. 


In both approaches, the result will increase the productivity of your advertising dollar. You’re focusing on a true cost measure of your advertising effectiveness instead of just theory.

Technique #28 – Local Newspaper Advertising

Since your cost per prospect is really the measure of the effectiveness of your marketing effort, you want to test the effectiveness of your newspaper advertising before you make any long-term commitments even though long-term commitments may be cheaper. You can commit to long-term once you know that you have some successful advertising. 


You want to begin by identifying local publications whose ad rates are acceptable. The lower cost allows you to advertise more frequently and test different parts of your advertising more often. 


Most of your newspaper advertising options will fall into a couple of categories. It’s either classified or display ads. Classified ads are less costly when going into newspaper. However, it competes with a lot of other ads and offers. The attention you could get will be diluted. One way to avoid that is put a box around your classified ad. This will help somewhat. 


The other, more significant category, is display ads. This allows you to place your ad in selected areas throughout the entire newspaper. If you want your ad in the Sports Section, that can be arranged. The cost for display ads is higher so you will need to test the effectiveness of this type of ad before you go into any long-term contract. Your response from display ads will also be higher.

Technique #29 – Testing, Testing, Testing

You want to always test all of your marketing methods. 


In the case of newspaper ads, try a smaller ad. When it works, move it up to a bigger ad. If they work, and only if they work, then you get bigger. You can keep getting bigger and bigger if it works. 


A rule of thumb in display ads, for instance, is that if an ad works, the bigger size will work even better. 


There’s been a lot of small businesses that lose money and sometimes their business because they don’t follow this rule of testing. They throw money at advertising reps for advertising that doesn’t work. The next thing they know, they’re out of money and they have no customers. 


No matter how great you think your idea is, you need to test it small. Let your response tell you if it’s going to work or not. 


One guy went out and bought thousands of names from a mailing list broker. He mailed all of the 5,000 names and got a great response. Unbelievable. But he made a big mistake. He decided to mail the rest of the list (125,000) and spent $12,000 to buy the list. Spent $40,000 on postage (on a $.32 stamp). Guess what his sales were? A little over $2,000. 


When you buy a mailing list from a broker, they usually give you the best part of the list and the most responsive buyers. Then, when you buy the whole list, they give you everybody. This guy lost over $55,000. 


It’s a common mistake made by many people. One gentleman found out a large segment of his list resided inside a prison. 


You have to test, test, test. Test small and then get bigger slowly.

Technique #30 – Use Direct Mail

If you’ve ever written a long letter to a friend or relative, you may already know how to write a direct mail campaign. To be successful in direct mail, you need to be able to communicate to your prospect as you would a friend, but only with a sales message. 


The various types are:

#1
Prospect lead generation. 


Zero in on those most likely to respond to your offer. Identify target markets, preferences, and maybe their buying habits. These are demographics, psychographics and what we like to call “spendographics.” 

#2
Direct response.


There are two with direct response. This refers to a marketing we’ve talked about already that generates an immediate reply so we can measure the effectiveness of our marketing strategy. 


Direct response can be put into a multiple-phase strategy. The first phase is to get the prospect to buy your product or service directly as a result of your marketing efforts. It’s called “One-Step Marketing.” 


In a two-phase or two-step, first would be a letter or call or introductory type of marketing effort followed by the prospect then making a purchase. 


A three-phase strategy means there are three marketing efforts or three steps. 

#3
Endorsement mailing.


Endorsed mailings are a very powerful marketing strategy that you can use to increase the response of your direct mail. You borrow someone’s prestige and use them as a cover person or cover letter for your marketing campaign.

#4
Customer prospecting.


Customer prospecting is simply the process of marketing to your own database. Since most businesses don’t capture their prospects or customers’ names, this is impossible to do. You need to capture all names and addresses and market to your current customers.

#5
Inbound telemarketing.


Inbound telemarketing is another way. This is one of the single, most powerful telemarketing strategies that can be used. Usually, telemarketing is thought of as being conducted as calling people at dinner time completely unsolicited. 


“Inbound” refers to the fact that these prospects are calling you, not the other way around. They have been motivated through a mailing piece or a newspaper ad that you send or you run with a very compelling message or story targeted right at them. Then they call you.

Technique #31 – Combined Direct Response Marketing And Testing

Of all the mistakes a small business owner can make, possibly none will cost more than failing to test one aspect against another. In order words, testing one price against another. One headline against another. One ad against another. 


There is an “A-B” test. That’s the common terminology for testing your offer, headlines, pricing, ads, or services. We create two different ads, an A and a B, two different headlines, and two different mailings to determine which obtains the greater response or sales or referrals. 


The key to an A-B test is to set it up so you can quantify and measure it properly and track those results with the goal of zeroing in on the one or two choices that are preferable over the others. 


Then you roll out a new untested product or marketing strategy in this manner, and by mailing to a small test area, say 1,000-5,000, you can save yourself in the event of a failure untold thousands of dollars. 


Most of the time you can conduct multiple A-B tests simultaneously on the same product, ad, headline, price, etc. before selecting the final strategy. I recommend if your product or service is conducive to this type of approach, in other words, creating a modest direct mail campaign for conducting the A-B test to do it. 


Direct mail is the method of choice because it can be put together relatively quickly and inexpensively. 


The prospects to whom you direct your mailing to in a one-step approach will either respond or not respond with a purchase or inquiry. No intermediate steps, calls or visits. That way it involves a fairly standard set of steps or procedures to take. 


Our two major goals in using A-B tests are to verify what people will actually buy and determine whether we are able to reach these individuals with the marketing campaign that we intend to launch so that they will buy from us. 


In other words, we like to think of the purpose of an A-B test as a way to uncover the best and most profitable mix of products, services, price incentives and guarantees that will encourage our prospects to buy, buy now, and buy from us. 


A word of caution: many organizations try to determine this information by sending out surveys. Sometimes this works and sometimes it doesn’t. There are statistics that show that people rate the Bible as the highest read book and the National Inquirer as the least read. When you look at purchase statistics, they show that more people read the Inquirer in one week than all the Bible-toting devotees have ever read in the past 2,000 years. 


You don’t necessarily want to determine who will buy things just by a survey. You want them to vote with their dollars.

Technique #32 – Test One Piece At A Time

You want to structure your A-B test to zero in on the one variable that will provide your greatest return. Here is a list of some variables that you can test:


Price A versus Price B


Radio ad A versus Radio ad B


Test headlines


Test newspaper ads


Test left-side of the page versus right-side of the page


Test different direct mailings


Test different response forms


Test different sales pitches


Test different offers


Test different packages


Test different upgrades


Test different back-ends


Test different credit policies


Test different guarantees


Test different incentives


Let’s use an example. Pricing. Which price is proven more attractive to a prospect when a $10.00 item is tested as the price for two of the same item? $9.00 for one and $1.00 for the other. 50% off both items; $10.00 for one and one is free. We’re basically giving them several options.


“Buy one and get one free” has been shown to outpull the other two approaches. Even though “Buy one for $9.00, the other for $1.00” and “Buy 50% off both items” are really the same thing. You find this out by testing. These are different offers.


If you’re creating a direct mail campaign, you create two different mailing pieces offering your product two different ways. “50% off both items” or “Buy one, get one free.” You send them out and tabulate the response to determine the best price to use and set your marketing campaign with that chosen price.


You don’t want to stop there. Send out one with one headline and one with a different headline. You keep testing. Test one piece at a time because if you change a headline, a price and a guarantee, and your response goes up or down, you won’t know why.

Technique #33 – Use Target Marketing

Once you’ve identified your business’ target market, you’re going to find that target market really has more than one group within it. You can divide that market up into more than one and you do this by using market segmentation. This allows you to focus in on one group at a time from a marketing point of view and to make your marketing message more powerful. 


Quite often your business will have different marketing methods depending on the unique characteristics of the segment within your market. 


You can segment your market based on many things. Think of what you’re asked to fill out on a registration form or when you complete a consumer preference survey. Simpler still, how often you buy something. 


There are huge databases created from all types of sources compiled into readily accessible databases created to form mailing lists. 


Here are the categories:

#1
Demographics. 


This is segmentation by age, sex, income, marital status, family size, occupation, race, etc. Demographics can help maximize your marketing effectiveness.

#2
Psychographics. 


These databases show customer behavior, their needs, their shopping patterns, frequency of purchases, their brand preferences, values, goals, and wants. 

#3
Spendographics. 


Actually we made this word up, but it’s very descriptive because the most relevant of all research is this one. We want to know what their spending habits are. This is your best research. 


We want to find out how frequently they spend and how recently they’ve spent. Then use your direct mail as a method of marketing to these segments.

Technique #34 – How To Use Power When Writing A Sales Piece

The success of your direct mail is directly related to the copy or the words you put down on paper. The printed word is potentially the most powerful resource for business when it comes to advertising. The following are items that you need to include in your printed sales and marketing advertising:

#1
Staying power. 


Anything printed tends to remain in front of its audience for a longer period of time. A magazine typically is kept for more than the one-week or one-month that it is current. It sticks around. For example, if a radio spot is not heard, it’s not something a potential customer will likely ever know about. Printed materials though, if not read right away, have a chance to be read at a later date.

#2
Grabber headline. 


Headlines grab attention. If you’re able to come up with a headline that immediately gets your prospect’s response or gets the attention of the reader, then you’ll have a 90% better chance to accomplish your goal of having them continue to read the rest of your material and take action based on what they read in the balance of the material.


Your headline is really an ad for your ad. There are several types of different headlines you might choose to use. You don’t put in your headline, “Do You Want To Do This Or This? You say, Which Do You Prefer?” You question them with an alternative choice. 


You want to use guarantees in your headlines. 


You want to involve the reader. Replace “I” with “You” and “Yours” everywhere in your sales material that you possibly can.

#3
Features. 


Another opportunity that you have is the ability to highlight the features of your business. These features can be listed and may include a description of the importance of each and how your business products differ from those of your competitors. 


These features are different from benefits (benefits is the next category). A feature might tell them what your business does while a benefit will tell them what that features does for them. Benefits are what sells.


Nowhere else is a prospect in contact with the positive aspects of your business products and/or services as when they’re written down for them to see. 

#4
Facts and/or Proof. 


If a brief explanation isn’t enough to persuade prospects, then you may need to embellish your material with analytical material, figures or facts from a survey, your credentials, or things that might prove your story.

#5
Persuade with emotion. 


The printed word may not offer the same kind of appeal as TV, radio or being there in person, but you still can call on their emotions, particularly when it requires further explanation to provide the desired impact on the reader. 

#6
Call for action. 


A well-written ad on radio or TV can actually miss the point if there is a call for action and the viewer or listener cannot write down the number or remember to act upon it. This happens with infomercials. They should leave the 800 number on the screen the entire time. 


The printed word and your call for action can be repeatedly stressed in your sales material thereby motivating them to call. 


You can give them an incentive or bonus to act in a prescribed time limit. You can reward them for taking action now. One way to motivate your reader is to build  the incentive into something. You can give them a special discount if they buy now. A gift with a purchase. A coupon good for future discounts. Additional warranty period. Extra products or services. Free delivery. Limited availability. 

#7
Penalty for inaction. 


Sometimes they won’t be moved by the positive reward so you need to provide a penalty. A penalty for not buying now might be so severe that the customers who react to this type of threat will be called into action. 


This type of method takes the form of limited supply. This offer can only be made for a limited time. Prices are about to increase. This model is being discontinued.


You want to be careful in communicating the penalty in your advertising so you don’t irritate those other customers who respond better to positive rewards. Nevertheless, this can be effective. 

#8
Tell how to order now. 


One additional bit of information that is essential in your sales piece is the buying instruction detail. You want to tell them exactly how to buy. 


You need to consider the following types of buying instructions when you put together your sales piece.


The times they can buy.


The location or phone number. Any other pertinent information.


You need to tell them to pick up the phone, dial this number, and ask for this product or service or information. You want to be very specific.

Technique #35 – How To Write A Killer Ad

I’m going to pull all these strategies that we’ve been talking about together and create a killer ad. Here’s how you do it.

#1
Talk it out first before you write it.

#2
Call a friend, associate or employee and explain your product or service to them.

#3
Tape record that call.

#4
Have those conversations transcribed onto paper.

#5
Label every single sentence in there as to whether it’s a feature (describes what your product or service does), A for an advantage (over a competitor), and B for anything that’s a benefit (tell your customers what it does for them).

#6
Write the sentences rated 1-10 by their importance. 1 being the least important and 10 being the best. You will have an F-1, F-2, F-3, etc. B-10 would be the most important benefit.

#7
Combine all features, advantages and benefits ranked 6 or higher and create a headline from there. 


In other words, if you’ve got a B-10 and B-9, A-10 and A-9, an F-10 and F-9, you want to create your headline out of those. Use the 6-8 benefits to tell your story. Your 6-8 advantages will create interest and your 6-8 features will credentialize your story with details and facts.

#8
Tell them how to order and how to order now.

#9
Reverse the risk from them to you using risk-reversal.

#10
Reward them for immediate action.

#11
Re-write five different versions.


This seems like a lot of work, but this is how you will end up with a killer ad. Roll it out small and test it, and when it works, roll it out in a big way.

Technique #36 – New Lifestyle Marketing

Some of the research that has been done today gives us a lot of information on the values of today’s society. What we’re referring to is a lifestyle in which there is more to do and generally less time in which to accomplish it. There’s more to spend money on so there’s less disposable income. Quite often there’s just one parent instead of the traditional two parents. Safety and security is important. Quality and value are more important than ever. People are willing to pay more for desired quality. People are also willing to withdraw from the unnecessary and focus on essential stuff. Convenience is extremely important. Consumers are having a love affair with technology. 


The 90’s have been characterized as the “Decade of Decency” and such trends have been projected as cocooning and burrowing (staying at home), socializing with similarly-minded people in smaller groups, backpacking, 4-wheel drive vehicles, anti-rich, anti-big, anti-professional backlash has been happening. 


Dumping the corporate grind for small-town quality life. Self-service niche-type products and services and self-indulgences such as fresh flowers and Godiva chocolates. Adults are acting like teenagers. Golden Oldies now appeal to the youngsters as well as the 40’s crowd. Fitness buffs are on a super quest for health. Vigilante consumers who read the labels, protest and boycott. People want it now. People are becoming socially responsible. 


If you use these items in your marketing, given this new lifestyle, and you wish to sell these people who make up this new lifestyle, you need to be prepared to target your marketing efforts toward these segments. 


Some of the characteristics you need to address are making your business products and services appear to be necessary when this market is withdrawing from the unnecessary. You need to compete for the potential customer’s time and attention when they’re already overscheduled and subjected to too much stimulation. 


You need to communicate the legitimate quality of your product and services in a world where every business seems to make the same claim of quality and reliability. You need to target those individuals who have an interest in your business as products and services and they have the money to spend on them. You do this with target marketing.


Two very critical strategies for this marketing mission include the correct identification of your USA (Unique Selling Advantage) and test marketing every phase of your business and marketing plan, and your product and service development.

Technique #37 – Use Door Hangers

One alternative to direct mail, and there are many, is to use door hangers in a target neighborhood. You can saturate a residential market by “farming” that particular market. This is a technique popular with real estate agents when they seek more sales in one neighborhood after they’ve actually had some success with selling or renting a neighbor’s house. 


The advantage to door hangers is that you can saturate a market without actually talking to any of the prospects. Not that you necessarily wouldn’t want to talk to them, but only because it’s become increasingly hard to catch people at home, and with telephone companies telemarketing all the time, it makes it even harder to get them to talk to you on the phone. They’re becoming less and less interested in being bothered at home. They want to be left alone. They’re only interested in talking to others that they call; friends, and family. By hanging something on the door, you can gain access to your target market without actually bothering your prospects. 


Usually the best types of products and services to market this way are those products and services that can be used at home because that’s where they’re going to read your message. However, that doesn’t mean other types of products and services can’t be marketed this way also. 


The key is to determine what works for your business and that, of course, requires test marketing. You may also look to see if the door hanger approach is working for any other type of business.

Technique #38 – Use 800 And 888 Toll-Free Telephone Numbers To Skyrocket Your
Response

If your business goes after prospects outside of your local calling area, you may want to obtain a toll-free number (an 800 or 888 number). 


An interesting statistic is that they are using 888 numbers now because they have run out of 800 numbers. It took 20 years to run out of 800 numbers. The 888 numbers are allegedly going to be exhausted in about 2 years. 


People are seeing the power of toll-free numbers. The existence of a toll-free telephone number is always a plus from their point of view and, if it increases sales, it’s a plus from your point of view. 


You shouldn’t choose to use one just on the basis of those two reactions. The final decision should be based on these following issues:

#1
The volume of toll-free calls your business would receive.

#2
How many of these calls would result in sales?

#3
The volume of regular calls your customer would make if your business didn’t have an 800 number.

#4
The cost of your toll-free service.

#5
Are your products or services the types a customer would use a toll-free number to investigate?

#6
Can you successfully use a toll-free number in your marketing campaign?


We are also going to teach, in another technique, a method of using toll-free numbers to generate leads. Whatever the basis for your decision, it certainly is a potential way to stay in touch with your customer base, and if it encourages them to buy more from your business, it may be well worth the added expense. 


You can get an 888 toll-free service for about $14.00 a month plus the additional usage from the phone calls. The maintenance fee is about $14.00 a month. Research shows that even in your local market, you will get more calls to an 800 number than you will to your regular phone number, so you may actually consider getting an 800 number just for your local market.

Technique 39 – Use 

All Information Sources Available To Pull 3,000% Return On Investment

When you’re putting together information to use in a marketing plan or campaign, you should take advantage of information already available for use. It isn’t necessary to collect all the information you need (that would be impossible). You don’t want to fall into the trap of “paralysis of analysis”, and it can also be very costly in terms of time and money. 


The following types of information are available through the Chamber of Commerce, your local library, Better Business Bureau, local newspapers, and media such as TV and radio.

#1
Demographic information on potential customers.

#2
Local business information describing characteristics of competitors and other businesses in the area. 

#3
Local economic activity and trends.

#4
Proposed growth plans that might affect your business.

#5
Customer buying activity and patterns.

#6
Media rates and data information.

#7
Other local business information you may want to obtain.


Let me give you an example of someone who did the research on their potential market. It was a restaurant. They realized their catering wing did sports banquets but their main business was just being a restaurant. They never really thought of themselves as being in the sports banquet business. They took a catering order from a school, not knowing what it was for. When they dug a little further, they found out they had catered four sports banquets in one month, and there were 400 schools in their city. 


They targeted all the schools in a two county area of a certain size, wrote a specific message to the athletic directors, and pulled a 3,000% return on their investment. That may sound like a lot, and it is. You may not believe that. 


They mailed out $100 worth of letters at a cost of $1.00 per letter and it generated $6,400 worth of sales.  They sent out a nice package, not just a #10 envelope, what appeared to be a priority envelope and a response card and some other things. $640 for every $1 spent. 


The catering arm of their business is simply add-on, so every additional dollar they brought in put $.50 to their bottom line. They’re using leverage to add to this example. They also used information they gathered from their market.

Technique #40 – Location, Location, Location

The proper location of your business can be a key factor in marketing. Different types of businesses tend to perform better in certain locations. Professional offices shouldn’t be in an unprofessional basement. You need to select a proper location for your business.


This might be based on the following factors:

#1
The professional image needed.

#2
Potential customer traffic.

#3
Its convenience for customers and prospects.

#4
Proximity to suppliers.

#5
Location of competition.

#6
Availability of employees.

#7
Zoning requirements.


Price is a critical element in selection of your location, but it’s not one of the factors you should initially consider in making your decision. If you make the correct location decision, the price you pay will be offset by the sales generated from correctly launching your marketing mission. 


If the factors considered in making your location decision lead you to decide on a location that is more expensive than some alternative site would have been, then you do need to have legitimate reasons for the increased price of the location selected. This can be built into your marketing plan. 


Conversely, if the location is not of critical importance, then you should not pay a premium price for your business location. 


If you can’t run a mail order business out of your home and need to move into an office space, you don’t necessarily need to rent a retail location, you can go into an industrial park where your price is less in rent space and get the same result. A bookkeeper does not have people visit their home because their client’s books are at the office, so a home office is fine.

Technique #41 – Use The Chamber Of Commerce And Other Local Agencies

Your Chamber of Commerce has current lists and brochures of businesses in your area. You may want to contact similar businesses on the Chamber’s list to find out if they’re doing well and determine the type of location and marketing that is working best for your competitors. 


You also want to contact businesses that would be potential suppliers so you can get acquainted and find out if the location of your business would have any advantages or disadvantages..


 There is useful data available through government bureaus that record dog licenses, marriage licenses, and business licenses. For example, if you wanted to start a pet sitting business, you could contact your County Animal Licensing Agency for the names of pet owners who may need your services. For married couples, contact the Marriage License Bureau. 


You may be able to get additional information on how to access these names and addresses through license lists reported in your local newspapers.

Technique #42 – Avoid Losing Money At Your Sale

Many businesses try to use common sense when they do their marketing, and it turns out that really works against them if their common sense is uninformed. Many business owners try 10% off sales, 15% off, 20% off. 


I want you to quickly tell me the percent increase in sales that is required for you to make up the lost revenues required for you to take off 10%, 15% or 20% off the sale. You probably can’t. The answer usually shocks most people. We’ve given  you a little chart.

	
	
	20% Sale
	15% Sale
	10% Sale

	Regular Price
	$20.00
	$16.00
	$17.00
	$18.00

	Cost
	$12.00
	$12.00
	$12.00
	$12.00

	Profit Margin
	40% or $8.00
	$4.00
	$5.00
	$6.00

	Units Sold
	100
	l200(increase of 100%)               
	160(increase of 60%)                
	133(increase of 33%)



	Profit
	$800.00
	$800.00
	$800.00
	$800.00



In summary, a 10% Off Sale requires a 33% increase in sales, 15% Off Sale requires a 60% increase in sales, and a 20% Off Sale requires a 100% increase in sales. 


You can plug in your own numbers for the sales required for any price reduction by simply following these examples. 


We’re not saying that all discounts are bad. Sometimes they can be exactly what is needed to stimulate stagnant sales. 


Immediately after a sale, you need to analyze your break-even point, as we did in the above numbers, and determine if you increased sales but decreased profits or if you really increased profits. Reducing profits might be an acceptable way to clear out dead stock that maybe won’t sell otherwise, but lowering prices as just a normal part of business is usually not advisable. 


When a business relies on price reduction as a regular technique, this is generally a sign that a business has problems unrelated to pricing policies such as cash flow problems from dollars tied up in increased accounts receivable or excess inventory. You might have a problem with the salability of your product or service. Maybe expenses are too high. Maybe the owner is taking too much money out of the business. 


Whatever the situation, regular price cutting is not the solution. It’s a symptom of the problem. It could be a strategic opportunity when you notice someone else offering repeated sales, to go in and offer greater value and take up their business.

Technique #43 – Enhance Your Product Or Service And Increase Sales

Here’s an exercise that you should go through periodically to evaluate ways you can make your product or service better, and thereby either increase sales or extend the product life cycle. 


Get out a piece of paper and answer the following questions.

#1
Write down not what your product or service is, but the need or desire of your target market that you have perceived.

#2
Brainstorm other ways to fulfill that need in ways other than through the use of your current product or service.

#3
List all the obvious and not-so-obvious features of your product or service.

#4
Enhance your product or service with alternative ways to fulfill your customer’s needs based on the ways you brainstormed in #2.

#5
Identify your USA versus your competitor’s and any other alternative products or services. Don’t limit yourself to the list I’m about to give you, but here are some ways you can begin. These are reasons customers typically patronize a certain business.


Low price


Top quality


Convenient location


Friendly employees


Knowledgeable employees


Nice business surroundings or environment


Fair credit or return policy


Good selection


Convenient hours


I want you to identify major sales advantages that you have over your competition.

#6
Create five different front and back-end upsell scenarios for each product and service you intend to offer. You can encompass one of these attributes in each sales scenario that you come up with:


Price discounts or cost savings


Value


Luxury item


Convenience


Grief reduction


Go through these six steps and you should come up with some ways to increase sales.


Here are some examples. 


A dry cleaner on the front-end might offer some price discounts, while on the back-end they might sell a book of discount tickets that are good for each quarter.


A plumber might have a back-end of a maintenance agreement that would offer convenience and value.


A pool cleaning service might sell based on prestige of having a “Pool Boy” on staff.

#7
Determine how best to incorporate incentives for getting your prospects to buy. You want them to buy, buy now, and buy from you.


Giving away freebies


Discounts


Great guarantees


Offering credit


Offering great service

Technique #44 – Package Your Products Or Services To Increase Profit

When you package your products or services, you are grouping some of them together into logical sets. What these sets contain are products or services that actually complement each other so the customer isn’t inclined to buy just one of the set. They’ll usually be interested in all the items in that set. 


The opposite of this is what’s called “Cafeteria Buying.” That means you offer your customers a list of things they can buy. Their usual choice is the lowest priced item or service. If you put things together in a package, they will choose the entire package. 


Here are some examples of packages. 


In a stereo system, you get the cassette deck, the CD player, tuner, receiver and speakers. 


In a car you get power windows, disc brakes, CD player, etc. 


Accounting services include bank reconciliations, tax deposits, financial statements, and quarterly reports.


Furniture stores include dining room groups (table, chairs, serving tables, corner cabinets).


Doctors offer one-stop check-up services that include blood work, chest x-ray, blood pressure, physical and EKG.


Lately, you see prepaid legal services that include collections, liability lawsuits, court filings, legal counseling, and incorporating.

Technique #45 – Profitable Yellow Page Advertising

Some research has shown 58-77% of people surveyed say that Yellow Page ads are the primary source of their buying information. This can make your Yellow Page advertising one of your most important marketing investments. But, just being in the Yellow Pages isn’t enough. 


With proper planning and innovative advertising, you can draw an amazing increase in the calls that you get from your Yellow Page ads. The objective as the Yellow Pages rightly tells you is not to produce desire-creating advertising as such, but directional advertising. 


Your caller has already made up their mind they’re going to buy. You don’t need to get their desire for your product or service - it’s already there. You need to get them to call you instead of the next guy! An ad that doesn’t simply give you presence, but actually gets the caller to call you could be worth $10,000s or $100,000s of extra dollars.


Let’s look at how to do that. You want to give the caller a reason to call you. Flip through your Yellow Pages and take a section unfamiliar to you. Most likely the majority of the ads will be “name, rank and serial number.” A big name at the top, big phone number at the bottom, and painfully stated in-between in as few words as possible, “We do this, this and this.”


If you’re a big name, that might get you by, but with reasons to buy in there, you can do better. Most importantly, if you’re a little guy, giving reasons to buy can get you a high share of calls.


Turn to the “Printer” section of your Yellow Pages and you’ll see dozens or more listings. They all look a lot alike. In our example ad, we put the word STOP in big, bold letters and the headline:

YOU JUST PUT YOUR FINGER ON THE PRINTER YOU’VE BEEN LOOKING FOR!


With a graphic ink thumbprint right next to that. 


Everyone else is simply stating obvious features, where this ad has benefits as well. Not just stating cold facts like, “We do brochures. We do offset printing and letterhead ...”


You actually speak to the prospect. 

For all your invoices, statements, brochures and four-color printing. 
For consistent quality. 

Work to suit your needs. 

Special attention is given to urgent deliverables. 

Economical prices to fit tight budgets. 


The ad is concerned with the prospect’s cost-cutting. It gives some personality to the guy behind the ad; their enthusiasm, their commitment to excellence. The extra service they go through such as design and tight budgets.


Other printers you might see have these qualities also. But, if they don’t tell anybody, who’s going to know? The result is that this ad works its tail off and it’s smaller than its competitors. Their extra investment in designing this and taking the time will pay for itself many times over. 


There’s a technique that can be used (described in one of our other sections) about offering a Free Information Guide. I’ve seen this used with plumbers, heating and air conditioning contractors, home remodelers and carpet cleaners. You offer 10 reasons not to hire a contractor or The Complete Consumer Awareness Guide To Choosing A Carpet Cleaner. I’ve actually seen this used with a curtain store. They had a curtain and soft furnishings guide full of ideas to make your home beautiful. 


These techniques can work and boost the power of your Yellow Page ads.

Technique #46 – Sales Closing Techniques

There are a number of sales closing techniques that you can learn with different ones applied in different situations. Each salesperson might be more comfortable with one or another. As a business owner, you want to be certain that your salespeople become exposed to a number of different techniques so they can choose the one they prefer depending on different selling situations.


Here we’re going to discuss the more common closing techniques you and your  salespeople could be using.

#1
The Ben Franklin “T”. 


Using a “Ben Franklin” close, you actually assist the prospect in identifying all the advantages of buying your product down the left-hand side of the T and list all the disadvantages down the right-hand side. 


Then you and the prospect analyze the items on the list and identify the strengths and advantages while overcoming the disadvantages. 


The goal here is for the advantages to outweigh the disadvantages and close the deal.

#2
The Take-It-Home Close. 


In this technique, the salesperson allows the prospect to actually take the product home or try out the service. The idea is that once this happens, the prospect will be unable to part with the product or service and must have it.


There is a story about two salesmen who sold horses. One had the prospect come in and showed him the horse, told them everything about it, and tried to make the sale. The other said, “Here, take this home and give me a call in a week. If you don’t want it, I’ll come and get it.” Once that horse was there and the young daughter fell in love with it, there was no way that horse was going back.


A recent example I experienced was an air ionizer you put in your home and it cleans the air electronically through ionization. The gentleman selling these drops them off and leaves them in your home for 30 days. At the end of those 30 days, he will come pick them up if you don’t want them. By then, the assumption is that people will want them.

#3
Subject-To-Approval Close. 


This allows a salesperson to actually close a sale, but do so subject to certain contingencies. In other words, it’s up to the salesperson at this point to really do some work when possible to assist the prospect in removing contingencies thereby making the sale official.

#4
Take-Away Close. 


I prefer this one. It’s human nature to want what one can’t have. The salesperson says things like, “This product isn’t for everyone. It’s a certain kind of person who can appreciate this service.”

#5
The Standby Feel-Felt-Found. 


This approach is intended to establish empathy with your prospect’s situation in an effort to persuade them that you or a prior customer has actually dealt with their situation. I know how you feel. I’ve felt the same way before. I have found ... This way the salesperson can move forward to close the prospect from a more personal or empathetic point of view.

#6
The Order Form Contract. 


Sometimes the prospect might need a little encouragement. It’s useful to actually take out the Order Form or the Contract, put it in front of the prospect, and instruct them to complete that part of the form. “I’ll complete the rest”, the salesperson says after they request the client to approve the paperwork. 


Never say, “Sign the contract”, which has a very negative connotation. It appears too binding and rigid to your prospect.

#7
“If We Do This, Will You Buy?” 


This is used when they haven’t heard enough reasons to buy yet. The salesperson needs to identify what it will take for the prospect to break down and buy. Once the specific item or number of items they want have been promised, the sale can be closed. 

#8
Presumptive Close. 


Under this method, the salesperson actually goes on the assumption or presumption that the prospect has already decided to buy. The salesperson might talk about how a prospect will enjoy the product or service or how the benefits might be enjoyed. 


When the prospect gets in the habit of talking, feeling and thinking like they already have the item, the sale is almost all but completed.

#9
Informational Close. 


If the product or service is such that the prospect needs more information in order to make up their mind, then the more relevant information the salesperson can share, the more likely the prospect is to buy.

#10
Overcoming Objectives. 


As a salesperson, you can identify the prospect’s specific objections to buying and focus on ways to overcome those objections. As you successfully accomplish this task, the close will follow right afterwards.

#11
Instructional Close. 


If the close requires the buyer to know how to use the product or service, it is critical that you provide detailed instructions where applicable. 

#12
Directive Close. 


This is when the salesman actually talks to the prospect and tells them exactly what to do. He/she directs them such as, “You need to step to the back of the room. Go over to that table and sign up for our program.” Some prospects want to be told exactly what to do, and if you tell them, they will respond by buying when told to do so. It’s one of the easiest ways to make a sale.

#13
Exclusivity. 


You indicate in all the marketing you do that your service is very exclusive. A dentist that we heard of began locking his door and only allowing customers or referrals from customers to enter and nobody else. He communicated with his customers and indicated he only dealt with referrals. Soon, his practice was thriving because everyone wanted in.


Whatever the techniques you and your employees learn and implement, an awareness that sales techniques are available is essential to go a long way in your business sales efforts.

Technique #47 – Avoid High Pressure Sales

In general, your prospects are better educated than they ever have been before. They also have a higher degree of product and service knowledge. It’s in part due to current communication methods. 


There has also been a change over the past 30 years to get away from high pressure sales toward more of a customer-oriented approach and the techniques in the previous section on Closes. 


If your business and its employees want to genuinely fill a customer’s needs by giving them good products and services that are in demand, and they try to do this by assisting them in their buying decision, your business is going to reap the benefits of those efforts. 


The potential benefits of these are going to be in the form of higher sales and increased customer loyalty. The day of the high-pressure vacuum salesman and the aluminum-siding “Tin Men” sales is over.

Technique #48 – Stop Talking. Close The Sale.


The key to success in selling is to actually know when your prospect has decided to buy. 


When this point is reached, you don’t have to do any more selling of your product or service. In fact, if you continue to keep convincing them, you might actually talk them out of the sale and lose that sale altogether. 


How do you determine when your prospect has reached this point? It is actually something you can learn. After you learn what to look for, you need to stay alert during the sales presentation and be alert to accurately assess each situation. 


Some of the indicators that signal readiness to buy are:

#1
They stop listening to you.

#2
They stop asking details about the sale.

#3
When they start asking questions about the use of the product or the details of the delivery service.

#4
After they agree with your closing questions.

#5
When they ask about delivery.

#6
When they want to know the details of your warranty or guarantee.

#7
When their body language (such as becoming more relaxed) indicates they have been convinced.


As you analyze your own style, you’ll be able to identify your own personal list of ways your prospects indicate they are closed. However, always be alert to new indicators as you experience them.

Technique #49 – Use Comment Cards


One effective way to actually create positive PR, even when a customer has a complaint or suggestion based on their dealings with your business, is to provide them with an opportunity to communicate directly with you.


This can be accomplished with Comment Cards. They can be made available at your place of business. They can be deposited in a regular Suggestion Box. They could be mailed directly to your attention, postage-paid from your clients or customers. They can be given to people when the work is done on-site; during the work or at the end, and ask them to fill it out and have the technician take it with them. 


One caution is to avoid leading the customer’s response by giving them too much direction or instruction on the Commend Card. 


Ideally, what the card will do is provide just enough structure to guide them into thinking, leaving the parameters of comment open so you can get open-ended comments based on their thinking.

Technique #50 – Use Celebrities


When a celebrity appears in public, it always has the potential to become an event. Therefore, with very little creative encouragement from you, a public event can be turned into a promotional activity for your business. 


You want to be careful that the celebrity you choose doesn’t have a lifestyle or other paid advertising commitments that would conflict with your business and your personal beliefs. 


A celebrity event to be useful should include some references to your business, your products or services. 


Some of the most successful programs are those that appear to be informal and don’t really give away the appearance of a paid advertisement. 


Getting local celebrities or national celebrities can be much more inexpensive than you think.

Technique #51 – Use Newsletters To Keep In Contact With Your Customers


For your newsletter to be effective as a marketing tool, it needs to consist of a little more than news. A newsletter needs to be informative, but also used as a selling instrument. 


The newsletter itself can be free as a benefit to your customers for already having made a previous purchase, available at a price that helps create value, or it can be totally free to any and all prospects and customers, just as a public service. 


The newsletter should contain information and materials that are useful to its reader, and once the prospective customer views the newsletter as valuable, you can focus on the next step of creating the perceived value of your business’ products or services in the minds of the readers of that newsletter. 


The major benefit of the newsletter medium is that it can be a subtle approach to selling that appeals to a larger and larger percentage of the population these days. People get tired of attempts to sell them products and services outright. To many, this is a softer approach and is more appealing. They will respond by voting yes with their wallet and increasing their purchases of your business’ products. 


The size, layout, color, frequency of the issue, and selling proportion versus the information proportion, and the way in which the newsletter is distributed, are some of the decisions required at start-up and to maintain a newsletter subscription. 


You want to be certain to try a limited test of your newsletter idea before you really commit to providing your newsletter on a regular basis to a large group of prospects or customers. If you’re successful in creating a newsletter that your market reads on a regular basis, you are well on your way to gaining a loyal customer for life. 


How do you create a newsletter? 

#1
Come up with a theme.

#2
Develop special monthly sections to run each month.

#3
Decide the number of pages. 4-8-12-16, etc. The number of pages needs to be divisible by 4. It is cheaper for printing reasons. Talk to your printer about that.

#4
Determine the frequency of publication: monthly, bimonthly.

#5
Who will create the editorial and featured contents?

#6
Will you put in ads or no ads?

#7
Will there be an action section or notice to call your business for more information or to order?

#8
Put in copyright information including ads, questions from your current customers, etc.

#9
Add testimonials.

Section IV:  Upselling
Introduction


Upselling your customers is simply providing the next logical solution to your customer’s next logical need. It’s your job to always create that next logical need and continually sell and sell and sell. There’s always one more thing to sell. 


One of the major mistakes we find in dealing with small businesses is that they believe once their business has provided their product to the customer, that’s the end of the process. There’s nothing that can be more wrong with your business. 


Every sale needs another sale because every need that’s satisfied will create still another need sometime in the future. The conclusion that you should draw is that you must create the upsell and continue creating upsells as a never-ending logical step in the launching of an effective marketing mission. 


You might say, I don’t have any product or service to sell as an upsell. My answer to that is, develop one. 


Even if you don’t produce the product or service, someone else does and that someone else gladly will pay you for allowing them to get at your client base so they can upsell your customer. 


There’s always something else to sell them. 


The practical implications to upselling will most likely result in forming joint venture relationships like we talked about. Business today operates differently than it ever has. 


Another good example can be seen in the mail-order flowers. On the average, there’s actually 6-10 days from the cutting of a flower before a customer receives it and puts it in a vase in their home, whether as a gift or simply to brighten up their home. The lag time is caused by the traditional distribution system of wholesalers, distributors and retailers. A real entrepreneur working literally years on an idea for flower delivery up to 9 days fresher, created a direct-from-the-grower to the customer via Federal Express. Today that generates $10,000,000 in sales. 


What was the entrepreneur’s product? It was an idea worth $10,000,000. 


That business is merely a series of relationships between a catalogue company, Federal Express, and several independent flower growers throughout the United States. It’s a business of joint ventures. Even though this guy didn’t actually have the product or service, he created one. 


There are always opportunities. Business in the 90’s and in the new millennium will continue to develop along these lines. 

Technique #52 – Find Your Business Within Your Business


A real powerful concept is to challenge yourself, your clients, vendors and employees to constantly search for new businesses within your business. 


There are an unlimited number of offshoot businesses you can create. For instance, in a mail-order company, you could have an offshoot of consulting to those people that you sell to. You could then telemarket. You could then do seminars and workshops. 


For car dealers, they could provide extended warranties and insurance to new car owners. For a contractor, whether it’s heating and cooling, pools, pest control or whatever, they can also provide annual service contracts. 


Let me go to an example of one of these. A pool contractor for instance might use upselling through the offering of an annual service contract to clean and service a pool four times a year. This can dramatically improve his bottomline. In fact, we can actually double the value of the customers by added income from adding just 40% of the clients to an annual contract. 


Let’s say the service call for a pest control or a pool service call is $100 and there are 100 customers per year. There’s a gross of $10,000, which is $100 per customer. The upsell strategy is an annual contract where you’re going to visit four times a year. The cost for each visit to the client is $100, so the total cost at this point is $400 (before giving a discount). 


If they buy today, you give them a discount of $150, of which $250 is the cost to the customer. If you close just 40% of these people, your new revenue is $10,000. 40% of 100 is 40 people times $250, which is the cost of the annual contract. 


So, the new value of these 100 customers is $20,000; $10,000 for the service call ($100 x 100 customers) and another $10,000 for the 40 people who paid $250 for the annual contract. The value per customer is now $200. You made $20,000. 


You still have the same 100 customers. They’re now worth $200. That’s double the value. 


What service can you upsell to your clients? Virtually every business can add a newsletter or an extra month of a diet plan for half the original price. Maybe a consulting service could be provided.

Technique #53 – Let Them Have A Cookie


Do you resist change? Do you actually feel loyalty to your friends and family? Do you want to test things before you buy them? You’re not alone. If you answered yes to these questions, you’re like everyone else who answers yes.


 That’s the challenge that an entrepreneurial business owner has to overcome from a competitor’s customer. If your competitors are smart, they’ve created a friendship with their customers and they expect loyalty in return for giving them great benefits and a nice package of products and services. 


How can you capture those customers?


You don’t. Not all at once.


The other side of these questions is: Will you take a free sample of something at a grocery store or shopping mall? A free cookie? Like Mrs. Fields who built an empire by giving away free samples of their cookies in shopping malls. 


Will you give 1% or 5% of your business to someone other than your own brother-in-law for something that offers a more exciting or profitable alternative to your current situation? Of course you will.


From time to time, we will try things little by little. That’s what the “Free Cookie” technique is. It’s like dipping your big toe in cold water before you dive in head first into a freezing pool. As a consumer, they all want to dip their big toe in the water and sample in a relatively risk-free and painless way. After all, a cold big toe will not freeze them to death, so it’s an okay risk to take while deciding whether to enjoy getting in the water is worth offsetting the pain of cold water.  You want to give them a free cookie and let them dip their big toe into your business. 


They will do this if you give them a compelling reason to try it out. They want to test us out in a small way. We need to crack the door open a tiny bit and then eventually try to drive the truck through it, but not now. 


We want to think in terms of them testing the water. We don’t necessarily want to sell our whole product all at once unless you have little or no competition and you have a prospect list with a lot of money and they have a compelling need for your product or service, then go for it. 


Generally, we want to let the consumer give us a test. Once you understand this, you will understand that consumers like you will have a virtually insatiable desire for your product or service once they warm up to you. 


We just need to get comfortable with whom we buy from. It’s human nature to say, “If this little bit is good, then a lot is going to be better.” The sinful pleasures like gambling, smoking and sex, get people hooked for life if they try these things. You create these “Just Say No” campaigns which fall short of the mark because it’s the addiction that people need to be alerted to, but they realize that just a little bit creates an insatiable desire for more. Try it once - you’re hooked, so don’t try it.


Here’s the point:

#1
The customer needs to be provided with a low or no-risk offer to try you out in a small, non-threatening way.

#2
The customer’s first purchase is not their full purchasing ability. It’s merely just the tip of the iceberg.

#3
The customer’s cumulative purchasing power is actually staggering, but first you must earn their support and loyalty.

#4
You need to earn that loyalty with familiarity. 


They need to get to know you and your business through you contacting them. You can use telephone calls, newsletters, ads, gifts, promotions, rewards, benefits, education, consulting, etc. 


Your customers need to be led from one purchase to the next. This is true in all aspects of our lives. We want someone to tell us what to do so we don’t have to think of it ourselves. Have you ever heard a conversation where someone says, “Hey, what shall we do? I don’t care, what do you want to do? I don’t care, I’ll do whatever you want to do.”


You have to realize that with each new customer, their value is in the stored future income potential, not the value of that initial purchase.

Technique #54 – Create Customer Loyalty


Customer loyalty actually shows itself in a number of ways. Several of them are:

#1
Increased frequency of purchases.

#2
Larger dollar purchases all at one time.

#3
Genuine feedback as to how your business is doing; its products and services, prices, employees.

#4
Referrals.

#5
Actual continued patronage of your business.


You, as the owner, need to really address the issue of loyalty and take action to earn it and maintain it on an ongoing basis. 


Some of the ways you can earn and maintain customer loyalty are:

#1
Drawings or giveaways.

#2
Provide freebies to reward customer patronage.

#3
Make it easier for regular customers to use credit cards or checks as payment.

#4
Pass out business cards to customers.

#5
Create a club atmosphere, maybe even requiring a club atmosphere or enrollment card for special benefits. 


Within your business, you could create different levels of clubs. You can have the regular customers, the “Inner Circle” customers, and the “Gold Inner Circle” customers.

#6
Take down customer addresses and phone numbers so your business can alert them when you have special events or sales taking place.

#7
Ask them for advice and take action in response when appropriate.

#8
Make them feel special, a part of an elite group of smart people.


There’s a true story about a starving dentist who came up with an idea for a one-page agreement with each new customer. They agreed they would refer customers to him in turn for him holding down his charges. 


His second great idea came when he created an announcement and posted it on his counter in his office on his newly locked entrance door. It said, “We don’t take walk-in customers. You have to be referred and accepted as a client before you can do business with us.” His business skyrocketed since his customers felt special and lucky that they were even on the inside of his business. They shared this with their friends and neighbors.


Whatever is appropriate for your business, actively try to create loyalty with your customer base.

Technique #55 – Be Visible To Your Customers


Customers like to deal directly with the owner of a business whenever they can. If you can make an effort to be as visible as you can to your customers, this will help. This doesn’t mean your customers necessarily need to see you at your place of business at all times, but only that maybe you need to maintain a presence at your business. You need to be there often enough that customers actually see you from time to time. Or you communicate with them in other ways such as a newsletter. 


This is true for product and service-oriented businesses. 


It is particularly critical for customers of service businesses who sometimes select your business and remain loyal to a large degree due to the strength of that owner’s word, working style and reputation.

Technique #56 – Segment Your Mailing List For Higher Profits



As we talked about earlier, you can pay for mailing lists and segment them according to your demographics or psychographics and your spendographics for your target market. 


No mailing list is ever going to pull as effectively as your own mailing list created from thousands of prospects that your business will have the opportunity to market to, as well as the hundreds of customers who have tasted your free cookies, tasted or selected or used one or more of your products or services. 


Just names and addresses aren’t enough. You need to segment your prospective client list like the big mailing houses do. 


The way you do this is ask your clients and prospects their preferences. Why they purchased? Their reading habits? Their spending habits? You could ask them where they heard about you? TV? News? Radio? Paper? Other? 


As soon as they become a customer, you record their purchase whether it was this particular product or that product, this service or that service. Track every purchase, every phone call you make to them, and everything else you’ve ever talked to them about on your computer. You need to know how long they’ve been a customer. Whether they’re current on their payments. Whether they respond to newspaper, radio or direct mail. What other subsequent purchases they’ve made. What caused them to make those purchases? Was it a letter you sent, a postcard, a telemarketing call? The list goes on and on. 


You want to be able to improve and offer them more things based on the pieces of information you know about them. What you need to do to really segment your customer file is:

#1
Calculate the value of your customers. 


We’ve talked about this over and over. This is the value also of every lost name that you don’t capture.

#2
Capture names through registrations, drawings, coupons, free subscriptions, consultations, charge card verifications, and photocopy their checks.

#3
Design surveys, registrations, etc. to solicit personal information from your customers regarding those variable, important pieces of information for your business.

Technique  #57 – Get Testimonials


It’s been said before that one unsatisfied customer will go out and tell 20-50 of their friends and family about their unsatisfactory experience, but the opposite doesn’t seem to occur. Your customers, vendors, suppliers and associates might think you walk on water, but they won’t seem to tell everyone else how great you are unless you show them how and give them an actual reason to do it. 


You can actually hold contests for best testimonials. Request letters of endorsements from your customers, vendors, suppliers, and any associates you have. Use those to promote your products and services. When you use testimonials to add credibility to what you do, you’re letting your customers do the marketing for your business. 


Testimonials from your customers are one of the strongest marketing tools available. 


What is a testimonial? It’s a statement, usually written by your customer, saying nice things about some aspect of your business, you, your employees or your products and services. If you want to use the testimonials in marketing efforts, you need to get a written release from your customers who wrote the testimonials giving your business the right to use the testimonial in marketing. 


The best time to obtain the release is at the time the customer delivers the testimonial to you. You might tell them you want to share their insights with your other customers or some other complimentary statement. 


When you use these testimonials, you want to weave them into your marketing story. Use them to embellish and support your claims and promises. For every benefit or objection you need to overcome in your products or services, it is the best scenario to have testimonials establishing or referencing each of those benefits or objections. 


You can take the next logical step and establish that your business delivers what it promises. This becomes a very powerful statement. 


You don’t need to use 100% of what it says in each testimonial letter. Here are some choices or ways you can use testimonials. You can print the entire letter. You can print one sentence. You can print one word. Print with a picture of the person whose testimonial it is. Print the person’s initials only. Print the entire name of the person providing the testimonial. You can actually do video or audio recordings of a person’s testimonial. Ideally, you want to use all of these techniques.

Technique #58 – Joint Venture Marketing


When things go together, they’re said to be complimentary. An example of two items that might go together are CD players and CDs. If you’re in the market for one of these two items, you might be in the market for the other. 


You may be able to increase your business’ marketing efforts by combining the marketing of one of your products or services with the marketing of someone else’s products or services. 


They can take any one of these forms (we’ll discuss them below).

#1
External joint venture marketing. 


You combine your marketing with that of another business that sells a product or service that compliments your own. You both benefit from the exposure and your customers will be looking to this other business for its complimentary offering. Likewise, the other business’ customers will look to you for their complimentary product or service. You both access each other’s customer database. An example would be a travel agency and a luggage shop that could work together.

#2
Internal joint venture marketing. 


You probably offer complimentary products within your own business. If this is the case, you need to market this so potential customers will be aware that your business offers certain products or services that compliment each other. This encourages one-stop shopping and also allows your business to sell one product or service on the back of the other. An example is “You Haul It Yourself” trailer rental that also sells packing boxes. 


I’ve actually seen one business that sells a course on how to write successful marketing campaigns. The majority of their customers never find out that in addition to selling that course, they do consulting and write marketing campaigns themselves. They don’t do an effective job of letting their customer base know that. Those things naturally go hand-in-hand.


Another kind of internal joint venture marketing would be a combined location or common business. You can have businesses that share a common location such as a mall or a strip mall shopping center. They can market their businesses as complimentary to each other. This can take a number of forms, but the most popular is sharing the media cost. An example would be a strip mall with a number of home improvement products or services. 


You want to take advantage of this either by phone or by sending the other business a letter. You might say, “Dear Mr. or Mrs. Business Owner. Our company specializes in (or sells) _______. We have discovered a logical tie into your business or customer base in that it _______. We have created a system for dramatically increasing your profits without risk, investment or even effort on your part. You can do a trial close where you say, ‘Mr. or Mrs., let me ask if you could generate sufficient profits to _____, would that interest you?’ The process is relatively simple. First, we create a joint marketing plan together to consist of either (choose 1 or 2 of the following) a letter of endorsement from you, a telemarketing campaign, a seminar, workshop, sales presentation, display or design a customer/client newsletter, or a display ad. We will share the profits on a 50/50 basis,  25/75 basis, etc.”

Technique #59 – Co-Op Advertising


Co-op advertising can be done with business suppliers where your business actually receives dollar credits or reductions in amounts that are due to the supplier in exchange for your business placing orders from this supplier for a particular inventory item in the sum agreed upon volume. 


These dollar credits are to be spent on advertising for your business promoting those products from that supplier. If you look through the Yellow Pages, you’ll see many different categories, because the product or namebrand must be featured in the co-op ads. One example is in air conditioning Yellow Page ad, you might see the logo of Carrier. That's because they do co-op advertising. 


Your supplier is cooperating or helping you with your business advertising efforts while encouraging your business to concentrate advertising dollars in promoting something that they have. 


This is a great way for you to increase your advertising budget, but you must be careful that you don’t buy more inventory than you will need just to take advantage of the co-op offer. 


You also want to keep in mind the limitations that come with co-op advertising. You restrict your advertising to that supplier’s products only in those co-op ads. Don’t overcommit to co-op advertising. Don’t buy more inventory than you need. Don’t spend more on advertising than you had planned. 


You can go to your local library and find a book that lists co-op advertisers. You might want to check that out.

Technique #60 – Do Free Or Low-Cost Seminars And Workshops


If your products or services are made up so providing information and explanation would enhance sales, you might consider providing special meetings, workshops or seminars where you can share relevant materials and product knowledge with existing or prospective customers in an effort to generate additional sales dollars. 


The key to this is whether or not your type of business is such that additional information would move them to action and increase your business sales directly or even indirectly at some time in the future. 


The best way to measure the direct impact on sales by doing a seminar or workshop is to offer products or services at the workshop. Maybe offer a workshop-only discount to encourage sales on the spot.

Section V:  Design Tips
Introduction


One of the main cornerstones of your entire marketing mission is going to be to credentialize yourself, your business, products and services. To do this, you want your business to have the proper image. 


Don’t confuse this with doing image advertising. That is another story we will talk about elsewhere in the course. 


You do want your dealings with other associates, customers and prospects to be professional. 


You want to do this. There are scientific techniques to use to boost responses and readership of marketing materials. 


You want to do this by designing your marketing image and marketing campaigns through using the most powerful marketing tips and techniques that you can use. 


We’re going to give you some of these in this section.

Technique #61 – Select The Best Tools For Your Business


Everyone hears how great it is to create the best first impression. Your marketing impression is going to consist of the proper marketing tools that your potential customers and clients or prospects will be initially drawn to. You want to make a good impression. 


The things that you can use to first bring them or identify them to your business are the following: logos, business cards, letterhead, brochures, flyers, product packaging, newsletters, articles, and reports. These are all things that can help you initially attract prospects and you want to make them look appealing. 


In every mission or marketing campaign, you want to dress it up a particular way so that it will accomplish a particular task. In our case, we want it to result in a sale. Every business is different, and at various stages of growth in your business you might be able to use one or more of these different types of marketing tools. 


The objective of this section is to present what we know about marketing and design tips that will have the greatest impact on your prospects and your customers.

Technique #62 – Using Good Design Basics


The following is a list of objectives that a well-designed marketing piece should try to achieve. Each one of these objectives is achieved through different things we can choose with our marketing. In other words, we can choose different typefaces, use photographs or not, particular artwork or cartoons, colors, layouts. 


We’re going to overview and then return to this Technique and design your marketing piece to see if you have achieved these objectives.

#1
Good design should draw attention but not overwhelm or mask your message inside the design. 


You don’t want to fancy-it-up to the point where your message is covered up or lost.

#2
Good design will make your relevant and most powerful information easy to find, easy to read, and easy to understand.

#3
Good design will set the proper tone or feelings to your marketing campaign.

#4
Good design will be memorable and leave the impression of your business or message.

#5
Good design will actually motivate that prospect to take the action you want him to take. 


Hopefully to request more information, buy your product or buy your service.

Technique #63 – Avoid These Design Mistakes


Avoid the following when putting together your marketing material. If you have someone else put it together for you, run their piece through this checklist also.

#1
Avoid using all capital letters. 


All capital letters will get more attention, but slow down the reading speed of the person and thus their comprehension. It doesn’t give a natural flow to your marketing piece. If you want to emphasize a certain word or a group of words, italicize them or bold them. In your headline or subhead, you can use a bigger typeface than the rest of the body text. You might just capitalize the first letters of each word.

#2
Avoid filling up all the space you have to work with. 


If you cram too much information into a given space, it is difficult to read and the reader might lose interest. White space can be an effective design tool that will draw the reader to specific information that you wish to emphasize. However, don’t confuse this with an advertising rep when designing a space ad that says, “Let’s use a lot of space here and there.”


You do want to make effective use of your space in telling your story and listing benefits, but you don’t want to pack it together so closely and tightly that when a prospect looks at it, the eyestrain is so bad they don’t want to read it. There is a balance to achieve.

#3
Avoid too much reversed type text where the background is black and letters white. You might use it sparingly to emphasize one idea here and there. Usually, it can be used to draw attention to a particular item. If it’s used for too many things, it loses its effect and nothing will jump off the page.

#4
Avoid using more than 2 typefaces (3 maximum). 


Too many typefaces will cause confusion and slow the reader down. Two will draw attention to different pieces. Maybe one typeface for headings and subheadings, and one for the body text. That’s usually all you need. 


These two typefaces should have some contrast. The body text is usually in a “Serif” type font and the headline and subheads are in a “Sans Serif” type. A common type of font used is a Courier font and a Times New Roman.

#5
Avoid having white space wasted. 


Wasted white space occurs when there is a hole created somewhere in your layout that is not really part of your design. A white hole of space which has other elements all around it really differs from using white space in a good way and it will draw attention to itself instead of to a headline or a picture or body text available.

#6
Avoid over-using boxes and ruler lines. 


Too many boxes and ruler lines result in a very busy design that confuses the reader and reduces readability. Understand that when you put together a marketing piece, you want to have readability. You might be thinking that you’re emphasizing and making all this information look important and relevant, but you are in fact confusing the reader and they will say, a “It’s not worth my time to read.” It has the same effect as reverse type.

Technique #64 – Sneaky Test Approach


After you’ve created your mock-up on your marketing piece, test it by showing it to an employee, friend or relative and ask them if they’re able to do the following things:


Identify the name of the business.


Identify and understand what the product or service is that your business provides.


Identify the USA.


Can they easily read and understand the printed information?


Can they identify a feeling or tone associated with the marketing piece?

What’s their first impression? Their feeling of your business after seeing the piece?


Is that first impression the person expresses the one you are trying to get across?

(If appropriate) You want the person motivated to action to use your product or service.


If they want to contact your business, is that easy?


It’s called the Sneaky Test Approach for this reason. You might want to not tell them this is from your business, if possible. Otherwise, just give it to them and let them read it. 


The response you don’t want is, “Hey, this is a great marketing piece” and they give it back to you. They’re probably not versed in what it takes to make a good letter. If that’s the response you get, it’s back to the drawing board. 


The response you might want to get is give them the letter, let them read it, and they should say, “How do you do this? How can I get this?” If that’s the response you get, you know you have a great marketing piece or the beginning of one.

Technique #65 – Use Photographs To Increase Response


Selecting photographs and artwork is an element that can set the tone or image of your marketing campaign, but you don’t want them to be the overriding factor unless you are selling artwork. 


Photographs and artwork can make dramatic statements. If they are treated incorrectly, they offer no value and might be costly. 


You don’t have to have photographs or original artwork in your marketing piece to get your desired goal. The proper use of typefaces, colors and white space plus simple graphics and clip art can add to the overall effectiveness of your marketing material. 


Should you choose to include photographs and artwork, there are some guidelines to follow.


Budgetary constraints can often dictate whether or not you use photographs. There are several ways you can incorporate photographs into your marketing pieces. 


You can use 4-color (full color), dual-tone (2-color, half-tone, reproduced from a 1-color photograph where the photo is originally black and white and in the printing process another color is added) which makes it tinted. Or simply use black and white.


4-color photographs are more expensive to reproduce than the other ways. They do require 4-color separation charges by your printer. 


If you can afford this process, think carefully about your selected photograph. If it’s a little out of focus, it won’t look any better once it’s printed.


Dual-tone is less expensive although the photograph will not be full color. It will appear to have color or, at the very least, be more colorful than a black and white photograph. There is an extra charge for this also.


Black and white photos reproduce the best when they have a lot of contrast. 


Careful consideration needs to be taken when choosing color, dual-tone or black and white. 


We have found that the most effective choice for an entrepreneur’s business is a simple black and white photo of the owner or a black and white photo of the owner and a customer or client. This can build credibility. 


In addition, if you use a photograph in your material, it draws the reader’s eye to that photo, so you must take that opportunity to put a caption underneath the photograph. This is a mainstay rule. Always include a caption with a photograph.

Technique #66 – Create A Powerful Business Card 


When you design a business card, it can be quite challenging because you don’t have a lot of space for your information. You want to arrange it where it’s clear and easy to read and understand. 


Everybody makes the same mistakes. They create a business card with what’s called “name, rank and serial number.” There’s their name, there’s their address, here’s the phone number, and that’s it. It doesn’t tell anybody anything. 


You do want to put your business logo on there if it’s appropriate. If it doesn’t do anything to attract people to call you, then it may not be relevant to you. Of course, you want your name and title. You also want to list the benefits or, more importantly, the USA (Unique Selling Advantage) on that business card. List the benefits to the customers. You might give them a description of what you do. Not features. You want to list benefits to them of what you do or sell. Maybe even a bullet list of information. 


Flip it over and use the back of the card. Make it clear what you want them to do. Call Me! You might offer a free report or consumer guide on your business card. You could say, “Call and get this information!”


Use the small amount of space effectively by getting them to call and ask for a larger amount of information. Take advantage of that.

Technique #67 – Use Effective Brochures For Front-End Response


Now we don’t usually think brochures are such a great idea, but that’s probably because most brochures are done very poorly. Brochures can be an effective marketing tool used to educate your prospect, let them know about your product or service, and they can be valuable to those businesses whose products and services are complicated or maybe multi-faceted like a high-tech industry. Or they might be relevant for industries that sell their wares better by showing pictures that you can include in the brochure. 


You want to make them uncomplicated and easy to understand as much as possible. Businesses whose products and services are fairly easy may get away without using brochures. Brochures can sell your product or business by themselves and they should. They shouldn’t just be glossy “Here’s my brochure” on their way to the garbage can. 


The brochure is still a direct marketing piece and you want it to act that way so you need great headlines or titles of the brochure that grab the attention of the reader. 


You need to then inform the reader or prospect about your service and the most important thing about that. You want to tell the reader what the features of that product or service can do for them, the benefits. You want to create the right image, use the right techniques as far as typeface and making it readable, and not having too much eyestrain. You want to have a call to action just like any other mail piece. You want to invite them to do something. Have them call a number and order. Have them call a toll-free number and ask for free information. You can send them a free book or free report further explaining things. You want to actually ask them to do something.


In a brochure, you want to avoid what’s called “tombstoning.” Tombstoning is when you have two separate columns with a headline at the top of each column. What it does is create what appears to be one headline and may be read together and mistaken for a full sentence. 


You also want to avoid a lot of spacing and punctuation, particularly periods. In paragraphs, a lot of spacing after a period mark causes a lot of white space which actually can be distracting to the reader, so you want to be sure your paragraphs flow together in the small columns.


Things to include: Be sure headlines and subheads are a little closer to the text so they can create a nice flow into the paragraph. Subheads should be a little larger in size than the text. They introduce. In addition, they can be set in bold and italicized to set them apart. Similarly, even major headlines should be a little larger than the subheads. Don’t forget your call to action and prompt the reader into action and tell them exactly what to do.

Technique #68 – A Checklist For Printed Advertising


General things to check are:

#1
Was care taken in producing the final material?

#2
Was it prepared to the specifications of the publication where it will appear?

#3
Is the material suitable for quality reproduction?

#4
Will placing the ad in a special section such as Sports or Business sections increase the chances of the ad being seen?


Checklist for the layout of the ad:

#1
Is the layout well organized?

#2
Is it easy to read?

#3
Does it provide eye relief?

#4
Is the visual format attractive and distinctive?

#5
Is more white space needed to enhance readability without taking away from the message?

#6
Does the illustration or visual attract attention? 


Does it fit the theme of the ad?


Does the visual have a caption?

#7
Does the ad look professionally produced?

#8
Will using color increase the impact of your ad?


Checklist for the copy:

#1
Does the headline grab attention and stimulate interest?

#2
Does the headline communicate the strongest message about your product or service?

#3
Does the copy work with your headline(s)?

#4
Does the message come across clear and understandable?

#5
Does the copy list the benefits that you wanted to communicate?

#6
Does the copy create urgency?

#7
Does the copy tell the reader how to act? What to do? The call to action?


Should they call? Should they write?

#8
Has the final copy been checked before being released for publication?

Have you set it aside and let it rest for a day or two and then come back and proofread it? Has someone else looked at it?

#9
Does the copy contain all the vital information you want it to include? Your name, address, phone number, prices, and copyright symbol for your ad? Plus other relevant information for your business.

Technique #69 – Let’s Start Over


I’m assuming you bought this course because you’re either unhappy with where you are or you’re happy with where you are and you want to do better. Either way, you want to improve your results from your current marketing and advertising. The things that you are going to learn in this course will help you do that. Some will be drastically different from what you’ve probably been doing and from what you’ve learned about marketing and advertising in the past. 


Your first thoughts might be, “These won’t work for my business” or “These won’t work in my market.” I guarantee you that if you keep an open mind and ask, “How can I apply these to my market?” versus saying, “These won’t work in my market”, you will find multiple ways to implement these strategies. 


I guarantee you that if you keep an open mind, your success will skyrocket and you will find multiple ways to increase your success. 


There’s an old saying that if you keep doing what you’ve always done, you’re always going to keep getting what you’ve always gotten. 


It’s time to start over. 


Keep an open mind and I give you my promise that you will achieve amazing results by using this course.

Section VI:  Direct Marketing Myths
Introduction


Direct marketing contains a lot of contradictions in it. It has simple concepts, but complex execution. It has remarkable advantages. It is a multi-billion dollar industry with multi-billion dollar successes. 


It is often misunderstood and myths are common. We will review these myths in Techniques #70-#76.

Technique #70 – Direct Mail Is Junk Mail


Many people object to getting direct mail. Even in it’s junkiest forms, it’s not as intrusive as a phone call. It’s not as bad as having the telephone companies call you at dinner time wanting you to change your long distance company again or even TV commercials; you’re watching something you enjoy and all of a sudden there’s a commercial on with someone blasting out a message asking you to buy their cereal. 


If the marketer isn’t tempting you to read it, all you have to do is throw it away. Despite direct mail’s cheap image, believe it or not, the majority of direct mail is at least opened. You can’t change the channel on direct mail. Some direct mail is opened by most of its recipients. 


Another negative of direct marketing is that it’s cheap or low quality. There are good companies and bad companies in every business and direct marketing is no different. You do have direct mail clothing merchants like Lands End and LL Bean, for example, who have some of the most loyal customers anywhere because they give value and service unmatched by retail stores. 


One of the main causes of direct mail’s “junk” reputation is poor targeting. If you’re receiving mail that’s offering you a product that you already have or you don’t have any interest in, then it’s junk. Somebody hasn’t done their homework. If you’re handy and you get a tool catalogue in the mail, that’s not junk. It’s valuable. You might even spend a half hour reading it.

Technique #71 – Direct Mail Is Really Only Used By Large Mass Marketers And Mail

Order Firms 


That’s not true, as you’ll see in this course. 


We’ve talked about some restaurants and dentists and some other smaller companies that use direct mail. Sales and marketing executives who are really influenced by the number of mailings that they see for magazine subscriptions and mail order forms think direct marketing is unsuited for their business because they see all this other mail. 


This attitude might also be reinforced by them trying direct mail just once and it failing. If you’ve had an unsuccessful experience with direct mail, you might also be skeptical. There might be various reasons for this. You might say, “We’re not in the mail order business” or “We tried it and it didn’t work. We don’t need direct marketing because we have an outside salesforce” or “Direct marketing doesn’t work in our type of business.”


One type of myth for direct mail is that it’s suitable for many industries, but not yours. That’s absolutely ridiculous. Mail order’s purpose is not only for direct marketing. Many firms have spent millions of dollars on direct mail marketing and they rarely sell anything through the mail. The idea that it’s only good for mass marketers and mail order firms is very misleading.

Technique #72 – Direct Mail Is Not Appropriate For High Dollar Sales 


There have been Rolls Royces sold with direct marketing. It’s a challenge to sell more expensive items strictly by mail order, but direct marketing can play a big part in selling jewelry, sports cars, very expensive travel and real estate. It’s been used to sell yachts, antiques and collectibles. 


With a little creativity, you can sell just about anything.

Technique #73 – Direct Mail Is Not Suitable For Professionals Or Consultants


Some people think that advertising itself is a dirty job and professionals should, like accountants and dentists, get enough customers if they just do a good job. That’s ridiculous. 


It’s very hard sometimes for very educated doctors and dentists to feel that, I need to send our coupons or offer a percentage off to generate people to walk into my office. That’s not what I do. I’m too educated. I’m a professional. 


Not only can you target clients and patients accurately, you have complete control over the message you send to them. 


Through your message and the design of your mailing, you can build all the professional relationships that you think are necessary. You can create a multi-colored brochure if you want that shows a picture of your office in color and use heavy water-marked paper with an engraved heading. You can do whatever you want to look professional if that’s what you want, but it’s suitable for any type of business. 

Technique #74 – Direct Mail Response Rates Are Very Low


 I once sent out a campaign for a business that returned a 25% response. I know many businesses that get 15% responses, 10% and 12%. The myth is “That’s still not a lot. What happened to the 85% who don’t call me if I get a 15% response?”


Reply rates are really responsible for more direct mail misconceptions than any other aspect. People might recognize 15% as being a good response rate and might also say a 1% response rate is the industry average. 15% is fantastic! 


There’s really no such thing as an average response rate. There really can’t be. The differences are so great between products and services in direct mail that you can’t put an average on it. You can give some general guidelines. 


Whether you get a 1% or a 15%, it doesn’t matter whether that response rate is high or low, it’s whether you profit from it or not. That’s your benchmark. If you are selling a $200,000 yacht and you get a .05% response rate from the people you sent out, that .05% response rate came from the 200 people you sent to. You only got 1 response and 1 sale and you spent $1,000 or $2,000 sending them information. The response rate really means nothing at that point.

Technique #75 – Direct Mail Is Not Good For A Retail Store


This is a myth because so few retailers know how to do direct mail and take advantage of the opportunities. Elsewhere in the course I talk about the restauranteur who uses direct mail to build the catering side of his business and gets thousands and thousands of dollars in catering business because he sends out direct mail letters to specific types of customers. 


The term “direct mail” to retailers might mean the competition they receive from mail order companies. The store might think of the Spiegel catalogue or the LL Bean catalogue. When was the last time you got a letter from your favorite store telling you they were having a sale on a piece of merchandise you had bought before? You’ve probably never received such a letter. If you have, would you respond? Probably. 


It’s far from being unsuitable for retail stores. Direct marketing can be a very effective tool. 


If you collect data from your customers and segment those customers, you can design special events and mail promotions geared toward specific customers and specific customers’ buying habits. 


We’ll talk about segmenting and gathering information elsewhere in the course.

Technique #76 – Let’s Just Send Out A Catalogue Sheet To 100 People And See What

Happens


You’re not convinced direct mail is the way to build your business, but you’re going to give it a try. You send out 100 pieces and see what happens. That’s really a weak attempt or unplanned direct mail effort. That type of effort will definitely convince you that direct mail does not work. Even though direct mail is more flexible than any other type of selling and marketing, you can’t just throw together a sheet and send it out in an envelope and expect from 100 names to gather all this new business. 


Direct mail is based on percentages and carefully constructing the correct type of target message and sending it out through the right medium to the right market. 


Many good direct mail advertisements might not generate a single response if mailed to only 100 potential customers. If you hope for a 2%, 3%, 5% response, the first 100 mailers might not get a single reply, but the next 100 might get a rate of 10%. You need to use a big enough test market of 1,000-2,000 to get your desired response. 


Just because you can mail anything out doesn’t mean you should. A catalogue needs to be written to good specifications. Direct mail materials are written and designed from the ground up. You want prospects to respond in different ways to ads in newspapers than they do to a message inside an envelope addressed specifically to them.


As you can see, there are many myths about direct marketing, but it can work for your business. That’s what this course is about - teaching you how direct marketing and direct response type of advertising can work for your business.

Section VII:  Direct Mail
Technique #77 – What Direct Mail Will Do For Your Business


Benefits really drive your direct mail. Direct marketing focuses on providing benefits of your products or services to your prospects and potential buyers. You can construct these creative mailers and marketing campaigns focusing on the power of these benefits. 


If you don’t already think of marketing in terms of benefits, now is the time to start. We’ll talk about this elsewhere in the course. You want to look at direct marketing in terms of the benefits it has for you. 


Here are 10 ways that direct marketing and especially direct mail can help your small business no matter what business you’re in. These are the basics. We will go into more detail elsewhere.

Technique #78 – You Have Control


Direct mail is like no other form of advertising in that you control the medium you will market in and the message. 


You can also control the market you go to. 


Technique #79 – You Usually Don’t Compete With Other Messages In The Mailbox


 The control direct mail gives you also means you rarely compete side-by-side with rival advertising messages. 


In the Yellow Pages, everyone is competing for the same person. In newspapers, your ad is competing with the ad on the opposite page. Your message isn’t sandwiched in-between a couple of commercials. Our readers may find your message in their mailboxes next to other direct mail and you may not reach your potential customers on the same day as a competitor does, but even so, your message will be handled by itself. They won’t read two letters at the same time.

Technique #80 – Precise Targeting Lets You Search For Your Specific Prospects


You can get very specific and accurate about your target market and the less money you’ll actually spend advertising to people who aren’t even interested. 


When you run a newspaper ad, not only will people who might want your product or service see it, but people who don’t want it will see it to so there’s more waste. 


You might only mail to dentists in a certain zip code if that was your target market. With business-to-business direct mail, you can reach more than one person in the same company. Some small firms actually sell their services to many people and departments within one large corporation. 


There are many different ways and databases available to access your prospects.

Technique #81 – Direct Mail Is An Equalizer For The Small Business 


Giant corporations can afford to spend thousands, maybe millions, on color ads, dozens of magazines, $50,000 per second during the Super Bowl or $1,000,000 per second during the final episode of Seinfeld, and $1,000,000s in endorsements. You can’t generally do that as a small to medium-sized business. 


You can, however, spend $100,000s sending out letters and brochures to your prospects. 


You can look and sound every bit as prosperous and reliable as anyone or any company in the world. Your competitors may be able to out-spend you on direct mail and reach more people, but they can’t look any better than you can. 


Some of your larger competitors might have salespeople combing their territories looking for prospects - the same ones you can reach cheaper by sending direct mail. 


Since direct mail is so easy to do, it’s just as easy, if not easier, for a small company to look much worse than its competitors. If you jump into direct mail and say, “Let’s see what happens”, which you wouldn’t do if you were doing a TV commercial, you might experience mistakes quicker. Don’t plunge into direct mail without becoming familiar with its requirements and studying the techniques in this course.

Technique #82 – Direct Mail Is Immediate And Personal


Short of being there talking to someone, what’s more immediate and personal than a letter? Print, newspapers and radio still lack the one-on-one urgency of a well-written letter addressed to the customer. 


When you write these letters, you want to make sure you’re really writing to one person - not a market. 


Telemarketing can even be more immediate and personal than direct mail if it’s properly done. As with direct mail, there’s a lot of wasted effort using the telephone for marketing today.

Technique #83 – You Can Accomplish Several Goals


The ability to make advertising work is really one of the hardest things to do. It’s especially important for small businesses with limited budgets to try to do it properly. 


Instead of just buying and doing image advertising and just getting people to be aware of you, you want to ask for the order. Or, you can do both. 


More and more companies are actually learning that just adding a toll-free 800 number in an ad can generate direct response to their advertising while they’re also establishing the fact that they are there. 


Gaining exposure and prompting orders can go hand-in-hand. They’re not the only things direct marketing can do.

Technique #84 – Direct Marketing Is The Most Testable Form Of Advertising


 Since your marketing can be a direct response between it’s measurable, you can also test different forms of it in every mailing. 


Each direct response advertisement you run is an opportunity to test something different, gain something different, and improve it for future marketing campaigns. 


You always have the opportunity of testing one mailing list against another, or one headline against another, one offer selling one thing against another. 


We will teach you about testing different options of your direct mail. 

Technique #85 – Direct Mail Lets You Manipulate Your Response Rates



You don’t always want a maximum number of responses. Not necessarily. You don’t want to receive more inquiries for orders than you can actually fulfill because that’s not going to look very good. 


You can spread them out over time by mailing your letters spread out over time. 

Technique #86 – Direct Mail Can Build Your Database


You can use direct marketing to build a database. Building a database through direct marketing is self-sustaining. 


When a customer orders, you get a sale and new information to add to your database. Many large and small companies use direct response print ads offering free information. That is just one way of building a database. 


The better you’re able to build, organize and use that database, the better your direct marketing will be. Improved direct marketing will yield additional information on your existing companies and new information on your prospects. 


Don’t ignore database marketing just because you’re a retail store. In the past, supermarkets have actually won awards using direct mail to generate traffic into their grocery stores, so it can be used in retail stores also.

Technique #87 – You Can Re-Sell Your Customers Again And Again


The reason for maintaining a database is to keep selling them. 


Your existing customers already know you, they’ve bought from you and, more often than not, they’ll buy from you again. One of the first things you should learn about direct marketing and marketing in general is that it is much easier and cheaper to re-sell your existing customers than it is to get a new customer. 


In many businesses, people don’t even show a profit on the first sale - they lose money, but they make money on repeat purchases.

Technique #88 – Swipe Ideas


Where exactly is the best place to get ideas for good direct mail campaigns? 


You can hire a direct mail expert, that’s one way. 


If you can’t afford to do that, the easiest way is to check your own mailbox. It is absolutely one of the best learning facilities for direct mail. It’s like higher education. Every day you get samples and ideas. You should collect them and make one separate file just for your competitor’s mail. Most direct marketing agencies, direct response writers, and people that design direct marketing  keep piles of all of this direct mail information. They call them “swipe” piles. They are used when they brainstorm. They keep track of what others are doing. 


What types of things should you look for? You want to look for ideas for headlines, effective design, attention getting inserts, and copy that is written very effectively and gets your emotions going. 


That’s what we’re going to talk about. How to create these different variables. 


A large collection of samples will help you get the juices flowing when you’re ready to create a marketing campaign for yourself. 


There’s an old headline that says, “Do you make these mistakes in English?” That caught everyone’s attention and they read the ad. You could say, “Do you make these mistakes when hiring a carpet cleaner?” Or “Do you make these mistakes when hiring a plumber?” Or “Do you make these mistakes when going to your favorite restaurant?” “Do you make these mistakes when buying a diamond necklace?” 


Sort your samples by those that are aimed at businesses and those toward consumers. Look for ways to save money. Look to see which campaigns are in full color. Read newspaper and magazine ads as well and see if you can spot those ads that are created to get you to take action. You’ll see that you can use this type in your own business also. 


You might want to go ahead and request some of the free information and see how they mail to you. 


Not all direct marketing is effective and there are a lot of pitfalls to avoid. By the time you finish with this course, you’re going to know what to look for and be able to review all your samples and distinguish the good ones from the bad. 


One real key to knowing whether something is working or not is if you keep getting the same things in the mail. That means they must be making money because they couldn’t afford to continue sending to you. You might want to grab those and put them aside.

Technique #89 – Reverse The Risk With A Big Bold Guarantee


Have you ever noticed with most businesses that you are taking the risk? 


Here’s an example. The other day in a small gift shop, I saw the owner had a sign posted that says, “Absolutely No Refunds After 7 Days.” This is a really stupid way to kill goodwill. You don’t have to state things negatively. They’re thinking to themselves, “People are going to come try to return something next week or the week after and we’re just not going to do it. We’re not going to give them their money back.” They put a sign up with that same negative attitude. 


They could easily have said, “We’ll gladly give you a refund of your full purchase price within 7 days - No Questions Asked.” That’s a huge difference. 


The first one tells the customer that “Hey, it’s your responsibility, the risk is on you.” The second one says, “Hey, we’ll take the risk and bend over backwards. We’ll do everything we can for you.” 


See the difference? It’s minor and probably won’t kill a lot of sales, but why be so negative when you can turn them around and state them with a big, bold, powerful guarantee? “Our prices are the lowest in town. We’ll fund the lowest price anywhere or we will refund the difference.” You see those with large appliance chains. You can make big, bold powerful statements. 


If you sell newsletters, you can guarantee your money back all the way up to the last minute of the last day of the last month of your subscription and get a full refund. There are 100% no-risk guarantees. If you don’t see profits from this course, you don’t pay. 

There are a lot of guarantees that can be stated and put the risk on your shoulders where it belongs. If you have a quality product or service, then you’re not asking them to go out on a limb. 


If you perform, then you should do everything you can to say that you do even if you get more returns or maybe people asking for their money back. Maybe it’s because you made a mistake. Maybe it’s because they’re deadbeats and they try to take advantage. 


It will be inconsequential compared to all of the new business you’ll generate because of your big, bold, solid guarantee.

Technique #90 – Market To The Right Audience


You want to do what’s called “target farming” or “niche marketing.” If you go wrong here and market to the wrong audience, then your entire marketing campaign has to be scrapped. 


It doesn’t matter how great your product or service is, how great your salesletter is or your headlines or offers or what a great price you’re offering. If you try to sell your product or service to the wrong market, I guarantee it’s not going to work. 


On the other hand, if you take an average product or service and maybe your copy is only so-so, maybe your price is only so-so ... I’ve actually seen these marketing campaigns go to the right targeted audience and pull a decent response. 


I’m showing you that we want to do a good marketing campaign and the difference in the right target market can do for you. 


What can you do to make sure you get the right audience? You have to begin by knowing who your product and service actually appeal to. Then find the largest market that can actually buy your product or service or the best market that can afford to pay for your product or service. 


You might find multiple markets. You don’t want to leave any markets out. You want to be sure you target a specific market tightly enough so you can appeal to their interest, but not so tightly that you don’t appeal to anyone at all. 


If you have a product that appeals to multiple markets, you can develop multiple campaigns. If it’s a service business that goes into the home, then you really appeal to many markets. A homeowner that is a doctor, a homeowner that is a dentist, a homeowner that is a business owner, you can target to these specific people and treat them as a particular market.


One great way to get into a particular market is to find a professional that is already in that market or is already a customer of yours and get them to be a cheerleader for you. Ask them if they will endorse you. Usually they will if they like your product or service. 


Write a letter from her to all of the other professionals in that market on her letterhead in her envelopes and send out that letter on top of one of your salesletters. Her letter should say, “I don’t do this very often, but I’ve received such good service from so-and-so, I thought the rest of you should know about this.” Then you give that doctor or dentist some kind of free gift or service. Maybe you buy them a box of their letterhead since you used theirs in sending the promotional; perhaps a box of business cards. 


What it does is it makes sure the envelope gets opened from her market because other dentists and doctors will open information from other dentists and doctors.

Technique #91 – Be Consistent


You don’t want to just send direct mail campaigns out now and then, do telemarketing campaigns now and then. That’s not a good habit to get into. It can also be very costly. What you end up doing is sending things out to your customers every once in a while and they tend to forget about you by the time you send something else out. You want to be consistent. 


You can have marginal marketing campaigns, marginal salesletters, marginal ads, with nothing done exceptionally well. If you do it consistently, then your growth will be better than the guy who sends out a great marketing campaign once every year or so. 


Consistency is very important. If you have great ads, you’re only going to do better. I know business owners who have great campaigns, but they send out a salesletter and get a 24% response. They spend $100 and make $5,000. They do that maybe once a month or once every other month. 


Why wouldn’t you do that every week? You wouldn’t have to use any other techniques. 


Just by being consistent, you can reap the benefits.

Technique #92 – Sequenced Mailings: A Three-Step Letter


This is probably one of the most important things you will learn in this entire course - sequenced mailing. This can double and triple your business without doing any other creative work at all. 


You can take the mailings you are already using and apply one unique twist that’s not even creative and make them produce at least twice the results you’re already getting without doing anything else. The cost to do this is rock-bottom. 


In recent years, customers have been bombarded with so many forms of mail from so many different companies that they become numb to it all. At the same time, all this advertising makes your customer more sophisticated and more aware when they’re being sold something. All this information coming in that we’re in the midst of has created all these books, newspapers, magazines, software, hardware, and all this new technology that all compete for the customer’s time, attention and money. 


This has resulted in a big increase in the length of buying cycles. Direct marketers find out now that it takes two weeks to begin seeing their first orders when they used to see orders within a few days. On top of this, delivery by the Post Office has actually gotten slower. Some First-Class mail takes up to a week to be delivered. 


These factors have actually pushed your double-day on your First-Class mail sometimes out to 30 days. “Double-day” means the point in time you reach where how many ever responses or orders you receive up to that point, if you double that number, that’s how many responses you’re probably going to get. It used to take about 15 days. If you had 20 orders at that point, you knew you would get a total of 40. 


Another side effect of this longer buying cycle is that upsells in your process seem to be more effective. The conversion rate seems to be a little higher than they used to be. It’s probably because customers are now beginning to hold onto your salesletter and reading it more than once, hanging on to it, thinking about it, and usually taking the upsell item because they’ve made more of an in-depth analysis of their buying decision. 


Here’s what’s really interesting of this side effect. The old rule of thumb used to be that if you mailed a second time to the same list, you could expect up to about 50% of the orders you received the first mailing. Now you can get as much as 100% with each follow-up mailing.


You can keep mailing as long as you keep making money. 


I recommend you mail at least 3 times to your leads. And then each prospect who wants information about your product or service should receive a minimum of at least 3 mailings spaced out by about 15 days.


This may sound like a difficult process, but it really isn’t. You don’t have to send out a completely different mailing piece every 15 days. 


Here are 3 ways that work very well:

#1
Use a different cover with a copy of the original mailing piece. 


You keep your cover letter to 1 to 2 pages and the basic thrust is, I want to remind you what you missed by not taking advantage of the original offer. 

#2
Use the original letter or a different cover letter, but include more incentives. 


Additional incentive terms might be better payment terms, more bonuses, reduced price or a stronger guarantee. 

#3
Change only the opening of your original letter and keep the remainder of the letter the same. 


Slap on a “Second Notice” at the top of your salesletter and change the opening to, “Since we haven’t heard from you, we’ve sent you this second letter.” As it goes on, it’s the exact same letter. It’s really the same as the first, but the headline and first couple of paragraphs can be a little different to let them know this is the Second Notice. 


The third package changes the headline to a Final Notice. You can change that opening paragraph also. It’s been proven to double your response by just sending these second and third letters.

Technique #93 – Tips And Secrets Of Sequenced Mailings


To increase the response of your sequenced mailings, you can add more testimonials to each salesletter in the cycle. 


You can tell the reader, “This is what this reader has done since the last time you received a mailing.” It reminds them that they could have gotten similar results if they responded. Then remind them they lost out since they didn’t take action. 


The recommended method is to provide separate sheets of testimonials. Also, spot testimonials throughout your salesletter. 


If you’re selling a product with a high profit margin, you might include an audio or video tape in the subsequent mailings. This will lend credibility and authenticity to your testimonials because they are from your customers. 


I want you to keep in mind that the function of this sequenced mailing process is really to move the relationship along and create familiarity with you and the sales process. Once they feel comfortable with you, then they will open up their wallets and spend some money. 


A real secret is that there are different types of buyers. Your first mailing will pull the aggressive responders that are willing to take a little more risk even though you have a risk-free guarantee, but they’re ready to buy right now! 


There are just as many people who aren’t ready yet as there are who are ready to buy. They’re interested. They wouldn’t have responded to your lead generating if they weren’t. The second mailing brings in the stronger “Maybes.” These are the ones who kind of like your product, but weren’t sure about it or the timing wasn’t right. 


Subsequent mailings bring in even more of the “Maybes.” These were originally skeptical, but now you’ve created some familiarity and reinforced yourself with testimonials or an audio tape and now you’ve broken down their buying resistance.


The big question here is how many mailings are right for your product or service? The answer is, I don’t know. You want to keep mailing until it’s no longer profitable. If you make money by sending out that second letter, you should send out a third. If that third makes money, you should send out a fourth. 


You want to factor in that if you know your customer value and you know how much back-end you are going to be able to sell, then you know how much you can spend to get a customer and you can keep sending letters even if it might become unprofitable. 


For the most part, continue sending the letters. Remember to test and find out how many cycles make the best sense for you. 


I will guarantee this. You will be more profitable by increasing the number of mailings that you make to your prospects. In fact, some very successful direct marketers are doing 8, 9, 10, 11, 12 steps before they stop sending out letters.

Technique #94 – The Cash Flow Surge Letter


This letter sequence is designed to go out and provide you with immediate money. This is a way to generate business quickly and inexpensively. 


If you don’t have time to put together a new campaign to go out and hit new prospects and research your target markets, use the sequence of letters in this course and send them out to existing customers. 


The existing customers you want to send them out to are ones that you haven’t done business with in over a year. They are considered cold prospects again. You have a theme in your letter to contact them because they were previous customers. 


You don’t really need to follow some of the direct mail rules. You might be able to use labels on your envelopes and maybe use your own letterhead and envelopes. You might want to test this. This can be a real money-maker. You give them a discount and say, “We haven’t heard from you. We’re wondering why. We got to thinking the other day about how valuable our customers really are and we realize we haven’t heard from you in a while.” 


Use the Cash Flow Surge Letter to reactivate old customers.

Technique #95 – New Customer Letter


It’s important that you create an ongoing relationship with your customers because you’re going to want to sell them more things and create lifetime customers. You want to initially create a communication stream. 


One of the very easiest ways to do this is send out Thank You letters immediately after they purchase. It will create a long-lasting bond between you and your customers. Think about the recent purchases you’ve made. When was the last time you actually received a Thank You letter from anyone you did business with? Most people don’t bother. It’s such a small amount for 32¢ postage and maybe 10¢ for your envelope or less plus a couple of cents for a sheet of paper. You will be creating long-lasting relationships and the possibilities for referrals. 


You want to use some form of the Thank You letter included in this course and send it out the day of the sale. It’s very easy to do. You can print it off your computer. You have the person’s name and address, and if you’re fully computerized, a mail merge program does this easily. 


If you send merchandise out, you can include a Thank You card if you want to. 


In addition, you want to send out a personalized letter also. They feel there is a person behind the product, a person behind the company, and it has more of an impact. 


You will find a Thank You letter that you can use as-is in your course material.

Technique #96 – A Preferred Customer Letter


This is a letter you want to use with customers who do a lot of business with you. 


When you go through the part of the course that talks about segmenting your database, this is one reason why. You will know from your database who buys more from you and who buys a lot from you. You will be able to pull up just your most popular customers. 


You want to send them a preferred customer letter that lets them in on a special opportunity or a special sale that you don’t offer to anyone else or you offer it to them before you offer it to anybody else. 


This is a very powerful technique to keep creating and having cheerleaders for your company.

Technique #97 – Long Letters Versus Short Letters


Usually in your copy, the more you write, the better. We receive one-page salesletters all the time for products and services and they don’t have enough room to tell us what they’re offering. There always is a debate whether a long salesletter works better than a short one. People will say they don’t like to read a long salesletter, but they are not the customer. 


There is no debate whatsoever, without exception, a long salesletter outsells a short one. 


The ones that like short copy are the ad agencies because they like to write snappy slogans and fancy copy and win awards. There’s one major drawback to award-winning marketing campaigns. The awards are based on how creative and clever you can be and how pretty the marketing campaigns are. What does that do for you? They look great, but they don’t sell. 


The only award you want to win is with dollars that are invested in your company by your customers. Short salesletters don’t make sense. When you take time to think about it, if you were going to send a salesman out to do his job, you wouldn’t say, “You have to do this in one minute or less. You can only talk to the prospect for one minute.” Or, “You can only say up to 100 words.” If you don’t do that to your salesmen, why would you do it to your salesletter?. 


One thing that you want to start thinking is that all salesletters are is salesmanship in print. You wouldn’t limit your best salesperson to one or two minutes to make the pitch. The same goes for writing salesletters and getting people to read it. If what you offer is truly interesting to your prospects, they will keep reading and want more information to help them make their decision. You owe it to yourself to tell them as much as possible. 


The rule of thumb is that your salesletters or sales material should be whatever length it takes to complete the selling job. It shouldn’t be any shorter than that or any longer than that. 


You want to go back and look at your salesletters and see if you’re doing everything you can to take that prospect from Point A to Point B.

Technique #98 – Form Letters You Can Use


If your company is computerized, and most are these days, it’s really easy to keep communicating with your customers. Follow-up letters are very easy. 


All you have to do is type it once, leave some blanks for customized information (sometimes it’s not needed) and you’ve got the letters for all times. These are Form Letters. You probably use them in your business. 


You should be using them in your marketing. This way you can follow-up very easily. If you’re computerized, they are simple to print and mail. 


You want to follow-up with mailings and calls. You can develop a Phone Script. 


You should have form letters to do the following:

#1
Thank You letters.

#2
Confirmation calls and letters to see if they received their material.

#3
Thank You letters for referrals.

#4
Reminder letters for special events, birthdays, etc.

#5
New customer kit.

#6
Responses to complaints.

#7
Customer reminders to take advantage of services.

#8
Reminder letters about prior special offers ready to expire.


Form letters will make the above much easier to do. Many of the things you contact one customer about will be the same for all other customers. 


We’ve given you a lot of form letters in this course. All you need to do is plug them into your computer. If you need one, just fill in the client’s name and print it. If you don’t have a computer, it is harder, but can still be done. 


You can have the letters typed up ahead of time by the printer and hand-write the name and address, or make them generic. Generic letters are not as powerful, but it can still be done. If you (heaven forbid) still have a typewriter (they do still make those, don’t they?), you can have the letters preprinted and type in the person’s name and address. 


If you aren’t computerized, implement the top five strategies in this course and you’ll make the money to buy one.

Technique #99 – Write Your Own Salesletters


You’ve got a lot of salesletters in your course that you can use as-is or with minor modifications. They work and can be big moneymakers for you. That’s fine to use them as a start and continue to use them as one method of marketing. 


Once you study this course several times, get the hang of it, understand the tips and secrets to putting together your own marketing campaign and salesletters, then you want to develop your own. 


You know your company better than anyone else. Better than any ad agency and better than I do. My company is different from yours. Your competitor’s company is different from yours. Your USA might be 24-hour service or speedy repairs. Whatever it may be, you need to create salesletters, copy, and headlines that reflect your methods of doing business. 


It might seem a little hard at first, so start off modeling the letters that are in this course and then change certain parts that aren’t compatible with your business. 


You can take one of the salesletters as a model and turn to the writing copy section and use that as a model. We’ll guide you and help you start with the steps to take in order to start writing profit-producing sales copy. 


Remember to always keep learning. You want to continue to read direct marketing and writing salesletters and selling and so on. You want to experiment with other things. Be creative. Track your results.

Technique #100 – How To Avoid Losing Advertising Money


The way you lose advertising money is by not having a plan and letting ad agencies come in and make decisions for you or making decisions on what an ad rep happens to tell you that day. This is a big mistake. Many businesses follow what the Yellow Pages advertising rep tells them to do and, quite honestly, most of them don’t know what they’re talking about. 


Even if you do good ads that get responses, not boring ones that just try to build the image or get your image out there, you still need to have a plan and that’s part of your marketing plan. You can’t just wait around for the next ad rep to come around and tell you how to put together a newsletter or Yellow Page ad or brochure. You’ll be another victim of wasted advertising. 


They will tell you to do what everybody else is doing. If you look in the Yellow Pages, you’ll see that everyone looks the same and most of them aren’t getting the response they want. That stuff just doesn’t work. Everyone has tried it over and over again, and it fails over and over again. 


They get nervous if you say, “Let’s put a number in there and check our response”, because it’s not traditional advertising that they’re used to and they also know it will convince you not to continue doing what they asked you to do. They’ll tell you it won’t work. They’ll tell you it’s non-traditional. They’ll tell you anything so you won’t use direct response advertising. Why do they tell you this? Because it will tell you the results of their advertising. The results will show that it doesn’t work. 


Don’t listen to them. Direct response advertising works. 


What you don’t want to do is, after it works and they come back to you, don’t spend the time saying, “I told you so.” Don’t convince them that direct response or your Yellow Page ad, newsletter or salesletter worked, because if you succeed in convincing them that it works, they will tell your competitors and try to sell everyone on it so they too will be successful and the ad rep will garner more business.


Just tell them, “It’s working okay.” Some places will even raise your prices if your advertising is working better. Just be lukewarm about it. Continue running the ad if it’s working great. They won’t figure it out. They’ll just think you’re crazy and wasting your money because that’s what everyone is doing - running ads without help. 


So, let them think what they want, but don’t be an advertising victim.

Technique #101 – How To Use Card Decks


Val-Pak or a similar type card deck mailer to consumers are what some business owners use to get new business. We get an envelope full of them every other day. They’re usually all the same. We stand over the garbage can and throw 99% of them away without reading them. Many businesses know this and avoid using card decks because they realize the waste. Some businesses let the card deck company design their mailer and they don’t get any response, so they just stop doing it. It’s really nonsense. 


You need to create a card or a coupon that stands alone. The great thing about card decks is they deliver a pretty good deal of direct mail at a fraction of the cost. Where else can you get your message delivered for .04¢ or .03¢ each? 


As always, there’s plenty of ways to do this wrong. The things you are learning in this course will teach you how to do them right. 


First of all, make sure you go into areas where people have money. The same rules apply for all of your other marketing. They apply for your Val-Pak card decks. They need to be direct response marketing pieces. You need to put in good headlines, good offers, and good response vehicles like telephone numbers or reply cards.

Technique #102 – Secret To Sales Writing Success


If you have problems writing good salesletters, good ads or good copy, but you are a good salesman, there is a very easy technique that will help you write good sales material. That is to tape record yourself. 


People sit down and try to write an advertising piece and they become overwhelmed by the process. It’s not a natural thing. You’ve probably been in business for years and understand how to sell your product or service. 


All you have to do is tape record yourself and have it written down on paper. It will become 95% of your salesletter. Then use the techniques in this course to create a good headline, good guarantees, make sure there are subheads, it’s eye-friendly, and add a picture with a caption. 


When you’re writing salesletters, ignore all the grammar rules and dangling participles, adverbs, etc. I couldn’t tell you what any of those things are. You learn all these things in school and now you have to unlearn them. 


Simply talk into a tape recorder the way you would sell; do it several times; then take the best one and have it transcribed. Instead of doing it from scratch, you have it 99% done. 


If you’re going to tape record somebody else, be sure to get their permission. If you have a salesman who is the best in your company, have him do it. Tape record some conversations. Write exactly what you have recorded. If it’s a one-word sentence that says, “Yes” or “Hello” or a two-word sentence that says, “That’s right.” Just leave them like that. Don’t worry about grammar or rules that you learned in school. They don’t make any difference when you’re trying to sell something. 


That’s what a salesletter is - salesmanship and print. By tape recording yourself and putting it on paper, you’re now going to make the whole process of writing salesletters much easier.

Technique #103 – Just Be You


This is in connection with your sales materials also. If you just be you, it will greatly increase your sales. In fact, having a strategy in your marketing materials of always featuring the business owner often builds credibility. 


We’ve seen this with Dave Thomas of Wendy’s. We’ve also seen it with one of the hotel chains with the fellow who says, “We’ll leave the light on for you.” They’re creating a down-to-earth feeling and letting people know who they’re doing business with. They don’t want to do business with a big, nameless, faceless corporation. Tell things like they are. Don’t exaggerate. Use your own words. Sooner or later, customers will find out the truth about things anyway, so you don’t want to promise things you can’t deliver. Tell the truth and be down-to-earth. It lets people get to know you. 


When they know you, they trust you. You will have credibility. When they trust you, they are more likely to buy from you. Besides, if you are always honest, down-to-earth, tell the truth, tell it like it is, then you are going to reap more than just sales benefits.  There are many psychological benefits there also allowing you to sleep at night. 


When someone uses your services, let them get to know you and let them on your personal side a little bit. When someone reads one of your salesletters, they should feel like they are talking to you directly. This is all part of just being you.

Technique #104 – Referral Systems


Referral systems are probably one of the most important things you can implement in your business. It’s an easy way to double your business by just getting all your customers to refer just one person to you. That doubles your business. Word-of-mouth marketing is one of the cheapest things you can achieve in your business. 


Is this really difficult? You might think it’s impossible because perhaps you rarely get referrals now. That’s what you know about. You might be getting referrals and not be aware of them or tracking them. It’s not difficult. You should aim all of your efforts at getting referrals because they’re usually better customers. 


They don’t cost as much to get because you haven’t run advertising for them. They’re usually less sensitive to price because you’re coming to them recommended. They’re more likely to tell someone else about you because that’s how they found out about you. They’re less likely to complain because they know their friend or family was satisfied with you and they probably should be. You don’t want any opportunity to pass by without asking for referrals. 


There’s one company that came up with a simple way to grow their business. They used it to expand their business into a big operation in a short time. What they did was bend over backwards to make their customers happy, and people are always ready to give referrals while they’re still hot. 


You don’t want to just give them one business card like most people do. Hand out five and let them pass them out. Do it when the customer is really hot and excited about your product or service. It’s easy for someone to misplace just one card, but it’s hard to lose all five business cards.  This company’s been doing just this one technique and their business has skyrocketed. It’s very inexpensive. 


You may already be handing out business cards, but I suggest you hand-write something on the back. Maybe an extra offer to add a bonus or some extra guarantee or some possible VIP treatment. Something to make that card special.


The next two techniques are a Reward Referral Program and a Recognition Referral Program. You should use at least one of these. When a customer calls in to say what a great job you’ve done or how much they love your product, thank them and ask for a referral at that time because it’s very easy and you will get results.

Technique #105 – Reward Referral System


This is based on giving your clients or customers a monetary reward for referring someone. 


You can also give away gifts like a set of knives, glasses, china. The monetary way is an easy way to develop this program. For every referral, you could give them $10. If they give you one to three, that’s $10 each. If they give you four, the 4th receives $20. It’s a way to get them to refer more. 


You can create a whole program within your business. If you send out newsletters on a monthly or bi-monthly basis, you list the customers who give you referrals in that newsletter. 


I was recently in my chiropractor’s office. When you first walk in, you see a big board listing all the names who referred people that month, and next to their name is the number of referrals. I don’t know whether he gives them a reward or not, but he should be. 


Rewards that are monetary tend to be better than discounts because that’s kind of a conditional reward. You’re not giving them a gift, you’re saying, “Well, here’s a reward, but the only way you can get it is if you buy something else from me.” They do work, but in order of importance, the monetary award is better than the discount coupon. 


Some state associations frown on your “buying” customers that way. Some people claim it’s not ethical. So, you might consider gifts such as jewelry, movie tickets, ball game tickets, dinner, massage, etc. 


You can go out to local businesses and get free gifts from them. If these businesses are credible, they will give them to you for free so they can get someone to frequent their business. Remember the “free cookie” approach? It will actually cost you nothing. You could give them a choice of free tickets, free dinner, or a miniature golf game. 


If you up the ante for more than one referral, they will keep referring because they will want the valuable gifts you are offering. Most people like to be recognized and see their name in print so they will appreciate the newsletter recognition.

Technique #106 – Recognition Referral Program


This program is based on somehow recognizing your clients and customers instead of paying them a monetary reward. 


This is basically because people do like to be recognized. This can be cheaper for you if you’re not giving them money. Some of the recognition may require you to give them awards. Many of the multi-level companies that do vitamins, cosmetics, Amway, etc. give pins. 


In Mary Kay, if you do well, they recognize you with a pink Cadillac. My sister sold Mary Kay for years and she didn’t even make over $1,000 in over one year, but stayed in it for years. I don’t think for the money, but for the recognition. Whenever we got together, she was always talking about the recent levels she had just made, which didn’t always mean they had to sell a lot more, it was sometimes just for length of time, and she would have a lapel pin and talk about, “They just gave so-and-so a pink Cadillac.” It was more about recognition than about money. Think about Mary Kay. 


You receive compliments when you get married. Since then, your husband doesn’t compliment you at all. Maybe when you had a job you did a great job and were sold on it in the beginning, but you haven’t been complimented since because people expect you to do your job. 


Here’s what you do. Every month or quarter you can have a lunch, barbecue or party in a clubhouse and have all your customers who have referred people. They could bring a guest of their choice. It’s important to just do this for special customers. Ones that have referred people - not everyone. 


For the first referral, you give them a gold pin. For the second, a pearl for the pin. For the third, a pearl with an emerald. For the fourth, an emerald with a ruby. On the fifth, a ruby with a diamond. After that, maybe a string of diamonds coming down off the gold pin. These can be done for a surprising inexpensive amount of money. 


You talk about some products and services you have at the lunch. You might have a speaker who can provide them with real good information. Have everyone fill out a form like the one that’s included. It will generate more referrals. 


It’s an inexpensive proposal. For the price of a lunch, you get new customers, not to mention the prospects you will convert from the lunch who are guests. The overall expense is very slight compared to the business it will generate. 


If you’re worried about the cost, remember that everyone who referred people will not show up at the lunch. You want to mention it in the newsletter, if you send one out, that all the customers who received word about your recent barbecue and tell them exactly what they received. This will encourage those people who aren’t referring anyone to you to start referring.

Technique #107 – Track Sources And Get Referrals Immediately


You need to know where every customer comes from. You may already know where a person came from when a technician or salesman shows up at a home. Just to make sure, it’s easy to give a customer a form to fill out and get referrals right off the bat. 


On the following page is a form that asks the customer some personal information and where they heard about you. 


It’s also giving them some customer service thanking them and hoping they were thrilled with your service, and asking them to give you some names and explaining your monetary reward referral program.

Technique #108 – Get A Newspaper Column


This is a great marketing technique that can build credibility for your business. 


You’ve probably seen little articles in the real estate section of your Sunday paper that shows a local person explaining the finances behind buying a house or fixer-uppers or home remodeling. What you can do is put together a column to answer questions that have been written. You have tons of time to actually write a great answer because you have until the following month or the month after that. 


How do you reap the benefits of having a newspaper column? First of all, you’ll be considered an expert and you can re-print these articles and send them out with your marketing material. Because you’re the local expert, when people have a problem in your area of expertise, they will call you. This will bring in a steady stream of business. 


Wouldn’t it be great if you were thought of as the expert in your industry? You’d have tons of business. 


What do you do with the people who write for answers? Not only do you give them an answer, but send them a marketing piece. 


How do you get a newspaper column? That’s not easy, but not that hard either. If you really want one, that’s the first step. You have to persist. Get in touch with the editors, send them press releases that we’ve talked about in the course, continually send them articles, and tell them how the articles can benefit them also, such as it would give their readers timely information. 


You could also write a salesletter to that editor, just like you would do to your customers, and use all the same techniques to sell him on buying your newspaper column. Keep following up. Be persistent. Don’t quit.

Technique #109 – Use Current Events To Help Market


Tie your marketing campaign into a special event such as the Super Bowl or the World Series. 


What’s really easy to use are holidays. We’ve provided you with a list of holidays that include Valentines, President’s Day, St. Patrick’s, Christmas, etc. and you’ll see that there is almost a holiday for every single week of the year that you can tie into. 


This means there’s no excuse for you to not have a reason not mail to your customer list.

Technique #110 – Have A Charity Program


There are many things you can do with charities to generate business. You need to be genuine and truly interested in helping that charity. Don’t do it just for selfish reasons. There’s no reason not to reap the benefits of your goodwill and good work for your charity and your charity program. 


If you really want to do a charity program, it’s really simple. There are many things you can do for charity. You can give free workshops if your product or service lends itself to education. You can sponsor events. You can do special promotions for the charity. In a workshop, all you do is the same things you would do as your normal workshops for profit, but free for your charity. 


When a charity sponsors an event, you can donate money. If you start 6 to 8 months ahead of time and have an employee contribution and charity drive where they solicit money also, you can end up at that event handing over a rather large check that makes you a local celebrity. 


As a special sales promotion for the charity, you find out who’s in charge of promotions and send out salesletters to their mailing list. Use the sequenced mailing approach and offer to give the charity a portion of the proceeds from the business you do with their organization. 


Remember the lifetime value of the customer. You can donate a portion of those proceeds because you know you will keep this customer for life with all the other programs you have in place.

Technique #111 – Write A Consumer Guide Book Or Report


John Nesbitt in Megatrends says a new source of money is not money in the hands of few, but information in the hands of many. Most companies focus on developing a brochure, a slick, 4-color tri-fold brochure with pictures, the name of their company, phone number, etc. That’s actually how people treat it. It’s just a brochure with very little meaning. It’s treated with low perceived value and usually ends up in the garbage. Most brochures developed are full of “me too” or copy focused on the company itself. 


How can you promote your company or establish some type of expertise and put it into a vehicle like a consumer guide or report that the consumer will want to read? 


You can develop it in an informational format. You put your expertise, knowledge, background, and years of experience down in print. In other words, a 15-page “Inside Secrets” type of report that relates to the service you want to render has a much more valuable meaning to the reader than an actual fancy glossy brochure. 


It also now becomes a book. Even if it’s a report, you can call it a book. It doesn’t matter. It’s a different look, feel, value, pages than a brochure. It also provides advice. This report will be skimmed over, read and saved or passed along to others. 


You need to treat the title of your report like you would the headline of an ad. You want to create a title that keeps your prospect interested. It should tell them what’s in it for them. It should give them a big benefit. You need to entice them into getting a copy of it now. 


Some sample title reports would be, 

How To Hire A Contractor And Not Get Ripped Off

10 Things You Must Know Before Hiring A Contractor

Little-Known Secrets Of Cutting Your Mortgage In Half

How To Turn Your Hobby Into A Profit Producing Business

10 Steps To Getting More Customers

How To Double Your Customers In 30 Days

How To Get More Customers In A Month Than You Now Get All Year.


You don’t want to title your book or report, Acme Company, We Value Your Patronage; Your Company For Life. You don’t want to come up with a title that gives them no reason to call you. You don’t want to put your company name in the title. If anything, put your company name underneath the person’s name so you are listed as the author of this report or book or consumer awareness guide. 


You can also add a photo on the cover. That also gives you credibility and makes you be recognized as an expert in the field. 


This report or book needs to be written from your consumer’s side, not your side. It needs to be written from their vantage point. They’re going to understand that you’re educating them about the industry’s weaknesses. You tell them right off the bat, “I know there are some unethical companies, but before you make any choices, please read on to find out the key ideas you need to know before”, etc. 


You become their advocate and advise them about picking the right company. You will be perceived as “educating” them instead of “selling” them. Try not to use the words “me”, “we”, “I” and “us.” Try to use the words “you” and “your” as often as possible. 


Your reader doesn’t want to hear about your company. They want to hear about what this report can do for them and educate them. Then they’ll want to know about your company. 


You need to create this copy so it doesn’t look like advertising. It has to position you as a helpful friend and expert in the field. Don’t be touting your company or recommending your company. 


You need to describe the actions necessary to fulfill the promise that’s in the report. 10 Easy Steps To Making Sure You Don’t Get Ripped Off By A Contractor, then spell out those 10 steps. Wet their appetite. Tell them what to do, but not necessarily how to do it. What happens is they will contact you for more of your advice. 


The final step should be to contact you for more information. Give them a checklist or flow chart of the process so you are educating them. Try not to use too much industry lingo because they may not understand it. You may even have a copywriter prepare this report. 


You want to avoid using an advertising agency because they’re more inclined to do fancy brochures and try to stick in some logos and other things that really aren’t needed. 


You want to have it printed nicely. You want to have it professionally laid out and typeset by a printer, but don’t make it look like a brochure. It doesn’t have to be printed in 4-colors and on high glossy stock. 


You can print a cover on heavier weight paper with the actual report saddle-stitched (stapled) and folded. If you want, you can make the cover a different color. That’s as expensive as you want to go. 


You can make this report on white paper with black ink, folded and stapled in the middle. 


You want to make it at least as long as necessary to convey perceived value. 12 pages is usually a good amount, double-spaced. You can still fit that report into a #10 envelope if you need to.


In conclusion, there are really only two reasons why anyone does anything. It’s to gain pleasure or avoid pain. You want to be sure your report’s title appeals to either one. If not, re-write it until it does.

Technique #112 – Welcome Wagon


This is a great opportunity for you. You have plenty of chances to contact new homeowners in their new community. Welcome Wagons are programs where they put together a basket and a local person drops it off to new homeowners with coupons, samples, and various items. There are also card decks that are specifically designed for new homeowners. You can get rented lists for new homeowners and send them direct mail pieces. If you go with a welcoming service, you want to be sure you meet with the representatives so you know how the package will be presented and set things up accordingly. 


Make sure anyone who wants to be representing your services, if it’s a liaison from a welcoming committee, they need to be excited about your services too. If you can meet with them and show them your book or free report and gift you will give to someone for trying your business (the “free cookie”) and get them excited, they will translate that over to the new homeowners. 


Whatever you end up doing, a card deck, direct mail piece or Welcome Wagon basket, you want to be sure you give them an irresistible offer to seek more information, education and service from you. 


Remember the value of your customer. You can spend a little extra money to get these new homeowners because you’re going to keep them for life and they will buy more and more services and products from you down the road.

Technique #113 – Don’t Fight The Price War


Most companies base their products and services on price only. Most people aren’t really price shoppers if you tell them what they should be looking for. If they know what value to shop for, that’s what most consumers will look for - value, not price. If you only concentrate and, as they say, live by price, you’ll die by price. 


There are companies that can charge anything they want because they’ve convinced people they’re worth it. It’s not really that hard to do. Being the cheapest price around is the worst kind of business I can think of. 


I wouldn’t want to be in business if I had to cut my prices to the bone just to get business. You want to be able to get one job that pays you $10,000 instead of five jobs that pay you $2,000 for the same type and amount of work. It’s easier. You want to present your products and services from a viewpoint of quality, not quantity. Many big appliance stores basically live by price. They end up having a very big turnover. You’re not very big. You only have so much personnel, square footage, and so many hours in a day. You’re going to need to focus on quality and rightly so. 


Cheap prices lead you to cut corners so you can increase your profit margin. This tends to lead to unhappy customers. If your customers are unhappy, they’re not going to be customers for life. They won’t be repeat purchasers and won’t offer referrals. 


It’s usually just a matter of time before the guy who’s cut his price to the bone and is undercutting everyone goes out of business. There’s always going to be someone who comes in and replaces that guy, going for the cheapest price. Just make sure it’s not you.

Technique #114 – Charge More - You Are Worth It


You don’t want to be worried about raising your prices. Most people are afraid to raise their prices. 


For example, one of my original companies operated at a consulting fee just under the standard for the industry. We got a lot of business and kept the customers coming; however, we didn’t get much more business than the next guy whose prices were higher. We were always afraid to raise our prices and lose customers. 


Finally, we did. We got just as many customers and increased our bottom line by 25%. 


We then decided to raise our prices again.  Still - same amount of customers. 


We ended up raising them even higher to almost double what we had originally started at. We did lose customers at that point. However, we had increased our fees so high that our margin was still much higher than it was before and we doubled our business. All by simply raising our prices. 


We had already done quality work and were confident in our products and services. All we did was raise our prices. 


To overcome people just looking for price, educate them. What we did was let them know about some of our follow-up services, our customer service plan, things that we naturally included in our service that other consulting companies didn’t. By educating them and showing them what they were getting, they were more than happy to pay our prices. 


Why would anyone pay more for the exact same thing? Once they found out what we were offering, they didn’t perceive us as offering the same thing as the other consulting companies. When you don’t educate them, they perceive you the same as the next guy. 


If all things are equal, they will choose the cheapest price. Once you convince them and educate them, you no longer have to worry about it. Price is simply what you pay for something. Value is what you get. The customer wants to know what he’s going to get. Every customer wants to think they’re going to get good value. 


They don’t really care about the low price, especially if they’re going to get shoddy workmanship and poor product. 


They want value. If you give them value, you might as well charge them for it. 


Don’t wait for them to tell you you’re expensive or they can’t afford it. If they’re telling you this, it’s too late. You haven’t educated them on the value they will receive from your products and services. You need to educate them right from the beginning - from the time they request your free book and free report. Your customers aren’t automatically inclined to buy the cheapest thing they can get. 


Hopefully, you'll be targeting good markets and you'll make sure they have money to spend on their products and services. People like to drive nice cars, wear nice clothes and live in nice houses. Why wouldn't they also want nice products and services where you're concerned? They know the difference between price and value. You just have to make sure they look at your product or service in that light. 


Raise your prices. Get paid. You’re worth it. You’ve built in a great guarantee, which is one of our strategies. You’re going to under-promise and over-deliver. You do great work, give them great quality, educate them, you’re better than your competitors - you should get paid for it. 


If you believe you’re worth it, then your prospects and clients will believe it also.

Technique #115 – If They Complain, Answer


Whenever you have a complaint come in from a client, it means they are asking for help. It’s an opportunity to cement a relationship and enhance your customer relations. 


The key is to take care of complaints as quickly, efficiently and ethically as possible. Don’t leave them unhappy. Remember that an unhappy customer will tell many many people not to do business with you. 


If you have a customer that continually complains and is always wanting to cut prices here, get a little extra value there, and is a pain in the neck - give them their money back. Remove them from your database. We have, in many of the companies we’ve seen and been involved with, seen those companies build databases of people they will not do business with because they are always looking to get something for free. 


If you give somebody their money back, there aren’t too many bad things they can say about you. If you don’t refund their money, they can say just about anything they want about it, whether true or not. If it’s a complaint that’s not going to be rectified at all, you definitely want to give the money back. You should think of that money being spent on stopping them from telling others bad things about you as money well spent. 


The customers who are normally good customers or never say much one way or the other and something goes wrong, you correct it as quickly, efficiently and ethically as possible. 


You can use the Complaint Response Letter included with this course.

Technique #116 – Be Professional


This might seem obvious, but not always followed. 


If you have a retail store, have a clean store, make sure the doors and windows are clean, make sure the storefront looks good, your employees are clean, and the shelves and floor are clean. If it’s a service company, make sure your service technicians are wearing clean workclothes, their trucks are clean, and salesmen should be well-groomed and punctual. Everything about your business should be professional. 


The public is more skeptical than they’ve ever been so we have to deal with negative media and specials on 20/20 about people who were ripped off by a service contractor. It’s hard to blame people for being skeptical. There are a lot of sleazy companies out there who rip people off. 


We have to over-compensate for these consumer feelings. It’s unfair, but that’s the way it is. You want to project a professional image and earn peoples’ respect and trust.

Technique #117 – Always Give Them Something


You never want to leave a prospect or client without giving them something. You don’t want to leave them empty-handed. You don’t want them to walk out of your store without taking something with them. You don’t want to leave a customer or prospect’s house without leaving them with something. You don’t want to leave a meeting with a prospect without giving them something. 


It can be something you sell, a small token, or create something specifically for this reason. You can create a special report (this might be an after-service or after-purchase report that shows them how to get the most benefits out of your product or service); a certificate for a complimentary maintenance, tune-up, telephone conversation or something to enhance the initial purchase; a free gift such as a pen, paper weight, calendar; or discount coupons for another purchase. 


You don’t want to use this just for prospects, but also for customer clients. If they buy from you, they should receive something from this list also or everything off the list. Everybody likes to get a free gift. Everyone who does business with you or inquires about business with you should always receive something extra. 


Always include your referral program in everything you do. Make sure you implement the formal referral programs that we had talked about in the course. If you constantly follow this strategy and not leave them empty-handed, you will get a lot more business.

Technique #118 – Educate Your Prospects And Clients


There’s a saying about business that goes, “You’re too close to your business and services to see them the same way others do.”


You might assume your clients know more than they actually do. You don’t want to assume they will remember things. You live and die in your business. You live and breathe it and your industry. Your prospects don’t. They have their own lives. You know every detail about your products and services. They don’t. You want to educate them instead of just advertising your business through conventional means. 


One of the great ways to do this is through a newsletter. It takes time for them to learn about your products and services. You may see them just once a year, and although you may do a great job educating them, they’re still not going to remember you a year from now. Just because your product and service is your life doesn’t mean it’s theirs. 


If you don’t have an ongoing product or service program in place, you need to begin one immediately. This will keep your company at the top of your client’s mind. 


What kind of valuable information can you provide? Quite a bit. Show them extra ways, tips and techniques to use your products and services. If you constantly educate them over and over again, then they’re going to feel more connected with you. 


Your goal should be to get all of your customers to explain your products and services - then you’d really be doing a great job. Believe me, your bank account will reflect this.

Technique #119 – You Want To Have A Standard Package Of Material For New

Customers


You need a package of information to send to every new customer that is going to thank them for becoming a client, include your free report or book that explains your products and services, and educates them as to why they’re going to continue to do business with them with a sample newsletter and formal referral program. 


This type of package can do many things for you. It can show them your company goes the extra mile. It can create higher perceived value because they’re getting more than just a product or service initial sale from you and that’s it. It blows them away when they compare it to the products and services they get from other companies. 


It helps you convince them to buy more and continue being a customer of yours. It’s cheap and easy. You’re going to be sending information to them anyway, so you may as well package it together in a welcome kit.

Technique #120 – Be A Better Manager


You want to stay on top of things in your business during good times and bad times. You might pick a specific time each week and see how you’re doing compared to your marketing plan and goals. 


Running a business often leaves very little time to keep track of how the business is doing and look at trends in the local, national, and regional economies to see what type of business decisions you need to make. 


Here are some recommendations for business owners and managers:


Watch your inventory. 


Don’t hold it so tight that you lose sales, but monitor it. 


Monitor your cash flow. 


You want to look at the trends and forecast it. Stay in line with your budget.


Make “To Do” lists. 


Separate them into things that might need to be done and things that definitely need to be done. Focus on things that will help build your business.



Many people pay their bills the minute they get them when they don’t necessarily need to because the invoicing company gives you 30, 45, 60 days to pay it. Use a tickler file and put those invoices in the proper files for 5 to 10 days before they’re due and spread out your debt.


Get  aggressive with collections. 


Use the collection agency model “You owe us some money. Perhaps our notices crossed with your check in the mail. If so, ignore this.” If they haven’t paid you in 15 days, send them a second notice, maybe in yellow, with the first one attached. Send them a third notice, in red, maybe 15 days later.


Do not skimp on service and quality by being understaffed. 


This will help you also provide timely and the best service you can. 


Do not  skimp on marketing. 


This is a #1 focus. Remember, you’re a marketing company. You’re not a company that sells a product - you’re a company that markets those products and services.


When you compare your goals, if you did better than you projected, just keep on doing what you’re doing. It’s important to keep track of how you’re doing against your marketing plan. Once you know your numbers, you will know where to improve, what’s working, and things that you should do more of. 


If you continue to do these things, you will be a better manager.

Technique #121 – It’s A Numbers Game


You have to look at being in business as a numbers game. If you don’t know what your numbers are, you really don’t know what’s working in your business. You won’t be able to focus. You can’t just have a “kind of a notion” about your numbers. You have to know them. You should look at them every single day. 

#1
You need to know the cost of a marketing campaign.

#2
You need to know how many calls you got from that campaign.

#3
You need to know how many of those calls became customers.

#4
You need to know the average amount of money you made from those customers.

#5
You need to know how many referrals you got from those customers.


When you calculate the figures, you’ll know if a marketing campaign is working and you can figure out your average numbers. Then you’ll know which is working better and which is working worse. This is the only way to track your marketing and only doing things that work.

Technique #122 – Read Industry Publications


It always amazes me that people are not aware of the publications within their industry. 


You need to go to the library and ask the business librarian how to find out what kinds of magazines are in your industry, what publications, what newsletters. They will help you locate them. You need to subscribe to all of them. 


Reading these publications will keep you informed and motivated and show you how well other people are doing. You will read success stories and be able to implement ideas that other successful companies are using. You will also see products and services within your industry offered to companies like yours. 


This will also keep educating you. The best investment you’ll ever make is the investment in yourself. Once you stop doing that, you don’t stop in one spot, you go backwards. You don’t want to let that happen. 


Your industry publications are a great source for this information. They’re very easy to read and usually inexpensive. Some of the newsletters are a little more expensive, but overall these are worthwhile ones.

Technique #123 – Thank You For Reading My Book


This book has not been written for every business person. It is one to reach the top 1% of their profession or industry and to make the other 99% wonder how you got so lucky to be where you are. 


This course has not been put together to impress you with fancy book covers in tape cases with glossy information. It has been put together to give you real life, hard-hitting, practical techniques, strategies, advice, principles and real world experience from some of the country’s top marketing, sales, and business-building professionals. Some of them well-known multi-millionaires writing the insider’s way of success. 


One nice little secret that you will uncover is that as you build your business using these techniques and reach the top 1% of your industry, all of a sudden doors will open to you, and all of a sudden you will find yourself needing others that are at this level both in your industry and other industries. You will find yourself sharing techniques and ideas. 


I would recommend you sit down in your favorite learning spot and read this book. Don’t treat it like a book you buy from the store. Write in the margins. Take notes. Re-read it. 


Get to work on your business. When you successfully implement some of these strategies and they have doubled or tripled your business, or even if just one technique works, please write me. I love to hear good news and maybe we’ll meet along the way.


I look forward to hearing from you soon. 


Until then, all the best. 


Scott Zuckman
