Marketing Tips

Marketing

Tools

Take a look at the 100 Marketing Tools below.

Marketing plan
Marketing calendar
Niche/position

Name of company
Identity

Logo-Meme

Theme

Business card

Signs inside

Signs outside/billboards
Hours of operation
Days of operation
Window display

(home page)

14) Flexibility

15) Word of mouth brochure

/who e_Ise customer
patronizes

16) Community involvement
17) Barter
18) Club/association
memberships
9) Partial payment
0) A Cause
1) Phone demeanor
2) Toll-free phone #
Free consultations
4) Free seminar/clinic
5) Free demos
Free samples

)
)
)
)
)
)
)
)
27) Giver vs taker
)
)
)
)
)
)
)

1
1

8) Fusion marketing
Marketing on hold

0) Past success stories
Employee attire

2) Service
Follow up

4) Yourself and employees

35
36
37
38
39
40
41
42
43
44
45
46
47
48

Gifts (B of A)

Catalog

YP ads

Column in publication
Article in publication
Speaker at clubs
Newsletter

All your audiences
Bene ts list
Competitive advantages
Computer data/software
Selection

Contact time w/customer
How you say hello/
goodbye

Public relations

Media contacts

Online

Neatness

Referral program
Guarantee
Telemarketing (scripts)
Gift certi cates
Brochures

Electronic brochures
Location

Advertising (do last)
Sales training (weekly)
Networking

3) Quality (what they get)
Reprints and blowups
Flip charts

Opportunities to
upgrade

67) Contests/sweepstakes

68) Classi ed ads (newspa-
per /magazine/online)

69) Newspaper ads
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49
50
51
52
53
54
55
56
57
58
59
60
61
62

64
65
66

vvvvvvvvvvvvvvvvvv

) Magazine ads
71) Radio spots (FG& BG)
72) TV (visual medium)

)

Infomercials (55% view;
41% buy)

74) Movie ads

75) Direct mail letters
(envelope/PS)

76) Direct mail postcards
77) PC deck

78) Special events
customer/prospect/
public relations

0) Show display
1) AV aids
82) Spare time
3) Prospect mailing list
)

4) Research studies (do
your own)

85) Marketing insights

(jcl.com)
6) Speed
7) Testimonials
88) Posters
89) Enthusiasm and passion
0) Credibility
1) Spying

(secret shoppers)
2) Easy to do business with
3) Brand name awareness
4) Designated marketer
5) Customer mailing list
96) Sharing
7) Reputation
8) Competitiveness
9) Satis ed customers
100) Stationery
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Marketing Tips

Dynamic Marketing Techniques

Dynamic Marketing Technique #1
Work Your Current and Past
Customer Lists

The rst thing to always do, is identify and start conscientiously working your
current and past customer lists.

Why? Because you spent hundreds, thousands, perhaps even hundreds of
thousands of dollars to locate, court and achieve a sale from those people.

You ran huge newspaper ads, paying to reach millions, when in fact you ulti-
mately only induced dozens or hundreds to do business with you.

Or you spent a small fortune on the sales efforts your staff made initially con-
tacting, or calling on, all of the suspects and prospects to locate, identify and
sell to the customer.

Once you ve developed a customer, you have the most cost-effective direct ac-
cess to the single best source of future business there is.

All you have to do is intelligently work that list, and rework it over and over
again. By intelligently, | mean logically.

First, contact the customer by letter, phone, or in person, acknowledge his

or her importance, and then make a powerful and compelling case as to the
reason why (this is critically important) the customer should be interested in

taking advantage of the product or service you re now offering. Make certain

you can actually proffer a reason why (or multiple reasons why), then lead the

customer to action. Tell him or her why to buy, how to buy, what to do and why

they should do it now.
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Marketing Tips

Dynamic Marketing Techniques

Work Your Current and Past Customer Lists
continued

If you can t answer compellingly and simply all these points - you must concen-
trate your focus on these critical issues (and if necessary get your staff, vendors
or industry trade groups to help you) until you can smoothly, concertedly, pow-
erfully, and intimately express them in a manner people will respect, believe
and (most importantly) respond to!

Acknowledge the adversity your customers are facing, let them know that you
appreciate and are concerned about their circumstance, and adjust your offers
accordingly so they Il understand how you have shown your concern. They Il re-
ciprocate your concern with their sales dollars, maybe not today, but certainly
in the future.

Your customer base is a group of individuals who have obviously purchased
from you before. Leverage off of the reasons that they previously purchased
from you, and stoke in them the essence of those reasons once more. Most
business people don t work their past customers at all, and those who do work
their past customers, produce only a fraction of the potential they re capable
of producing.

Satis ed customers like to be, want to be and are already favorably predis-
posed toward, working with you or doing business with you. They are simply
silently begging to be helped. By that, | mean they want to repurchase - ironi-
cally, they really do. But it s up to you to expend the effort, the energy and the
necessary overture to lead the customer back. There s an in nite number of
ways this can be accomplished.

Courtesy Jim Tudor 2006 * Page 2 of 2

MAILING SYSTEMS, INC.
2431 Mercantile Dr., Suite A « Rancho Cordova, CA 95742

916.631.7400 « 916.631.7488 Fax = info@msimail.net « www.msimail.net



Marketing Tips

Dynamic Marketing Techniques

Dynamic Marketing Technique #2
Create a Unique Selling Proposition

For the uninitiated, a Unique Selling Proposition is in essence one sentence or
phrase that summarizes your entire business and gives a compelling reason to
buy from you.

An example of one of the greatest USP s in history is one that to this day still
makes people think of the company that created it.

Fresh, hot pizza delivered to your door
in 30 minutes or less, guaranteed.

Eight out of ten people recognize that as Domino s Pizza, and their entire em-
pire was built out of that one simple sentence.

If you are a potential customer, that one sentence just gave you all the reasons
you need to make a buying decision. Notice it doesn t say anything about the
recipe for the sauce; nothing about the ingredients; nothing about how long
they have been in business. It doesn t even say anything about good pizza.

What it DOES say is Set your watch. It will be fresh, it will be hot, and it will be
in your hands in under 30 minutes, and we guarantee it.

What else do you possibly need to make a decision to order a pizza?

Too many businesses would get all tied up in trying to say how long they have
been in business, or that their products or services are better than someone
else s or their prices are better, or their materials are better, or awards they
have won... and on, and on, and on.
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Marketing Tips

Dynamic Marketing Techniques

Create a Unique Selling Proposition
Continued

Most businesses cannot tell someone in one sentence what the heck it is that
they do.

Think about your own product, or your own service. Could you tell someone
in less than 30 words what it is that you do - and, at the same time, have those
same words compel them to want to buy from you?

Some may call this an elevator pitch , but | tend to disagree. An elevator
pitch is something that takes less than a minute, or perhaps a matter of 10-15
seconds, to tell someone about their product, service, etc. A USP on the other
hand encompasses your entire company, your vision, your product/service, and
a good reason to buy all in one sentence that is over in a split second.

Creating your own USP is a great exercise to get a very clear focus on what it

is that your business does, and how it does it. It helps you get a better under-
standing of how others view your company as well. Here s how to make one for
your own business:

1. Put together a bullet-point list of all the products or services you sell and
the bene ts they provide. Be as detailed as you want, and don t stop until you
have listed as much as you can.

2. Then, summarize that information into a paragraph as if you had to try to
explain to someone the highlights of that list.

3. Next, look for commonalties in your summary that can be rolled into one
or two words. For example, if you said that you were a gadget company and
the gadget slices, dices, is dishwasher safe, and never needs sharpening, then
all of that can be rolled into the phrase kitchen tool.
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Marketing Tips

Dynamic Marketing Techniques

Create a Unique Selling Proposition
Continued

4. Now imagine you had a small space on a piece of paper that could only

t about 50 words or less. Take the paragraph you ve written and see how you
can scale it down to tinto that space. Eliminate words that are repetitive, and
use your rolled up words as much as possible.

5. Finally, try to cut those 50 words in half by making speci ¢ assertions
about your product or service that can cover parts of your message, and in-
clude whatever your promise or guarantee may be.

Here s an example of a less than 50-word summary:

Our company makes paint that is so thick it can cover any other paint or spot
on a wall in just one coat, reducing the amount of time it takes to nish, and we
offer a money-back guarantee for each can purchased.

Now, here is your nal version - which can then be used as your USP:

The fastest way to paint a room or your money back.

In one sentence, | just told you all that you need to know to make a buying
decision about your paint.

A good USP can generate business. A great USP can catapult your business
into another dimension of revenue. And an outstanding USP can turn an indus-
try on its head.
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Marketing Tips

Dynamic Marketing Techniques

Dynamic Marketing Technique #3
Lock in Sales in Advance

Most service people are simply reactive in their marketing - they re not pro-
active. By this | mean that most service people simply react to their customers
who call them for service. And once they ve rendered the service, they never
try to set up an ongoing relationship with that customer. They just sit around
waiting for the next customer to call.

Now, what would happen if, right at the time the service is being rendered - by
that | mean right at the very crux of the service (for instance, when a pest-con-
trol operator has saved a homeowner from a horde of vermin) - instead of giv-
ing a bill to the customer and walking away, the service person merely asks the
customer if they would like to put their house (or their business) on a regular or
ongoing maintenance program?

Probably 50% of all the customers calling for a one-shot service would take ad-
vantage of this ongoing offer. The maintenance program could consist of com-
ing to the home (or of ce) four times a year and taking care of all the insect
and varmint problems for one simple fee charged on their charge card every
quarter. Let s see what that would be worth . .

If a pest-control company has 1,000 people they deal with each month on a
one-shot basis, and they were able to persuade 50% of them, or 500 people, to
sign up for a four-times-a-year maintenance program for $250, that would add
$125,000 in sales to the pest-control company s business - just by asking cus-
tomers if they would like to sign up for an ongoing maintenance program. No
additional marketing necessary.
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Dynamic Marketing Techniques

Lock in Sales in Advance
Continued

But, it s not limited to pest-control operators. It s open to plumbers, electri-
cians, carpet cleaners - the list goes on and on. If, for instance, when a tree
trimmer goes out and trims a tree, instead of leaving after they ve been paid,
they say, You know, Mr. Jones, for only $250 a year, we Il come out and trim
that tree four times a year, and if it gets out of hand in the meantime, we Il take
care of it free-of-charge, think of how many additional customers you can lock
in just by asking that one simple question.

If the tree trimmer deals with 500 people a month, and 100 of these people
sign up for the maintenance program each month, that makes 1,200 people
who sign up over a year s time (100 times 12 months), times $250 per custom-
er, you ve added $300,000 in additional revenue just looking in those sales to
customers you already acquired.

Virtually no company ever thinks in terms of selling their customers a longer-
term package of their goods and services. And yet, it s very easy to sell people
a six-month, or a one-year, or even a two-year supply and get them to pay in
advance whether you have to furnish it to them now or not.

All you have to do is make the right proposition.
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Dynamic Marketing Techniques

Dynamic Marketing Technique #4
Joint Ventures

Joint ventures are an exceptional way of adding sizable revenues to your bot-
tom line by selling your products to the customers of other businesses. By
doing this you Il not only pro t immediately, you Il also add new customers to
your own business in the process. This is called a Host Endorsed Joint Venture.

Or you can use joint ventures to sell other companies products to your own
customers and virtually add or test additional product lines without risking a
cent of your own money. This type of deal is called a Guest Endorsed Joint
Venture.

For a Host Endorsed Joint Venture, you need to connect with another business
that sells products that appeal to the same type of customers who buy from
you. This host company will be sending a letter, email, phone call etc. endors-
ing your product to their customers. You |l create the mailing and pay all the
costs of sending out this offer. In fact, your host incurs no expense whatsoever.
In exchange, the host receives 15% to 30% of the net pro t for all sales you get
from the effort. It s up to you and the host to determine what s fair to both of
you.

By endorsing your offer and playing off of his credibility, the host can easily
generate response rates of 15% or more from his customers. The money you
can make can be tremendous, plus you get to add these new customers to
your list for many more years of repeat sales.
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Dynamic Marketing Techniques

Joint Ventures
Continued

All orders are received by the host and forwarded to you for ful liment. There
are two reasons for this:

First it s essential to make the offer appear as if it s being made by the host.
It s the hosts s credibility that carries the weight here.

Second, this allows the host to accurately track the number of orders
generated.

Considering what you re getting, trading a percentage of pro ts to play off all
of the time, effort, and money it took to build the host s customer list is an ex-
ceptional deal. You can use deals like this to build a substantial list of your own
in a fraction of the time it would normally take.

A Guest Endorsed Joint Venture is similar, but here you act as the host to
endorse your guest s product to your own house list. The guest should pay all
expenses and reap the lion s share of the pro ts.

In a Guest Endorsed Joint Venture, you re gaining ancillary pro ts with very
little effort and no cost on your part. It s purely found money. At the same time,
it gives you a risk-free way to test other products you might want to consider
adding to your business.
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Marketing Tips

Dynamic Marketing Techniques

Dynamic Marketing Technique #5
Test, Test, and Test Again

Forget virtually everything you have ever been told about persistence.
Persistence is greatly overrated.

You have undoubtedly been lectured to about persistence. Just keep trying.
Never give up. If at rst you don t succeed, try, try again. If you ve bought into
all of this, you have also likely suffered a tremendous amount of frustration.
Because people liken quitting to being a loser.

It s a harmful way to think. Our society has actually glori ed the virtue of doing
things the hard way, and that hard work is what makes people better, stronger
and full of character.

Well, I would like to redirect you to reaching your goals in the easiest way pos-
sible. | like shortcuts when it comes to marketing, and | favor getting things
done the easy way. If you can get the desired result while lying on a lounge
chair on a sunny beach sipping an adult beverage while talking on your cellular
phone, while someone else pursues the same goal by ghting traf ¢ dragging
a briefcase up and down the street, | applaud you.

Don t think that | am advocating being lazy, or expecting something for noth-
ing. | believe in the value of good work. | just don t think you get extra gold
stars for climbing a mountain when there is an elevator nearby.

Some years ago, | had met with a restaurant owner that was slowly, painfully
going broke. | even suggested to them they could pay me on contingency sim-
ply because | didn t want to see them dissolve.

Their position was never wavering: We re at the end of our rope, but we re going
to tie a knot in it and hang on. We re going to tough it out. Winners never quit.
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Dynamic Marketing Techniques

Test, Test and Test Again

Continued

And, tough it out they did. They kept coming in every day, doing the same
things, and moving inches closer to bankruptcy. When the time came that they
couldn t pay their suppliers with their inspirational phrases, they shut their
doors and disappeared.

When the going gets tough, the tough get going - in this case, right out of
town.

The late Napoleon Hill, author of the famous book Think and Grow Rich, visited
with Thomas Edison in his laboratory. Edison had tried ten thousand times to
get the electric light to work before nally getting it right.

So, Hill asked Edison, What would you be doing now if your ten thousandth
experiment failed?

| would be locked in my laboratory conducting the next experiment.

This little story is used by a lot of consultants in my eld as an example of ex-
ceptional persistence in action. Every time you ick on the lights, you can be
grateful that Edison was an extraordinarily persistent man.

| say, hogwash.

Every time we ick on the lights, we can be grateful that Edison took a smart
approach to invention.

What Napoleon Hill never spelled out, perhaps thinking that people would g-
ure it our for themselves, is that Edison did NOT do the same experiment ten
thousand times. Instead, he did ten thousand different experiments. He tested
ten thousand hypotheses, and he gave up on each and every one of them as
rapidly as possible. He was a quitter ten thousand times.
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Dynamic Marketing Techniques

Test, Test and Test Again

Continued

Businesses can t expect to hit home runs the rst time at bat; it rarely happens
that way. Sure, you can get lucky here and there, but in the end you have to
expect some failures as speed-bumps on your road to success.

Testing is vital, and in my opinion the most important part of any marketing ef-
fort. In my business, we deal with failure every day of our lives, since not ev-
erything works the rst time. We exhibit great patience and persistence, but it
Is the right kind of persistence: we don t keep doing the same things over and
over again expecting different results.

Instead, we make modi cations and test them against the results we just gen-
erated. We Il test one advertisement headline against another. We Il test the ad
with, and then without, a photograph. We |l test one price against another, one
payment versus two payments, one bonus versus another and so on.

Then, with all that testing done, the outcome is an ad that can run repetitively
at a pro t which we call the control. Throughout the entire process, most of
the variables tested fail to make any signi cant difference. Most of the ads
tested against the control fail to outperform it.

At some point, you test one that hits the home run. And when it works, you
change nothing. | ve had ads that were lled with typos pull better than those
edited by a professional copywriter. The reason? Who cares - it worked. And as
| mentioned earlier, if it isn t broken, dont X it.

The restaurant that went broke could have learned a valuable lesson (and if they
only hired me we could have helped them...!) If what you are doing isn t working,
you have to change what you are doing to get different results. As logical and com-
mon-sense as this may sound. | continuously see businesses continue to do the same
things when they are not producing results, hoping that at some point they will.

Testing is the crux of any marketing strategy, and | cannot stress enough how
much you need to test to see what works, and what doesn t. Persistence is
important, but only if you are smart about how you go about it.
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Marketing Tips

Marketing Mistakes

Marketing Mistake #1
Marketing To the Wrong Audience

If you go wrong here, your entire campaign is doomed. It doesn t matter how
exceptional a product you have, how convincing your sales copy is, or what
incredible price you re offering.

If you try to sell to the wrong people, it is a guarantee that your effort will op.

Dynamic Tip: The best marketing message is just as effective as the worst mar-
keting message, if it is falling on deaf ears.

On The other hand, if you offer an average product promoted by pedestrian
copy and bearing a median price, but offered to precisely the right people, it will
always pull in some orders. Not that this is your goal, but we re only mentioning
this to show you the difference caused by properly de ning your market.

What can you do to make sure you ve selected the right market? You have to
start by de ning precisely who your product or service appeals to. Your objective
is to nd the largest possible market who wants and can afford your product.

At the same time, you want to make sure that your focus is tight enough that
you aren t trying to appeal to too broad a range of interests at once. If you

do, your marketing can easily become watered down, and then it won t really
appeal to anyone. If you re fortunate enough to have a product that appeals to
multiple markets, you |l need to develop distinct variations of your sales pieces
for each speci ¢ market.

Here s how this works: A client recently contacted us to help him determine what
was wrong with his direct response advertising. His product was a small contain-
er of tear gas that could be carried in a purse or glove compartment of a car.
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Marketing Mistakes

Marketing To the Wrong Audience

Continued

The rst question we asked was who was he trying to market to. His answer
was female college students who were concerned about the rising crime rate
on our nation s campuses. His initial campaign yielded a dismal response.

What was wrong here? The company had made a fatal error. They had picked a
market that had only a minor interest in his product, but more importantly they
had very little discretionary income.

Think about it. College students have very little money to spend, and what they
do have goes toward clothes and entertainment. And despite the rise in crime,
college students are at the age when they generally feel somewhat invincible.
They don t believe that they will personally be affected by anything negative
unless it happens to someone they know. And trying to market against these
known facts is marketing suicide.

A little research would have revealed that my client s actual market was senior
citizens. These folks are truly concerned about their personal safety and would
be willing to spend $20 or so to gain some peace of mind. The company could
then market to senior citizen groups, neighborhood watch program members,
and other similar markets.

Which they did - and sales rose 112% within 90 days.

One more thing: They did decide to pursue the colleges as a secondary mar-
ket, and the more accurately targeted audience, the parents of college stu-
dents. They are the ones who are truly concerned about the problems on
campus, and would quickly make the purchase for the safety of their children.

This campaign would make use of much of the same marketing information
used to sell to seniors, but it would require focusing on those problems and
bene ts that distinctly appeal to this very different group.
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Marketing Mistakes

Marketing Mistake #2
Failing to Test

This is one of the most costly errors you can possibly make. And one of the
most common errors made by companies of all sizes. Although smaller com-
panies are more prone to this type of critical error, the big guys still make this
mistake with regularity.

Look at the New Coke of a few years back. Its doubtful that little, if any, test
marketing was done. It was more a reaction to the competition abut new for-
mulas than a true desire in the marketplace. And the result was a swift, spec-
tacular op.

If you re going to be successful with your marketing, it s absolutely essential
that you have a product that your customers want. And it s even better if they
want to replenish their supply regularly, or if it s something that they just can t
live without.

How do you come up with such a product/service?

There are two key ingredients. The rstis to develop only those products/ser-
vices that your market demands. This is so simple, you d think it was obvious,
but based on the problems many of my clients present to me on a regular
basis, | can assure you there are very few market-driven products or services
being developed today.

Here s what you must do to make sure your products are of real value to your
market, and, as a logical consequence, produce the kind of pro ts you really want.

Dynamic Tip: You must connect with your typical customers and nd out from
them exactly what kind of problems plague them or what vital goals they re
burning to achieve, and give them the tool to x that problem.
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Marketing Mistakes

Failing to Test

Continued

The second key ingredient is to test carefully and prudently. It will never cease
to amaze me how many companies bypass the testing phase and go straight
to full-blown roll-out of a marketing campaign, without having a single idea if
it will work or not. This makes no sense at all - and it can be dangerous to your

nancial health (to say nothing about your mental health!), but people do it all
the time because they are convinced it will work .

Cow cookies. If you don t test rst, you are walking into a buzz saw with blind-
ers on. If you are VERY LUCKY you will make money without testing rst. But if
you are not, be prepared to get frustrated - and have a rapidly-depleting bank
account.

Once you ve developed or modi ed your product or service based on your
market s most critical wants, the next step is to invest as little as possible in de-
veloping as few pieces as necessary to test your marketing. Forget about the
money that might be saved by producing in volume at this stage. You re testing
your product s marketability. No amount of savings on 5000 units can possibly
be justi ed if you only sell 100 of them.

Savvy marketers get rich by starting with small tests and increasing volume in
stages. Here s a working rule of thumb | show my clients:

Never increase your next stage quantity by more than 5 times.

This means if your starting quantity is 500, your next production run shouldn t
exceed 2500 - - unless you have signed orders to support a larger quantity.

Testing is the most critical part of any marketing initiative you will undertake,
bar none. But you can never assume to know what your market wants, and
many a business has gone bust by trying to sell a product or service based on
what they are certain their customers want, when in fact it isn t.

Dynamic Tip: Test, test, test!
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Marketing Tips

Marketing Mistakes

Marketing Mistake #3
Focussing Your Marketing on Yourself,
Your Product, or Your Company

This is a mistake that s made by companies of all sizes, but larger corporations
are frequent offenders.

Look, everyone likes to see their name in print. We re sure that you re rightfully
proud of your company and the products you sell. But we urge you to resist the
temptation to stroke your ego in your marketing.

Here s why: Customers simply don t care. They don t care about you, your
company, or your product. That may sound cruel, but it s a fact of business life.
They do NOT care, and don t delude yourself into thinking they do.

Customers DO care about themselves, their problems, important goals they
would like to achieve, and the things that will make their lives easier or better.
It s all about what they want, and that s just human nature.

We re sure that the last time you bought a book through the mail on , say,
reducing your taxes, you didn t think, Oh boy, here s the perfect opportunity
for me to give McGraw-Hill more money and to help the author get on the
best seller list! Instead, you were perhaps thinking something along the lines
of, Alright! Here s something | can use to hang onto a few more of my hard
earned dollars!
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Marketing Mistakes

Focussing Your Marketing on Yourself,

Your Product, or Your Company
Continued

In order to get someone to dip into their wallet and part with their hard-earned
currency, you re going to have to prove that what you have to offer is worth so
much to them that parting with their money is insigni cant compared to what
they will get after using your product or service. And that is a tall order. To ac-
complish this, you must talk directly to their needs, wants, desires, problems,
and goals.

This means you ve got to drop down and get personal. Use a lot of you
language in all of your marketing. Kill all of the technical babble about your
product or service, and get rid of anything that makes you sound like a pomp-
ous, marble-encrusted institution.

Dynamic Tip: YOU need to get emotional.

What s that? You say you are selling securities, gemstones, or some other high-
ticket, upper echelon item and you need to sound sophisticated? Sorry, but
you re disillusioned - and you stand to compromise your potential pro ts.

Even the upper-crust are people (Okay, some might be less human than oth-
ers) and they respond (quite strongly, | m happy to report) to being treated
personally.

Successful marketers understand this. They consistently use it to build fortunes
for their companies and for themselves.

Get emotional with your marketing. Be honest, straightforward and leave all
the slick stuff in the trash can.
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Marketing Mistakes

Marketing Mistake #4
Assuming You Know What Bene ts Your
Customers Value the Most

Here s another presumptuous error that can cost you dearly.

Too often, companies think that since they created a product, they are the ulti-
mate authority on that product and its bene ts. This gets them into trouble fast.

While your market may remain the same, its needs are volatile and prone to
change during the life of a product.

When a product is new, its very newness may be the most appealing factor.
As it becomes more common and other competitors enter the market, price,
quality, and additional features take on more importance. Also, the problems
that your market faces today may be solved tomorrow. Then you re faced with
having to reposition your product to offer solutions to other problems.

Now, where you may ask, do you get all of this crucial marketing data? You go
to the source: your customers.

YOU must constantly poll your customers to nd out what their most critical
needs, aspirations, problems, and objectives are. Ask them what they want,
ask them why they want it, and ask them what they are doing right now to get
what they want. Once you ve found out, you seize the opportunity and adjust
the bene ts in your marketing accordingly to focus on those wants.

Your customers will think you created your product or service just for them,

and they will have a where have you been all my life! response to your market-
ing. That forges a bond with your customer that is very hard to break (unless
you drop the ball).

Courtesy Jim Tudor 2006 * Page 1 of 1

MAILING SYSTEMS, INC.
2431 Mercantile Dr., Suite A « Rancho Cordova, CA 95742

916.631.7400 « 916.631.7488 Fax = info@msimail.net « www.msimail.net



Marketing Tips

Marketing Mistakes

Marketing Mistake #5
Making Your Marketing Boring

The truth is you have very little, if any, of your prospect s attention.

You must remember that people are bombarded by hundreds, even thousands
of advertising messages daily. Ads in their email, on radio, on TV, on billboards,
in movie theatres, in magazines, in newspapers, being hauled across the sky,
on benches, on the back of buses and taxicabs, on shopping cards, even in rest
room stalls.

All of this is your competition for your prospects attention.

Don t kid yourself. You aren t just competing against other companies within
your market. You re competing against everything that vies for your prospects
attention - including non-advertising interests like work, family, and hobbies.

You must be clear about this before you venture into any marketing effort.
Only then can you hone your sights and get serious about the job you really
have to do: Creating hard-hitting marketing that will exceed in winning your
prospect s precious time.

To do this, you have to create the kind of marketing pieces | ve already em-
phasized. Hard-driving, persuasive pieces packed with so many bene ts your
customer can t help but be interested.

If you re a bit of an insomniac, you ve likely seen the late-night infomercials
on television (for the uninitiated, infomercials are in essence 30-minute com-
mercials for products that are produced to make you think you are watching a
television program).
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Making Your Marketing Boring

Continued

Everything from kitchen knives to no-down-payment real estate courses to get-
rich-quick programs to juicing machines to ache medicine to toothbrush sanitiz-
ers to vacuum cleaners to ladders, are sold through infomercials.

While these programs appear to be ad-hoc productions that jump around topic
to topic like a jackrabbit on a double espresso, they are in reality, painstakingly
produced with every second carefully structured to ensure that the program
keeps your attention as you watch it.

This is critically important for infomercials, because with just the ick of your
thumb you can replace that infomercial with dozens if not hundreds of other
channels. So the second you are bored with that infomercial, you can zap that
infomercial away and never look back.

That is tremendous pressure for a marketing message to be put under. But the
reality is, your marketing is under that kind of pressure all the time, you just
don t realize it.

You need to give your marketing the kind of stress test that infomercials have
to survive. Is your message exciting? Is it captivating? Does it have a speci ¢
call to action (telling the prospect precisely what to do next)? Is it easy to un-
derstand? Does it make the prospect want to read it/watch it/listen to it?

When you review your marketing message prior to it s roll-out, ask yourself:
What can | do to make sure that the prospect s attention is both captured and
kept with this message?

If your marketing message cannot pass the infomercial test, and if you cant
keep someone s attention to completely pass through your marketing mes-
sage, they will quickly become bored with it and move on. They will come in
and out of your sales radar so fast you won t even have time to react. And
they are gone for good.
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Marketing Mistakes

Marketing Mistake #6
Forgetting That You Must Both Educate and Sell
to Get Out of a Business Problem

| am routinely hired by companies to help them out of a problem.

Quite Often, | rescue a client out of an inventory overstock or | generate inter-
est for some product or service that simply isn t selling.

How do | accomplish this? The answer is so simple that you Il likely think | m
kidding.

| tell my clients to tell their customers the truth.

For example, if you had 2,000 gadgets sitting in crates in a warehouse, and
you ve got $100,000 tied up in them, but no one is buying your gadgets, then
write an advertisement that says the following:

1) You have a huge inventory of gadgets;

2) the gadgets are good for so-and-so;

3) you are interested in selling them retail; and

4) their quality, performance criteria, etc. are such-and-such.

Then, tell the customers what other companies are charging for the same
gadgets, and then tell what you are selling them for. And, most importantly,
tell them the reason why (tell them the truth, the real reason) - that you have
2,000 gadgets sitting in a warehouse and that you will sell them for cost, or for
a discount, or for whatever it is you want.
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Forgetting That You Must Both Educate and Sell

to Get Out of a Business Problem
Continued

Lastly, give them a quali er for this special price. We re giving these away to
make room for this year s stock, but only to rst-time customers, or, only to
customers who buy before Friday the 10™, etc.

Now, here is the critical piece of the puzzle:

Your customers will not understand or appreciate a value, a bargain, a bene t,
or a service unless and until you rst educate them to appreciate and under-
stand it.

Just offering a special price is nothing unless you connect it with the value of
what they are getting compared to other products/services, and the reasons
why you can offer such a value.

Always be up-front and honest. Never try to play games with your customers,
because the moment they nd out you ve misled them (and they always do) it
is tantamount to ethical suicide.

Have too much inventory and need to unload it? Say so. Trying a new product/
service? Tell your customers about it, why you are trying it, and give them an
incentive to be a part of your test.

Think about how much you appreciate honesty when someone demonstrates it
to you. You should do the same in all of your marketing.

You will be surprised (pleasantly, | would venture) at how far just a little home-
spun honesty will take you.
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Marketing Mistakes

Marketing Mistake #7
Failing to Make Doing Business with Your
Company Easy and Appealing

It is quite obvious that the management of most companies never put them-
selves in their customers shoes and try to make a purchase from their own
company. Otherwise, sales processes would be much easier.

Most companies have a buying process for their customers that screams Go
Away! Instead, it needs to be appealing, inviting, non-threatening, education-
al, and most of all fun.

How easy is it to nd socks in your shoe store?

What happens to a customer when they call your main number?

How well do you keep your customers informed about the status of their order?

How fast do you respond to requests for sales orders or inquiries?

Do your customers avoid calling your company because your phone system is
hard to navigate, or is your receptionist always presenting a bad attitude?

Remember that you cannot service too much, you cannot educate too much,
you cannot follow up too much, you cannot make ordering too easy, and you can
always improve making calling or walking into your business more desirable.
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Marketing Mistakes

Marketing Mistake #8
Fixing Something that isn t Broken

If I had a nickel for every client who has stopped a successful marketing cam-
paign to try a new one, you would be living on planet Jim and | would own all
that you see before you.

Business executives get tired of their marketing messages long before their
marketplace ever does.

Once you have established a marketing campaign that is yielding positive
results, that becomes your control. From that moment on, you never stop
that marketing campaign until you test another one against it and the new one
outperforms the control. When that happens, you stop the original campaign
and the new one is now your new control.

Don t change things because you are bored with them. If they are still produc-
ing positive results (meaning that they are bringing in more revenue than they
are costing to implement), your market clearly isn t bored with them.

The only vote that counts is the one from your marketplace.

Don t stop testing. Keep trying new things to see if you can beat your control.
If you don t, then keep trying. But the moment you beat your control, stick
with it and replace your old control with the new one.

Just because you are sick of the same marketing message doesn t mean that
your marketplace is sick of it.

If you ve found the combination to your customer s responsiveness, keep going
until the combination stops working.
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Marketing Mistake #9
Not Running Direct-Response Advertising

Virtually every print advertisement | see is what | call institutional-type
advertising.

Most institutional advertising tells you how great the company running the ad-
vertising is, or how old their company is, or some other cute stuff.

Institutional advertising, as practiced by most businesses, is pure garbage. It
doesn t offer any good compelling reason for the reader to choose your busi-
ness over another. It doesn t make a case for the product or service you sell.

The claims made by most institutional advertising are pathetic: Buy from me
instead of our competitor, for no other reason except our ego.

Institutional advertising doesn t direct the reader to any intelligent course of ac-
tion or buying decision. It may look nice, but otherwise it s completely worthless.

Conversely, direct-response advertising is designed to generate an immediate
response: a call, a visit, or a purchasing decision from the reader. Direct-re-
sponse advertising tells a story, presents factual and speci ¢ reasons why your
company, product, or service is superior to all others.

Direct-response advertising is salesmanship in print. As salesmanship, it makes
a complete case for the company, product, or service. It overcomes sales ob-
jections. It answers all major questions and it promises performance or results,
and it backs the promise with a risk-free warranty or money-back guarantee.

Institutional advertising produces no measurable results.
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Not Running Direct-Response Advertising
Continued

If you are running institutional ads, change them to direct-response. Give your
prospects information that s important to them, not to you. Give them facts
and performance capabilities of your product or service, or tell them about
your guarantee. Give them reasons why your product is superior to your com-
petitors , on a human basis that the prospect can understand and appreciate.

Direct-response advertising is much more effective than institutional advertis-
ing because your prospect doesn t care on ebit about you or your motivations.
All the prospect cares about is what bene t your product or service renders
to him or her. How will your product improve the prospect s situation and save
him/her effort, time and money? How will your product or service improve the
prospects life, and why?

Then, after you ve built your case, tell the reader, viewer, or listener precisely
what action to take. Tell them how to get to your business, what to look for,
and whom to ask for. Tell them how and whom to call. Tell them what to do
when the salesperson calls. Remind him/her of the risk-free guarantee. And,
most important of all, tell them what results they can expect from owning or
using your product or service.

Give your prospects the answers to these kinds of questions and you Il own
your market. Pure and simple.

By merely switching over from institutional to direct-response advertising, you
should improve your productivity many times over.
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Marketing Mistake #10
Not Having a Back-End

Most companies never address the back-end or residual part of their businesses.

But the back-end is all-important. | am reminded of a client that | worked with
who was into collecting and then selling BMW merchandise. | had him selling
BMW key chains for $9. He actually lost a few dollars on each up-front sale.

Up-front is the key, because of the 15,000 people who bought a key chain
at $9, nearly 4,000 came back and bought on the back-end over $200 of other
merchandise. My client made $800,000 on the back-end.

But that s just the st step. Once every 90 days, this client goes back to the
original 15,000 people who bought the $9 key chain and gets at least 250
people to buy at least $1,000 more in merchandise. At a 25% markup, that
translates into $50,000 in back-end pro ts every 90 days, above and beyond
the $800,000 | ve already told you about.

Then , my client goes back to those 15,000 people who originally bought and
gets about 6,000 of them to buy his annual catalog for $5, which makes my cli-
ent another 30 grand. And those 6,000 catalog customers keep ordering other
merchandise an average of 1-1/2 times a year at an average of $75 per order.
That s another $675,000 in added revenue.

This client looses about $50,000 a year selling key chains. But his back-end gen-
erates $1.6 million every year, so he needs that up-front loss to generate that
huge back end.
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