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diplomacy program, 136–39
doing it right, example, 133–35
retention profit center, 139–41
team commitment to, 136–39

Customers
addressing dislikes of, 17–18
answering questions of, 8–9, 137
as assets, 130–33
creating extraordinary experiences for, 

82–84
handling complaints of, 138–39
increasing value of, 141–43
keeping interest of, 105–6
making feel important, 133
order size of, 141
policies for not losing, 138
reasons for losing, 132–33
referrals of. See Word-of-mouth advertising 

(referrals)
repeat purchase frequency of, 141–42
retaining, as profit center, 139–41
variety of goods/services for, 142
welcoming, 137

D
Demographics, 35, 39–41
Diplomacy program, 136–39
Direct mail advertising

chug, chug, chug (steady) advertising, 
123–25

resources, 28, 32, 38, 203, 207
telemarketing after, 119–20

Discounts. See Promotions; Short-term sales 
promotions

Doing it right, example, 133–35

E
“Ear” formula, 145–48
Easy payment terms, 158
Economical strategies. See “Poor Boy” 

marketing strategies; Publicity
Employee development resources, 188, 204
Employee sabotage, avoiding, 185–88
Entertainment events, tying into, 110
Experience, importance of, 82–84
Expert marketers, hiring/firing, 189–93
Expertise, publicity with, 94–95

A
Advertising. See Direct mail advertising;  

“Poor Boy” marketing strategies; 
Promotions; Publicity

Affinity (association) marketing, 41–43
Answering questions, 8–9, 137
Asking for action, 29–30, 31
Association (affinity) marketing, 41–43
Attitude of gratitude, 135–36
Audio/CD brochures, 166–68

B
Bad publicity, avoiding, 85–87
Becoming hot. See also Fads/trends

by developing new services, 107
fantastic examples of, 111–12
by finding new products, 107
by getting prestigious recognition, 106–7
by piggybacking on other fads, 110–11
by tying into holidays, 108–9
by tying into movies/entertainment events, 

110
by tying into trends/events, 107–8

Box systems, generating leads, 125–27
Brand-name identity, 81
Broadcast telemarketing/faxes, 170–72
Business plot, 83–84

C
Celebrities, 59–63, 65, 87
Change, maintaining interest, 105–6
Charities, publicity with, 88–92
Checks, for promotions, 155
Chug, chug, chug advertising, 123–25
Clearance sales, 154
Communicating effectively, 22–23
Complaints, handling, 138–39
Congruency, of image, 76–77
Contest-entry boxes, 125–27
Cooperation, power of, 127–29
Coupons/double coupons, 154–55
Credibility

building, 47–50
lack of trust and, 44–46

Customer service
attitude of gratitude, 135–36
avoiding employee sabotage, 185–88

Index
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F
Fads/trends, 102–12. See also Becoming hot

change and, 105–6
maintaining interest and, 105–6
nightclub example, 101–2
pet rock story, 103
short product life cycles, 103–5
temporal nature of, 101–5
TV remote zaps reflecting, 104–5
tying into, 107–8

Faxes, broadcast, 171–72
Flamboyancy, publicity with, 93–94
Free advertising. See Publicity

G
Geographic targeting, 38–39
Gratitude, attitude of, 135–36

H
Holidays, tying into, 108–9
Host/parasite marketing, 128–29
Hot, becoming. See Becoming hot

I
Igniting interest, 26–28
Image, 73–84

brand-name identity and, 81
business plot for, 83–84
business site, 74
case studies/examples, 77–82
congruency in, 76–77
importance of “experience” and, 82–84
incongruities in, 74–75
overview/importance of, 73–74
questions to ask regarding, 74
of store environments, 77–81

Incoming-call opportunities, 114–17
Infomercials/video brochures,  

168–70
Internet marketing, 161–66, 173–84

for all business types, 174–76
case studies/examples, 178–81
global reach of, 182–84
paid advertising, 181
requirements for, 176–78
resources, 165, 184, 204
24/7 benefits, 181–82

Irresistible offers, 9–11, 12, 13

J
Joint venture marketing, 127–29

M
Marketing professionals, hiring/firing, 189–93
Marketing secret weapons

asking for action, 29–30, 31
being clearly understood, 22–23
champions for cause, 148
constant change, 105–6
developing products for existing customers, 

142
eliminating assumptions, 26
excellence, 145
image congruency, 76–77
making customer feel important, 133
optimizing incoming call opportunities, 

114–17
pictures proving causes, 48–50
sharing assets, 127–29
tailoring/delivering message to right target, 

42–43
telemarketing after direct mail, 119–20
understanding reluctance of message 

recipients, 45–46
upselling on phone, 116–17
USP. See Unique Selling Proposition (USP)

Marketing sins
abdicating control, 190
aiming at wrong targets, 34
being boring, 26
letting customers leave angry, 138
taking loyalty for granted, 102

Marketing-oriented store environment, 77–81
Media, choosing, 32
Membership, 11
Messages, 1–20. See also Presentation keys; 

Presenting messages; Targeting messages; 
Unique Selling Proposition (USP); USP 
power

assembling, 19–20
preparatory exercise, 2–3
values and, 15–17

Mission, 18–19
Movies, tying into, 110
“My accountant thinks I’m crazy sales,” 157

N
New technologies, 159–72. See also Internet 

marketing
audio/CD brochures, 166–68
broadcast faxes, 171–72
for nonthreatening first contact, 159–60
resources, 160, 165, 169, 171, 172, 184, 204
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New technologies—continued
tele-seminars, 161
video brochures/infomercials, 168–70
voice broadcasts, 170–71

News releases, 98–99
Nonprofit organizations, publicity with, 88–92
Nonthreatening first contact ideas, 159–60

O
Order size, 141
Organizing presentations, 23–26

P
Parking lot customer service, 133–35
Payment terms, easy, 158
Phone calls. See also Telemarketing

incoming, opportunities, 114–16
upselling during, 116–17

Pictures, for credibility, 48–50
Plot, business, 83–84
“Poor Boy” marketing strategies, 113–29

chug, chug, chug (steady) advertising, 
123–25

contest-entry boxes, 125–27
cooperation with related merchants, 

127–29
getting off your butt (YCDBSOYA),  

120–21
host/parasite marketing, 128–29
incoming-call opportunities, 114–17
outbound telemarketing, 117–20
retail window displays, 121–22
take-one boxes, 125–27
teaser advertising, 122–23

Premiums, 155–57
Presentation keys

asking for action, 29–30, 31
being organized, 23–26
igniting interest, 26–28

Presenting messages, 21–32
communicating effectively, 22–23
examples, 24–26
media for, 32
steps of, 23–24
touching base and, 30

Press kits, 98–99
Prestigious recognition, 106–7
Products, finding, 107
Professional marketers, hiring/firing,  

189–93
Promotions

creative, for publicity, 95–96

proceeding cautiously, 1–2
for short-term boosts. See Short-term sales 

promotions
Proving your case, 44–72. See also 

Testimonials
amidst distrust, 44–46
building credibility, 47–50
with pictures, 48–50
preponderance of proof for, 46–47

Publicity, 85–100
bad, avoiding, 85–87
charity alliances for, 88–92
creative promotions for, 95–96
expertise attracting, 94–95
news releases, 98–99
press kits, 98–99
public relations and, 86–87
resources, 87, 97–98, 100, 203
as talk-radio guest, 96–98
using flamboyancy for, 93–94

R
Radio publicity, 96–98
Real-people vs. celebrity testimonials, 59–63
Recognition, attention from, 106–7
Red-tag clearance sales, 154
Referrals. See Word-of-mouth advertising 

(referrals)
Repeat purchase frequency, 141–42
Resources, 200–209

author-affiliated, vii, 194–99
celebrity advertising, 61, 65, 87
creating extraordinary customer 

experiences, 83
customer appreciation programs, 140
direct mail/marketing, 28, 32, 38, 203,  

207
employee development, 188, 204
joint venture marketing, 129
marketing advisors (by profession), 205–9
new technologies, 160, 165, 169, 171, 172, 

184
Platinum Members, 201–3
premium programs, 156
publicity, 87, 97–98, 100, 203
referenced personalities, 200–201
retail marketing, 78, 209
testimonials, 51, 52, 57, 64
Think-Sheets, 210–26

Retail. See also Customer service
cooperation with related merchants,  

127–29
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incoming call opportunities, 114–17
marketing advisors, 78, 209
store environments, 77–81
take-one/contest-entry boxes, 125–27
window displays, 121–22

S
Secret weapons. See Marketing secret weapons
Service, developing new, 107
Short-term sales promotions, 149–58

big discounts, 150–51
checks to customers, 155
coupons/double coupons, 154–55
easy payment terms, 158
“My accountant thinks I’m crazy sales,”  

157
premiums, 155–57
red-tag clearance sales, 154
sports-related, 158
sweepstakes programs, 152–54
trade-ins, 158

Sins. See Marketing sins
Sports-related promotions, 158
Stores. See Retail
Sweepstakes programs, 152–54

T
Take-one boxes, 125–27
Targeting messages, 33–43

by affinity/association, 41–43
avoiding wrong targets, 34
best ways for, 38–43
case studies/examples, 34–35, 36–38
committing to, 35
demographically, 35, 39–41
geographically, 38–39

Teaser advertising, 122–23
Technology. See Internet marketing;  

New technologies
Telemarketing, 117–20

after direct mail, 119–20
business-to-business, 118–20
nonthreatening first contact ideas, 159–60
script formula, 119–20
value of, 117–18
voice broadcasts, 170–71

Tele-seminars, 161
Testimonials

case studies/examples, 53–58, 63–65,  
66–72

celebrity vs. real-people, 59–63
conquering tough challenges, 63–65

expanded, 54–58
guidelines for, 52–53
importance of, 50–52
multiple, effect of, 63
resources, 51, 52, 57, 64

Think-Sheets, 210–26
Timing, 14
Trade-in promotions, 158
Trends. See Fads/trends
Trust, lack of, 44–46

U
Unique Selling Proposition (USP).  

See also USP power
addressing customer dislikes with, 17–18
answering customer questions with, 8–9
case study, 5–6
defined, 3–4
expressing business theme/chief benefit, 4
membership as, 11
mission and, 18–19
questions to ask daily, 4
timing of, 14

Upselling on phone, 116–17
USP power

boosting, 9–11
irresistible offers and, 9–11, 12, 13
products with, 6–8

V
Values, 15–17
Variety of goods/services, 142
Video brochures/infomercials, 168–70
Voice-mail systems, 159–60

W
Web marketing. See Internet marketing
Web site. See Resources
Window displays (retail), 121–22
Word-of-mouth advertising (referrals), 143, 

144–48
asking for, 147
“Ear” formula for, 145–48
earning, 145–46
quantity of referrals, 145
recognizing/rewarding, 148

Y
YCDBSOYA, 120–21
Yellow Pages exercise, 2–3


