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Marketing Secret 1:   
What a Blue Lobster Taught Me about Marketing 

 

Deacon Blue is one lucky lobster. A fisherman snagged him off the cost of Prince Edward Island, 
thinking he had accidentally caught a beer can in his trap. Imagine his surprise when old Deacon Blue 
waved a claw at him. Blue lobsters are rare, and this pretty boy is heading for an aquarium instead of 
a restaurant near you. 

Reading the story today, I couldn’t help but be struck by 
how people value the different, the unique, to the point that 
they wish to save it, preserve it and display it. Think about. 
This guy was a hefty, juicy lobster. I haven’t eaten lobster in 
ages, but I remember it as being quite expensive.  Surely 
the fisherman could have used the money. 

Instead, Deacon Blue’s life is spared because he is unique. 

Here’s what Professor Deacon Blue has to teach us about 
marketing: make sure you stand out from the crowd. Be 
unique, be different. Don’t be afraid to be a blue lobster. 
Instead of ending up in the stew pot along with every other 
person trying to sell the same thing, hopefully, you’ll get the 
positive attention you need to attract customers and turn 
them into buyers and loyal fans. 
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Marketing Secret 2: 
 It's Not Always a Good Idea to Follow Your Competitors 

 

Following your competitors, whether tracking them online or through traditional media, is a time-
honored method of gleaning marketing and business insights. Nothing beats competitive intelligence 
to help you position, price and develop products with an edge. 

Yet there comes a time when following the competition is harmful. How? Let me share a fictitious 
story to illustrate my point. 

"Ann" offers personal coaching services and decided to follow six personal coaches whose work she 
admired. She signed up for their free newsletters and downloaded their free E-books. She listened to 
their podcasts, watched their videos, and followed them on Facebook, Twitter, and a host of other 
social networking sites. 

She noted what they were saying and how they were saying it. She noted the prices they charged 
and the new products and services they offered. 

Ann updated her website several times, trying new messages, graphics, and ideas. If other coaches 
offered "law of attraction" type classes, Ann came up with her own spin on the topic and tried to offer 
that, too. She tried to stay competitive and counter whatever her competitors were doing. 

But the question is this: how does Ann know that any of the ideas she noted among her competitors 
actually worked for them? 

Ann hadn't thought of that. She wasn't privy to their data; she merely observed what her competitors 
put forth through their online communications, which always sounded rosy and positive. Ann had no 
idea if what they were saying was true, but she was beating herself up just the same and mucking up 
whatever hard-earned traction she'd already gained in the marketplace by rushing to change her 
message, website, and products every time a competitor did the same. 

Competitive intelligence can show us if someone is doing something similar or different. What it 
cannot tell us is whether or not they were successful at it. Unless a company is publicly traded and 



5 

 

must by law disclose its sales in an Annual Report or shareholder prospectus, you have NO idea 
whether or not their new marketing pitch worked. 

Before changing what you are doing in response to competitive activities, consider the following pros 
and cons. 

Pros of Following Competitors 

 Learn from peers. 

 Gain an understanding of the other 
products, services and price point your 
customers and potential customers are 
seeing. 

 Glean ideas. 

Cons of Following Competitors 

 Tendency (if insecure or new to the 
industry) to judge oneself against 
competitors without adequate facts. 

 Trap of falling into the "me too" 
mentality, or developing products 
reactively rather than proactively. 

 Not following your own personal brand 
or discovering your own inner 
brilliance. 

If you've ever gone hiking on a rugged trail, you know that you can't follow the person in front of you 
too closely. If you do and they have to step through branches or thickets, when they release the 
branches the limbs whip back and can scratch or hit you. If you follow too closely, you can't watch 
where you are going and you tend to step into potholes. The same holds true for following 
competitors too closely. While it's useful and valuable to know what's going on in the marketplace, if 
you find yourself falling into the "me too" trap and trying to follow your competitors too closely, you'll 
end up damaging your own brand. When you market your core beliefs and services rather than 
mimicking someone else, you'll attract the right customers at the right time, customers who want and 
need what you offer. You'll both be happier in the long run. 
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Marketing Secret #3: 
"Field of Dreams Marketing" Doesn't Work 

 

Many people like to quote the famous movie Field of Dreams: "If we build it, they will come." While this 
concept is appealing in the context of a Hollywood blockbuster movie, it doesn't work in real life as a 
new business marketing strategy. 

Entrepreneurs often fall in love with their own products and business concept. They build a better 
mousetrap and assume everyone loves the concept of a better mousetrap. They invest their time, 
talents and treasure into their new mousetrap, build it, and then sit back. A few weeks later, they 
"Open" sign on their business is turned to "Closed" and they're poorer, but no wiser, as to the ways of 
business. 

Even famous entrepreneurs mistakenly believe that they've used the 'build it and they will come' 
marketing method as a springboard to their success. Paula Dean, the famous chef, restaurateur and 
television personality remarked recently (and I'm paraphrasing here): "Marketing? I just tried to cook 
the most delicious food I could for each person and hoped they would love it so much they would tell 
20 people. That was my marketing strategy." 

On the surface, such a marketing strategy is very appealing to entrepreneurs intimidated by 
marketing and all its nuances. In truth, however, every business needs to balance a solid product 
strategy with a great promotional strategy, and here's why. 

Great Products Make Marketing Easier, Bad Products Shouldn't Be Sold 

Great products can indeed 'sell themselves', and bad products shouldn't be sold. A great product is 
far easier to market and promote than a bad product. But what makes a great product? 

It fills an unmet consumer need.  

The key to all good marketing strategies, whether it's a product development or a promotional 
strategy, is discovering what your customers truly want and need and then building it. Whether it's 
something beautiful to add to their home or collection or some service that makes their lives easier, 
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customers have unmet needs and it's your job to find them and fill them if you want a successful 
business. 

 Discovering and creating products to meet unmet needs is only half the battle. If the resulting product 
doesn't work, falls apart, or offers only half -hearted service, it's not worth doing. 

All great products appeal to human emotion. You may immediately think, "That's not true! How can 
lumber/aircraft parts/accounting services/toilets appeal to emotion?" Lumber appeals to the human 
needs for creativity (I can build something), the need for sturdy and reliable products (peace of mind.) 
Aircraft parts appeal to the human need for safety (Company XYZ offers quality assurance and stress 
tested parts for safety). Accounting services appeal to people's needs for security and peace of mind 
(Our services are backed by expert CPAs with 20 years of experience - no worries about audits or 
mistakes in your books). And toilets? I don't know about you, but I want a toilet that works. If mine 
overflows, it's taking out the dining room underneath the bathroom and will cause damage. I want 
peace of mind, comfort, security and perhaps something that uses less water so I can feel good about 
my impact on the environment. 

As you can see, even the most mundane products offer some appeal to emotion. Use that appeal 
when you create your marketing and communications materials. 

You may produce the best aircraft carrier parts, the best toilets, the finest lumber or the most accurate 
accounting services, but if people don't know you exist... you won't sell a thing. That's why great 
product strategies MUST go hand in hand with great marketing strategies! 

The old chestnut that states it takes three ads to make an impact on customers is wrong. Today, it 
takes at least five, if not SEVEN exposures to product information before people even recognize a 
brand. This wisdom comes from countless conversations I've had with other marketing professionals 
and from what I've observed running two companies, my marketing consulting business and EquinArt 
Creations, the internet equine art gallery my husband and I founded in 2004. It used to be that I could 
send out one or two emails and generate sales; now it takes at least five times that effort to gain 
interest. Part of this is the economy, but it's also a significant change in how consumers seek, receive 
and view product information. 

Gone are the days when advertisers pumped out catchy messages and consumers passively received 
them. Today, consumers choose what marketing messages they wish to receive. They seek product 
information on their own terms, typically through internet marketing. You must think strategically 
about your marketing. Great products need a strong strategic marketing plan. 
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Promote It, and They Will Come! 

Move out of the "Field of Dreams" mindset and into the modern, internet marketing era. Begin by 
building a great product. Make sure it is faster, cheaper, better or whatever your customers want and 
need. Then, develop your product marketing strategy based on who your customers are. Where do 
they seek information about similar products - online, on television, in magazines and trade journals, 
word of mouth? Find out. The Internet makes it even easier to do consumer research. Search trade 
journals in your industry, competitors' websites, blogs, and news magazines online. Find and use this 
information to create your marketing strategy. 

A marketing strategy is different from tactics. Think of strategy as an approach. It's how you approach 
the problem of promoting your product or business. The methods you finally select to promote your 
product and services are called tactics. Tactics translate into action steps. Tactics are things like, "I'll 
use direct mail; I'll build a landing page; I'll use content marketing and social networking to promote 
my business." Then, break each idea down into action steps. "Write direct mail piece. Research and 
rent mailing lists. Create Facebook and Twitter accounts." You get the idea. 

Although you can market less than stellar products by pumping a lot of money into their promotional 
strategy, why should you? Having a terrific product, build to satisfy customer needs and with an 
emotional hook, makes it so much easier to make money. Start with a great product, build it, THEN 
promote it. And promote it again. Repeat until customers find you... and then truly, if you build it, and 
promote it, they will come to you! 
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Marketing Secret #4:  
Promote Your Business in a BIG Way (even if it's small) 

 

If you're a small business owner, you probably struggle to find time and money to market and 
promote your business. Questions swirl around in your mind: what should you spend on first? Is it 
important to have a website for your business or to run ads in the local newspaper? One person who 
you talk to says it's a good idea to buy promotional items like pens and give them away. Another 
person you talk to insists that postcard marketing is the way to go. How can you, as a small business 
owner with a limited budget, get your products and services out into the public in a big way without 
breaking the bank? 

There are several steps you can take to overcome these challenges: 

1. Focus and define not what you do or sell, but how it helps other people. That's called the 
benefit statement. No matter what kind of promotional activity you're doing for your business, 
knowing the benefits you want to share with your customers and sharing them consistently 
can go a long way to helping your marketing efforts be successful. 

2. Who are your best potential customers? As a consultant, I hear over and over from small 
business owners "Oh, everyone is my customer." Even bottled water has a unique market (not 
everyone buys or appreciates bottled water, believe it or not.) So who are your customers? 
Are they local, national? Are your customers men, women, teens, children? What age are they, 
what do they look like, what problems do they have that only your business can solve? Sit 
down and write up a short description of your ideal customers. Like knowing the benefits your 
company provides, knowing who your ideal customers can help you communicate with them 
better and, more importantly, weed out any marketing opportunities that do not reach them. 

3. Focus your marketing efforts on the big picture stuff first. If your company needs a website, 
hire a professional within the budget you can afford to create a great website that 
accomplishes your business goals. If you own a retail store, concentrate on making the store 
experience wonderful to build word of mouth referrals. 

4. Create a great website for your business. No matter what your business does, in today's 
world, people go online to research everything under the sun. If your business doesn't have a 
website, you run the risk of missing potential customers. But don't settle for any old website or 
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let your best friend slap together something. First impressions are always lasting impressions, 
and a sloppy site can also turn off prospective customers. 

5. Compare the audience and focus on your core customers. Now when it comes time to 
choose the marketing activities for your business, compare the audience or people the activity 
will reach with the profile you created for your ideal customer. Will you reach your ideal 
customer if you run that newspaper ad? When you know who your ideal customer is, you can 
spot opportunities to reach them through various marketing activities. 

I'm a big fan of marketing plans. If your eyes glaze over and you yawn at the thought of creating a 
marketing plan, think of it this way. Most people draw up a financial plan for their life; a simple budget, 
let's say so that they know what money they have each week to pay the rent, the utility bill, the phone 
bill, etc. A marketing plan helps you figure out why, when and how to promote your business so that 
you can put your resources behind efforts that have the best potential. Without a marketing plan, you 
run the risk of diluting your resources or running marketing campaigns when you 'have the time.' And 
let's face it - what small business owner can actually say, "I have time today. Let me work on that." 
Most small business owners don't have time to tie their shoelaces much less focus on creating a 
marketing plan! 

These basics can help you organize and think about your marketing plan for your small business in a 
very general way. For specific advice, it's best to find a great marketing consultant or agency you can 
trust to guide you through the process. 
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Marketing Secret #5:   
Keep Your Sunny Side Up 

 

Nobody likes to do business with someone who looks like she's sucking a 
lemon all the time. If all you do is hop onto Facebook and bitch about your 
life, you're turning folks away. Instead, learn how to keep your sunny side 
up. 

Unless you live under a rock, you've experienced setbacks in your life. The 
part in the school play you didn't get. The cute boy or girl who didn't ask you 
out for a date - or who turned you down when you did the asking. The test 
you failed, the job you didn't get, the marriage that didn't work, the 
investment that didn't pay off. 

Life is full of setbacks. Why should business be any different? Yet many 
entrepreneurs, solopreneurs, "mompreneurs" and small business owners 
crumble under the strain of business setbacks. Typical setbacks may be 
slow sales, losing clients, failed products or programs, or revenues losses. 

I think of business setbacks as temporary situations in which something 
better, greater, and even more awesome is coming my way. I like to think about it like this. Many years 
ago I heard this story. A woman was hoping to find a house with four bedrooms in a good 
neighborhood near good schools. Of course, it had to be within the price range she could afford. She 
set out to find her dream home. Six months went by with countless disappointments. Some homes 
were in bad neighborhoods. Some didn't have the right number of rooms, or were too far away from 
schools, or weren't in her price range. She felt like giving up but trusted that her dream home was out 
there. 

Then BAM - six months later, the perfect home was found. Not only did it have the four bedrooms the 
family needed, it was right across the street from a highly acclaimed elementary school. Her children 
just had to walk across the street to get to school and activities! 

Now, what was happening during those six months? You could view six months of countless open 
houses as failures, but during that time, something very special was happening. The people living in 
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that house across the street from the school were trying to move into the house of their dreams. But 
they needed those six months to find and close on their new home, pack up their belonging and 
move. In other words, time was needed to clear the way for the blessings to flow. It couldn't happen 
overnight. The stage had to be set for success. 

During those fallow times when you feel like nothing is working out for you, think about the myriad 
things that are probably happening in the background, unseen, paving the way for you to get that new 
account, hire that new person, find a new job or make that six figure income you've dreamed about. 
The stage must not only be set in your life - but in others' lives too. 

 You can't get the big account you want until they have the money to pay you. Maybe that time 
is necessary for them to obtain the money to pay you what you want to ask. 

 You can't find the right job until the person sitting in that job today finds another position. 
Maybe that person needs to move on but isn't ready yet to vacate the chair in the corner 
office that you should hold. 

 You need to attract clients, but maybe you aren't ready yet to handle them. This waiting 
period may be a time for your to regroup, update your computer systems, find that virtual 
assistant, hire that coach, or engage that marketing agency to help you spruce up your 
website. 

But it's definitely not a time to sit around and twiddle your thumbs. 

Look not upon setbacks and waiting times as failures. Instead, trust that the universe has something in 
store for you bigger, better and more wonderful than you can possibly conceive. 
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Marketing Secret #6:  
5 FREE Things You Can Do TODAY to Promote Your Business! 

 

If you thought marketing your small business meant spending big bucks, think again. Most 
entrepreneurs already have the skills they need to tackle these five tasks. You won't spend a dime, 
but you may spend some time handling these tasks, so take one action step per day. By the end of 
the week, you'll have completed five essential and important steps to promoting your small or new 
business. 

1. Start a mailing (or email) list. If you own a bricks and mortar store, simply put a notebook and 
pen near the cash register. Write in big letters across the top of the page, "Sign up for our 
mailing (or email) list." To start your email contact list, open an account with a free email 
hosting system such as Mail Chimp or place a contact form on your website. You can collect 
contact information through the form, add it to an Excel spreadsheet, and create your own 
proprietary, permission-based list. 

2. Check your website analytics, and if you don't know what they mean, read through the 
tutorials found on your site hosting platform or if you use the granddaddy of them all, those 
found on Google Analytics. Google Analytics is a free program that you can use to place a 
special section of code on the HTML of your website that lets you track such information as 
the number of visitors to your website, new visitors, where the visitors are coming from, most 
popular pages and content, and the bounce rate. It's a good idea to collect data routinely, 
perhaps on the first of the month, so you can compare trends from month to month. You can 
use your site data to spot ways to improve your website performance, such as poorly 
performing pages that need revision, or spot things you're doing right, such as topics and 
keywords that cause your site traffic to soar. 

3. Read - and comment - on blogs related to your industry. Industry blogs are ready by 
competitors and customers, both potential customers and current customers. Comment boxes 
often include a space for your URL and name. This helps your site traffic by increasing the 
number of links back to your website as well as boosts your visibility by showcasing your 
knowledge in the industry. DO NOT post spam-like comments or things like "Visit my website." 
The point isn't to write an advertising message. The point is to get your name known in the 
industry. 
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4. Update your social networking profile. I'm assuming that you've already created a Facebook, 
Twitter or Linked In account. If you haven't, open one. The reason is simple. Facebook has 
surpassed all other social media on the 'net, with more than 300 million users as of summer 
2011. Your social networking profile serves as your first impression online. If your profile is 
sloppy, people will get a sloppy impression of you. On the other hand, a thoughtful profile that 
blends the professional with the personal in a skillful and engaging manner can go a long way 
to attracting business prospects and connections to you. Focus your profile on 80% 
professional and add about 20% personal (but not too personal!) to make your profile warm 
and approachable. A good quality candid photograph is fine for your profile picture. 

5. Brainstorm ideas for social media and content marketing. Many entrepreneurs miss out on 
the potential impact of social media marketing and content marketing, or the marketing and 
sharing of ideas to attract customers. Content marketing encompasses article marketing, 
blogging, newsletters, podcasts, videos and other forms of rich media. It focuses on freely 
sharing information to build your reputation an expert in your industry, and by extension, 
attracting new clients. The thing that often holds entrepreneurs back from engaging in this 
powerful (and free) marketing method is a lack of focus. Many people say, "But I don't have 
any ideas!" Yet when I talk to them when they're relaxed and we're in the middle of a 
passionate conversation about their business, they're brimming over with ideas. The trick is to 
catch those ideas when they brim over and store them for later. Take one day this week and 
set a kitchen timer for 15 minutes. Allow yourself to dream. If you could share anything about 
your business with potential customers, what would it be? Begin brainstorming concepts. 
Take a big sheet of paper and pens, colored pencils or whatever you fancy and start writing 
down your ideas, no matter how crazy they may seem. You can refine them later 

No single idea among these five will generate tons of traffic or add immediate cash to your coffers. 
But then again, pouring the foundation of a house doesn't make it company-ready either. A 
foundation is never going to appear on the cover of Better Homes and Gardens. It will, however, build 
the basis of what's to come: walls, floors, windows, doors, etc. Your foundation consists of ideas, 
messages and basics such as an opt-in mailing list that you can build on later by creating email 
newsletters or direct mail packages, a robust and growing social network, and a wellspring of 
potential content marketing and social media messages to choose from the next time you feel your 
creative well runs dry. 

The trick to money-saving marketing isn't going great guns in one week and sending out a ton of 
messages in the hopes that one or two will work. Money saving marketing, the kind you the 
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entrepreneur can do yourself, begins by building the basics, one brick at a time until you build that 
marketing 'house.' 
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Marketing Secret #7:  
Marketing Is Like Planting Seeds: You Never Know Where It Will Grow! 

 

Marketing is like planting seeds. Your promotional 
efforts sometimes root and grow in the strangest 
places. 

Marketing Is Like a Pansy in August 

I stepped outside to water my garden this morning 
and found a pansy flower in full bloom underneath 
an azalea bush in front of the house. It's August and 
I live in the southeastern United States, with the 
average temperatures in this sunny spot in the 90s 
during the day. I haven't planted pansies in that spot 
since spring 2009. Pansies are spring blooming 
flowers that favor chilly nights and cool days. To see 
one flowering freely in the dog days of August is 
bizarre. 

Yet there, blooming with sunny abandon, was this harbinger of spring - and my favorite flower. 

Where did the seed come from? What inspired it to germinate, root, grow and blossom today? 

Sometimes Seeds Remain Dormant 

I can only surmise that the mulch we added to the garden created favorable conditions for the tiny 
seed. Pansy seeds are about the size of a grain of pepper. One seed from the six plants I had on the 
opposite end of the flower bed, growing there two years ago, remained dormant, hidden, waiting. 
Then, when conditions were favorable, such as the 5 inches of rain we received this past July, it 
germinated, rooted and grew. 
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Your Marketing and Promotional Efforts Are Rarely in Vain 

How many times have you enacted a marketing campaign and thought, "It didn't work?" How many 
times do you sit down to post to your social networks, and wonder if you're shouting into a void? 

It's quite possible that certain marketing activities aren't a good fit, because they aren't in line with 
your goals or your brand. I'm reminded of the entrepreneurs I've spoken with in my consulting 
practice who tell me stories of failed marketing campaigns. The assumption is either that the 
marketing tactic is stupid and doesn't work, or that they didn't enact it properly. The truth may be 
somewhere in between; it may be a great tactic and you may have taken all the right steps, but it may 
not connect properly with your audience, or it may not have been a great fit for your brand. 

So yes, there are certain forms of marketing, certain methods, and tactics that aren't a good fit for my 
personal brand, and I'm guessing the same is true for you. Yet marketing and promotions Do work. 

Planting Seeds of Ideas that Germinate Later 

You have to think about marketing like planting seeds. Sometimes, seeds take time to germinate and 
grow, and they can grow in unexpected places and at unpredictable times, like my pansy seeds. 

A good marketing or branding campaign plants ideas like seeds. Think about my pansy seeds for a 
minute. If they fell on the sidewalk, they wouldn't grow - the conditions aren't right. Some of your 
marketing messages reach consumers who aren't ready to hear your message. Like seeds falling on 
the sidewalk, the conditions aren't right for them to take action today on your message. 

At other times your marketing messages lay dormant, like my little pansy seeds. Just when you least 
expect it, the phone rings, and it's someone inquiring about your services or an order dings through 
your ordering system, and it's an item you promoted heavily six months ago. You may have written off 
your marketing campaigns at the time as failures, yet the seeds you planted then remained until the 
right time to germinate into a sale. 

Will you continue planting your marketing seeds today? 
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Marketing Secret #8:  
FINALLY! The Answer to "What Is a Good Response Rate?" 

 

One of the most frequently asked questions direct marketers get is "What's a good response rate?" or 
"What should my response be?" The response rate is the number of responses divided by the number 
of pieces sent out, expressed as a percent. If you mail 100 postcards and 10 people buy products or 
respond, that's a 10% response. 

So what's a good response rate? Is it 2%, which is often what you'll hear quoted? 5%? 10%? 

It's actually all of these... and none of these. 

Response Is Only Part of the Picture 

The response rate is actually only a part of the picture, one piece of a jigsaw puzzle that when fully 
assembled becomes your marketing program. The rate tells you how many people responses. For 
simplicity's sake, we'll assume that for our example, respondents equal sales. 

Looking at our example above, let's assume that 100 direct mail packages were sent out for by 
Company A for their Wondrous Widget, and 100 direct mail packages were sent out by Company B for 
their Gorgeous Gadget. Let's compare their full direct marketing financial history, assuming the same 
response rate. You'll see why response rate is only part of the story after glancing at their numbers. 
Assume that "Costs" includes the wholesale cost of each item, plus the cost of the marketing piece, 
postage, shipping, call center, etc. 

Company A: Wondrous Widget Company B: Gorgeous Gadget 
Mailings Sent: 100 Mailings Sent: 100 
Responses/Sales: 10 Responses/Sales: 10 
Retail Price: $20.00 Retail Price: $10.00 
Costs: $7.50 per piece Costs: $7.50 per piece 
Gross Profit: $200.00 Gross Profit: $100.00 
Total Costs: $75.00 Total Costs: $75.00 
Net Profits: $125.00 Net Profit: $25.00 
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Now, do you see why the response rate is only part of the picture? If you looked at only the response 
rates for both companies, you'd assume they did equally as well. And you'd be half right. They both 
attracted the same number of sales - but at what cost? Both spent $7.50 per item to create, sell and 
fulfill the item. Assuming that Gorgeous Gadgets and Wondrous Widgets look and function similarly, 
with a price that's half of what the Wondrous Widget sells for, Gorgeous Gadget would have needed 
to sell five times more Gadgets to make the same profit as Wondrous Widgets. At this rate, they'll 
need to significantly tweak their marketing to drive response up. 

Leverage Points to Increase Profits 

Direct marketers speak about key leverage points to increase profits, and from our Gadgets and 
Widgets example above you can clearly see the leverage points. Leverage points are aspects of 
product sales and marketing that can be changed to impact profits. 

Key leverage points include: 

 Item costs: how much did it cost you to make or buy the item? Can you lower this? 

 Marketing costs: how can you get a better response rate at a lower marketing cost? 

 Price: can you charge more? 

 Response: is there anything you can do raise response? Change the offer, adjust the wording, 
and change the graphic design or some other item that will raise response without raising 
costs? 

Financial Analysis is Key to Direct Marketing Success 

The real key to direct marketing isn't response or any one piece of financial or response data. It's 
analyzing the whole campaign and many aspects of the campaign. 

If you go to your doctor complaining that you feel tired all the time, he's going to do several things. He 
might ask you for a complete medical history and talk to you about your lifestyle: what you're eating, 
how many hours of sleep you get, your work, your exercise routine. He may order urinalysis and 
blood work to review your body's chemistry. In the office, he may look into your eyes and ears, listen 
to your heart, and take your temperature. You'd call a doctor who just took your temperature then 
sent you on your way a quack or incompetent. 
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The same goes for anyone who throws out response rates as "good" or "bad". The only way you can 
say a response rate is good or bad is if you know all the facts - the previous history of the marketing 
campaign, so you have a benchmark, and all the other bits and pieces of data that give you a 
complete pictures of the sales health of any marketing piece or campaign. If you're at an established 
company and you know that the January catalog needs to achieve a 2% response rate, the historical 
response rate is about 2%, and this year's catalog generated a 3% response rate - all things equal, you 
could certainly say that 3% is a 'good' response rate. But to say that ALL catalogs, regardless of what 
they are selling or how much it costs to sell the item, should achieve a 3% response rate is ludicrous. 

The next time someone asks, "What should the response rate be?" pull out the Wondrous Widgets 
and Gorgeous Gadgets example. Which company would you like to be? 
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Marketing Secret #9:   
The Secret of Pricing Your Service-Based Business 

 

Services run the gamut from personal care service businesses such as massage therapists to 
coaches, consultants, and accountants. Anyone who provides a time-based serviced (hourly, 
whatever) needs to understand the secrets of pricing services. 

What Is Your Time Worth? 

Realistically, what is your time actually worth? Determine your monthly income needs. What do you 
need to take home each month to pay your bills, both business bills and personal bills? That's your 
baseline. Now add a realistic figure to the baseline. That's your goal. You can aim high, but keep it 
real. Everyone would love to make $10,000 a month, but if you're a brand new business, realistically 
that might not be possible. (It might if you offer an unusual, unique or truly spectacular service to the 
wealthy - but for the majority, that's not a realistic first time at bat goal.) 

Now take your figure and divide it by 160 (40 hours per week x 4 weeks in the average month.) That's 
your hourly fee. 

Let's say you need to make $1,500 to pay your monthly business bills and know you need to make 
$3,000 per month to pay your mortgage, feed your kids, and pay your light bill. You need to gross at 
least $4,500 but probably around $5,000 (to include the appropriate wage and social security taxes). 
Dividing $5,000 by 160, that means you must earn a minimum of $31.25 per hour to break even. 

But Is that Hourly Rate Number Realistic? 

It depends on the industry. $31.25 per hour is very high for a nanny or child care business but very 
low for an accountant, attorney, coach or consultant. 

So how do you know what to charge? 

Do Your Market Research 

Research the industry in which you hope to compete. Look at what others are charging. You can find 
this information in myriad ways. 
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1. Search online. Some, but not all, of your competitors will post their prices. 
2. Read trade journals, magazines and websites. Many discuss pricing services. Freelance 

writing websites often discuss pay rates, wages, what is a fair pay rate for writing and other 
aspects of what to charge. Other industries are similar. 

3. Look at the help wanted or freelance job posts and see what companies are willing to pay. 
Keep in mind that this figure tends to be LOWER than the prevailing rate, as most companies 
completely lowball their pricing in Craigslist ads. They don't want to overpay so they often 
post a ridiculously low amount. It's a silly strategy but I have seen it so many times it's worth 
mentioning. 

4. Ask. Call and make an appointment with a competitor. Ask their prices! 
5. Have a friend call and find out. If you're not comfortable calling and making appointments ask 

a friend to do it for you. 

Develop a Range of Fees to Charge 

Take the data you've gathered during your research phase and plunk it into a good old spreadsheet. 
Look at the range, from high to low. Take a careful look at your competitors. 

Where do you fall on the price range scale? There's going to be a very low number and a very high 
number. Consider the experience, talents, and results achieved by the person at each end of the 
spectrum. Honestly appraise yourself and where YOU fall on this spectrum. Then narrow down your 
prices based on comparison. 

Determining a Final Price 

Determine your final price keeping these considerations in mind: 

1. It's unlikely that you will work a typical 40 hour work week as you did in the corporate job 
arena. It's a fact of the entrepreneurial life that some weeks you will work for clients 15 hours 
and spend the remaining time in your workweek building your business and tackling 
administrative functions, while other weeks you might work nonstop for 50 hours. Use 40 as 
an average. 

2. Always charge a little more than you think you should, especially if you are a woman. Sorry to 
the women business owners out there but I say this from the heart, and as someone who falls 
into this trap regularly; for some reason - and I don't know why - women tend to seriously 
undervalue their services. So to be safe, charge a bit more than you think you should. 
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Don’t Discount Services Like a Cheap Fire Sale! 

Never discount your services like you're a business running a fire sale. It's cheap and it cheapens your 
brand. Pricing is also part of perception, and many people subconsciously equate higher prices with 
value. 

If you feel a bit of a discount is a good marketing strategy to attain new clients, then offer packages 
and introductory specials. Such packages can help clients try your services without feeling committed 
to a higher priced contract or visit. A masseuse, for example, might offer a "free" 15-minute neck 
massage or charge only $50 for a full hour massage for a brand new client (when her regular fee is 
$75). An accountant may offer a free initial consultation. Such consultations are useful to help clients 
make up their mind whether or not they like and trust you, two keys to them saying "yes" to your offer 
of services and becoming regular clients. But don't slash prices like you're running a clearance sale; it 
can truly hurt your brand image. 

Pricing Is an Important Marketing Strategy 

Pricing is an important part of your marketing strategy, so take your time. You can always lower prices 
gently and quietly if you feel you've made a mistake, but raising prices for an established business 
can sometimes face consumer resistance. Be smart, do your customer and competitor research, and 
create a pricing structure for your services that's fair to your customers and profitable for you. 
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Marketing Secret #10:   
10 Tips for Social Networking Success 

 

The Top 10 Tips for Effective Online Social Networking 

1. Social networking online is just moving the cocktail party chatter onto a website. The same 
skills you use to network at a business function or charity dinner, for example, are the same 
skills you use online.  

2. There is no one "right" social network to be on for business purposes. The "right" one is the 
one you feel comfortable using. Explore your options. 

3. Choose at least two social networking sites to get started. Two feel manageable to most 
people and give you some basis for comparison. 

4. Choose your username and profile picture carefully, based on professional considerations. 
5. Create an engaging profile page that tells people who you are—but more importantly, what 

you will do to help them with their problems. Visitors wish to know not what you do, but what 
you do for them. 

6. Engage in the social networks of your choice. Like the Lotto slogan, "you've got be in it to win 
it" – participation is essential. 

7. Think about what you want to say before you say it. Once posted, even if you erase 
something from a site it might still be out in cyberspace. 

8. Keep posts neutral, business-like, and focused. They can include warm touch points and facts, 
but avoid controversial topics (unless your brand is focused on controversy.) 

9. Having a lot of followers is nice, but if they're the wrong followers, big numbers won't matter. 
You need interested and engaged followers who will interact with you, buy from you, conduct 
business with you. 

10. Be a friend to make a friend. Share, share, and share…links, posts, advice. Help others and be 
a good friend. 
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Marketing Is No Longer a Nice to Have. It's a Must 
Have.  
A Lesson from Mr. Cooper's Store 

 

A long time ago, in a land far away, there lived a grocery store owner named Mr. Cooper.  Now, Mr. 
Cooper knew the grocery store business. His father had been a grocer, and his father's father.  
Canned goods, bread, milk, and eggs were in his blood. He loved his little grocery store on the 
corner, his customers, the ding of the cash register, the tinkle of the bell over the door. 

Until one day, the lot on the corner was sold. Big cranes and trucks came in. Mr. Cooper stood in 
wonderment alongside his customers watching as a big, shiny new building went up on the old corner 
lot.  "Supermarket" the sign over the door read. Posters went up in the window announcing 99 cent 
peaches and sales on milk and bread. 

"Bah," thought Mr. Cooper, "My customers will never go there. They love me!" 

But for the first time in the 76 years since Cooper's Grocery Store opened its doors, business faltered. 
Sales were lost.  

Mr. Cooper's customers told him they could check out faster at the Supermarket.  He insisted on using 
his old manual cash register. If it was good enough for his father and grandfather, it was good enough 
for him. 

Mr. Cooper's customers told him the Supermarket had a better selection. They could get peaches in 
January and 20 kinds of bread. Imagine! Twenty kinds of bread! But Mr. Cooper just pursed his lips 
and said, "If wheat and white bread were good enough for my father, they're good enough for me." 

Mr. Cooper refused to budge.  Gradually his customers slowed to a trickle until finally, the bell over 
the door rang no more because no one was coming into his doors. 

"I give up," said Mr. Cooper to his son, Tommy.  Tommy had just taken a wonderful course on 
marketing from Seven Oaks Consulting. He had learned so much about competition, and product 
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selection, and pricing, and competition and yes, marketing, that he was just itching to try out his 
newfound knowledge. 

"Let me try, Dad," said Tommy. "I think I can get customers back in the door if you'll let me make a few 
changes." 

Grudgingly, Mr. Cooper agreed. What did he have to lose?  

Tommy closed the shop for a week while carpenters, electricians, and painters worked inside. Trucks 
arrived and unloaded mysterious boxes out back with words in foreign languages. Tommy was busy 
on the computer, designing a website and other things. A few weeks later, a new sign with antique 
lettering appeared over the door, replacing the old wooden Cooper's sign. 

"Cooper's Gourmet Goodies," the sign read. 

"Gourmet Goodies? What in the world is that?" asked Mr. Cooper. 

"You'll see," said Tommy. 

Inside, the store was cleaner than it had ever been. The old antique cash register was still there, but a 
new credit card terminal stood next to it, along with a shiny computer with point of sales software. The 
counters had been left in place and refinished so that their beautiful antique elegance gleamed. But 
new refrigerators held a wonder of gourmet cheeses, salamis, cold cuts and more from Italy, France, 
Belgium, Germany and micro dairies around the United States.  Throughout the store, items not found 
within a 50-mile radius of the little town where Hooper's Grocery store stood now graced the old 
shelves. 

"We open on Monday," said Tommy. 

The radio played ads emphasizing gourmet foods, unusual products, and Cooper's commitment to the 
community. The newspaper ran stories on Hooper's grocery store. A regional magazine asked to 
interview Mr. Cooper. When the doors opened on Monday, a flood of customers returned - some from 
as far away as 50 miles! 

"How did you do it, Tommy?" Mr. Cooper asked his son as he tallied up the day's amazing receipts. 

"The power of marketing," Tommy said happily. 
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You can think of marketing as placing an ad, building a website, or printing a brochure.  

Or, you can think of marketing as Marketing: a holistic, comprehensive way of looking at your 
business through the eyes of your customers, where everything, from the ambiance (virtual or in 
person) to the products, prices, and promotions work together to create a comprehensive whole that 
attracts and retains business. 

The choice - and the power of good marketing - is yours. 

 

  

WAIT! DON’T GO YET! 
I’ve shared a lot of tips, tricks, and techniques with you in this little booklet. Are you feeling 

okay or overwhelmed? 

If you’re feeling overwhelmed, contact me for a 15-minute consultation. Tell me about your 
business. If you’d like some help with marketing strategies, tactics, and materials, you can hire 

me to do everything for you from soup to nuts. The choice is yours. 

CALL:  434-574-6253 

EMAIL: jeanne@sevenoaksconsulting.com 

www.sevenoaksconsulting.com 



28 

 

 

Image Credits 
 
Licensed from Morguefile.com  

 Ornage - Hotblack  
 2)  Egg - Seeman 
  

Image by Jeanne Grunert 
 3) Seeds 

 

 

 


