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NOTES Marketing Mistake #2

This will knock your socks off...

his is by far the most common Marketing Mistake
people make. Let us explain...USP is the one

thing that differentiates your business from your
competitors in the minds of your customers and
prospects.

The USP is what makes the difference between having a
truly outstanding business or merely a good one, or worse
still, a poor one.

Occasionally the USP already exists in your business —
you just need to discover it and then articulate it in a way
that makes you stand out from the crowd. However, in
most cases the USP has to be created, often out of ‘thin
air'. We can’t stress enough how important this is to you.
How can you expect your customers to be able to choose
you, over and above any of your competitors, if the
customers can’t quickly see what it is you do that is so
unique and beneficial to them?

Outstanding businesses have been founded on a USP
alone. For example, here's a very well known USP...

"Red hot pizza delivered to your door in 30
minutes or less - guaranteed."

Tom Monahan of Domino’s Pizza created one of the most
successful fast-food franchises in the world from the
strength of this USP. So did Fred Smith of FedEx (“When
it absolutely positively has to be there overnight —
FedEX”).

Please don't dismiss the importance of USP. We
guarantee your competitors are unlikely to have one. This
will make a massive difference to the growth and
profitability of your business.

Plus, there are other factors to consider...

If you are viewed by your customers and prospects as
being the same as your competitors, what do you think
becomes the important criterion when customers want
your product or service?

That’s right — price.
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NOTES

There’s no hiding the fact that as soon as you create the

USP, you automatically take your business out of the

‘price war’ and into the nirvana of higher prices/fees — and
less competition!

And that, my friend, is the power of USP.

SIDE BAR COMMENT:

We've actually used the term ‘USP’ here
because most people have heard of it. In
actual fact we prefer to use the term —
‘Unique Perceived Benefit' (UPB). That’s
because most business owners are so
poor at promoting their uniqueness, that
if you'’re the only one promoting the
benefit — even if it isn’t unique — it is of
course perceived to be unique.

In other words, let's say your ‘Midas
Touch’ gadget has this big benefit — you
point it at any wooden object and it turns
it into gold. This big benefit, although
amazing, isn’t unique — three of your
other competitors have the same benefit
on their gadgets.

However, these three competitors don’t
communicate this benefit (even though
it's a major one). On the other hand, you
do communicate it. So in the minds of
your prospects, only YOU offer this
fabulous benefit, making it unique. That’s
what Unique Perceived Benefit is all
about.
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NOTES

Marketing Mistake #3

are just three ways. Each one of these is what

ow many ways do you think there are to grow a
H business? You may be surprised to learn there
we call a ‘Business Multiplier’.

You must use all three Multipliers to successfully grow

your business. If you do, we guarantee your business will

quickly reach, or at least get very close to, its potential.

It is our estimation that no matter how young or old or

successful (or not) your business is, you will be only using
one or possibly two of these Business Multipliers (and the

ones you’re using could be improved significantly). Here
they are...

The 3 Ways To Grow A Business
‘The Business Multipliers’

e MULTIPLIER 1: Lead Generation —
Getting More Qualified Leads

e MULTIPLIER 2: Sales Conversion —
Generating More Customers From
Your Leads

e MULTIPLIER 3: Customer
Maximisation, which includes:

- Increasing the Average Sales Value

- Increasing the Number of
Purchases

- More Referrals from Customers

- Increasing Buying Lifetime

- Reducing Customer Losses

There are numerous proven strategies you can apply to
massively improve each of these three Business

Multipliers and by combining the power of each Multiplier
you have the ability to grow your business to heights you

never thought possible.
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NOTES SIDE BAR COMMENT:

Applying the Business Multipliers is
perhaps one of the easiest ways to grow
any business.

1
1
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I It’s just a matter of choosing the most

I appropriate media piece (letter, website,
: etc.) for each media and for each

1 Multiplier (depending on your business),
1 executing them correctly and then

I optimising each one so you get the

I' greatest return for the least amount of

: money spent.
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Of course, once again the skill is
choosing the correct media pieces and
then creating them so they generate
windfalls of cash for your business.
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NOTES Marketing Mistake #4

ore often than not people come to us and say,

“I'm just not able to grow my business. I've tried

lots of things, but nothing seems to work.”
The first question we ask is this, “How many media
channels (such as Printed Media (newspapers,
directories, magazines, etc.), E-Media (internet, Google,
etc.), Direct Malil (letters, postcards, etc.) and media
pieces (the physical marketing piece used in each media
channel to communicate your message — such as an
advert in a local newspaper) are you using at the
moment?”

| think you can see where we’re going with this. The reply
often goes something like this...

“Well we do some local advertising and
send some letters out.”

Despite your success, you'll probably find you only use
one or two or a handful of media channels and media
pieces.

Now we’re not saying you can’t have success just from
using the likes of local newspaper or magazine
advertising and sales letters, but just think what you could
do if you applied an extra 5, 10, 15, 20 or more proven
media pieces across each Business Multiplier to grow
your business. What effect would this have if each media
piece was working and returning a profit for you?

This is how you create multiple streams of income. How
many media pieces are you using right now?
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NOTES

SIDE BAR COMMENT:

You may have read that there are
hundreds of media pieces (commonly —
but incorrectly — called ‘marketing
strategies’) that any business can use.
There’s a big problem with this — which
ones do you use for YOUR business?

Our philosophy is simple — use as many
proven media pieces as possible, but
launch them gradually into the business,
so the business can cope with the
increase in sales.
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NOTES Marketing Mistake #5

e would say 99% of people still use this
technique. Institutional advertising is
advertising that doesn’t ask for a direct

and instant response. It is characterised by
ads that have...

e The company name as the headline at the top
of the ad...

e Very little copy on the ad...

e Alist of products or services provided by the
company...

e Lots of white space...

e Lovely pictures or images with no direct
relationship to the product or service sold...

¢ No incentive to call now... etc.

Pick up your Yellow Pages® directory and go to any
page. You'll see this type of ad all over the place. We
urge you to stop advertising like this right now. Your
ads may be working okay, but in reality you are losing
thousands (you should be making much more money).

Institutional or image advertising is fine if all you want to
do is promote the image of your company, your products,
or the services you offer. But let us tell you — image itself
doesn’t generate sales!

And when you consider the fact that people really don't
care about a business, or what the business sells — image
or institutional advertising is a complete waste of money.

Always remember this... People don’t buy products or
services — they buy the result. They buy ‘What'’s in it for
me?’ They buy a solution to their problem(s).

It's true that institutional or image advertising can help
build ‘brand awareness’. And that’s okay for large
corporations such as Coca-Cola. They have multi-million-
dollar advertising budgets (having said that, these
companies would prosper even more if they used direct
response advertising).

But most small or medium-sized businesses simply
cannot afford to spend their hard-earned money like this.

What would you prefer?

Advertising that generates sales almost immediately
(direct response), or advertising that builds name
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NOTES

awareness or the ‘brand’ (institutionalised advertising) — in
the hope that sometime in the future someone who wants
the product or service remembers the ad and may or may
not decide to buy from you?

Do you really have any option?

Consider the two adverts on the following pages. Both
ads are promoting the same product. Both ads cost the
same amount of money to place in each print trade
magazine. Compare the two ads. One ad is a ‘traditional’
institutionalised ad and the other is a direct response ad.

Which ad do you think generated $1,500 worth of sales
and lost money, and which ad is still working today — six
years after its first placement, having so far generated
several million dollars in over 18 different countries!

As you can see, the direct response ad shows the reader
the benefits of the product and explains the steps he or
she must take to get the ‘Information Kit'. It's written to
give enough information to elicit an immediate response,
to send in the coupon, or to pick up the phone and call for
the information. Each ad is accountable, measurable, and
tracked to ensure the ad is running at a profit!

And this is just one example! We could show you
hundreds more that have generated millions of dollars for
the advertisers. Every one of these ads are direct
response ads. NONE are institutionalised ads! Hopefully
that’s enough to make the point!

We guarantee as soon as you start writing direct
response adverts (i.e. those characterised by powerful
headlines, large amounts of copy written in a very
personal style, a reason to call now, a free bonus for
calling — special report, etc., etc...) you'll increase your
responses and sales many times over. And your profits
will skyrocket!

Break from tradition. Start writing ads that give you a fast
and immediate response that you can monitor and assess
in terms of cost and return. You'll not only save money —
but make much more by following this advice!
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‘Classic Institutionalised Ad’

85N

* Fits STAHL & MBO folding machines

* Sets up in seconds

« Perfect creases time after time
on stock ranges 150-350gsm

* Totally eliminates fibre cracking
* Two crease depths
* Three crease widths

Telephone (N

Mobile
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‘Classic Direct Response Ad’

Now you can save thousands of dollars each year and improve the quality of your work....

"They Laughed When | Put The Tri-Creaser
On My Folding Machine, But When They
Saw The Results...”

*If's so frustesting. Even the so called
leading manufacturces hanvent come up
with 2 creaing device that claminates
craching on many materials

And we have 1o out source most of our
folding and creasing. [t costs us thousands
cach year on well as hours and hours each
week.”

Have you heard younsell saying the same

things? Despite all the technological
advances we'te making - po-one has
solved the age old problem of fibee
craching. Okay some machines work
40-50 percent of the time « but by this good
coough”

The Solution: A Simple And
Very Effective Device

I agree if's unacceptable. So about mo
yeans ago | decided 1o do something ahout
i After 78 prototypes (yes, | don't give up
camly) | fimally achicved my goal |
created the “Tri-Creaser,” - a rotary
creasing dovice that totally eliminates
fibre cracking on materials ranging from
150 gam o 350 gam

Alrcady hundreds of punters and prist
finmshers are boncliting from wsing the
Tri-Creaser.  Heres what 2 few of them
have said

*Your Tr-Creaser is sumple - casy to use,
and works on a wide varicty of stocks It
has saved me some £100 - £200 perweek.”
Mi ) Cole, Eden River Press Lid

“The Tr-Croaser i simple 10 we with
1000 quality. On average it sves w
£30,000 per annum.”™

Mr I Tucker, BRG Print Finbhhers

*Ihe Tn-Creaser s very stranght forwand -
operator picked it up quickly, 30% of our
sconng s now done in house.”
Mr D Vokins, Hunts Priating

As you can sec the TrivCreaser by
achicving startling results, And we have
bicrally hndreds of comuments hike thoe
from other cuntomens all over the world!

Tradtional

Tn-Creaser

Tochab-Folly

b Matialls Limiraste fibev o riacivg

TriCreaser © i puarasiyed

“Secret” Creasing Agent
Is The Key
So why hawnt anyone made this

“discovery ™ befoee?

That's simple really, The Tn-Creaser uses
a "secret™ specially formulated creasing
agent that stretches the fibres (doesnt
cnsh hike all other methods). Therclore
fibee cracking just bsnt “allowed™ 1o occur.

You're now probably thinking, “Great, no
more cracking, but | bet it akies ages 10 st
up!™ Here's the really good news

Takes Just A Few Minutes
To Set Up

Ihe Tn-Croaser takoy just minutes to st
up even by inespericoced operators. In fact
the Tri-Creaser lakes the skill om of
Quality creaming opcrations, o0 no one
neads any training

The operator s given
imtructions on how to adjust the settings
10 the stock thickness. Al tis takes s just
a fow minutes! Detter sull,,

Attaches To All Popular
Folding Machines
The Tn-Creaser amtaches to all popular

makes of folding machine such as
Hewdelburg, Stahl, and MRO.

simple l

Here are some more mportant benefits

The Tri-Creaser doesn’t need
domonstration. It will start saving you
time and moncy the moment you open it

All the settings (3 creasing widths,
and 2 deep settings) are built-in to
the design so theTri Creaser Is like
having a very specialined operator working
tirckessly for you, hour after bowr, day after
day, woek afier week - without the cost

The Tri-Creaser will crease as fast
as your folding machine can run, ||
s 1007 effective even over 25,000 sheets
per how!

You'll never have to outsource
straight creasing jobs again. Masue

savings in time and moncy!
Superb for normal section work
Excellent on digital stock

Pays for itself on average botween
1 and 3 job runs
The Tei-Creaser_alyo_comes with_a
unique moncy back guarantee,

Fm not mking you 1o order today, Send
for ot FREE "Trdk-Creaser Information

Kit.™ 'l give you all the detarls, Only then
4o you have to make up your mind

Call us now oo VTR o
complete the coupon below and post it
us at the address below. Do it now. You
really will be surprised at the vastly
wmproved quality of your cremmg work as
swell as the savings you'll make!

P e
' Yeu! Please send me your FREE
Tn-Creaser Information Kit

Name:;
' Company
' Address

Tel
]
J Send To: Toch-ni-Fold L, ST
I
| g |

L----------‘
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NOTES SIDE BAR COMMENT:

Most people fall into two categories...

1. We don’t advertise because it
doesn’t work

2. We advertise but we use
institutionalised ads (or brand-
building ads)

Which category are you in? If you're in
(2) this is likely to be for one of four
reasons...

e You chose the wrong publications
(i.e. the target market was wrong)

e The ad you used was in all
probability an institutionalised ad

¢ [f it was an institutionalised ad, you
realised you couldn’t keep
advertising long-term because of
the cost for little or no return

e [f it was a direct response ad, it
wasn’t put together by a direct
response expert

If any of these reasons apply to you then
your advertising could and should be
generating you significantly more than
it's doing at the moment.

If you fall into the second category,
simply transforming your ad into a direct
response ad will give you a lift in
enquiries or sales (depending on the
objective of your ad) that you never
thought would be possible!

Look out for Part 4 tomorrow!
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