Ten instant marketing solutions

It is easier to sell what the customer wants

I first started consulting in 1976 and if there is one constant that I see more than any other it is that most businesses spend a lot of money, time and effort trying to sell what they want to sell.

Most businesses spend so much time trying to sell their products or their service that they never actually take much notice what the customer is buying.

Why should they?

Your business is about what you sell, is it not?

Quite frankly, no it is not. If you have a business which stocks shoes but never sells any, which business are you in? 

The shoe business? 

The retail business? 

Out of business?

Why do only one in twenty businesses make money for the owner?

Because they are obsessed in what they do and oblivious to what the customer wants. And it is so easy to find out what your customer really wants.

The next time you are in conversation with a customer do not ask them to say how great your product is, they almost certainly will, do not ask them to tell you how wonderful the service was, do not ask them for a recommendation or a referral, ask them “what more could we have done for you”

“What more could we have done for you”

“What could we have done that would have surprised you and made you happy to use us again and again”

Do you know what they will tell you?

They will tell you how to make your business one of the 1 in 20.

Existing customers

Have a look in the paper today, look in the jobs section and look at the sales jobs. What do most businesses want?

Someone who can generate new business. Every advertisement, every sales job, every business.

We want new business.

But what is new business?

Surely in your industry, if it is like most industries there is very little new business. Surely, unless you are in the right place at the right time, your industry is either shrinking or growing very slowly. Where is all the new business?

Is it not on your sales list? Is it not your customers?

Companies are always paying good money to get people to get new business for them, and you get that business for free!

The easiest people you can sell to are the ones who are already buying from you. Treat them like you would a new client. 

When was the last time you lost a customer and regarded it as a natural part of doing business?

When was the last time someone stopped buying from you because of a ludicrous, unsustainable offer a rival made?

When was the last time you said you were actually glad to lose a customer?

How many customers of yours bought from you last year and have disappeared?

I have been consulting for well over 25 years; let me assure you, you lose more customers than you think.

What do you do for your prospects? What do you spend on getting new business? What do you spend on getting new contacts?

Double it and spend it on your current customers, and see the difference in your business.

Referrals

It’s easy isn’t it?

All you have to do is ask your customers for a referral, you do not even need a script. Encourage your customers to refer you and your business to their contacts. Pay them $10 per referral, look at the banks, telephone companies, cable TV, insurance companies and many others, they all recognise the worth of referrals and they are happy to pay for them.

Are you?

Have you tried it?

Did it work?

“Well it was ok, we got a bit of business”

There is a very simple reason why referrals rarely work and that is most businesses are built upon “tailoring what we do”

Ask most customers why they do not refer and they say, “Because we are not sure who else would buy from you”

My experience of referrals is that most business owners spend the first part of the conversation telling the person who has been referred that, “well that is not quite what we do.”

Referrals are cheap and very useful but they must start with you being very clear about what you want your customer to say about your business, make sure they know before they start telling someone else.

And an even more important point, are you not thinking, “you know, I cannot remember the last time I referred someone to another business”

How about starting your next conversation with a customer with, “Before we start, could you just tell me again what you do, I know a couple of people who might be interested”

Get more from every opportunity

Why do mega-stores work?

Because they sell better products?

Because they sell more products?

Cheaper products?

Or is it because they are built on three principles to get more from every opportunity?

1. Repeat business

Got a store reward card?

Need I say more?

How do you reward your customers?

2. Product range

Can you offer a huge range of products like a mega-store?

Probably not?

But can you offer installation, training, support, servicing, and repairs and if you cannot increase your range of products, sell someone else’s.

Get details of every competitor, complementary service, anything that remotely links to your business and do not try to compete against them, get on the same side.

3. Offer more

I have already set out, “What more could we have done for you.”

But also ask yourself how many times have you been in the mega store and been given something for nothing? It may not have been much, but it was something for nothing – how did it make you feel?

Quality

“We want to provide the best quality product backed up by the best quality service at the best price in the market”

95% of businesses fail, and that statement should be on the headstone of their graves.

There is no business, there has never been a business, there never will be a business that can provide the best quality product backed up by the best quality service at the best price in the market, and make money for it’s owner.

It cannot happen. It is impossible.

Quality is a buzzword; the fact that you provide quality is marketing by hope.

You hope you can provide a quality service.

You hope that your customer will believe that you provide a quality service.

You hope by employing a quality controller you will achieve a quality product.

You hope that by achieving a recognised quality standard certificate you will be able to provide quality.

There is only one reason to provide quality and that is if your customers will pay for it.

Your customers will pay for it.

With the businesses that have achieved real success, and the businesses I have worked with which have gone on to achieve success, quality is measured by one criterion,

Can you get it right the first time?

If you can get it right the first time, every time, forget quality, leave that to the 95%. 

And as a marketer your first job is to make sure that everyone knows that rather than supplying quality, you simple get it right, first time, every time.

Profit first

Most businesses love revenue, they are obsessed with revenue.

Let me tell you right now how you can increase your revenue right now.

Sell at a loss. There is very little one can guarantee in business but sell at a loss, and carry on selling at a loss, carry on and increase your revenues.

But surely no one would do that?

Agree?

Then why do 95% of businesses simply stop trading, and of these well over two-thirds end up losing money.

Did they sell at a profit or a loss?

But, I hear you say, that’s not a sales issue, my job is simply to get sales, and it is not my fault if the sales do not cover our costs.

Of course it is not, but what is selling?

What is the difference between selling and giving away? Are you a seller or a giver?

Why does the average sales person spend less than one year on average in each position until they eventually learn that being able to sell anything, to be able to sell snow to Eskimos is not a skill that most businesses need.

If it is your business it is even more important to know two simple facts

· You do not need good sales people who can sell anything to anyone

· You do need good sales people who can sell your products at the price you want

We can all sell if we give huge discounts, we can all sell at the minimum price, we can all give stuff away, well 95% of business owners know the hard way.

Complaints

Now you of course want ten tips, are you going to complain when I only give you nine?

Why?

Because you are a terrible person, because you are a nuisance customer, because you are the sort of person that I do not want to deal with?

Maybe you are unreasonable, maybe when you complain I will argue with you, maybe I will win the argument and tell all of my work-mates, maybe I will turn you into a joke-figure, maybe we will all have a laugh at just how unreasonable customers are.

Doesn’t happen in your business does it?

You deal with all of your complaints, you replace goods, you apologise, you grovel and you know the customer is always right, don’t you?

But did you listen?

Try complaining and getting a refund or changing the goods you have bought and it happened. You got your money back, you got a replacement, but did they listen?

It never ceases to astonish me how automated people get and how often businesses train their people in customer service in an automated way.

There is only one thing to understand about customer service.

Listen.

I am only going to give you 9 tips, as this is the same as one I have already given you,

Do you know what the people who are complaining are telling you?

They are telling you how to make your business one of the 1 in 20.

Measurement

I have only once, in 25 years, been into a business that clearly understood the difference between marketing and sales. They were fairly small at the time and are now amongst the largest businesses in the world.

They have a truly terrible product and they are in every country in the world, probably. (I am not always sure of facts!)

The difference between marketing and sales is so simple that it drives me nuts when I have to address this issue every day. And every day the light goes on and people realise how to change their business overnight.

Marketing is about generating the maximum number of opportunities for your business, sales are about measurement.

Surely not.

Your business, if it is like every other business, spends a fortune on sales, it employs great sales people, sales are about technique, and sales are about people, about relationships.

95% of businesses fail, and most businesses believe the paragraph above.

Now this is just a quick tip so you will have to suspend disbelief for a moment, but I ask you to think about it.

At one end of your business you generate leads, new business from new customers or new business from current ones. At the other end you have the money in your bank account.

What happens between the two?

Is every sale, every customer different? Then your business will fail, I promise you.

Make every sale repetitive, make everything you do repetitive and consistent, then not only can you measure success, you can measure where it needs changing.

Consistency

There is one trait that you must develop and it is this trait that separates the truly successful marketer from the rest.

Talk to someone who has succeeded and you will notice one thing above all others; they are consistent.

You know what they are going to say, particularly about their business.

How on earth can so many people have succeeded selling really bad products, selling the same products, selling stuff you can get anywhere?

Because selling bad products is easy, if you are consistent.

I have been into thousands; it feels like millions, of businesses who have great products, great people and they are in a business that is usually a great failure.

Nothing on earth underachieves as much as most businesses.

Day after day I meet great people and their products are fantastic, they talk for hours about opportunities, deals, chances and partnerships. They talk about how their product can be used in so many ways, can be developed for so many more uses; their product will change the world.

How do I feel when I leave?

Excited? Yes

Enthusiastic? Yes

Confused? Oh yes!

And so are your customers.

Get consistent with your product, your business and you can do and you will achieve one other constant – success.

The difference between great businesses, great business owners, great marketers and the other 95% is not business acumen, not luck, not right place, right time – it is consistency.

Tomorrow

I once was asked to write an article for Time, entitled “Ten things every business should do today,” it was published in 1993 and repeated again in 2000.

It brought me a lot of calls and one sentence stood at from those that called,

“I am going to do all the things you suggested (actually that is a lie, most said “I am going to do some of the things you suggested”!) and I am going to start immediately, from tomorrow my business will change!”

Your business, your marketing will indeed change tomorrow and it will change again the day after, and…

The problem is most businesses change first and then the owner reacts.

The only way to ensure your business, your marketing changes tomorrow in the way you want, is for you to change today.

And change now!

I know you will not believe all of my tips, I know that some will not agree with any, so let me finish with a simple tip,

Stop reading tip sheets, make a decision and start doing.

There is only one unique thing about your business that is important to you.

Is that not true?

