
Ant ic ipated ,  persona l  and re levant  adver t is ing  a lways does better  than unso l ic i ted junk .   
Making promises and keeping them is  a  great  way to bui ld  a  brand.   Your  best  customers 
are  wor th  far  more than your  average customers .   Share of  wal let  is  easier,  more 
prof i table  and ult imately more ef fect ive a measure than share of  market .   Market ing  
beg ins before  the product  is  c reated .   Adver t is ing is  just  a  symptom,  a  tact ic .  Market ing 
is  about  far  more than that .   Low pr ice  is  a  great  way to  se l l  a  commodi ty .  That ’s  not  
market ing ,  though ,  that ’s  ef f ic iency .   Conversat ions among the members of  your  
marketplace happen whether  you l ike i t  or  not .  Good market ing encourages the r ight  
sor t  of  conversat ions.   P roducts  that  are  remarkab le  get  ta lked about .   Market ing is  the 
way your  people answer the phone,  the typesett ing on your  b i l ls  and your  returns 
pol icy.   You can’ t  foo l  a l l  the peop le ,  not  even most  of  the t ime .  And peop le ,  once unfoo led ,  
ta lk  about  the exper ience .   I f  you are market ing f rom a fa i r ly  stat ic  annual  budget ,  you’ re  
v iewing market ing as an expense.  Good marketers real ize that  i t  is  an investment .   
Peop le  don’ t  buy what  they need .  They buy what  they want .   You’re  not  in  charge.  And 
your  prospects don’t  care about you.   What  peop le  want  is  the ext ra ,  the emot iona l  bonus 
they get  when they buy someth ing they love .   Business to business market ing is  just  
market ing to consumers who happen to have a corporat ion to pay for  what they buy.   
Trad i t iona l  ways of  inter rupt ing  consumers (TV ads ,  t rade show booths ,  junk  mai l )  a re  los ing 
the i r  cost-ef fect iveness .  At  the same t ime ,  new ways of  spread ing ideas (b logs ,  
permiss ion-based RSS informat ion ,  consumer  fan c lubs)  are  qu ick ly  prov ing how wel l  they 
work .   People a l l  over  the wor ld ,  and of  every income level ,  respond to market ing that  
promises and del ivers basic human wants.   Good marketers  te l l  a  story .   People are 
sel f ish ,  lazy,  uninformed and impat ient .  Star t  with that  and you’ l l  be p leasant ly 
surpr ised by what you f ind.   Market ing  that  works is  market ing  that  peop le  choose to  
not ice .   Ef fect ive stor ies match the wor ldview of  the people you are te l l ing the story to .   
Choose your  customers .  F i re  the ones that  hur t  your  ab i l i ty  to  de l iver  the r ight  story  to  the 
others .   A product  for  everyone rare ly reaches much of  anyone.   L iv ing  and breath ing an 
authent ic  story  is  the best  way to  surv ive in  an conversat ion- r ich wor ld .   Marketers are 
responsib le  for  the s ide ef fects thei r  products cause.   Remind ing the consumer  of  a  
story  they know and t rust  is  a  power fu l  shor tcut .   Good marketers measure .   Market ing  is  
not  an emergency .  I t ’s  a  p lanned ,  thought fu l  exerc ise  that  star ted a  long t ime ago and 
doesn’ t  end unt i l  you’ re  done .   One disappointed customer is  wor th ten del ighted ones.
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