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FOREWORD

Most of us from time to time have been on the receiving end of poor marketing. Have you ever walked out of a shop because what you wanted was out of stock, or the queue was too long or the service poor? Have you ever complained and got an unsatisfactory response? Or changed a supplier because they didn’t treat you like a valued customer?



We can all recognise poor marketing in others, but perhaps you’ve looked at your own marketing effort and wondered. Wondered why it isn’t bringing in the results you want. Wondered exactly which 50% was wasted. Maybe you’ve wondered why prospects don’t return your calls, or why you couldn’t quite clinch that deal.



Maybe you’ve looked at some of the websites and textbooks by marketing experts and come away unsatisfied, thinking it was all too complicated, too expensive or simply not for you.



Perhaps you’ve had a look at the celebrity entrepreneurs who seem to hog the TV screens these days, and wish they’d come down from their multimillionaire ivory towers, and speak in your language?



Or maybe you simply don’t know where to start.



Wherever you are on your business journey, this book is for you.



Robert Craven knows about business. A serial entrepreneur himself, he has delivered his Bright Marketing seminars to thousands of business people. They are lively, stimulating, even provocative – I know, I’ve attended them. Anyone who starts a seminar by advising you to ‘sack 50% of your customers’ is bound to attract your attention.



Starting at basic questions: ‘Why should people bother to buy from you when they can buy from the competition?’ and ‘What makes your business different from the rest?’, he puts in place all the building blocks to enable his audience to go away confident that they can make their marketing more effective and their business more profitable. They are entertained, they are involved, they participate.



Not everyone can attend his events – though they should – so in this book he has brought together all he has learned about marketing. No jargon, no theory – just simple and practical steps you can take to improve your sales and your profitability. It is presented in an easy and logical framework, with checklists and exercises to complete, and while it is the closest thing to attending his seminars in person, it is an entertaining read from end to end.



In the book Robert puts forward his rule of ‘Seven By Three’. He reckons that in a world full of noise and competing demands for our attention, you need to repeat your message at least 21 times if it is to be remembered. And that, I think, is the key to getting the best out of this book. Don’t read it once and put it on the shelf. Rather you should keep it handy to dip into regularly – perhaps when you have run up against a problem, or simply for a quiet five minutes over a coffee when you want to brush up on a topic.



Bright Marketing really can make a difference to your business.



George Derbyshire

Chief executive

National Federation of Enterprise Agencies


INTRODUCTION

BRIGHT MARKETING!

Getting ahead of the competition

■ Why should people bother to buy from you when they can buy from the competition?

■ What makes your business different from the rest?



We live in a world where everything claims to be better and yet everything seems to be the same…

– Bright Marketing argues that in a world full of mediocrity it doesn’t take that much to stand out from the competition. How do you do that?



Most businesses try to be all things to all people…

– they become seen as a jack-of-all-trades. On the other hand, the business that adopts the principles of Bright Marketing becomes known for its deep understanding/knowledge (and can charge premium prices!); it becomes recognised as the first port of call. The trick is to know how to make that happen.



In a world that celebrates celebrity, people have a choice…

– they can buy from the ‘me too’ also-rans, or they can buy from the market leaders. Whether you trade locally, regionally, nationally or internationally you can put yourself ahead of the competition.



Most businesses are only expert at the technical side of their job and they don’t know how to communicate effectively with their customers…

– meanwhile, customers buy from the company that they believe will do the best job. So, the likelihood is that the customer will buy from the business that they, the customer, believe is the best. Is that you?



The real problem is that most businesses are too much in love with themselves and what they do…

– and they don’t spend enough time looking at their businesses through the eyes of the customer.

You Need To Stand Out From The Rest, But How Do You Do That?

Bright Marketing will show you how to become seen in your field. The book is about branding… it is about positioning… it is about entrepreneurship… but actually it is about a whole lot more.

A Marketing Book For Professional Marketers?

Yes and no! Well, mainly no! Bright Marketing does not set out to be a standard marketing book or a textbook. It was not written with any exams or qualifications in mind. However, professional marketers will appreciate its down-to-earth approach to getting more sales; in fact, we go out of our way to focus on how a business can get more sales.



In reality we now have, and we welcome, a large following of professional marketers who consider themselves to be Bright Marketers applying the BM techniques to their workplace or to that of their clients.

So Is It For You?

If you run your own business and want a no-nonsense guide to getting more customers (with relatively little expenditure) then this is for you. If you are helping to grow a business then this is for you.



If you want practical tools to help you get more customers then this is for you!

So What Makes This Book Different From All The Other Marketing and Sales Books?

This book is not based on years of painstaking, but dull, methodical research… it is not based on some clever clogs theories that only marketing professors can understand.



This book is based on stuff that works for businesses like yours.

And The Workshops?

The book is based on the award-winning Let’s Talk… Bright Marketing workshops, where we have asked over 15,000 business directors and owners to tell us what they wanted to know about marketing. What emerged was a seminar that gave the delegates the answers they wanted in a form that they could apply to their businesses that very day.

Do You Have To Attend The Workshop?

No. Absolutely not, but it would be great to see you at one.



The book is a free-standing volume that should be read independently of the workshops. You do not need to have attended one. The only prerequisite to reading the book is your enthusiasm and willingness to seek out better ways to help you to grow your business.



The most important thing to understand about the tools and techniques in the book is that they work; quite simply, you will make more profit if you apply the Bright Marketing ideas. We’ve used them ourselves in our own businesses as well as in those of our clients; we’ve got stacks of testimonials and references to prove that our advice and materials will help you to get more customers and to get more profitable customers.



To find out more about the Bright Marketing seminars and workshops, visit www.bright-marketing.com

How Does This Fit With Robert’s Other Books?

Bright Marketing shares my no-nonsense approach to business that was encapsulated in Kick-Start Your Business and in Customer Is King.

Use the Website

A website has been set up, www.bright-marketing.com, to work alongside the book. The website contains guides, articles, case studies and materials to support you in your quest to get more (and more profitable) customers and clients for your business. It also contains free bonus materials for readers of the book. The password is ‘bright’.

The Structure of the Book

Bright Marketing is divided into four parts.



1. First Steps We begin by examining the heart of what marketing is (or rather isn’t) and what it means to you.



2. What Works – Tools For All These are the tools that get used by nearly every business we work with – tools that you can’t afford to miss.



3. Other Tools – Help Yourself A selection of tools, some of which you will find incredibly useful to help you to grow your business (while some may not be so appropriate for your particular business!).



4. A Bright Marketing Manifesto We bring together the BM ‘ology’ in a series of Laws, Crunch Questions, and the Manifesto itself.

Use The Book

Use the book however you want.

Read it from start to finish.

Or just go straight to the techniques that you need for your business.



Scribble in the margin, underline things you want to remember – my only plea is that you do use the book as a lever to improve your business.



Your business will not change unless you act – action is at the heart of this book. I can only show you the tools to use; you must use them.



The mere fact that you feel driven to buy the book suggests that you want to make some changes.



‘Go For It!’



Robert Craven

rc@robertcraven.co.uk

Bath, May 2011


PART ONE:
FIRST STEPS





FIRST STEPS

■ The FAQs Of Marketing

■ What Is Marketing?

■ Why Should People Bother To Buy From You?

■ What Is Your Marketing Strategy?

■ Why Doesn’t (Traditional) Marketing Work?

■ Marketing Effectiveness: How Good Is My Marketing?

■ How Am I Doing? How Good Is My Marketing?



We begin by examining the heart of what marketing is (or rather isn’t) and what it means to you. Delegates at our workshops keep asking the same basic questions about marketing, the FAQs. Maybe we should call them the VFAQs (Very Frequently Asked Questions).



We list the key questions and go on to consider what marketing is, why it doesn’t (usually) work, and how good you might be at it.



The purpose of Part One is to cover the basic ground, the fundamentals that underpin the Bright Marketing Manifesto.


THE FAQS OF MARKETING

The first Bright Marketing seminar took place in mid-2002 and since then the workshop has been delivered over 200 times to approximately 15,000 business owners, managers and directors. Why had they come? What did they want to know?



Every event has started the same way, asking the question,



‘By the end of this session, what do you want to know how to do?’

Having asked the question over two hundred times we now have a pretty good idea of the key marketing issues that people want sorted. This book has encapsulated the key questions (and more importantly the answers!) in a digestible format; use it how you see fit.



At its simplest, the main themes that the audiences wanted to know the answers to came under one of seven headings:



■ What works?

■ How to communicate? How to get heard?

■ How to focus? How to target?

■ How to measure?

■ How to stand out from the rest/how to be listened to?

■ How to get more sales with no budget?

■ How to make it happen?



What you will notice in the chapters of this book is that nothing fits neatly into one heading – most overlap. As a result I have written chapters in the natural order that subjects were dealt with in the actual workshops.



In the 200 events we spoke to MDs of multinationals as well as owner-managers of smaller businesses and the same themes just kept coming through to us.

To give you a rough idea of the top questions, they were as follows:



■ How do I get into bigger businesses?

■ What works best?

■ What do people buy?

■ How can I make people buy from us?

■ How do you get the ‘biggest bang for your buck’?

■ How do we know how we are doing?

■ How can we make more money?

■ How much should we invest in marketing?

■ If there was only one thing we could do then what should it be?

■ How can I sell more?

■ How can I get more customers?

■ How can I get more profitable customers?

■ How can I get my team to understand the marketing plan?

So what? What’s next?

This book will show you the answers to these questions – in other words, how to get more (and better) clients to buy from you.


WHAT IS MARKETING?

Marketing, to me, is one of those misunderstood words of the business world. Like ‘strategy’, we use the word ‘marketing’ all over the place and give it different meanings depending upon our mood and our inclination. No wonder no-one respects these words or the people who use them a lot.

A Textbook Definition (unhelpful and dull!)

The textbook definition of marketing is



‘identifying and satisfying customer needs profitably’



… but this is a very dry and academic definition and not very helpful if you are running a business.

Slightly Better

A better definition might be



‘Marketing is about deciding what customers’ business you want to win… against whom… and how.’

So, At Its Core We Can Say…



‘Marketing is seeing your business through your customers’ eyes.’

Ask Yourself

■ What problem does our product or service solve?

■ Why should people buy from us?

■ What benefits are we offering that our competition doesn’t offer?

■ If we aren’t offering additional benefits then why should people buy from us at all?


Key Point

Your business leaks messages about itself like radioactivity. It is not possible to not communicate – you always communicate; everything you do communicates something. So, you should decide what it is that you wish to be communicating, be clear about who you want to be communicating with… and what the message is that you want them to receive.

In some senses, marketing equals communication.



Another, Broader, Definition (sounds dull but does the job)…



‘Marketing is about systematically selecting how and what you communicate to whom… with the purpose of winning more of the business that you want.’



Regis McKenna…

‘Marketing is everything.’

So What?

I hear you wondering. Well, if most people don’t know or can’t agree about what marketing is, then why should we be surprised if most people are so poor at it! So, yes, marketing is everything, and yes, marketing is about systematically selecting how and what you communicate to whom… with the purpose of winning more of the business that you want’.


WHY SHOULD PEOPLE BOTHER TO BUY FROM YOU? (WSPB2BFY?)

At the heart of the Bright Marketing Manifesto is the one-liner ‘Why should people bother to buy from you when they can buy from the competition?’. This sentiment haunts and underpins the whole book.

Stop and Think

Why should people bother to buy from you if you are the same as the competition?

Sorry, I can’t think of a single reason! And I certainly can’t think of a single reason in a world where your competition is…

Cheaper

Or faster

Or friendlier

Or higher tech

Or whatever!

The Big Question

In fact, this is the big question for banks, building societies, shops, consultants, pubs, almost any business. Why should people bother to buy from you? ‘WSPB2BFY?’

If you can’t answer this question then ‘do not pass go, do not collect £200’.

Stop and Think

We live in a world of mediocrity – everything claims to be better but actually everything is the same.

We employ.

Similar people with…

Similar qualifications at…

Similar salaries to use…

Similar software on…

Similar machines to deal with…

Similar customers with similar needs so that we can sell them…

Similar products at…

Similar prices to those of our…

Similar competitors!


Key Point

In this world of similarity and mediocrity, we only need to be 5% different from the competition to stand out!




Fact

Please memorise and inwardly digest the following:



The only products that succeed are those that offer a benefit to consumers…

…that is greater than their cost.




Fact

I know that this is obvious… but often we are in the business of (re-)stating the obvious…



People normally buy benefits and not features.

A key problem (particularly for business owners) is that we get so pre-occupied with the features that we have given our product, we forget why the customer might wish to buy it in the first place!



Be Different Now

I love this quote from Seth Godin…



‘Professional service marketing is certainly among the safest I’ve seen. Because it appears to take no risks, it’s actually quite risky.’

You risk more by obsessing with safety in numbers, by being unremarkable. On your gravestone they can write:



‘Here lies another businessman His business did OK, but not great No-one will remember him that well But at least he looked like everyone else.’

Some Further Thoughts: What Do People Really Buy?

We are all customers and consumers – we all go out and buy products and services for our homes and for our businesses so it feels bizarre to have to go back to the basics of business and ask ‘What do people really buy?’.

So What?

Do you offer a benefit to your consumer that is greater than the cost?


WHAT IS YOUR MARKETING STRATEGY?

If ‘marketing is everything’, and ‘marketing is about systematically selecting how and what you communicate to whom… with the purpose of winning more of the business that you want’ then how do you do it?

A good starting point, ironically is your end point. If you know what ‘success’ looks like then it is much easier to plan a route to get ‘there’.

Like any other strategy (another over-used word!), your strategy for marketing is your route map for getting there. The fundamental question, then, is ‘what is your marketing vision?’ Write it down. In other words:



Why… which customers… will choose us?

Action Point: Your Marketing Vision

Write down:

1. Your market position (how you compare with the competition) now, and in the future. [eg now we are Number 10 restaurant in the town; in three years we will be Number Two by turnover]

2. Your customer position (how they see you) now, and in the future. [eg now we are the only modern funky place in the town, a bit too avant-garde; in three years we will be ‘the place to eat’]

3. How will you achieve and sustain this new position? [eg delivering a consistent and remarkable customer experience combined with encouraging word-of-mouth and referral/recommendations – creating a real buzz]

In any business you are trying to create a product offering, or more specifically a brand.

A Brand Is…

A brand can be defined as a combination of the following:
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