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What Kind of Breakthrough Results Should You Expect from Direct Marketing for Non-Direct Marketing Businesses?






“I have been meaning to write to you for a long time, to thank you for changing my life. Quick background: When I was 20 years old, I served a 2-year Mormon mission in the Philippines. Having seen all the custom sports uniforms made there, when I came home I started a business selling custom team apparel to high schools and colleges, in 2006, with $200.00 of capital, sleeping on the floor of my brother’s living room. Also, with zero business experience and no one in my family with any, I went to BYU and majored in Entrepreneurship. I was named BYU’s Entrepreneur of the Year, yet I graduated knowing nothing about marketing and selling. Graduated. Married. Still with a struggling business. While looking for answers at Barnes & Noble, I came across your book No. B.S. Guide to Direct Marketing for Non-Direct Marketing Businesses. It blew my mind. Then I bought everything of yours I could afford. My business went from $50,000 a year to $2.5 million in just 5 years. I am now in the process of selling my company to a big player in the industry for a multimillion-dollar sum, plus they want to bring me on as an executive at 4-times the salary I’ve been paying myself! You ARE ‘The Millionaire Maker’!”


—Steve Rosenback, Garb Athletics


“It was Kennedy-style marketing that fueled an exceptional restaurant business. We received 64 People’s Choice Awards, I gathered over 63,000 customers, I had 6 to 14 different promotions going on simultaneously* each month (*a Renegade Millionaire lesson I learned from you), we grossed over $6.5 million a year with about $1 million in profits. An independent restaurant valuation firm analyzing the business for its sale said that, quote, less than 5 percent of the 945,000 food service establishments in the U.S. employ the advanced techniques and get the outstanding results Nakama has enjoyed as a direct result of its marketing. They stated that my restaurant was three times more successful than comparable restaurants because of my marketing. Ultimately, I sold the business. I’m beginning a new journey as an entrepreneur and a coach.”


—Becky Auer, www.beckyauer.com


“My friend Dan Kennedy is unique, a genius in many ways. I have always admired his ability to see the vital truths in any business and to state these realities with straight language and clear definitions. His approach is direct. His ideas are controversial. His ability to get results for his clients is unchallenged.”


—Brian Tracy, from his introduction to Dan’s No B.S. Business Success book Brian Tracy is one of America’s most sought-after speakers and the author of dozens of business books. www.BrianTracy.com


“Dan has literally eliminated the B.S. in explaining great ways to make more sales.”


—Tom Hopkins, from his introduction to Dan’s No B.S. Sales Success book Tom Hopkins is world renowned as a master sales trainer. www.TomHopkins.com
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Important Introduction by Dan Kennedy






The End of Advertising and Marketing as You Know It
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In the first edition of this book, back in 2006, before the recession, before the explosion of social media and the importance given to it as a marketing media, before all sorts of new media demanding business owners’ attention, I wrote: Most small business advertising and marketing stinks. I said: Monstrous sums are wasted, and opportunities lost. My position hadn’t changed by the time of the second edition or the third edition. As more and more and more ways to deliver advertising and marketing messages have been created and popularized, the effectiveness of it has declined, and the intelligence governing it has sunk to new lows. Now, as I write this, 17 years after the first edition, businesspeople are more the “advertising victims” than ever: confused and overwhelmed and hollered at, told that they must do this, that, the other thing, more and more—just to get the same results. Or less. I am here to mute the noise. To guide you to clarity, about a relatively short list of fundamental principles and strategies that can prevent your being lost in a deep, dense forest of media demanding your attention, time, and money.


In this edition, I invited my colleagues and friends Darcy Juarez and Marty Fort to take over some of the heavy lifting and update and freshen up many of the chapters. As you’ll discover, they are both experienced, trustworthy guides to Direct Marketing. Marty transformed his local, retail brickand-mortar businesses with it, and became a leader in his industry. Darcy has coached hundreds of business owners in applying Direct Marketing. Very hands-on. You’ll learn more about them as they talk with you throughout this book.




Who to Model Your Marketing After


There is an old story about a motorist caught in the densest fog imaginable, unable to see anything but the taillights of the car in front of him, so he stayed very close, grateful for the guiding lights but fearful of falling back and having to navigate on his own. Suddenly the car in front came to a dead stop, and he rammed into the auto’s rear. He jumped out, enraged, yelling at the driver he’d been following about the stupidity of making a sudden stop in such impenetrable fog. The guy said, “I’m sorry but I always come to a stop when pulling into my garage.”


Modeling can be a powerful, efficient, and profitable strategy, but only if you choose the right model.


We can begin with the radical, challenging idea that just about everything you see BIG business doing is wrong for you—if you run a small business, a private practice, a service enterprise, or even a mid-sized, growth company. Big companies have different objectives, agendas, constituencies to satisfy, CEO egos to salve, as well as different resources and depth of resources than you do. If you study them at all, you must time travel to examine what they did in their journey from start to small and ultimately to big, not what they do now. If the rabbit emulates the lion, and sits on a rock, doesn’t move, and roars loud and often, all the rabbit accomplishes is making it easier for predators to find him and eat him. A mouse using a lion as his model is a fool indeed.


It’s also worth noting that, very often, the bigger a company grows, the dumber it gets. This is the result of having more and more people in it spending somebody’s money other than their own and being safely distanced by bureaucracy from direct and immediate financial consequences from their decisions and from where the rubber meets road, on the store or showroom floor, face-to-face with customers, clients, or patients. These people are insulated from reality and very vulnerable to charlatanism prevalent inside ad agencies, social media agencies, and other shovel sellers. In the great Gold Rush, more money was made by the sellers of shovels—mules, mining equipment and tools, and maps—than by those actually searching for the gold. It’s dressed up differently today, but the truth is unchanged.


At the time I wrote this, the news was filled with several big companies’ costly blunders, one after another—notably Bud Light®, Target®, and Disney®. Billions of dollars of shareholder value was erased. If you were to have hastily followed their examples and had tried to apply their ideas to your advertising and marketing, you might have been bankrupt in a matter of months. Just because they are big does NOT mean their captains know what they are doing! I have sat in lavish, fancy offices at the top of skyscrapers with big, brand-name companies’ CEOs and CMOs, and wondered how they could be so ignorant and foolish. As an investor, I worry a lot about stupidity at the top. About dumb following dumb.


Today, there are even a lot of retailers very visibly trying to build up their web presence and e-commerce, largely because Amazon has stepped into their territory in a big way, and because “everyone else is.” They are often mystified and frustrated that they are losing money following Amazon, ignoring the fact that Amazon has and exploits truly unique advantages. The Amazon Factor is real, but blindly following Amazon as your model because they sell pet supplies and you have stores that do, too, is a fast track to disaster. Many seeming e-commerce merchants aren’t being fed by online media either. You may see a company like Boll & Branch (luxury bedding) or a charity like Tunnel to Towers as e-commerce and pointed to by sellers of online advertising as proof of its power, but much of their online traffic is being created offline, with direct-response radio, TV, print, and direct mail. Hard-core, classic, principled direct-response, adhering to and demonstrating the approach I’m giving you in this book. Be cautious about crediting too much significance to any big company’s observed activities or methods, to any business seeming to be driven by online advertising, to Amazon, and most important of all, to your own peers who are influenced by inappropriate models.


The fact is that most of your peers are blind mice leading other blind mice. The proof is in the financial facts of every category of business, every profession, every sales organization, every population: 1 percent create tremendous incomes and wealth; 4 percent do very well; 15 percent earn good livings; 60 percent stall, stagnate, and struggle endlessly; and 20 percent fail. Working back up, you have an 80 percent poor vs. 20 percent prosperous ratio, a 95 percent vs. 5 percent, or even a 99 percent vs. 1 percent ratio. Thus, the overwhelming majority of your peers are engaged in marketing that fails them, intellectually and emotionally committed to that failed and failing marketing, and bloated with opinions about why you should follow the same path to frustration and failure. If you refuse, deviate, or even dare to question the validity of this path, your peers and friends and sometimes employees react violently. They mock, they criticize, they shame, they shun. It’s important to remember that every critic has his own agenda, whether conscious or subconscious.


Here are the facts that prove the majority is wrong about anything having to do with money:


Figure P. 1: The Money Pyramid
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Crossing the Great Divide of Advertising and Marketing



The principle that what you see others doing is not necessarily what you should be doing—especially if they have a different agenda than yours—is a challenging idea.


Next, I offer the even more radical and challenging idea that pretty much everything you think you know and have been conditioned to believe about marketing is wrong. Here, I am going to expose the Great Divide.


On one side, the majority of companies and business owners who are married to very traditional, mainstream, brand– and name visibility–driven, largely unaccountable advertising and marketing. Most of the money invested in it is based on faith and hope. Many people think, falsely, that by using new media they are doing a new kind of marketing. In truth, they merely move the same bad advertising and flawed marketing from one place to another. Also on this side are a lot of big, dumb companies with mixed and mixed-up agendas, with marketing media and message decisions driven by top executives’ ego, by the need to impress Wall Street bankers, by pursuit of favorable recognition in their industry. Sometimes there are legitimate in-industry political considerations. All this puts accountable return on investment low on their priorities, but for you, it probably is or should be Priority #1.


On the other side, a smaller ragtag band of rebels and rogues and renegades who utilize Direct Marketing. This book will expose the Great Divide between the two. Moons ago, the greatest ad man of the Mad Men era, David Ogilvy, credited us—the direct marketing rogues—with being the only people using advertising who actually knew what we were doing. He made this pronouncement despite leading a traditional ad agency, as a criticism of his own people and of his own clients! He was right then. It’s truer now. Most, yes, most of what you see done in advertising and marketing is being done by people who don’t know what they are doing.


If you get it, really get this, you’ll smack yourself in the head for not seeing it all sooner, on your own. You’ll be in awe of how much sense it makes. You’ll never look at an ad, sales letter, website, etc. the same way again. You’ll be ruined toward traditional advertising for life. You will make major changes in your own advertising and marketing—fast. When you do, you will be argued with, ridiculed, and criticized by employees, peers, competitors, maybe even family and friends. You will need depth of understanding about Direct Marketing to stay strong. The astounding results you’ll see from full conversion from Ordinary Marketing to Direct Marketing will convince you, but know you will need courage and discipline to stay your new course. I promise you that being thought of as a fool or a misguided renegade and having millions of dollars trumps being thought of as “normal” and “correct” and “proper” and barely making a living!


For the record, my private clients combined invest at least $500 million a year in advertising and marketing following my advice and methodology or having me at the helm, but most are small businesses, groups of small businesses, private practices, groups of private practices—not huge entities. Entrepreneurs getting their companies onto the Inc. 5000 list, not the Fortune 500 list. Significantly, 85 percent of all clients who work with me once do so continuously or episodically, that fact spanning over 50 years. I get nearly obscene amounts of money to advise entrepreneurs exclusively on Direct Marketing, and to craft sales copy and marketing systems for them. My current fees begin at $19,400 for consulting days, for repeat clients, and $21,000 for first-time clients. Project fees range upwards from $100,000 to $1 million plus royalties. I am semi-retired, having experienced some medical crises that forced me to make changes in the way I work and the quantity of it that I do. I am busier than I wish to be. I tell you this not to brag, but to impress on you the extremely high value of the information in this book. I know how to produce RESULTS. Not brand awareness, visibility, likes, followers, or other fools’ metrics. Results. Money. Nothing, and I mean NOTHING can have as positive and as dramatic an impact on your prosperity as crossing the Great Divide to being a Direct Marketer—regardless of your particular products or services, other deliverables, or size of your business. This book is not about doing better marketing. It is about a total conversion to entirely different marketing.







Down from the Top of the Success Mountain, the Ten Commandments of Direct Marketing (For Non-Direct Marketing Businesses)


You will get “THE RULES” from me. (The “Ten Commandments” are on Page 25.) All my life I’ve been a rulebreaker, so laying down these Rules is a bit odd. But when all this is new, it’s best to have strict and rigid and relatively simple Rules to adhere to. With depth of understanding, successful experience, and ability, you can later inject creativity and innovation and develop a system uniquely your own. For now, my Rules will rule.


I am often asked about flexibility, and often criticized for my rigidity about these Rules. Let me be absolutely clear: Anybody who argues for flexibility and encourages you to inject your own opinions into this is a danger to themselves and others. The next time you fly across the country, pray your pilot is rigidly, unerringly adhering to The Rules for takeoff, flight, and landing. Pray he doesn’t think it’d be more interesting to fly upside down, sideways, blindfolded, or after having a couple whiskey and sodas. His strict, perfect adherence to THE Rules is vital. Yes, Captain Sully famously threw out the rule book and defied protocol for his miracle landing on the Hudson River. Let’s see that done ten times in a row. Also, he was under extreme duress in a dire crisis. You should want to do things that work consistently, ten times, ten thousand times in a row, and with which success and profit is not a miracle! For that, you will master and adhere to The Rules that I share here. You will master an entire, a-to-z process based on these Rules. And you will see Examples here in this book, and suggested for you to go and see online, that demonstrate and prove The Rules. Out the back of all this, you will be able to transform your business to an infinitely more powerful Direct Marketing business—if you dare.
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FOUNDATION


















CHAPTER 1

The Big Switch

Why Direct Marketing for NON-Direct Marketing Businesses?

by Dan Kennedy







[image: ]


It is an odd sort of title, isn’t it?


If you picked it up hoping for huge breakthroughs in your business, you bought the right book. But first, I have to get these definitions out of the way.


By non-direct marketing business, I mean anything but a mailorder, catalog, or online marketer who directly solicits orders for merchandise. It could be a local dental practice, carpet cleaning business, brick-and-mortar retailer, B2B—IT consultant, CPA firm, industrial equipment manufacturer. The owners of such businesses do not think of themselves as direct marketers engaged in Direct-Response Advertising, until I get ahold of them!


Examples of pure Direct Marketing businesses just about everybody knows are the TV home shopping channels QVC and HSN, catalogers like J. Peterman or Hammacher Schlemmer, and contemporary catalog and online catalog/e-commerce companies like Amazon; businesses like Fruit of the Month Club; and mass users of direct-mail to sell things like Publishers Clearinghouse. In recent years, MyPillow® and Balance of Nature® have exploded onto the Direct Marketing scene. As I write this, you can’t watch an hour of cable TV news without being besieged by their ads. Organizations like AARP and charities like Wounded Warrior, Tunnel to Towers, St. Jude’s, and even local food banks are Direct Marketers.


Online media like YouTube and TikTok have challenged traditional gatekeeper and distribution channels, and a number of musicians, comedians, other entertainers, authors, and others have “gone direct,” becoming Direct Marketers without necessarily thinking of themselves as such.


There are tens of thousands of true Direct Marketing businesses. Some are familiar to the general public; many, many more are familiar only to the niche or special interest they serve. For example, at any given moment, I have over 50 direct marketers as clients, each selling books, audio CDs, and downloads; home study courses and seminars and services by mail; internet and print media; and teleseminars and webinars, which market only to a specific industry or profession—one to carpet cleaners, another to restaurant owners, another to chiropractors, etc. If you are not in one of these niches, you probably have no idea there is as much Direct Marketing going on as there is. If you don’t own a music school, you’re unlikely to know about Marty Fort’s Music Success Academy®. If you’re not a dentist, you’re unlikely to know about my client Dr. David Phelps and Freedom Founders. There are also Direct Marketers unknown by name but known by their products or brands, like a longtime client of mine, Guthy-Renker Corporation, the billion-dollar Pro-Activ® acne creams, skincare product Crepe Erase, and many other products made into brands by Direct Marketing. What all these have in common is their fundamental process of selling direct via media to consumers, with no brick-and-mortar locations or face-to-face contact required. There are brands that start with pure Direct Marketing that later expand to their own stores or other retail distribution, like Warby Parker and Untuckit®.


Direct Marketing is everywhere, making fortunes for national marketers in every category but strangely, oddly, weirdly copied by very, very few local businesses in those same categories. Omaha Steaks® is the leading national, mailorder butcher shop, but hardly any local butcher shops or supermarket meat departments copy its successful advertising and marketing methods. Why? I do not know. But I do know that this strange situation is YOUR great opportunity.


This book is for the owner of a brick-and-mortar business, a business with a store, showroom, or office, a restaurant, a dental practice, an accounting practice, or a funeral home—that is, some kind of ordinary business, one most likely local and serving a local market. These are the entrepreneurs who have populated my audiences for five decades, subscribe to my newsletters, and use my systems to transform those “ordinary” businesses into extraordinary money machines that far, far out-perform their industry norms, peers, competitors, and their own wildest imaginations. How do they do it? The big switch is a simple one to state (if more complex to do): They switch from traditional advertising to Direct-Response Advertising. They stop emulating ordinary and traditional marketing and instead emulate Direct Marketing.


Most “ordinary” businesses advertise and market like much bigger brand-name companies, so they spend (waste) a lot of money on image, brand, and presence. But copycatting these big brand-name companies is a rabbit behaving like the lion. It makes no sense. The big companies have all sorts of reasons for the way they advertise and market that have nothing to do with getting a customer or making sales! Because your agenda is much simpler, you should find successful businesses with similar agendas to copycat. Those are direct marketers. You and they share the same basic ideas:




	Spend $1 on marketing, get back $2 or $20, fast, that can be accurately tracked to the $1 spent.


	Do NOT spend $1 that does not directly and quickly bring back $2 or $20.
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Big Company’s Agenda for Advertising and Marketing




	Please/appease its board of directors (most of whom know zip about advertising and marketing but have lots of opinions).


	Please/appease its stockholders.


	Look good, look appropriate to Wall Street.


	Look good, appropriate to the media.


	Build brand identity.


	Win awards for advertising.


	Sell something.










Your Agenda




	Sell something. Now.











Please stop and be sure you get this life-changing principle. Be careful who you copy. Be careful who you act like. Be careful who you study. If their purpose, objectives, agenda, reasons for doing what they do the way they do it don’t match up with your purpose, objectives, agenda, then you should NOT study or emulate or copy them!


Please stop and be sure you get this life-changing corollary principle. Find somebody who is successful, who shares your purpose, objectives, agenda, and pay great attention to what he does and how he does it.


I believe some call this sort of thing “a blinding flash of the obvious.” Well, you can call it obvious if you like—but then how do you explain the fact that 99 percent of all businesspeople are operating as if they are ignorant of this obvious logic?


I might add, this principle has power in places other than marketing. You can eventually get south by going due north, but life’s easier and less stressful, and business more profitable, if you actually get headed in the direction that leads directly to your destination of choice. Emulating inappropriate examples is the equivalent of trudging south to get to the North Pole. Odds are, you’ll get lost, tired, or eaten by a giant iguana long before seeing snow.




Why Is There So Much Lousy, Unproductive, Unprofitable Advertising and Marketing Out There, Anyway?


No B.S. truth. Most business owners are just about clueless when it comes to advertising and marketing. They are therefore often Advertising Victims, preyed on by media salespeople, ad agencies, website developers, social media wizards, and others who don’t know any more about how to actually produce a customer or make a sale than they do. Anytime you are being guided to decisions and investments that are not fact based, but instead driven by popular fads, trends, opinions, monkey-see-monkey-do pressure, you are being victimized. Direct Marketers insist on facts and live by data.


If you try to get a business owner to accurately tell you where his customers and sales come from, what it costs to get a customer from source A or source B, what results specifically come from this ad or that one, he can’t. He’s guessing. Consequently, he’s often grumpy and unhappy about things he shouldn’t be, but also wasting money he needn’t be.


The reasons for the cluelessness and vulnerability to victimization are many. Here’s a big one: Marketing Incest. When you got into whatever business you’re in, you probably looked around at what everybody else in the business was doing and copied it. Gradually, you’ve tried to do it better, but not radically different, just better. So you have everybody in an industry standing in a circle looking inward at each other, ignoring anyone or anything outside the circle. It’s incestuous, and it works just like real generational incest: Everybody slowly gets dumber and dumber and dumber.


This book dares you to turn your back on the circle and deliberately go far afield from your peers in search of different—not just incrementally better—different ways of marketing.







Yes, Salvation Is within Reach


Now, here’s the good news: Most business owners, clueless as they may be about profitable advertising or effective marketing, do know a lot about how to sell their products or services. That’s very good news because DIRECT Marketing for NON-Direct Marketing Businesses is really not about traditional advertising or marketing at all. It is simply “salesmanship multiplied in media.” So you actually already do have a firm grip on one-third of the KENNEDY RESULTS TRIANGLE that you’ll master with this book. You know the Message. It’ll get tweaked, as I’ll explain. But you do have this component part.
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The 10 No B.S. Rules of Direct Marketing for Non-Direct Marketing Businesses (My Ten Commandments)


I’ll lay our foundation first. (A radical idea itself!) Please copy these and post them somewhere you’ll see them often until you get them memorized. Doing so will keep you on track, save you a lot of money, and dramatically improve your marketing.


From now on, every ad you run, every flyer you distribute, every postcard or letter you mail, every website you put up, every/anything you do to advertise or market your business MUST adhere to these rules. To be fair, they are simplistic and dogmatic, and there are reasons to violate them in certain situations. But for now, sticking to them as a rigid diet will work. You can experiment later, after you’ve first cleansed your business of toxins.










	Rule #1:


	There Will Aways Be an Offer or Offer(s)







	Rule #2:


	There Will Be a Reason to Respond Right Now







	Rule #3:


	You Will Give Clear Instructions







	Rule #4:


	There Will Be Tracking, Measurement, and Accountability







	Rule #5:


	Only No-Cost Brand-Building







	Rule #6:


	There Will Be Follow-Up







	Rule #7:


	There Will Be Strong Copy







	Rule #8:


	It Will Look Like Mail-Order Advertising







	Rule #9:


	Results Rule. Period.







	Rule #10:


	You Will Be a Tough-Minded Disciplinarian and Put Your Business on a Strict Direct Marketing Diet













We’ll tackle each Rule in depth, in the next 10 chapters.


I wrote an entire book about breaking rules, NO B.S. GUIDE TO SUCCEEDING IN BUSINESS BY BREAKING ALL THE RULES, and generally speaking, I think rules are for other, ordinary mortals—certainly not for me, and not for you either if you are a true entrepreneur. So you’ll chafe at rules here just as I would. However, when you are attempting to undo bad habits and replace them with new ones, some hard and fast rules are necessary, temporarily. Once you fully understand these and have lived with them for a reasonable length of time, then feel free to experiment if you wish. But get good at coloring inside the lines before ignoring them altogether.
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