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Read this book to learn how persuasive marketing can tell your story in a way that breaks through the noise, helping you keep your current customers while attracting new ones. Marketing influences how people act and what they believe. This book will teach you how to shape both.





PUBLISHER’S NOTE

Is This Guide for You?

If you picked up this book, you are not a dummy.

Many business guides treat you like an idiot. Some even say so on the cover. This is not one of those books.

The Non-Obvious Guides all focus on sharing advice that you haven’t heard before. This book is my contribution to the series, based on almost two decades of leading marketing strategy for some of the most recognizable brands in the world and then leaving to become an entrepreneur and start two businesses.

Like most of our authors, I would love to share these insights with you over coffee. Until I get that chance, this book aims to be the next best thing. I hope you find it entertaining and useful!

ROHIT BHARGAVA

Founder, Non-Obvious Guides
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How to Read This Book

Throughout this book, you will find links to bonus worksheets, templates, and other resources designed to help you put the advice you’ll read into action.


FOR ONLINE RESOURCES, VISIT:
www.nonobviousguides.com/marketing


Referenced in the book, you will also see these symbols which refer to content that will further your learning.


FOLLOW THE ICONS:
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	TEMPLATES
One-page templates to help you strategize.
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	DOWNLOADS
Useful further reading.
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	TUTORIALS
Detailed lessons on how to do a task.
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	VIDEOS
Videos to watch online.
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	CHAPTER SUMMARY
Key takeaways and important points










In this book, you will learn how to …

[image: Image]Earn trust by being more believable in a skeptical world.

[image: Image]Understand your customer’s journey and how they think.

[image: Image]Create a memorable logo and persuasive tagline to stand out.

[image: Image]Use personality to engage your customers and build loyalty.

[image: Image]Build a one-page marketing plan to promote your business.

[image: Image]Strategically use social media, email, and the web without wasting your time.

[image: Image]Stand out at a crowded trade show or industry event.

[image: Image]Inspire your employees to promote your business.

[image: Image]Adapt your strategy in a world fundamentally shifted by the global pandemic.





Introduction

A few years ago, Elon Musk launched a car into space.

The stunt was part of his SpaceX company’s launch of the Falcon Heavy rocket, and it grabbed worldwide attention. After all, who could ignore a photo of a mannequin sitting in a Tesla Roadster orbiting high above the earth?

One media property even described it as “the greatest ever car commercial without a dime spent on advertising.” The stunt was perfectly in character for Musk, too.

He once bragged to a reporter about doing more than $1 billion in sales with no marketing, no advertising, and no sales force. This is the dream. If you can create a great product or a stellar experience, then all your marketing should happen effortlessly and without a budget, right?

The truth is marketing rarely works out like that.

In fact, it didn’t work out like that for Musk, either. While he might not have spent anything on traditional advertising, launching the car into space was a highly calculated and costly marketing stunt designed to inspire the same awe and curiosity that he aims to awaken with his products.

Marketing is how you share the story of your business with the world to inspire belief and encourage action.

For Musk, making you believe that his company can accomplish the impossible is part of the brand. It helps him sell more cars because many Tesla buyers feel as if they are doing their part to change the world and save the environment.

Although he probably would never describe himself this way, Elon Musk is a master marketer. I should know. I’m obsessed with marketing.

WHY NO ONE WATCHES TV WITH ME

I see marketing everywhere, and I can’t help paying attention to it.

I watch the promotional messages before a YouTube video even after the “Skip Ad” button appears. I take photos of the interesting disclaimers on restaurant menus. Most members of my family refuse to watch TV with me because I rarely fast-forward through the commercials. I once nearly missed a flight because I started talking with an airport store owner about her marketing and lost track of time.

While I consume all this marketing, I build campaigns and strategies in my head. I imagine new ways for a business to tell its story every time I walk by. And I feel bad when I see great opportunities wasted.

For me, this fascination with marketing has been years in the making.

HOW I BECAME AN ENTREPRENEUR

After leaving my agency job more than five years ago, I started my first business with my wife, and a year later we started a second one. For each business, we had to build a brand, develop a marketing strategy, devise ways to attract and retain customers, and sell a service for one and a physical product for the other.

Along the way, I discovered that many things I thought I knew about marketing were wrong.

Instead of working with million-dollar advertising budgets, I was now an entrepreneur with a non-existent marketing budget.

So my thinking
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