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      Where to Start

      This book has one purpose: to make you dangerous.

      Not famous. Not sophisticated. Dangerous, in the sense that you understand something about human behaviour that most of your competitors don't, and you know how to use it.

      You can read it front to back. That's the right way. The chapters build on each other and the sequence matters.

      But if you're short on time and long on urgency, here's where to go first.

      YOU HAVE NO CUSTOMERS YET

      Read Chapter 1. Then jump straight to Chapters 3, 4, and 5. Those three chapters will reshape how you see your market. After that, Chapter 9 on naming and Chapter 10 on positioning, before you build anything. Then Chapter 11, which is your entire go-to-market strategy.

      Don't skip the psychology section to get to tactics. The tactics without the psychology are just expensive guessing.

      YOU HAVE CUSTOMERS BUT GROWTH HAS STALLED

      You have a positioning problem or a system problem. Read Chapter 10. Then Chapter 11. Then Chapter 7. One of those three chapters will show you where the leak is.

      If none of them do, the answer is almost always in Chapter 5. The unmet need you haven't found yet.

      YOU HAVE A WORKING BUSINESS AND WANT TO SCALE WHAT'S WORKING

      Chapter 12 on giving value away. Chapter 18 on partnerships. Chapter 19 on referrals. In that order. These are the compound-interest chapters, the ones that feed themselves once you build them right.

      Read the conclusion last. It will hit differently once you've been through the whole thing.
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      Introduction: The Empty Cup

      A scholar visited a Zen master to talk about philosophy.

      The master began pouring tea. He filled the scholar's cup. He kept pouring. Tea spilled over the rim, across the table, onto the floor.

      The scholar stared. "The cup is full. It can't hold any more."

      "Like this cup," the master said, "you are full of your own opinions. How can I show you Zen unless you first empty your cup?"

      
        
        ―――

      

      

      I am going to tell you something that took me years to understand and cost me a significant amount of money in the learning.

      Marketing is not what you say. Marketing is what happens inside someone else's mind after you say it.

      That's the whole game. Everything else is detail.

      Most businesses approach marketing like the scholar in the story. Cup already full. Already knowing what marketing is, what it looks like, what it's supposed to feel like. Already convinced that the billboards and the Instagram posts and the slick brand videos are the thing.

      They are not the thing.

      The thing is whether your customer, sitting alone at eleven at night, feeling the weight of whatever problem they have, encounters your message and feels something shift. Feels seen. Feels like you're speaking directly to them. Feels like maybe, finally, someone understands what they're actually dealing with.

      If your marketing does that, you win. If it doesn't, no amount of spend will save you.

      I learned this the slow way. Three years of building products people didn't know they wanted, writing copy nobody read, running ads to audiences I'd imagined rather than studied. Three years of talking at people instead of listening to them.

      The day things changed was the day I stopped pitching and started asking. I sat down with a dozen customers and asked them to describe their problem in their own words. What I heard had almost nothing to do with what I'd been saying in my marketing. They weren't using my language. They weren't even describing the same problem I thought I was solving.

      I had a cup full of assumptions. The market emptied it in about two hours.

      This book is what I learned after that.

      It moves through four layers. Mindset first, because you can't market well if you're thinking about it wrong. Psychology second, because your customer's mind works nothing like you think it does. Strategy third, because tactics without structure are just expensive experiments. Action fourth, the specific craft of headlines and copy and design and the systems that bring customers back.

      Read it with your cup empty.

      The most dangerous marketers I know are not the ones who know the most. They're the ones who've stopped assuming they already know what their customer wants, and gone to find out.

      That willingness to not know is the whole practice.

      Let's begin.
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            YOU ARE A MARKETER NOW

          

        

      

    

    
      A student said to a Zen master: "I want to master martial arts. How long will it take?"

      "Ten years," said the master.

      "But I'll work harder than anyone. Train every single day. Never miss a session. How long then?"

      The master thought about it. "Twenty years."

      
        
        ―――

      

      

      Most businesses fail.

      Not because the product was bad. Not because the idea was stupid. Because not enough people knew the product existed, and the people who did know weren't given a compelling reason to buy.

      This is a marketing problem. It is almost always a marketing problem.

      Marketing is the only function in a business that directly controls whether money comes through the door. Not operations. Not customer service. Not the product itself, however brilliant it is. All of those things matter only after someone decides to buy.

      And yet the average business owner treats marketing like something to figure out later. They hire someone. They run some ads. They put up a website and wait for the phone to ring, as if customers are going to find them through sheer effort of will.

      They don't. They never did.

      Here's what nobody tells you when you start a business: you don't have a job anymore. You have a different problem entirely. In a job, other people find the customers. Other people worry about whether anyone is buying. Your job is to do the work when it arrives. In a business, you are the rain. You are the one who makes things happen. Nobody is going to hand you customers. You go get them.

      That requires a different identity.

      Not a business owner who does some marketing on the side. Not an entrepreneur who dabbles in it when there's time. A marketer. Someone who wakes up thinking about their customer, who moves through the world noticing what moves people, who treats marketing as the primary act of the business.

      I resisted this for longer than I want to admit. I thought of myself as a builder. A problem-solver. "Marketer" felt like someone else's identity, someone more aggressive, more comfortable asking for money. What I eventually understood is that every other identity I had depended completely on marketing to exist. The best problem-solver in a room full of people who don't know you exist is just a person with a skill nobody's paying for.

      The shift is not about tactics. It's about who you decide to be.

      The Zen story is not really about martial arts. It's about the student's mind. Working twice as hard with the wrong orientation gets you further from mastery, not closer. The effort compounds in the wrong direction.

      You don't need to work harder. You need to see differently.

      FIVE DEFINITIONS OF MARKETING

      Most people define marketing too narrowly and then wonder why their efforts don't connect.

      Getting customers is the broadest definition: everything you do to move someone from not knowing you exist to paying you. Advertising is the outbound piece, finding people who've never heard of you. Sales is the conversation that turns interest into a decision. Conversion is any moment a prospect takes a step toward buying, a click, a call, a reply. Upselling and retention is getting customers who already trust you to buy more.

      Most businesses focus on one of these and neglect the other four. Great marketers treat them as a single connected system.

      You are now a marketer.

      What are you afraid of? Write it down. The fear of rejection. The discomfort of asking for money. The embarrassment of talking about what you do. The worry that you're not good enough to be asking people to pay you.

      Name the fear. The fear is not the obstacle. The fear is the starting point.
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      A monk asked his master, "How can I become enlightened?"

      The master replied, "Have you eaten your breakfast?"

      "Yes."

      "Then wash your bowl."

      The monk wanted a grand revelation. He got an instruction. The instruction was the revelation. Enlightenment is not somewhere else. It is in the quality of attention you bring to what is directly in front of you.

      
        
        ―――

      

      

      You could read a hundred marketing books. Most of them are right. Most of them will also leave you exactly where you started, because they give you information without giving you the thing that makes information usable.

      Before we get into tactics, here are the three things that actually determine whether any of this works.

      THE FIRST THING: YOUR CUSTOMER IS THE ONLY SUBJECT THAT MATTERS

      Here's what most business owners do. They build something. Then they try to find words to describe what they built. Then they put those words in front of people and wonder why it doesn't convert.

      The words are about the wrong subject. They're about the product. They should be about the customer.

      The switch is not subtle. It's a complete reversal of where you put your attention. Instead of asking what you should say about your product, you ask what your customer is feeling at eleven at night when the problem is worst. What have they already tried? What did they tell themselves the last time something failed? What would they say if they were describing the problem to a friend who finally got it?

      Those answers are your marketing. You are not writing copy. You are reflecting back what is already in their mind, with enough precision that they feel understood.

      Most marketers never get there because they never stop talking about themselves long enough to listen.

      THE SECOND THING: A SYSTEM BEATS A CAMPAIGN EVERY TIME

      Campaigns end. Systems run.

      A campaign is a burst of effort: launch something, run ads, see what happens, move on. This is how most businesses approach marketing. It's also why most businesses have wildly unpredictable revenue, because they're only in the market when they're actively pushing.

      A system is a sequence that runs without you needing to restart it. Someone finds you. They receive something valuable. They trust you a little more. They make a first purchase. They're offered the next step. Each stage is designed. Each handoff is intentional.

      The difference in outcomes is not marginal. It's the difference between a business that grows and a business that treadmills.

      Build once. Run forever. That's the standard to aim for.

      THE THIRD THING: CONSISTENCY DESTROYS BRILLIANCE

      The most brilliant campaign that runs for six weeks and then stops will not outperform the consistent, ordinary campaign that runs for three years.

      Every field knows this. The writer who publishes regularly beats the writer waiting for the perfect book. The investor who stays in the market beats the one timing it. The salesperson who follows up every time beats the one who only chases the hot leads.

      Marketing is no different. Show up in the same place, with the same message, for the same audience, week after week, and something that looks almost like a
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