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With inspiration from the 1959 hit song by
the wonderful Shirelles . . .

This is dedicated to the ones I love.
Each night before I go to bed my babies,
I whisper a little prayer for you my babies,
and tell the stars above.
This is dedicated to the ones I love.
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Because it is its purpose to create a customer, any business enterprise has two—and only these two—basic functions: marketing and innovation. Marketing is the distinguishing, the unique function of a business.

—Peter Drucker, Clark Professor of Social Science and Management, Claremont & Graduate University (ret.)

All industry begins with the customer and his or her needs, not with a patent, a raw material, or a selling skill.

—Ted Leavitt, professor emeritus, Harvard Business School





INTRODUCTION



This book is for any enterprise that invests time or treasure to get and keep customers.

There is an old advertising industry line that says “50 percent of advertising is wasted, but no one knows which 50 percent.” This is not a joke, nor is it true. It is a feint, a finesse by the advertising industry to deflect examination or measurement of how much communication money is squandered. Any serious, objective review of ads, in all media, shows that at least 90 of every 100 ads are not read or are unintelligible or are superficial or don’t promote the brand. Money is squandered because of weak messages, cluttered images, improper media usage, and poor creative strategy.

Advertising is not the only gaping hole in the marketer’s purse. The cost of poor personal selling is also a huge money waster. It is estimated that 95 percent of all salespeople never ask for the order. So few salespeople pre-plan a sales call that selling is one of the least efficient and least effective parts of the marketing mix. The ineptitude of personal selling is masked by the reality that 25 percent of all sales are unilaterally made by the customer. The customer studies the product, decides for herself, and buys without, or despite, a salesperson.

This reality is why, in boom times, certain salespeople and selling organizations, as well as certain advertisers and their ad agencies, consider themselves geniuses, yet in down times poor sales performance is always the fault of others or of weak markets.

It is easy to become a salesperson. It is easy to call oneself a marketer. The barriers to enter those jobs, particularly sales, are low. But to become a sales rainmaker, or to become a marketing superstar, is immensely challenging.

Marketing superstars make the cash register ring, ring, ka-ching, ka-ching. If you need to be, want to be, or are a marketing superstar, this book is for you.


• I •
Ka-ching! Ka-ching!
Marketer’s Music

[image: image]

Ka-ching! Ka-ching! The worldwide sound of a cash register ringing. The sound of a sale. Literal music to the merchant, symbolic music to the marketing superstar.Ka-ching when the slot machine pays off. Ka-ching when the ice cream man makes change. Ka-ching when check-writing software pays a bill.

Ka-ching is a synonym for generating revenue. It’s the sound the rainmaker hears when a deal is struck. Ka-ching is what the marketer hopes for when placing an ad. Ka-ching is what the retailer, the movie maker, the concert promoter hears above the din of the crowd rushing in.

Ka-ching is what the manufacturer hears every time the press stamps out a part. Ka-ching is what the distributor hears every time a box hits a truck shelf. Ka-ching is what the car wash owner hears when it snows, when pollen fills the air, when bugs are flying, and when birds are doo-doo doing.

It is the marketer’s job to generate revenue, to ring the cash register. Many people know the words of the ka-ching marketing song, but not the tune.

Many people know they have to innovate constantly, but they don’t do anything new. Many people know that advertising is supposed to sell products, but they run ads that don’t connect, don’t work, and don’t sell a thing. Many people know that salespeople must plan every sales call, but they don’t train their sales staff. Such people know the words of the marketing song but not the tune.

Marketing superstars know the words and sing and dance to the tune . . .

[image: image] It don’t mean a thing, [image: image]

If it don’t go ka-ching . . .

[image: image] Doo-bop. Doo-bop. Doo-bop. [image: image]
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