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Dear Growth-Hungry 

Entrepreneur, 
 

H  ave you ever wondered why some 

businesses arrive late into 
 
the market, but by some seemingly 

irresistible force they quickly attract new 

customers and get a disproportionately 

large share of your market? 

 

These companies also seem to grab all the 

limelight and publicity, where you’ve been 

trying for ages to get recognition within your 

industry. And very quickly - usually within 

just a few years, they become one of, if not 

THE, most dominant player in the market. 

 

 

The exciting fact is that with a little critical 

extra knowledge, you too can very quickly 

acquire the insights and methodologies that 

will transform your marketing results from 

disappointing (or average at best), to a 

level that far out-strips virtually every other 

company that operates in the same market. 

 

And the solution to your frustrating 

circumstances is not as complicated or 

inaccessible as you probably assume. 

 

It makes you question whether success in the 

‘game of business’ is all down to luck! And if 

you’ve ever found yourself asking “Am I 

destined to never really fulfil my dreams for 

my business?” or “What am I doing wrong, 

and what are they doing differently to me… 

what’s their secret?” then let me reassure 

you that you’re not the only entrepreneur who 

has ever had such self-doubts. 

 

What the super-successful entrepreneurs 

have discovered (or have been taught 

how to do) is to tap into the minds of their 

prospects, and fine tune their marketing 

messages accordingly so that they are 

naturally received with open arms, rather 

than with suspicion, distrust and disbelief. 

 

First, let’s make some 

reasonable assumptions: 
 
 

1. You provide a product or service that 

is excellent value, and is genuinely 

beneficial to those who buy it. 

 

2. Your competitors also provide a 

similar type of service or product 

that sells to the same group of 

customers i.e. they are competing 

directly with you. 

 

3. There is a constant source of new 

customers coming into your 

market, who have problems that 

you can solve. 
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If these three points are true, and there 

are businesses in your market that have 
 

significantly larger sales revenues and 
 

profits than you, then we can 

be certain that your problems 

are not to do with the 
 

potential of your market 
 

or the availability of 
 

prospects that are 
 

ready to buy. 
 

 

Your problems are to 
 

do with how effective 
 

(or ineffective) your 
 

marketing is, compared 
 

to your competitors. 
 

 

And when you learn how to fix 

your marketing and follow the 

strategies used by the outstanding 

performers, you’ll very quickly 

catapult your business way over 

the heads of your competition, to 

join the few elite enterprises 

reaping maximum profits at the top 

of your market. 

 

entrepreneurs in the business world, over 

many decades you will clearly see that 

they have certain common characteristics 
 

that set them apart from the ‘also-

rans’ in their industry. 

 

And one of the most 
 

prominent clues 
 

behind their success 
 

lies in a whole series 
 

of little-known – and 
 

yet frighteningly 
 

simple – MARKETING 
 

SUCCESS FACTORS. 
 

 

On the following pages are 

the three most important 
 

of these factors that I 

regard as non-negotiable, if 

you are determined to grow 
 

your enterprise 

considerably, and quickly. 

 

What’s the best way 

to fix your marketing? 
 

The famous personal development guru, 

Anthony Robbins, made a very insightful 

statement when he said that “Success 

leaves clues”. 

 

What this means is that when you 

study the most successful millionaire 

 
 
 
 

 

When you study the most 

successful millionaire 

entrepreneurs in the business 

world, over many decades you 

will clearly see that they have 

certain common characteristics 
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H ow Britain’s Top 5% Of Most 

Successful And Wealthiest  

Self-Made Business Millionaires  

Tap Into Their Customers Emotions 
 

To Attract Customers Into Their 
 

Enterprise Better Than 
 

Any Other Company Competing 
 

Against Them… 
 
 

Imagine for a minute the scenario where 

your prospect has a ‘genetic fingerprint’ 

in the “Yes I want to buy” part of their 

brain, and you have the ability to read 

that fingerprint. 

 

You’d quickly be able to unlock significant 

(and probably dramatic) growth in your 

business, and week-by-week, month-by-

month you would see the cash reserves in 

your bank climbing steadily upwards. 

 

This is because you would know for 

certain that what you are presenting to the 

market-place exactly mirrors the fingerprint 

(wants, needs and desires) of your 

prospects. And matching their ‘genetic 

fingerprint’ means they are hard-wired to 

buy from you and nobody else -- it’s 
 
as though you have instantly become 

the ONLY logical choice to buy from. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

The key is to unravel the convoluted 

fingerprint that is locked up in the psyche 

of your prospects and clients, and it’s 

actually surprisingly simple to do. 
 

 

Us humans may be the most sophisticated 

animal on the planet, capable of amazing 

levels of creativity and achievement, but at 

the end of the day, we are still only 

animals. We have certain primitive desires. 

 

One of the most primitive human emotions 

is that of safety and self-preservation. 
 
And when you tap into this powerful driver 

of human behaviour, you are almost 
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guaranteed success if your product or service 

is seen to satisfy this primeval need. 

 

For example, it’s why the motor car 

industry has been able to create a multi-

billion pound market for 4 x 4 vehicles. The 

urge to be ensconced within the safety of a 

large, imposing vehicle -- that makes us 

feel much more powerful and safe than we 

actually are – has led to hundreds of 

thousands of men and women in cities up 

and down the country, purchasing vehicles 

with space and off-road capabilities far in 

excess of their needs. 

 

Another powerful emotional component of 

that genetic ‘buying-fingerprint’ is that of self-

actualisation (as Abraham Maslow put it). 

This is all about the desire and drive in every 

individual to reach their full potential in life. 

 

A classic example of marketing that taps into 

this striving is the long-running advertising 

for the credit card company Mastercard. 

 

In themselves, credit cards have nothing 

to offer, but the task is to create positive, 

desirable associations. One of the best 

ways to do this is to create a causal story 

where credit cards enable “priceless” 

moments. 

 

In the advertising you see a once in a 

lifetime father and son moment. It’s the 

stuff dreams are made of. Everyone 

dreams of visiting their ancestor’s 

homeland, tracing their roots, 
 

 
 
 
 
 
 
 
 
 
 
 

COMMON-SENSE  
COMMON-SENSE 

 
 
 

 

 
 

 

getting in touch with their past. And after 

providing the means to buy transport and 

other necessary items, the advertisement 

tells you that a Mastercard can help this 

dream become a reality. 

 

Hence the sign-off line “There are 

some things money can’t buy. For 

everything else, there’s MasterCard.” 

 

It’s a very effective commercial. Why? 

Because it tells the story of why a person 

needs a Mastercard: the card can make 

a desirable moment in life come true. It’s 

like magic. It offers the viewer a way out 

from mundane existence, towards the 

indulgence of their dreams. 
 
 
 
 
 

 

Another powerful emotional 

component of that genetic 

‘buying-fingerprint’ is... the desire 

and drive in every individual to 

reach their full potential in life 
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Your prospects and customers 

are incredibly busy, just like you 
 
One thing that virtually all successful 

entrepreneurs are able to do in their 

marketing is to break into the preoccupied 

mind of their prospects, and steal ten 

seconds of their attention. It’s why Richard 

Branson’s Virgin Airways advertising, or the 

iPad advertising of Steve Jobs at Apple, or 

the financial services advertising of Peter 

Hargreaves of Hargreaves Lansdown 

invariably laser-targets straight into the 

emotions of their prospects, from the very 

beginning of their sales messages. 

 

It’s the only real way to by-pass the 

normal logical thinking mechanisms of 

potential customers i.e. the reaction of 

“I’m too busy to read this right now”. 

 

Emotion is one of the most powerful 

appeals you can use in selling. When 

you explore the fascinating depths of 

human psychology, you discover that 

emotion plays a part in most buying. 

Much more than you’d think. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Understand that your customers or 

clients have egos. They want to feel 

important, worthy, successful, valued, 

attractive, unbeatable, wealthy, wise, 

confident, or skilful. 
 

 

And they’ll instantly (and often sub-

consciously) take notice of anything that 

resonates with these emotions, and 

offers a way of satisfying these primal 

desires and basic human instincts. 

 

So, the question has to be asked: What 
 
emotional driver or need does your 

product or service help to satisfy? 

 

Start to think about the emotions that your 

ideal prospect already has about your kind 

of offering. How are they feeling about 

their specific situation or circumstances 

when they need your product or service? 
 

 

When you know the secret of how to 

figure this out, and how to communicate 

and tap into the emotions of your 

prospects, you will have them hanging 

on your every word. 
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This is how the top 5% of super-successful   

millionaire entrepreneurs are able to draw 
 

hundreds, thousands and in many instances, 
 

even millions of new ‘eager-to-buy’ 
 

customers into their businesses, consistently, 
 

month after month, year after year. 
 

 

Just imagine the feeling of satisfaction (and 
 

peace of mind) that comes from being able 
 

to turn on the new business tap, virtually 
 

at will, whenever you feel your enterprise 
 

could do with a new injection of sales 
 

revenues to boost your bank balance. 
 

 

Remember, when you learn how to tap 
 

into the genetic buying fingerprint of your 
 

prospects, and access their emotional hot- 
 

buttons, then you will be operating on a 
 

level way above any of your competitors. 
 

And they’ll never be able to figure out 
 

why the big majority of the market seems 
 

almost magnetically attracted to buy from 
 

you, and no-one else.  
 
 
 
 
 
 
 
 

 

Remember, when you learn how 

to tap into the genetic buying 

fingerprint of your prospects, 

and access their emotional hot-

buttons, then you will be 

operating on a level way above 

any of your competitors. 
 
 
 
 
 

 

8 www.Common-Sense-Marketing.com 



 
 
 
 
 
 

 

H ow Super-Rich Business 

Owners Focus on Others to  

Quickly Make Friends in a Cold 

Market, and Get Buyers to Come 

to Them When Others Have 

Struggled Along, Sometimes for 

Years, Without Building a Stable 

Base for Their Business 

 

Can you remember an occasion when 

you were out at a dinner party, or down 

your local pub, or at some other social 

occasion where you met a new 

acquaintance, but almost instantly (or at 

least very quickly) made a judgement that 

they were boring, or arrogant, or 

conceited, or just a complete ‘plonker’? 

 

I’m sure we’ve all come across such 

people. But what was it that made you 

come to such an unfavourable conclusion 

so quickly? I’d suggest that in nearly 

every case it’s because the other person 

was talking almost exclusively about 

themselves, and their life and their 

circumstances. 

 

Perhaps they were talking all about their 

latest holiday, or how successful their 

career is, or how wonderful their family are. 

Whatever the topic, it’s certain that their 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

self-obsession will be a major turn-off not 

just for you, but for anyone else unfortunate 

enough to be cornered by them. 
 

 

BUT ironically, this inward looking ‘I’m so 

important’ perspective is what the vast 

majority of business owners take when it 

comes to the marketing of their products 

or services. And surprise, surprise, it’s a 

big turn-off for their prospects… just as 

you and I turn-off and tune-out of any 

personal conversation that has no 

interest or relevance to us. 

 

A classic example of ‘we’re the greatest’ 

advertising – in fact a whole directory of 

such inward-focused sales messages, used 
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be found in any copy of the Yellow Pages. 

It’s nearly all based around a common 

formula of Name: Rank: Serial Number 

adverts, i.e. large logo at the top, followed by 

a series of bullet points listing the products 

or services offered, finished off at the bottom 

by a very large telephone number. 

 

It’s simply saying “here we are, trust us 

we’re really good, now come and get it”, 

and it’s no wonder that the vast majority 

of business owners and professionals 

who advertise in the Yellow Pages (and 

any other publication), question from 

year to year whether their advertising 

investment is really worth it. 

 

And most failing business web sites are no 

different either. They’re dominated by 

“Welcome to Our Company web site” and 

prominent links to ‘About us’ and ‘Our 

products’. It’s not surprising that the average 

bounce rate of these sites (i.e. visitors exiting 

from the same web page they arrive at) is 

typically between 50% and 85% ! 

 

If you think I’m exaggerating about the 

predominance of inward-focused, self 

obsessed marketing then just take a 

look through the pages of any major 

consumer magazine or trade 

publication, or take a close look at the 

advertising on television every night. 

 

For example, I’ve just glanced through a 

supplement on the agriculture industry 

 

published by my local paid-for 

newspaper. Of the total of 26 

advertisements in the twelve-page 

supplement, literally 22 of them follow the 

name, rank and serial number approach 

of “Here it is, now come and get it”. 

 

Among the advertisements was a whole 

page in full colour (costing, I would 

guess, at least £2,000) for a well 

established land and property agents. 

The background image showed a close 

up of growing shoots, with a single word 

headline simply saying “Developing”. 

The main copy begins “Our Company is 

deeply committed to life and business in 

the countryside.” Who cares? Why on 

earth would that thought draw me into 

reading the advertisement? 

 

In total, the sales message uses the words 

‘we’, ‘our’ and ‘us’ ten times. It does not use 

the words ‘you’ or ‘your’ even once. Where 

do you think the balance of that 

advertisement lies? Truly customer-

focused, or introverted self-obsession? 
 
 
 

 

No wonder that the vast majority 

of business owners and 

professionals who advertise in 

the Yellow Pages (and any other 

publication), question from year 

to year whether their advertising 

investment is really worth it 
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It’s not just everyday 
 

companies striving 
 

to grow their 
 

business that make 
 

such fundamental 
 

mistakes in their 
 

marketing... 
 

 

I know from experience that some 

business owners will try and defend 

this “put it out there and hope for some 

results” type of marketing. They say 

that they are building awareness of 

their business in the market-place, so 

that when somebody needs their type 

of product or service they will 

remember them and give them a call. 

 

But with the huge volume of advertising 

that we’re all bombarded with every day 

via newspapers, TV, radio, email, direct 

mail and web sites, nobody is going to 

remember their unimaginative advertising 

six days later, let alone six weeks or six 

months later. (Only if you are a Coca-

Cola, or Vodafone or L’Oreal with very 

deep pockets will you have enough 

budget to run such advertising virtually 

every day of the week so that you can 

hope to be remembered). 
 

 

And it’s not just everyday companies 

striving to grow their business that make 

such fundamental mistakes in their 

marketing. Much bigger companies who 

should know better also get it wrong when 

 

 

it comes to focusing on the needs of their 

prospects. Here’s a couple of examples I 

observed just the other day… 

 

First, I spotted a magazine advertisement 

for the Landrover Freelander, which 

showed a large image (taking up literally 

95% of the space) showing an office water 

cooler containing two piranha. In the 

bottom 5% of the ad is squeezed the tiny 

copy “Freelander 2 Now under 160g/km. 

The adventurous businessman is back”. 

 

Apart from the fact that the Freelander is 

driven by many women, and the 

advertisement completely ignored this 

important group of customers and 

influencers, it also contained absolutely 

zero information that would inform me as 

to why this car is a better option than any 

of its competition. It contained no offer of 

interest, and made no attempt to 

encourage me to take any form of action. 

What a complete waste of money! 
 

 

Later the same day I sat watching early 

evening TV and saw the Halifax (Ice Ice 

Baby) ISA advert. 
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This time in their moronic radio show 

they are talking about ISAs and the 

women co-presenter tries to be cool and 

links the acronym ISA with the Hip-Hop 

song, ‘Ice, Ice, baby’ by Vanilla Ice. 
 

 

But in trying to come 

across as cool and hip, 

and ‘in-tune’ with popular 

culture, they miss the point 

that investing in an ISA is 

a serious topic, 

undertaken not by the 

mainstream population, 

but by those with 

significant disposable 

income. 

 

The advertisement is 

not cool, not funny, just 

embarrassing. Given 

the distrust of financial institutions in 

general, financial products and light 

hearted entertainment should be kept 

as far apart as possible. Would you 

trust your savings with a clown? 

 

ISAs are a good thing if you want to save, 

but this advert is driven by the mere 

coincidence that ISA sounds almost like 

‘ice’. This is a ludicrous basis for serious 

marketing, and once again misses the 

point that potential investors are not going 

to even notice, let alone be impressed by 

such self-congratulatory drivel. 

 

It’s time to take a look at the world 

from the other side of the mirror… 
 
Imagine for a minute that you’re standing 

behind a one way mirror, watching and 

eaves-dropping on the daily life of your 
 

prospects, both at their home and 

at their place of work. 

 

What do you think would 

happen if your marketing 

became a mirror image 

of your prospects wants 

and desires? 

 

Do you think you’d hold their 

interest and attention for a bit 

longer if you were talking all 

about them? And do you 

think they’d automatically 

want to find out how you can 

solve their problems, or 
 
ease their frustrations, or satisfy their most 

powerful desires? Of course they would! 

 

And when you know how to become their 

one true ‘friend in the market’, then you 

can naturally expect a 5 times, 10 times 

or even 20 times leap in the response 

rates to your marketing, and in your 

conversions to new sales revenues. 
 
 
 

What do you think would 

happen if your marketing 

became a mirror image of your 

prospects wants and desires? 
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H ow the Big Money Earners 

in any Market Know How to  

Nurture Prospects Away From the 

Competition, and Almost Magically 

Create a Special Bond of Trust 

That Leads to More Purchases, 

More Often, and at Higher Prices 

 

It is this secret that the top performing 

companies have discovered, which 

means that almost invariably when they 

enter new markets they are able to grow 

very, very quickly, whilst other more 

established companies only ever 

experience marginal growth (or worse 

still, seem to fall backwards whenever 

the economy gets tight). 

 

In essence, the success of these far more 

dynamic enterprises is because their 

leaders seem to naturally acknowledge the 

reality of building business relationships in 

highly competitive markets. 

 

Most under-performing competitors assume 

that the buyer already knows about the ins 

and outs of their products or service. And 

they expect them to quickly recognise the 

value of what’s being offered, and 

automatically place their order. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

But their minimal attempts to sell simply fall 

on deaf ears, because they don’t take the 

time and effort to nurture the prospect into 

becoming a buyer. Whereas the super-

successful entrepreneur knows that, just as 

in any personal relationship, it takes 

commitment from both sides before any 

meaningful business relationship can exist. 
 

 

You wouldn’t expect somebody to fall in 

love with you within five minutes of meeting 

you. Such occurrences are extremely rare. 

It requires each person to take an interest 

in the other , and to develop a degree of 

mutual respect before somebody even 

begins to like another human being, let 

alone fall in love with them. 

 

So why is it that the vast majority of business 

owners expect it to be completely different 

when it comes to building business 

relationships and creating willing customers? 
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Other than perhaps the timescales 

involved, there’s no difference at all. 
 

Top producers recognise that the big 

majority of purchases involve taking 

multiple steps -- each of which is 

usually small and involves minimal 

commitment from the potential buyer. 

 

When you know exactly how to create 

effective multi-step marketing campaigns, 

you’ll find that you too can attract new 

prospects into your business in droves, 

and it will seem to your competitors as 

though it’s happening by some kind of 

magical, invisible force. 
 

 

And when your prospects are motivated 

to approach you (rather than you doing 

the conventional chasing of the prospect 

that’s normally expected) then you’ll see 

for yourself that the dynamics of the 

buyer : seller relationship will have 

completely changed. 

 

Your prospects will already hold you in high 

esteem -- and even revere what you have to 

say – before they have actually purchased 

from you. This makes business life a lot less 

stressful, a lot more enjoyable, and takes the 

pressure off your company to match your 

competitors’ pricing. 
 

 

The result is like freeing up a set of 

rusty breaks that have been holding 

back your business, perhaps for years. 

 

Apply the secrets of positioning your 

business apart from (and above) your 

competitors, and you’ll quickly create a 

seemingly ‘magnetic’ attraction to your 

company and its offering. Prospects will 

instinctively know that you are the clearly 

the best option in the market-place. 

 

Consequently it won’t be long before you’ll 

be able to check your bank account day by 

day, then week by week, and then month 

by month, and see that your dynamic 

growth is not some kind of ‘flash in the pan’ 

illusion that’s likely to come crashing down 

around you at any moment. 
 

 

Let me illustrate this 

powerful, millionaire-making 

success factor for you … 
 
Just imagine the scenario of two families 

living on the opposite sides of the same town. 

Whilst these families are very different in 

many respects (including their level of 

disposable income), they have one common 

objective on this particular weekend. 

 

They are sitting at home deciding where 

they should go to buy some garden chairs, 

so they can enjoy the fine summer 

weather, and a barbecue with their friends. 

 

Now the point is that -- as with the vast 

majority of purchases in consumer and 

business markets -- this is not an impulse 

decision. Both sets of parents in these two 

families have often discussed the need to 
 

 
 
 

 

14 www.Common-Sense-Marketing.com 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

buy some nice garden chairs, and both have 

been on the look-out for several weeks. 

 

One family has a limited budget and the 

husband is simply looking for nice-

looking chairs that won’t fall apart. 

 

The other family on the other side of town 

has ample funds and the husband wants 

really comfortable seating, but he is also 

certain that he doesn’t want the hassle of 

covering up his garden furniture every night 

to protect it from showers or the odd cold 

spell of weather. And he also doesn’t want 

the job of re-sealing or re-painting his 

chairs at the beginning of every Summer. 

 

In both cases, each husband is being 

gently reminded by their wife that time 

is pressing, and the chairs are needed 

by 4 O’clock the following day, when 

their guests are due to arrive. 

 

Now in the same town, there are at least 

half a dozen different retailers offering a 

range of different garden furniture, 

including chairs. These include a couple of 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

privately owned independent retailers, 

and three of the largest DIY ‘sheds’ that 

operate on a national basis. 
 

 

One of these independent retailers (let’s 

call them Company A) was only 

established three or four years ago, but 

has quickly grown to rival even the 

biggest of the national DIY stores, and 

has long since overtaken the older 

established retailers who have muddled 

along merely earning a living over the 

past decade or so. Now here’s the 

critical million-pound difference… 

 

Company A knows their prospects very 

well. They understand what it’s like to be 

a hot prospect, keen to buy, but also 

eager to make the right choice without 

wasting their precious money. 
 

 

They are thinking more deeply about 

their customers’ experience and needs 

and mind-set. 
 

 

The rest of the competition are not. All they 

are thinking about is ‘how can we sell the 
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most garden chairs, tables and sheds this 

weekend?’ etc. They’ve never even thought 

about their customers. They’re thinking 

about themselves, instead of having their 

customers’ best interests at heart. 

 

So over the past three months, the marketing 

put out by Company A’s competition has 

consisted largely of leaflet inserts in the local 

newspapers (all based on a very similar 

format of flimsy leaflets, with a summary of 

their garden chair options and the minimum 

of information… perhaps a few pictures and a 

few bullet points, with a large logo, a large 

telephone number, and a series of large price 

banners). The same leaflets were also used 

by several retailers on the display chairs in 

their stores. 

 

However, Company A knows all about 

what’s going on in the mind of its true 

prospects, and provides for all their 

information needs in very specific ways… 

first they run an informative advertisement 

offering a free Buyer’s Guide all about how 

to identify the best value garden furniture, 

including what useful features to look out 

for, and key questions to ask. 

 

They also have detailed merchandising 

displays explaining the differences in 

construction of the various chairs they sell, 

and explaining the necessary maintenance 

requirements of the different materials used. 

A flyer was also prominently displayed 

amongst their chairs highlighting the total 

 

satisfaction, money-back guarantee that 

comes with every purchase of their 

Summer range of furniture and barbecues. 

 

The combination of nurturing marketing 

materials was based on carefully thought-

through messages with photographic 

evidence and finely detailed copy 
 
that immediately gets right inside the 

customer’s psyche. It gains attention, 

opens up interest, speaks to their needs, 

understands their desires, addresses 

their worries or concerns, and generates 

a degree of trust and understanding. 
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The consequence was that both families 
 

– one looking for low pricing, and one 

looking for easy maintenance and 

comfort – felt much more certain that 

they would be better looked after buying 

from Company A who had taken the time 

and effort to help them make the best 

choice for their particular needs. 

 

And this pattern of consumer preference for 

Company A who understands their customers 

feelings and circumstances far better, and 

nurtures them accordingly, is repeated 

throughout the year, leading to consistently 

higher sales, more loyal patronage and profits 

in a completely different league from their un-

knowing competitors. 

 

Imagine what’s going on in the mind of 

someone looking to buy your product 

or service, but they’re not sure who to 

trust, or how to get best value… 

 

When it comes to your business or 

enterprise, and you know the essential 

ingredients of that value-led ‘give before you 

get’ marketing, when you know how to grab 

the attention of each potential customer, 

when you acknowledge and address their 

(often unspoken) reservations and objections, 

you too can start to garner 3, 5, 10, or even 

20 times higher response than your 

competitors, who do not know this secret. 
 

 

What we’re talking about is ethically acting 

in the best interests of the customer… 

 

then any company that starts to adopt this 

approach will soon begin to experience 

200, 300, 400, or 500% or more response 

from their marketing investments, and this 

becomes very normal. 

 

A great recent example of this occurred 

with one of my private clients who 

operates in the construction industry, and 

who had been receiving only mediocre 

(and very marginally profitable) results 

from their database marketing. 

 

The key fine tuning they made was based 

around the realisation that nurturing and 

building meaningful relationships with 

prospects takes time. So instead of sending 

out one stand-alone letter to their prospects, 

they committed to sending out a series of 

three letters, spaced about two weeks apart, 

each one building on the message and 

credibility of the previous message. 

 

And surprise, surprise, the response 

from letter number two, was larger than 

from letter number one. And letter 

number three generated more response 

than letter number two! 

 

Overall the % response was relatively 

low, but the average order value from 

the sales appointments generated was 

many tens of thousands of pounds, and 

the lifetime value is potentially worth 

hundreds of thousands of pounds. 
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These Million-Pound 

Marketing Success Secrets 

Go Deep into The Mind of 

the Customer, Where Real 

Interest is Generated and 

Real Decisions are Made… 
 

Fascinating psychology exists that 

once understood enables a company to 

ethically tap into a person’s interest and 

desires – so much so that they are 

compelled to finish off reading your sales 

message because it is so fascinating and 

important to them or their business 

success that they won’t risk missing out 

on your dynamic information. 

 

The exciting reality is that there are a whole 

series of these powerful MARKETING 

SUCCESS FACTORS that have the 

potential to deliver the necessary X-factor 

in the customers mind. 

 

These little-known strategies and 

methodologies make the difference 

between one message that customers 

cannot wait to listen to -- the email that’s 

popped into my inbox; the letter that’s 

arrived on my desk, or the web page I’ve 

just landed on etc.-- and the plethora of 

other sales messages that just form the 

 

‘wallpaper of ordinary life’ and which 

prospects are totally unaware of. 

 

Think for a moment about that magic 

ingredient that -- once harnessed in 

your marketing -- means that your 

prospects recognise the potential 

importance of your business to their life 

or to their business results. 
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It’s the difference between the ‘stand-out 

from the crowd’ approach, and those 

hundreds of different messages from 

competing companies that are looked at 

from anything from a fraction of a 

second, to two or maybe three seconds, 

and then put straight in the bin. 

 

When you know that difference 

as a business owner, you own 

your market-place. 
 
A good analogy that I give to many 

business owners and managers that 

attend my seminars is that the big majority 

of marketing efforts are like the hissing 

and crackling of an old-fashioned radio 

set. But when you make that vital tweak to 

the tuning, suddenly the message comes 

through loud and crystal clear. 

 

How much more profit are you 

garnering from every hour you put into 

your enterprise? 

 

(Far more profit than your competitors 

who are only pulling in a conventional 0.1 

to 0.5 % response, if they’re lucky)! 

 

You haven’t put in more effort, and in fact 

in many cases you will have invested less 

time and less money than they have, and 

yet there is a magic ingredient that they 

have no idea even exists! 

 

And just think how much greater an 

asset you are building, until you come to 

the day when you can profitably exit 

your enterprise, and enjoy the long-term 

fruits of your labour. 

 

What’s the true potential 

of your business? 
 
When you apply these critical mindset 

strategies to whatever it is that you sell, 

whether it’s a product or service or 

treatment, think … how much more 

quickly your company is going to grow! 

 

How much more quickly are you 

going to be able to build a really good, 

loyal customer base? 

 

How much greater response are you going 

to get for the very same investment in time 

and resources and marketing budget? 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

When you apply these critical 

mindset strategies to whatever 

it is that you sell, whether it’s a 

product or service or treatment, 

think … how much more quickly 

your company is going to grow! 
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Taking the 
  

Next Steps 
 
 
 

 

You have now been exposed to three 

of the most important Marketing 

Success Factors, and you understand 

how to differentiate your enterprise with 

far more effective (and more 

competitive) marketing strategies. 

 

But, it’s important to realise that I have 

only just started to scratch the surface 

of the wealth of unique direct-response 

marketing strategies that are available 

to you and your business. 
 

 

For you to now take action and create 

your ideal overall marketing plan, and 

then implement the first of your 

priorities, I recommend you take 

advantage of a FREE 60-MINUTE 

CONSULTATION that I am making 

available to readers of this report.  

 

During our call I’ll find out about your 

business, and then provide guidance and 

feedback on how to apply the powerful 

strategies and methodologies of this report 

to your own marketing, simply let me 

know, and we’ll jump on the phone 

together for an hour. 

  

I’ll show you just how easy it is to add real 

bite to your sales messages, and how you 

 

 

  

 

can quickly generate higher 

engagement and response from your 

best prospects. 

  

     Simply go here to book your slot in my   

     diary, and tell me a little bit about your  

     business, and your ambitions and goals.  

 

If you are committed to TAKING 

ACTION, and are not just satisfied with 

the intellectual stimulation of reading 

information on new marketing concepts 

and methodologies, then I’d love to talk 

to you. 

 

     Here’s to your success! 

 

     Warm regards,  
 
 
 
  
 

 

  Richard Lomax 
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