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Praise from readers of the ‘Secrets Exposed!’ series

“Since coming across my first ‘Secrets Exposed!’ title, I have become 

addicted to the series! The amazing wealth of information and personal 

testimonies have been inspiring to read. Through each of the books, I have 

learnt so much more than I thought possible and I have been truly inspired 

to achieve my best and reach my own personal goals. Thank you Dale, for 

bringing together such a fantastic package that I’m sure will impact many 

people for years to come!”

Sharon Witt – Teacher and Author of the ‘Teen Talk’ series

“The ‘Secrets Exposed!’ books are not only inspirational but also life 

transforming. Over the last year I have decided to bring money and 

wealth into my life so I can then use that money to help the environment 

by teaching people young and old, and on projects that help the Earth. 

Working as a Landcare and Waterwatch coordinator I see what is happening 

in our world and even though I am inspirational in my field and regarded 

highly by my peers there is still a lot that can be done if the money is 

available. Your books have been a great learning curve for me and I can’t 

read enough of them – I just soak up the information. Thank you for 

sharing your knowledge and bringing other people’s knowledge into your 

newsletters and books.”

Jan Kesby

“Secrets of Small Business Owners Exposed! has been the kick in the pants 

I needed to achieve the dreams that I always knew were possible. Starting 

my own business at 23 has been an experience that not many people my 

age think of but I am happy to say it has all been worth the ride. Thank you 

for putting together a book that has given me the tools I needed to make 

that first step. I look forward to reading all the books in the series.”

Alana Armstrong – The Goodness Effect
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“The ‘Secrets Exposed!’ series has been a great source of inspiration and 

support to me. As a businesswoman and mother of young children I don’t 

get much time for reading, but I find that your stories are just the right 

length for a quick bedtime read. I couldn’t put down the Secrets of Female 

Entrepreneurs Exposed! and my copy is jam-packed with post-it notes!”

Allison Jones – www.larkdesigns.com.au

“I have to say I have read a lot of books, including YOU, inc. and 

The E-Myth, but this series of books was the best. I am an owner of a 

streetwear clothing line called Excelarate®and I found the women telling 

their stories in their own words was so fantastic as they have experienced 

a lot of the same trials that I have, and it is nice to know how they found 

a way past them.” 

Loryn Casey – Excelarate®

“I have been reading the ‘Secrets Exposed!’ series for the last two months. 

Once I start reading each book I cannot put it down. I picked up my 

third book from the post office this morning and I can’t wait to read it 

later tonight. Though I have not found a mentor as yet, I am using the 

inspirational words from the ‘Secrets Exposed!’ series to ensure the success 

of our business development.”

Donna Cox-Smith – The Innovative Thinking Group Pty Ltd
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To my brother Jay. Thanks for giving your time so selflessly when 

these books were just a crazy idea. I know I still owe you a trip 

to Fiji – don’t worry, it is on its way.

Dale Beaumont

For those people who bear with my moments of silence and 

tolerate my quirky ideas, I say thank you!

Neil Murphy
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P R E F A C E

If I were in your position right now I’d be wondering if I really needed to 

read this section. However, if this is the first ‘Secrets Exposed!’ book that 

you’ve read, could I ask you to please resist the temptation to skip ahead, 

as I’d like to briefly share with you why this book has been created and 

how you can best use it to impact your life.

When I was growing up I heard somewhere that there are two ways to live 

your life: the first is through ‘trial and error’ and the second is through 

‘other people’s experience’. At the time I dismissed it as just another one of 

those sayings that sounds good, but doesn’t make much sense. Then, like 

most teenagers I finished school with stars in my eyes thinking, ‘This is 

great! My education is over – no more books, no more lectures, no more 

people telling me what to do’. How wrong I was. After a few months of 

bouncing around, not quite sure of what to do next, I stumbled across the 

idea of personal development and started to hear concepts such as:

• Formal education will earn you a living, but self-education will make 

you a fortune.

• Work harder on yourself than you do on your job.

• You will be the same person five years from now, except for the people 

you meet and the books you read.

• Don’t wish that your job were easier, wish that you were better.

• You are your own greatest asset, so you must invest in yourself.

Since November 2000, I have been totally committed to becoming my own 

most valuable asset. After attending hundreds of seminars, listening to 

thousands of hours of CDs and reading shelves of books, I have  discovered 
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that the people who truly succeed aren’t any smarter, better looking or 

harder working than anyone else – they just think differently and have 

learnt to incorporate different values into their lives.

I am now in the very fortunate position of being able to travel interna-

tionally to present personal development seminars to teenagers and I am 

often asked, ‘What is the one thing you need to know to be successful?’ My 

answer is always the same: ‘The one thing that you need to know is that 

there is not one thing that you need to know to be successful’. I’ve learnt 

that success is multifaceted and that mastering one principle of success or 

area of your life isn’t going to take you to the top – the more you master, 

the more successful you will become. But if I did have to identify one of the 

most important success strategies, it would be this: ‘Find out what successful 

people do and do the same thing until you get the same results’.

That’s what this book is all about. The only difference is, instead of you 

going out and finding successful people, we’ve brought them to you.

You see, whatever you want in life, whatever you are shooting for, chances 

are that someone else is already living it. They have already invested years 

of their life and probably hundreds of thousands of dollars, they’ve made 

lots of mistakes, learnt from them and eventually succeeded. So why would 

you want to waste your own time, money and effort through ‘trial and 

error’ when you can fast-track your success by learning from ‘someone 

else’s experience’? As Sir Isaac Newton said, ‘If I have seen further it is 

because I have been standing on the shoulders of giants’.

Every time you pick up a book, attend a seminar or interview a successful 

person, you are compressing years of life experience into a few hours. 

With any of the ‘Secrets Exposed’ books, you can multiply that by between 

twelve and seventeen people and you’re looking at around 250+ years of 

experience and wisdom ready and waiting for you. It won’t prevent you 

from making mistakes of your own, far from it, but it will help you to 

make more calculated and purposeful decisions, rather than big, misguided 

and ignorant ones.

P R E FA C E2
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P R E FA C E 3

There is no shortage of information about how to achieve proficiency 

or even greatness in any area of life these days. Go to any bookstore or 

library and you’ll find the shelves sagging with titles from experts, all with 

their own theories and ways of doing things. But what I have discovered 

is lacking in almost all of these books is INSPIRATION. What’s missing 

is role models and mentors – the stories of people we can all look up to. 

People who started out exactly like you – with a dream in their hearts and 

with all the same fears and insecurities. Given the choice between reading 

a textbook or a dozen success stories about people who have actually 

done something, I’d take the success stories any day of the week. I’m not 

saying that theoretical information isn’t important, of course it is, but 

having presented hundreds of talks to all different types of audiences, I 

can confidently say that it’s always the stories that move people. It’s the 

whole, “If he or she did it, then so can I” that gets inside people’s hearts. 

When we’re inspired we get motivated and then we take positive action 

which leads to results.

The ‘Secrets Exposed’ books are not intended to be a one-stop-shop. They 

are an introduction to the wealth of knowledge available to you and to 

some of the real success stories of people who have reached the top in their 

chosen field of endeavour. That’s why at the back of each book you will find 

most of the contributors’ contact details and some of their other products 

and services that are available to help you continue your journey.

So, how did the whole idea for the ‘Secrets Exposed’ books come about?

Well, in 1998, when I was around seventeen, my nan gave me a copy of a 

book titled Collective Wisdom, by Brett Kelly. In it were transcripts of face-

to-face interviews with a whole lot of prominent Australian personalities. 

And it was a fantastic read. Since then I have seen a handful of random 

‘success story’ books, but the challenge I find with most of them is that they 

are either transcripts of interviews, that never really make complete sense in 

the printed form, or they are written by writers who paraphrase someone 

else’s story. The result tends to be a diluted message that doesn’t really allow 

you to get a sense of the individual’s personality or character.
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P R E FA C E4

In around 2001 I read my first Chicken Soup for the Soul book and real-

ised that there were dozens and dozens of related titles designed to 

meet the needs of different people’s areas of interest. I thought that was 

pretty neat.

It wasn’t until January 2004 that the ‘Secrets Exposed’ idea boiled over. 

I was in my hotel room in Singapore relaxing after six straight days of 

presenting to hundreds of teenagers. I was reflecting on the ideas that had 

been shared with them. One of the most important was to seek out those 

who have already achieved what you want and ask them lots of questions. 

I was plagued by the thought that only a small percentage would act on 

that very valuable advice and that most would never take the step due to 

a lack of confidence, fear of rejection or an inability to contact the people 

they needed.

That’s when it hit me…‘What if I could find the people and put together 

a number of books covering a range of different areas?’ I knew it would 

take a lot of effort, so for the next three days, I sat in my hotel room and 

developed the basis of an entire system to make it happen.

Based on my experience with other books, I decided that these books 

had to be non-time specific and be written (not spoken) by the people 

themselves. This way the answers would be planned and well thought-out, 

providing richer content and more interesting reading. I also wanted to 

make sure that there was an even balance between practical ‘how to’ infor-

mation and inspirational stories that gave an insight into the highs and 

lows of people’s real journeys. I also wanted to ensure that a percentage 

of every book sold was donated to a charity relating to the nature of that 

particular book.

When I arrived home I got into action. However, between working out 

of a tiny one-bedroom flat and trying to manage two other demanding 

businesses, my plans were a little slow in the beginning and I had to be 

resourceful. So I bought a plastic tub and turned the boot of my car into a 

mobile office! Anytime I could find a spare hour or two, I’d park myself at 

the gym or a nearby coffee shop and make calls from my mobile phone.
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P R E FA C E 5

Putting these books together has been both time-consuming and demanding, 

but it has also been a real privilege for me to have the opportunity to work 

with each of the people involved in the various books. Thank you, to each 

of you, for making it possible!

Well, I think you’ve heard enough from me. Now it’s time for you to 

discover for yourself the wonderful wisdom contained in these pages. I 

hope that you enjoy the read as much as we’ve enjoyed putting it together. 

And who knows, maybe one day we will be reading your story?

Dream Big!

Dale Beaumont

Creator of the ‘Secrets Exposed’ Series

Sydney, Australia

 

Exclusive to readers of the 
'Secrets Exposed' series…

In this 1 hour 43 minute recorded interview, author 

Dale Beaumont intimately shares the inner workings 

of the 'Secrets Exposed' series. Discover in greater 

details how he came up with the idea, how he 

managed to secure personal interviews with over 

200 of the countries most successful people and what 

he believes are some of the most important business and 

life principles from each of the books in the series. 

Simply visit the web page below and follow the directions to listen to or 

download the entire interview direct to your Notebook or PC.

www.SecretsExposed.com.au

DOWNLOAD YOUR FREE AUDIO GIFT
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F O R E W O R D

The great management guru Peter Drucker said, ‘The purpose of a company 

is to create and keep a customer’.

This book will help you do both.

Full of hints and tips from some of Australia’s savviest marketers, Secrets 

of Marketing Experts Exposed! will be invaluable to owners of small and 

large businesses alike.

I believe reading the right marketing books can save you years of hardship 

and potentially make you millions of dollars. The only problem is finding 

the right ones.

Because this book is an amalgamation of many people’s expertise and 

a summary of many of the world’s most potent marketing strategies, it 

should definitely be in every ambitious businessperson’s library.

But please, don’t just read it. Keep a pen and paper at the ready, make notes 

and put the ideas that most appeal to you into action this very week. That 

way, Secrets of Marketing Experts Exposed! won’t just be an enjoyable book. 

It will become your long-term business partner.

Siimon Reynolds

Co Founder Photon Group

Award Winning Advertising Executive

Best-Selling Author and Speaker
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I N T R O D U C T I O N

Question: What does a computer division worth $565 million, Yoko Ono’s 

lawyers and an elderly woman in a museum all have in common?

Answer: Secrets of Marketing Experts Exposed! 

…and as you turn the pages of this book you will find out why!

The title of this book may lead you to believe that you are about to read 

a book on marketing. While this is true, it’s important for you to know 

that this book is not just about marketing, but also about the experts 

who live and breathe marketing every day. Yes, you will still read about 

low-cost marketing strategies, how to create an effective marketing plan, 

why direct response advertising works, the steps for establishing a unique 

selling proposition, how to sell to the biggest buying demographic, the key 

to writing copy that sells, the do’s and don’ts of marketing, how to test 

and measure campaigns, how to build trust with customers, the power of 

internet marketing, the future direction of marketing, and how to market 

a Mars bar and sell it for $6,000…

…but you will also learn about the experts who have achieved marketing 

success – not always in the form of awards and advertisements that you can 

hang on the wall as art – but by increasing company turnover, converting 

sales, developing long-term relationships and establishing a strong presence 

in the marketplace for their clients.

In Secrets of Marketing Experts Exposed! we’ve assembled an amazing group 

of 16 successful marketing experts who are eager to share their experiences 

and pass on what they’ve learnt. These contributors provide ‘how-to’ advice 
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and loads of inspiration in answering questions that reveal their profes-

sional and personal journeys.

• What was your original motivation for starting a career in 

marketing?

• What is the most important thing you have learnt about successful 

marketing?

• What’s one of the best marketing deals you’ve ever done and why did 

it work so well?

• If you had to start again with nothing what would you do?

• Who are the mentors that have inspired you and what lessons have you 

learnt from them?

• What were some of the challenges you had to overcome on your journey 

to achieving your career goals?

• What do you think are the essential qualities or attributes of great 

marketers?

• What do you think holds people back from becoming successful in 

marketing a business?

• What is the biggest marketing mistake you’ve ever made and what did 

you learn from it?

To further assist you in your own endeavours, a number of contributors 

have also very generously offered valuable gifts to all of our readers. To 

receive them, all you need to do is visit the website address provided and 

follow the steps to download the bonus gifts – absolutely free. 

At the back of the book we have included the contact websites of every 

contributor. You’ll discover that many have their own books or educational 

materials, which we strongly endorse and encourage you to investigate 

further.

So, question: What’s next?

Answer: Go out there, apply what you’ve learnt and when you reach a goal 

– no matter how big or small – let us know so we can share your success 

I N T R O D U C T I O N1 0

Bh1370M-PressProofs2.indb   10Bh1370M-PressProofs2.indb   10 6/7/07   4:06:30 PM6/7/07   4:06:30 PM



I N T R O D U C T I O N 1 1

story. Remember, it’s what you do after you read this book that is going 

to determine its real value to you.

ENJOY!

Dale Beaumont and Neil Murphy

Email: info@SecretsExposed.com.au
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D O  Y O U R  R E S E A R C H

Do Your Research

A N D R E W  G R I F F I T H S

 As the mark et ing and adver t is ing industr ies 

tend to  attrac t  creat ive  people, there  can of ten 

be lots  of  great  ideas  f lowing but  not  a  lot  of 

fo l low up or  attent ion to  detai l  –  this  i s  where 

mark et ing e i ther  works  or  fa i l s .  
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P R O F I L E

A N D R E W 
G R I F F I T H S

Andrew Griffiths grew up as an orphan in Perth, Western Australia. 

This unusual beginning to life set the scene and started Andrew on 

the road to becoming the unique and remarkable man he is today.

Andrew has worked as a commercial diver, a door-to-door 

encyclopaedia salesperson, a gold explorer in the Western Australian 

desert, an international sales manager for a giant Japanese company, 

and has run his own successful marketing consultancy – to mention 

just a few key career highlights.

Today he is acknowledged as one of Australia’s leading experts on 

small business. His intimate knowledge and experience of small 

business is often sought by corporate Australia and government 

organisations to provide direction and understanding of the growing 

phenomenon of entrepreneurialism.

Describing himself as a ‘serial entrepreneur’, Andrew has developed 

an international reputation that has reinforced his six best-selling 

books. His books are sold in over 40 countries and their popularity 

has launched him as a keynote speaker and corporate advisor. 

Andrew writes and speaks about the art of building successful small 

businesses, including marketing, customer service, advertising, success 

and work/life balance.

With a passionate, energetic and engaging style, Andrew speaks 

from the heart about the key issues affecting small businesses and 

the importance this business sector plays in the Australian and 

global economies. He connects intimately with his audiences and is 

committed to helping people in business to reach their full personal 

and professional potential.
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What was your original motivation for starting a career in 

marketing?

I really fell into marketing. I used to be a professional diver, spending 

most of my life blowing bubbles, teaching diving, doing underwater 

construction and the like. I did my first dive course when I was 12 and 

soon decided I wanted it to be my career. One day I suffered a severe case 

of decompression sickness, which meant I couldn’t dive professionally 

again. At the time I was working for a large Japanese company and they 

looked after me very well and offered to retrain me in the field of sales 

and marketing (actually, they said I had a really big mouth and they 

would like me to use it effectively!).

After a bit of a bumpy start I took to my new career like a duck to water. 

The next thing I knew I was travelling the world as an international sales 

and marketing manager for a Great Barrier Reef cruise company. It was 

quite amazing – I spent three to four months per year in the US, a lot 

of time in Asia and even went to Europe and the UK.

My transition from diving to marketing was the greatest lesson I ever 

experienced in life. What at first seemed like the very worse thing that 

could happen to me actually ended up being a blessing in disguise and 

possibly the best thing that’s ever happened to me.

What is the most important thing you have learnt about successful 

marketing?

There is a huge amount of information about marketing. Most people 

don’t really understand it or know how to put it into practice, professional 

marketers included. In really simple terms, marketing is about putting 

money in your cash register. Sure there are lots of components – advertising, 

public relations, sales, customer satisfaction and so on – but we have 

to remember it is all about getting the cash register to ring loud and 

often. I find it strange that media awards are presented for advertising 

creativity and not for results. To me, the most successful advertisement 
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or commercial is the one that gets the 

best results for the business owner. So 

for every single marketing initiative I 

execute or recommend, I always have a 

clear outcome, and this outcome has to 

be related to generating revenue.

What is market research and do you 

really need it?

Well, there are different types of market 

research ranging from a simple chat with a customer to a comprehensive 

and analytical behavioural survey of 100,000 people. Market research 

covers a very broad spectrum of business needs and yes, I think it is 

extremely important. Unfortunately, most businesspeople don’t. I think 

this is often because they don’t know what to do or they can’t see the 

value in conducting market research campaigns (plus it can be a complex 

and expensive process).

Market research helps us to identify problems and issues before they cost 

a business a lot of money. The research can identify trends, confirm if 

a product has appeal before launching, determine whether advertising 

will work on a targeted market, and so on. How much of this you do 

depends on the level of your business. One advantage of running a small 

business is that you can utilise the market research conducted by large 

corporations. For example, who would have thought that we would one 

day go through a McDonald’s drive-thru and buy an apple? Obviously, 

McDonald’s has spent millions of dollars doing its own market research 

and found that people expect healthier options. So, if you run a food 

business and you’re not offering healthy options, why not? Use the market 

research of the large companies to your own advantage.

Talking to our customers is more important today than ever before and 

market research is a way of doing that. It tells our customers that we 

value their opinions, that we want their feedback and that we want them 

 …be aware, be 

informed, ta lk  to 

other  people  and 

k eep an eye on your 

competitors… 
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to help us develop products and services that they want. Understand that 

once you lose touch with your customers it’s very hard to get it back.

Do you believe it is necessary to research competitors? If so, 

what should you look for and how much time should you spend 

researching?

I do think we need to spend time researching our competition, but we 

shouldn’t become obsessed with it. It is very important to know what the 

opposition is doing well, what they are doing poorly, what opportunities 

exist in the marketplace and most importantly, what your own competitive 

advantages are. Unfortunately, I come across a lot of businesses that are 

totally obsessed with every single thing that their competitors do, and all 

that does is divert their eyes away from their own businesses.

So yes, be aware, be informed, talk to other people and keep an eye on 

your competitors, but spend all of your best energy on yourself and your 

own business. I also think that it is much smarter to spend time online 

and research the same kinds of businesses overseas to see how they are 

doing things differently. I do this a lot. For example, if I have a real estate 

client I will do searches of real estate businesses in the UK, the US and 

Canada and pick up some great marketing ideas that can be successfully 

applied to the business in Australia.

At what point do you say enough is enough, it’s time to put our 

marketing plans into action?

The one thing most people consistently complain about is a lack of time, 

and I am probably the worst offender. I decided to do something about it 

and the first step became obvious to me when I attended a seminar that 

discussed the term ‘failure to implement’ (FTI). I now have those three 

words written in big bold letters across the whiteboard in my office. It is 

the one thing I am in the midst of changing.
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The truth is that we are all bombarded with pressures and demands from 

a hundred different directions. Some days it seems like you get nothing 

done simply because you are responding to emails, phone calls, SMSs, 

faxes, letters and face-to-face encounters. Not only can this drive you nuts, 

but I also believe it is the main reason for FTI. We get too busy with the 

day-to-day stuff to actually implement things that need to be done, and 

we don’t have the time to put systems in place to make things happen 

automatically. The end result is that we slowly go nuts trying to do more 

and more but never really getting anywhere. It’s like treading water.

I recently met with clients who have been stressing out for years trying to 

figure out how they can work less. Unfortunately, they have never actually 

managed to find the time to sit down and work out how to do it. It is 

on their never-ending list of ‘things to do’ but it isn’t getting any closer 

to the top. My advice to them was to have a meeting immediately and 

work it out – don’t leave the room until they had a clear and realistic 

plan, locked in and implemented. They did it and have managed to turn 

their lives around – and of course now they realise they should have had 

that meeting years ago.

There are few businesses that don’t suffer from some degree of FTI 

and it is a nasty little critter. It creates annoyance, exhaustion and an 

overwhelming sense of frustration. I am certainly going to do something 

about it (today, not next year) and I hope that anyone else reading this, 

who feels like they are treading water, starts working right now to get 

rid of the FTI bug.

Most businesses start with very little or no marketing funds. How 

can these businesses execute marketing strategies?

It’s simple – if you haven’t got a lot of money to spend on marketing you 

need to put in time and energy. I do a lot of work with businesses that 

have small budgets, in fact, my books are written for those businesses. 

Marketing does require some money – you need to be able to put signs 

up, produce promotional collateral and do some simple advertising.
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Still, the best low-cost marketing idea is to spread the word – to attract 

new customers ask your current customers to refer your business. A lot 

of business owners struggle with this concept. They don’t want to look 

desperate (even if they are). From my experience, most people have a 

real sense of wanting to help, so all you are doing is tapping into this 

willingness. When you ask for referrals tell them that you are really excited 

about building your business and you need some help to do it, and be 

specific with the details: what type of customers are you after? How can 

you help them? What products and services do you offer? Don’t assume 

that people know because generally they don’t!

Can you list ten favourite low-cost marketing strategies?

1. Step outside your business and your comfort zone – spend time getting 

out and about, networking and attending functions. Be prepared to tell 

people exactly what you sell and don’t be afraid to ask for business.

2. Ask people to refer business to you – get on the referral bandwagon. 

Everyone is either a potential customer or they know someone who is 

a potential customer. Enlist the help of your family, friends, associates 

and neighbours to help grow your business.

3. Become a spokesperson – stand in front of a crowd, send letters to the 

editor, become the head of local organisations, or at least join them. 

Get yourself and your business name in front of as many people as 

possible.

4. Donate your time – it is amazing how 

much business you can have referred 

to you by being a good corporate 

citizen and helping out local charities 

or events. Who has the time? None of 

us, but those that make time get well 

rewarded in many ways.

 G et  yoursel f  and 

your  business 

name in  f ront  of  as 

many people  as 

poss ible. 
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5. Use a blackboard – it still amazes me how much business you can get 

from simply putting a blackboard outside your business. An oldie but 

a goodie!

6. Set up strategic partnerships – are there businesses that can refer 

customers to you and you can refer customers to them? Give them a 

call and go and see them. Set up a more formal arrangement, exchange 

brochures, get to know their business and start referring as soon as 

you can.

7. Ask your customers for ideas – it is very interesting to sit down with a 

few of your customers and ask them for ideas to help you grow your 

business. They will generally have some very interesting ideas that you 

may not have thought of. Smart business owners are always very open 

to other people’s ideas, and who better to look for ideas than your 

existing loyal customers? They get to feel good because you asked for 

their opinion and you get some great advice (hopefully) for free.

8. Use food – I have got more business over the years with chocolates 

than any other selling tool I know of. I believe if you feed anything 

enough it will keep coming back. So have some chocolates, lollipops, 

fruit or whatever takes your fancy and give it to your customers.

9. Free samples – don’t be afraid to give free samples of your product 

or service to customers or potential customers. It’s a case of putting 

your money where your mouth is.

10. Do the little things – look for ways to do the little things for your 

customers that other businesses won’t bother to do – remember names, 

give them an on-the-spot discount, and always be looking for ways to 

exceed their expectations. 

Where do most businesses go wrong with their marketing?

When it comes to small business marketing, I find that many have ‘small 

business syndrome’. This is where the standard response to marketing is, 
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‘I can’t do that, I’m only a small business’. To me, being a small business 

means an incredible amount of freedom – you can make decisions on the 

spot, you are directly in touch with your customers, you have flexibility and 

you have quality control. You just don’t have a big budget. But marketing 

is not about budget, it’s about action. Here is where most businesses go 

wrong with their marketing:

• They don’t have clear goals and objectives; they don’t know what they 

actually want to achieve.

• They don’t allow marketing enough time to work. They run one 

advertisement, which doesn’t work so they stop. Marketing needs to 

build momentum and it is about doing lots of smaller activities rather 

than one big activity.

• They take their existing customers for granted and don’t have a strategy 

for keeping them.

• They don’t devote time to marketing and so it gets put last on the ‘to 

do’ list.

How important is creativity when it comes to marketing?

I think it is important but I also think that some people get caught up 

by the term, saying things like, ‘I’m no good at marketing because I’m 

not creative’. I don’t think it is the be-all and end-all. Good, solid and 

honest marketing is more about having a solid concept, delivering it in 

an effective manner and ensuring you deliver the promise you made to 

your customers.

So yes, having the creativity to come up with the idea is an important 

aspect of the whole process but there are other parts that are equally 

important. If you are not that creative, or you think you are not that 

creative, learn to be a better observer. Look at other marketing material, 

look at advertisements in newspapers, and see what other businesses 

are doing. Look for the ideas that really catch your attention and see if 

you can adapt the idea to your own business. Look outside of your own 

industry – it is the concept we are looking for, not the product or service 

being promoted.
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Considering the ease and cost of 

creating and updating a website, 

do you still believe that businesses 

need glossy brochures?

Absolutely. It’s like e-newsletters. If I 

was doing a newsletter I would get it 

printed and distributed simply because 

most businesses don’t. How many e-

newsletters do we subscribe to but never 

read? I have heaps. But if a glossy, smart 

and professional newsletter arrives on my desk, I will read it when it suits 

me. Although the internet is wonderful, I believe it is making us lazy and 

cheap. We tell people to just go to our website for information and it’s 

up to the customer to do his or her own homework. I think that the real 

opportunity for any business is to have both – a great website and some 

smart, professionally produced promotional material. Nothing sells better 

than receiving this in the mail or after a sales presentation. Simply telling 

someone to go online is not enough and I think smart businesses realise 

this and provide both options for people.

When should businesses consider incorporating newspaper 

advertising into their marketing?

I think local newspapers are a great way to get your business name in front 

of potential customers. With regard to timing, I think it is important that 

every aspect of your business is fully operational and able to cope with 

an influx of new customers before any advertising is done. I remember 

there was a large tourism attraction that opened in Perth quite a few 

years ago. The owners had a huge opening planned and they advertised 

it extensively. The results were amazing and the crowds far exceeded their 

expectations. This sounds great, right? It was actually a disaster. The air 

conditioning failed and it was a really hot day; the lines were ridiculously 

long and so was the waiting time to get in; children were getting lost and 

there was no system in place to cope; the food outlets ran out of food 

 Nothing sel ls 

better  than receiv ing 

this  in  the mai l  or 

af ter  a  sa les 

presentat ion. 
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and drink after the first hour; and so on. Basically it was a total disaster 

and it took several years for the business to recover from its shaky start. 

The same concept applies to small businesses. Don’t advertise until you 

know you can cope with the response.

Why do you believe that humour should play a bigger role in 

marketing initiatives?

I think we should simply be having a lot more fun in life! I often have 

to say to people, ‘It’s okay, it’s only business’. We take our businesses 

and ourselves far too seriously. I think this is because many people 

misunderstand the difference between professionalism and fun. It is not 

unprofessional to have fun at work; in fact it is certainly better for a 

business. I was in India a while ago and I witnessed the laughing clubs 

in Mumbai. These are groups of people, mainly workers, standing around 

laughing their heads off before going back inside to work, re-energised, 

in a great mood and ready to be productive.

Laughter is very powerful on many different levels. It is good for us 

personally and it is great for our customers. If we can have fun with 

them, in whatever shape or form that takes, they will want to do business 

with us for longer and they will tell more people about us. So bring it 

on, make your marketing fun and aim for at least one good belly laugh 

every day.

Why do you believe that the famous ‘Can I help you?’ phrase 

should be tossed out the window?

It is an insipid and obvious phrase that gives people a chance to say, ‘No 

thanks I am just looking’. You need an interaction that allows you to build 

rapport with the customer. Obviously, if you are standing behind a counter 

and someone walks up to you to ask for something then it is appropriate 

to greet them and ask how you may help. But if your business is more 

sales based, more of a showroom or retail outlet, it’s very different.
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A friend of mine is a very famous photographer. He has galleries all over 

the world. I recently went into one and I was greeted by the same old 

‘can I help you?’ from the sales staff. Of course I uttered the standard ‘no 

thanks I’m just looking’ response. Everyone walking in did the same and 

it was a little uncomfortable; people generally had a quick look around 

and scurried out. So I made the suggestion that the staff start asking the 

question, ‘Is this your first visit to our gallery?’ If they say yes, give them 

a map of the gallery and the specific prints, and walk around with them. 

This creates interaction and a personal, comfortable tour. If the person 

had been to the gallery before, they should still be given a map, but also 

be shown the new prints that were just put up as the ‘print of the day’. 

When they did this, sales increased dramatically.

Again, all I am suggesting here is to think differently about how you 

greet people in your business. Don’t spend a million dollars setting up an 

amazing retail outlet only to have it totally under-perform because your 
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sales staff lack innovation and creativity. Read the book Fish! A Remarkable 

Way to Boost Morale and Improve Results by Stephen C Lundin, Harry 

Paul and John Christensen if you want to see how one business has totally 

revolutionised customer interaction with quite exceptional results.

After a business has developed a decent customer base, how much 

time should it spend marketing to these customers?

I think that we all know that finding new customers is much harder 

than keeping existing ones. Yet this recognition is often not reflected 

in the marketing commitment of a business. If you don’t create a very 

solid connection with your existing customers they will go elsewhere. 

Consumers have a huge amount of choice and they aren’t afraid to use 

it. Businesses need to market more actively and cleverly to their existing 

customers. These customers are already supporters and will refer business 

to you as long as you continue to meet and where possible, exceed their 

expectations. I personally think businesses should be spending more 

time marketing to their existing customers than potential new customers. 

Businesses that do this seem to have very good results.

What’s one of the best marketing deals you’ve ever done and why 

did it work so well?

Some time ago I was contracted by the government to visit small businesses 

and offer owners some advice on how to 

expand. It was simple stuff most of the 

time, they just needed a nudge in the 

right direction. I remember visiting an 

old general store in outback Queensland. 

The owner, an old lady, was complaining 

about how all the tour buses pass straight 

through the town without stopping. She 

wanted to know what she could do to get 

them to stop. I had a look around the 

place and noticed that the business was 

 Bus inesses  need 

to  mark et  more 

ac t ively  and c lever ly 

to  their  ex ist ing 

customers. 
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split into two parts. One part was a big junk room filled with piles of 

old farming materials and mining tools – equipment that was no longer 

being sold. I suggested that she turn this area into a museum, put a sign 

up at the front saying: ‘Museum – free admission!’ and then see what 

happened. Virtually straight away, people started stopping by to see her. 

It was amazing!

She then told me how old the business was and how she thought it was 

the oldest general store in Queensland. So I suggested that she put a sign 

on the roof stating exactly that, which she also did. In total it cost a couple 

of hundred dollars, but now she has all the tour buses stopping for photos 

at the oldest general store in Queensland and to visit the museum. All we 

did was give people a reason to stop and they did. Remember, marketing 

doesn’t have to be expensive, just smart.

If you had to start again with nothing what would you do?

This is an interesting question. I love animals and nature so I would 

probably become a zoologist or something like that. I studied marine 

biology for a short time but soon realised that I would have to spend 

more time in a laboratory than on a boat (hence the reason I became a 

professional diver). I have a fascination for sharks and have been in the 

water with some big ones so perhaps I would study them if I had to start 

again. That said, I love being an entrepreneur and I love helping people 

build their businesses.

What made you decide to write 101 Ways to Market Your Business?

The idea for 101 Ways to Market Your Business evolved out of my business. 

I had just started my own marketing consultancy and I was getting a lot 

of enquiries from small business owners. The problem was that while few 

of them had the money to pay for my advice, most were experiencing 

similar problems. So rather than turn them away I started making up fact 

sheets. They could tell me their problems over the phone and I could fax 

them some information to help them out. The fact sheets covered some 
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effective marketing ideas written in simple and plain language with a 

strong ‘how to’ focus.

After a while I had 50 of these fact sheets and the idea slowly dawned on 

me that if I wrote a few more I might have a book. I thought surely a 

book called 101 Ways to Market Your Business had already been written. 

Surprisingly, it hadn’t. So I wrote the extra tips, had some good fortune 

in finding a very good publisher with international contacts, and the rest 

is history. I have six books out at the moment and they are sold in over 

40 countries.

What advice do you have for corporations that market themselves 

to small businesses?

I do a lot of consulting work for large companies that have either lots 

of small business clients or franchisees. I come in as a kind of translator, 

giving them advice on how to better communicate with their small business 

clients or how to attract more of them and service them effectively. From 

my experience, most corporations don’t really understand small businesses. 

They don’t understand what motivates them or drives them. They can’t 

relate to flying by the seat of your pants, as most small business owners 

do every day. They don’t know the buying triggers of small businesses 

and they certainly don’t know how to communicate with them.

My advice when marketing corporations to small businesses is 

simple. Remember that small businesses generally have three main 

considerations:

1. They don’t have a lot of money.

2. They don’t have a lot of time.

3. They generally don’t have a lot of skills outside of their chosen area 

of business.

So when marketing to these businesses you need to respond to these three 

considerations. Get to the point and show them how they will save money 
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or make money with whatever you are 

selling. It’s as simple as that. Don’t take 

up a lot of time when communicating 

because they simply won’t have the 

chance to read, listen or respond. It is 

also important to make it easy for them 

to buy and implement. Many small 

businesses say no to buying products 

and services simply because they sound 

too complicated. They like the idea, they 

like the concept, but it all seems too hard. Follow this advice and any 

corporation will dramatically increase its success with the small business 

market.

What do you think are the essential qualities or attributes of great 

marketers?

Follow through – I think the hardest and rarest ability is to create a 

marketing concept and take it through to completion. Coming up with 

ideas is relatively easy but turning them into a reality is tough. As the 

marketing and advertising industries tend to attract creative people, there 

can often be lots of great ideas flowing but not a lot of follow up or 

attention to detail – this is where marketing either works or fails.

Make decisions – good marketers are able to make decisions. They may not 

always be right, but they can make decisions one way or another. This is 

one of the reasons I hate marketing by committee – decisions never get 

made, or by the time they do the opportunity has passed.

Juggle projects – there are many times when marketers have to manage 

many projects at the same time. The better you are at project managing, 

the more effective you will be at marketing. I get very frustrated when I 

come across disorganised marketing managers who cause more problems 

than they solve. They can be very damaging in a large organisation because 

they waste money and miss opportunities.

 They l ik e  the idea, 

they l ik e  the concept, 

but  i t  a l l  seems too 

hard.  
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Set goals – I am a firm believer in the importance of establishing goals 

in every aspect of life. From my experience, those people who set clear, 

achievable and worthy goals tend to fulfil them; those who don’t just 

float along aimlessly. For me, a life without goals is like driving a car at 

night without the headlights on.

Be open-minded – people, including marketers, often get set in their ways 

and do the same thing over and over, regardless of whether it is working 

or not. They use the same advertising mediums because they have worked 

in the past. They do what they are comfortable with. Being open-minded 

in all aspects of marketing is critical for success.

Be a great observer – marketing is about observations. What are other 

people doing? What are our competitors doing? What are our customers 

doing? I spend a lot of time just sitting and observing, reviewing material, 

brochures, advertisements, the internet and actual businesses to come up 

with new ideas and find ways to do what I do better. There are opportunities 

everywhere, we just have to open our eyes to new possibilities.

Bh1370M-PressProofs2.indb   29Bh1370M-PressProofs2.indb   29 6/7/07   4:06:33 PM6/7/07   4:06:33 PM



Bh1370M-PressProofs2.indb   30Bh1370M-PressProofs2.indb   30 6/7/07   4:06:33 PM6/7/07   4:06:33 PM



I D E A L  C U S T O M E R

Ideal Customer

J A N E  T O O H E Y  A N D 
M I C H E L L E  G A M B L E

 We of ten say  that  i t  i s  better  to  have a 

mark et ing plan that  you feel  i s  80  per  cent 

complete  ( in  terms of  st rategy)  but  100 per  cent 

implemented in  a  consistent  manner.  

Bh1370M-PressProofs2.indb   31Bh1370M-PressProofs2.indb   31 6/7/07   4:06:33 PM6/7/07   4:06:33 PM



P R O F I L E

J A N E  T O O H E Y  A N D 
M I C H E L L E  G A M B L E
Michelle studied education at Canberra University, has a post-graduate 

certificate in management from Macquarie Graduate School of 

Management and a certificate in direct marketing from the Australian 

Direct Marketing Association. She has over 14 years’ experience in the 

marketing, technology and telecommunications industries and was 

responsible for creating and implementing the marketing campaign 

for the launch of the Optus@Home broadband internet service.

Jane completed a degree in computer science in the UK and has 

a certificate in advertising. She has over 20 years’ experience in 

marketing and has worked extensively in the finance, technology and 

telecommunications industries. Previously, Jane was the managing 

director of Emery Vincent Design in Melbourne, and focused on 

developing the brand strategy for major clients.

Michelle and Jane first met when they were both working together 

on the launch of On Australia (now MSN). In 2001, with Michelle based 

in Sydney and Jane in Melbourne, the pair created Marketing Angels, 

a marketing consultancy that develops and implements marketing 

strategies for small to medium enterprises. The company works with 

a variety of industries in New South Wales, Victoria and Queensland, 

as well as in Auckland, New Zealand.

When not working on the business, Jane is a resource speaker for TEC 

(a company that coaches groups of CEOs around the country) and 

is also active in driving the marketing strategy for the Silver Lining 

Foundation in Queensland. She is also a keen cyclist and participates 

in road and criterium racing.

Having recently given birth to her third child, Michelle has little time 

for other interests outside of Marketing Angels. In her dreams she 

relishes the idea of indulging in her passion for literature!
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Where did you both develop your passion for business and 

marketing?

[Michelle] I started working at a very young age. I got my first proper job 

at 14, working in retail, and prior to that I often went to work with my 

parents, as well as cleaning, ironing and babysitting for extra cash. I was 

exposed to business early on and have been surrounded by it ever since 

– my husband has run his own business since he was 21, and my sister 

and parents have owned their own businesses. With regard to marketing, 

I really enjoy the creative side of business and marketing involves a lot 

of creativity.

[Jane] My passion for business is grounded in my respect for people 

who get out and make the most of the world. Starting a business takes 

guts. Our clients all have a passion for something, whether it is delivering 

organic snacks for children, developing affordable sustainable homes, or 

providing an online solution for tax returns. Working with clients like this 

is a challenge. They are always busy, demand the best results at the best 

price, often have their own strong views on what should be done and are 

very quick thinkers. They keep you on your toes and I love that!

What inspired you to start Marketing Angels and why did you 

choose to focus on small businesses?

We had worked together previously and were both at a point in our lives 

where we had left corporate jobs and were wondering what was next. We 

both knew that we didn’t want to go back to the corporate world because 

we wanted more flexibility and we were keen to look at what we could 

do on our own. We did a bit of back-of-an-envelope brainstorming and 

realised that small businesses were the most under-serviced in terms 

of marketing. We had seen a lot of small businesses pushed down the 

advertising route by agencies, when advertising either wasn’t the most 

appropriate tactical approach or was being delivered in a way that meant 

implementation was impractical. With this understanding, we decided 

to focus our efforts on small to medium enterprises (SMEs) as we were 
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excited about the idea of really making 

an impact in a business. We believed 

we could do that by applying a lot of 

the marketing principles used by large 

corporates in a practical way for small 

businesses. And so Marketing Angels was 

born! We knew our branding was a bit 

tongue-in-cheek but it worked for us. We 

wanted to look different from the typical 

marketing consultant or agency because 

we wanted SMEs that were using marketing for the first time, or trying 

it again after being burnt in the past, to approach us.

What are the most important things you have learnt about 

successful marketing?

• If it doesn’t make the phone ring, then it’s not worth doing!

• Small businesses don’t have the funds to speculate with their marketing 

tactics; doing the research first and testing the market is essential.

• Small businesses demand that every marketing initiative has a positive 

effect on the bottom line and builds the brand.

What questions should people ask in order to create an effective 

marketing strategy?

What are your business objectives? – to create brand awareness? Generate 

leads? Increase revenue? Increase customer spending? It is important to 

get clear on what you want to achieve and establish specific measures. For 

example, if your business wants to increase brand awareness, a measure 

might be a ten per cent increase in the number of visits to the website 

and a 15 per cent increase in phone call enquiries.

What’s the perception of your brand and how do people think you are 

different? – when customers think about your brand name, what comes 

to mind? Whatever it is, that is the current perception of your brand. 

 We k new our 

branding was a  bit 

tongue- in-cheek but 

i t  work ed for  us. 
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Asking people how they perceive you as being different helps you get 

clear on your actual differentiation. If their perception is different to your 

objective for the brand, there is obviously work to be done!

How do people find out about products and services similar to the type you 

sell? – knowing how people seek out services and products helps you 

focus your marketing effort. If word of mouth is the most significant 

way, then your efforts need to focus heavily on raising brand awareness 

and developing customer relationship management programs to maximise 

word of mouth among your current customers. If the internet is a 

significant way then you need to ensure you have a website that effectively 

communicates what you do, how you do it, what’s available and makes it 

easy for people to make an enquiry or purchase from you. If it’s through 

direct approaches then you need to ensure you have a strong and effective 

direct marketing program. If it’s through the media then you need to 

know what media your prospective customer reads regularly and focus 

on some public relations activities – offer to provide articles and perhaps 

support them with some paid advertising in these mediums.

How are you going to implement your strategies? – put together a budget 

and implementation plan to get a sense of the resources required to get 

the marketing activities underway. Is this achievable given your resources? 

Do you need to outsource some of the work or scale back the program? 

Do you need to review your objectives according to what’s realistic? 

Too many marketing plans sit on the shelf gathering dust because the 

implementation phase has been completely left out!

How should a business go about creating an effective marketing 

strategy?

1. Get clear – know who your ideal customer is and identify what 

attributes they have and how they would seek out your type of product 

or service. Ask current and past clients, friends, relatives – whomever 

you can!
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2. Evaluate your brand – make sure that your brand reflects not only 

what you and your business are about, but also what your customer 

wants to hear. Does it speak into their needs? Does your promise to 

the market match the demands of your target customer? 

3. Develop your strategy – your strategy should be developed around 

generating leads. Look at all the ways a customer might find you 

and then look at how to effectively target them – the internet, direct 

marketing, telemarketing, advertising, networking, referrals. What will 

drive them to enquire and how can you best capture that enquiry? 

The trick is to not rely on just one medium but to look at several 

and how they might work together. For example, you might develop 

a direct mail pack that refers people to your website. Does your site 

make it easy for people to respond to you? Do you have an enticing 

offer that encourages them to give you their contact details? Can they 

find the information they want easily and are they driven to act?

4. Revise the strategy – remember to track and revise the effectiveness 

of your strategy. Just because a tactical approach works well once, it 

won’t necessarily always work. Customers’ needs are always changing, 

so the important thing is to stay aware of what those changing needs 

are.

Is there a particular way of formalising a marketing strategy in a 

document?

We find that owners of SMEs need a document that is brief and practical. 

It needs to be simple with lots of clear objectives, specific tactics, a 

marketing budget and an implementation plan.

For example, when considering the objectives – what are the business 

objectives and what measures are going to be put against each objective? 

For example:
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Target/Objective Measures

1. Increase monthly revenue 

by $200,000 within six 

months

Record the number of sales 

made from July 2007.

2. Increase brand awareness Record number of increased 

inbound phone enquiries and 

web searches for the company.

3. Increase corporate clients Acquire three clients from the 

corporate sector by November 

2007.

4. Broaden client base Acquire five new clients 

outside the manufacturing 

sector by November 2007.

Objective 1: increase monthly revenue

Currently almost all client acquisition is a direct result of word of 

mouth. In order to achieve Company X’s objective of increasing its 

monthly revenue by at least $200,000, a more aggressive marketing 

approach is required. Marketing Angels recommends a direct 

marketing approach designed to build prospects into warm leads 

for conversion by Company X.

Currently almost all client acquisition is a direct result of word of mouth. In 

order to achieve Company X’s objective of 

increasing its monthly revenue by at least 

$200,000, a more aggressive marketing 

approach is required. Marketing Angels 

recommends a direct marketing approach 

designed to build prospects into warm 

leads for conversion by Company X.

Specific tactics – what tactics will you use to 

implement the strategy? For example:

 Leads generated 

v ia  the website 

should be added to 

the prospec t 

database… 
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Review the current website with a view to communicating the benefits of 

Company X in a simpler and more succinct way. The website review would 

also involve implementing both copy and structural changes to generate 

better quality leads via the website and support a more professional and 

corporate approach. Leads generated via the website should be added to 

the prospect database for ongoing communication.

Develop and implement a direct mail campaign to warm prospects into 

leads. The campaign would consist of a brochure and covering letter 

consistently distributed to new prospects on a monthly basis. All recipients 

would be followed up with telemarketing activity.

Develop and implement a telemarketing campaign to support direct 

mail activity. Using an outsourced telemarketing partner, develop and 

implement an ongoing telemarketing campaign with the specific objective 

of qualifying and warming leads for conversion by Company X.

Develop and implement a 90-day business development process to warm 

prospects into sales and prevent the burning of leads. This will require:

• producing a corporate brochure for distribution, to support 

telemarketing activity

• segmenting the current contact database and developing a process 

to consistently gain contacts from other sources, i.e. BRW lists and 

magazine articles, event lists, internet, press, associations

• developing client profiles

• designing a series of letters to precede and follow cold-calling activity 

targeted at specific markets

• developing a contact calendar to ensure all prospects are contacted 

every 90 days and categorised according to responses.

Marketing budget – based on the tactics outlined, you need to map out 

the marketing budget required. For example:
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Company X

Estimated Marketing Budget – June 06/07

Activity Cost  (ex. GST)

Increase brand awareness  

• Review corporate identity  1,500.00 

• PR program – identify appropriate 

publications and develop and distribute 

quarterly releases via PR consultant

 3,000.00 

• Develop html newsletter template 1,000.00

Increase inbound enquiry  

• Website review (including site 

development, graphic design, hosting costs 

etc)

         9,475.00 

• Design of corporate brochure (to be used 

in DM) 

         2,000.00 

• Copywriting of sales letters             500.00 

• Telemarketing activity           4,000.00

Reporting  

• Compile and analyse results monthly 

and provide recommendations – present 

quarterly update with recommendations 

(1/2 day of MA time every 3 months)

         2,400.00 

TOTAL ESTIMATED BUDGET (ex. GST)  $23,875.00 
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Implementation plan – be specific about what needs to happen each 

month and make sure you stick to it. A marketing activity calendar is a 

great way to keep your focus. For example:

Sample Marketing Implementation Plan

Activity Responsibility Week Commencing

Week 1  3-Jul 4-Jul 5-Jul

Review Brochure Concepts Client  

Feedback Brochure Changes Client

Week 2  10-Jul 11-Jul 12-Jul

Review Website Graphics Marketing 

Angels

Feedback Website Changes Marketing 

Angels

Commence Database 

Prospecting

Both parties    

How often should a business owner review their overall marketing 

strategy? What should they do if specific parts of their plan are 

not working?

Review your marketing strategy constantly by tracking where your leads 

and sales come from. This should help you to work out what is working 

well and what can be improved (so you know what tactics need changing). 

The way people use the internet for marketing is a good example of this. 

They look at reports regularly then change their keywords, work on their 

website or adjust their online marketing budgets accordingly. This should 

be applied across the whole spectrum of marketing activities.
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Can a strategic plan include dozens of marketing initiatives? How 

does one prioritise which initiative to implement first?

Yes, a strategic plan can include more than one marketing initiative. A 

good strategic plan has an implementation plan attached that is grounded 

in reality, based on resources and a budget. The implementation will take 

a staged approach and each element will build on another.

Why is it so important to know who your ideal customer is?

So you can maximise your marketing spend. You can’t be everything to 

everybody so you really need to get clear on who is most likely to buy from 

you, what they want to hear about your product or service and how they 

want to hear it. This helps you focus your resources on the most effective 

marketing tactics! By knowing your ideal customer and delivering what 

they want, they are more likely to refer you to other potential customers. 

They are also more likely to continue buying from you in the future.

How can you determine who your ideal customer is?

Run your numbers! Where do your best sales come from and does your 

service offering work for these guys? Is this changing or does it depend on 

external influences, such as seasonal change? Talk to your customers! Who 

is the happiest with your service and what is their profile – what is their age 

and family life, where do they live, what do they eat, read, do for fun? Which 

customers are easy to deal with and which ones generate the most revenue 

for the least effort? Once you know, focus on finding more of them!

Once you have found your ideal customer, how do you identify 

their exact needs and wants, and reasons for purchasing your 

product or service?

Ask them! Many businesses don’t ask because they think customers will 

feel hassled by research questionnaires and interviews. On the contrary, we 
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find that customers really appreciate the opportunity to provide feedback 

that will ultimately improve the products and services offered to them. 

Asking questions through a third party tends to help as well because 

customers are more likely to be honest and open about their experiences. 

A written questionnaire is seldom adequate either. You have to speak to 

at least a proportion of them. The extra comments you are able to collect 

in a conversation are often where the real ‘juice’ is.

What is a unique selling proposition and why is it important to 

have one?

A unique selling proposition (USP) is the reason why a customer should 

buy from you over a competitor. It tells your potential customer what it 

is you do and how you do it differently. A strong positioning is critical to 

the success of a business – it tells the market exactly what you promise 

to deliver. Having a good USP is vital as it differentiates you from your 

competitors and means that your marketing can have more impact. 

But remember, never over promise. Be sure that what you promise the 

market is what you deliver. Thwarted expectations result in very unhappy 

customers.

Having worked with numerous businesses, can you offer some 

examples of effective USPs?

Here are some positioning statements that we have helped develop for 

small businesses with the goal of supporting and building their brand.

Practical Systems (an agribusiness software firm): ‘Software – Improving 

the Business of Farming’ – this firm’s previous positioning statement was 

‘partnering in your success’. The response from the public was minimal 

as potential customers were unclear as to what the business was about. 

The reviewed positioning statement clearly states to the client that it 

is a farming-related product that can improve the way they run their 

business.
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Rehab Options (a work injury management firm): ‘Protecting Business, their 

People and Profits’ – the firm’s previous positioning statement was long-

winded and focused on the promise of getting injured workers back to 

work. The branding and signage on coordinators’ vehicles often attracted 

enquiries from individuals who had suffered workplace injuries. Rehab 

Options only works for businesses, helping to prevent workplace injuries 

thus reducing costs if they do occur. The reviewed positioning statement 

made it much clearer. Following the re-branding it immediately started 

attracting enquiries from businesses who had seen its branding.

Clearwater Filter Systems (a filtered water provider): ‘Leaders in Quality Value 

and Service’ – this company was working in a competitive environment, 

providing water filtration systems for business and residential use. With 

a lot of players in the market, it needed to ensure clients were aware of 

its reputation for quality and service and its position as a market leader. 

Reviewing the brand and incorporating the new positioning statement 

built value back into the Clearwater brand. Within 18 months the business 

was sold to a major New Zealand company. 

Once you have defined your USP, how do you successfully 

integrate it into your business?

You need to ensure that your positioning statement is wherever your logo 

is (this will give meaning to your brand) – business cards, letterheads, 

websites, invoices and so on. You also need to make sure everyone in the 

business knows what the positioning statement is and how they can deliver 

on it. For example, if you say that you deliver outstanding service, you 

must deliver outstanding service, from the 

way you answer the phone to how quickly 

you answer your emails.
 Within  18 months 

the business  was  sold 

to  a  major  New 

Zealand company. 
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For business owners who are just starting out, what is the best 

way to come up with the right name, logo and image?

• Do some research first! Find out what your potential market wants 

to achieve from buying or using your product or service. What’s the 

end benefit to them?

• Look at how your branding might communicate and deliver the 

benefits of your business in a different way from everybody else. This 

is important when considering the name of your business as well as 

your positioning.

• Think about the attributes of your target market. Are they male, female, 

young, old, a small business, a large corporation? What sort of income 

do they have? Is it a luxury, high-end or a value-based product? All this 

impacts the creative look and feel of your brand – the fonts, colours 

and logos used.

• Imagine what you want the customer to think when they see your 

branding. For example, when a small business looks at the Marketing 

Angels brand I want them to think, ‘This looks like a dynamic and 

energetic business that can help me with marketing and will deliver 

real results for my business’. Our strong colours, energetic logo and 

positioning of delivering marketing that works, all helps to create this 

in the minds of clients.

Should business owners consider and allocate resources to 

branding in the very beginning or after a business is running at a 

profit?

Ideally, you want to consider branding from the beginning, however it 

is not always possible to spend a lot of money on your brand in the 

early days. The main thing is to not be complacent about your brand. A 

brand is not just a logo, it’s your entire business. Take the time to think 

about what you want your brand to say to people and be clear about 
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this in your creative brief. The same goes for established businesses; it’s 

important to step back regularly and assess whether your brand really 

reflects what you are about.

Even if your business has an established brand, it’s never too late to 

ensure that it communicates the message you want it to. Brands can be 

reinvigorated and repositioned with the right approach – just look at 

the iconic Aussie brand, Bonds, and how it has been repositioned with 

clever branding and association with other Aussie icons such as Sarah 

O’Hare and Pat Rafter.

What do you think holds people back from becoming successful in 

marketing a business?

Confusing advertising with marketing, and thinking that you have to 

spend a lot of money on advertising to generate leads. Good marketing 

takes effort more than it does money. Too many businesses want to get 

straight into the tactical implementation without doing the research and 

thinking first. So many times the ineffectiveness of a business’s approach 

is due to the fact that they are not really clear on who their target market 

is and what their needs are. We often ask, ‘What is the listening we are 

speaking into?’ What do we need to say and how do we need to say it in 

order to get our message across? We then decide what the most appropriate 

medium to deliver that message is.

Jane, having a background in design, what are some of the ways 

you can make a company look professional without it costing a 

fortune?

Clever designs do not have to be expensive. If you have thoroughly thought 

about it first and a clear brief has been given to the designer, a great 

result can be achieved in a shorter period of time. It is the time taken for 

constant changes and iterations that pushes up the cost of design. 
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Both of you have been instrumental 

in the launch of several major 

products. What do you believe are 

the essential elements of a powerful 

launch?

Research your market – know who needs 

or wants your product or service, how 

they seek out such products and services, 

and then ensure that you speak directly 

to them in your messages.

Mix it up – don’t rely on just one tactic; look at all the different ways you 

can reach your market – public relations, direct marketing, the internet, 

referrals, networking and so on. Whatever you choose, make sure you have 

a clear proposition that holds everything together and a strong creative 

idea that can run through each tactical part of the launch campaign.

Get help – it’s impossible to know all of the options yourself; seek ideas 

and feedback from others to help give you an outside perspective on 

what might work.

What is the biggest marketing mistake you’ve ever made and 

what did you learn from it?

[Michelle] When I was working for one of Australia’s first and biggest 

internet service providers we developed a direct mail pack and sent out 

squillions of them. It went out with the wrong phone number on it and 

we had to pay for a diversion and a new phone line for someone else’s 

business that was receiving all our calls! This taught me that the devil 

is really in the detail, and no matter how great the idea is it can still go 

pear-shaped if you don’t dot your i’s and cross your t’s. I still dial every 

phone number on any piece of marketing before it’s signed off!

 …don’t  re ly  on 

just  one tac t ic ; look 

at  a l l  the di f ferent 

ways  you can reach 

your  mark et… 
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What do you think are the essential qualities or attributes of great 

marketers?

[Jane] Most important is the ability to listen! Listen to what the issues are 

for the customer and then understand which tools from the marketing 

toolbox are most likely to make a difference. The ability to multitask and 

manage a number of people in a team to achieve the desired result are 

also important qualities to have.

Michelle, when it comes to marketing, what advantages do women 

have over men?

I think women are perhaps more intuitive when it comes to marketing 

– they’ll listen to their gut instinct more. I also think that women are 

often better listeners and they’re more likely to be open to feedback and 

other ideas that might help them understand their market better. Women 

are also born multi-taskers – implementing a marketing plan demands 

an ability to keep a number of plates spinning at once!

What do you love most about being in a career focused on 

marketing?

It is the variety. Marketing Angels has developed a unique marketing process 

that carries SMEs through the strategic development of a marketing plan. 

It applies to any industry and any type of business, so after six years just 

about every type of business is represented in our client list. Each project 

is different, each team of people has different challenges, and every week 

brings a new project.

Were there any times when you wanted to totally give up? What 

got you through?

Absolutely, particularly when the business was going through a major 

growth phase and the workload was overwhelming. There were times 
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when we just looked at each other with the same question on our mind 

– ‘Why are we doing this?’ At the end of the day though, we both know 

that Marketing Angels has enormous potential and we love what we do 

so much that we would struggle finding something else if we did give up. 

Going back to a traditional marketing role in a corporate organisation 

was just not an option. By constantly reassessing and having faith that 

there is always a way around things, we’ve adapted and worked through 

these challenges. Being in partnership also helps, we know exactly where 

each other is at and have each other to lean on. Neither of us feels that 

we are doing this all on our own!

What are some of your plans or goals for the next five to ten 

years?

• We would like to continue building Marketing Angels nationally, with 

at least one more global office, one Angel in each commercial centre 

around Australia, and a team of Angels in the major cities. We are 

well on our way to achieving this.

• To keep on providing flexible and challenging careers for senior 

marketers who are fed up with the corporate world or just looking 

for a new way of working.

• To continue supporting Australian small businesses by delivering 

marketing that works!

• To successfully juggle a demanding career with family life and kids!

Is there a significant quote or saying which you live your lives by?

[Jane] ‘Live life like there are no second chances.’

[Michelle] ‘The only certain thing in life is change.’

Bh1370M-PressProofs2.indb   48Bh1370M-PressProofs2.indb   48 6/7/07   4:06:36 PM6/7/07   4:06:36 PM



I D E A L  C U S T O M E R 4 9

What is your advice for people who are not marketing their 

businesses right now?

Marketing is not rocket science, but it does need to be consistent and 

implemented. We often say that it is better to have a marketing plan that 

you feel is 80 per cent complete (in terms of strategy) but 100 per cent 

implemented in a consistent manner. Take one step at a time, but don’t 

sit around talking about it, do something!
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Ability To Leverage

W I L L I A M  S C O T T

 I am a  big  r isk-tak er  and l ik e  to  t r y  mark et ing 

ideas  that  have never  been done before. I  l ik e  to 

think wel l  and truly  out  of  the box, and to 

constant ly  be edgy and dynamic. That  sa id, I 

never  do f luf fy  things  that  do not  have a  bas ic 

return on investment .  
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P R O F I L E

W I L L I A M  S C O T T
William Hush Allan Scott was born in the bohemian hills of Byron 

Bay. Together with brother Kimberley and sister Kelly, he grew up 

under the guidance of his firm, but loving and fair parents, Jacquiline 

and Clive.

After finishing school at 18, William spent a brief time in Thailand 

before settling in Melbourne where he completed his studies in Public 

Relations at RMIT, graduating with distinction in 2001.

In 2007, and at the age of only 28, William is the employer of over 

500 staff across Australia, with offices in Melbourne, Brisbane, Sydney, 

Adelaide and Perth. William’s hands-on and accountable nature has 

seen him win contracts with some of Australia’s largest multinational 

companies including News Limited, Integral Energy, Optus, Vodafone, 

Foxtel, Energy Australia, American Express, and many other high-

profile brands.

Each year since inception, the company has grown by 200 per cent. 

SMART is now among the top three companies operating within the 

sales and marketing industry in Australia and William is in the process 

of floating the company.

SMART is one of only two companies to ever have been placed in 

the top 20 of the BRW Top 100 for three consecutive years; in 2006, 

it was placed at number 13, and ranked number seven in the BRW 

Upstarts list for 2005.

In August 2006, William was a runner up in Ernst and Young’s Young 

Entrepreneur of the Year competition.

William’s achievements on a more personal level include being a 

finalist in the Lions Club Youth of the Year awards in 1997 and playing 

tennis at state level during his time at high school. William was also a 

public speaker for Wealth Creation and Marketing at the age of 22. 
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What was your first significant job and what did you learn from it?

I grew up in the bohemian hills of Byron Bay. My first job was working 

at the Beach Hotel when I was 16 – I was still at school and the pay 

was $11 per hour ($16 per hour on weekends). The Beach Hotel was an 

extremely busy pub and I was fortunate enough to get a dishwashing job 

there through my sister, Kelly. As you can imagine there was not a lot of 

employment in the area, so I was thankful to have the opportunity to 

earn some extra cash (it also got me into most of the clubs at a young 

age!). While the job was very annoying, dealing with the greasy filth of 

thousands of dirty plates and glasses, it gave me a strong sense of reality 

and a good work ethic. It also allowed me to save some money and see 

what the rest of the world had to offer.

From this job I learnt that I didn’t want to wash dishes forever. I knew 

that I would be a slave to the rat-race for the rest of my life unless I 

did something clever and used my head. It is a lot easier to use your 

head than your hands. I was determined to build my life and make an 

impression on the world.

Although Byron is a beautiful area, and I still love going back there, it 

has its limitations and can trap a lot of people who don’t get out of 

there. After I left Byron, I did a brief stint in Thailand before settling in 

Melbourne and studying public relations at RMIT. Marketing seemed to 

come naturally to me, so I pursued it. 

Your success started at a relatively young age. Why was it 

important for you to be continually achieving?

I have an anti-rat-race mentality and have always wanted to be in a 

position where I was in control of my destiny, rather than having to work 

to make ends meet. My initial goal was to retire at 25. My definition of 

retirement is not stopping work, but having the choice of doing what 

you want, when you want to do it. I think my personality tends to always 

want more, or as I like to think of it, to constantly evolve as a person 
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rather than to sit still. Success is a state 

of mind and that is the trick of personal 

evolution.

You started running marketing 

seminars at the age of 22. Where did 

you acquire the knowledge to do 

this?

I started my company when I was 20 

years old and worked very hard while 

I was studying and finishing my degree. I think that while university is 

not necessarily one of the keys to success, it does help you shape and 

package yourself. It also shows that you have enough basic disciplinary 

skills to get a job done. I studied public relations at RMIT, which is 

an extremely prestigious course that set me up to manage and present 

marketing seminars. I also think my upbringing, where I was exposed 

to adult learning at a very young age, helped me prepare for business 

earlier than most people. 

When you began marketing what were some skills and knowledge 

you lacked and what did you do about it?

When I first began in marketing I am not even sure I actually understood 

what it was. Of course I was taught about marketing at university, 

however this is often a very old-school textbook type of learning – it 

does not encompass what is actually happening in the real world at this 

very moment.

When I was out there pitching for new business, the biggest knowledge 

and skills gap I had was between brand-driven marketing and sales-driven 

marketing. As I quickly found out, they are totally different and have 

completely different agendas. I tend to find that smaller companies will 

 I  s tar ted my 

company when I 

was  20 years  o ld 

and work ed ver y 

hard… 
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focus on sales first, whereas the larger companies will focus on brand. 

I had to learn how to achieve both for a client by creating a return on 

investment for them that was not just fluffy brand value. This lesson has 

since become the cornerstone of my marketing philosophy.

In the early days I lacked the resources to complete very complex marketing 

campaigns for clients. It was a case of the chicken before the egg. You 

know what you need to do, but you cannot afford the right resources 

or you cannot find the right person to complete the job. This became 

one of the major reasons I put together what I consider to be the first 

truly integrated marketing group in Australia. It is totally integrated and 

designed to offer the best solutions to our clients rather than selling only 

services that we would make money from.

Although in the beginning I was not quite sure what marketing was, I 

have since come to learn that marketing is a key element for growing 

a business. As you grow your business you need to invest the majority 

of your profit back into the business and intellectual property. This is 

because you need to find things that differentiate you from all the other 

companies competing for the same turf. Eventually you will build up a 

range of products and services that your competitors don’t have and that 

will become your strength in holding and gaining more market share and 

more prestigious clients.

What made you ultimately decide to start Sales Marketing and 

Real Technology (SMART)?

I did not want to work for someone else for my entire life, and I backed 

myself enough to have a crack at it. I wanted to build a great business and 

do something that would ultimately make me feel proud and worthwhile. 

Of course there is the money side of it as well. You can’t build much 

wealth working for someone else. I have always had big dreams and this 

was my first stepping-stone toward the bigger picture. You have to be able 

to crawl before you can walk. The next stage is running!
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What challenges have you faced in building your organisation?

My biggest issue in the early days was establishing our brand against 

major competitors, especially when we had no money. For the first two 

years the company went without profit and our business plan was to 

deliver our services about 15 per cent cheaper than our competitors. 

This was done in order to establish the business. As a result we were able 

to achieve enormous market share very quickly and establish our name 

in the marketplace. We focused our business on quality, not necessarily 

quantity, and were therefore able to boost our margins over time after 

we had put some runs on the board. Once these issues were resolved, 

my biggest challenges came from very aggressive competitors who tried 

to steal my staff and contracts. So we found innovative ways of keeping 

our staff, including sponsoring staff from overseas, and built IT systems 

with our clients to strengthen relationships. 

What business challenges do you face today?

Due to the nature of the industry, the biggest challenge has been 

maintaining a balance between client demand and employees. As many 

contracts are seasonal or consist of campaigns, it has been difficult to 

keep enough staff on to meet demand in the high season while having 

enough work for them in the low season. But as the business continues 

to grow there have been more ongoing contracts, which means there has 

been a better balance.

Your company now has over 500 staff. What have been the major 

reasons behind this phenomenal growth?

The major reason we grow so much every year is that we are constantly 

improving on the previous year. You need to keep moving forward and 

learning from your mistakes.

I think another major contributor is the staff and culture at SMART. If 

you create a fun working environment, where people love to come to 

Bh1370M-PressProofs2.indb   56Bh1370M-PressProofs2.indb   56 6/7/07   4:06:38 PM6/7/07   4:06:38 PM



A B I L I T Y  T O  L E V E R A G E 5 7

work and socialise after work, then your productivity excels. All of the 

staff in our company are striving to grow and are constantly rewarded 

for successes with generous commissions and bonuses. I like to hire 

staff who see the bigger picture, without losing sight of their individual 

roles. Managing expectations for staff and clients is another area I think 

SMART is leading in. 

In a nutshell, how would you describe your marketing philosophy?

I am a big risk-taker and like to try marketing ideas that have never been 

done before. I like to think well and truly out of the box, and to constantly 

be edgy and dynamic. That said, I never do fluffy things that do not have 

a basic return on investment. You can still be dynamic without losing sight 

of basic business fundamentals. I am constantly researching new methods 

and techniques from overseas and I like to think that I am one of the 

leaders when it comes to innovative marketing. I think it’s about finding 

a balance between getting the job done and doing something amazing.

Why do you describe your business as unique and innovative?

We pride ourselves on our ability to think outside of the box and come up 

with new ways of delivering products and services. This includes both our 

external service arm as well as ensuring that our business runs smoothly 

and profitably internally. We are in a unique position to be able to ‘loss 

lead’ in certain areas of the business in 

order to win in other areas, and still have 

enough margins to make up the difference. 

This is something that our competitors 

have struggled to achieve as they do not 

have the full range of services. We are 

also known for our ability to leverage 

cross-marketing opportunities in terms 

of databases and marketing budgets. This 

makes us extremely competitive in any 

 We are  a lso 

k nown for  our 

abi l i t y  to  leverage 

cross-mark et ing 

oppor tunit ies… 
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pitching process, especially with regard to our overall strategy and 

costing.

How do you differentiate and market your products and services?

One of the main advantages of SMART is our ability to give clients a 

full range of services. We differentiate primarily from our competitors 

because we give clients a full service solution. The company does not 

just provide services, but can also bring together a strategic marketing 

plan delivered in one package. We consult with our clients to gain an 

understanding of their needs, then map out an agreed marketing plan 

that can combine services such as door-to-door direct sales, telemarketing, 

promotions, public relations, advertising and event management, with a 

fully-supported IT back end to provide information collection and an 

analysis of customer data. 

What are some of the things you have learnt from working with 

corporate giants such as News Limited, Vodafone and Energy 

Australia?

I always enjoy working with big companies because there are so many 

different divisions within them. In some cases you might be working 

with up to five divisions in the same company. Of course the downside 

to that is managing communication and creating a congruent marketing 

goal. You tend to find that each division is so busy selling its services and 

trying to legitimise its own pitch that they sometimes lose track of the 

overall vision.

One of the important things I’ve learnt while working with big companies 

is that not all of their departments are on the same page. You often find 

that there is a lot of overlap and the integration is not as tight as you 

would expect. One of the roles you are often given is to find ways to align 
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and integrate the different departments within the group. Coming from 

the outside you are able to see different marketing initiatives between 

the departments, not only saving the company money but also gaining 

valuable cross-marketing strategies.

One of the other key benefits of working with big companies is that their 

brand is already established and you are able to focus on sales-driven 

activities rather than building or launching a brand. This changes your 

whole thinking toward the company because you are focused on protecting 

the brand and increasing the sales of one of their products or services. 

Advertising is closely linked with marketing. Can you explain what 

an advertising agency actually does?

Generally speaking, a full service advertising agency should encompass 

the talent and ability to produce creative design, advertisement placement, 

web positioning and branding. An advertising agency is a business 

committed to creating, planning and managing advertising campaigns 

for its clients. The advertising tools need to further the acceptance of a 

brand, product, service or idea to make clients visible, differentiated and 

relevant. Advertising agencies also provide real-time reporting to effectively 

and efficiently measure performance.

As an organisation that provides its clients with a total advertising solution, 

SMART is specialised in every discipline, available individually or as an 

integrated whole. With our ability to implement initiatives through a wide 

range of media, our clients are uniquely positioned to attain the results 

they desire thereby removing any form of guesswork. From preliminary 

website design to website positioning and branding we provide advice and 

support throughout the process to ensure realistic and effective decisions 

are made. With our considerable network of contacts and affiliates, SMART 

is able to apply the experience, professionalism and creative flair that we 

have perfected to all client campaigns. 
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When do you think is the right 

time to engage the services of a 

professional advertising agency?

I don’t think it is ever a good idea to 

only engage the services of an advertising 

agency, unless it is a full service company 

that can offer a quantitative integrated 

solution, driven by performance and not 

just profit.

One of the times you would consider a professional advertising agency 

is when you have a reasonable budget. The quickest way to spend your 

money is to put together a television, print and radio campaign and then 

cross your fingers and hope that it works. In modern marketing there are 

many other options you can consider, like specific web advertising with 

pay per click accountability and targeted mail-outs with telemarketing 

initiatives. That said, a good advertising company can take your business to 

amazing heights. It is all about managing the budget and making sure you 

have the right strategy. How many times have you seen an advertisement 

for a new company but at the end of it you cannot remember the name 

of the company, let alone what it was about? If you are establishing your 

business it is important to have a call to action, and unless you have an 

endless amount of money you will want to see a return on investment 

very quickly. If you don’t, you will more than likely end up like 90 per 

cent of all businesses that go belly up. Timing, targeting and budget are 

areas you need to focus on! 

How can you attract the attention of the media and create some 

publicity for yourself and/or your business?

A story will only make the news if it is news. That is, if it alters perceptions 

or behaviours and moves a story or an issue forward. In order to make 

news it is important to understand the media and learn what journalists 

 I t  i s  a l l  about 

managing the budget 

and mak ing sure  you 

have the r ight 

strategy. 
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want. Remember that journalists receive hundreds and hundreds of media 

releases every day, most of which end up in the bin.

My advice is to build a strong network of media contacts. That way, 

when you issue a media release it makes it a lot easier to pick up the 

phone and sell the story. At the end of the day your ability to deal with 

journalists can make a difference between keeping and losing an account. 

The thing to remember when pitching to journalists is to keep it simple. 

Journalists are on deadline and cannot spare any more than 30 seconds 

of their time. They have a difficult and very important job – to keep the 

public well informed and our goal is to help them in their efforts, while 

at the same time ensuring that our clients get a good and fair hearing 

in the press.

Here are some of the do’s and don’ts when dealing with journalists:

• Do learn something about the reporter you are approaching.

• Do check media resources for your country or region.

• Do read their stories and watch their shows.

• Do read and watch their competition.

• Do build relationships with them over time – prove you can be 

trusted.

• Don’t waste their time.

• Don’t pitch clients in areas that are out of the reporter’s beat or 

expertise.

 What are your top tips for writing a successful media release?

1. What do you want to say? Develop your key messages and ensure they 

are newsworthy. The newsworthiness of a story is judged by:

• proximity

• timeliness

• impact

• conflict

• prominence
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• currency

• human interest

• the unusual.

2. Make sure you wait until you have something of substance before 

you issue a release.

3. Keep the release short and succinct – ideally it should be no longer 

than one page.

4. Ask yourself how people will relate to and connect with your story.

5. Remember when you pitch a story, journalists are seeking the answers 

to who, what, when, where, why and how.

6. Use the ‘pyramid’ approach for writing releases – the main news 

summarised succinctly in the first paragraph and other information, 

in descending order of importance, in the following paragraphs. This 

makes it easier for editors to cut out information.

7. Refrain from using superlatives or descriptors such as ‘pleased’, 

‘excited’, ‘exceptional’ and ‘unique’.

8. Include a quote from a person, identifying them by name and title 

and putting their comments in quotation marks.

9. Provide as much contact information as possible – contact person, 

address, phone and fax numbers, email and website addresses.

10. Make sure spelling and grammar is correct – get someone else to 

proofread your release.

During an interview how do you present yourself in the best 

possible light and gain exposure for your business?

Generally, if someone is interviewing you they are interested in your skill-

set. Some things to keep in mind during an interview include:

• using examples so that the audience can clearly understand the message 

you are delivering

• talking about your company and some of your successes without big-

noting yourself – it does not sound professional or modest if you talk 

yourself up
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• relating to your interviewer and listening before you speak – you have 

two ears and one mouth.

What are the most important things you have learnt about 

successful marketing?

I have learnt that you need to have empathy to be successful in marketing. 

In almost every strategy you develop for a client, you need to have the 

ability to empathise with the market in order to determine what they will 

respond to. I have also learnt that some marketing professionals will argue 

to death about their specialty, rather than putting it aside for a moment 

and identifying the best solution. It is human nature for people to argue 

what they know best, however successful marketers understand the best 

strategy and argue based on research and careful thought – not ego!

What are the most common mistakes made by new marketers?

New marketers tend to:

• not have enough research on their target market

• not have enough resources to complete a campaign

• have an inadequate budget for the size of their job

• lack empathy toward their target market

• poorly manage implementation timelines

• misunderstand their own limitations 

– you cannot be all things to all 

people

• hire the wrong people for the job 

and then try to mould them to meet 

their expectations

• try and reinvent the wheel – but why 

fix something that isn’t broken?

• budget and plan for the worst result 

– the key is to under-sell and over-

perform.

 …talk ing about 

your  company and 

some of  your  successes 

without  big-not ing 

yoursel f… 
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Who are the mentors that have inspired you? What lessons have 

you learnt from them?

My philosophy is to try to get the best out of every person I meet. I 

think you can learn something from everyone, whether it is on lifestyle 

balance, sport, business or dealing with family and friends. I believe that 

no one person has all the answers and that you need to be inspired by 

many people in all areas of life.

I regard Sir Richard Branson as a business mentor and have learnt so much 

from the way he conducts himself and gets the best out of every marketing 

and public relations opportunity. I also like the way he uses his brand to 

constantly move into other areas of business by tapping into markets that 

overlap, for example, telecommunications and entertainment.

As I get older and face bigger challenges, I am looking for a whole different 

range of people who have faced enormous challenges. I have recently 

finished reading the biography of Che Guevara. While I don’t agree with 
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all of his politics I was inspired by his determination and self-belief against 

all the odds. He was also a guy that would lead from the front and by 

example – a quality that I think is unfortunately dying out.

Nothing truly amazing happens easily and you need to fight for what 

you want. Nelson Mandela is a perfect example of this; an amazing guy 

who we can all learn from – resilient, strong-willed and willing to fight 

hard for what he believes in.

I also have a high respect for my parents, Clive and Jacquiline, who have 

shown me how to stick with my individuality and not be just another 

number in the crowd.

Is there a significant quote or saying that you live your life by?

‘Two little mice fell into a bucket of cream. The first mouse quickly gave up 

and drowned, but the second mouse, he struggled so hard that he eventually 

churned that cream into butter and he walked out.’ – Frank Abagnale

‘Never be bullied into silence. Never allow yourself to be made a victim. 

Accept no one’s definition of your life; define yourself.’ – Harvey Fierstein

‘Success consists of going from failure to failure without loss of enthusiasm.’ 

– Winston Churchill

What do you love most about being in a career focused on 

marketing?

First, I love the fact that this industry is constantly changing and growing. I 

think people often underestimate the power of marketing. It’s unfortunate 

because marketing is a core business function essential to every business. It’s 

about developing differentiation, personality and a competitive advantage 

for a company. In today’s world, where a company’s image and reputation 

are so vital to its success and sustainability, marketing is often responsible 

for defining and protecting the corporate brand image. I love being a 
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part of this development process and 

watching my clients’ businesses grow.

Second, I love the people. Marketing is 

an industry that attracts energetic and 

creative people. I always ensure I employ 

staff with great zest and energy because 

walking into an office full of switched on, 

vibrant people just makes my day more 

enjoyable (it also means that my business 

is still running).

Last, I thrive on the fact that because the marketing industry is constantly 

growing there are always new things to learn – put it this way, no two 

days are ever the same.

Over the next ten to 20 years what do you see as the major 

marketing initiatives for businesses?

There will be much consolidation between different industries and entities 

over the coming years. This is happening as we speak in my own group 

as well as around the world. I see many companies combining their 

resources to come up with better offerings and looking for cross-marketing 

opportunities. If you are both targeting the same market but are not 

competitors, then it makes natural sense to combine your marketing 

budget and come up with something new. This works as long as both 

brands are of a similar standing and do not take away credibility from 

each other. Every industry has companies that are close to their market 

but are not competitors. An example would be an electricity company 

marketing with a telecommunications company. On a smaller level, it 

could be a hairdresser marketing with a massage therapist. As long as it 

does not detract from your brand and offering, it can save a lot of time 

and money. If you are able to establish good strategic alliances now, 

you will be way ahead of the pack. A good example of a company that 

is already doing this is Virgin. They are constantly cross-marketing and 

using existing databases to tap into new markets.

 A  good example 

of  a  company that  is 

a l ready doing this  i s 

V i rgin . 

Bh1370M-PressProofs2.indb   66Bh1370M-PressProofs2.indb   66 6/7/07   4:06:39 PM6/7/07   4:06:39 PM



A B I L I T Y  T O  L E V E R A G E 6 7

I think you will also see the internet evolve into a tailored interactive 

television with millions of channels to watch. As bandwidth increases, 

webpages will become faster and will contain more content. There will 

be full video sites and everything will be tracked. Non-targeted marketing 

will be a thing of the past and more money will be spent digitally than 

anywhere else.

The mobile phone is also something to be mindful of with future marketing. 

If you consider that it is with your market all of the time, it carries video 

content and is totally targeted, then you will understand why mobile 

marketing is one of the fastest growing segments at the moment. I see the 

mobile phone being used for almost every type of commerce transaction, 

from going to the movies to buying a book or CD. The mobile phone is 

something to get your head around or you will be left behind.

Where do you see the future of your business and how are you 

going to get there?

At the moment I am preparing to build the biggest and most integrated 

marketing group in Australia – I am being listed on the Australian Stock 

Exchange under the name of Commquest. I am currently negotiating 

with over nine companies to buy and integrate with; they may not be the 

biggest in size, but they are aggressive, dynamic and cutting edge leaders 

in their respective fields. I envisage a company like no other in Australia 

that can deliver amazing results under one completely integrated group 

driven by the motive of achieving greatness and not the goal of lining the 

pocket. I also have plans to grow my business internationally and I am 

currently looking at Europe and America as the next ports of call. 
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Way Of The Future

S H A U N  S T E N N I N G

 R ight  now i t ’s  poss ible  to  create  a  webpage 

that ’s  smar t  enough to  improve i ts  own 

convers ion rate  without  us  even having to  look 

at  i t . Now that ’s  power ful !  
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S H A U N  S T E N N I N G
Shaun Stenning was born in Echuca, Victoria, in 1984. His parents 

supported an active lifestyle and Shaun spent most of his time training 

and playing sport, competing at both state and national levels in a 

range of sports.

Shaun’s entrepreneurial flair was apparent from an early age and at 

just eight he decided he would begin investing. He rang the ABC 

Radio National’s shares specialist and grilled him about what shares 

he and his sister should buy before starting his portfolio. By 12 he was 

managing a variety of indoor sports at the local sports centre, at 16 

he was running a holiday program for local caravan parks, and at 17 

he was running pre-season boot camps for local football teams.

After graduating from high school, Shaun decided to enrol in a 

commerce/computing double degree at university, but left before 

completing it. He realised that the methods and strategies he was 

learning were out of touch with what was happening in the market 

and what he was learning from his real-life business experiences.

Shaun worked hard to educate himself, reading countless books, 

attending seminars, doing courses and just giving things a go. He and 

his first business partner had a number of early successes, including 

managing the first ever 24-hour fundraising event in regional 

Victoria.

Shaun is now the general manager and co-owner of Sure Fire 

Marketing, one of the fastest-growing internet marketing businesses, 

which in its first three months experienced a 400 per cent monthly 

increase in staff numbers.

Shaun lives with his fiancée, Stephanie, and their two dogs and 

describes his ideal holiday as ‘lying on a white sandy beach with a 

cocktail in hand’.
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When did you first discover your passion for business and 

marketing?

In grade two I had a fantastic teacher, Ian Mancer, who themed the 

classroom differently each month. I remember one theme very distinctly 

because it was based on shops and business; we were learning about money 

and life as a shopkeeper. Two of my classmates and I set up a toyshop and 

handyman service together, and before long our business was booming. 

The handyman service was not part of our original plan but our shop 

was in need of repairs so I decided to bring in some of Dad’s tools from 

home. Soon after, other students were asking me to repair their shops so 

the handyman service was set up to take advantage of an opportunity.

My classmates and I were marketing ourselves by word of mouth and 

referral commissions (not that we knew the terms for it at that age). The 

game was really my first experience with business and marketing and I 

think that’s where my initial passion stemmed from. This was a great 

learning experience and had it not been for my grade two introduction 

to entrepreneurship I would perhaps not be as passionate about business 

and marketing as I am today. Thanks Mr Mancer!

What was your first job and what did you learn from it?

When I was 12, the sports centre where my dad taught was running a 

variety of indoor sports. The manager, a young enthusiastic entrepreneur, 

was looking for a right-hand man. So at this young age I was put in 

charge of managing junior indoor sports and senior indoor cricket. 

My duties included everything from cash counting and till balancing 

to marketing and coaching. By the age of 14 I was solely in charge of 

managing junior and senior indoor cricket, where I was responsible for 

staffing, cash management and marketing. By this point I was managing 

several casual staff.

The biggest lesson I learnt from this experience was the art of delegation. 

I used to ask myself, ‘Is this the highest and best use of my time?’ If the 

Bh1370M-PressProofs2.indb   71Bh1370M-PressProofs2.indb   71 6/7/07   4:06:40 PM6/7/07   4:06:40 PM



S H A U N  S T E N N I N G7 2

answer was not a resounding yes, then 

I knew it was time to delegate the task 

to someone else. It’s not about being 

precious, it’s about making sure you and 

your team are as productive as possible. 

That question is one I still ask myself 

today.

Having said this, my lessons about 

delegation were learnt from good and 

bad experiences. On the good side, I found that delegation freed up my 

time to work on more important tasks that kept the business moving 

forward – recruiting new staff, growing business relationships, approaching 

sponsors, and every now and then, fighting a few fires. On the bad side, 

I learnt that delegation without astute management led to disaster. I 

realised that it was not simply about delegating work and waiting for it 

to be completed. It was about delegating the right task to the right person 

and consistently following it up along the way.

When you began marketing what were some of the skills you 

lacked and what did you do about it?

When I chose to specialise mainly in internet marketing, I found that there 

wasn’t really any one place or course where you could learn everything you 

needed to know about it. So in the beginning I was lacking skills in all areas 

and basically had no idea what I was doing. I knew nothing about email 

marketing, search engine marketing or any aspect of internet marketing. 

And it’s not the sort of thing you can study at university because three 

months on the internet is equal to a year offline. I mean, if you went to 

university to study internet marketing you would constantly be learning 

outdated course material from behind-the-game textbooks.

When I started out I decided that if I wanted to be the best I would 

have to saturate myself with great information. I sought out just about 

every blog, forum, website, e-book and course that I could and set to 

 I f  there’s  no other 

opt ion then that ’s 

exac t ly  what  they ’ l l 

end up doing. 
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work on studying market leaders like Dan Kennedy, Matt Cutts and Jim 

Boykin. I read the information, took pages of notes and then re-read it 

again. I set myself a goal to learn and implement at least one new piece 

of information every day. Through this process I quickly realised that 

having all the knowledge in the world was useless unless you actually 

acted upon it.

With every book I read I almost had to re-write my marketing plan and 

website as I learnt and tried new techniques. Without that ‘lock-down’ 

learning phase I would not be where I am today. So many people have 

the resources at their fingertips to do great things, it’s just that not many 

know how, or try to learn how to use them.

Can you explain what marketing has to do with herding cattle?

A great mentor of mine was the first person who described this marketing 

philosophy to me. He said to imagine that all of your customers and 

prospects are cattle roaming around in the wild. If you want to get them 

onto a truck you can’t simply run them straight up a ramp. First you need 

to go out on your motorbike or horse and round them up into a holding 

paddock. Then you have to move them into the cattle yards, where you 

can easily move them from pen to pen until you can direct them up the 

race and onto the truck because they simply have nowhere else to go. 

Marketing is very similar. At the end of the day, every customer who comes 

through your door or visits your website should be constantly moving 

toward buying your products or services. If there’s no other option then 

that’s exactly what they’ll end up doing.

When did you first start using the internet and at what point did 

you begin to value the power of this medium as a marketing tool?

As a kid I was on the internet a fair bit, researching assignments and 

reading online newspapers. That’s also how I first started learning about 

search engine algorithms. I would often experiment with different search 

patterns while I was surfing the net.
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I think the first time I really understood the true power of the internet 

as a marketing medium was the day a client of mine made over $100,000 

in 24 hours. I couldn’t believe it, especially considering that my client 

didn’t even have to leave his home. He simply sent an email out to his 

customer list and watched the orders come in. For me that’s when it all 

became real.

Even though I had heard about the power of the internet before that 

day, I think that was the first time I fully comprehended it. Since then 

I have achieved even greater results and bigger profits for my clients. It 

still amazes me that many people don’t realise how powerful the internet 

can be for their business.

What do you like about internet marketing as opposed to other 

forms of marketing?

• If you look at the figures for online versus offline marketing you’ll 

see that the return on investment for online marketing is generally 

far greater than it ever is offline.

• Everything online can be accurately tracked and measured. For example, 

it’s possible to track every one of your visitors as they move through 

your website. Now you can even track their eye movement across a 

webpage.

• Online statistics show you very quickly what marketing is working or 

not working. If you run an online marketing campaign you can know 

whether it is working within days, even hours.

• If you want to, you can learn how to do every step of internet 

marketing yourself. With the right systems and software implemented 

you can achieve massive leverage and avoid shonky ‘professionals’ or 

salespeople.
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The mechanics of search engine optimisation is still a mystery to 

99.9 per cent of businesses on the web. Can you explain how it 

works?

Before I answer this question, let me first define what search engine 

optimisation (SEO) is. SEO is about designing and building a website 

to ensure that it ranks well in major search engines. Put simply, if the 

search engines require you to meet 100 different criteria in order to rank 

number one for any keyword, then the best way to get to number one is 

to meet all 100. In reality, no one really knows the exact algorithm that 

search engines use to rank sites, but there are proven techniques that 

SEO professionals use.

When you break it down there are really two key areas of SEO to 

consider:

1. On-page optimisation

2. Off-page optimisation

On-page optimisation refers to the way your website is designed, coded, 

structured and the way the text on the pages is written. The coding and 

design is usually something that is beyond a beginner’s skill level and 

requires professional help. When seeking professional help ask these two 

questions:

1. Will you code my website in Cascading Style Sheets (CSS)? Make sure 

you find someone who does.

2. How long will it take me to rank 

number one for one of my keywords? 

If they say less than three months then 

they more than likely don’t know what 

they are doing.

The best way to describe off-page 

optimisation is to use the analogy of 

a state election. Basically, you want to 

 He s imply  sent  an 

emai l  out  to  his 

customer  l i s t  and 

watched the orders 

come in . 
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become the premier of your state, which in search engine terms means 

you want to win the most votes and become premier of your chosen key 

words or phrases. An election vote is like a link from another website 

to your website on your chosen keywords or phrases. However, just like 

a New South Wales premier needs votes from citizens of New South 

Wales, the same applies for SEO. That means if you’re a website that 

sells pet food it doesn’t really help you to get links from sites that sell 

video camera equipment. What you really want is links from targeted 

and relevant sites.

This is SEO in a nutshell. To explain it in simple terms is not the easiest 

thing to do and I often have to spend hours explaining it to my clients. 

Unfortunately, the biggest mistake most people make is building their 

website before they see a SEO professional. If you want to achieve the 

greatest results you should see an SEO professional before you have a 

single piece of code written on your website, otherwise it can cost you a 

lot more to implement later on.

What are some simple ways to increase search engine traffic to 

your website?

• You must ensure that your website is built in CSS – this is the coding 

language that is the friendliest to search engines. If you don’t know 

whether your site is or not, ask your developer or designer.

• Ensure that you have the keywords (the words you want search engines 

to rank you on) in the title of your website – for example, if I wanted 

to rank Secrets of Marketing Experts Exposed! in search engines, my 

title would be ‘Secrets of Marketing Experts Exposed!’

• Only go for one key phrase per webpage – many people make the 

mistake of putting every key phrase they are going for on the same 

page. By doing this you will only confuse the search engines because 

they can’t work out which key phrase the page targets. Making this 

mistake could actually damage your search engine rankings.
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• Make sure your website has a sitemap which is linked from the homepage 

– a sitemap is basically a page that is linked to every other page on 

your website. By linking to it from your homepage you make it easier 

for search engine ‘spiders’ to find the internal pages of your website.

After traffic has been directed to your site, what are some of the 

ways to convert browsing visitors into paying customers?

Here are just four of many proven, and little-known conversion facts:

1. It generally takes a visitor between three and five seconds to decide 

whether or not to stay on your site. One of the most important things 

you need to do is make sure you include the major benefit of using 

your company in the header (the top few centimetres of a webpage). 

Make sure it’s a benefit rather than a feature, and be sure to include 

your unique selling proposition.

2. Navigation is also a key factor in visitor conversion. Left-hand navigation 

is something you should never use on your website. People are taught 

to read from left to right and they read websites in the same way. 

This means that if you put your site navigation on the left, people 

won’t read your webpage – they’ll simply navigate away from the sales 

content on your page. What you really want is for the visitor to be 

engaged in your sales content.

3. Imagery is great, but imagery without action is a waste of valuable 

real estate on your website. I have seen a lot of websites that have 

a fantastic flash sequence, yet it has no call to action. Unless you’re 

actually going to use imagery as a tool for generating leads or making 

sales, you’re wasting your time and money.

4. One of the most important conversion tips to keep in mind at all 

times is the ‘three click rule’. A visitor must never be more than three 

clicks away from being able to buy, no matter how (or where) they 

land on your site.
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What are some of the benefits 

and drawbacks of pay per click 

advertising?

The first major benefit of pay per click 

advertising (PPC) is that it provides 

instant gratification. A client can come 

to me today and say that they need more 

traffic, and ten minutes later I can have 

an Adwords account activated and traffic 

sent to their website immediately. The 

second major benefit is that Adwords traffic can be tracked. It’s easy to see 

what words are delivering real traffic and real results, and to de-activate 

the ones that are not. That way you’re only paying for the advertisements 

that are actually delivering results.

The major drawback however, is that the amount of advertisers using 

PPC advertising is increasing on a daily basis. As advertisers increase, the 

cost of using PPC will increase as the bids for each keyword will increase. 

Adwords is essentially a bidding-based system, so the market will always 

affect it. Large corporates have bigger budgets than small to medium 

business owners and therefore they may eventually push smaller businesses 

out. I personally use Adwords primarily as a research tool rather than as 

a long-term traffic generating strategy.

What are your top five tips for achieving better results through 

Google Adwords?

1. Use title case when writing advertising for your Google Adwords 

(except for unimportant words like ‘to’, ‘it’ and ‘for’). For example, 

‘Teddy Bears for Sale’ rather than ‘teddy bears for sale’.

2. The goal of writing Google Adwords advertising is to make it as 

appealing as possible. It’s a good idea to use an open-ended question 

or to start a thought without finishing it. You want to write in a way 

 When a l locat ing 

your  budget  spl i t  i t 

into two par ts  – 

morning and 

af ternoon. 
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that entices someone to click on your Adwords to find the answer on 

your website. For example:

3. When you set up your Adwords account, start with a wide range of 

keywords. This will allow you to identify which words are converting 

for you and to clean out the words that are not. You can even use 

words that you think might not work.

4. When allocating your budget split it into two parts – morning and 

afternoon. I often find that in the morning, Australian advertisers 

are bidding and will push up the price of keywords. However, by 

the afternoon prices per click often dive as other advertisers expend 

their budget. By making sure you allow for both a morning and an 

afternoon budget you can actually get ahead of other advertisers with 

a bigger budget.

5. You should be constantly testing and monitoring your account. This 

can be a boring task, but Adwords is not something you just set up and 
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then walk away from. If you fall into this trap you will find yourself 

spending a lot of money on advertising that doesn’t bring you any 

results. Test, test, test and monitor!

Why do you believe that it is possible to test and measure 

everything when it comes to the internet?

The internet is a great medium for testing and measuring because it 

allows you to use software that can track just about everything, from 

the number of visitors you get per month, to which pages visitors look 

at and what products they purchase. Of course this all depends on the 

structure of your site. That’s why it’s so important to build your website 

properly from the beginning.

There are also a lot of fantastic free tools being brought out all the time, 

so it’s really more about having the knowledge to implement technology 

rather than having the money to access it. A great example of this is Google 

Analytics. It’s one of the most powerful statistics programs currently 

available and it’s absolutely free! Unfortunately, people don’t realise that 

you need to put the code for the analytics at the bottom of your webpage 

for it to work. It’s a simple mistake, but it shows how people don’t achieve 

the results they want because they don’t take the time to understand how 

a piece of technology works.

Just take a moment to think about the online world. Everything that 

happens online goes through a computer, so there’s always a trail of 

actions. When you translate these actions into marketing language you get 

testing and measuring. A lot of our clients are amazed when I tell them 

the sorts of things we can track and measure, and the beauty of it is that 

our capabilities are continuing to grow on a daily basis. Just recently I 

was speaking with a colleague and we were discussing the ability to test 

different things on a webpage. Right now it’s possible to create a webpage 

that’s smart enough to improve its own conversion rate without us even 

having to look at it. Now that’s powerful!
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Do you believe that businesses should have multiple websites for 

each of the products they sell?

The answer really depends on the business owner’s circumstances. If you 

have three products that are quite similar and only sell for $5.95 each 

then having a single website for each product would not make financial 

sense. The cost of developing and maintaining the websites alone would 

far outweigh the financial benefits. On the other hand, you should aim 

to expose visitors to as few products as possible at any one time. For 

example, it is not a good idea to have 12 different products showcased 

on your homepage. This would confuse your visitor and confusion leads 

to no sale!

If you are selling a product that has a high margin then I would generally 

recommend having one website that focuses on selling just that product. 

You really want the customer to have only one choice and one goal 

when they’re on your site and that is to buy that one product. When a 

customer has bought from you once they are more likely to buy from 

you again. That first buy is about creating rapport with your customer. 

In this case you would focus on the initial sale and then work on selling 

more products on the back end.

Why is it important to build a website that allows for a database?

In any regular offline business your current customer database and 

prospect database are the two best places to start your marketing – in 

a lot of cases this is where you should be spending the vast majority 

of your time. Online businesses are no 

different!

You should always aim to get permission 

to contact everyone who comes to your 

website; the reason they have come to 

your website is because they are looking 

for information about a product or 

 This  would 

confuse your  v is i tor 

and confusion leads 

to  no sa le !  
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service that you offer. They are qualified prospects, and just as in offline 

businesses, you are better off spending your money on marketing to 

qualified prospects than on marketing to the general public.

Here are some of the benefits of having a database:

• you can create instant traffic to your website (send out an email and 

watch your visitors come flooding in)

• you have a list of targeted prospects to send promotions to

• you are able to build customer rapport through regular informational 

emails, such as newsletters or weekly tips.

What is the best way to communicate with your database?

Email marketing is obviously the most cost effective form of marketing 

to a database. However, in building a database you should always try to 

get every piece of contact information for a prospect that you can. I say 

this because I believe in using an integrated approach when marketing to 

a customer or prospect database. I recommend that you go out to your 

database via physical mail at least every six months; via email every ten 

days; and depending on your business and customer base, I would also 

consider integrating SMS into marketing campaigns where appropriate.

The one thing I would not consider at the moment is telemarketing to an 

online database. I have seen some terrible results from this. A lot of people 

like the anonymity of the internet, so telemarketing can result in a lot of 

disgruntled customers who feel like you have invaded their privacy.

With regard to email marketing, I often see a lot of emails that appear to 

be first drafts; they have been sent as quickly as possible without a review. 

The whole idea of an email is usually to get someone to visit a webpage. 

However if your email is full of mistakes it shows a lack of respect for 

your customers. At the end of the day if your customers don’t feel that 

you have taken the time and effort to edit your emails, why would they 

visit a link that you invite them to go to? We have clients who make tens 

of thousands of dollars from one email. Through testing we have learnt 
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that sometimes the email is even more important than the sales page and 

offer you send your customers to. If your email is no good there’s no way 

you’ll get them to visit the page.

At times the internet can be the most impersonal form of 

marketing. How can one go about changing this?

That’s an interesting question. In fact, I debate this topic a lot with many 

of my clients who like to stick their brand out in front of their customers 

by sending emails signed ‘From the team at ABC Company’. If you look 

at emails from the Commonwealth Bank or from any other Fortune 500 

company, you will find that despite their large size they will generally 

send their emails from a single person and not the company.

People want to buy from people – not from companies! Think about 

it. Large corporations spend millions of dollars a year on having movie 

stars and sports stars represent their company. One of the reasons for 

this is because they provide a ‘face’ for the company. Nescafé is a great 

example of how effective this can be. The company produced a series of 

advertisements that featured a husband and wife’s life journey together. It 

followed them from a childhood friendship, to marriage, to parenthood, 

to retirement – the constant theme throughout all of the advertisements 

was Nescafé coffee. The interesting thing about the series was that a lot 

of people really identified with the couple, and so the company received 

a lot of great feedback from consumers who wanted to know how the 

story ended. The advertising series gave consumers a real couple to identify 

with and the consumers really felt a part of their story. When you achieve 

that kind of emotional connection with a consumer you know you have 

a winning marketing strategy.

I think the first thing you can do to combat the impersonality of the 

web is to write your emails from a real person. It’s also a good idea to 

have photographs of actual people from your company on your website 

because it makes your organisation feel more real to a customer. Another 

idea is to let the customer know on your website contact form who their 
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enquiry will actually go to, rather than 

just giving them a department name.

I also recommend having a photo of the 

business owner on the homepage with 

a personal audio or video message for 

the website visitor. The one thing you 

should never underestimate is the power 

of testimonials about you, your products 

or your services. People are more inclined 

to believe other people than they are to 

believe you. These are just a few really 

simple techniques you can use to create 

great rapport with your customers and overcome the impersonality of 

the internet.

What are your thoughts on banner advertisements? Do you 

believe they are an effective marketing tool?

As a part of an overall marketing campaign, banner advertisements can 

be an effective form of advertising. At this stage though, I don’t believe a 

lot of people are using them properly. For example, just recently I visited 

a site that had a banner advertisement on it. This particular banner went 

for a full 48 seconds before there was any call to action. Realistically, 

you’ll find that only a very low level of traffic will sit and watch a banner 

advertisement for 48 seconds. You’re lucky to keep a person on your site 

for 48 seconds, let alone looking at a banner!

Some of the best banner advertisements I have seen are the ones that 

make you act to make them act. For example, a first slide of the banner 

that says, ‘Stop! Don’t Click This Button’. What’s the first thing you want 

to do? Click the button! The reverse psychology makes you click the 

button and once you are drawn into the advertisement you will tend to 

watch it in its entirety.

 I  personal ly 

bel ieve that  a  good 

website  should be 

c lassed as  an asset 

rather  than a 

l iabi l i t y. 
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Why do the prices for websites vary from a few hundred dollars to 

thousands of dollars?

That’s a good question and it’s one I get asked a lot. Usually, websites you 

buy for a few hundred dollars are pre-bought templates that hundreds of 

other websites are using. The problem with using a website template is 

that your customers are likely to see your design elsewhere. Also, cheaper 

websites are often coded in a format that is not search engine friendly, 

and for a few hundred dollars you won’t receive any marketing input.

At Sure Fire Marketing we put our staff through an extensive training 

program (on top of their university degrees) so they learn the marketing 

side of things as well as the skills needed to build a website. We have a 

constant flow of new customers who have had websites built as cheaply as 

possible and they always complain to us about no search engine rankings, 

no traffic and low conversions. Once you start looking at how their sites 

were built it’s not really surprising. Cheap is not always best. You will pay 

for quality and experience, and I personally believe that a good website 

should be classed as an asset rather than a liability.

At the end of the day, you wouldn’t risk giving money to an accountant 

who has no training or experience. So why would you do it with your 

website? More expensive websites are generally built to make you money 

– not cost you money! They also tend to be custom-designed for your 

business.

What is the most common mistake new marketers make?

The number one mistake is confusing marketing and advertising. I have 

seen many examples of new marketers who think that successful marketing 

is as simple as occasionally placing a one or two-line advertisement in 

a newspaper. It is not! I can guarantee that if that’s the extent of your 

marketing plan then you are going to have some serious problems pulling 

in new clients. Marketing is a lot more than just advertising. Marketing is 
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the strategy behind advertising and customer conversion, and is ultimately 

the means for making and keeping a business profitable.

The thing to remember is that advertising will bring people through the 

door, but marketing will make them come back again and again. At the end 

of the day, every business needs to bring in new customers, but the real 

value is in making sure the ones you already have are loyal and return.

If you had to start again with nothing what would you do?

This is a bit of a trick question because I know I could never lose 

everything. My business is built upon my knowledge and abilities. If I 

lost all of my money and possessions I know it wouldn’t take me long to 

recover. You can lose money and you can lose your business but if you 

have solid skills, knowledge and experience you can start again from the 

most trying situations.

Look at some of the most successful people in the world; some have 

gone bankrupt and climbed their way back to the top. I believe that 

money comes and goes, but knowledge is your true asset. If you can use 

your knowledge to make a million or a billion dollars once, you can do 

it again. However, the next time you will have the advantage of learning 

from past mistakes.

So, if I had to start again with nothing, I would do exactly what I am 

doing now – marketing products and services.

Considering the speed at which technology is changing, where 

does the future of internet marketing lie?

This is a very interesting topic and one that I spend hours talking to 

my clients about. Basically, at this stage the Australian market is still 

highly influenced by the Baby Boomer generation, who are still the big 

spenders in our economy. While that’s the case, many of the new crazes 

and revolutions on the internet – community sites, blogs, forums – will 
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not greatly affect online marketing. These are the types of sites that 

Generations X and Y tend to use most, but right now they’re not the 

ones with all the money.

The other thing to remember is that, generally speaking, the Baby Boomers 

are still uncomfortable with spending money online. If you compare 

online marketing in Australia to America you will see that our figures are 

where the American market was three years ago. I think that Australia will 

eventually follow America, however Generation X is not large enough to 

create that change yet, and Generation Y doesn’t have the buying power 

or influence.

I believe that internet marketing will, and is, becoming more interactive 

through the use of streaming technology, video and audio. However, I 

still believe that in the short term (contrary to what many other experts 

are saying) basic online marketing is the best way to go – the results we 

see speak for themselves.

Ultimately, it’s not about the speed at which technology changes it’s about 

how quickly your prospects pick up the new technology. For me, the 

most exciting thing about technology is that now, more than ever before, 

it allows and will continue to allow greater measurement, tracking and 

testing abilities on the web.

Is there a significant quote or saying that you live your life by?

My favourite phrase is ‘Leave a little salt on the bread’ – in everything I 

do, be it business or personal, I like to make deals that under promise 

and over deliver. Here is a simple example: if I was to sell a person an 

orange, I might also give them an apple even though it wasn’t part of the 

deal. By doing this, if the person decides to on-sell the orange they will 

still have something of value left. I believe that this is an important key 

for building long-term relationships. And to me, that is the foundation 

for establishing a strong business.
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Shaun Stenning has kindly offered a FREE BONUS GIFT valued at $47.00 

to all readers of this book…

Little Known Secrets To Internet Marketing Success – For years Shaun has 

been building successful businesses both on and offline and during that time 

he has worked with multi-million dollar public and private companies and, 

in many cases, been responsible for their success. In this audio you will learn 

Shaun’s fundamental online marketing principles, which can help you to grow 

your business sooner and maximise your profits.

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts

D FREE BONUS GIFT
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Exponential Mindset

D R  M A R C  D U S S A U L T

 To get  exponentia l  results, you have to  do 

something that  i s  out  of  the ordinar y. I f  you do 

the same things  ever yone e lse  does, you’ l l  get 

the same results  they get  which are, by 

def in i t ion, average.  
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P R O F I L E

D R  M A R C  D U S S A U LT
Marc Dussault was born in 1963 and grew up in Montreal, Canada. As a 

child, Marc enjoyed building things with Lego and Meccano and going 

out to his father’s larger-than-life hydroelectric dam construction sites 

whenever possible.

Marc’s entrepreneurial flair and ‘exponential thinking’ was obvious in 

his early teens, when he was granted an exemption to start working 

one year ahead of the statutory minimum age of 16. Right out 

of engineering school, he landed a job with a small, specialised 

software company, where he was instrumental in realigning the 

company’s product line, avoiding a major crisis and in less than two 

years influencing more than 60 per cent of its sales!

In 1988 Marc launched the first of several businesses, for which he 

custom-built a fully automated digital printing system, later selling 

it across North America and Europe without spending a cent on 

advertising, sales or marketing.

Over the years, Marc’s academic inclinations and insatiable intellectual 

curiosity led him to acquire degrees in engineering, business and law, 

as well as a doctorate in business administration.

As a NASDAQ-listed company CEO, Marc rode the dot-com wave to 

Australia, listing a subsidiary company on the ASX upon his arrival. 

As founder and managing director of Jay Abraham Asia Pacific, Marc 

now promotes the exponential strategies and mindset that allowed 

him to reach financial independence at age 42.

Embracing work/life balance, Marc has travelled to more than 36 

countries exploring some of the most exotic destinations with his 

partner of 23 years, Monica. An avid and competitive squash player, 

he plays every day when he’s home in Sydney, competes nationally 

against opponents less than half his age and has his eye on an 

international title!
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What was your first significant job and what did you learn from it?

I got my first job when I was a student, working for a printing company 

– full-time in the summer and in the evenings during the school year. I 

learned that time is paramount, every minute counts. To survive, let alone 

thrive in this cutthroat industry, you need to have top-notch production 

processes that reduce errors (reprints) to a bare minimum. Without metrics 

to track your material and labour content, you’re dead in the water.

Since I started as a messenger (on foot), I saw first-hand the importance 

of on-time delivery and how every single person contributes to the value 

a client receives: it doesn’t matter that the presses were running for 18 

hours overnight to print the job if it was delivered two hours after the 

shareholder meeting took place because the delivery boy went to the 

wrong address.

You grew up in a bilingual city in Montreal, Canada. How has that 

influenced you?

Like most Canadian boys, I played street hockey. Our street wasn’t that 

much different from the norm – our games were the English against 

the French. Since I was one of the few who was fluently bilingual, I was 

called on to resolve the disputes (penalty calls and so on). I learned to 

think quickly on my feet and improvise as well as negotiate, but more 

importantly I learned to appreciate that there are always two sides to 

every story and the truth lies somewhere in- between. 

In your early twenties you took your first sales role in a software 

company. Within two years you realigned its product strategy, 

avoided a crisis and were responsible for 60 per cent of the 

company’s sales. How did you manage to do this?

I saw a one-time and dramatic paradigm shift unfolding in front of me 

– the automation of manual drafting using a computer-aided drafting 

Bh1370M-PressProofs2.indb   91Bh1370M-PressProofs2.indb   91 6/7/07   4:06:45 PM6/7/07   4:06:45 PM



D R  M A R C  D U S S A U LT9 2

package called AutoCAD from Autodesk. 

I knew immediately that it would become 

the de facto industry standard and that 

the company I was working for had to get 

on and ride this wave. I graduated with 

an engineering degree, but without any 

CAD experience. I had to convince my 

boss to buy a licence with the condition 

that I would learn the product on my 

own time fast enough to get ahead of the 

wave, which fortunately I did.

Once I was an expert, I offered a 100 per cent guarantee to all my clients 

because I knew what AutoCAD could do and I was confident in my ability 

to teach and get them up to speed within hours and days. The value 

proposition was bold – ‘If you aren’t twice as productive with AutoCAD 

within 30 days, we’ll take back the computer, printer and software, and 

refund you 100 per cent, including the training costs!’ Keep in mind that 

the average sale was $50,000!

I sold, installed and supported all of my clients single-handedly so I had 

total control of delivery, installation, configuration, training and support 

– the value chain. The moral of the story is that if you can clearly articulate 

and then effectively deliver massive value, clients will beat down your door 

to buy from you. The indirect lesson is that if you don’t control or have 

faith in your value chain and delivery, then marketing is not your biggest 

problem! With this specialised expertise, less than three years after my 

graduation, I launched my first business as a pioneer in the CAD plotting 

service bureau business. The rest, as they say, is history.

If you can see something no one else sees, it gives you an advantage that 

you must exploit with all your energy, enthusiasm and perseverance. There 

is a saying, ‘A literate man who chooses not to read is no better off than 

the illiterate man’. This is paralleled in letting a golden entrepreneurial 

opportunity pass you by.

 I  so ld, insta l led 

and suppor ted a l l  of 

my c l ients  s ingle-

handedly  so  I  had 

total  control… 
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You launched a printing company that was running at 100 per 

cent capacity on its first day. How did you manage this?

I have an internal clock that runs a little faster than most people’s. 

Consequently, my sense of urgency is a little more acute or, some would 

say, exaggerated. When I committed to my partner to launch the business, 

I set myself a goal of building the company faster than anyone else.

Once I quit my job and started full-time, I immediately started to pre-

sell orders for a service that did not yet exist, with equipment that I 

did not yet have, in an office that I did not yet lease. I was sufficiently 

convincing to pre-book 100 per cent capacity not just for our first day, 

but the entire first month. The demand was so strong that within three 

months we couldn’t cope. I then spent a weekend developing a customised 

automated printing system that quadrupled our production capacity and 

reduced costs by a whopping 75 per cent!

By having a self-induced sense of urgency, I couldn’t just wait for things 

to happen. The energy, enthusiasm and excitement I had were infectious 

to our prospects and clients. The more orders we got, the more excited 

we became and the self-perpetuating cycle took on a life of its own. But 

it all starts with a catalyst – the fire in the belly of the entrepreneur. Lead 

with boundless excitement and enthusiasm and watch the magic unfold 

right before your very eyes!

You grew your companies up to three times faster and with twice 

the sales per employee of your closest competitors with no sales 

staff whatsoever. That almost sounds impossible…

I know. Don’t get me wrong – I love salespeople. I think the good ones 

are incredible professionals and outstanding individuals. But they come at 

a price that I just wasn’t willing to pay if I didn’t need to. And I learned 

early on that I didn’t need to.
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I did several things that were capable of being more powerful than an 

army of salespeople. I used direct mail to have thousands of conversations 

with my prospects and clients. I wrote very long copy (often more than 

five pages, sometimes as long as ten!) telling countless stories of what, 

why and how we were providing our clients with the very best products 

and services that would captivate their attention and move them to act!

I even wrote an award-winning book on how to print posters with us. 

That’s right – a 200-page book written in English and French that I sold 

to prospects and clients. When clients made mistakes, errors or omissions, 

we’d issue them humorous infraction ‘tickets’ letting them know what the 

mistake was and how to fix it. This reduced our hands-on intervention 

by a whopping 40 per cent, which went straight to our bottom line.

We created a full-size demo kit (42 inches by 60 inches) that, with a 

$1,000 deposit from the prospect, we would send by FedEx and then 

talk them through it over the phone – eliminating the need for a sales 

call altogether. We invited up to 30 prospects at a time to monthly wine 

and cheese demonstrations, once again leveraging multiple people into 

one presentation.

To reward clients for a job well done, we would issue them wood laminated 

certificates for fun things like the most original order, the best use of 

our technology, the best filled-out order form or the best joke of the 

month!

By using several one-to-many exponential and fun approaches, we were 

able to leverage our minimal resources and engage so many more prospects. 

Best of all, our competitors never had a clue since this was all done in 

a stealthy manner.

Along the way you have collected four separate degrees. Why did 

you do this and would you recommend it to anyone else?

I have a wealthy uncle who asked me the same question. At the time, I 

was successfully running several businesses with multiple (independent) 
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streams of income. I told him that I didn’t want to ‘wait’ 25 years to 

learn his secrets of success – I wanted to learn them now and benefit 

from them for the next 25 years.

This graph says it all. If your career/income takes path A, you make +/- 

three-quarters of the total income (the total area under the curve), if you 

take the middle of the road (B), you end up with one-half of the total 

income. If you take the route most people take, path C, then you end up 

with one-third of the total income or wealth.

For me, university degrees, completed on an accelerated basis while 

building my businesses, were the quickest path (A) to financial freedom. I 

understand that the academic path is not for everyone. In fact, I would give 

up my MBA for Jay Abraham’s three-day 

Bootcamp without hesitation. I’d trade my 

PhD courses in organisational behaviour 

for Anthony Robbins’ Mastery University 

without even a second thought.

It will take the average person 22 years 

to make $1 million – make, not end up 

with $1 million in savings (path C). I just 

don’t have that kind of patience!

 Best  of  a l l , our 

competitors  never 

had a  c lue s ince this 

was  a l l  done in  a 

stealthy manner. 
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With all of your academic knowledge, do you think marketing is 

simple?

Like sales, to the untrained eye marketing appears simple, but it’s not if 

you’re looking for out-of-the-ordinary results. That’s the biggest problem 

entrepreneurs have. They take it for granted that they know how to 

sell and market when they are actually clueless to the many underlying 

factors (levers) at play. If only they would inform and educate themselves, 

everything would get a lot easier and less expensive very quickly.

What are the most common mistakes new marketers make?

New marketers follow the herd. To get exponential results, you have 

to do something that is out of the ordinary. If you do the same things 

everyone else does, you’ll get the same results they get which are, by 

definition, average.

The exponential marketer practises antimimeticisomorphism. I know that’s 

a mouthful. ‘Mimetic’ means to copy or mimic. ‘Iso’ means the same, and 

‘morphism’ means to mould, shape or conform. Last but most importantly, 

‘anti’ means the opposite – so if you practise antimimeticisomorphism, 

you do the opposite of ‘monkey see, monkey do’ and consequently get 

massively different (exponential) results. For example, if you’re a recruiter, 

why not offer to fill a position on an ongoing basis for X years instead of 

placing a candidate as a one-off transaction? If the industry norm is to 

offer a 30-day money-back guarantee, why not offer a lifetime guarantee? 

One restaurant I know of lets you determine how much you want to 

pay for your meal – now THAT’S antimimimeticisomorphic behaviour 

at its best!

What is exponential marketing all about?

Exponential marketing is the art and science of leveraging (often hidden) 

assets, opportunities and resources that lie within every organisation. It is 
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about seeking creative and innovative ways, combinations, permutations 

and variations to extract, create, embellish or enhance substantial value for 

a multiplicity of benefactors including buyers, sellers, suppliers, referrers, 

consumers and employees.

Having a holistic mindset is an acquired skill that requires letting go of 

the status quo and thinking outside the square while keeping one’s feet 

solidly on the ground of commercial reality. Once you’ve acquired the 

exponential mindset, you never ever see business the same way again. 

Opportunities pop out of the most surprising places – you’ll never run 

out of ideas. The biggest challenge will be selecting the best of all the 

great ideas to implement! I’m sure you’d agree that’s a pretty good place 

to be!

Is exponential marketing only for businesses that are a certain 

size and shape?

Since exponential marketing is a mindset, it applies to start-ups just as 

well as it does for a well-established company. It is often difficult, and 

sometimes impossible, to change the prevailing mindset in organisations 

that can’t readily embrace change, therefore it is often the start-ups 

that embrace it and run away with it. Larger organisations might not 

implement as much, but have massive scale on their side to counterbalance 

their organisational inertia.

Who are the mentors or heroes that have inspired you? What 

important lessons have you learned from them?

I only have one hero – my father. He’s lived a long, full life and although 

he’s in his early seventies, he’s still working full-time. Not because he has 

to, but because he’s still passionate about building hydroelectric dams. 

He ‘walked his talk’ and lived his life loving what he does. He is my 

inspiration and the model of integrity, honesty and understanding. I only 

wish I could be as humble as he is!
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Marc at age three – an engineer at heart, now a business builder.

An important mentor in high school was my physics teacher, Mr Lancione. 

He loved his vocation and changed his students’ lives. Twenty years 

after I left high school, I returned to my alma mater to teach students 

study skills and there he was, passionate, engaged and forming the next 

generation of leaders, having just as much fun as he had with us. Now 

that is truly inspiring!

My professional mentors include Brian Tracy who made me the best 

salesperson I could be; Anthony Robbins who gave me the tools to 

become the person I always dreamed of one day becoming; and Jay 

Abraham who made me a successful and wealthy entrepreneur, teaching 

me strategies I could use to repeat my successes over and over again. I 

am now teaching others to do the same as managing director for Jay 

Abraham Asia Pacific.
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What’s one of the best marketing deals you’ve ever done and why 

did it work so well?

When I decided to undertake a full-time (two-year) MBA and PhD, there 

were a few goals I set myself. First, I wanted to graduate with honours. 

Second, I wanted to pay for my MBA ($25,000) by the time I graduated, 

and third, I wanted to publish my thesis as a book.

I used several exponential marketing strategies to accomplish this. I began 

with extensive research for my MBA thesis. I established host-beneficiary 

partnerships with the three top industry trade associations to collect, 

aggregate and assemble material that documented the industry’s 100-year 

history. I negotiated a distribution agreement for my thesis (book) that 

became the most extensive research ever published on the North American 

reprographic industry. I summarised each chapter into targeted articles 

that I syndicated as a columnist in the two leading trade publications, 

establishing my market presence as an expert. I further enhanced my pre-

eminence by undertaking family business and entrepreneurship research 

as a PhD student and revealing my ongoing research findings as a paid 

speaker at high-profile trade conferences. When all was said and done, 

my book sales paid my MBA tuition, while my expert status fuelled my 

printing system sales, generating more than half a million dollars in referral 

sales without paying a cent for advertising, promotion or sales.

By contributing value to my industry, I was very well rewarded financially. 

Indirectly, my research revealed the top ten market forces at play that I was 

able to fully exploit to my advantage with sufficient forewarning. It was 

like having a copy of a final exam two weeks before you have to sit it.

The pièce de résistance was my thesis/book’s final chapter where I forecasted 

the top ten forces that would affect the industry, ten years ahead of 

time. I became somewhat of a ‘guru’ when all ten played themselves 

out as I predicted! Consequently, my consulting business went through 

the roof, once again without paying a single cent in advertising, sales or 

marketing.
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For the record, I am not a clairvoyant, I obviously don’t have a double-

digit IQ, but I also don’t have an IQ of 200+. The thing is that by the time 

you actually do as much research as I did, it becomes evident that certain 

things are going to happen. But unless you make the initial investment 

(research) you’ll never get the payoff (guru status and referrals)!

What recommendations would you make to someone who wants 

to improve marketing in their business?

First and foremost, don’t stop doing whatever’s working. Instead, reverse-

engineer it to figure how and why it’s working so that you can incrementally 

and systematically improve your results as you start to keep metrics to 

gauge your progress. So many people immediately stop what they’ve been 

doing all along when they come across new strategies. By doing this they 

often only replace one thing that works for another and then they wonder 

why their results aren’t improving!

Second, stop anything that’s not working – anything that is producing 

marginal or mediocre results. Learn strategies from experts, but don’t 

improvise. Use them verbatim as prescribed before you make any alterations 

or variations based on measurable tests.

Third, question everything you do ensuring it adds value to the client. 

If not, it’s taking away value and should be changed, altered or stopped 

altogether.

What are the most common mistakes marketers make?

1. They project their own biases, judgments and perceptions on their 

market. This is especially rampant when someone’s been in the same 

industry for a long time (too long). What made them good initially 

is exactly what is preventing them from being outstanding now.

2. They just don’t know their clients – they assume way too much.

3. They think marketing is synonymous with sales. The day they 

understand the difference, the breakthrough begins.
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4. They don’t know how clients buy (or would prefer to buy) from 

them.

5. They don’t track, measure, analyse or evaluate their marketing activities. 

If they do measure them, they are not detailed or precise enough in 

their measurement.

6. They speak the wrong language to the wrong audience and wonder 

why no one’s interested in what they have to say.

7. They don’t learn from experts. When they do try to learn, they think 

they’re smarter and end up twisting, distorting and nullifying the 

strategies and blaming the ‘experts’ when the modified strategies don’t 

work!

8. They set their own performance bar way too low, rarely, if ever, playing 

their A-game.

9. They don’t leverage the assets that lie hidden in their businesses or that 

are accessible and within reach. They try to do it all on their own.

10. They copy what everyone else is doing and expect different results.

What was the simplest, easiest and least expensive marketing 

strategy you’ve used that just about anyone could copy?

I’ve won multiple marketing awards, but very few people realise that most 

of them were for strategies that cost less than $1,000. I am very proud of 

that. I like to dispel the myth that it takes money to make money. Like 

the strategy that cost $300 and generated over $45,000 in lifetime value 

each time we did it.

The strategy was disarmingly simple. We sent out a long copy direct mail 

letter to 300 people. We got a 10 per cent 

response rate of people who attended our 

monthly wine and cheese presentation. 

Three would become clients with an 

average spend of $5,000 a year for an 

estimated three years (even though they 

stayed much longer). The entire campaign 

cost $300 including the wine and cheese 

 I  l ik e  to  dispel  the 

myth that  i t  tak es 

money to  mak e 

money. 
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and generated $45,000 of sales over the next three years – each and every 

time we did it.

I am sure every single business could employ a similar or identical strategy 

and get similar or better results.

There are hundreds of so-called marketing experts out there. 

How do you know which ones can really help and not just offer 

textbook knowledge?

Only listen to people who walk their talk and have produced for themselves 

the results you seek – and have done the same for others. It’s one thing to 

be successful but quite another to teach the skills to others. The industry 

is littered by one-shot wonders who were massively successful and now try 

to sell the magic potion, but just can’t replicate their results for others.

Jay Abraham has worked in over 460 industries, empowering more than 

12,000 business owners and entrepreneurs to create in excess of US$9 

billion in wealth by finding more than six million new leads for Global 

Fortune 100 companies and start-ups. He’s been credited as creating more 

entrepreneurial millionaires than anyone else on the planet. I believed it, 

applied his strategies and became one of his multimillionaire protégés.

Tell us about how you met the world’s most famous marketer, Jay 

Abraham.

I first heard of Jay Abraham through an Anthony Robbins Power Talk 

audio program and then later met him at Anthony’s Mastery University. I 

was amazed at Tony’s incredible marketing strategies and value proposition 

– Tony aims to (and does) deliver value equal to ten times what you pay for 

a product or seminar. I wondered how anyone manages to communicate 

and then deliver that much value.
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The answer lay in Jay Abraham’s exponential marketing strategies, a 

completely new mindset where you must leave behind presuppositions, 

limiting beliefs, prejudices and biases. With an exponential mindset 

you ask yourself one simple question: ‘What can I do to create massive, 

boundless, limitless value for my clients?’ The rest is mechanics. With an 

exponential mindset, you realise that there are other people, companies 

and organisations ready, willing and eager to help you thrill your clients 

with unexpected bonuses, gifts and prizes!

What instantly attracted me to Jay was what I call his ‘kaleidoscopic 

perspective’. Jay sees permutations, variations and combinations like no 

one else on the planet. He can masterfully construct elegant multi-party 

host-beneficiary partnerships, joint ventures and barter arrangements that 

create windfall profits with win-win-win outcomes. That was a gift that 

I wanted to acquire, explore and expand. By the time I came across Jay’s 

strategies, I was already implementing quite a few of the classic strategies 

of pre-eminence, self-selection and host-beneficiary partnerships. What 

I lacked was the all-encompassing framework that would allow me to 

systemise these techniques so that success and results were repeatable.

What were some of the most important things that you learned 

from Jay?

Once I acquired the framework, my business, career and life went totally 

ballistic – it seemed to happen overnight, although it actually took a few 

years. From Jay I learned that the exponential mindset is holistic – any of 

the strategies deployed in isolation become inert, impotent of their true 

power and potential. Within a holistic embrace, they magically expand 

to produce results beyond mathematical explanation.

If you had your time over again what are some of the things that 

you would do differently?

I would start my personal development training sooner. Way, way sooner. I 

often waited to have the money to pay for seminars like Anthony Robbins’ 
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Mastery University, which at the time 

was $40,000 for the tuition and travel 

for two to attend. Looking back, I know 

I should have borrowed the money and 

done it sooner but as they say, hindsight 

is 20/20.

I don’t have kids, but if I did, I would get 

them into personal development in their 

early teens and not wait until they were 

young adults. It’s much easier and faster to avoid installing disempowering 

beliefs than it is to eradicate them and replace them with empowering 

ones.

Why do you say publicly listing a company is like running two 

companies at the same time?

The first is the operational company that gets stuff done and sells to 

clients, and then there’s the corporate company that is an entity of its 

own with the market and investors as its primary stakeholders.

Your marketing and sales strategies must encompass and include both 

otherwise one of the two entities will fail to reach its ultimate outcome. 

Too often, small cap public companies try to wrap their messages into 

one story and consequently obtain dismal, disappointing results and 

never really know why.

What marketing or business principles did you learn from taking a 

company public?

You have to know how to tell the story that the investors will understand. 

We issued a shareholder bulletin that added $9 million of capitalisation 

to our company in one day. Nine million dollars! The shares went up 

so fast that the ASX issued us a speeding ticket! When the investors 

understood the story, existing shareholders stopped selling, some started 

 You have to  k now 

how to te l l  the stor y 

that  the investors  wi l l 

understand. 
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buying more shares and others recommended the shares for the first 

time. That is the power of effective marketing – articulate storytelling 

makes all the difference.

What advice would you give to others regarding technology-

based companies?

It’s not about the technology. The sooner they get that, the better off they 

will be. Technical people (engineers) get enamoured with technology and 

forget that no one ever buys technology for its own sake. You buy an iPod 

to listen to music, not because it is the ultimate in miniaturisation and 

the culmination of no less than 78 patents.

But when it’s your baby, it’s hard to let go. I know – I’ve been there myself. 

I developed a printing system that was on the bleeding edge, integrating 

hardware, software and firmware on three platforms including Unix, 

Macintosh and DOS. I never produced a single technical specification 

sheet – never even produced a product brochure. The system was a 

licence to print money and that’s how I positioned, marketed and sold 

it. With a 100 per cent money-back guarantee, I would install it and let 

the buyer determine if they wanted to keep printing money, or have it 

shut off after 30 days.

It was never about the technology.

You invented the saying, ‘Revolution by design rather than 

evolution by default’. Can you give an example of what this 

means?

This is how I live my life and have run all of my businesses. If you are 

not designing your future for a revolutionary (exponential) outcome, then 

you are by definition living a life by default, a victim of circumstance 

and you’ll end up with whatever life or the marketplace decides to throw 

your way.
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You are the master of your own destiny and only you can create your 

ultimate destiny. I also created another saying that’s closely tied into this 

one: ‘Today’s dreams are the foundation for tomorrow’s reality’.

When I was 13, I set three goals I wanted to accomplish by the time I 

was 30: I wanted to get a master’s degree, run my own company and 

own a BMW 635 CSI sports car. I told everyone so that I had leverage 

against myself. I achieved two of these goals way ahead of schedule and 

the third one a year late.

The point here is that I had a plan and a timeline. Once these goals were 

achieved, I then set other goals and so on. Today, people say, ‘Of course 

you’re successful – look at what you did’. That’s the point – I knew my 

destination ahead of time and reverse-engineered my life, career and 

businesses accordingly.

You believe that some of the best marketing strategies need to be 

reverse-engineered. Can you give us an example of how to do this?

I worked for a global software IT vendor, leveraging as many of Jay 

Abraham’s strategies as possible. At one point, I created a prospecting 

channel that was 30 times better than the company’s prevailing methods. I 

worked with two colleagues here in Australia, and we out-produced 90 of 

our colleagues in the rest of the world – combined! As you can imagine 

it was quite the effort to produce a result not 30 per cent or 300 per cent 

better, but 3,000 per cent better!

It met with quite a bit of opposition, namely, ‘We’re doing all this work, 

but we don’t think it’s worth it’. So I had to reverse-engineer the strategy 

to prove it was producing the results.

I listed every single client we sold to in the previous 12 months. I then 

cross-referenced all the marketing and sales activities, tasks and events we 

undertook that year. With this data, I was able to prove two exponential 

conclusions: 

Bh1370M-PressProofs2.indb   106Bh1370M-PressProofs2.indb   106 6/7/07   4:06:48 PM6/7/07   4:06:48 PM



E X P O N E N T I A L  M I N D S E T 1 0 7

1. Every single client who purchased from us attended a two-hour 

presentation.

2. The conversion rate from prospects to clients was within one decimal 

point of the company’s global average.

Without the data, I would not have been able to prove that the strategies 

were working – by reverse-engineering what was done, I was able to 

determine what and how clients were buying so that we could continue 

to replicate the results as well as conserve precious resources.

Everyone does something well in their business, otherwise they would 

be out of business. Reverse-engineering what works gives you the solid 

foundation to fund the expansion and growth of the business organically 

by reducing the risk and increasing the return.

What things do you think are holding back entrepreneurs and 

small business owners from achieving their ultimate success?

I think there are two fatal mistakes that small business owners make.

1. Many small business owners are notorious for working long, hard 

hours and coming up short with their results. Figuratively speaking, 

they do 90 per cent of the work and expect 100 per cent of the results, 

when the rewards are in that missing ten per cent. When they need 

to dig in and make things happen, they pull up (and sometimes pull 

out) just before the breakthrough is about to happen. They then start 

from scratch and repeat the pattern over and over again, wondering 

why it’s all so hard. They lack belief 

in themselves and in the power of 

the holistic process for the strategies 

to converge and geometrically 

influence the marketplace, clients and 

prospects.

2. Some entrepreneurs also relinquish 

the reins of their company to their 

 I  l i s ted ever y 

s ingle  c l ient  we sold 

to  in  the previous  12 

months. 
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employees. I have seen this often in Canada and now in Australia 

– an ambitious, hard working entrepreneur, who does everything he 

or she can to build the company, finds him or herself in a fateful 

situation where they are influenced by an over-dominant employee, 

colleague or spouse. They forget that as the managing director, CEO, 

or founder they have a responsibility and obligation to lead with 

strength, conviction, determination and vision. Ironically, the person 

who forced the capitulation often doesn’t remain with the company 

for very long – often leaving before the negative repercussions are 

realised. By then it’s too late.

I am not advocating that anyone should run their business as a dictator, 

but every once in a while you should remind yourself it is your business. 

You owe it to yourself, your family, your employees and their families to 

make the best decisions for the company. Sometimes that means tough 

decisions need to be made. Sometimes those employees need to be let go 

so the company can grow. Too often, tough decisions are not made and 

the tough times continue.

Over the next ten to 20 years what do you see as the major 

marketing opportunities for businesses?

We all know how mesmerising and enthralling it is to listen to an articulate 

orator who commands an elegant mastery of the English language – in 

this, the information age, the person who can do the same with concepts, 

ideas and models will command the same reverence, prestige, accolades 

and RE$ULT$.

The future belongs to those few who can command their minds to think, 

act and deploy in boundless, exponential terms with a solid foundation 

in commercial reality, continuously expanding the envelope of possibility 

for their clients and themselves.
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Dr Marc Dussault has kindly offered a FREE BONUS GIFT valued at $97.00 

to all readers of this book…

Squash Lessons For Marketing – In this e-book, you will discover a sports 

metaphor to simplify exponential marketing strategies to transform you into 

an entrepreneurial business champion! With dozens of examples, Dr Dussault, 

an avid A-Grade competitive squash player, uses humour and his in-depth 

appreciation for the game of squash to extract key distinctions of success that 

can transform how you see your business playing field. 

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts

D FREE BONUS GIFT
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Marketing Sins

D A R R E N  S T E P H E N S

 I love how I  have to  use my creat ive  ju ices  to 

create  new and di f ferent  ways  to  solve problems 

and ful f i l  needs. I  love think ing outs ide the box 

and business  and mark et ing a l lows me 

to  do that .  
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P R O F I L E

D A R R E N  S T E P H E N S
Darren Stephens was born in Mildura, Victoria, in 1964. At the age 

of 13 he started his first business selling handmade chess sets and 

by 17 he had bought his first house. Two years later he moved to 

Melbourne to start up his signage/shop fitting company and sold it 

after making $15 million in just six years.

Darren is the founder and international chairman of the multimillion-

dollar global business network, Mars Venus Coaching Pty Ltd, with 

offices in Australia, the UK, India, Asia and the US. He is the author 

of four best-selling books and was the marketing genius behind 

developing the expansion of the Men are from Mars series of books, 

taking it to 150 countries, including 54 translations.

For more than 20 years, Darren has taught internationally, speaking 

to and motivating thousands of people in over 14 countries on how 

to create business, personal and financial success. He owns seven 

companies in various industries including property, manufacturing, 

franchising, coaching and publishing. He has appeared on television 

and had articles published in newspapers and magazines nationally 

and internationally. His experience has made him a sought-after 

lecturer on the international media circuit.

Darren is a Neuro-Linguistic Programming trainer and is qualified in 

Time Line Therapy, Ericksonian Hypnosis and psychology. He lives in 

Melbourne with his wife, Jackie, and their seven children.
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When did you first discover you had a talent for business?

Well, it all started when I was 13 and my parents gave me a set of plaster 

moulds after returning from a trip to Melbourne. I was quite creative 

as a kid and loved crafty things, so I loved the moulds. I made a set of 

plaster chess pieces, painted them and made them look spectacular. My 

mum displayed it on the mantelpiece and when a friend, the owner of 

the local barbershop, saw it he asked if I was willing to make one for his 

store. The barbershop was very traditional – people had to wait in line 

to have their hair cut, and he thought the set would fill in their time. He 

paid me $20 for it – I was rich! At the time, my friends were only earning 

about $2.50 a week from doing paper rounds in the early (and freezing) 

hours of the morning. And here I was doing something that was really 

easy for me to do, and getting paid really well for doing it. I guess that 

was when I realised I had a talent for business.

The barber rang me about a week after he put the chess set in his store 

and said that it was a huge success. In fact, a number of people were asking 

where they could buy their own set. So he offered me my first business 

deal. He asked me to make a couple of sets and he would sell them from 

his shop window for $60 – half of which would go straight into my pocket. 

Once again I thought I was rich – a 13-year-old making $30 for doing 

something easy and fun – it was a dream made in heaven!

What did you learn from your childhood business experience?

The chess sets started selling like hotcakes and I was getting four to 

five orders a week. The problem was that I was still at school. I had to 

speed up the process and increase the production line. Mum and Dad’s 

backyard became a bit of a plaster mould factory and I did all sorts of 

things to speed up the production. Instead of hand-painting the chess 

sets I bought pressure packs, and to get them to set faster I used some 

rapid set plaster, but that only caused problems. So when that didn’t 

work I used my parents’ brand new microwave (hmm…actually, that 

caused even more problems!). I thought the microwave would dry the 
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plaster quickly, so when Mum went out 

for the day I threw in the chess pieces, 

cranked up the heat and left them in 

there for 30 minutes. If only I had known 

that the plaster had aluminium filings in 

it; if I had, I guess the microwave door 

would have still been on its hinges rather 

than projected across the room when the 

microwave blew up! I wasn’t very popular 

after that incident.

Having started business at such a young age, there were eight key things 

that I learnt. Many of these lessons have served me well later in life…

especially lesson number eight!

1. Being creative can make you lots of money.

2. You need to adapt quickly to changes.

3. Failure is a way to grow, learn and succeed.

 Network ing can 

help you sel l  more 

and mak e more 

money. 
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4. It’s important to find ways to leverage yourself and your business.

5. Networking can help you sell more and make more money.

6. Do something you love and it won’t feel like work.

7. Money is easy to make.

8. Never, ever play with your mum’s microwave!

Is it true that you were nearly arrested for selling posters at a 

football match?

Yes, but it wasn’t just any football match – it was grand final day! I was 

only 18 at the time and got the idea for selling posters when I noticed 

the numerous merchandise stands at AFL games. Once, when I was at a 

game, I went up to a stand and asked how much they would make from 

a normal weekend game – about $15,000. Wow! Imagine how much they 

would make at a grand final! So, being a creative person and all, I decided 

to create my own posters. I did some character drawings of players from 

the grand final match between Hawthorn and Carlton and then calculated 

the figures in my head. There would be about 100,000 people who would 

attend the match, so even if I sold a two-dollar poster to at least ten per 

cent of the crowd I could make $20,000. The posters cost 15 cents each 

to produce and I would get all my friends to help sell them around the 

ground. Our plan was to sell them to people coming into and leaving 

the ground. I organised the printing and had thousands of posters made, 

got a special hawker’s licence from the Council for a small fee and that 

was it – I was ready!

Grand final day turned out to be a scorcher – 35 degrees in the shade 

– lots of people stayed across the road in the pubs, where it was cool, and 

did not arrive at the grounds until late. So there weren’t as many people 

around as we would have liked. Just when we started selling posters (and 

I was already counting my profits in my head) a couple of policemen 

approached me with one of my salespeople. They told us that we had 

five minutes to stop selling the posters or they would arrest us and throw 

us in jail. I told them that I had a licence, but they said it wasn’t valid. 

Apparently special licences were required for grand final day and were 
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issued by the AFL (something to do with only AFL merchandise being 

able to be sold at the grand final). We had no choice – we had to pack 

up and I was going to lose all of the printing costs, not to mention the 

opportunity.

Despite my crew being willing to dodge the police and continue selling, 

I knew I couldn’t afford for any of them to be arrested. I took one last 

look at the merchandise stands and made a decision. I approached the 

official AFL merchandise stands and offered them a 50-50 arrangement 

to sell my posters for me – they agreed.

We ended up selling a number of posters, however the sales were a lot 

lower than my estimated figure. The sales for the merchandise stands were 

also low, so it was clear that people just wanted to get straight to the game 

because it was so hot. I’m sure the people selling drinks and ice-creams 

on the day probably had record sales! As for the poor merchandise stands 

– and me – we didn’t do so well.

After covering my printing costs, taking my friends out to dinner and 

shouting them some drinks, I had a small profit of a few hundred dollars. 

It was still a great day out and lots of lessons were learnt. Not bad when 

you consider that at one point we were nearly arrested for being creative. 

(And if you’re looking for a limited edition football poster, I still have a 

few thousand copies!)

What were some of the challenges you had to overcome on your 

journey to achieving your career goals?

There are many ups and downs in business (and in life!) and challenges 

are inevitable on your path to achieving your goals.

Many years ago I had a girl working for me who embezzled a large amount 

of money from the company right before Christmas. At the time I was 

running a manufacturing business and we closed down for six weeks 

over the Christmas period. This employee embezzled enough money to 
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leave my accounts empty. Luckily, I found out and she was arrested. I 

took action against the bank because it honoured the cheques although 

this employee was not a signatory on the account. While the police 

investigation was being carried out, the bank froze all my accounts. So 

in the time leading up to Christmas my accounts were empty and I had 

no money to pay my staff their holiday pay. I had the tax department 

breathing down my neck threatening to close me down and I couldn’t pay 

them either. In the end I had to make a hard decision. I had to sack all 

of my employees, not because I didn’t like or appreciate them, or because 

they were not working well enough, but because I couldn’t afford to pay 

them. It was a really tough time and a lot of tears were shed (including 

mine). I managed to get through the experience and rebuilt the company 

up to 75 employees over the next few years. It was certainly a time when 

I had to step up and take massive action despite the disappointment of 

having someone I trusted embezzle so much money.

Another challenge I had to face was hiring a CEO who did not live up 

to his credentials and reputation as a high achiever. He mismanaged the 

company and turned good team members against it. He was being paid 

a huge salary of $250,000 a year but ended up costing around $750,000. 

Now this was a bitter pill to swallow, but I had to take full responsibility; 

at the end of the day, I owned the company and I hired him.

You have experienced deceit as a result of hiring the wrong 

people. What have you learnt from this?

1. Check into people’s credentials and their backgrounds, especially when 

hiring for senior positions. Do not just 

believe what people say!

2. Put benchmarks in place to measure 

and control staff performance. Ensure 

that they are living up to expectations 

and are not turning your staff against 

the company. This often happens when 

 Now this  was  a 

bit ter  p i l l  to  swal low, 

but  I  had to  tak e ful l 

responsibi l i t y… 
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a new CEO steps in and wants to replace team members with their 

own people.

Having said this, I believe that as you grow and experience success you 

open yourself up to people who may take advantage of you. These people 

look at your success and justify deceitful action by thinking that you are 

so successful that you won’t miss a bit of money here or there. Deep down 

they are truly insecure and try to take advantage of successful people to 

make themselves feel good. I am sure that they think they can fast-track 

their own success by ripping someone else off, but that never works. 

How did you first meet the world-famous relationship expert, Dr 

John Gray?

I first met John Gray briefly in Australia, but I formally met him in Hawaii 

at an event that we both attended.

You were the key strategist behind Dr John Gray’s famous book 

Men are from Mars, Women are from Venus, which has now sold 

over 40 million copies. Can you share with us the story of how this 

happened?

John self-published the book because publishers were not interested, 

mainly because they thought the name, Men are from Mars, Women are 

from Venus was very ordinary and they didn’t think the book would sell. 

It was rejected several times by various publishing companies, so we knew 

we had to create demand. We self-published a couple of thousand books 

and then implemented a marketing strategy where we sent a number of 

people to bookshops throughout the US and had them ask for it. The 

shop assistant would look the book up on their computer and note that 

the shop did not sell it. We sent three or four people to the same store 

on the same day to ask for the book, requesting that a copy be ordered 

in, so the owners of the shops started to ring publishers, trying to find 

who had published the book. Naturally, the publishers were getting calls 

from all over the country from different shops wanting to order in this 
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book for customers. In response to this, we had publishers who had 

initially rejected the book calling us asking to do a small print run of a 

couple of thousand copies.

Our next strategy was to purchase all of these copies ourselves and 

create a phenomenon – Men are from Mars, Women are from Venus sold 

out within the first few days. Through our strategy we created a lot 

of publicity and momentum for the book. The publishers were really 

excited and realised that perhaps they were wrong; obviously the book 

had struck a chord with the public, despite its lousy title. The publishers 

did a larger print run and the publicity created public demand – people 

started purchasing the book.

Now, the key thing was that the book obviously had great substance and 

content because after we had created a demand the book sold on its 

own. We have since sold over 40 million copies worldwide; it has been 

translated into 54 different languages and is sold in over 150 countries. 

Its success has since led to the creation of another 12 books.

Dr John Gray with Darren on one of their many trips together.
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Branding is an important element in 

marketing a book series. Where did 

you learn about branding?

I could write a whole book about 

branding and marketing, however I think 

that anyone interested in knowing more 

about the power of branding should read 

Al Ries and Jack Trout’s books, including 

The 22 Immutable Laws of Marketing: 

Violate Them at Your Own Risk! Al came up with a series of ways to focus 

on branding and I have gained many insights from his information. His 

lessons have had a significant impact on the profitability of the company 

and have led to the company’s rapid growth. Al’s thoughts on branding and 

marketing have certainly made a difference in my life and how I approach 

different businesses from a marketing and branding point of view.

What was your international expansion strategy? Have you stuck 

to this plan or has it evolved along the way?

Our international expansion strategy was to expand into all of the major 

English-speaking countries because it would be a lot easier in terms of 

logistics and systems. We have not exactly stuck to our strategy and it has 

definitely evolved along the way. This is mainly because of the demand 

for our product and because John and I are often invited to give talks 

around the world. As a result, we have created a huge amount of interest 

in our system in places like India and Asia, and even Slovenia (where we 

now have offices). This was not part of our initial plan. In the beginning 

our main drivers were Canada, the UK and the US. We are currently in 

the UK and are working on Canada and the US. The reason that we 

looked at Asia, the UK and Canada before going back to the US is that 

the franchising laws and documents in these countries are very similar to 

those in Australia. The US is quite different, because all the states require 

different legal documents, making it much more complex.

 I  bel ieve that  i f 

you spend money on 

your  mind, i t  wi l l 

repay you k indly. 
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What is your opinion about franchising and should businesses 

include it in their overall growth strategy?

I think franchising is a great tool for growth. Franchising in Australia is 

a $130 billion industry and is a great strategy for growing a business. It 

helps you self-fund the growth of a business, involves other passionate 

and driven people to help build your brand and allows you to grow 

your business much faster. If you have a good business model and it is 

something that can be replicated with good systems, then franchising is 

a great option.

Who are the mentors that have inspired you and what lessons 

have you learnt from them?

There have been many people over the years who have inspired me – Tom 

Hopkins and Zig Ziglar (sales); Jay Abraham (marketing); Tony Robbins 

(action); John Gray (relationships); Jim Rohn (success); Richard Bandler 

& John Grinder (Neuro-Linguistic Programming) – just to name a few.

I have learnt to invest in myself first and have spent at least half a million 

dollars over the years buying educational books, CDs and DVDs from 

various successful people. I believe that if you spend money on your 

mind, it will repay you kindly. The key to this is understanding sales and 

marketing, and using these abilities in conjunction with knowing yourself 

and your inner success, and really understanding how your unconscious 

mind works.

The ability to be successful on the inside first is what truly brings outer 

success, wealth and abundance to your life. Most people don’t realise it, 

but having a wonderful relationship with yourself (and your partner) is 

one of the critical factors for becoming wealthy. From the various mentors 

I have learnt to take action, take control of my life, ask questions, push 

beyond boundaries and believe in myself. So if you truly want success, 

learn to work on yourself. 

Bh1370M-PressProofs2.indb   121Bh1370M-PressProofs2.indb   121 6/7/07   4:06:51 PM6/7/07   4:06:51 PM



D A R R E N  S T E P H E N S1 2 2

How can people learn to better market their businesses?

• Tap into as much knowledge as you can – read books, listen to tapes 

and CDs, and go to seminars about marketing. Learn to market your 

business yourself.

• Find a coach who can offer you expert knowledge and another 

perspective on your business. A coach specialises in knowing how to 

grow a person with emotional intelligence and can help you understand 

the fundamentals of business.

By absorbing as much marketing knowledge as you can and fast-tracking 

your success with a coach, you will realise that there are three ways to 

grow any business:

• Increase your number of customers.

• Increase your average dollar sale.

• Increase how frequently your customers buy from you. 

What is your list of ‘deadly sins’ that should be avoided in order for 

a business to be almost divinely profitable?

1. Failing to test – if you don’t test prices, headlines, advertising copy, 

radio/television spots and verbal messages, you will not know what the 

market wants or will pay. In other words, you are just guessing and 

that can be disastrous. Tomorrow, I urge you to have your salespeople 

try different pitches and differently priced offers. Afterwards, review 

each approach against the other. If you find a new approach that 

performs better have all your representatives use that approach until 

you can test and compare more, and potentially better, possibilities.

2. Running institutional advertisements – these advertisements are a sheer 

waste of money because they don’t direct the audience to take action 

or make a buying decision. Direct-response advertising, on the other 

hand, makes a complete case for the company, product or service. It 
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overcomes sales objections, answers all major questions and promises 

results with a risk-free warranty or money-back guarantee.

3. Not stressing uniqueness – most successful businesses and professional 

practices are built around a single unique selling proposition (USP). 

It might be reliable post-purchase service, super-fast delivery or 

convenient hours. Think about what it is that sets you apart from 

your competitors, and then make that USP the engine that drives all 

of your marketing and advertising efforts.

4. Not having back-end sales – the back end is vital to any business. If you 

can induce new customers to buy a similar product or service from you 

within 45 days, then you will double the value of that customer.

5. Failing to address customer needs – by communicating with your 

customers (and making sure that your employees do the same thing) 

you can identify their needs and wants and ensure you satisfy them. 

If you don’t give them what they need or want, your customers will 

abandon you.

6. Failing to educate – your customers and prospects won’t understand 

or appreciate a bargain, service or benefit unless you point it out 

to them. For example, if you are overstocked on widgets, advertise 

that fact (admit your mistake) and then explain why the widgets are 

valuable, how they can be used and how you are willing to let them 

go at a major discount to your best customers, first-time customers 

or people who are willing to make an 

additional purchase.

7. Failing to explain why – whenever you 

make an offer, ask for a sale or run an 

advertisement, always explain why. For 

example, why can your salespeople 

handle sales better than someone else? 

Why can you beat your competitors 

on price? The more believable and 

 I f  you don’t  g ive 

them what  they need 

or  want, your 

customers  wi l l 

abandon you. 
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plausible your reasons the more compelled customers will be to favour 

you with their patronage.

8. Giving up too soon on what works – I find that businesspeople get 

tired of their advertising and marketing campaigns long before the 

marketplace tires of them. People who commit this sin often call off 

an advertising campaign that has been working and replace it with 

something that hasn’t proven itself and might be a flop. Test different 

concepts and approaches, but never abandon your ‘control’ (i.e. your 

best performer) until you find something that pulls better results.

9. Forgetting who your customers are – always send your sales message to 

the people who are your primary prospects. For example, if you want 

to reach people who are over 45 years old, then your advertisement 

headline should say: ‘If you are 45 or over…’ Diligently avoid headlines 

and advertisements that are non-specific or abstract.

What do you love most about being in a career focused on 

marketing?

I find being in business, particularly marketing, fun! I love how I have to 

use my creative juices to create new and different ways to solve problems 

and fulfil needs. I love thinking outside the box and business and marketing 

allows me to do that.

I remember a creative concept that a friend of mine devised. She arranged 

for a semi-trailer to be loaded with sheep and to have the words ‘XYZ 

Company: the number one manufacturers of woollen jumpers’ written 

down both sides of the truck. The truck happened to stop at a set of 

traffic lights in the centre of the city of Melbourne when the gates holding 

the sheep ‘accidentally’ came undone. The sheep escaped and started 

causing chaos – traffic came to a standstill as 1,000 sheep started running 

around the streets of Melbourne. You can just imagine the problems it 

caused during the morning peak-hour rush. Within minutes, the police 

and emergency services were called in to catch all the sheep and restore 
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traffic flow. It took quite a while and in the meantime the news crews 

from television, radio and print were on the scene reporting what had 

happened. In the middle of all this was a huge semi-trailer with signs on 

the side of it promoting the company! This stunt generated over $300,000 

in free public relations exposure and they got all the sheep back, bar one. 

Now that’s one example of some creating thinking! (However, remember 

to do things that are legal and safe.)

Is there a significant quote or saying which you live your life by?

‘Trust your intuition – it guides and protects your soul.’

What is the most important thing you have learnt about 

succeeding in marketing?

I have learnt a lot about succeeding in marketing, but more importantly, 

success has taught me a lot about life. I remember once being asked 

to do an interview with a major television station. It was meant to be 

a friendly interview about success, but it turned out to be an ambush 

– an interview designed to discredit successful people and the personal 

growth industry – for the sake of a ‘good’ story. The story never went 

to air, but I think it might have had I not kept my calm and controlled 

the situation. However, it did cause me internal grief and frustration. I 

could not understand why the media would want to attack people who 

were trying to help other people be successful.

Unfortunately, that is life and the media fabricating stories or making 

headlines is a part of it. Learn to deal with it. It’s hard, especially as you 

become more successful, but you have to learn to live with it. John Gray 

faces this scrutiny all the time. Despite the number of positive stories 

he has about his message of good communications and relationships, 

there is always some form of media trying to discredit him and cause 

internal grief. It is a shame, but this is the way the world is, and we have 

to become stronger because of it.
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To be truly successful in life and marketing you have to stay true to yourself 

and rise above the people who try to take advantage of you. The only 

way to be successful is to stay true to your own heart. Whenever I have 

been taken advantage of I have learnt to process these feelings internally. I 

take whatever lessons I can learn from the situation and keep on moving 

forward without looking back.
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Brand Seller

M A R G A R E T  B U T L E R

 All  reta i lers  are  interested in  two k ey 

e lements  of  business : what  is  new and what  se l ls 

best . Most  wi l l  g ive  new brands and produc t 

ranges  a  chance, with  pr ior i t y  going to  those 

that  are  suppor ted by a  mark et ing plan.  
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P R O F I L E

M A R G A R E T  B U T L E R
Margaret Butler was born in Sydney in 1965. She spent her childhood 

playing various sports and working weekend jobs, and started selling 

products through her own small business while she was still at 

school.

Although the plan was to study business at university, Margaret did not 

complete her degree, choosing to involve herself in entrepreneurial 

courses instead. Originally working in the textile industry, she identified 

homewares as an emerging and high-growth market. In 1992 she 

started Anasazi Trading Pty Ltd in a friend’s garage

From humble beginnings, Anasazi is now recognised worldwide as a 

quality brand house distributor and marketer of leading contemporary 

lifestyle brands, including products for kitchen, bathroom, storage, 

living and giftware.

Margaret’s commitment, and passion for innovative design and 

creativity, has built a business that thrives on pioneering categories 

and designs that invoke emotion and stability in any space. The 

business has grown with an annual compound growth rate of about 

40 per cent. The turnover of retail sales is now in excess of $20 million 

with no signs of slowing down.

On top of running a successful business, Margaret is also mum to 

three-year-old son, Luca, and feels privileged to be able to combine 

parenting with running a company. She lives in Sydney’s Paddington 

and spends weekends in the country at a Kangaroo Valley property 

relaxing with her partner and son.
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What was your first job and what did you learn from it?

While I was at school I had various retail jobs on weekends and ran a 

small business selling cosmetics and jewellery. My first significant job 

was at age 17 when I was a trainee in a customs and shipping company. 

I learnt about importing and exporting and was amazed at how many 

companies were importing, marketing and distributing products. I learnt 

a lot about the back-end of business and realised that there was so much 

more than seeing a product for sale in a retail shop. My experience with 

this company got me thinking that I could probably do this!

What influenced you to start your own business?

Since I was a teenager I knew I wanted to run my own business. I 

guess my experience growing up shaped my outlook. My parents were 

supportive and I grew up with the belief that I could achieve whatever I 

set my mind to. Each job was really a stepping stone to creating my own 

dream of starting and growing a profitable business. I love to trade and 

that is exactly what my company does today. I love being in a trading 

environment!

People often say that one door closes and another one opens. It’s so true! 

The last position I held was with a retail company that was not trading 

so well – my position was made redundant and I was dumped. It was 

the best thing that could have happened, although at the time it did not 

seem that way. It was my true call to action! Within a few weeks I started 

a textile agency, which was the start of being self-employed. My business 

model totally changed within 12 months.

What are the major benefits of having your own business?

Creativity and the satisfaction of doing things the way you feel they 

should be done. Nobody is perfect, but I really try to understand the 

people I work with and support them in an environment that is appealing, 
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challenging and encouraging. I have met 

some wonderful people through my 

business – both high-profile and low-key 

people who constantly keep me motivated 

to grow and continue the journey of 

learning. There is nothing more exciting 

in your career than creating your own 

roadmap. I enjoy the constant challenges, 

but I know each day that failure is always 

a distant possibility, no matter how long 

a business has been operating for.

Can you tell us how you came up with your business name?

Anasazi – it’s a difficult name to pronounce and to spell. The name came 

from the ‘first people’ – the Anasazi people who inhabited the Grand 

Canyon and were known for creating homewares (they made items out 

of stone and other natural materials).

What were some of the challenges you had to face in the early 

days of operating a business in the homewares category?

Like fashion, homewares can be a seasonal industry. We have built a strong 

business model based on 70 per cent carry over to the next season. We 

have some top selling products that have been in our range for more 

than ten years, while other products have come and gone for one season 

of six months (or two to three repeats).

There are also a lot of knock-off products on the market. Protecting 

designs can be expensive but we have now learnt that it can be critical to 

register designs. Brands also need to be protected by way of trademarks. 

Our reputation has been built on innovative and intelligent products 

backed up by excellent service. Getting the product mix right is essential 

for staying alive in a seasonal industry.

 There  is  nothing 

more excit ing in 

your  career  than 

creat ing your  own 

roadmap. 
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One of your first customers was Country Road. How did you secure 

such a well-known company?

Country Road was one of the early pioneers of contemporary homewares. 

I admired what they were doing in the early nineties and contacted a 

buyer for an appointment. I suppose it’s a lot easier when you have 

nothing to lose.

I had sourced and co-developed (with my friends Jitu & Gita from Sitlax) 

a range of stainless steel bath and kitchen accessories. Anasazi was the 

first company in Australia to pioneer the concept of stainless steel for 

use in homes and I decided to show Country Road my samples. In the 

meeting I was so nervous that I got my finger caught in the toothbrush 

holder lid! I held it under the table for what seemed like hours while 

the meeting progressed. I was too scared to move in case they thought 

the product was defective. My finger swelled up but I eventually got the 

toothbrush holder released.

It was a really exciting time and I knew I was onto something when the 

buyer called in the buying manager and general manager. To my absolute 

amazement I received this huge order that exceeded all expectations. I got 

in the car and cried; I had no idea how I was going to pull it off! I didn’t 

have a warehouse. I didn’t have a computer. I didn’t have staff, heck, I was 

the staff! Then I realised that I did have something powerful – an order! 

Country Road wanted this range because there was nothing else like it 

on the market. They wanted to hold a leadership position and get in the 

market early. That order was the start of my importing business.

After you secured Country Road, how did you get other 

customers?

After we secured Country Road, the business seemed to grow brick by 

brick. With the first order I had to set up shipping arrangements, find a 

friend’s garage to hold the stock, learn to deal with factories, negotiate 

terms of payment, set up freight and customs accounts and employ my 
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first team member, Sue, who is still with me today. After that it just 

made sense to offer extended versions to other customers. Within six 

months we were also selling to David Jones, Myer, Freedom and about 

150 specialty stores across Australia and New Zealand. I believe that 

enthusiasm creates enthusiasm, and enthusiasm only leads one way – to 

success! For anyone who is passionate about selling, there is no bigger 

buzz than a real order.

You have successfully sold products to retailers like Myer and 

Freedom. What exactly do these big retailers look for when doing 

business with suppliers?

Big retailers look for an edge; something that is appealing and useful 

to customers. Often they will ask for exclusivity or custom branding. 

Depending on the situation (i.e. agreed volumes, margins and stock 

return), we sometimes offer part of the collection exclusively. Retailers 

are often looking for their suppliers to subsidise some of their rising costs 

and so unique, exclusive and appealing brands win over me-too products. 

Larger retail groups also look for reliability and consistency in quality 

and service. You can have a great product but if it does not get to the 

customer in a timely and accurate manner then it is all to no avail. More 

and more the issues pertaining to dealing with these customers revolve 

around your ability to service and supply.

What margins do major retailers look for with a new product and 

do you discount to encourage larger orders?

Retail margins in the industry have risen much higher than the standard 

50 per cent in recent years. With all the rebates and other discounts, 

retail margins in the homeware industry now calculate at around 55 to 

65 per cent. Although some stores apply lower gross profit margins, this 

is the norm.

Discounting in the homeware industry mostly relates to overstocks by 

suppliers, but is also related to how much the customer purchases. It is 
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common to offer group discounting for volume customers or promotional 

purchases based on a certain product and volume.

What should people keep in mind when they are making deals 

with retailers?

You have to consider all of the factors involved in your pricing and 

product offering. There are a lot of hidden charges and costs involved 

in selling to retailers today. People often make the mistake of thinking 

their margin is the difference between the invoiced price to the customer 

and the landed cost. This has sent many companies off the map over the 

years. The true gross profit margin calculation is the difference between 

what the product costs and what funds are actually collected. You need 

to consider such things as advertising rebates, settlement discounts, 

marketing allowances, general rebates on turnover, promotional calendar 

events and other subsidies and claims. This can usually be defined as an 

overall percentage cost. Most retailers request free into store freight (FIS) 

so that will also need to be considered.

Some questions that need consideration include:

• Is there an exclusive arrangement or is it open stock to the market?

• What stock support or back up is required?

• How will the order be packed – by store or central warehouse?

• Does the customer require the products to be price labelled and 

scanned?

• What quantities does the customer 

expect to sell?

• How will the customer pay?

• What discounts or rebates are 

expected?

Remember, the deal has a lot to do with 

your bargaining strength, that is, the 

extent to which the customer wants or 

needs the product or brand.

 There  are  a  lot  of 

h idden charges  and 

costs  involved in 

se l l ing to  reta i lers 

today. 
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When you have a new product or a new range, where do you 

distribute first?

We tend to start with retailers at the higher end of the market first. The 

higher end of the market is often more design-conscious and when a 

product is new and innovative it is better suited to them. By starting at 

the high end you can allow the product to filter down over time. That 

way you can extend the life of your product range by moving down the 

channels. We have some examples of products that were initially sold into 

high-end stores ten years ago and are still selling today in mass-market 

retail chains.

What determines the success of marketing a new brand and what 

role do retailers play in your decision to import particular brands 

and product ranges?

The ultimate success of marketing a new brand is determined by a 

combination of factors. How the products are marketed both at a wholesale 

and retail level has a huge impact on the overall success. Brands that have 

a strong visual narrative and are easily understood, and products that are 

functional, aesthetically appealing and price accessible will stand a good 

chance of success.

There is an ongoing appetite for innovative, great design. It really does 

tilt the playing field – creating opportunities and driving markets that 

produce profits. All retailers are interested in two key elements of business: 

what is new and what sells best. Most will give new brands and product 

ranges a chance, with priority going to those that are supported by a 

marketing plan.

What is the most important thing you have learnt about successful 

marketing?

• Be consistent with your messages.

• Know your target market.
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• Have clear expectations for what you want to achieve.

• Focus on specific areas of the market and don’t try to be all things to 

all people.

• Be authentic and sincere because customers will know if you aren’t.

What are the most common mistakes new marketers make?

By far the most common mistake is to sell items rather than brands. 

With all the pressure on buyers to reduce inventory, companies are 

compromising their brands by selling individual items instead of building 

a story. The success of our business has been in selling brands and ranges 

rather than single items. By selling a story we create a narrative that gives 

the consumer a reason to come back.

For people wanting to sell products, what is the best way to source 

them?

• Visit trade shows (there are major shows in Europe, the US and Asia). 

Try and visit as many shows as possible in the first few years to get 

an idea of what is available.

• Search the internet for factories and supply bases.

• Work with a global sourcing company (they usually work on a 

commission-based fee).

• Visit international stores and pick up ideas for possible sources.

• Contact trade centres in various countries that have registers of 

suppliers and manufacturers.

What important lessons have you learnt about dealing with 

overseas manufacturers?

• Don’t make the assumption that yes means yes. We all speak different 

languages and in some cultures it is customary to agree with a ‘yes’ 

when really they mean they will look into it.
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• Make sure you understand what is important to the manufacturer 

in terms of production quantities and specify the quality and style 

required. Allow enough lead-time so that the products are not rushed. 

Adding delivery pressure can result in poor output.

• Most manufacturers are not designers and very few employ the services 

of a design house. You usually have to provide your own drawings 

and get a firm cost on tooling and sample production.

• Ensure that the products are exclusive from the factory; you don’t want 

the factory selling the product to the next buyer who visits. Finding 

ethical factories takes time and can be challenging, but is worth the 

effort.

What are your tips for negotiating great prices with suppliers?

• The most important thing to remember when negotiating is to be fair. 

I have experienced the full circle of both ‘hard’ and ‘soft’ negotiations. 

If you negotiate the terms ‘too well’ then there’s a high chance that 

what you unpack from your container may not necessarily be the 

product quality, quantity or style that you ordered!

• There is a cost to every request and demanding too much will balance 

out somehow – something might not be what you expected; this might 

be with the raw material or the packaging or somewhere in the supply 

chain.

• The best way to negotiate is to support the people who support you 

by providing good communication, feedback, and a purchase order! 

Make sure you pay your bills promptly and continue to support the 

factories or suppliers that provide the best products and service. It 

is not always about price. It is more important to have relationships 

that span years than a one-shot deal that you can boast about as they 

are rarely repeated.

Bh1370M-PressProofs2.indb   136Bh1370M-PressProofs2.indb   136 6/7/07   4:06:53 PM6/7/07   4:06:53 PM



B R A N D  S E L L E R 1 3 7

Who are the mentors that have inspired you? What important 

lessons have you learnt from them?

I have learnt so many things about business and life from some truly 

fabulous people. These people have inspired me and helped my business 

grow to what it is today. I call them ‘friends of Anasazi’ because they are 

the ones who believe in us and support our dream. I am fortunate to have 

a great bunch of people around me, from the Anasazi team, suppliers and 

designers to the customers, accountants and bank managers – they have 

all assisted with our growth. I believe that when the student appears, so 

does the teacher. Whenever Anasazi has needed to learn something, a 

person has suddenly appeared to help us.

When selecting brands for distribution I look for companies that are 

inspiring and outstanding in what they do. I remember when I first met 

the team from Umbra and how I was inspired by their strong focus for 

authentic and intelligent designs that were functional, resulting in useful 

products that gave everyday pleasure. They taught me early on about the 

importance of design.

On one of my first trips to New York, I purchased a suction shower 

basket and tested it in my hotel room shower. It was amazing! I thought 

about selling it in Australia and so I visited the manufacturers in Ohio. 

Interdesign, one of our earliest branded suppliers, taught us a marketing 

approach that differed to what marketing textbooks taught. I carefully 

studied the way that this company operated and learnt that having a 

unique approach to each brand was important. In the end we were able 

to sell four million of the baskets by selling them across a multitude of 

distribution channels.

When it comes to branding there are a few outstanding female mentors 

that I greatly admire. The two best marketing examples that come to 

mind are Nigella Lawson and Gai Waterhouse.

The first time I met with Nigella in London, I was a little nervous and 

curious to say the least. What I discovered was that truly successful people 
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are just as normal and down-to-earth as you and I. To my surprise, 

and comfort, within moments of meeting we were talking about the 

challenges of raising children and running a business. We talked about 

personal things – the things that mattered. I realised that Nigella needed 

and wanted to work with people who were passionate like her and she 

liked to challenge herself in the same way I do. Strangely enough we were 

born on the same day.

Margaret with one of her mentors, Nigella Lawson.

I first met Gai Waterhouse in 2000 after bidding on a racehorse at a 

Melbourne Cup charity function. I turned out to be the highest bidder, 

but had no idea it was a racehorse that I was bidding on! My intention 

was purely to raise the bids for charity because it seemed like some of 

the well-off business executives were a bit reluctant to raise their little 

yellow hand. I actually thought I was bidding on a lunch cruise! Gai’s 

enthusiasm and knowledge of business is amazing! Like Nigella, Gai is 

one of the easiest people to communicate with and makes success seem 

achievable.

These ladies are two of the most passionate women I know – each with 

very different businesses. The common link is their enthusiasm and 
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passion for what they do and a desire to constantly create and achieve 

new milestones.

How has your business evolved into what it is today?

Recommendations and referrals have been a big part of our success. 

I think it is important to market both internally and externally, and 

building a great team spirit and culture is also very important. We have 

an extremely high success rate for customer and supplier retention, with 

many of our suppliers recommending us to others (the world is a small 

place). It’s amazing how quickly your fortunes can turn around with the 

right attitude! Having the right product at the right time has also been an 

underlying foundation for our continual growth. Managing growth can 

be more challenging than anything else. You can have great products and 

service but being able to manage all the skills required and cash flow to 

support a growing business is essential. That said, I often think that it is 

not money that people need but ‘know how’. I am fortunate that we went 

through some really tough lessons early on that taught us how to manage 

cash flow. Not having any outside funding has helped us understand the 

importance of running a profitable and positive cash flow business.

What is the biggest marketing mistake you’ve ever made and 

what did you learn from it?

Without a doubt the biggest mistake I ever made was to not start our 

own signature brand sooner. I was simply too busy with my head in a 

box and I was trying to do everything, 

including packing orders! One day, 

lightning struck, and I realised that we 

shouldn’t be shipping any product that 

we sourced and developed without first 

putting our brand to it. Our Anasazi (now 

Urban Lines) branding was created in 

response to an obvious gap in the market 

that customers were asking to be filled.

 I t ’s  amazing how 

quick ly  your  for tunes 

can turn around with 

the r ight  att i tude!  
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It took time and business development to really understand the power of 

marketing our own brand. Back then I saw branding as a luxury rather 

than a necessity, today it is the other way around. It was not until my 

nephew, Garreth, joined the company that we really started to create a 

good brand identity. The experience of creating our own brand has helped 

us understand so much more about how marketing works and this has 

allowed us to develop closer relationships with our branded suppliers 

through mutual experiences.

Another marketing mistake I made was to call our signature brand Anasazi 

(as in our company name, Anasazi Trading Pty Ltd) and there were two 

main issues with this:

1. People found it hard to pronounce and spell Anasazi.

2. It created confusion because Anasazi Trading Pty Ltd was a distributor 

and marketer of other brands.

We have tried to overcome this now by trademarking our recently created 

brand, Urban Lines. All new product development will go under the name 

of Urban Lines with existing product staying as Anasazi.

How powerful is it to have your own brand?

It is powerful to some degree but it is not the basis of our core business 

model. Our business model is based on brand house management. That 

means managing a stable of brands including our own. What we have 

gained from developing our own brand over time is knowledge unknown 

to your typical distributor. We understand what it takes to design, develop 

and manufacture products and can relate to our customers who also go 

through the many steps of creating a brand.

What do you think are the essential elements of building a 

successful brand?

• Understanding the core values of the brand.
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• Delivering the brand’s core values consistently.

• Knowing the true intellectual property value of the brand (this gives 

you strength in negotiation).

• Being passionate and excited by the brand.

What are some of your future plans or goals for the next five to 

ten years?

It has taken me about ten years to understand the word ‘balance’. I truly 

believe that exceptional businesspeople are not particularly balanced. 

When I think about the people I admire the most, I immediately recognise 

their passion, but balance is not something that automatically comes to 

mind. Having my son, Luca, a stroke before my 40th birthday, has put 

balance into my life like never before. Managing relationships with a 

personal partner, a child and a business, so that everything runs smoothly 

is a new concept to me. I hope I get better at it as time goes on.

I’m lucky that my job allows me to travel a lot and I would love to 

experience life in another country. I plan to live in Italy at some stage in 

the future. But for now I am busy building the business.

In the future I would like to build the branded distribution side of the 

company, as well as our own signature brand.

One of your latest initiatives is an online business called www.

gifts.com.au. How did this come about?

I purchased the name via auction a while ago when generic names were 

released. It is all about timing. We only launched the site recently and 

wanted a way of being able to market all the products that we distribute. 

We get a lot of publicity and people want to be able to purchase, even 

in remote areas.
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What is your marketing strategy 

behind the growth and development 

of www.gifts.com.au and where do 

you see it going in the future?

Strategically the site has been wonderful 

for us because it provides direct consumer 

feedback. In our wholesale business we are 

dealing with buyers, who deal with store 

managers, who deal with shop assistants, 

who deal with the end consumer. This 

site allows us to bypass all of these people and get feedback from the 

end user. In turn, it helps grow our wholesale business.

We often get enquiries about whether we have a retail shop. So following 

the success of our website we will be setting up our first retail store, 

BLUEPRINT, in Potts Point soon. The store will be a flagship for our 

brands and will co-exist with the website.

Like all new business ventures we take on, I think it is important to grow 

step by step. It’s early days for us in this business and I think people 

underestimate what is involved in being an online retailer. The best 

investment was buying a generic name – it really puts you ahead of the 

pack. Having a generic internet site name gives an inbuilt credibility, plus 

the benefit of customers finding you more easily.

Is there a significant quote or saying which you live your life by?

‘Enthusiasm creates enthusiasm. Success breeds success.’

What tips can you offer about successfully marketing a business?

Use public relations – I have learnt to sell our company a lot better since 

employing a public relations agency and having a specific person within 

our organisation dedicated to public relations and marketing.

 L ik e  a l l  new 

business  ventures  we 

tak e on, I  th ink i t  i s 

impor tant  to  grow 

step by step. 
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Create a profile – most companies don’t have a proper company profile. 

I often send out our catalogue and profile to prospective stakeholders so 

that they can get a feel for what the business is about.

Personalise the business – visual language in the form of photography 

and graphics can help a lot. This gives a feeling that there are real people 

behind the business.

Get back to basics – simple things like having a real person answer the 

phone and someone who can actually help and make a difference to the 

customer experience.

Sell: business, brand, product – we work on the basis that we sell the 

business first, then the brand, and then the product. This way the focus 

is on the company and the company’s values. It stops you being an item 

seller and turns you into a brand seller.
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Copy Made Easy

B R E T T  M C F A L L

 Your  produc t  is  impor tant , your  ser v ice  is 

impor tant , but  mark et ing is  k ing!  No one wak es 

up in  the morning think ing about  your  produc t 

or  ser v ice. I t ’s  the job of  your  mark et ing to  mak e 

them think about  i t .  

Bh1370M-PressProofs2.indb   145Bh1370M-PressProofs2.indb   145 6/7/07   4:06:54 PM6/7/07   4:06:54 PM



P R O F I L E

B R E T T  M C F A L L
Brett McFall was born in Sydney in 1970, the youngest of three sons 

to Irish immigrants, and grew up in Emu Plains at the foot of the 

Blue Mountains.

He left school at 18 after completing his HSC. Having failed English he 

couldn’t pursue his goal of studying psychology at university, so he 

accepted a job with the in-house advertising department of a leading 

electronics company. It was there that he discovered the skill of writing 

advertising. Over the next 14 years he wrote more than 10,000 adverts, 

sales letters and websites for 153 different industries.

In 1998 he started his own monthly eight-page newsletter called the 

Brett McFall Advertising Letter, which taught business owners how to 

write their own advertising. He turned the initial 12 issues into his first 

course – Inside Secrets Of Advertising. The course was self-published 

and sold by direct mail for $397.00. Over the following two years he 

made more than $400,000.

In 2002 Brett started his own business writing copy for small business 

owners, offering clients a money-back guarantee if his adverts did 

not return profits that were ten times more than his copywriting 

fee. Within two months he had business owners depositing $10,000 

a week into his bank account just so that he would write for them. 

No one has ever had to take him up on his guarantee.

Brett created more courses that taught business owners his 

copywriting methods and in 2004 he co-created The World Internet 

Summit, a multimillion-dollar company that is the biggest internet 

business event in the world, with yearly events all over the globe

Today Brett lives on Australia’s beautiful Gold Coast in Queensland. 

And when he is not online, Brett can still be found surfing. 
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What was your first job and what were some of the most 

important lessons you learnt?

After completing my final exams at 18, I hoped to study psychology at 

university, but my marks were woeful. In fact, with a mark of 38 per 

cent, I even failed English. It must have been the Shakespeare essay; I 

knew I was terrible at writing those things and while I’m pretty sure I 

understood what Shakespeare was writing about, I just couldn’t read the 

book to the end. The language made my eyes glaze over and I’d daydream 

about something else while reading the same line over and over. I even 

hired the video of Othello to see if that would help. It didn’t.

It wasn’t a good start to 1989. University was out. So what to do with 

myself was the big question. ‘No idea’ was the answer. I eventually got a 

job as an office junior working for a friend’s dad. He was the advertising 

manager at Dick Smith Electronics. While that job was really about being a 

gopher (as in, ‘go for’ this, ‘go for’ that), it allowed me to experience what 

advertising was all about – media buying, print buying, graphic design 

and copywriting. And that last one really took my fancy...copywriting.

What is copywriting? ‘Copy’ is text or words. So if you’re a copywriter it 

means you’re a writer – an advertising writer. You write the advertisements. 

And something about that got me excited. To be able to write words on 

a page and have people want to buy something because of those words 

seemed like a fantastic challenge and a really effective skill to have, 

although I had no clue how powerful this skill would later become.

So I asked the senior copywriter, Wayne, if he could teach me what he did. 

And he happily took me under his wing and showed me the ropes. The 

first job he gave me was a newspaper advertisement for one of the Dick 

Smith Electronics stores. I was so excited. Wayne said, ‘Give this a go and 

show me what you’d write if you were in charge of this advertisement’. 

So on the train back to Emu Plains I wrote like crazy. I quickly gulped 

down dinner when I got home and then headed straight off to my room 

to write some more.
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The next morning I fronted up to work 

early and placed what I’d written on 

his desk so that he’d see it as soon as 

he arrived. About 30 minutes later he 

dropped the advertisement on my desk. 

It had a big red ‘X’ right through the 

page. He said, ‘Don’t worry about writing 

this advertisement, I’ll do it. Tomorrow 

morning I’ll start teaching you how to really write’.

It wasn’t a great start and obviously I didn’t have a natural ability for 

advertising writing. Actually, I had no clue! I started from the very 

beginning and made every mistake along the way. But would you believe 

that within eight weeks I had a full-time job as a copywriter with Tandy? 

They were kind enough to give me a full-time role since I’d at least worked 

in the industry. And from there the true work really began. For seven 

years I wrote and wrote and wrote. I wrote copy for everything from light 

emitting diodes (LEDs) to computers, multi-meters to scanners, stereo 

systems to microphones – over 3,000 products in all – and if you can 

make an LED sound good, you can make anything sell!

What I learnt is that you always have to think for the reader. It’s no good 

to just list a product’s features on a page. That’s as boring as hell! You 

have to pretend that you are the reader seeing the product for the first 

time and wondering what it does and how it can help you. This means 

that if you want to write a good advertisement you need to always write 

with this little phrase in mind – ‘What’s in it for me?’ or WIIFM as it is 

known in the industry.

Having failed English what gave you the confidence to become a 

copywriter?

First of all, I have never been afraid to try things that are challenging. I 

don’t care who you are or how dumb you think you might be, because 

nothing will stop you achieving what you want if you are willing to persist. 

 For  seven years  I 

wrote  and wrote and 

wrote. 
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Second, writing high school essays is not the same as writing advertising. 

Essays are boring to read! I mean, who wakes up in the morning and 

says, ‘Gee, I wonder where I can get some essays to read today’? No one, 

unless they are a teacher being paid to do so. Advertisements, on the 

other hand, are read every day. Chances are you will see at least 30,000 

of them in your lifetime.

Can you explain in simple terms what copywriting is and where it 

is used?

Copywriting is simply selling in print. I believe it’s one of the world’s 

most valuable skills because it can make people want to buy a product 

or service, or at least take some kind of action. Would you believe that 

changing just a few words in an advertisement or letter could make a 

huge difference to your results? This is because there are certain words 

that you can use to increase sales and they are usually written in the 

headline of an advertisement, website or letter. By changing these words 

your sales can go up or down. For example, look at the headlines below 

and see if you can pick which one pulled the most sales:

‘Dental plans from just $8.33 a month’

or

‘Lowest Price Dentistry Guaranteed’

When I show these headlines in live seminars, the majority of the audience 

always selects the second headline. However, the first headline is 72 per 

cent more successful than the second. That’s the power that words can 

have. They can change the results depending on which ones you use. As 

a marketing expert, the power of words still excites me today because you 

never really know what the result is going to be. It’s always a challenge 

so it’s very important to let your market tell you what they like and 

don’t like.
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You’ll see copywriting used nearly everywhere you look. If you see 

some advertising signage, a copywriter wrote it. If you see a webpage, a 

copywriter wrote it. If you read a magazine advertisement, listen to a radio 

advertisement, or watch a television commercial, a copywriter wrote it. 

Most copywriters work for an advertising agency. Some lucky ones, like 

myself, work any time they want from wherever they want.

Where did your interest in marketing and advertising first begin?

I was fairly happy for the seven years that I worked in the advertising 

department of Tandy. I knew there was a lot I liked about writing copy, 

but I wasn’t ‘pumped’ about it. I just knew that someday it would be a 

really valuable skill to have.

After Tandy, I worked at other places including a leading real estate agent. 

I would go around to the houses that were for sale and take notes, then 

go back to the office to write the copy to sell that house. This taught me 

how to use my skills for a totally different product. Unfortunately, that 

job didn’t work out. I really liked it too, but writing for 14 sales agents 

was near impossible. They each had their own likes and dislikes for how 

their copy was to be written. I thought I was getting the hang of it but 

they exercised their right to ‘let me go within the first three months of 

employment’. I hated that feeling of being sacked, laid off or whatever 

you want to call it. That feeling became the driver for me to start my 

own business because I never wanted to feel that way again or be at the 

mercy of someone else for my employment.

I had gained a lot of confidence from my real estate job because I had 

challenged myself to do something different and step out of my comfort 

zone. So the next day I walked into an advertising agency, near where I 

lived, and said to the manager:

‘I’m Brett McFall and I’m a copywriter. I’ve just been sacked and I would 

like to write for your agency. What I would like to suggest to you is that 
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you try me out for four days and if you like what I do we will talk further. 

If you don’t, I’ll go on my way with no hard feelings’.

Well, would you believe I got the job? In fact, they laid off the other 

copywriter and I took his place. I felt terrible. If only I’d thought to 

mention to him that all he had to do was go to another agency and say, 

‘My name is so and so and I’m a copywriter. I’ve just been sacked and 

would like you to try me out for free etc…’

It was while I was working at this agency that I discovered Jay Abraham. 

He was being marketed in Australia at the time as the world’s best and 

highest paid marketing consultant. I bought one of his courses and in it 

I circled a paragraph where he mentioned that copywriters could earn 

ten times their regular wage if they changed how they worked.

He suggested working for results rather than a fee, meaning you only get 

paid if the advertisement you write for your client works. If it does, you get 

paid a slice of the profits or at least a very high fee. That concept blew my 

mind. I already knew by that stage I could write a decent advertisement, 

I had written nearly 6,500 of them by then – three advertisements a day, 

for nine years really adds up! I realised then that if I did this properly, 

I could run my own business. That’s when I really became interested in 

marketing and advertising. I had finally discovered a way to do what I 

loved and get paid a great wage too.

For over 14 years, I earned terrible salaries doing a job I loved. I knew 

that during those years of employment I was learning the skills to set 

me up to have the amazing lifestyle that I 

have today. I always believed that it would 

happen – I just didn’t know how. By the 

time I’d finished working for someone 

else I had racked up over 10,000 adverts 

for 153 different industries. Thanks to 

the insight of Jay Abraham, I was given 

freedom.

 I  had rack ed up 

over  10,000 adver ts 

for  153 di f ferent 

industr ies . 

Bh1370M-PressProofs2.indb   151Bh1370M-PressProofs2.indb   151 6/7/07   4:06:55 PM6/7/07   4:06:55 PM



B R E T T  M C FA L L1 5 2

When you began marketing what were some of the skills you 

lacked and what did you do about it?

I had no experience, no models to follow and had not shown any flair 

for it in school. But verbal communication was one thing I could do 

well and when I realised that good copywriting was very much like a 

conversation, the penny finally dropped. I suddenly found that I had a 

flair for it. I find that in order for people to do something well, they just 

need to see it differently. Where writing once seemed like hard work for 

me because of the way I saw it – rigid and formal, it became very easy 

once I saw it in a new light – as communication.

Another part of marketing that I lacked in the beginning (in fact for 

many years) was the skill of selling. I thought writing advertising was 

creative, but I no longer see it that way at all. People in the industry like 

to think that their job is creative, but unless you’re producing high-end 

advertising, like big budget television commercials (which are rare jobs 

to find), copywriting is essentially about selling. Copywriters are basically 

salespeople in print and I’m fine with that. But it took me years to truly 

work out that every time I sat down to write an advertisement I was 

simply selling.

As selling was a skill I didn’t have, I learnt by reading books. The great 

thing was that I could pick up any book about sales and use it to help 

me write copy because the same principles applied. Few people really 

understand that connection. While most copywriters read books about 

how to be creative, I read books about how to sell and it made all the 

difference to my future. Authors like Tom Hopkins and Zig Ziglar are 

great salespeople and I learnt a lot from their tips.

As an up-and-coming copywriter, who were some of your mentors 

or biggest influences?

The Americans are still the best in the world at marketing. They have so 

many fantastic marketing minds and so much competition over there. 
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Without a doubt in my mind, the best ever was Gary Halbert. He only 

died recently, but that guy could write copy that smacked you right in 

the face. He was so good I flew to Phoenix, Arizona, to see him speak 

for three days back in 2002. It was just after I’d gone solo and I wanted 

to get that extra edge in my writing. It was the best three days I’ve ever 

spent on copywriting. If you’re truly serious about making oodles of 

money, find some stuff by Gary Halbert – it’s priceless. He was also such 

a character – rude, crude and hilariously funny – but when he wrote you 

could literally not take your eyes off the page. I owe a lot to that man 

for how I write today.

Is it true that you now charge $2,500 an hour as a marketing 

consultant?

Yes. I rarely take on clients these days, but when I do I charge $2,500 an 

hour and $15,000 to write a six to eight-page letter. High fees it would 

seem, but not when you see the results. A simple advertisement that I 

write today could make a business $100,000 tomorrow. I’ve even had 

clients make a million dollars in as little as three months.

I get paid these high amounts because my clients make at least ten times 

what they pay me. Think about it – would you pay me one dollar for 

every ten dollars I help you make? Makes sense doesn’t it? It’s a good 

deal for both my clients and me.

I was also the first copywriter in Australia to offer a money-back guarantee 

– meaning if my advertisement didn’t work I’d give you your money 

back. I’ve never had to return anyone’s money. The reason I did this 

was because I was tired of seeing copywriters promise the world and 

not deliver results. So I decided to put the risk on me. It made the client 

feel much more secure and it allowed my business to skyrocket. Business 

owners were happy that finally someone was putting their own dollars on 

the line. In a matter of weeks I had clients demanding to put $10,000 in 

my bank account every week just so that I could write for them. It was 
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truly amazing! They were getting increases 

in sales of 100 per cent, 200 per cent…

even 500 per cent!

You have now developed a specific 

formula for writing copy. Can you 

share with us what it is?

Some of the most effective adverts I have 

ever written have not in fact been adverts but letters. The humble letter 

is by far the most powerful form of persuasion I’ve ever seen. So while 

the formula I’m about to give you works really well if you use it in an 

advert, it works even better if it’s put into a letter.

While many marketing books and experts recommend using the AIDA 

formula: Attention-Interest-Desire-Action, I believe that it is way too 

simplistic. Based on the advertisements I have written, the BURPIES 

formula is a great way to start writing powerful copy, although it’s not 

the only writing formula I use.

B is for ‘big promise’ – grab the reader’s attention! To achieve this you want 

to make a promise; something that makes the reader want to read more. 

The best way to do this is usually with a headline – because it’s the first 

thing readers see and 80 per cent of people only read headlines.

U is for ‘use imagination’ – once you have grabbed their attention, you 

need to engage the reader by having them use their imagination. You 

can get them to imagine bad things or good things (they each have their 

place), but you must have the reader see, hear and feel what it is they 

truly want or don’t want.

R is for ‘rarity’ – know that people love to be unique; it’s a universal 

human trait. That’s why antiques sell for much higher prices today than 

they did when they were first created (their rarity makes them more 

 This  i s  where most 

people  lose  the sa le  – 

the reader  doesn’t 

bel ieve you!  
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valuable). So you need to tell the reader what makes your product or 

service different from all the rest.

P is for ‘points’ – the reader wants to know what you have that he or 

she might like. Bullet points do just that. It’s where you list down the 

page, in bullet point form, all the features and benefits your product or 

service offers.

I is for ‘irresistible offer’ – we all love a bargain. No matter how high the 

price is, even if it’s a multimillion-dollar home, we love to feel that we got 

a good deal. So you must work hard at your offer. You must create offers 

that make people want to take action right away. Give ‘til it hurts!

E is for ‘evidence’ – after reading your advertisement to this point, the 

reader should be fairly keen. However something inside them is saying, 

‘It sounds too good to be true’. This is where most people lose the sale 

– the reader doesn’t believe you! So at this point you need to give evidence 

that what you are saying is true. One way is to use testimonials from 

happy customers.

S is for ‘sign-off ’ – this is the end of the line and it is critical that you ask 

for the order. Don’t be afraid; tell them step-by-step what they should do 

in order to get the deal they’ve been reading about. For example, ‘Simply 

pick up the phone right now and our friendly staff will take your details 

and package the product for you today’.

Believe it or not, this little formula has made my clients (and me) hundreds 

of thousands of dollars at a time. 

What is the best way for businesses to write short sales pieces, like 

a quarter-page newspaper advertisement?

Suggestion one: use a big promise and an irresistible offer – if you’re running 

a small advert, chances are that you will have other advertisements nearby, 

so you will be competing for attention. The other advertisements may 
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be related to yours or totally different; either way you are still fighting 

to be noticed. So just like in BURPIES, you need a headline that grabs 

attention, speaks directly to the reader and makes them stop for a couple 

of seconds. There’s nothing worse than your advert being ignored, so do 

anything you can to stand out, then make an irresistible offer, something 

inviting and something easy for the reader to get. Your goal here is not to 

sell your end product but to get the reader to make a yes or no decision 

to something, like phoning for a special report or to book in for a free 

consultation. You can do the big sell later on. This is called a ‘two-step 

process’ and is such a smart idea. Taking things in smaller steps is cheaper 

because you can run smaller advertisements, then put your prospect 

through a phone call process or send them an information pack where 

it doesn’t cost much at all to tell them your full story.

Suggestion two: stop trying to make big sales from small adverts – it’s like 

trying to tow an ocean liner with a rowboat. I remember always being 

asked by clients to make their small advertisements work better. The 

problem is that the concept is totally flawed. If you’re trying to save a few 

bucks by taking as small an advert as possible, and still trying to make as 

many sales as possible, you’re crazy! Get serious. Your marketing makes 

the money. Nothing happens unless your marketing gets people to take 

action, so it has to be given priority.

Start testing and measuring your advertising. Why? So that you know 

which advertisements are pulling in leads and which are not. Get someone 

to ask every customer (whether they phone in or walk in) how they found 

out about you or why they are coming in today. Once you know this, stop 

running advertisements that waste money and invest your money in the 

ones that work. Your goal is to eventually have large advertisements that 

dominate the medium you are using and pull in tonnes of leads so that 

you can convert them into sales. I’m sure that you would be okay with 

spending $5,000 a day on advertising if you knew it would make you 

$25,000 a day. So you should not be concerned with how much money 

you spend on advertising but rather how much you make from it.
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What are the elements of an effective headline and can you give 

us some examples?

I love headlines that make you curious. Curiosity headlines have certainly 

worked exceptionally well for my clients, which I know because I have 

tested and measured them. In fact, I’d say it’s been one of my biggest secrets 

for getting the results that I get. I think the best curiosity headlines also 

include a benefit. By that I mean, a headline that makes you interested 

and then also makes you think, ‘Hmm…how the hell could that be?’ 

Here are a couple of headlines that I have written:

REVEALED! 

The Sneaky Little Secret Banks Use To Turn Their Foreign 

Exchange Mistakes Into YOUR FAULT! (What you’ll discover here 

could be the most important news you read all day).

***

The Embarrassingly Simple Secrets Of An Expelled High-School 

Rebel, Who Consistently Makes $27,000 On EVERY House He 

Buys In Just 2 Short Years … And the best part? You can see how 

he does it for FREE!

***

The Astonishing Secrets Of A Western Sydney Nerd … Who Failed 

His High School English Exam … Yet NOW Writes Ads That Bring 

In Thousands Of Dollars In Sales EVERY TIME!

Can you provide an example of how changing a headline can have 

a dramatic effect on the conversion rate of a successful marketing 

sales piece?

Here’s an example of two headlines I recently tested in promoting a 

seminar.
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‘How you can quickly and easily create a website business for 

yourself … discover all the secrets to getting as many customers 

as you want … and walk away with cutting-edge advice from the 

world’s best experts WITHOUT having to pay through the nose 

for it!’

***

‘Imagine walking away after four of the most amazing days of 

your life … armed with the most powerful internet marketing 

secrets in the world … and completely bursting with excitement 

to get home and try out all you’ve learned.’

Now tell me which one made $37,883 and which one made $17,448? 

The same amount of people saw each headline and yet one made more 

than double the sales. Which one was it? Do you know for sure? Would 

you bet your house on it? If you get it wrong it would cost you more 

than $17,000. That’s why even, after all these years, I don’t predict which 

headlines work best. It’s impossible to know for sure.

Now if you guessed that the second headline was the winner, then 

congratulations, you’ve just learnt your first lesson in marketing – don’t 

guess! The first headline was most successful. This is why letting your market 

tell you which headline they like the most is the smart thing to do.

How important are testimonials and which style have you found 

works the best?

Well, let me ask you this: if I was to tell you how good I am at writing 

headlines and enthusiastically sing my own praises and brag about how 

amazing I am, how would that make you feel about me? Would you 

tend to think, ‘Hmm…there’s something about this guy I don’t like’. No 

matter what country I ask this question in, everyone reacts the same way. 

As humans we do not like people praising themselves. We don’t trust it. 

Bh1370M-PressProofs2.indb   158Bh1370M-PressProofs2.indb   158 6/7/07   4:06:56 PM6/7/07   4:06:56 PM



C O P Y  M A D E  E A S Y 1 5 9

We don’t respect it. But we do like hearing what other people have to 

say. This is why testimonials are critical to your marketing success. Have 

them everywhere – in your store, on your website, on your signage, on 

your company cars, on the back of your business cards – anywhere you 

can. You can never have too many!

These days, the video testimonial is the most powerful testimonial of all, 

and although they are not professionally filmed and the sound quality 

can sometimes be very average, this makes them more real. When I look 

for testimonials I search for reality; something a customer can read, listen 

or watch, and then say to themselves that they believe that person. After 

all, that’s your only challenge once someone reads your advertisement 

– being believed! Testimonials make this happen beautifully. In fact, I once 

doubled the sales of one of my e-books overnight, just by adding three 

testimonials to my webpage. For an example of how I use them, check 

out my website at www.worldinternetsummit.com/proof.html.

I use two steps for creating the best and most effective testimonial:

Step one – once I was lost.

Step two – now I am found.

Heard those words before? Does Amazing Grace sound familiar? These two 

steps serve as the perfect format for creating testimonials. For example:

‘I used to be 50 kilograms overweight and never had the energy to even 

get up off the lounge’ (once I was lost). ‘Then I found XYZ product 

and within just four weeks I have lost 24 kilograms eating their special 

supplement and five jelly beans a day’ (now I am found). – John Citizen, 

Anytown

For some reason when testimonials are stated like that, they really work. 

So, if your customers find it hard to write a testimonial for you, get them 

to use this two-step format. If you have to help them write it, that’s okay. 

They sign off on the testimonial only when they’re happy with it.

Bh1370M-PressProofs2.indb   159Bh1370M-PressProofs2.indb   159 6/7/07   4:06:56 PM6/7/07   4:06:56 PM



B R E T T  M C FA L L1 6 0

What is the best way to lay out an advertising piece after the copy 

has been written?

1. If you’re writing to your customers using direct mail or the internet, 

make the advert look and read like a letter.

2. If you’re writing to your customers through a press advertisement, 

make your advert look and read like an editorial.

These two styles – letters and editorials – are the most trusted. So just 

because you’re writing an advert it doesn’t mean it has to look like one. 

In general, you don’t want to look similar to your competitors and where 

possible you don’t want your advert to look like advertising. People buy 

a newspaper or magazine for the articles, so wouldn’t it make sense to 

make your advertisement look like an article?

Do you believe direct response advertisements and sales copy are 

suitable for all products and services?

I am yet to find a product or a service that it doesn’t work for. What I 

do find however is that there are arrogant business owners, advertising 

agencies and creative staff who won’t let it work. They’ve been brainwashed 

into having a false impression of what advertising is – being creative – but 

it’s not. It is about selling and if you can be creative and sell at the same 

time, then that’s a bonus!

I do like being creative at times and believe it is a great way of getting 

attention. But if you’re an entrepreneur and your business is going down 

the gurgler then who cares about creativity? You need sales otherwise your 

kids don’t eat! So don’t get sucked into the image side of things. Don’t 

let your business go under just because you want an advert that you can 

hang on the wall as art.
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What do you think holds people back from becoming successful in 

marketing a business?

I think the main barrier is loving a business or product so much that you 

don’t pay enough attention to how the customer learns. If you don’t, then 

how can you teach customers to learn to love your business or product 

as much as you do?

I find that a lot of entrepreneurs think they are in the ‘product’ business 

– the ‘shoe’ business or the ‘vacuum’ business or the ‘holiday’ business 

– when they are not. They are really in the ‘marketing’ business, regardless 

of what their product is. You will only be successful when you know how 

to successfully market your product or service. If marketing can’t do this 

then it’s time to look for a new business. Your product is important, 

your service is important, but marketing is king! No one wakes up in 

the morning thinking about your product or service. It’s the job of your 

marketing to make them think about it.

If you had to start again with nothing, what would you do?

I would definitely start my own business again, especially with the 

marketing skills I now have. I would focus on selling information products 

because the cost of producing them, like books, manuals, CDs and DVDs 

is low compared with their sale value. So I’d make a good mark-up, but 

the customer would still get amazing value – that’s the right balance. I 

can also produce them entirely by myself if I have to. Basically, I would 

re-create the business I have now, which means having fewer customers 

and higher prices. 

What do you love most about being in business?

I love being involved in business but what makes business easy and 

enjoyable is that I can control my involvement. Some of the other things 

I love about business are the freedom and adventure that it offers, the 

concept of creating something from nothing, the opportunity to really 
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amaze the customer, the uncapped income that can be earned and the fact 

that I have the choice to work when I want and for how long I want.

How did you decide what type of business you wanted to run?

When I was an employee I used to watch television programs about 

entrepreneurs like Sir Richard Branson and Dick Smith. I was, and still 

am, interested in people who create their own destinies and are passionate 

about what they do. One story that sticks in my mind as being pivotal in 

helping me decide the type of business to start, was about an Australian 

named Peter Sun. Peter was a mail-order expert who was earning around 

$100,000 a month from selling information products – manuals, audio 

tapes, CDs and video tapes – from home. He was also a marketing 

consultant. After buying some of his products, I learnt how I could take 

my knowledge about writing advertisements and turn it into a product 

(many products, in fact) that I could then sell.

Did you have any specific goals when developing your business 

model?

• I didn’t want a business that was a shop on a high street, an office 

in a building or a factory in an industrial estate. I wanted a business 

that I could operate solely from home.

• I didn’t want staff. I wanted to be able to work smart and use things 

like computers, software and the internet to do a lot of the tasks that 

staff normally do.

• I didn’t want a lot of clients, only a few who were happy to pay me 

high fees. This way I could devote enough attention to their marketing 

to make a difference.

• I didn’t want to have to work long hours or for the business to ‘own’ 

me. I wanted to have a great lifestyle where I could do what I wanted, 

when I wanted.
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Ambitious goals I know, but this is my exact business today! It’s been that 

way for five years, so don’t let anyone ever tell you that it can’t be done. 

The reason why I like this model is because 80 per cent of my business 

is run by software and I can still personalise the buying experience with 

my writing skills. For example, as soon as you buy a product from me 

you receive an email letter thanking you for your purchase. That letter 

was only written once, a long time ago, and it gets sent automatically.

How important is mind-set in determining success?

I believe it is critical. If you don’t have the right mind-set then reading 

a book or listening to a CD is not going to change the course of your 

life. Over the past seven years of training people, I have found that most 

people don’t even realise that it exists. They will go and learn some new 

information and then wonder why things aren’t working out the way 

they learnt.

I have found that it all comes back to how you are communicating with 

yourself. That is what it’s all about – how you’re actually speaking to 

yourself and how you’re thinking. The process of thinking is what I’ve 

found separates the really successful people from those who want to be 

successful. I get to deal with some of the best minds in the world and I 

see a lot of similarities between all of them and it has a lot to do with 

how they think – their mind-set.
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Promotion Advice

S T U A R T  G O R D O N

 You can never  be a l l  th ings  to  a l l  people, so 

focus  on the prospec ts  that  you are  l ik e ly  to 

conver t  into customers  and ful f i l  the needs that 

are  impor tant  to  them. 
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P R O F I L E

S T U A R T  G O R D O N
Stuart was born in Orange, New South Wales, in 1970, but grew up 

mostly in New Zealand and Hong Kong.

While completing his marketing degree at the University of Waikato 

he travelled back to Hong Kong to work during university holidays. 

After finishing his degree, Stuart worked in Hong Kong for five years 

exporting a wide variety of products to countries all over the world, 

including France, Germany, Norway, Sweden, Switzerland, Finland, 

Australia and New Zealand. The products included all sorts of things 

from container loads of coaxial cable and oven dishes, to promotional 

radios and bags.

In 1995, Stuart took a sales trip to Australia, which opened his eyes 

to what Sydney had to offer. As a result of his trip he sold his Hong 

Kong export company and moved to Sydney. After a year-long stint 

as a sales representative he founded Giant Promotional Products 

in 1997.

Giant provides promotional products to a wide range of companies in 

industries as diverse as IT, banking, insurance, finance and automotive. 

The products come from thousands available in stock, which then 

have logos applied and are delivered within a couple of weeks. The 

company also imports from China, Hong Kong and Taiwan when 

time allows.

Stuart lives in Sydney with his wife, Selena, and their children, Willis 

and Grace. 
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Can you describe your first marketing job and what you learnt 

from it?

I always had an interest in sales and marketing throughout high school, 

so when I went to university it felt like a natural fit to study marketing. 

I studied business and marketing for four years and when I finished 

I landed a sales role in Hong Kong. I was working for a small French 

company that exported promotional badges to Europe. I looked after all 

the non-badge business, which was probably more interesting, although 

all we focused on was speed of response and price. Everything I had 

learnt about marketing seemed irrelevant! We were never involved in the 

creative aspects of the projects and often had no idea how the products 

were being used. Looking back on this it was an amazing place to learn 

about dealing with China, but it didn’t really stretch my imagination! 

It was only when I moved back to Australia and became involved in a 

different part of the industry – including direct involvement with clients 

– that I realised how much I had missed out on.

If I had my time again in Hong Kong, where we had limited contact with 

our customers (they’d send a request, we’d quote), I’d make sure that 

I understood the reason behind the customers’ needs so that we could 

actually do something to help them. Instead of being a quoting machine 

I could distinguish myself from my competitors by offering advice to 

improve the results for clients. 

What prompted you to start your own business?

I have always worked for other people, but usually in autonomous roles. 

When I started in the export company in Hong Kong it was like I was 

self-employed because the salary was commission only and I just did what 

I liked! As a business owner I like the freedom I have. I am not fantastic 

at taking directions from other people and having my own business means 

I can make my own decisions. 
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Can you explain exactly what your 

business does?

At Giant, we supply the products that 

are used for promotions, awards and 

corporate gifts – people usually just 

think of caps, pens and shirts but we 

offer thousands of different items. We 

offer marketing benefits through these 

merchandising options, rather than a 

newspaper advertisement or a website. 

While our business is simple, our only revenue comes from the manufacture 

and supply of merchandise and we need to have marketing and business 

skills so that we can help our clients choose the best option for them. With 

over 16 years’ experience, we are able to offer clients suggestions that they 

may not have thought of and help them to refine their marketing ideas.

In the beginning were you a direct importer of many goods or did 

you deal with a local wholesaler?

The promotional products industry is fairly well organised. The Australasian 

Promotional Products Association (APPA) divides the industry into 

suppliers and distributors. Suppliers import and stock products and sell 

them to distributors who then sell to the end-user. Generally, importers 

and suppliers don’t sell direct to corporate buyers; their only customers 

are promotional products companies – distributors like us. As a distributor 

we get the benefit of accessing thousands of products quickly because they 

are in stock (courtesy of direct importers). We can also have logos placed 

on products quickly as well. This means that we can access products and 

have logos on them within a week, sometimes within days.

A few months ago we received a call in the afternoon from an advertising 

agency that wanted a single leather compendium with a two-colour logo 

by the following morning. We agreed, and by six the next morning we 

had it printed and on a VIP courier to the agency in time for the photo 

 G eneral ly, 

impor ters  and 

suppl iers  don’t  se l l 

d i rec t  to  corporate 

buyers… 
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shoot they needed it for. Several weeks later we saw it on television, 

which was very satisfying. That type of speed is not possible when you 

are importing products for a particular marketing campaign.

That said, there are two main advantages to importing products already 

made up; first, the cost and second, the possibilities for customisation. 

For example, a cap that is stocked locally only has four positions for us 

to embroider a logo on, whereas an imported cap, made from scratch, 

can have the embroidery completed before it is assembled. This means 

that we can embroider or print almost anywhere we like – on the peak, 

under the peak, on the seam tapes and so on. 

Over time our business model hasn’t really changed, but we probably do 

more importing than we did before.

What type of promotional items work best for different types of 

businesses?

There is no single answer and you need to look at various factors 

such as:

• current marketing

• distribution method for your products

• market structure in your industry

• company image

• client needs

• client perception of your company

• client value of their purchases

• potential product margins.

There are quite a few variables, but the benefit of dealing with a good 

promotional product supplier is that they think beyond the standard cup, 

mug or pen. There are plenty of other promotional products out there and 

a good supplier will be able to recommend a concise, highly targeted and 

relevant range – you shouldn’t end up with a short list of 20 items!
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How do promotional products vary from other marketing 

methods?

Targeted – promotional products go directly to the people you are targeting, 

compared to mass media like radio or television, where a lot of messages 

fall by the wayside. 

Longevity – promotional products are tangible and so they are often 

kept, used and appreciated over a long time. I was once shown a mug 

with a 3M logo on it that someone had kept for over 15 years. Can you 

imagine any other form of advertising or marketing that can have an 

impact for that long?

Customisation – promotional products are so diverse that you can really 

get something to suit any budget and any target market.

Relevance – promotional products can be chosen to be relevant to your 

customers’ needs. For example, if you sell small boats that are often used 

for recreational fishing, you may find that a fishing lure would be a highly 

appreciated item.

Recall – promotional products can be remembered forever, unlike 

advertisements read in a magazine or newspaper.

What mistakes do business owners make when using promotional 

products?

• They lack a clear goal for the campaign and often give away products 

without knowing why.

• They use one product to serve multiple purposes. For example, given 

the wide choice of products available you should definitely have one 

product for prospecting and raising awareness and another product 

for recognising or rewarding loyal clients.
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• They treat promotional products as a last minute idea, often raising 

costs, raising stress and limiting options. When you plan early on you 

can get a wider choice and better value.

• They chose ‘me too’ products that fail to stand out. For example, if you 

have a parachuting school, coffee mugs are not going to stand out!

• They have no call to action or measurement device to gauge the success 

of the campaign.

Do you often have to work within a budget? 

We do, however budgets are often set arbitrarily and are therefore often 

wrong. I believe that marketing needs to be seen as an investment that 

gives a positive return. Rather than setting a budget, business owners 

should ask themselves, ‘What is this customer or prospect worth to me 

and how will this marketing activity impact the customer’s involvement 

with my company?’ If the customer is valuable to you and the marketing 

changes their behaviour in a positive way, then value is a more important 

yardstick than budget. If a particular marketing campaign makes money, 

why wouldn’t you keep doing it over and over? 

Can you describe a client experience whereby the client achieved 

success as a result of using a promotional product?

At a weekend conference we supplied a pedometer to the financial 

services company Skandia. The financial planning group that organised 

the conference was promoting a ‘work/life balance’ message which was 

kick-started by the chairman pledging 

to lose ten kilograms for charity. The 

pedometer was handed out to everyone 

attending the conference and they had to 

come back to the stand each day to hand 

in their progress scores – the three biggest 

walkers won a sailing jacket.

 …budgets  are 

of ten set  arbit rar i ly 

and are  therefore 

of ten wrong. 
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The competition it caused was unbelievable – people were walking and 

running in their conference breaks – and the coverage almost ambushed 

any other marketing initiative that was implemented during the entire 

conference. So an investment that cost less than four dollars per pedometer 

gained massive exposure during the weekend event. All this was done as a 

very quick order using a stock item simply overprinted with their logo and 

slogan. It shows what can be achieved with a highly targeted product. 

Some people regard promotional products as ‘warm fuzzies’ 

rather than profit-generating tools. What is your opinion?

If you don’t think clearly about your goals for running a promotional 

campaign and measure its success, you can end up with a pile of warm 

fuzzies rather than a profit increase. In fact, this can be true for any type 

of marketing, especially as it can be difficult to measure its success.

There are three things you can do to avoid relegating any form of 

marketing to a warm and fuzzy pile:

1. Have a clear goal and be specific about the aim so that you can target 

more precisely. For example, if you are selling boats, a coffee mug with 

your logo on it won’t entice people to pick up the phone and buy 

a boat. Ideally, you would like people to come into the showroom. 

So perhaps a two-stage promotion would work. Why not send out a 

sunglass strap with your logo on it to prospects and say that everyone 

that comes into the showroom will go into the draw to win a new 

pair of Oakley sunglasses to match the strap? Just make sure the 

promotional product appeals to prospects otherwise it will fail.

2. Incorporate a response mechanism and measurement device to 

determine whether your campaign is working or not. This applies to 

any marketing campaign, not just promotional products. Directing 

people to a website or to make a telephone call allows you to measure 

the success of your campaign. In the previous boat example, it might 

be the number of people that come into your store for a chance to 

win an expensive pair of sunglasses.
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3. Try variations on an idea to see which one works best. To do this 

properly you should only change one thing at a time, otherwise you 

will not know the cause of any improvements. If the marketing is 

ongoing, then you make the best performer your new standard and 

test another variable.

Can you explain how direct response advertising differs from 

institutional advertising?

Unlike institutional advertising, direct response advertising has a definite 

offer and a call to action. It may be for a limited time or for a specific 

product offer. For example, infomercials are highly targeted direct response 

advertisements. 

There are ways to make almost any campaign a direct response campaign, 

and it doesn’t have to result in a sale for it to be a direct response. A 

request for further information or a free report is a great way to get a 

response from clients without asking them to commit to a sale. This has a 

couple of major benefits. It makes it easy for the client to respond to you 

without a major commitment and it also lets you measure the responses 

and success of an advertisement in a particular spot. Dell is one of the most 

sophisticated at doing this. Dell tests and measures the responses to each 

of their advertisements – using unique codes and telephone numbers for 

each advertisement – allowing them to analyse exactly where their sales are 

coming from. On the web, direct response advertising is made easier with 

pay per click advertising and Google Adwords. These allow you to turn on 

campaigns if they make money and stop them instantly if they don’t.

John Wanamaker once said, ‘I know half my advertising budget is wasted. 

The trouble is I don’t know which half ’. Direct response advertising helps 

you work out which half! Personally I think it’s more than half that is 

wasted because people are simply pre-programmed to tune out messages 

that have no direct benefit to them. Think about how much you focus 

on television advertisements – not much!
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What are the benefits of testing and measuring marketing 

campaigns?

There are two major benefits of testing and measuring:

1. You will not kill a long-running advertisement or campaign that 

is still working, simply because you are tired of it. While you may 

think an advertisement is old, there is a good chance that many of 

your prospects have not seen it. By testing and measuring an old 

advertisement you can determine if it is still working. If it is, keep 

it! If you are getting tired of the advertisement, consider changing 

the offer or the headline. Test and measure it again to see if your 

results improve. But whatever you do, don’t just stop running an 

advertisement because you are tired of it.

2. Some activities that you do out of habit may actually be a waste of 

money. Jay Abraham gives an example of a furniture store owner who 

ran regular weekly newspaper advertisements and displayed significant 

signage around his building. The owner of the store believed people 

came in because of the advertisements and would not be convinced 

otherwise. After agreeing to test his belief (which was done by asking 

store patrons how they found out about his store), it was found that 

only a small percentage of his customers had seen the newspaper 

advertisement. The vast majority came in because of the signs. The 

newspaper advertising was dropped, saving the owner considerable 

amounts of money, and there was no negative impact on sales. If you 

know what advertising is a waste of money, you can stop it and invest 

in other areas of your business to produce bigger profits. 

What are the most common mistakes new marketers make?

Using institutional advertising – institutional advertising is about branding 

and establishing what that brand stands for in the mind of the consumer. 

Most television advertising is institutional and it is often used by larger 
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companies as a way of ‘getting their name out there’. It doesn’t seek a 

response to a specific offer.

Chasing new customers at the expense of existing and past customers 

– many customers leave because of perceived indifference; not because 

you actually did something wrong, but because they think you didn’t 

appreciate them. This could simply occur because you failed to stay in 

contact with them and someone made them another offer that they 

decided to go with. The trick is to stay in contact with your customers 

on a regular basis; seven times a year is a good number and much of this 

can be done using email.

Trying to achieve a goal with a one-shot campaign – people need to see a 

message between four and seven times before they will be convinced to 

try something new. No single marketing shot can get this result! If your 

budget is limited, focus on targeting a smaller group rather than a larger 

one. A classic example is direct mail. I have been guilty of sending out 

thousands of letters to everyone I know only to receive a poor response. 

A smarter thing would have been to select a smaller group and have a 

series of mailings.

Being tactical not strategic – marketing is about strategy – to gain new 

customers, to have customers spend more money when they interact with 

you, to encourage customers to return and so on. The strategy is the 

message you are delivering and the action you want the customer to take. 

The tactics are the particular methods you use to deliver that message. 

Often people choose the tactics then the strategy – ‘Let’s do a brochure! 

Great idea! What do we want it to say?’ Choosing a tactic before a strategy 

is like jumping in your car, pulling out of your driveway and then asking, 

‘Where do I want to go?’ If you are thinking strategy first, you would ask 

yourself what message you want to communicate and the action you’d 

like to take, then you would think about the right way to go about it.

Not being unique – advertising is like wallpaper; most people know it is 

there but can’t recall specifically what it is. This is not good, especially 

when you consider that a US study found that only 20 per cent of people 
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could describe the wallpaper in their house. Let’s face it, it’s hard to stand 

out in a market when people can’t remember things they see every day! 

Research suggests that people are exposed to between 4,000 and 9,000 

advertisements daily. Seth Godin talks more about this in his book Purple 

Cow  (a must-read for every marketer). If you want people to talk about 

you, be unique. This may simply involve identifying what you do best!

What is one of the best ways to make your business stand out?

In some industries it is hard to stand out. For example, commodity markets 

like building products. But regardless of what industry you are in, there is 

one way that will allow you to stand out in the marketplace. By choosing 

the thing you want to be known for – a unique selling proposition – you 

can create a strong presence for your business. Unfortunately, this is easier 

said than done.

It is difficult for business owners to choose the thing that they want to 

be known for. It’s almost as if by saying ‘We offer the fastest deliveries’ 

you are saying that your quality is not good. But what if you think your 

quality is also worth mentioning? Given the amount of advertising noise 

heard by customers and prospects on a daily basis, you are better off 

sticking with one message and repeating it over and over. Take FedEx for 

example, they do many things right, but the only benefit they promote is 

speed – ‘When it absolutely, positively has to be there overnight’. This is 

a fantastic marketing slogan that is single-minded. It doesn’t tell you that 

they offer great value. It doesn’t tell you that their staff are the friendliest. 

It tells you that they are fast! By adding another four qualities, it would 

only water down their message.

The key to choosing something to be known for is to emphasise your 

strengths. There will be things that you are really good at and things that 

you are okay at, learn to accept this and focus on your strengths. You can 

never be all things to all people, so focus on the prospects that you are 

likely to convert into customers and fulfil the needs that are important 

to them.
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What is one of the funniest things that has ever happened to you 

in your marketing career?

This is only funny in retrospect – at the time it was awful! In 1992 

when I was exporting products from Hong Kong to Europe, we joined 

a group called WAGE (World Advertising Gift Exchange) as a supplier 

member. They are an exclusive group so it was a lengthy application and 

evaluation process. There was an exhibition we were invited to and I had 

our samples and materials all ready to take along to the venue. Wanting to 

be well prepared I dropped in the day before the event to check out the 

space that we had been allocated. To my absolute horror, the event was 

in full swing! I had the wrong date in my diary. It was so embarrassing! 

Luckily, we recovered! I ended up meeting the organisers – very serious 

businessmen from Switzerland and Greece – and presented each of them 

with a sample pack and company information. Many of them became 

regular clients, so it wasn’t so bad. But let me tell you something – I am 

now obsessed with dates!

Were there any times that you wanted to totally give up? What got 

you through?

I’ve never wanted to give up. I love what I do. There are times when I 

feel jaded and many times I feel stressed due to the pressures of meeting 

event deadlines or production problems. But there is always a way through. 

Just recently we had a mix up with a client about a due date. I have a 

ten-year record of not missing any event 

deadline, and I was not about to ruin 

it! We had six or seven separate orders 

totalling hundreds of products that we 

needed to get from Sydney to the Yarra 

Valley in a hurry. Instead of using a flight 

courier, we jumped on a Qantas flight 

and paid excess baggage for the numerous 

cartons and had a hire car ready for the 

 To  my absolute 

horror, the event  was 

in  fu l l  swing!  I  had 

the wrong date  in  my 

diar y. 
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drive to the event location. It’s times like this that are stressful, but 

satisfying once they are done.

Is there a significant quote or saying which you live your life by?

‘Don’t fear that your dreams are too big and you will fail. Fear that your 

dreams are too low and you will achieve them.’

Who are the mentors that have inspired you? What important 

lessons have you learnt from them?

I have a love for ongoing learning and training and have been to countless 

seminars, events, boot camps and courses. In 2004 I experienced an 

evening on consultative selling by Wayne Berry, which really had an 

impact on me. It made me realise that I was guilty of being efficient at 

looking after clients, but not getting involved as a consultant and advisor. 

People don’t just want options presented to them, they want advice. By 

asking better questions it is possible to create much better outcomes for 

clients.

In terms of marketing, I am inspired by Jay Abraham, who has created 

hundreds of millionaires through his teaching and methods. By working 

with over 460 different industries he is able to pull lessons from one 

industry and apply them to another.

Never stop learning! I think if you want to get good at something quickly 

then tap into other people’s experiences. For me, the fastest way to do 

this is with books. If you aren’t a huge fan of reading then there are a 

massive amount of audio books available which also make your sitting-

in-traffic time more productive.

Is business about creating customers?

In the Practice of Management, Peter Drucker says there is only one valid 

definition of a business purpose: to create a customer. Jay Abraham is also 
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a strong supporter of this belief and says that you should get a customer 

any way you can. Remove the risk, sell at a loss for a first time sale and 

give bonuses. The power comes in knowing what the lifetime value of 

that client is worth to you. If you need to lose money initially to gain a 

client then that is worthwhile. 

You have experienced lots of success with strategic alliances. Can 

you provide an example?

Well, there is one that we are about to do that really excites me. We are 

sponsoring an event on wealth creation, which is expected to have 1,000 

attendees. All of the people will be small business owners (decision 

makers). At the moment none of them are customers, only prospects. 

My goal is to get these people to initiate contact with Giant, even though 

they will be bombarded with a large volume of information over the 

four-day event. In order to do this we are making a $100 gold coin that 

people can use for any purchase with us. We decided on a coin because 

it is tangible and tactile (as opposed to a voucher), but mostly because 

of the tie-in with the event theme of wealth creation. The result is yet 

to be seen, but the overall investment is a few thousand dollars, so the 

downside is limited and the potential upside is large.

When you think about alliances, ask yourself, ‘Who else has my customer 

or prospect?’ What other products or services do your customers buy? 

Find the people also selling to them, and make it beneficial for them to 

refer. Giving them something to give away is a simple strategy.

What are your favourite marketing books and why?

Seth Godin’s Purple Cow, Permission Marketing and All Marketers are Liars 

– for making marketing seem so simple!

Jay Abraham’s Getting Everything You Can Out of All You’ve Got – for 

challenging conventional wisdom.
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Robert Cialdini’s Influence – for explaining 

what makes people tick.

Having been in business for over 

a decade, what do you think is the 

secret to your success?

Passion! My passion is what keeps me 

going and helps me overcome the daily 

challenges of the business. We are often 

running 40 or more projects at a time, 

so there is always something interesting 

happening! It takes a certain amount of persistence to make sure everything 

goes to plan and without my passion it would be tempting to give up and 

do something easier. We often take on projects that others would probably 

say no to, then do whatever it takes to make sure the experience goes 

smoothly for the client. We try to be like a duck – swimming smoothly 

on the surface but paddling furiously underneath!

 We tr y  to  be l ik e  a 

duck –  swimming 

smoothly  on the 

sur face but 

paddl ing fur iously 

underneath!  
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What are some of your future plans or goals for the next five to 

ten years?

In the next few years we have some major plans:

• To purchase new premises that will allow us to warehouse more 

ready-to-ship products for clients. This is commonly referred to as 

merchandise programs. We will custom-make products and stock 

them so they can be ordered online and shipped out quickly and in 

small quantities for various campaigns.

• Introducing new systems to assist in sourcing products faster, enabling 

us to respond to clients faster and track production more closely.

• Opening an office in China so that we can increase our capabilities 

of offering custom-made products to clients (at the moment we don’t 

have the time). We currently import our products, but by having 

more control and people on the ground we will be able to do it a lot 

faster.

What are your top tips for becoming a great marketer?

Remove risk – in any transaction someone will bear most or all of the 

risk. Often it is the customer who bears the risk because they are not sure 

whether the product or service will suit them or work at all. As a result 

they resist buying what you have to offer. I recently saw an advertisement 

for a Sony Handycam, a top-end $2,000 product, which invited prospects 

to take the camera home for ten days and then either buy or return it. 

All of a sudden the customer is in the driver’s seat and some of the 

risk is removed. After ten days, the seller hopes that the item becomes 

indispensable for the customer and that they realise how much they need 

it. Imagine a customer looking at a dozen options, brands, features and 

formats for video cameras and then discovering the Sony Handycam 

with its risk-free ‘take me home and try me’ offer. Which camera would 

you choose?
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Look beyond advertising and branding – marketing is more than advertising 

and branding; it’s everything you do. It needs to be about the whole 

experience that a customer has when they deal with you. For example, my 

cable modem was recently hit by lightning and I needed a solution that 

would get me up and running immediately. I checked around and located 

a popular brand of wireless broadband that promised me everything I 

wanted. Their offer was communicated clearly on their packaging, in 

their store and on their website. It seemed perfect. Well, it wasn’t. There 

were several obstacles that diminished the experience (to be polite!) 

which included filling out a multi-page registration form online that 

consistently crashed at the last page, tech support that was closed during 

the hours it was meant to be open, very long waiting times to speak to 

people – and cancelling my service has also been difficult because emails 

go unanswered. These experiences completely negated the effect of their 

positive marketing and advertising efforts. Remember that the experience 

the customer has when they deal with you is also part of your marketing 

and needs to match the promise you make.

Put yourself in your customers’ shoes – we recently carried out an exercise 

at Giant where we looked at all the points of contact that a client has with 

us – from an initial enquiry, to receiving quotes, to approving layouts, 

to delivering and following-up. We broke it down into eight stages and 

compared what the customer expected at each stage with what we gave 

them. Despite being in the industry for 16 years I learnt a lot from this 

process. By asking ourselves about the customer’s mind-set at each point 

of interaction we revealed some simple things that we could do to improve 

the customer experience. For example, during our production process 

(which can vary from a few days to a few months, depending on the 

project) we knew what was happening with an order but our clients didn’t. 

So we realised that when everything was running to schedule, we needed 

to tell the clients that everything was okay. It was simply a matter of pre-

empting how the customer was feeling at the time – they wondered how 

their order was going, but sometimes not enough to pick up the phone 

and ask. A quick email from us reassuring them that everything was on 

track was all that was needed. Is this marketing? Yes! It is managing the 

customer experience and it is an important piece of marketing.
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Strategic Alliance

K E R W I N  R A E

 I t  is  easy  to  get  so  caught  up in  a  business 

that  we forget  why we star ted i t  in  the f i rst 

p lace. For  me I  got  into business  because i t  was 

fun, I  had no boss  and I  wanted to  mak e 

more money.  
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K E R W I N  R A E
Kerwin Rae was born in Canberra in 1974. He was brought up by his 

mother, Elizabeth and his brother, Gawain.

At 15, Kerwin suffered a near-fatal accident, which required him to 

have blood transfusions and six hours of microsurgery. He was told 

by doctors that he would never have more than 25 per cent use of 

his hand again. After 12 months of painful rehabilitation, he proved 

the experts wrong when he regained the full use of his hand. It was 

during this time that Kerwin learnt about the power of achieving 

goals despite the odds.

Although Kerwin barely completed year 12, he later went on to 

establish his first sales and marketing business in the residential and 

commercial security field, selling alarm systems door-to-door. His 

greatest achievements have been assisting in taking an educational 

company that was turning over $400,000 and had 60 licensees national 

and increasing its revenue to well over $5 million with 350 licensees 

in five countries. All of this was achieved in an 18-month period. 

Following this success, he helped a UK operation with a turnover of 

$320,000 penetrate the Australian market and achieve a turnover of 

$6.5 million in nine months.

Over the past seven years, Kerwin has trained over 350 consultants 

on business development, marketing, sales and peak performance 

strategies. He has also taught more than 3,000 people across the 

globe through his seminars and workshops. Kerwin is the author of 

the Entrepreneurial Apprentice business training system.

Today, Kerwin lives on Bungan Beach in Sydney’s northern beaches 

with his ‘killer’ Bengal cat, Kuan. In his spare time he can be found 

skydiving, playing golf, meditating, practising Jute Kung Fu and 

barbecuing with friends.
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Can you tell us about your first business venture?

There aren’t a lot of opportunities for a 12-year-old to make money in 

Townsville, far North Queensland. Every year my friend and I would go 

to the Townsville show and every year we only had enough money to go 

on a few rides and get one show bag. We left the show every year wanting 

more, so we decided to do something about it. We started washing cars 

and mowing lawns, but all we managed to do was scratch cars and smash 

windows with rebel stones from under the lawn mower (that’s another 

story).

Slightly disheartened, I was at the local nursery with my mother and I 

was watching a guy spread this ‘stuff ’ all around his plants. It was horse 

manure. I remembered that my mum sometimes came home with bags 

of manure she had bought from people who would leave a few bags at 

the end of their driveway with a sign saying ‘$2.00 a bag’. I asked the 

man at the nursery where he got it from and he said that he bought it 

from a few local providers. I had a great idea – I was going to get rich 

selling horse poo!

My friend had a sister who had horses, so off we headed to the stable with 

a shovel in one hand and garbage bags in the other. On our first dig we 

got about 30 or 40 bags of manure. We loaded them into our wheelbarrow 

and headed off down the road, knocking on doors. We wanted to sell the 

bags door-to-door rather than leaving them on the driveway and hoping 

for the best. I wanted to get out and speak to people; share with them 

the benefits of horse manure for their garden. We couldn’t believe our 

luck. On the very first day we sold every single bag of manure, but the 

feedback was even better – ‘Let me know when you have more’.

In your early career you knocked back a job with a salary of $180,000 

to work in a job that only paid $21,000. Why did you do this?

I had just come out of my first business, which had failed, and I was 

evaluating where I went wrong. I realised that I needed to learn some 
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decent financial and administration skills 

(still a weakness I have) and a friend 

suggested that I get a job in a bank.

I called a recruitment agency that worked 

in banking and they invited me in for 

a group interview a week later. I had 

to complete a series of tests (which 

were boring and methodical) and then 

undertake a role-playing exercise that 

involved trying to sell a bank product to 

a customer. Until the role-playing exercise, I admit that I was struggling. 

Then I came into my own and just soared. I made a real impression with 

one of the recruiters and she called in a manager to watch me perform 

the exercise another three times.

At the end of the interview the manager told me that I was mad to go 

into banking when I had such a natural ability for sales. She told me I 

could earn two or three times what a bank would pay and she could hook 

me up with a very well-paid sales role within a few weeks. Being in so 

much debt I was tempted, who wouldn’t be?

Two days later I received a call from a very excited lady from the recruitment 

company who wanted to put me forward for a role. She was so excited 

that she could barely contain herself. She went on to say that jobs like 

this were few and far between and it was a real opportunity to make 

some good money. She told me it was paying a base of $100,000 plus 

bonuses (the last guy had made over $180,000). Now bearing in mind 

that the largest wage I had drawn up until then was $30,000 a year, I was 

obviously jumping out of my skin.

But then I asked the question, ‘What will I be selling?’ and she replied, 

‘Stationery’. A strange feeling came over me and I went silent. Sure I 

wanted the money, however in my heart I just knew something was not 

right. I struggled for a few seconds to think of something to say, then I 

blurted the first thing that came into my head: ‘Look, I really appreciate 

 At  the end of  the 

inter view the 

manager  told  me that 

I  was  mad to  go into 

bank ing… 
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the offer, but I can’t be passionate about selling stationery. It’s just not me’. 

With those words came the biggest sense of relief. It was as if I had finally 

trusted myself enough to go against the most logical thing to do.

The recruiter couldn’t believe her ears. She tried every trick under the sun 

to convince me to at least go for the interview. I refused. It was one of 

those things – either follow my head or my heart – and my heart won out. 

There was another moment of silence, and then she offered me another 

available position. ‘Well, I have another job here that involves selling 

seminars for some guy called Stephen Covey. The base is only $21,000 and 

with commissions you could earn around $40,000.’ My ears pricked up. 

‘Do you mean the same Stephen Covey that wrote The 7 Habits of Highly 

Effective People? Get me the interview!’ I met with the general manager 

and we hit it off. I was offered the job on the spot. I had no idea how I 

was going to live on $21,000, but I had faith that I was doing the right 

thing – it simply felt right.

Working with Covey taught me so much about business, sales, marketing, 

personal development and leadership. But the greatest things I learnt were 

about me. During my time there I realised that I did not need to learn 

financial and administrative skills to be a better businessperson – I had 

to learn more about myself and the rest just came.

You believe that marketing is similar to fishing. Can you explain 

why?

Marketing and fishing are identical in so many ways: the fisherman is 

looking for fish, the marketer is looking for the ideal customer. The best 

fishermen in the world understand the importance of thinking like the 

fish they are trying to catch. Marketers need to adopt the same mentality 

– they need to do their homework on their target customer and determine 

where they go, what they do, what their habits are, what they read and 

so on. All beings, including fish and humans, have habits or patterns of 

behaviour that can be uncovered. Then you need to use the right bait 

to draw them in. Marketers need to know what will attract their target 
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customers, otherwise they can waste a lot of time and money by using 

techniques, strategies, and media avenues that don’t work. How do you 

find out what bait works best? Again, it’s research! Speak to others who 

have caught your particular fish before, and test and measure different 

ways to get bites.

And here’s the thing, most marketers use a little hand reel or a single 

rod to catch fish. But what you want to do is build a trawler – a monster 

boat with big nets that catches and holds onto a lot of fish for as long as 

you like. Yes, it would be easier to throw in a line and see what happens, 

but by being a bit more strategic you can catch all the fish you want. 

Marketing is the same, approach target customers in the right way and 

you will reel them in for the rest of your life.

Why do business owners and marketers often choose to use 

visually appealing advertisements rather than tested and 

measured material?

You have institutional marketing and streetwise marketing. Institutional 

marketing is the pretty, funny and clever stuff (that in most cases doesn’t 

work, there are exceptions), and the streetwise marketing is driven by a 

more scientific and strategic approach using testing and measuring to 

determine what works and what doesn’t work (remember you can only 

improve what you measure).

In the world of direct response marketing we are constantly battling 

with the perceptions of people who are conditioned by big budget 

advertisers concerned with how good advertisements look. I can’t blame 

business owners and marketers for thinking that way, but many billions 

of dollars are poured into everyday campaigns that simply don’t work 

for anyone other than the advertising agencies, media companies, and 

the people wanting to win creative awards. I have seen so many great 

beer advertisements it’s not funny, but not one of them has made me 

buy their beer. Ultimately, I think business owners and marketers want 

to be responsible for creating that ‘funny commercial’ or that ‘creative 
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advertisement’, but if you want to increase customers, make more money 

and grow your business then you are best to stick with advertisements 

that work – even if they are not as visually appealing! That’s not to say 

that pretty and clever advertisements don’t work, but before investing 

huge amounts of money in advertising and marketing it is wise to create 

a few advertisements, letters, commercials or scripts and test them. It will 

take a bit more time at first but it will save you time and lots of money 

in the future.

Can you describe your ‘test and measure’ exercise that you play 

with clients who would rather use ‘attractive’ advertisements than 

‘ugly’ advertisements that have been trialled and measured?

It’s best to describe this exercise with an example.

I had a client, a beauty therapist, who was already quite successful in her 

own right but just needed a little helping hand to get to the next level. 

I was working with her on strategies to reactivate customers who hadn’t 

been in for some time. She had been in business for a number of years 

and had diligently taken everyone’s details down when they had come to 

her but she had never communicated with them, let alone invited them 

back. Often the cheapest and easiest way to grow a business is to give 

previous customers a reason to come back!

We had a few meetings and I came up with some direct mail pieces to 

send out. I usually go through the education process before presenting 

any material because often what I 

produce can be a little ‘in your face’ and 

not what clients are expecting. Clients, 

like beauty therapists (and people from 

other creative fields), usually expect pretty 

letters or brochures with lots of images of 

treatments and lovely ladies – something 

that they can show their friends who will 

go, ‘Wow that looks beautiful’. It’s what I 

 I  had to  learn 

more about  mysel f 

and the rest  just 

came. 
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call visually appealing material and, in most cases, is a complete waste of 

time and money. The material I normally create is driven by creating an 

offer that is hard to ignore. This is done with the use of in most cases a 

lot more copy than people are expecting and a lot less graphics. And in 

most cases, the campaign is driven by the headline that determines whether 

it gets read or tossed in the bin. The headline is the most important 

component of a campaign – remember that.

So anyway, instead of educating my client about the principles behind a 

successful letter, showing the importance of a good and benefit driven 

headline, the use of captivating copy that keeps them reading, using real 

testimonials to increase the credibility and finishing off with strong calls 

to actions with time and product limits and special bonuses for acting 

now. Instead of explaining the process and explaining my plan before 

showing her the drafts, I got lazy and sent them straight to her via email 

the day before our meeting.

Big mistake! I arrived the next day to meet someone whom I would 

describe as ‘Devil Woman’, who wanted to do something that would 

make me redundant on Father’s Day…you get the drift. She was mad 

as hell and calling me every name under the sun. She proudly told me 

how she had shown my letter to five of her best clients and they had all 

told her how ‘terrible’ it looked and that they ‘would never respond to 

something like this’. She demanded her money back and wanted to stop 

doing business immediately.

Now, I had seen reactions like this before, and I knew what I had to do 

– prove something. I had to prove that I was the marketer; I had to prove 

that I had no idea how to judge a good facial and that she had no idea 

how to judge a good marketing piece. I said to her, ‘I’ll make you a deal. 

You get a letter done up the way you think it should be done and we will 

send it out to 400 people, and we will send my advertisement out to a 

different 400 people. If your advertisement pulls better results than mine, 

I will give you double your money back’. Ten seconds later, she smiled 

and we had a deal – in fact, she made it very clear that she was looking 

forward to spending her winnings on a new Prada handbag.
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The letters went out and within a day the results started to show. Two 

weeks later the scores were in. From the 400 she sent out she received 

two enquiries, and converted one into a $300 sale (the mail-out cost 

over $400 to produce and mail). My mail-out, on the other hand, was 

better than I expected. I was expecting a two to five per cent response, 

which meant about ten to 20 calls and/or bookings. Boy was I wrong! 

My mail-out resulted in 82 calls, with the total return being in excess of 

$10,000 in treatments and product sales. So it was no surprise to find a 

nice big gift basket waiting for me when I saw her next. Yes, she was very 

embarrassed and apologised profusely for being so rude. I explained it 

was an easy mistake to make and that if I were trying to judge a good 

facial I probably would have made the same mistake.

What is the most important thing you have learnt about successful 

marketing?

Know thy market – test and measure. At the end of the day it is easy to 

assume what people want and what they will respond to. But as they say, 

the truth is the result and the rest is just theory. You need to learn how to 

create a unique and very appealing position for your product or service 

that separates you from the rest of the competition and clutter that is 

rife in the market place. What makes you different and why should I do 

business with you right now instead of the same business down the road? 

Domino’s ruled the pizza delivery market for years by offering ‘Fresh and 

hot in 30 minutes or its free’. It made them different and made them 

stand out as the most obvious first choice in home delivery. Fed Ex ate 

the competition up with their position of ‘When it absolutely positively 

has to be there over night guaranteed!’

I often see business owners who assume that their customers and their 

market (potential clients) are just like them – the same likes, dislikes, wants 

and needs. Often this is so far from the truth that it makes me worry 

when I look at the result it creates. On many occasions I have presented 

materials to clients only to have them say something like, ‘Oh, I don’t 

like that and neither will my clients’ or ‘My clients won’t respond to that’. 
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The only way I can dispel their belief is 

with a little exercise around testing and 

measuring.

Something to remember though is that 

even my stuff doesn’t work all the time. 

Sometimes you have to try up to five 

letters or advertisements until you find 

one that works best. Other times you 

can hit the jackpot on the first run. I 

have heard a lot of people say that direct 

marketing methods don’t work simply because they tried it once, didn’t 

get results and so they wrote it off. Sometimes it might not work because 

of something little, like using the wrong headlines, copy or bonus. That’s 

why it is important to try it more than once.

What are the essential qualities or attributes of great marketers?

The eight most essential qualities and attributes of a great marketer 

are:

1. belief and faith in yourself

2. acceptance that you will make mistakes and seeing these mistakes as 

lessons not labels you put on yourself

3. take risks (but only when it feels right)

4. understanding the biggest problems, wants and desires of your market 

and communicating solutions to them

5. thinking differently to everyone else and uncovering opportunities 

that most people would miss

6. understanding basic psychology behind influence and decision-

making

7. being creative and finding alternative ways to do something

8. being able to put yourself in the heart, mind and shoes of a potential 

customer.

 Sometimes i t 

might  not  work 

because of  something 

l i t t le, l ik e  us ing the 

wrong headl ines… 
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What is one of the funniest things that has ever happened to you 

in your marketing career?

I was conducting a session on using the telephone to generate leads and 

make appointments with nearly 50 professionals in the room. I had the 

Yellow Pages out and I was finding random businesses, calling them on 

speakerphone, running through a script and booking meetings. I had 

done it 100 times before so it was just another session on telemarketing 

– so I thought!

I turned to ‘massage therapists’ and having worked with massage and 

beauty therapists before, I thought it would be a walk in the park. I dialled 

a number, a lady answered and I started my script.

‘Hi, I would like to speak to the person responsible for the Yellow Pages 

advertisement.’

‘That would be me.’

‘I don’t mean to be rude but I’m in a hurry and need to make this brief 

and blunt, is that okay?’

‘Yes, that’s fine.’

‘Great. My name is Kerwin Rae and I am a marketing consultant working 

in your area. I have recently finished a successful contract and I am now 

looking for another client to represent. Now before I go on, I just want 

to ask you two very quick questions, is that okay?’

‘Yes.’

‘First question: do you consider yourself to be a person with an open 

mind?’

She paused. ‘Well, considering I spend my day giving xxxx jobs and happy 

endings I would say that my mind is pretty open. What do you think?’

I couldn’t believe my ears. Unknowingly, I had rung a massage parlour 

that was obviously ‘full service’. I had never been so lost for words in my 

life! I didn’t know what to say or where to look. After about ten seconds 
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of silence, she said, in a very cheeky voice, ‘Why don’t you come on down 

and we can talk about marketing. While you’re here I can show you just 

how good I am at what I do…’ With that the whole room burst into 

laughter and I hung up the phone. I haven’t been keen on doing live 

calls ever since.

Why do you believe that implementation is just as important as 

strategy in a marketing plan?

Strategy without implementation is like having a roof without walls to hold 

it up. Meaning, a strategy is completely useless unless it is implemented 

properly from start to finish. For the last seven years I have focused 

very heavily on strategy and manual tactical implementation. That is, 

doing research about a market and using that information to develop 

better ways of marketing, selling and maintaining stronger and more 

loyal ongoing relationships. Unfortunately, most people fall down when 

it comes to the implementation because this is where human behaviour 

comes into play and you have to deal with people’s personal issues and 

beliefs to get a result.

On some occasions I have developed amazing strategies for clients aimed 

at getting more product into the market, yet often the client sits on the 

plans for weeks or months because they are ‘too busy’ or they fear what 

people will think if it doesn’t work, which is natural. Most people are 

fearful of failing but the catch is if you do nothing, you get nothing and 

no one wins. I have heard every single excuse under the sun made by 

business owners for not implementing a plan. Fortunately, in the new 

world of technology, a great deal of the implementation can be automated 

through the use of emerging technological and digitised systems. This 

means no more excuses!

What is the biggest mistake made by marketing experts?

Knowing the difference between an opportunity and a paycheck. It may 

sound elitist, but if I work with a business that isn’t ready for my services, 
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I will more than likely create too much work for it. Furthermore, things 

will not get done, results will not be achieved, not as much money will 

not be made and they will still have to pay for the advice.

I believe that some marketers have given the industry a questionable 

name by working with businesses that are not ready to grow. And it’s 

not just marketers, some business coaches and consultants should also 

share this shadow. I have spent a lot of time and lost a lot of money 

trying to help businesses that aren’t ready to grow and it can sometimes 

end in tears and blame. The end result is that you have a business owner 

who has spent money getting fundamentals put into place that have not 

made them any money. Sure, the business is in a far better position than 

it was before, however most people measure success by the bottom line 

– if it isn’t any bigger then they assume you have failed as a marketer, 

coach or consultant.

The simple truth is that some businesses are not ready to grow and they 

cannot afford the advice needed to get them ready. In this case, they need 

to be willing to educate themselves to prepare the business for outside 

help or find a way to fund the base-building exercise. Harsh but true 

from my experience.

What is your definition of financial freedom?

My idea of financial freedom is being able to make money when you 

want to and without having to rely on someone else to do it. I am 

not talking about a wage, I am talking about being able to make real 

money within two weeks of taking action. 

I often hear people worrying about losing 

their money after they have made it. But 

financial freedom does not come down 

to how much money you have in your 

account. It comes down to your ability 

to create money out of thin air when you 

need it. To me, financial freedom comes 

 The s imple  t ruth is 

that  some businesses 

are  not  ready to 

grow… 
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from the knowledge of being able to create money and that’s exactly what 

sales and marketing gives you.

What do you think holds people back from becoming successful in 

marketing a business?

Faith and persistence: you need the faith to believe in yourself, your 

business, products and or services, your methods and the people around 

you, and then the persistence to see it through no matter what.

When I first got into the marketing profession I had to invest $80,000 to 

do the training, learn the ropes and get all the products I needed to do 

it. I still remember people telling me things like, ‘You have already lost 

everything once, why risk it again?’ and ‘Kerwin, you’re a smart guy, why 

do something so stupid?’ and ‘You have a good job and earn good money, 

why throw it all away on a silly dream?’ Not exactly words of inspiration 

and encouragement. However my Mum asked me one question when I 

told her my plans. She said, ‘Kerwin, do you believe you can do it?’ to 

which I replied ‘With all my heart’. She told me to go for it!

What is the biggest marketing mistake you’ve ever made and 

what did you learn from it?

It was about five years ago and it cost me close to $30,000. I had been 

running small seminars very successfully for niche markets, like hairdressers, 

accountants and other service-based businesses. I was hitting home runs 

with these niche markets and having a lot of fun, which got me thinking 

that perhaps I could have a greater effect and make more money if I 

opened my market up to ‘everybody’ in business. The truth is I got lazy 

and was looking for a short cut, and I paid the price.

Although the idea was sound, I needed a mass audience to market to and 

so I had to buy a list. In the past I had been quite critical of list brokers, 

likening them to used car salespeople – you never know what you get until 

it’s too late. So I sourced what I thought was a great list (or so they told 
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me) of about 15,000 names and addresses of ‘business owners’. Based on 

the response rates I had been getting with my mailing piece (two to ten 

per cent) I was sure this was going to be an instant overnight success – I 

would be laughing all the way to the bank! But the joke was on me!

The list I bought was a complete dud and the ‘returns to sender’ were 

considerable. To add insult to injury, we received a grand total of two 

responses – yes, two – one was asking to be removed from the list and 

the other wanting to know how we got his details. Not one ticket was 

sold! In less than 72 hours I went from thinking I was a cracker marketer 

to thinking I had no idea what I was doing, and I couldn’t understand 

what went wrong. The mailer had been successfully tested more than a 

dozen times so that only left one thing – the audience it went to. I went 

through the list with a fine-tooth comb and discovered that it was laden 

with corporate entities, team leaders from multinationals and people from 

human resources in different top-of-the-town businesses. These people 

couldn’t be further from my target market. I would have had better luck 

marketing to farmers in China!

Lesson learnt: if you are going to spend money on marketing be very clear 

about who is going to see it. Always make sure you do your due diligence 

and never think that a list broker has your best interests in mind because 

they work on a commission (apologies to the honest ones). I have not 

purchased a list since, however to be fair, I have been looking at some list 

options recently, but with a great deal of caution and scepticism.

If you had to start again with nothing, what would you do?

Exactly what I am doing now. The great thing about what I do is that 

I don’t have my business tied up in fixed equipment or heavy capital 

expenses. It has only been in the last 18 months that I have needed to move 

into offices and employ more staff. Up until then it was all virtual, and it 

allowed me a great lifestyle and plenty of flexibility. Now that I want to 

take it to the next level I need more infrastructure, and I am finding I can 

tap into other people’s infrastructure leaving me with very little risk. So if 
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I had to start again with nothing, I would 

get myself the Yellow Pages, a phone and 

a laptop, and I would be making money 

within two weeks doing exactly what I 

do now.

What are some of your plans or 

goals for the next five to ten years?

My outlook on goals has changed 

significantly lately and I find I want to 

do the things I want to do rather than the 

things I should do. Sometimes people adopt what I call ‘socially acceptable’ 

goals – the ones that everyone has: cars, money, fitness, relationships. And 

for a while I started to believe that I needed these things as well.

It is easy to get so caught up in a business that we forget why we started 

it in the first place. For me I got into business because it was fun, I had 

no boss and I wanted to make more money. Recently, I realised that I 

had fallen into the trap that many business owners do; I was working 

for the sake of working, not doing it because I loved it. I had become so 

entrenched in running the business that I forgot to enjoy every aspect 

of it.

I still have goals, however I have learnt that I should not be solely defined 

by them. I used to chase goals to feel complete, and yet when I achieved 

them I still felt like something was missing in my life. I would then go on 

to the next goal, thinking that perhaps it would be better when I achieved 

the next thing on my list. I had it all wrong! What I was looking for was 

not external, it was internal – I was literally looking for me! I know it 

sounds a bit airy-fairy, but it is a realisation that comes to people on 

their journey toward success.

So, while I still work toward goals, I experience more joy and peace 

from the things I do in each moment. One of the things I really enjoy 

 I t  i s  easy  to 

get  so  caught  up 

in  a  business  that 

we forget  why we 

star ted i t  in  the 

f i rst  p lace. 
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is teaching. I get a really good feeling when I share a message – be it 

business, spiritual or personal – that makes someone think differently. 

The funny thing is, when I teach, I am the student because every time I 

teach I am learning more than anyone else. I love teaching business and 

philosophy, so one of my goals is to continue spreading these messages 

to bigger audiences.

I also continue to enjoy building businesses and my next big goal is to 

build a national brand and take it through to a float. A public float is 

the Holy Grail for many entrepreneurs. In business most of the money is 

made when you sell and the way in which you sell has a massive impact 

on how it is valued.

Personally, my biggest goals are to have fun, learn and grow as much 

as I can. I enjoy making money, however there is a certain fulfilment 

in having meaningful conversations and relationships with people that 

I care about. I would also like to settle down in the next few years and 

start a family.

Over the next ten to 20 years what do you see as the major 

marketing opportunities for businesses?

The most obvious one is the internet. We are in the process of completely 

changing tack in our business as a result of the trends we are seeing today. 

Fifty-five per cent of Australian internet users shop regularly online and 

85 per cent of purchases are from businesses here in Australia. With these 

figures growing dramatically every year the writing is on the wall. If you 

have any type of business you need to get online or face the real dilemma 

of going out of business.

According to BRW Australia Online, over 90 per cent of Australians who 

shop online are satisfied with their purchasing experience. This is only 

going to lead to more people telling their friends about their positive 

experiences and then their friends doing the same thing. If you want 

proof, you only have to look at the latest growth figures and observe what 
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the biggest businesses in society are doing today. The average Australian 

spends twelve-and-a-half hours a week on the internet. People are turning 

to the internet in droves for nearly everything, including research of major 

purchases such as houses, businesses, cars, whitegoods and even health 

foods – just about everything. Do I need to say any more?

What are your top tips for becoming a great marketer?

1. Believe in yourself.

2. Believe in your product.

3. Believe in sales and marketing.

4. Learn to uncover, create and define a unique difference in product 

and service positions.

5. Learn about language, the psychology behind it and how to be 

influential in conversations, communications and copy.

6. Learn how to sell because most marketing material is basically a printed 

form of selling.

7. Trust your feelings, not your emotions.

Kerwin Rae has kindly offered a FREE BONUS GIFT valued at $57.00 to all 

readers of this book…

Joint Venture Success Made Easy – Over the past seven years, Kerwin has 

trained over 350 consultants in business development, marketing, sales and 

peak performance strategies. Now Kerwin will teach you the secret steps 

behind creating powerful joint ventures and strategic alliances that make 

money fast.

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts

D FREE BONUS GIFT
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Go Direct

M A L C O L M  A U L D

 Direc t  mark et ing is  the hardest  thing to  do 

in  mark et ing because you are  t r y ing to  get  the 

customer  to  do what  y o u  want  them to do, 

when y o u  want  them to do i t . That  requires 

specia l ist  sk i l l s .  
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M A L C O L M  A U L D
Malcolm Auld was born in Sutherland, New South Wales. When he 

was nine his family moved to Carlingford where he completed his 

schooling. While at school Malcolm played semi-professional soccer, 

with the goal of playing professionally in the inaugural year of the 

national soccer league.

Malcolm’s soccer ambitions were abandoned when career opportunities 

presented themselves. He spent the next eight years completing 

a marketing degree, advertising certificate and direct marketing 

certificate at night. By age 22 he was the national marketing manager 

for TNT. Two years later he started his first marketing consultancy, 

Feedback Marketing, and at age 28 he became the head of Ogilvy 

& Mather Direct in Australia – the youngest Ogilvy & Mather board 

member in the worldwide network.

Since 1987, Malcolm has worked in the US, Asia and Australia running 

advertising agencies for Ogilvy & Mather Direct, J Walter Thompson, 

Euro RSCG Partnership and his own agency, Malcolm Auld Direct 

(MAD). He is also the principal of The Marketing Campus, a specialist 

marketing, publishing and education company, and has educated in 

15 countries. Malcolm’s book Direct Marketing Made Easy is one of the 

best selling marketing texts in Australia and his book Email Marketing 

Made Easy was the first non-American book on the subject.

With his agencies winning numerous international awards, Malcolm 

is a major contributor to local marketing education programs. He 

has written and delivered courses for the Australian Direct Marketing 

Association (ADMA), the Australian Institute of Management (AIM) 

and other industry associations on topics including branding, direct 

marketing, email marketing and e-marketing. For over 25 years he has 

volunteered services to ADMA in both New South Wales and Victoria.

Malcolm lives and works in Manly, Sydney, and is married with two 

small children.
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What was your first job and what did you get out of it?

My first job was as a management trainee at Craig Mostyn & Co, a private 

Australian import/export company. I was also studying at night and spent 

eight years doing a marketing degree, an advertising certificate and a direct 

marketing certificate, so I learnt to measure my life in minutes.

I traded commodities by telex and telephone, buying tallow (animal fat), 

meat and bone meal from abattoirs and butchers around New South Wales. 

I also managed the loading of ships for export from Sydney Harbour. It 

wasn’t your everyday office job – I was visiting abattoirs, climbing in storage 

tanks and drum stacks to get samples and prepare stock for shipment. 

I’d get covered in putrid fat and my dry cleaning bill was frightening for 

a young bloke who only owned two suits. I spent a lot of time on the 

wharves loading ships, meeting with ship captains and working with the 

stevedores and I witnessed some rather unsavoury activities. This challenged 

everything I’d been taught about honesty and the way things work in 

business and in life. It was a fast education in the realities of the world.

Craig Mostyn taught me the value of a person’s word and their handshake 

– something lost in today’s business world. People meant what they said 

and did what they promised – I’ve tried to live that way, but have been 

guilty of over-promising and under-delivering at times. Good manners and 

common courtesy were standard behaviours, but people now hide behind 

technology – email, voicemail, SMS – and have no self-respect in the way 

they communicate. There seems to be a plague of general intellectual laziness 

across the business world. Anyone who is by nature polite, considerate and 

personally accessible will stand out from the pack and go further than their 

colleagues, simply because these traits are now so rare.

What was your first taste of business and when did your interest in 

marketing begin?

My interest in marketing started when I was at Craig Mostyn & Co. I 

realised that flogging commodities was based on supply, demand and 
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the skill of the trader, but you couldn’t 

add much value because commodities 

weren’t branded.

My studies exposed me to psychology 

and the way the mind works, and that 

got me interested in marketing. At that 

early stage of my career I naïvely thought 

that marketing involved lots of research 

into the psychology of the customer, so I 

was keen to work in this amazing world. As I later discovered, the reality 

is a lot less exciting and scientific.

After 4 years I left Craig Mostyn to work in a family retail supermarket 

in Sydney. I learnt more dealing with the public running a supermarket 

than at any other time in my career. I was applying some of my tertiary 

education at the supermarket and as a result of my hands-on experience 

was invited by one of my lecturers to teach retail marketing at university 

at 22 years of age.

What is the most important thing you have learnt about successful 

marketing?

The purpose of business is not to make money, it is to make and keep 

customers profitably. You cannot make money without first having 

customers – if anyone knows how to do this (apart from through having a 

share portfolio) then I’d like to join your company. The role of marketing 

is to find out what your customers want and deliver it to them. So you 

design your business to profitably deliver what customers want. There 

are two ways of marketing:

The direct way – this is where you deal directly with customers or they 

respond directly to you. This involves a financial transaction or an 

exchange of information. The marketer controls the whole process and 

is typically a direct marketer or retailer. The direct marketing process 

 You cannot 

mak e money without 

f i rst  having 

customers… 
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is as much about distribution as it is about branding and sales. Direct 

marketing is the hardest thing to do in marketing because you are trying 

to get the customer to do what you want them to do, when you want 

them to do it. That requires specialist skills.

The indirect way – this is known as mass marketing and is where a marketer 

runs advertising to reach as many potential customers as possible with 

one message. The advertising is designed to reinforce a proposition about 

a brand in the mind of the customer, so that when the customer is in 

the market to buy, they will consider the advertised brand. This type of 

advertising is referred to as ‘brand’ advertising and is easier to do than 

direct marketing. In many cases the weight of a media spend has more 

influence over the outcome than the content of the message.

Successful marketers understand the different ways of marketing and 

when to apply them. They also understand customers. You’ll hear some 

marketers refer to above- or below-the-line advertising. I’ve researched 

thousands of customers and none of them have a clue what marketers are 

talking about. For example, customers don’t look at a brand advertisement 

on television and react with ‘That’s above-the-line advertising, I feel 

emotional about that brand’, or view an email message and react with 

‘That’s a below-the-line message, I have no emotion for that brand’.

Every paid or unpaid message a customer is exposed to is a brand message 

– all part of the flim-flam of advertising they see every day. Advertisements 

are rarely important in a customer’s life and they give them very little 

consideration. Successful marketers know that brands are rarely built by 

advertising alone. They understand that the way the phone is answered can 

impact a brand more than how the brand is advertised. These marketers 

have ‘customer contact strategies’ that map all the points of contact a 

customer has with their company and brands. These points of contact are 

known as ‘moments of truth’ and each has different levels of impact on 

a customer’s experience with a brand. The marketing budget is invested 

to leverage the moments of truth to the most profitable outcome for the 

customer and the marketer.
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The rise of the internet means that direct marketing is being used 

increasingly, because advertising on websites generates immediately 

measurable responses from individuals. Consequently there is a shortage 

of talent in the marketing world, so if you are looking for a career, look 

to direct marketing on the internet.

Tell us about some of the personal success you have had in 

developing and growing your own businesses.

I have never worked with the primary motivator being money. However, 

each business I’ve started has traded profitably from the first month. I 

work for myself because of the autonomy and flexibility it gives me, the 

people it allows me to work with, and because I’m reasonably good at 

what I do and I enjoy it. Entrepreneurial spirit could be in my blood. My 

maternal grandfather started a little business in World War One collecting 

scrap metal for the war effort. His name was Albert G. Sims and Sims 

Group is now the world’s largest scrap metal recycler. Unfortunately, my 

family only inherited an ashtray and a newspaper clipping, so I’m not a 

wealthy third generation industrialist.

I generally measure my success by the results we get for clients and 

the referrals we receive. I’ve rarely pitched for business as we’ve always 

grown organically from current clients and referrals. My agency has 

won numerous awards from the Australian Marketing Institute, the 

Direct Marketing Association (US) and the Australian Direct Marketing 

Association. I developed and wrote a number of those campaigns, which 

was personally gratifying.

The launch of my education company has been very satisfying – my 

direct marketing text is one of the best selling marketing texts in Australia 

and New Zealand. And our training courses are now being exported and 

adapted internally by clients.

MAD has done quite a bit of pro bono work for organisations such as 

Greenpeace, World Wildlife Fund (WWF), NRMA CareFlight and the 
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Foundation for National Parks & Wildlife (FNPW). As a result of the 

work I did for FNPW I was made a Governor of the Foundation, which 

was an unexpected surprise and responsibility.

What types of businesses does direct marketing work best for?

Every business can use direct marketing. It particularly suits businesses 

at the point where there is a customer transaction, that is, where there 

is an exchange (of money or data) with the customer – whether that 

customer is a wholesaler, retailer, distributor or end consumer. Essentially, 

any business that can create a database of its customers and prospects 

can use direct marketing.

Can you provide two examples of the best direct marketing 

campaigns you have been involved in?

One of the most successful campaigns I was involved with won awards 

for results and creativity around the world. Malcolm Auld Direct (MAD) 

developed the campaign for The Observatory Hotel in Sydney. It was 

a three-dimensional mailing for professional conference organisers to 

showcase the hotel’s conference facilities (this was prior to the internet 

becoming a part of business). The mailing included a personal letter, 

testimonials, a product brochure and a number of other elements – coffee 

plunger, Italian coffee, a gold leaf bone china coffee cup and a floppy disc. 

The instructions to the recipient were simple:

Here’s the perfect way to plan a perfect 

conference for up to 100 people:

Step one – boil a jug of water

Step two – make a pot of coffee

Step three – pour a cup of coffee

 The campaign 

paid for  i tse l f  on the 

f i rst  morning i t  was 

del ivered. 
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Step four – relax and take a tour of the hotel at your computer.

This was Australia’s first ever virtual tour of a hotel on a disc. Sounds a bit 

old-fashioned now given what you can do on websites, but the response 

was phenomenal – over 70 per cent response rate with bookings for 

conferences, accommodation and site inspections. The general manager of 

the hotel received 15 unsolicited letters of congratulations from recipients. 

The campaign paid for itself on the first morning it was delivered.

I also worked on a campaign for child sponsorship in third world countries. 

I was writing the brief for the creative team when I came up with the idea 

for the television commercial. We were going to run the advertisement 

prior to Christmas, so I wrote a script using John Lennon’s famous song 

– ‘So this is Christmas and what have you done? Another year over and 

a new one just begun…’

We had to negotiate with Yoko Ono’s lawyers, but we got the rights 

to use the lyrics and music. The brief to the creative department was 

effectively ‘Here’s the script, please add the appropriate vision’. We decided 

that images of lots of starving kids made the problem seem too large to 

solve, so we focused on what you (the donor) could do for one child’s 

life; how you could help just one child. The advertisement became the 

most successful the client had ever run and changed the way some child 

sponsor groups designed their advertisements. I went to the US Direct 

Marketing Awards, known as the ECHO Awards, the following year and 

discovered that our US office had run our Christmas advertisement there 

and it won the top direct marketing award for the year – apparently over 

27,000 responses in a couple of weeks.

With direct response, do you believe in driving potential 

customers to a website or a telephone?

All direct response advertising aims to elicit a measurable response, be 

it by phone, to a retail store or trade show, by mail or to a website. The 

method of response depends on the objective and how much you can 
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afford to spend to generate each response. This is why the best way to 

design a direct response advertisement is to start with what you want the 

customer to do and work backwards. That is, design the order form first. 

If you want to capture data, it is best to direct people to a website and 

let them do the data entry. Otherwise if they fill out a printed form or 

make a phone call, the marketer has to pay for the data entry.

How important is sales copy when executing a direct marketing 

campaign?

Nothing happens in this world until something is sold. Whether you’re 

trying to sell yourself to a potential new partner at a party, pitching your 

business to a committee, or trying to persuade someone of your point of 

view, the world revolves around selling. But remember, marketing creates 

the need and selling fulfils it.

The language and length of copy you use is dependent upon what you 

have to say. If you want someone to buy something as a result of reading 

your copy, you will include everything you can to help convert that person 

into a customer. Your copy should say what you would say if you were 

there in person. This means you cover every possible objection, highlight 

every possible benefit, make offers, close the sale and more – just as a 

salesperson would during a presentation. The tone and manner you use 

depends on who you are talking with and what you want them to do 

as a result.

Do you believe a person should write their own advertising or 

sales copy, or should it be outsourced to a professional?

There’s a saying about writing – ‘Easy writing is damn hard reading’. That 

means if you find it easy to write about something, then your reader is 

probably finding it hard to read.

I run a full-day master class on copywriting and am co-writing a book on 

it. If you want proof of the problem of writing your own copy just look 
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at the illiteracy figures in this country. 

Furthermore, consider Rupert Murdoch. 

He is a reasonably wealthy and successful 

publisher, but he doesn’t write for his 

publications. He employs professionals. 

So if wealthy publishers pay professionals 

to make them rich, why do marketers use 

amateurs to do a professional job and 

expect the same result? Typing keystrokes 

onto a keyboard does not make you a 

copywriter. If you really believe you are 

a good copywriter, bury an offer toward the end of your copy – if people 

respond, you know they’re reading.

My advice: use professionals – they’ll pay for themselves in the results 

they achieve.

With many businesses executing direct marketing, how do you 

differentiate yourself and stand out from the crowd?

The problem is not how many businesses use direct marketing, 

it is how they use it. The things to focus on when creating any 

marketing activity, in order of priority and financial investment are:

1. The media you use – where do you talk with your customers?

2. The offer you make – what’s in it for them to do what you want them 

to do?

3. The creative – how you say it and in what format (letter, half-page 

advertisement, and so on).

4. Testing – so you can predict the future.

The element that has the most influence on the outcome is the media. If 

you don’t talk with the right people, then the rest doesn’t matter. Invest 

as much as you can in getting your media right.

 M y advice : use 

profess ionals  –  they ’ l l 

pay for  themselves  in 

the results  they 

achieve. 
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The offer is the next most important element because it helps give the 

prospect a reason to respond. It can be something for free, a premium, 

bonus, or a method of payment. Offers are essential, unless your proposition 

is so strong and unique that no incentive is needed, such as in the early 

days of a new product, like the iPod.

The creative is the thing all marketers love to play with, yet it has the 

least impact on the outcome. Relevance is more important than creativity, 

but relevance delivered in a creative way is very powerful. Running new 

creative ideas in the same media usually has less impact on results than 

running the same creative in different media. And once you have an 

execution that works, test and test again. To quote Drayton Bird, ‘Direct 

marketing is the art of losing money in very small amounts, so you can 

make it in large amounts’. Testing gives you the best chance to predict 

the outcome of your campaign – there is no other way. You really cannot 

afford to not test.

Is there a higher level of customer resistance to direct marketing?

No. The opposite is probably true. A personalised, relevant message 

to an individual will generally perform better than a non-personalised 

broadcast to the masses. Marketers can be a peculiar lot – we create all 

these buzzwords and jargon for what we do. But customers don’t have a 

clue what direct marketing is, nor do they care. What they do care about 

is whether the message is relevant to them, how easy it is to respond and 

how appropriately their response is managed.

You have studied dozens of American direct marketing books, 

do you believe all American strategies work as effectively in the 

Australian marketplace?

The US is quite a different direct marketing market to Australia and 

it’s one of the reasons I wrote my book for the local market. The big 

differences lie in population size and media availability. For example, 
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the US postal service owns your letterbox and controls everything that is 

delivered into it. The unaddressed mail services we have here don’t exist 

in the US – everything is addressed. This means the US list industry is 

much better in terms of size, quality and profile.

There are also other differences between the two markets:

• The size of the US market means that you can do a deeper level of 

testing, and test some elements you couldn’t afford to test here.

• The market is better conditioned to receiving mail, as mail-order 

catalogues have been a part of the culture for decades.

• Cable television has been in the US for decades with numerous 

specialist channels that make it easier for direct marketers to reach 

specific customer segments. We don’t have the same breadth or depth of 

channels in Australia and the critical mass of users is much smaller.

• The volume of specialist magazines in the US means marketers have a 

broader market for testing and selling. Many retailers have such large 

databases that they have their own specialist magazines in which they 

run their own advertisements and carry non-competing direct response 

advertisements.

• The US internet and mail-order fulfilment industries are much larger, 

so the space available to place advertising inserts in shipping cartons 

is larger than in Australia.

Having said this, it doesn’t mean you can’t automatically lift campaigns 

from the US and run them here. Many marketers do it quite successfully. 

But marketers need to know the differences, which is the reason the really 

successful ones test their campaigns first.
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If a business has huge success with direct response advertising 

should they divert some of their marketing budget to branding?

All direct response advertising is brand advertising in the eyes of the 

customer. Strangely the only people who think otherwise are some 

marketers and advertising agency types. A direct response advertisement 

is designed to get a response to the advertisement for a particular brand, 

so while it’s primary purpose is to get a response it also impacts the 

brand.

Many marketers think that branding is the process of advertising. It’s not. 

Branding is the outcome of advertising and lots of other activities. An 

advertisement may be designed to influence an attitude toward a brand, 

but the brand is built on the experience that the customer has when 

they buy and use the brand. Did it meet the expectations set up by the 

advertising, publicity and influences of friends, colleagues and so forth? 

Marketers can generally do more with their budgets if they design their 

brand advertisements as direct response advertisements.

Having written a book entitled Email Marketing Made Easy, what 

are your top ten tips for making the most out of this medium?

1. Test and test again – subject lines, formats, timing (time of day, day 

of week).

2. Use short sentences, bold cross heads and subheads to make scanning 

easy.

3. In subject lines, don’t use definitive 

articles such as ‘the’ or ‘a’ or ‘click here’ 

or ‘recipient’s name’ or links.

4. Don’t use capitals or words like, ‘free’, 

‘guarantee’, ‘win’, ‘sex’ or ‘happy’. Run 

your copy through a spam filter before 

sending to test for words and phrases 

that will be blocked.

 Many mark eters 

think that  branding 

is  the process  of 

adver t is ing. 

I t ’s  not .  
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5. Use a specialist email distributor – either outsource it to them or use 

their software on your system or via web access.

6. Pay professionals with direct marketing experience to design and write 

your messages.

7. Remember, your ‘from’ line gets your message opened and your ‘subject’ 

line gets it deleted.

8. Contact non-responders or those who don’t open their messages to 

increase response.

9. Use personalisation wherever you can and repeat offers through the 

content to determine the best-performing locations.

10. Ask for subscriptions in the navigation bar, on the homepage and 

throughout your site.

In case you’re wondering, a cross-head is another term for subhead. 

Many direct marketers sell the ‘space’ in their shipping cartons to non-

competitors as another profit centre. For example, when you get delivery 

from some office equipment suppliers, there might be a free copy of a 

business magazine with a subscription offer. Most traditional marketers 

have no idea this media exists.

There is a rule of thumb that if you re-mail your list with the same 

message promptly after a successful campaign, you’ll get about another 

50 per cent response from the list of original non-responders.

Most marketing is commonsense – we marketers are the ones who 

complicate it. A simple rule of thumb is to consider what you would 

say or do if you were talking face-to-face with your customer and then 

do something similar in your advertising. After all, advertising (in all its 

forms) is what you would say if you were there in person.

What are the essential qualities or attributes of great marketers?

Most of the greatest marketers run their own businesses, for example, 

Michael Dell or Gerry Harvey. Here are a few attributes I’ve noticed in 

successful marketers. They:
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• are more interested in how their advertisements work than what people 

think of the advertisement

• are concerned about sales and the bottom line

• are good listeners and are always in touch with their customers

• invest in testing as well as research

• make decisions based on facts, not just opinions

• are ruthless in media planning

• know the value of a good offer to get results

• understand that relevance is more important than creativity

• create their own path, rather than follow the established rules

• don’t speak jargon

• don’t rush to be the first with the new ‘new’ thing to promote their 

services

• are not afraid to speak their mind, particularly against the tide of 

general opinion

• are voracious readers of marketing books and are willing to learn.

Who are the mentors that have inspired you? What important 

lessons have you learnt from them?

I haven’t had mentors – when you climb the management ladder at a 

young age, you tend to threaten people above you or older than you, 

so they don’t always offer advice. But I would say the people who have 

influenced me the most are David Ogilvy, John Hancock, Drayton Bird, 

my father, and John Deegan.

David Ogilvy was an inspiration and I was lucky enough to spend time 

with him when I ran his Australian agency. We first met in Barcelona 

where I did a presentation – in bare feet – to our global heads of office 

and David; if you want to stand out from the crowd you need a point 

of difference. Immediately following my barefoot presentation, David 

took me for a chat over a cup of tea and we got to know each other. 

He invited me to his home and the following year I met him in Paris 

and we had dinner together. I couldn’t believe he was as interested in 

me as I was in him. We both have a passion for educating young people 
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and a loathing for mediocrity. It was 

one of the best conversations I’ve had 

about advertising and marketing. Most 

marketers don’t realise that David was a 

pioneer of direct marketing. He was so 

frustrated at the lack of support from his 

traditional advertising agency managers 

that he moved his office to the Ogilvy & 

Mather Direct agency in Paris.

John Hancock is a friend and copywriter whom I started working with 

over 22 years ago (I still work with him today). He is one of the smartest 

intellects I know and has the ability to get to the nub of a problem faster 

than most. He is one of the last copywriting craftsmen in the world and 

a stickler for doing it right, or not doing it at all. We’ve just launched the 

Grumpy Old Marketers Club – so watch this space.

Drayton Bird is one of the most respected marketers in the world – rated 

by British marketing media as one of the top 20 to influence UK marketing. 

I’m privileged to regard him as a friend. He has provided inspirational 

counsel for over 20 years and has partnered me in business ventures. He 

always gives advice that can only come from someone with decades of 

experience. One thing Drayton says that always resonates with me is that 

there is nothing new in marketing, particularly when it comes to human 

nature. While technology changes, people’s emotional drives don’t. Many 

young marketers don’t understand this – they believe marketing success 

comes from technological tricks and production values.

My father has taught me more by his actions than his words. He’s an 

honest gentleman and taught me respect for others, as well as the need 

to plan for your future. He was a bank manager in the days when that 

role was valued and his advice has ensured that the government won’t 

need to pay me a pension in retirement. He is also a stickler for detail 

and accurate record keeping, and it has proven enormously advantageous 

throughout his career. I wish I had the same habit.

 M y father  has 

taught  me more by 

his  ac t ions  than his 

words. 
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And there was also John Deegan, the general manager at TNT who had 

the guts and confidence to give me a start at a young age. Thanks to him 

I’ve also hired or promoted an enormous number of young people who 

weren’t necessarily qualified or ready to do a job. But by giving them the 

right direction and support many have grown faster than they could have 

hoped to elsewhere and have become quite successful.

Is there a significant quote or saying by which you live your life?

My life quote is, ‘Someone has to live like this so it might as well be me’. 

It’s my annual New Year’s Eve toast and is also muttered at different times 

when things are going well, or not so well. We’re only on this planet for 

a short time, so no matter what you’re doing, do it well and live life to 

the fullest.

My business quote is, ‘Never underestimate the customer – they will always 

do the unexpected or unbelievable’. I’ll never forget an incident when my 

family ran a suburban supermarket in Sydney. We had a customer who 

shopped with us every Thursday just for the weekly specials advertised in 

Wednesday’s newspaper. The weekly advertised special on tinned pineapple 

was 49 cents, save seven cents. But we had done a deal when we originally 

ordered the pineapple and our standard price was 48 cents. So when the 

customer arrived at the checkout with her four tins of pineapple, she did 

her usual routine of telling us the groceries she had were ‘on special’. My 

mother explained to her that our price was already less than the special 

price so she was saving even more, to which the customer replied, ‘Well, 

I won’t have them if I’m not saving any money from you!’ and walked 

out. We could only shake our heads and laugh.

Over the years, what are some of the best business or marketing 

lessons you have learnt?

1. Be careful of going into partnerships – I’ve been ripped off a couple 

of times.
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2. Always get it in writing – a person’s word just doesn’t cut it 

anymore.

3. Get a good lawyer.

4. Get a good accountant.

5. Get a good sounding board – someone who you respect and will give 

candid advice.

6. Manage your cash flow and have capital in reserve or that is easily 

accessible.

7. It’s become a bit of a buzzword now, but make sure you get a work/life 

balance. I was a workaholic and it ruined some important personal 

relationships. As they say, nobody marks their headstone with words 

like, ‘I wish I’d spent more time at the office’.

8. In marketing, always test – it saves and/or makes you a fortune in the 

long run.

9. Make decisions based on the facts, not just opinions. The marketing 

industry is full of people with opinions not supported by facts, mainly 

because marketing is the last bastion of unaccountability on the balance 

sheet.

10. Decide whether you want to be right or want to be president. If you 

want to be right, you won’t become president, but if you want to 

become president you can’t always be right.

11. Research candidate resumes thoroughly, particularly if the candidate is 

from overseas. There has been a lot of foreign migration to Australia 

in the marketing industry and I’ve hired and interviewed plenty of 

people, but the number of shonky resumes from people who expect 

to be hired because of their accent is frightening. It always pays to do 

a background check.

12. Make a decision quickly. If you make the ‘wrong’ decision, you’ll know 

soon enough and you can then make another decision and get on 

with it. Procrastination kills. 
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Controlling Costs

S H A R O N  T I E M A N

 Giving away something for  f ree  with 

purchases  is  about  bui lding loyalt y  and a 

re lat ionship with the customer. I t ’s  about 

thank ing customers  for  their  business. The f ree 

things  we give away are  not  necessar i ly 

expensive, nor  are  they junk.  
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S H A R O N  T I E M A N
Sharon Tieman was born in Maitland, New South Wales, in 1967 – the 

only girl in a family of five brothers. From an early age she worked in 

her family’s businesses and by the age of nine could operate a deep 

fryer and serve customers.

At 15 she left school knowing that she wanted to go into business, 

but not sure how to go about it. Her father handed her copies of 

Think and Grow Rich and How to Win Friends and Influence People and 

she has since enjoyed business authors and seminars for their source 

of fast-track knowledge.

When Sharon was engaged, she moved to the New South Wales 

Central Coast to establish one of her family’s franchised catering 

companies. Over the years, she and her husband won numerous 

awards for wedding and corporate catering and built the largest 

catering company in the area with over 40 staff members. Juggling a 

thriving business, with mainly weekend work, and two small children 

started to take its toll and they decided to sell.

In 2003 they purchased Caterers Warehouse and began supplying 

catering equipment to the hospitality industry. The business was 

run-down and mainly servicing local restaurants and cafés within a 20-

minute radius. It had no systems in place and no marketing, but within 

three years Caterers Warehouse has become a multimillion-dollar 

business with an online presence serving national and international 

clients.

Sharon now mainly works school hours from her home office, and 

attributes her success to her knowledge of marketing and systems. 

Nicknamed ‘Madame Marketing’ by her peers, she also mentors 

women in business. She lives with her husband, Jim, and children, 

Isaac and Dana. 
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Can you give us a snapshot of what your business was when it 

started and how it evolved into what it is today?

I look back now and laugh at the chaos of it all. There were no systems 

in place for purchasing and we used to have to write invoices out by 

hand – sometimes they would be four pages long! We had no staff at 

one of the stores, and it just so happened to be the one furthest away 

from home. However, it was a good business and it was surviving. We 

had some great, loyal customers and we were in an industry that we 

loved and knew a fair bit about – the restaurant and café industry. We 

supplied kitchenware and catering equipment to local businesses in the 

areas around our stores. We had plenty of competition, but we developed 

a real loyalty among the locals.

These days we sell nationally and internationally, as far away as the US 

and Papua New Guinea. We have regular clients all over Australia, some 

in remote areas where they don’t have access to our type of products. We 

have a fantastic team of staff who all have food industry backgrounds 

and understand what our customers need. By trusting our staff to run 

the business we have been able to work on building and marketing the 

business, rather than just working at the coalface. 

What do you think has been the biggest contributor to the success 

you have achieved to date?

We had the choice of expanding the business and building another store 

or putting that money into an online business. We chose online and 

our timing seemed to be perfect. We educated ourselves tirelessly about 

online marketing and then built the online sales equivalent of another 

store within 18 months.

I would say that in hindsight, I found the most frustrating part of our rapid 

growth was having to put systems in place first. Because the business had 

no systems, we had to start from scratch and think of the big picture. In the 

early days, every bit of profit went back into infrastructure, staff training and 
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systemising. I was itching to get cracking on 

the marketing but I knew the foundation 

had to be laid down first. What amazed 

me was seeing sales increase as a result of 

putting in the systems and infrastructure 

first. I remember in the first six months 

of opening, a sales representative came 

in and said, ‘This place looks so different 

– it’s so bright and has plenty of stock’. But 

we didn’t have more stock. All we did was 

clean the place thoroughly, put the stock 

out clearly and neatly, and turn on the 

lights! The previous owners didn’t like to put the lights on – they thought 

it was a waste of money. Those sorts of minor adjustments increased sales 

by an easy 15 per cent without any marketing. 

How were you able to begin your business with two very small 

children?

By juggling! The business was already established when my husband, Jim, 

and I purchased it. The problem was that we purchased two warehouses: 

one near our home and one a 90-minute drive away. With two small 

children it was a juggle. We took two cars to Sydney some days and one 

of us would see the children off to school, the other would leave early to 

pick them up and get dinner ready. Other days we used childcare. Our 

priority was to get staff and systems in place as soon as possible in order 

to get some lifestyle back. It took about five months before we could stop 

working six or seven days a week. Now I mainly work school hours and 

the majority of the time I work on the business from my home office. 

Who are the mentors that have inspired you? What important 

lessons have you learnt from them?

I made the decision quite a few years ago to volunteer at conferences 

where speakers I admired and respected were presenting. Some of these 

 I  got  the 

oppor tunit y  to  ta lk 

one-on-one with a 

few internat ional 

speak ers… 
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people charge $10,000 an hour for their advice and here I was having 

cuppas with them in the breaks. I remember when my husband and I 

volunteered at the Entrepreneur Boot Camp with Brad Sugars. We were 

invited to a pre-seminar meeting at Brad’s penthouse suite (I had never 

been to a penthouse suite before – it was amazing!) and he went around 

the room asking us all what we hoped to get out of the seminar by being 

on the other side of the fence. He calmly answered our questions and 

encouraged us with our goals.

I have also volunteered at a few seminars with Mal Emery, whom I consider 

to be the leading marketing expert in Australia. During the breaks I got 

the opportunity to talk one-on-one with a few international speakers 

who had flown in for the seminar and were pioneering some marketing 

concepts online. I had great discussions about how I could improve my 

own business and they were genuinely interested in helping.

I love the quote, ‘Your next mentor is as far away as the closest library’. 

I get a lot of inspiration from books and I read a lot. In the last few 

years I have been involved in a number of mastermind groups with 

businesspeople, and what I have noticed about these successful people is 

their generosity. They know there is an abundance of opportunities out 

there and they are happy to share what they know and how they applied 

their knowledge.

I recommend volunteering for the really big guys – Brad Sugars, Mal 

Emery and the like. Just being that close and watching them run their own 

businesses, deal with their staff, deal with problems, look for opportunities 

and handle pressure, is an amazing educational experience and I have 

learnt a great deal. 

You believe that one of the key factors to your exciting business 

growth has been your ability to ‘make it sexy’. How have you been 

able to achieve this with catering equipment?

I think good marketing has to be attractive and ‘sexy’ to make you want 

to look. I don’t just mean beautiful; we all know there is more to it than 
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that! It has to grab you – pull you out of bed and make you grab the 

bargain. That’s sexy marketing. But just like beauty, sexy is also in the eye 

of the beholder. What may be sexy to one person may not be to another. 

That is why marketing has to be targeted. When I think about a product, 

I think about how it appeals to my targeted customer. What would make 

them want this particular product? I try to make it sound appealing to 

them. The most attractive things seem to be products that either make 

customers money or make their lives easier. People seem to respond better 

to that than when you just give them the vital statistics!

What have you found to be the most effective form of marketing 

for your business?

Email marketing to our database has been an effective form of marketing 

for us. I believe that if our company is first in our customers’ minds that 

is better than being the best or biggest at everything. What we sell is 

not something you need every day, and I am not a psychic so I cannot 

predict that my customers will want to buy what I put on sale. Oh, I wish 

I could! But it’s a numbers game, so by offering our products regularly 

with direct mail pieces and direct emails it reminds our customers that 

we are in the marketplace, that we always have lots of great specials, and 

they start remembering our name first. When they are ready to buy our 

type of products, regardless of whether they are on sale or not, we are 

first in their minds and the place they go to first.

What is the biggest marketing mistake you’ve ever made and 

what did you learn from it?

My biggest mistake in marketing was not measuring what was working. 

I remember many years ago, my marketing consisted of direct mailing 

and advertisements in the Yellow Pages. Times were slow, so I figured I 

would cut back on expenses, as a lot of small business people do. So I cut 

back marketing to only a direct mail campaign every second month. Not 

that long after, I was talking to a friend who was also in business about 

how slow business was. We started to think-tank the issues. He asked me 
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about my marketing results. I didn’t know what they were, but I knew 

I had just cut it back, so I went and analysed how much marketing was 

costing me and what revenue it was generating. It blew my mind. Before 

I cut back on my marketing it was costing me about $1,000 a month, 

but making me $3,000 in profit. And I was winding it back? I asked 

myself, ‘If someone came up to me in the street and told me that they 

would give me $3,000 for every $1,000 I gave them, what would I do?’ I 

would say, ‘Bring it on!’ So I sat down and fine-tuned my campaigns so 

they were really ‘sexy’ – I worked on my list so it was clean and targeted, 

and I negotiated with suppliers to get fantastic deals to pass onto my 

customers. Then I started doing it every month, sometimes every three 

weeks, and it turned things around so fast. I started monitoring what 

price points worked better, what items people loved, what words worked 

better – constantly fine-tuning and measuring. I now have direct mail 

campaigns returning ten times the money that I spend on them and I 

use a calculated formula every time.

Based on the businesses I have mentored, I find that cutting back operating 

costs is where a lot of businesses make mistakes. When things are a bit 

tough, they trim the fat. But you can only trim the fat so much before 

you start cutting into the muscles – the strength of your business (i.e. 

marketing and sales). There will always be costs when running a business, 

however if you don’t do any marketing at all you will still go broke, just 

slowly. On the other hand, if you do loads of marketing that is not costed 

out or effective you will also go broke, just faster. The opportunities 

for cost-effective marketing are endless and a well-costed and targeted 

marketing campaign can improve your 

business’s situation fast.

Why do you believe it is so important 

to focus your efforts only on 

measurable forms of marketing?

I can’t see the point in spending money 

on advertising and marketing if I can’t 

 Emai l  mark et ing 

to  our  database has 

been an ef fec t ive 

form of  mark et ing 

for  us. 
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measure whether it works or not. There are many opportunities to find 

marketing that works, so why not choose the ones you can measure? Or 

better still, make the marketing medium you choose measurable. The 

only reason I would spend money on marketing is to generate more or 

easier sales. In the early days of business I became a bit of an ‘advertising 

junkie’ and believed any charming advertising representative who walked 

through my door. I look back now and remember how many of them 

told me that whenever an advertising campaign didn’t work, at least it 

was good branding. I recently heard a great response to this – ‘Branding 

is what they call advertising that doesn’t work’. While this may not always 

be true, big businesses can afford the big bucks to differentiate their 

product and do brand advertising in mainstream media. I believe small 

businesses need measurable, cost-effective forms of marketing for them 

to be successful.

‘Test and measure’ is a popular term but it is very rarely put into 

action. Why do you think this is?

It’s one of those things that is a great theory, but is not really explained 

that well. It took me a while to work out what to actually measure! I now 

measure what my costs are and what my estimated return is, but first 

I see if it’s feasible. Sometimes I look at the figures and the amount of 

stock I have to sell in order to cover my costs and it is just not feasible. 

I don’t necessarily give up on the deal; I look for ways to negotiate better 

pricing before I pull the plug on the promotion. By knowing some basic 

statistics and what I need to turn over to cover my costs, I start to get 

a fair idea if the campaign is worth running. The most dangerous thing 

to do is to fall in love with the promotion because sometimes the maths 

just doesn’t work. Once I know that the campaign is going to work, I 

then start negotiating the cost of goods with my suppliers. Going to my 

suppliers with an estimate of what sales my marketing will generate helps 

both of us in the planning and negotiation. 
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Can you show us how you test and measure everything you do?

This is a spreadsheet I use to analyse my marketing costs. Before I proceed 

with my promotion, I work out what everything will cost. Then I select 

which products I will use before going to my suppliers. I do not use all 

of the costing ideas, they are just there to prompt me and remind me to 

include everything I have spent to fund the promotion. 

Marketing Analysis

Costing Description Quantities Cost Supplier

Artwork

Printing

Distribution direct mail (including 

postage)

Email out

Advertising – print media

Advertising – television

Advertising – radio 

Insert in magazine/trade journal

Publicity

SMS text messaging

Joint venture partnership

Fax stream 

Give-away items/stock

Hire costs

SUB TOTAL

TOTAL COST OF MARKETING

Average Gross Profit Cost as a Percentage

Breakeven = Total Marketing Cost Divided by 

Gross Profit %

S A L E S  R E Q U I R E D  TO 

BREAKEVEN 
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I analyse every marketing function, from Yellow Pages to direct mail. 

Once I have analysed the cost of the promotion, I then measure how 

it went after it finished. I do a sales audit and see which products sold 

better, as well as what price points were popular. For me, measuring is 

a two-phase process:

1. Estimate the costs and the expected return (before executing the 

marketing strategy).

2. Analyse the sales and profit (after executing the marketing strategy).

This helps with planning and reducing my costs for future promotions.

Once you have found a marketing strategy that works, is it then 

a matter of putting more money into that strategy and less or no 

money into the weaker strategies?

The products I promote constantly change, so I still analyse how each 

promotion goes. By doing this I get a good idea of what types of products 

work better, as well as what types of price points are more effective. Over 

the years I have developed a formula for products and price points that 

almost always hit the mark. Every now and then I will try something 

different, but they are calculated decisions, and even if the promotion 

fails, I usually still cover my costs.

I have some forms of marketing that give a far better return than others, 

but I don’t necessarily get rid of the weaker ones. Having a mix of different 

performing promotions is okay too. If I only chose to do marketing that 

was the most cost-effective, then I would only ever do email marketing. 

Email marketing can cost as little as $30 and can generate thousands of 

dollars in revenue. However, I now realise that there is as much money 

offline as there is online and although the returns may not be as great, 

offline promotions are still worth doing to build sales and stability for 

the business.

Bh1370M-PressProofs2.indb   228Bh1370M-PressProofs2.indb   228 6/7/07   4:07:08 PM6/7/07   4:07:08 PM



C O N T R O L L I N G  C O S T S 2 2 9

Why do you believe that it is a good idea to give free items to 

customers who purchase from you?

I believe that the word ‘free’ is much stronger than a percentage-off 

promotion. I get frustrated when I see companies give a five per cent 

discount as a promotion. For me, to cut through the clutter of all 

advertising messages, my message has to be attractive – sexy! It has to 

make my target market ‘get out of bed’. Free is sexy; customers will get 

out of bed and walk, even run, into a business for that type of offer.

Giving away something for free with purchases is about building loyalty 

and a relationship with the customer. It’s about thanking customers for 

their business. The free things we give away are not necessarily expensive, 

nor are they junk. It’s all about perceived value for our customers. We think 

about what they would want or need and build it into the promotion.

What are the most common mistakes new marketers make?

I believe the biggest mistake new marketers make is not being clear about 

who their target market is. There are so many opportunities to spend 

money on marketing and advertising, and if you are not clear about who 

you want to reach, you will fall prey to the next smooth-talking advertising 

representative that walks in the door.

Another common mistake is when marketers try to be all things to all 

people. This mistake is made from not learning or understanding the 

80/20 rule: 80 per cent of your business comes from 20 per cent of your 

clients. So it makes good sense to spend 80 per cent of your marketing 

budget on attracting 20 per cent of your targeted clients. This formula 

works every time for me and I have used it to capitalise on seasonal 

sales. For example, there is no use trying to sell ice-cream in winter. You 

are better off ramping up your advertising and marketing leading into 

summer because that’s where 80 per cent of the sales will be. Focus on 

what your customers want in winter, not on what you are trying to get 

rid of because business is slow.
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Yet another mistake that new marketers make is thinking that marketing 

is all about them. The client is not interested in how many years you’ve 

been in operation; they want to know why that is good for them. If you 

want to break through the clutter of advertising it has to be about the 

client. You have to word your offer in such a way that they see what’s in 

it for them.

I think it is important for new marketers to understand that marketing 

does not have to cost a lot of money. I once suggested an idea to a 

business that cost them $75, but generated revenue of over $20,000. It 

was a targeted letter to 150 of the right people at the right time.

What’s one of the best marketing deals you’ve ever done and why 

did it work so well?

I hate selling on price; anyone can do it because there is no skill involved. 

In order to prove that good marketing could win over price wars, I decided 

to execute a plan.

In our industry we have a particular season in the year where there is a 

great opportunity to earn lots of money. The reason for this is that the 
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cowboys come out of the woodwork selling poor quality stock that has 

come from overseas. We sell good quality stock at great prices all year 

round, however when the cowboys turn up cutting prices to ridiculous 

margins, our customers are suddenly torn between loyalty and price. I 

started to wonder whether it was a market I wanted to be involved in 

at that time of year. So I decided to put a plan in place. I would offer 

a gift with the sales we made – but not just any gift. I wanted to make 

the gift so appealing that the customer would buy whatever it took to 

get the gift. We were giving away coffee machines, German knife blocks, 

Scandinavian pots and pans. Our prices were almost 20 per cent higher 

than our lowest competitor and yet customers were actually looking for 

more things to buy from us so they could get more gifts. In our mail-outs 

we included images of the gifts so that it looked like a catalogue, and we 

negotiated with suppliers for bulk discounts on the stock and gifts. The 

entire marketing campaign, including the gifts, only cost an extra three 

per cent. Revenue for that season went up by 30 per cent more than 

previous seasons. It was a huge success and everyone was happy (except 

the cowboys).

Why do you say a business is like a chair?

I think a business is like a chair because a chair needs enough legs to be 

stable. Now think of marketing as legs. The more marketing a business 

has, the more stable it is. Having only one form of marketing for your 

business is like having a chair with one leg – unstable! If you only have one 

form of marketing generating sales for your business then you are relying 

on that one form to give you your constant flow of sales. If something 

ever happens to it, your business will fall 

over. You may ask what would go wrong. 

Well, government regulations could 

change, prices could blow out (making 

that form of marketing unaffordable), 

a competitor could master that form of 

marketing better than you, or the business 

you are dealing with could go broke. I’m 

 I  hate  se l l ing on 

pr ice ; anyone can do 

i t  because there  is  no 

sk i l l  involved.  
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An example of Sharon’s marketing chair.

not suggesting you need to spend a lot of money on marketing to have 

a secure business; I am suggesting that you channel multiple forms of 

cost-effective marketing into your business to generate leads and sales, 

and create a business with more than one leg to stand on.

Why are you such a big fan of networking and how effective has it 

been for you and your business?

Networking is such an enjoyable way to do business – often you are out 

enjoying a lovely restaurant with good food and wine and great company 

– and I like doing business with people I like. I have a saying, ‘Attract 

good people and good money’. I could easily attribute tens of thousands 

of dollars to networking. I never pressure sell. I always let people know 

what I do and what is unique about our company. After that, if they 

choose to do business with us I make sure we really look after them. 
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Over the last few years you have invested a considerable amount 

of money into establishing an online presence. What percentage 

of your business is now generated through the internet and how 

has it affected your business?

Our online store is equivalent to a third shop, but without the overheads 

of carrying stock for an extra store! Of course there are considerable 

overheads with the website as there are with setting up another shop, 

but this is how we have always looked at it: building an online business 

meant we did not have to spend money on shelving, computers, staff 

and stock sitting on the shelves. We gladly spent the money building an 

online presence, knowing that it was a way of leveraging ourselves and 

our two other stores.

How have you utilised your online presence to better satisfy the 

needs of your existing customers?

On the front page of our website we have a question and answer section, 

where we get requests for advice and information from all over Australia 

and the world. It is usually in regard to finding hard-to-get items or where 

to source products. We try and give the customers as much help as we 

can. We have access to over 20,000 products, although not all of them 

are online, and if we don’t have it we usually know where you can get 

it. We also offer free checklists for setting up cafés and free marketing 

advice for the hospitality trade. We always try to point them in the right 

direction because our customers are time-poor, busy working people. 

An online presence means that customers can access us whenever they 

have time to.

You mentor a lot of businesswomen, particularly mothers. Do you 

have any advice for women in business?

Find the quickest and easiest path to get on top of it all. For me, being 

aware of some basic negotiating skills, learning how to systemise my 

business and always being a student of marketing have been my best 
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timesaving tips. Negotiating keeps my 

costs down, so more money stays in 

my pocket; systemising saves me time 

redoing the same tasks (there is always a 

faster and better way); and getting really 

good at marketing gives me an easier sale. 

I try to work as time-effectively as I can 

when I work in the business so I can 

spend more time with my children, which 

is the most important thing to me!

How did you get the nickname ‘Madame Marketing’?

I probably stood out a bit in the industry as I was always doing different 

promotions and negotiating with suppliers in a new way to sell things. 

I guess they started to see results from my crazy ways. In the early days 

I wasn’t taken that seriously; negotiating was harder than it is now and 

the terms were not always that good. Now suppliers come to me and ask 

if they can be in my next promotion.

I was doing some joint promotional work with the marketing company 

that brings Jamie Oliver out to Australia. It was great to be working with 

some really switched-on marketers, and I’m such a huge fan of Jamie 

Oliver. We got an email with a question about the hospitality industry. 

One of the organisers wasn’t quite sure what angle to take on a certain 

idea, so he said, ‘I’ll get Madame Marketing onto it’. The name just stuck. 

It was actually the first nickname I liked. It was kind of fun and cheeky 

and that suited me.

With so many commitments, what made you start up 

Madamemarketing.com.au?

That’s probably why I did start it up – because I was so busy! I have 

been mentoring women in business for almost seven years now and I am 

very passionate about supporting women who choose to go into small 

 Negotiat ing k eeps 

my costs  down, so 

more money stays  in 

my pock et… 
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businesses for themselves. I would often meet someone for coffee and 

discuss marketing and business strategies with them, and because we were 

both getting so much out of it, the time would fly. My problem was I 

would then fall behind in my own work. With Madamemarketing.com.au 

I decided to make an online mentoring and coaching program for women 

in business. I would share the measured marketing strategies that actually 

worked for me, as well as tips about negotiating and systemising. As I 

get asked different questions I put the answers online to help everybody. 

After being in business for so long, I have noticed that most women in 

business have the same problems so Madamemarketing.com.au was a way 

for me to help them fast-track their path to the top.

Over the next ten to 20 years what do you see as the major 

marketing opportunities for businesses?

My first reaction is to say master the online world because you have to 

have an online presence to move forward successfully – there is so much 

happening online, and it’s happening so fast that it takes a lot of time 

to keep up to date. But while online marketing can be enticing with its 

promises of big dollars, low costs and low effort, I think it will be incredibly 

dangerous to focus all your energy and money into that one medium. 

The major marketing opportunities, especially for small businesses, 

are in customer relationships. The main focus should be on building 

trust – this can be achieved by showing interest in them, keeping them 

informed, showing them how to save time and money (and make it) and 

have a better lifestyle. Customer relationships are the valuable marketing 

opportunities of the future and your messages can still be sent to them 

through the various mediums – email, press, direct mail, television.

I also believe that the better communicators will prosper in the future. I 

feel that the marketers that stand out will be the ones who have mastered 

great communication skills with the written and spoken word. They will 

have great people skills and will be able to get people to trust them. 

Sounds wacky – people communicating better in the future – but it just 

might work! 

Bh1370M-PressProofs2.indb   235Bh1370M-PressProofs2.indb   235 6/7/07   4:07:09 PM6/7/07   4:07:09 PM



Sharon Tieman has kindly offered a FREE BONUS GIFT valued at $14.95 

to all readers of this book…

How To Get Suppliers To Pay For Your Marketing – Since purchasing the 

Caterers Warehouse three years ago, Sharon has turned it into a multimillion-

dollar business with an online presence serving national and international 

clients. Now learn Sharon’s handy points for negotiating with suppliers, including 

what to ask and how to best present your proposal.

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts 

D FREE BONUS GIFT
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Test And Measure

S C O T T  W I L S O N

 I personal ly  bel ieve you can sel l  a lmost 

anything as  long as  you have a  strong guarantee 

and a  good set  of  test imonials .  
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P R O F I L E

S C O T T  W I L S O N
Scott Wilson was born in 1974 and raised in Christchurch, New Zealand. 

While growing up, Scott hated to read and admits that he went to 

school to eat his lunch and play cricket.

After leaving school, Scott studied a diploma in hospitality management 

for two years before spending the next three years travelling the world. 

During his travels he worked as a painter, bartender, hotel porter and 

cricket coach among other things, but it was while working for a 

small building company that Scott met a man who changed his life 

forever. Because of this man, Scott has since read over 400 books on 

sales and marketing.

The wealth of knowledge gained from these books allowed Scott to 

become a top-performing sales star for a large New Zealand retailer. 

From there he went on to work in sales and marketing for a number of 

large companies in New Zealand. In 2004, Scott had another defining 

moment that led him on a journey to starting his own business.

Scott is passionate about helping business owners and entrepreneurs 

make more money from their businesses. He believes that business 

owners deserve to make as much money as they possibly can. His 

passion for helping others has quickly seen him become a sought-after 

speaker and consultant for many businesses around New Zealand 

and Australia.

Scott lives in Christchurch with his partner, Nicki, who also owns two 

successful businesses in the fashion industry. In his spare time he 

enjoys playing golf with friends and reading about successful people 

and entrepreneurs.
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What was your first significant job and what did you learn from it?

In the early years I had a few jobs in the hospitality industry, but it wasn’t 

until I came back from travelling overseas that I found something I actually 

liked doing. I’d been home for about two months and my bank account 

was telling me that it was time to start looking for a job.

I saw an ad in the paper for a position as a sales consultant with one of 

New Zealand’s largest appliance retailers. I applied, even though I had 

no previous experience in sales and no clue about selling televisions or 

videos or washing machines, or anything like that. I did, however, own a 

television and video and thought to myself that it couldn’t be that hard. 

I managed to get an interview, which I thought went really well, but two 

days later I got the ‘Dear Scott’ letter: I didn’t get the job. At the time I 

didn’t really care, so I filed the letter in the bin and moved on to look for 

another job. About a week later I got a phone call from the interviewer 

informing me that the person they hired had just quit and asking if I 

would like to come in again for a chat. In this meeting I found out why 

I didn’t get the job in the first place. This piece of advice hit me like a 

bullet between the eyes. Basically, the guy told me he felt I didn’t sell 

myself enough and that he thought I didn’t really want the job. When 

I thought about this later I knew what he was saying was right. I made 

a decision right then and there that I would never do that again. From 

that day on I lifted my life to the next level.

The good news is I got the job and went on to become one of the top 

salespeople in that company over the two-years I was there. I certainly learnt 

a lot about selling and what makes people buy, but the lesson I learnt in that 

second interview had the biggest impact during my time working there.

What made you ultimately decide to start your own business and 

work for yourself?

Great question! If I had to sum it up in one word it would be ‘freedom’. I have 

the freedom to work when I want, where I want and as much as I want.
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Back in 2004, I was working for a 

large company in New Zealand. I was 

working long hours and spent most 

weeks travelling out of town to Wanaka, 

a beautiful part of New Zealand, for five 

months and it got to the stage where 

I hated going there. One day while in 

Wanaka, I realised that this wasn’t right 

and I stopped and thought for a minute 

about what I really wanted in life. I went 

down by the lake, took out a pen and some 

paper and wrote down the four things that I wanted in my own business.

1. Leverage – I wanted a business where I could achieve great leverage; 

do something once and get paid forever!

2. Value – I wanted a business that could add massive value to other 

people’s lives. I just don’t see the point in doing something if it doesn’t 

help others.

3. Uniqueness – I wanted a business that I could position as unique using 

the marketing skills that I’d been learning.

4. Database – I wanted a business where I could build a list of people 

whom I could help to make money. To date this is the most profitable 

thing I’ve ever done!

Those four things now allow me to work from home and travel as often 

as I like. Plus, I get to choose who I want to work with and I get paid 

very well for doing so!

When it comes to business, specifically marketing, what do you 

consider to be your core strengths?

I believe I have two core strengths when it comes to business and 

marketing:

 I  wanted a 

business  that  could 

add mass ive  value 

to  other  people’s 

l ives. 
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1. I know how to write copy that creates sales, whether it’s a display 

advertisement, Yellow Pages advertisement, website copy, email sales 

copy or a full sales campaign. My compelling sales copy makes people 

want to take action and buy my customers’ products right now! I’ve 

learnt this skill from some of the best in the business and will continue 

to keep learning every day, just to make sure my clients always have 

the edge in their marketplace.

2. I’m an ideas machine – I believe I have an amazing marketing brain. 

I can speak on the phone or face-to-face with a client and in a matter 

of minutes I can give them two or three profit-creating ideas. It’s this 

part of my business that I love the most because it really gets my brain 

going into overdrive. Sometimes I don’t know where I get these ideas 

from but what I do know is that they make my clients money and 

that’s what counts.

What do you love most about being in marketing?

I really love helping business owners and entrepreneurs make more money 

from their marketing and advertising. They are the people taking all the 

risks by running a business, so I believe they deserve to make as much 

money as possible. I see it as my job to help them do that.

I also love it when clients really understand how important it is to test 

and measure their results and when I get emails from them saying, ‘Hey 

Scott, advertisement number three just beat advertisement number one 

by 23 per cent’. These types of emails let me know that I am making a 

difference in people’s businesses.

In the beginning, what were some of the most valuable lessons 

you learnt?

‘People buy what they want, not what they need’ is a lesson that was 

drummed into me over and over by one of my mentors. Although it 

took me quite a while to understand it, the more I thought about it the 
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more it made sense. When I first heard those words of wisdom I thought 

to myself, ‘Big deal, people still buy what they need as well!’ Luckily my 

mentor kept drumming this phrase into me with example after example 

of what he meant and how it could have a major impact on my clients’ 

bank accounts, as well as my own.

This phrase got me thinking back to a few years earlier, when I had 

just taken a commission only sales job with a company selling plastic 

toothpicks (yeah I know – plastic toothpicks! I was young and thought 

I could sell sand in the desert). The company and I believed that the 

customers needed this product, but as I quickly found out, this was not 

true – they didn’t want it and they were not going to buy it. I summed 

up the situation pretty quickly after a few sales calls and left the company 

that afternoon. Sad to say the business did the same thing a few weeks 

later! As I thought about this experience, I knew my mentor was right 

– people buy what they want, not what you think they need.

As a marketer it is your job to find out what your customer wants to buy 

and then sell it to them over and over again. Don’t make the mistake of 

thinking your customers need your product; you may think they need it 

but if your customer doesn’t want it, they won’t buy it.

Most people are naturally sceptical of advertising. What are some 

elements you can add to an advertisement to reduce resistance 

and build trust?

This is a great point because newspapers and television programs are 

always reporting cases of people being ripped off or scammed. In general, 

I believe most people are genuine – good people with good intentions. 

However, because of these reports you have to make your advertising work 

five times as hard in order to get people to believe what you are saying.

Here are two ways to build trust and rapport with your advertising:
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1. Offer a guarantee upfront – this immediately reduces the perceived risk 

for the customer, allowing them to make a decision with the confidence 

of knowing what they buy can be returned if it doesn’t meet their 

expectations. Most businesses will give a refund to unsatisfied customers 

anyway, so why not offer the guarantee upfront and remove any doubt 

in the customer’s mind immediately? Here is an example of a guarantee 

I use:

‘12 Months 100% Money Back Guarantee!’

Hey, you’re my customer and if you’re not happy, it looks bad on 

me. So if you’re not happy with what you discover from ‘Profit 

Mastery’ I don’t expect...or want...to keep your money.

Just simply whip off an email to me at any time during the 12 

months and I’ll promptly and courteously refund your money in 

full (in fact, I’d be embarrassed to keep it)!

But...the Bonuses are yours to keep no matter what, as a ‘thank 

you’ gift from me!

Okay? So you really can’t lose! That’s about as fair as it gets!

This guarantee is pretty simple, but very effective in taking away the risk 

from the customer and that’s exactly what you want to achieve. You want 

the customer to read your guarantee and say to themselves, ‘Okay, I can 

buy this right now and if it doesn’t do 

what they say it does then I’ll just send 

it back’.

You’ll also know when you have a good 

guarantee because it will scare you a little 

to use it. In fact, I’m sure you may be 

reading this and saying, ‘I can’t offer a 

100 per cent risk-free guarantee – what if 

 As  a  mark eter  i t  i s 

your  job to  f ind out 

what  your  customer 

wants  to  buy… 
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people buy it just to rip me off?’ I know what you’re feeling – I’ve been 

ripped off myself by people who buy my products and then ask for a 

refund straight away. In fact, one person asked for a refund just three 

minutes after they bought a 187-page e-book from one of my websites. 

Now, I could have chosen to get upset and frustrated, but what’s the 

point? At the end of the day having that guarantee in place is bringing 

in more sales than when I didn’t have one. Plus, think long term – if you 

get more customers because you offer a money-back guarantee, then they 

are more likely to buy from you again and again.

2. Testimonials – these are a great way to let your existing customers 

do the selling for you. I personally believe you can sell almost anything 

as long as you have a strong guarantee and a good set of testimonials. 

Testimonials are so powerful it amazes me that very few businesses use 

them in their advertising.

What tools can copywriters use to better persuade or influence a 

potential customer to buy?

There are many tools you can use to get people to make a buying decision 

these days. Some of my favourites include:

Create an irresistible offer – you want to make an offer so enticing that 

your prospect feels guilty for not doing business with you. One thing I 

would also add here is that while you want to make your offer irresistible 

you also want to make it believable. When positioning your irresistible 

offer to your prospects, it helps to close the deal by giving them a clear 

and credible explanation of why you’re about to give them such a ‘hot 

must-have’ deal. It could be that you’re offering a ‘special first buyers’ 

offer’ because you’re so sure that once your prospect experiences the 

benefits of your product they will become a customer for life. Whatever 

the reason just explain it to them first.

Give away something for free – I believe the word ‘free’ is one of the most 

powerful words you can use in direct marketing and advertising. Some 
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people say that the power of ‘free’ has gone in today’s fast-paced world. 

All I can say to you is to keep testing and measuring whether it works 

in your own market. The testing I run in my markets tells me the power 

of ‘free’ is still strong. I call it the ‘give first factor’ – an opportunity to 

stand out and say, ‘Hey! We have a solution to your problem and better 

still we believe in our service or product so much that we want to give 

you some free information to help you’.

Test drive first – giving something away for free also lets your customers 

test drive your product or service before they buy it. This works really 

well with software products (you should at least be giving your prospect 

a ten-day online trial). My advice is to try it for three months to see if 

your sales increase as a direct result of letting your prospects test drive 

your service or product.

Use audio and video – as broadband internet becomes faster, streaming 

audio and video from your website or email is becoming increasingly 

easier. I personally love using audio and video on my websites. It’s a 

great way to communicate with customers and let them know you’re a 

real person. My advice is to bring your website to life by adding some 

audio and video – and you don’t have to be Steven Spielberg, just create 

a simple message that says hello or thankyou for visiting. It’s a great place 

to start building stronger relationships with your customers.

What are some of the key questions a person should ask before 

writing an advertisement?

In the beginning, when I was discovering more and more about writing 

advertisements that make money, I learnt to ask four powerful questions. 

Every time I write an advert for a client, I work through these four 

questions because they automatically give me an edge.

1. If I were a total stranger to my client’s business, what would I want 

from my advertisement?
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2. What are my client’s customers really thinking about when they read 

my advertising?

3. How can I make a prospect’s first contact with my client’s business 

the most disarming and exciting contact they’ve ever experienced?

4. What can I offer my client’s prospect right now that will make them 

want to contact us?

What is the most important thing you have learnt about successful 

marketing?

Without doubt, the most important thing I have learnt is that you must 

test and measure your marketing. If you don’t then you’re not marketing, 

you’re speculating! Now here’s the crazy part: that’s exactly what a lot of 

businesses are doing today with their marketing and advertising dollars 

– they’re speculating that their marketing is going to work. What’s worse 

is that some marketing and advertising agencies are doing it with their 

clients’ money. They are producing high-cost campaigns but haven’t got 

a clue whether they are working successfully or not!

I saw this when I worked in the corporate world. Campaign after campaign 

would run without any testing and measuring to see what was working and 

what was not. I often wonder how much money companies are wasting 

today. If they only took the time to test and measure their current results, 

I guarantee they would become more profitable.

What is the best way to start testing and measuring your 

marketing?

When I am speaking to an audience about marketing, I love asking, ‘Who 

thinks testing and measuring is a really boring subject?’ Often a lot of 

hands go up, but to be fair, until you have experienced the results of 

testing and measuring it can be a very boring subject.
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A lot of business owners tell me they don’t have time to test and measure 

their marketing. My answer to that is find the time or stop spending on 

marketing because you’re wasting your money! The good thing about 

testing and measuring is that it can be as simple or as complex as you 

want to make it. The best place to start when testing and measuring is 

to put together an advertisement that you can run in a local paper. For 

example:

You would run this advertisement for two weeks on Tuesdays and 

Thursdays. During that time, whenever someone visits your website 

requesting a free copy of your DVD, ask them to enter the access code 

stated in the advertisement. Use one code for Tuesday and a different 

one for Thursday.

After two weeks count up all the responses. In this case, let’s say Tuesday 

was the best day for converting sales with 30 responses; Thursday only 

had 16. Write down these results on a piece of paper and file them in 

your advertising campaign folder. Then run another advertisement for 

another two weeks. This advert will basically be the same, but will have 

a different headline and access code. For example:
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Once again, tally up the responses after two weeks. Let’s say that Tuesday 

is again the best converting day with 16 responses, and Thursday only 

produces six responses.

After four weeks (although six weeks is recommended) of testing and 

measuring your marketing you now know:

1. Tuesday is the best converting day for you to run your marketing.

2. The headline from the first advertisement is pulling over twice the 

responses than the second advertisement. So keep running headline 

one and test it against another headline to see if you can beat it.

Can you see the power of this information? It takes the guesswork away 

from knowing what’s working and what’s not. Plus, it also puts you in a 

great position when advertising sales representatives come knocking on 

your door; you know exactly what works for your business which lets you 

make better decisions about where you choose to advertise.

What is the biggest mistake made by people when they are 

testing and measuring their marketing?

One of the biggest mistakes most business owners make when testing 

and measuring is trying to test too many things at once. It’s far better 
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to know what your best converting headline is before you move on to 

test another aspect of your advertisement, such as your guarantee, offer 

or testimonials. It’s also really important to make your marketing more 

accurate and it can be as simple as asking every person who contacts your 

business how they heard about you. Technology is also helping business 

owners become more accurate with their testing and measuring.

Here are three headlines I recently used on a client’s website. We split 

tested these headlines against each other. The traffic source was directly 

from Google Adwords and we were collecting names and email addresses 

for a highly desirable product.

Headline 1:

WARNING: Don’t Buy or Sell Another Property Until You’ve 

Read This...

Underground Property King Reveals For FREE... The 47 No Cash 

Down Strategies That Took Him From Zero To Thousands In 

Less Than 6 Years!

And the best part? Anyone can do it once you know how!

***

Headline 2:

FREE Report Reveals 47 Proven & Tested Ways You Can Buy 

Property Using No Cash Down... Guaranteed!

***

Headline 3:

EXPOSED: The Australian No Cash Down Property King Reveals 

In FREE REPORT...

47 Ways You Can Buy Property Using No Cash Down... 

Guaranteed!
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Which headline do you think converted the best? Not sure? The answer to 

this question can be found in the free gift at the end of this chapter. Just 

make sure you choose a headline before taking a look at the answers.

Who are the mentors that have inspired you? What lessons have 

you learnt from them?

Although I was a slow starter, I have now read lots of books on marketing, 

selling and human psychology and have gained many mentors in my life. 

One of the first books I read was Wealth Magic by Peter Spann. It lit my 

passion for wealth creation and personal development. It’s a real rags-

to-riches story and it made me realise that if Peter could do it then so 

could I. I also came across Mike Litman, who wrote Conversations with 

Millionaires. Mike sent me a CD with a great six-step process for getting 

yourself to take more action. I started using this information in 2003 and 

it has truly helped get me to where I am today.

In addition I have also met some really great people. In late 2004 I met 

Matt and Amanda Clarkson who were running an internet business at 

the time. Matt and Amanda helped me make my first online sale back 

in April 2005. I remember that day like it was yesterday! They taught me 

the power of being the opportunity creator and while they are very busy 

people they have always made the time to sit down with me and help me 

out. Thanks Matt and Amanda – you guys rock!

Matt and Amanda also introduced me to Brett McFall who, without a 

doubt, is one of the best copywriting and marketing teachers that I’ve 

worked with. Brett has taught me so much! One of the main things that 

I learnt from him was to not be afraid of sharing my secrets and tips 

with others. This piece of advice has allowed me to build a six-figure 

copywriting and marketing business that is setting me up for financial 

freedom.

I also believe that if you want to be successful you must hang around 

with people who inspire you and believe in you. I have a great group 
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of friends who are all successful entrepreneurs in their own right. I love 

hanging out with them and talking about what we’re all up to – it inspires 

me to go bigger in my own life.

Family is also very important to me. My mum helps me with some work, 

like proofreading – she is a great mum and has brought my brother and 

me up really well. Thanks Mum!

Why did you start attending seminars? What did you want to 

discover?

Jim Rohn said it best when he said, ‘Work harder on yourself than you 

do in your job’. The first time I read those words I stopped for about 

five minutes to think about what they really meant to me and my life. I 

was working long hours at the time and those words really seemed to be 

telling me to do something about my current situation.

Not long after, I read another saying, ‘Formal education will make you 

a living but self-education will make you a fortune’. These words started 

me on my journey to attending seminars. My hunger for information and 

fast-tracking my learning has seen me spend well in excess of $50,000 on 

seminars and training courses over the last five years.

I believe one of the greatest gifts you can give yourself is self-education 

on whatever subject you want to learn and master. The great part is that 

once you’ve learnt the information, nobody can take it away from you. 

In fact, I regard it as a true wealth secret. I guarantee that many of the 

world’s wealthiest people have invested a lot of money in themselves over 

the years. Another great thing about going to a seminar is that you get 

to meet and mix with like-minded people. It’s also a great place to do 

business deals and joint ventures with people who have similar target 

markets to you.

If you don’t have enough money to go to seminars, which is totally 

understandable, the next place to go is the library. Libraries are full of 
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information that you can use to educate 

yourself and most of the time it’s free! 

Also, most good libraries don’t just have 

books but audios and videos as well.

Is there a significant quote or saying 

that you live your life by?

‘Knowledge is power, but ACTION is the 

key to your dreams!’ – Scott Wilson

Yes, you must have the knowledge to take yourself and your business 

forward but you actually have to take action to make it happen. I think 

a lot of people miss this point or don’t actually know how to take action 

so they do nothing instead.

My life changed the day I found a system for taking action. I started 

using it in 2003 and I still use it today. Whenever anyone asks me how 

I seem to get so much done, I always give them this solution for taking 

more action.

1. Get a piece of card – ten centimetres by 20 centimetres.

2. At the top of the card write: ‘Six things I must do today to move my 

life and/or business forward’.

3. List the most important thing you must do at the top and follow it 

with another five things in order of importance.

4. Take action right now and do the first thing on your list. Don’t stop 

until you’ve completed it. You cannot move on to the second thing 

until you have completed the first thing on your list. What I also like 

to do is add in a reward in the middle and at the end of the list, so 

you have an incentive to keep going throughout the day.

Give it a go. I guarantee that if you stick at it for 30 days you will see a 

major change in the amount of action you take. The good thing about 

taking action with this system is that it builds momentum and before 

 …you must  have 

the k nowledge to 

tak e yoursel f  and 

your  business 

for ward… 
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long you realise just how much you have completed in a short period 

of time.

Over the next five to ten years, what do you see as the major 

marketing opportunities for businesses?

We’re starting to see direct selling, direct marketing and referral marketing 

play a big part in the way companies look to market their products and 

services. Already companies like Citigroup in the US use a direct selling 

model to sell mortgages. Even billionaire entrepreneurs, like Sir Richard 

Branson and Warren Buffett, are using it to sell their products. It makes 

sense when you consider that in the US it costs about $75 million for 

an entry-level four-week television branding campaign. Why spend that 

money when you can get more exposure and sales using the most powerful 

form of marketing – word of mouth.

Recent studies in the US have also produced some pretty interesting 

statistics that claim a large majority of the Baby Boomer generation prefers 

word-of-mouth marketing. I believe that in the next five to ten years, the 

direct selling and marketing industry, helped along by advancements in 

technology, will become one of the biggest industries in the world.

You have a website that provides business owners and 

entrepreneurs with a one-stop shop for marketing information 

and advice. What was your reason for doing this?

The idea for this website came from a question I ask nearly every business 

owner I have met – ‘What’s the most frustrating thing in your business 

when it comes to your marketing and advertising?’ The general feedback 

from this question was that most business owners had limited time to 

educate themselves in all aspects of marketing their business. While some 

were into reading, others wanted to learn faster so they could implement 

quickly. I also found that most business owners wanted to run advertising 

campaigns or Google advertising campaigns, but did not understand the 

finer points that could really explode their results and business profits. 
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After discussing this concept with a few people, I decided to put together 

a website where business owners could get their marketing information 

quickly.

My goal is to have a website where a business owner can say, ‘Right, I 

want to run a display advert this week’, and all they have to do is log 

onto our website, pick a display advertising template that suits them, fill 

in the template (as per our online video instruction), and they’ll have a 

completed advertisement in ten to 15 minutes. These advertisements and 

templates would follow the direct marketing principles that we teach.

At the moment, our website provides loads of ‘how to’ videos on 

subjects such as, Google Adwords, Yellow Pages advertisements, display 

advertisements, email copy, website copy, brochures, flyers, sales letters, 

writing headlines, website traffic generation and loads more. We also offer 

our members a service where they can get their advertisement and sales 

copy critiqued. My plan is to introduce a number of video and audio 

interviews with successful business owners from around the world. They 

won’t just be high-profile business owners either because we want to hear 

the local success stories too, like the local plumber who has gone from a 

two-person business to a team of 20 to 30 people.

To be fair, this is just the start because we want to build a website that 

offers our members so much value that they never want to leave. In fact, 

we want to offer so much value that every business owner on the planet 

will want to become a member as soon as they find out about us.

Can you offer some tips for people new to marketing?

1. Sell yourself with pride and confidence because nobody will benefit 

from you playing small.

2. Find a mentor who you believe can help you, then buy whatever 

products they are selling. This gives you an excuse to contact them 

and from there you can build a relationship with them.

3. Always test and measure your marketing.
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4. If you’re in business you deserve to make as much money as you 

possibly can.

5. Invest money in yourself because you are your greatest asset and you 

deserve to be the best you can be.

6. Write down what you want and then go get it!

7. If you want to get more sales, then always include a strong guarantee 

and testimonials.

8. Get the edge in your marketplace by hiring a good copywriter.
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Scott Wilson has kindly offered a FREE BONUS GIFT valued at $37.00 to 

all readers of this book…

Testimonial Gold: How To Get Your Customer To Give You Testimonials 

That Will Explode Your Business’s Cash Register – In this free report, you will 

discover how to get cash-pulling testimonials from your customers. It covers the 

five major reasons why customers don’t buy from you! It also gives two brilliant 

examples of cash-pulling testimonials plus a copy of a testimonial-generating 

letter that you can copy, and so much more!

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts 

D FREE BONUS GIFT
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Creating Momentum

T O N Y  G A T T A R I

 Sometimes we underest imate what  others 

think about  our  business  because we judge where 

our  business  current ly  i s . But  in  se l l ing your 

v is ion you descr ibe in  c lear  detai l  where you are 

heading and how you are  going to  get  there.  
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P R O F I L E

T O N Y  G A T T A R I
Tony Gattari was born in Sydney’s outer western suburbs to hard-

working Italian parents. Deciding early on that he didn’t want an 

ordinary life, Tony graduated from the University of Western Sydney 

with a business degree and secured a job as a coordinator of Harvey 

Norman’s computer and communications division. Within a few years 

he was promoted to general manager and increased the division’s 

turnover from a healthy $12 million to a staggering $565 million.

At the height of his success, Tony left Harvey Norman and began his 

own venture, Smartbuy, in the field of online retailing. It was during 

this time that Tony’s courage was really tested, as he was forced to 

overcome technology stock crashes, collapsed business partnerships, 

nervous investors and a myriad of other problems. He quickly learnt 

that attitude to adversity was what determined true success in life. 

Tony survived a ‘perfect storm’ of market trouble and emerged as the 

CEO of a profitable technology company, bringing nearly all of his 

original employees with him.

In March 2002, Tony stepped down as CEO of Uniqueworld to set 

up a new company, Achievers Group Pty Ltd. Some of his large 

business clients include, Cisco, Australia Post, Domayne, LG Electronics, 

Mortgage Choice, Rebel Sport, in addition to more than 90 small to 

medium-sized businesses.

Known as a ‘doer’, Tony is also a powerful business speaker who has 

educated thousands of business owners around the world. He is 

the author of Pillars of Business Success and has articles read by over 

200,000 people every month.
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At the age of 27 you wrote a 120-page proposal to Gerry Harvey, 

can you share this story with us?

I was working as a marketing analyst for Ricegrowers’ Cooperative Limited, 

and a friend of mine told me that I should approach Gerry Harvey, the 

chairman of Harvey Norman, with a business proposition I was thinking 

about. So I typed up a 120-page business plan (which repeated everything 

about five times) on how Harvey Norman could improve its computer 

business. At the time computers were located at the back of the stores 

next to the toasters and kettles, and were not seen as a profit driver for 

the business. Computers were doing around $12 million in sales for the 

group a year, which was only about three per cent of total sales. A couple 

of days after I sent the plan, I received a call from Gerry. ‘Tony, I’ve read 

your business plan. First of all, you have repeated yourself five times and 

your spelling is atrocious,’ he stated bluntly ‘but I like what you had to 

say, how about you come and work for me?’ Well, I was knocked off my 

feet. I just wanted to be a consultant who wrote reports and got paid for 

it. I didn’t actually want to do the work. But I ended up accepting his 

offer and spent the next nine years working at Harvey Norman.

What problems did you face in the early days while working at 

Harvey Norman?

Computers were definitely the ‘poor child’ in the beginning, and were only 

allocated a couple of pages at the back of catalogues. At this time, Harvey 

Norman was known as Harvey Norman Discounts and in the eyes of the 

computing and communication marketplace it was a ‘cheap and nasty’ 

discounter. Not one of the big brands wanted to do business with us, but 

for our business to be successful we needed to leverage the reputation of 

the big brands to build credibility in the marketplace. Credibility builds 

trust and trust reduces fear in the purchasing cycle. We sat in my office 

one day, pondering how we could become leaders in the marketplace and 

explode sales in the process. I wrote down three words: Compaq, IBM, 

Apple (or CIA as they became known at Harvey Norman). If we were to 

be successful, we needed three of the largest computer names in our stores. 
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We took this vision to the proprietors and 

told them that in the next three years 

Harvey Norman stores would be stocking 

Compaq, IBM and Apple.

At the time, Apple had a cult following 

and did not want to destroy its reputation 

among its existing loyal and supportive 

channel partners. It did not want its goods 

sold in a discount store. IBM simply said 

no, but Compaq eventually granted us meetings and allowed us to buy 

products, but only directly from them. The vision was starting to look 

like a pipedream, but we persevered.

We provided full-page advertisements in major newspapers for some of the 

smaller suppliers that supported us, and sent copies to the CIA companies 

with a note that said, ‘This could be you!’ We learnt very quickly that 

companies love exposure, and what better way to put someone’s name in 

lights than with a full-page advertisement in a major paper. I even went as 

far as actually sending purchase requisitions for stock and following it up 

with phone calls to sales representatives. I would say, ‘Look, your company 

is in the manufacturing game, and you need volume to feed the machine. 

One day your boss will come to you and ask why you’re not selling to 

Harvey Norman, why you are missing out on this opportunity’.

Compaq, IBM and Apple eventually came on board and Harvey Norman’s 

computer division sales rose from $12 million to $565 million in nine 

years. We achieved our vision and our success put Harvey Norman among 

the giants in computing and communications retailing in Australia.

After working at Harvey Norman for a few years you made a very 

important trip to the US. Can you explain why this trip had such an 

impact on you and your marketing strategy?

In the early 1990s Harvey Norman had a problem. It was only doing 

$35 million in computer sales and this amount was limited because 

 We learnt  ver y 

quick ly  that 

companies  love 

exposure… 
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the big brands would not place their products in the stores. They had 

yet to see any value in the business and many of the stores were still 

treating the computer department as an extension of small appliances. 

Unfortunately, the proprietors looked after both divisions and so this 

unique challenge lacked the necessary focus. Basically, the perception 

was that Harvey Norman was not an attractive sales outlet for the very 

profitable small business market. Business owners did not want to go 

walking through toasters and kettles to get a salesperson to fulfil their 

professional requirements.

During this time, big box retailing had not hit the scene in Australia. 

Specialist computer dealers did not dominate a category and retailers 

of any substantial size were in the general merchandise, supermarket or 

department store categories. We heard that some of the computer stores 

had really taken off in the US because they were stand alone ‘category 

killer’ retailers or because they were retailers that dominated a category 

through their sheer size and product offering. So we hopped on a plane 

to see what the Americans were doing.

When we arrived on the west coast we pretended that we were Aussie 

tourists who were amazed by the size of American retailers. We visited a 

few of the stores and it got us thinking about different ways to merchandise 

products, but nothing really caught our imagination. Then we found 

CompUSA. This place had computers as far as the eye could see; all the 

brands were merchandised together in a one-stop shop of computers. 

At the CompUSA store we visited, a young and energetic manager was 

more than happy to tell us everything he knew about CompUSA (and 

I mean everything!). We were taking photos of the store and writing 

notes as he gave us all the information we needed to replicate the model 

back in Australia – from the type of lighting they used, to the way they 

merchandised their products, to the way their service areas looked after 

warranties and repairs.

When we came back home to Australia, we took the photos to a designer 

and said, ‘Build this!’ Our first computer superstore was built in Bennetts 

Green, New South Wales, and then we replicated the model in Auburn, 
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Sydney – it went absolute gangbusters! We had found a winner. Our 

greatest challenge was to roll out the stores quickly using the same formula, 

but we were able to overcome this by using the passion of our team to 

make it work. Not everything we brought back from America worked, 

but we continually refined the model until it suited the Australian market 

and the Harvey Norman business model.

What did you learn from your trip to the US?

I learnt that you should never be too proud to use other people’s ideas. 

One of the quickest ways to build a successful business model is to look 

at a business that is already successful in your market and replicate all of 

the tools and systems that make it a success. We refined these successful 

systems over time, realising that it could take hours, months, even years 

trying to re-create the wheel and build the required systems from scratch. 

So ask yourself what business systems are successful in your marketplace 

and how you could replicate them.

Do you believe that the mega-store concept is a success in 

Australia? Should more businesses adopt the one-stop shop 

approach or should they specialise in a specific product?

The mega-store concept can be a success in Australia and companies such 

as Officeworks, Bunnings and Supercheap Auto have proven that you can 

dominate a category by having a one-stop shop approach. But you don’t 

have to be big to be successful, and I am a strong advocate for anyone 

being able to build a category killer business. The main thing to do is to 

define your unique selling proposition by:

1. Selecting a dominant product assortment – The Athlete’s Foot, Gloria 

Jean’s Coffees and Baker’s Delight are all small footprint retailers, but 

dominate their category by supplying the best offering in a narrowly 

defined category.
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2. Creating a delivery mechanism – once you have selected your product 

assortment you need to work out how you are going to deliver it to 

the customer. Will there be a high level of service? Will the business 

be in convenient locations and open for extended trading periods? 

Will you bring out new and innovative products?

To help you decide your product offering and delivery mechanism, you 

need to understand the following and apply it to your strategy.

• What does the customer buy – this is the core driver of your product 

assortment, where the bulk of your purchasing, time and energy should 

be focused. It is your dominant assortment of merchandise.

• What does the customer want – this can be narrowed down to the 

innovation part of the business. This is where your growth comes from 

after your business has settled in the marketplace and your growth 

starts to plateau.

• How does the customer want to be sold – this will decide your location 

and pricing strategy. Increased service means increased wages, so your 

prices must reflect the service offering.

In 1995 you helped to implement one of Harvey Norman’s most 

successful marketing campaigns. Can you tell us what it was?

In 1995, Microsoft was about to launch 

its latest operating system – Windows 95. 

In the computer industry this was like the 

second coming and was what launched 

the success of Microsoft and Bill Gates.

With Australia being ahead of America 

for the launch, no one really presumed 

that it would be big in Australia until the 

‘real launch’ in America. However, one 

day one of my proprietors came up to 

 Increased ser v ice 

means increased 

wages, so  your  pr ices 

must  ref lec t  the 

ser v ice  of fer ing. 
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me and suggested that we launch Windows 95 at midnight, so that we 

would be the first company in the world to sell the program. I didn’t think 

much of it in the beginning, but then we thought, why not? So we took 

this idea to the other computer proprietors and they basically thought I 

was an idiot. The greatest thing about Harvey Norman, however, is that 

they create a culture that allows people to try new ideas and then gives 

them some leeway if they make mistakes. This is how an entrepreneurial 

company is built – by giving people the opportunity to try new ideas and 

learning from their experience we also took this idea to the proprietors 

– they wanted to lynch me! But we stuck to my guns and started to place 

advertisements in all of the major media outlets and implemented an 

aggressive public relations campaign. Some proprietors threatened not to 

open, but we forced them too anyway. This was going to work!

Midnight struck.

A mad rush of people, who had been queuing for hours, fell over 

themselves to get the new Windows 95 program. All of the major television 

stations and news outlets were filming the event and interviewing proud 

new owners of the program. The campaign also meant that Gerry was 

interviewed by the Today show, where he proclaimed, ‘I love Bill Gates! 

I wish he would bring out Windows every year!’

I believe that in business, we all have these types of ‘war stories’ that 

we love to share. And let’s face it, people are fascinated by war stories 

because they display an image of how an individual or a group of people 

triumph against the odds. The principle behind each war story is the same 

– just have a go. When we decided to launch Windows 95 at midnight, 

we could not tell you that it was going to work, but I thought to myself, 

‘Just have a go’.

How were you able to have a large percentage of your advertising 

expenses covered by other companies?

We were able to spend more money on marketing because we understood 

one simple principle – suppliers love exposure. To get them involved in 
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marketing campaigns we designed trading terms that allowed us to obtain 

a marketing contribution to promote their products.

Smaller players regularly ask me if they should negotiate with their 

suppliers to get some of the great deals that the big guys get. My answer 

is always the same: what is the worst that could happen? You might get 

turned down but you won’t lose anything for trying. Suppliers aren’t going 

to rip their stock out of your store simply because you asked for a trading 

term arrangement. What is essential is that you show your suppliers how 

they will benefit from the arrangement – it must be a win-win situation 

for both parties. 

If you’re wondering what areas the big businesses target, these are some 

of the bonuses they negotiate in their trading terms. There are more, 

but these are the outcomes I feel are of the greatest benefit to smaller 

businesses.

1. Rebate contributions – your suppliers need to be sure that you can 

further develop and promote the industry so that their business 

survives and grows. The most practical way to calculate a rebate 

contribution is with a fixed percentage based on net invoice values.

2. Settlement discounts – if you are prepared to pay invoices promptly, 

you could negotiate a settlement discount if you pay by an agreed 

date.

3. Sale or return – allow the rotation of products without the requirement 

of a replacement order. You could also negotiate a sale or exchange of 

products, and sale or markdown of products.

4. New store openings – ask for one-off opening order discounts for all 

new stores. This will help your cash flow greatly in your store’s early 

days.

5. Salesperson incentive policy – approach a supplier about offering an 

incentive to sales staff to sell problem or promotional stock. Additional 

commission or gifts are the way to go.
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The key is to show suppliers the 

uniqueness of your brand. If the supplier 

sees value in what you have to offer, they 

will give you more than you probably 

expect. Also, work on selling your vision. 

If you have growth strategies or exciting 

marketing campaigns in the pipeline, get 

the supplier to buy into the vision and 

become a partner in the success of your 

retail business.

What are some of the most important business lessons that you 

have learnt from the great Gerry Harvey?

Gerry Harvey is a marketing genius. One of the greatest pieces of advice 

that he gave me was, ‘If times are tough, market your way out of it’. Often 

when businesses go through tough times, they wind down their spending 

on marketing or even stop it all together. Harvey Norman changed the 

landscape in Australia by maintaining double-digit growth when all of 

its competitors were either shutting up shop or barely growing with 

inflation rates. In one particular campaign that we ran to promote ‘24 

months interest free’, Harvey Norman touched every available medium 

– television (including pay TV), radio, major press, local newspapers, 

catalogues, letterbox drops and in-store point-of-sale opportunities. If 

you read the paper in the morning, you would have found a Harvey 

Norman advertisement; hopped in your car and turned on the radio 

– another Harvey Norman advertisement; got your mail – Harvey Norman 

catalogue; turned on the television to watch the evening news – Harvey 

Norman. How could you not know that there was 24 months interest 

free at Harvey Norman?

What are the quickest ways to grow your business?

Well it’s definitely not spending heaps of money on advertising campaigns. 

Advertising is only part of your marketing strategy. Based on my experience 

 How could you 

not  k now that  there 

was 24 months 

interest  f ree at 

Har vey Norman? 
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working with over 90 businesses worldwide, I believe that the quickest 

way to grow your business is to focus on the following areas:

• Increase your conversion rate by having a highly trained and motivated 

sales or customer service team.

• Increase the average dollar spend per customer. Fifty per cent of 

customers will buy additional products if they are asked.

• Create a mechanism that increases customer loyalty by giving reasons 

for your customers to purchase from you again. This can be as simple 

as collecting names for your database, developing a loyalty program, 

and ensuring that you communicate with your customers at least every 

90 days.

What do you think are the essential qualities or attributes of great 

marketers?

Great marketers need:

A great attitude – if you are positive and solution-oriented you will always 

find ways to better communicate your offer and get people to buy. Poor 

marketers focus on problems, which then lead them to blame external 

(or internal) forces for poor results. If you always focus on problems you 

will always get problems, which is why it is essential to have a positive 

attitude.

An abundance mentality – it’s a big world out there – lots of people, 

lots of markets and lots of money. If you have an abundance mentality 

you can see that there are plenty of opportunities out there to sell your 

products and services.

Lots of activity – marketing requires momentum for it to be successful. A 

great marketer understands that there is not one activity that acquires a 

customer, but several. Set a target, work out how much you can spend, 
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and build a marketing campaign that has multiple lead generation 

activities.

What do you think holds people back from becoming successful in 

marketing a business?

Undoubtedly, people never achieve their outcomes because of fear of 

failure. Many business owners and marketers spend so much time trying 

to perfect their campaign, or procrastinating about whether it will work, 

that they miss the opportunity or don’t go through with the campaign at 

all. You are never going to get things right all the time, and if you make 

a mistake just learn from the experience. Remember that failure is only 

an event, not a lifestyle. You can always pick yourself up and try again!

What are the most common mistakes marketers make?

These are not actual mistakes, but rather poor disciplines that get built 

up over time. They include:

• A lack of activity, which impedes momentum and develops long slow 

periods.

• Not measuring results on a consistent basis. How do you know what 

works or does not work?

• Poor planning and execution.

• Not knowing the target customer. The majority of my clients have 

poor marketing results because they are spending their money on 

campaigns targeted at the wrong market.

• Absent sales and profit targets or marketing budgets.

I find that a lot of people go to a marketing seminar and get all pumped 

up when they go back to the office. Within a couple of months they put 

on heaps of marketing campaigns that have little or no impact, and burn 

cash. To avoid these common mistakes, treat marketing campaigns like 

going to the gym to lose weight. You weigh yourself, set a goal weight 
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and plan the activities that you will do over a period of time. Exercising 

and marketing are the same; if you go a hundred miles an hour at the 

start you will burn out and be too afraid to try again.

What is the biggest marketing mistake you’ve ever made and 

what did you learn from it?

After I left the corporate world I started business advising. My first client 

asked me to help his business because he had bought the experience of 

what I had done at Harvey Norman. At Harvey Norman my role was 

predominately a sales and marketing function, so I thought that to build 

a successful business all that was required was great marketing. Boy, was 

I wrong! Don’t get me wrong, we increased sales, but one day the owner 

came to me and said, ‘Tony, you’re killing me. I’m running out of money 

and we need to slow down because we just cannot cope’.

Lesson learnt: before you expand your business you need to stop the leaks 

and systemise the business.
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Stop the leaks – you need to ensure that your business has enough cash 

to be able to afford sustained marketing campaigns. All business owners 

need to have sound financial understanding. You can grow your sales, 

but that may kill your business – the cost of goods, wages and other 

variable expenses that are required to cope with the demand could eat 

away at your profits

Systemise the business – before you can accelerate your marketing activity 

you need to be able to support the capacity. Many businesses grow rapidly 

then come to an instant halt. This is because they lack the systems and 

structure required to support the growth. Ensure that you have human 

resources, finance, operation (or production), and sales and marketing 

systems that are so robust that they can support any rapid growth.

What are your top tips for becoming a great marketer?

Understand who your customer is – defining your target customer reduces 

the risk of wasting money on poorly targeted marketing campaigns and 

ensures that your business provides a system that serves the customer.

Just have a go – you do not know what is going to work until you have 

a go. Business owners’ fear of failure is what holds them back from 

achieving their potential.

Set a sales target – a trained marksperson plans the shot, takes all factors 

into consideration and then aims at the target. A smart business owner 

sets a sales target, takes all factors into consideration (i.e. past history, 

trends, major events) and then aims at the business goal.

Set a marketing budget – this budget ensures that you set aside money 

for marketing activities so that you can continually work on growing the 

business without going broke.

Know the principle of multiple touches – how many ways can you encourage 

an individual to enquire about your goods or services? This principle states 
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that while there isn’t just one way that will work on each individual, one 

particular form of communication will eventually create action.

Can you tell us about Achievers Group and the work that you do?

Achievers Group is Australia’s premier business development company that 

takes the mystery out of operating a business through strategies, systems 

and developing people. We have impacted over 90 small to medium-sized 

businesses across the world with clients such as Cisco, Domayne, Australia 

Post, Rebel Sport, Acer Computers, Sanyo and LG. We offer clients:

• business planning and advising

• training and workshops

• strategic direction and project management

• franchising solutions

• retail solutions

• mastery programs in the areas of sales, marketing, team building, 

customer service and leadership

• an extensive range of books, CDs and DVDs to help people on their 

lifelong journey of learning.

At Achievers Group how have you been able to engage the media 

in your marketing campaigns?

Last year, for one of our first workshops 

on retailing, we sent out a press release 

to promote the event. Our main objective 

was to get some free publicity for the event 

to increase the number of attendees. Not 

only did we get free publicity, we received 

three phone calls from publications 

requesting articles. From these articles an 

audiovisual subscription company asked 

me for an interview, which I now do for 

their subscribers every month. We write 

 We have impac ted 

over  90 smal l  to 

medium-sized 

businesses  across  the 

wor ld… 
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to over 200,000 people a month, and from our interviews and articles 

I get requests to deliver keynote presentations in front of thousands of 

business owners and have secured several book deals. All from a press 

release that cost around $300.

Did I know this was going to happen? No. But you don’t know unless 

you have a go. Some things work and some things don’t, but you should 

never allow the fear of failure to hold you back.

When it comes to marketing, how important is the element of 

momentum?

Extremely important! You need to continually feed the pipeline to reduce 

the amount of droughts. And it doesn’t have to be expensive. Here are 

some marketing strategies that we have used in our business to develop a 

pipeline of prospects and build a client base of fun and exciting businesses 

to work with:

Database – we have a database of over 5,000 people who receive our 

free e-zine. This allows us to communicate with a captive audience on 

a regular basis.

Free fortnightly e-zine – our e-zine is not a product flog; we invest before 

we receive. 60 Seconds with Achievers Group – Your Fortnightly Vitamin 

teaches and inspires people in areas of marketing, sales, leadership, 

customer service and team building. The credibility of our articles prompt 

people to contact us about helping their businesses.

Website – in this modern age, a professional website is an extremely 

powerful tool for engaging people. If prospects want to learn more 

about what we do, we always refer them to our website. Our website has 

testimonials, articles, client listings, and audio and video interviews.

Testimonials – the most powerful way to convert customers is to have 

others sing your praises. When people ask me what I have done to improve 

Bh1370M-PressProofs2.indb   272Bh1370M-PressProofs2.indb   272 6/7/07   4:07:16 PM6/7/07   4:07:16 PM



C R E AT I N G  M O M E N T U M 2 7 3

other businesses, I always say, ‘Don’t ask me, read what others have said’. 

Also, testimonials don’t cost you a cent!

Strategic alliances – building a community of like-minded businesses that 

are non-competitive, but add value to your clients, is a great way to build 

a proactive referral system for your business. All you need to do is manage 

each other’s expectations, understand that it is a long-term arrangement 

and that it takes time to bear fruit.

Corporate brochures/business cards – we have professional-looking brochures 

and business cards that outline our services, clients and team members. 

This is the most expensive part of our marketing arsenal, but it completes 

the package and improves the credibility of our brand.

Articles/books – the power of educating and inspiring people through 

books gives us amazing credibility (especially since we are published by 

other companies).

Press releases – press releases have a multiplier effect and can serve as a 

low-cost strategy whereby a third party (the media) promotes you.

Direct email/mail campaigns – if we have an offer that is of value to our 

customers then we believe it is in their best interest to be informed about 

it. That said, we are mindful of our database’s integrity and do this very 

rarely as we do not want to push products down people’s throats.

Free/special offers – if people sign up on our website for our e-zine, we 

send them a free educational CD (we invest in them first by giving them 

a world-class education). We also offer business consultations as a way of 

investing in the customer before they invest in our services.

Speaking engagements/interviews – a large proportion of the population 

prefer to receive information through audio formats. Speaking in front 

of an audience and giving interviews is a way of achieving this.

Bh1370M-PressProofs2.indb   273Bh1370M-PressProofs2.indb   273 6/7/07   4:07:16 PM6/7/07   4:07:16 PM



T O N Y  G AT TA R I2 7 4

What is the most important thing you have learnt about successful 

marketing?

Successful marketing is the ability to sell the vision of your business to 

your consumers, suppliers and employees. Sometimes we underestimate 

what others think about our business because we judge where our business 

currently is. But in selling your vision you describe in clear detail where 

you are heading and how you are going to get there. When people believe 

in your vision they will assist you on your journey.

When I first started at Harvey Norman, few people believed that computers 

would be a hit. But when I gave the business plan to Gerry Harvey, he 

believed in the vision. Over time we got the proprietors on side and 

eventually the suppliers bought into the vision. All these contributed to 

the success that the computers and communications division achieved. 

My goal is to experience similar successes with the Achievers Group and 

fulfil another important vision in my life.

Tony Gattari has kindly offered a FREE BONUS GIFT valued at $49.95 to 

all readers of this book…

A Vision For The Future Workbook – Tony Gattari believes that successful 

people set goals. In this workbook, which also includes an audio download, you 

will learn the power of goal setting, vision and having a mission statement for 

your business and your life. You will also learn how to manage and prioritise 

your time better.

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts 

D FREE BONUS GIFT
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Massive Value

M A L  E M E R Y

 There is  incredible  value to  be found in  the 

mistak es  you mak e. In  fac t , there  is  arguably 

more value to  be found in  mak ing mistak es  than 

gett ing i t  r ight  the f i rst  t ime!  
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P R O F I L E

M A L  E M E R Y
Mal Emery was born in 1952 to an aristocratic English immigrant 

father and a second-generation Irish mother. Mal was the son that 

only a mother could love, and as the youngest of four children, he 

was a cheeky and mischievous ratbag.

At school, Mal failed nearly every subject, except woodwork and tech 

drawing. He excelled at sport mainly due to his strategic mind, which 

allowed him to run rings around bigger and better opponents. He is 

famously known for beating former world champion snooker player, 

Eddy Charlton.

Like most opportunities in life, business was disguised as an obstacle 

for Mal. Fired by a multinational company at 22, he embarked on a 

career that was to extend to this day of buying, building and selling 

small businesses for a small fortune.

Mal has achieved many standout achievements. He went from being 

an illiterate academic failure to a best-selling author, the buyer and 

seller of more than 30 businesses and the developer of arguably the 

largest and highest paying mastermind business mentoring program 

in the country.

Mal has become the Millionaire Makeover Man – a man that turns 

up the money metabolism for others more than any other person in 

Australia. He has ultimately become the coach of the coaches.
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Is it true that you had not read a book cover-to-cover until you 

were 41?

Up until the age of 41, I had never read a book cover-to-cover. I’d never 

even read past the second chapter. Not even at school! Bookstores were 

places I kept away from. Libraries were worse than detentions. And I 

would even detour blocks, just to avoid reliving unpleasant memories of 

being mercilessly teased by my schoolmates after I’d been made to stand 

in front of a class and stammer. I was the worst reader in the class and 

in those days, teachers dealt with poor readers by forcing them to read 

out loud to an audience. It was torture! In those days they didn’t look 

for problems like dyslexia. Pity…

Some of the books that I have now read and highly recommend, not only 

to marketers, but businesspeople in general, include:

• How to Make Millions With Your Ideas: An Entrepreneur’s Guide by 

Dan S Kennedy

• Sales Dogs: You Do Not Have to Be an Attack Dog to Be Successful in 

Sales by Blair Singer

• Think and Grow Rich by Napoleon Hill

• The Richest Man in Babylon by George S Clason

• The E-Myth Revisited by Michael Gerber

Who are the mentors that have inspired you? What important 

lessons have you learnt from them?

Many years ago, I found myself in a precarious position. I was unemployed, 

had a pregnant wife and a new home, which of course brought with it a 

new mortgage! It was a very stressful time and I was pretty scared. What 

was I going to do?

First I started wondering why some people seem to have it better than 

others. I looked around and tried to decide who I wanted to be like; who 

was doing what I’d like to do and doing it well? And how could I be like 
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that too? Even back then I instinctively 

knew I had to emulate someone successful 

to become successful.

The person I saw who fitted that bill was 

a man named Owen McGrath. He was, 

and still is, the owner of High Wycombe 

Hardware, and I set about modelling 

myself on him. What distinguished Owen 

was the fact that his shop was jam-packed 

to the ceiling with stock. If you wanted 

it, Owen had it (and only he could find it!). He is also a real character 

and last I heard, was the President of the Kalamunda Shire. Owen is one 

for getting the job done and that is reflected in his business, in his life 

and the Kalamunda Shire too.

As is the case with most mentors, Owen was very generous. I explained 

to him that I wanted to set up a hardware store just like his in another 

suburb and he agreed to help me.

What are the most important things you have learnt about 

succeeding in marketing?

I have learnt these three core lessons:

1. I should not be motivated by fear of the unknown; sometimes it takes 

a leap of faith to follow your dreams, and the alternative – playing safe 

– does not bring fulfilment and can even be fraught with danger.

2. Nothing is as daunting as it seems when you take the time to learn 

about it. Knowledge gives you power!

3. The universe does indeed present us with more than one opportunity. 

Although I deviated from my plan to get into mail order at first, I 

was clearly given the opportunity to correct my first mistake.

 …what  these 

‘ luck y ’ people  have 

work ing in  their 

favour  is  their 

mind-set… 
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Why do you believe that over 50 per cent of marketing success has 

to do with mind-set?

An elephant is so strong that it can lift a tonne in weight with its trunk 

and is one of the most powerful creatures on Earth. But if you visit a 

circus you will often see the elephant standing quietly, tethered by only 

a thin rope or chain attached to a little post banged into the ground. He 

could easily break free – if only he knew. Why doesn’t he? Because when 

the elephant was very young and considerably smaller and weaker, he 

was tied to a heavy chain attached to a massive, immovable stake in the 

ground. He would strain and strain, but try as he might, he could not 

break free! Soon he came to accept his limitations and no matter how 

big and powerful he grows, he is convinced that he cannot move as long 

as he can see that he is tied to a stake in the ground.

I believe that many entrepreneurs, even people in general, behave like 

circus elephants – call it mind-set or behavioural patterns. They’re 

immensely powerful but stuck within limitations manufactured only by 

their beliefs and biases, and those of others who influence them. It is all 

in the head!

In order to become successful at marketing, or in any other aspect of 

life, you must have the mind-set that will distinguish you from all the 

‘me-too’ businesses out there. You have to take those extra steps. You may 

have to go the extra mile to make yourself stand apart from others. But 

most importantly, the mind-set you must adopt is that being successful 

is feasible for you. Because it is.

We like to look at rich people who live ‘perfect’ lives and note how lucky 

they are, how everything they touch turns to gold. Well, what these ‘lucky’ 

people have working in their favour is their mind-set – they expect things 

to work out the way they have planned. Here is something to keep in 

mind: ‘I think I am – therefore I am’.
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Do you believe that it takes money to make money?

You have heard it so many times, it’s probably buried deep in your 

consciousness – ‘You need money to make money’. I would be a much 

wealthier man than I am if I had a dollar for every time I’ve had to argue 

that claim. That said, I do think having money certainly makes things 

easier, however I would also add that if you can’t make money without 

money, you probably won’t make money with money either!

Business ‘wrecking yards’ are haunted by the disillusioned spirits of 

entrepreneurs, who mistakenly believed that all that was required to 

solve their problems was a big chunk of cash. I too have believed that 

at various times in my life. If only I could win Lotto, all my problems 

would be over, or at least halved. Of course, reality refutes this popular 

belief. If it were true, how is it that so many of those ‘lucky’ Lotto winners 

find themselves right back where they started only a few short years after 

their big win?

I do not believe that money is the sole contributor to the creation of vast 

fortunes. Yet, I suspect more people give up on the notion of owning 

their own business (and their entrepreneurial ambitions), due to a lack 

of money than anything else. Still, the ranks of those enjoying millionaire 

status are overflowing with people who started with next to nothing and 

somehow managed to manoeuvre their way to the top! I know it hurts 

like mad at the time, but take heart; it can actually be detrimental for 

a business to commence with copious amounts of cash. In fact, it can 

even stifle progress. I know in my own case, having an ample supply of 

money has seen me wastefully buy equipment, rent offices, hire secretaries, 

employ salespeople and extend credit. I have also been less personally 

committed and driven to succeed. The hunger and need weren’t so sharp. 

And I believe that hunger is beneficial to your business success. You have 

to want it bad enough to make it work.
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You believe that it is important for businesses to have a unique 

buying advantage (UBA). Can you explain what that means and 

provide an example?

Having a UBA means that your company has a unique and distinctive 

benefit or advantage to offer your customers or prospective clients. This 

benefit has to be greater than that of your competitors, otherwise your 

customers have no motivation to do business with you, and will look 

elsewhere.

When I ask businesspeople, ‘Can you tell me why your customers or clients 

buy from you instead of from your competitors?’ most of them don’t really 

have an answer. Some might say service or quality of product, however 

anyone in the same industry could make the same claim. You need to be 

able to articulate a short and precise statement that sets you apart.

Domino’s Pizza was a struggling ‘me-too’ business started by the Monaghan 

brothers in the US, whose primary goal was to simply pay their way 

through university. Due to lack of success and downward spiralling 

finances, one of the brothers chose to opt out, taking with him his share 

of the business (a beat-up VW). The other brother, of course, went on 

to develop a multibillion dollar empire based on one unique promise 

– ‘Piping hot pizza delivered to your door in 30 minutes or it’s free’. Was 

Domino’s the first company to deliver pizza? No! But it was the first to 

make such a unique promise, which totally reshaped the pizza industry.

What is the difference between a 

unique buying advantage (UBA) and 

a unique selling proposition (USP)?

The term ‘unique selling proposition’ was 

first coined by Rosser Reeves in his classic 

book Reality in Advertising. It is basically 

the same as a UBA, however I prefer to 

use UBA for two reasons:

 You need to  be 

able  to  ar t iculate  a 

shor t  and precise 

statement  that  sets 

you apar t . 
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1. ‘Buying’ rather than ‘selling’ because it suggests that it should be stated 

in terms of the audience (who is doing the buying) rather than in 

terms of the advertiser or seller.

2. The word ‘proposition’ seems to also be an advertiser term, while 

‘advantage’ is from the customer’s point of view – a much better 

orientation for writing effective advertising.

How can someone reading this book create their own UBA that 

will work specifically for their business?

It’s very simple! All you have to do is fill in the spaces:

‘You know when you…? Well, what I do is...’

For example: ‘You know when you have a problem with your teeth and 

you need a dentist? Well, what I do is take the pain out of a visit to the 

dentist’. See how it works? You’re not just a dentist! It’s the same for a car 

rental business. ‘You know when you want to rent a car? Well, what we 

do is take your risk out of renting by offering to pay another car rental 

company for you if your rental experience with us isn’t as great as we 

say it will be.’

See what to do? Tell me what you do for a living with a big bold statement. 

Don’t just tell me you’re a bus driver. Tell me you ‘safely transport 1,684,000 

people per year over some of the most rugged roads in Australia and not 

one passenger has ever been injured or late to their destination’.

Your UBA is the nucleus around which you build your success, fame 

and wealth. So you’d better be able to state it. If you can’t state it, your 

prospect won’t see it. Whenever a customer wants the type of product 

or service you sell, your UBA should bring your company to their mind 

immediately.
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What should a business owner or marketer do after they have 

identified a UBA?

Innovate! Innovate, innovate, innovate, then when you get tired, innovate 

some more! Bill Gates, founder and major shareholder of Microsoft once 

said, ‘If we at Microsoft don’t develop the next major product within 

eight months of our last development, then it is safe to say Microsoft 

will not exist in three years’.

Once you have a successful UBA that helps your business boom, the 

biggest mistake you can make is to think, ‘That’s it, I’ve done it!’ You 

must constantly innovate and study your competitors because it won’t 

take long before others will notice your success and copy it. At a recent 

Dan Kennedy marketing seminar in Phoenix, Arizona, it was stated: ‘Your 

product will be copied within 13 days of it being shown on television’.

Baby Boomers are still considered to be the main drivers of 

the world’s economy. Can you tell us a little bit about this 

demographic?

When we look at Baby Boomers themselves, life expectancy has increased 

substantially: he will, on average, retire at 57 and live for another 27 

years. She will retire at 55 and live for another 32 years. So what does 

that all mean?

It means that they will live in retirement for almost as long as they have 

worked – and what do you think they will want to do? Not tend the 

roses like their folks before them. They will (and do) want to travel, go 

to restaurants, attend the theatre or do a university extension course. 

Baby Boomers no longer want to live in the outer suburbs – they want 

to sell their big house with its large maintenance requirements – and 

that 25-year-old son and daughter still living at home will have to find 

somewhere else to live (that’s another story!).
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In most cases, these people are going to 

sell their house in the suburbs (complete 

with spa, pool, open spaces and everything 

that opens and shuts) and trade it for a 

50 to 100-year-old house in the inner 

suburbs for more money! And they will 

absolutely love it!

What else do we know about the Baby 

Boomers?

• In the last 15 years of their lives, 80 per cent of their disposable income 

will be spent on health.

• They represent approximately 25 per cent of the population but are 

responsible for a whopping 50 per cent of what it spends.

• The generation, currently aged between 43 and 62, is in its most 

economically productive years.

• The phenomenon of catering to their concerns and their economic 

dominance will continue and accelerate until after 2010 (when the 

first Baby Boomers turn 65).

What are some of your top tips for marketing to the Baby Boomer 

demographic?

Baby Boomers entering their forties and fifties today, remain in a state 

of mind which reflects their teens and twenties (when they created the 

youth market!). Baby Boomers simply refuse to conform to the notion 

that their attitudes and expectations ought to fit their new advanced stage 

of life as their parents did so readily. Businesses that understand this will 

ride the ‘consumer demand’ wave of a lifetime.

Baby Boomers are responsible for the largest stock market rise ever 

recorded, for the property boom, the internet and personal computer 

boom, and the rise of internal airlines, to name a few. In fact, in the 

 Bus inesses  must 

learn to  respond 

quick ly  –  no, mak e 

that  immediately !  
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US, Baby Boomers are responsible for roughly half of the $10 trillion 

national economy.

Some of the things that businesses should keep in mind when marketing 

to this generation include:

High quality value-added products and services – the Baby Boomers 

demand higher quality and value-added products. No longer will adequate 

products do, you must provide a product or service that functions in a 

superior manner. It must be designed to last longer and create a better 

result. The Baby Boomers’ enormous spending capabilities and desires 

will create a new economic environment where quality will become more 

affordable.

Customisation to individual needs and services – businesses must address 

individual needs. Successful products need to be fitted to a particular 

task. Baby Boomers want choices and a variety of colours, styles, models, 

quality and performances.

Fast response and quick delivery – in these days of sudden change and 

advanced technology, time has become the critical commodity. Neither 

the business nor the consumer can afford to wait and they simply won’t! 

If you are slow to understand or to meet your customers’ needs they will 

go somewhere else. Businesses must learn to respond quickly – no, make 

that immediately!

Personalised service – Baby Boomers expect to be treated as individuals. 

In this environment, companies that excel in making sure their clients are 

made to feel special and respected will out-perform their competitors.

Why do you believe that all business owners should put up their 

prices immediately?

Most people never know how much they could charge for their product! 

For this reason, I advocate putting your prices up until the marketplace 
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has determined exactly what it is willing to pay. I strongly recommend 

that business owners put their prices up by ten per cent immediately! This 

is because they often struggle with profitability – it’s madness! People are 

often afraid to value their businesses and they charge prices that barely 

cover costs. Remember that cost is only one reason that people will come 

to your business. It’s proven that people will gladly pay full price if they 

can see the value and they get the service!

You are a big believer in the power of adding more value. Can you 

give us an example of this?

There is a law of income that states ‘You will be paid in direct proportion 

to the value you deliver according to the marketplace’. In other words, if 

you don’t deliver a heck of a lot of value, you don’t get paid a lot. Do you 

remember the Demtel man? How long would he have lasted if he didn’t 

offer money-back guarantees, time to pay for the products and three, 

four or five products for the price of one? He offered so much value for 

money that a massive amount of people took him up on his offer.

In my seminars I have a way of demonstrating the power of added value. 

Even though my wife has seen this demonstration countless times now, 

if she’s travelling with me, she still makes sure she’s in the room for the 

‘auction’ because apart from the fact that it really gets the message across, 

it is also very entertaining! So here is how it goes…

I hold up a Mars bar and say to the audience, ‘Are there any chocaholics 

in the room apart from me?’ Most of the audience usually confess. ‘Who 

else in the room has a Mars bar?’ (No one has to date.) ‘Ah, a captive 

audience. I can charge what I like,’ I continue, ‘but it’s not just any Mars 

bar, it’s an extraordinary Mars bar. Why? Well for a start, if you send in 

the wrapper, you might win another one! One in every six wrappers is 

guaranteed to be a winner. And Mars are very generous because as you 

can see this Mars bar is 20 per cent bigger for the same price! But look, 

you can also have the chance to win a free car, just by buying a Mars bar! 

You might even enter the draw to win $250,000! I have even seen where 
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they have 200 ‘Mars’ fridges to be won! So who will give me $10.00 for 

the Mars bar?’

Sometimes at this point, a severely addicted chocaholic has heard the 

words ‘Mars bar’ enough times to make them start salivating and they’ll 

open the bidding. I continue, ‘Remember this is no ordinary Mars bar, 

it’s an extraordinary Mars bar…because it comes with this video What’s 

Hot, What’s Not – Boom Businesses of the New Millennium…’ And I 

go into detail about the benefits of the video to anyone in business or 

contemplating getting into business and looking for the right vehicle. I 

then ask for a higher bid, say $20.00.

It goes on like this as I introduce more and more manuals, books, videos 

and a free consultation, espousing the value and benefit of each item, to 

an increasingly hungry audience. And as they bid higher and higher for 

more and more added value, the pace of bidding quickens and when the 

bid reaches a certain level, there are often two or three who will begin to 

attempt to outbid each other.

By adding value in this manner, I have got as much as $6,000 for the 

Mars bar at auction, and as little as $150 in a very small group. What 

does this tell you? Adding value has a profound effect!

What is a business system and should businesses have a system 

for their marketing?

A business system is a repeatable process that produces a predictable and 

profitable outcome every single time. In other words:

S ave

Y our

S elf

T ime

E nergy

M oney

 I  have got  as  much 

as  $6,000 for  the Mars 

bar  at  auc t ion… 
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A good system is one that works without you having to be present 24 

hours a day. Systems deliver predictable and consistent results. And a 

marketing system is arguably the most important kind of system that an 

entrepreneur can introduce to the business.

A marketing system is a systemised way of growing your business. It must 

relate to your advertising, your corporate colours, the way you answer 

your phone, your selling procedure…basically any part of your business 

that is designed to attract and make sales. And of course, you must have 

a system for testing and measuring your marketing activities.

Why do you like repeatable processes more than new initiatives?

In order to be truly successful you need to put in systems that can be 

repeated anywhere. That way, you ultimately only have to do the work 

once! I believe that you need to imagine that your business is going to be a 

prototype, which is going to be operating in one hundred more locations. 

Or that your sales process is going to be repeated ten thousand times.

That said, the business must ultimately run without you for this to 

work. This isn’t always easy in the beginning. In the first six months I 

didn’t set foot outside the door in most of my businesses because I was 

creating the system. I was very involved and was there most days well 

into the evenings. After the six months though, I withdrew. I had it set 

up so that someone else could run the day-to-day operations. I worked 

on expansions and growth (by repeating the processes elsewhere), and 

on selling the business. And that’s what provided me the opportunity to 

cash out at the end.

At your seminars you talk about the ‘duplication’ factor being the 

fastest way to make serious money. Can you explain it further?

This is my philosophy: business should be nice and boring! Get your 

kicks somewhere else because when something is working, keep repeating 
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it. The fastest way to make money is to have something that works and 

keep doing it over and over, while continually improving it.

Ray Kroc was a salesman who sold blenders to restaurants. One of those 

restaurants happened to be McDonald’s. It was owned by the McDonald 

brothers, who ordered not one, but four blenders for making milkshakes. 

Four seemed to be an excessive number of blenders for one restaurant, 

so Ray investigated. He was amazed to find queues winding their way out 

the door – obviously business was firing!

Ray then got involved in the business, kicked the McDonald brothers 

out, kept the name, systemised like crazy and then said, ‘Okay, I’ve got 

a system in one location that works. Does anyone want to pay for the 

rights to use my system?’

When you go into any McDonald’s in your country, what do you get? The 

same boring thing! What you are getting is consistency. You will get the 

same Big Mac that you will get three thousand miles away. People come 

to depend on that consistency and that’s the beauty of duplication.

Why should business owners think about selling their business 

while they are building it?

The difference between an average business owner and a truly successful 

entrepreneur is that the entrepreneur starts with the end in mind.

You must think about selling from day one. You must enter into business, 

as I have done, with the intention of cashing out! When I start a business, 

I write down a sum of money in my business plan that I would be happy 

to receive in the event that I sell. Often when the business is worth that 

amount, I sell out. That’s the power of intention. You don’t have to sell 

your business, but I believe it is a good idea to put yourself in a position 

where you can choose to become an instant success if you want to.
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When I was younger I knew a lady called 

Gerda. She is now retired, but she used 

to own a fruit and vegetable business not 

far from some friends of mine. It was 

called the Fruit Barn – Gerda knew her 

stuff and the place was always busy. The 

Barn was set on some acreage on a main 

road that led to a beach and while it got 

heaps of traffic all year round, in summer 

it was very busy. People stopped off on 

their way home from the beach, not just for a few tomatoes and a lettuce, 

but for fresh bread, cakes and buns, ice-creams, soft drinks and so on.

One day she decided to sell it. She made a fortune on the deal as this 

place was a hub, but the people who bought it were hopeless! They ran 

the business into the ground – fruit was surrounded by fruit flies, the 

place was shabby and unkempt, and staffed by disheartened miserable 

assistants. Of course there were no customers. So Gerda bought the Barn 

back for a song, and built it back up again.

Two years later, with the business back in top condition, making a small 

fortune – she decided again to sell it. And guess what? Same thing 

happened! Incredibly, she bought it back again! And this time the new and 

sadly incompetent owners settled for just being let out of the lease. Over 

the years this happened four times, and Gerda laughed all the way to the 

bank each time! She finally sold it to some people who knew what they 

were doing and who made it even better. And the buyers who recently 

bought it are making it even better again. But is Gerda worried? What 

do you think? She cashed out – not once, but four times!

Just as Gerda discovered, I think the most lucrative product you will ever 

sell is the business itself. You could be on $150,000 a year, but that doesn’t 

compare with selling a chain of stores that you sold for $1.6 million in 

the space of two years!

 So  G erda bought 

the Barn back for  a 

song, and bui l t  i t 

back up again . 
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What recommendation would you make to someone who wants to 

succeed in marketing?

Don’t give up! Research has shown that the average entrepreneur goes 

through 3.8 failures before achieving significant success! So go ahead, 

screw it up and embarrass yourself a lot – fast! There is incredible value 

to be found in the mistakes you make. In fact, there is arguably more 

value to be found in making mistakes than getting it right the first time! 

Remember: I think I am successful – therefore I am successful.
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Mal Emery has kindly offered a FREE BONUS GIFT valued at $47.00 to all 

readers of this book…

46 Action Provoking Money Making and Marketing Ideas from Australia’s 

Rebellious Master of Cashflow – Mal went from being an illiterate academic 

failure to a best-selling author and the buyer and seller of more than 30 

businesses. Now discover his 46 action provoking money making and marketing 

ideas for yourself!

Simply visit the private web page below and follow the directions to download 

direct to your Notebook or PC.

www.SecretsExposed.com.au/marketing-experts 

D FREE BONUS GIFT
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We imagine that by now your head is probably spinning with a multitude 

of marketing and business building strategies. Saying that, it is clear that 

the marketers in this book have a number of constant messages – among 

them, the importance of a focused plan, market research, having a point 

of difference, testing, measuring and taking advantage of technology, just 

to name a few.

Despite the title of this book, there really is no great secret to building a 

profitable business. As this book demonstrates, all the information you will 

ever require to succeed is freely available, as long as you have the drive, 

courage and ‘smarts’ to actively seek out what you need to know. 

However, the real driver of success is simply implementation – the ability 

to put into practise, and take action on the things you hear and read. 

After years of working with people we have seen that this rarely happens 

by simply reading something once. It comes from re-reading, reflecting 

and then applying – not just once but until it becomes a habit and part 

of your life.

With this in mind our strongest recommendation is that you do this exer-

cise: re-read each of the chapters of this book, and with a notepad and pen 

by your side, write your answers to these two questions:

• What are the three most important things I’ve learnt from this 

chapter? 

• How can I implement these learnings into my life, starting today?
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Yes, we know that it is going to take some time, but as they say, the only 

place where success comes before work is in the dictionary. And we are not 

talking about physical work, a bit of solid thinking is all it takes. So give it 

a try, after a few short weeks you’ll be amazed at the impact it will have. 

Also, as we said in the preface of this book, you are your most valuable asset 

so make sure you keep investing in yourself. That is why we have provided 

the many bonuses for you. Make sure you go to the webpage (that’s if you 

haven’t already) and download all of the gifts. They contain some fantastic 

material, which you will wholeheartedly enjoy.

In closing, remember this: ‘Nobody can go back to the beginning and make 

a brand new start. But everyone can start from now and make a brand new 

end’, so begin on your path now! Don’t worry about the past, and don’t 

worry that you don’t know enough – you probably never will. Just make 

a start, begin on your path today and continue learning as you go. 

We trust that you’ve enjoyed this book. It has been a real honour to work 

with these amazing marketers and share their stories. Take their ideas to 

heart, put them into action and watch your dreams soar.

DREAM BIG!

Dale Beaumont and Neil Murphy

P.S. For anyone either looking to start their own business, or already doing 

it, we strongly recommend also reading Secrets of Male Entrepreneurs 

Exposed! and Secrets of Female Entrepreneurs Exposed!  These two books 

provide invaluable insights from many large, high-profile businesses, 

which will provide more great strategies to further expand your mind and 

increase your success.

F I N A L  T H O U G H T S2 9 4
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Other ‘Secrets Exposed!’ Books Available Now

Secrets of Male Entrepreneurs Exposed!

Secrets of Property Millionaires Exposed!

Secrets of Female Entrepreneurs Exposed!

Secrets of Young Achievers Exposed!

Secrets of Small Business Owners Exposed!

Secrets of Great Public Speakers Exposed!

Secrets of Inspiring Women Exposed!

Secrets of Great Success Coaches Exposed!

Secrets of Entrepreneurs Under 40 Exposed!  

Secrets of Top Sales Professionals Exposed!    

Secrets of Stock Market Traders Exposed!  

 Other ‘Secrets Exposed!’ Books Launching soon

Secrets of Inspiring Leaders Exposed!

Secrets of Top Business Builders Exposed!    

 Secrets of Internet Entrepreneurs Exposed!   

For the latest information on the release of the above 

‘Secrets Exposed!’ books, please visit:

www.SecretsExposed.com.au or www.DaleBeaumont.com
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D How to claim your free bonus gift…

Simply visit the special web page below and 
follow the directions to download your free gifts:

www.SecretsExposed.com.au/marketing-experts

Some of our contributors have generously offered FREE bonus gifts to all 

our readers. Here are some of the things you’ll receive simply by visiting our 

website:

FREE GIFT # 1 ($47.00) Little Known Secrets To Internet Marketing Success 

– For years Shaun has been building successful businesses both on and offline 

and during that time he has worked with multi-million dollar public and private 

companies and, in many cases, been responsible for their success. In this audio 

you will learn Shaun’s fundamental online marketing principles, which can help 

you to grow your business sooner and maximise your profits.

FREE GIFT # 2  ($97.00) Squash Lessons For Marketing – In this e-book, you 

will discover a sports metaphor to simplify exponential marketing strategies 

to transform you into an entrepreneurial business champion! With dozens of 

examples, Dr Dussault, an avid A-Grade competitive squash player, uses humour 

and his in-depth appreciation for the game of squash to extract key distinctions 

of success that can transform how you see your business playing field. 

FREE GIFT # 3  ($29.95) 17 Ways To Achieve Personal Success – Darren 

Stephens, Chairman of the Mars Venus Global Coaching Network, shares 39 

pages of powerful strategies and success secrets. Learn how to unlock the inner 

secrets to wealth and riches by using your EQ (Emotional Intelligence).

FREE GIFT # 4  ($24.00) The Simple Things Stopping You From Getting What 

You Want – Have you ever found yourself not following through on your goals 

and not knowing why? In this exclusive interview, Brett McFall reveals the 

secrets that made the difference in his life – catapulting him from a $30,000 a 

year boring office job to a millionaire lifestyle, travelling the world and helping 

thousands of others to achieve their goals too.
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…valued at over $397

* The free bonus gifts offered by contributors are current at the time of printing. If a particular gift is 

no longer available, we will substitute another gift of similar value and content. For the most up-to-date 

information please visit www.SecretsExposed.com.au/marketing-experts.

** The intellectual property rights (including trademarks and copyrights) associated with each of the bonus 

gifts offered are those of the respective creators. Unauthorised distribution, modification or copying of any 

of these documents is prohibited without the express written permission of the creators.

FREE GIFT # 5  ($57.00) Joint Venture Success Made Easy – Over the past seven 

years, Kerwin Rae has trained over 350 consultants in business development, 

marketing, sales and peak performance strategies. Now Kerwin will teach you 

the secret steps behind creating powerful joint ventures and strategic alliances 

that make money fast.

FREE GIFT # 6  ($14.95) How To Get Suppliers To Pay For Your Marketing 

– Since purchasing the Caterers Warehouse three years ago, Sharon has turned 

it into a multimillion-dollar business with an online presence serving national 

and international clients. Now learn Sharon’s handy points for negotiating with 

suppliers, including what to ask and how to best present your proposal.

FREE GIFT # 7  ($37.00) Testimonial Gold: How To Get Your Customer To Give 

You Testimonials That Will Explode Your Business’s Cash Register – In this 

free report, you will discover how to get cash-pulling testimonials from your 

customers. It covers the five major reasons why customers don’t buy from you! 

It also gives two brilliant examples of cash-pulling testimonials plus a copy of 

a testimonial-generating letter that you can copy, and so much more!

FREE GIFT # 8  ($49.95) A Vision For The Future Workbook – Tony Gattari 

believes that successful people set goals. In this workbook, which also includes 

an audio download, you will learn the power of goal setting, vision and having 

a mission statement for your business and your life. You will also learn how to 

manage and prioritise your time better.

FREE GIFT # 9  ($47.00) 46 Action Provoking Money Making and Marketing 

Ideas from Australia’s Rebellious Master of Cashflow – Mal went from being 

an illiterate academic failure to a best-selling author and the buyer and seller of 

more than 30 businesses. Now discover his 46 action provoking money making 

and marketing ideas for yourself!
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to make this book possible. Some of them have their own books and other educational 
products – for more information, feel free to contact them directly. 
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Phone: (07) 4031 8888   Fax: (07) 4031 8088
Email: info@andrewgriffiths.com.au
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Books Include: 101 Ways to Market Your Business, 101 Ways to Really Satisfy Your Customers, 
101 Ways to Have a Business and a Life, 101 Ways to Advertise Your Business
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To Get The Best Grades With The Least Amount Of Effort
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Email: darren@marsvenuscoaching.com
Website: www.marsvenuscoaching.com
Books: The Success Principles, 17 Ways To Achieve Personal Success
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Address: 1/23 Bowden Street Alexandria NSW 2015
Phone: (02) 9698 2225   Fax: (02) 9698 2226
Email: mbutler@anasazihome.com
Website: www.anasazihome.com
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Website: www.brettmcfall.com
Books: The Lazy Way To Advertising Riches, Inside Secrets of Advertising

Stuart Gordon – Giant Promotional Products Pty Ltd
Address: 30 Brush Road Eastwood NSW 2122
Phone: (02) 9858 8888   Fax: (02) 9858 8800
Email: stuart@giantpromotions.com.au
Website: www.giantpromotions.com.au

Kerwin Rae – Business Mastery
Address: Level 11, 75 Miller Street North Sydney NSW 2060
Email: kerwin@kerwinrae.com
Website: www.kerwinrae.com

Malcolm Auld – Malcolm Auld Direct Pty Ltd
Address: PO Box 298 Manly NSW 1655
Phone: (02) 9976 0900   Fax: (02) 9976 0644
Email: inquiry@madmail.com.au
Website: www.malcolmaulddirect.com
Books: Direct Marketing Made Easy, E-Mail Marketing Made Easy, The Little Book Of 
Marketing Truths

Sharon Tieman – Madame Marketing
Phone: 1800 247 835   Fax: 1800 247 985
Email: info@madamemarketing.com
Website: www.madamemarketing.com.au 
Book: If I’m So Successful – How Come I Never Get To Be On Top! 

Scott Wilson – The Entrepreneurs Copy Writer
Phone: (+64) 21 891 934
Email: scott@theentrepreneurscopywriter.com
Website: www.theentrepreneurscopywriter.com

Tony Gattari – Achievers Group
Address: Level 1, 284 Bobbin Head Road North Turramurra NSW 2074
Phone: (02) 9440 7373   Fax: (02) 9440 7444
Email: tony@achieversgroup.com.au
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Other great titles now available

To order your copies online and save, visit:

Secrets of Male Entrepreneurs Exposed!

In this book you’ll discover:

• How to come up with your multimillion dollar idea
• Creative ways to raise hundreds of thousands in capital
• How to build and lead a champion team 
• Unique marketing ideas that will explode your profits
• Master techniques to influence people and sell your ideas  
• What it takes to get media exposure and loads of free 

advertising 
• How to package and franchise your business to go global

Featuring written material by:

Jim Penman (Jim’s Mowing) • Siimon Reynolds (Photon Group) 
• Justin Herald (Attitude Clothing & Intimidate) • Phillip Mills (Les Mills International) 
• Tom Potter (Eagle Boys Pizza) • Brad Sugars (Action International) • Tim Pethick 
(nudie Founder) • Douglas Foo (Apex-Pal International) • Michael Twelftree (Two 
Hands Wines) • Domenic Carosa (destra Corporation) • Jim Zavos (EzyDVD) • Craig 
Lovett (Cleanevent International) • Glenn Kiddell (VitaMan Skincare) • Trevor Choy 
(Choy Lawyers) • Joseph Chow (ironfish)

Secrets of Property Millionaires Exposed!

In this book you’ll discover:

• The essential qualities of all top property investors
• All the various property strategies and which one is right 

for you
• How to make money whether the market is going up or 

down
• Master negotiation techniques that will save you 

thousands
• How to structure your portfolio correctly to minimise tax
• How to use partnerships and joint ventures to explode 

profits
• Expert tips on market trends and future growth areas

Featuring written material by:

Hans Jakobi (Australia’s Wealth Coach®) • John Fitzgerald (Multimillionaire Investor) 
• Craig Turnbull (Author, Speaker & Mentor) • Patrick Bright (Leading Buyers’ Agent) • 
Dymphna Boholt (Asset Protection) • Sam Vannutini (Renovations Expert) • Edward 
Chan (Taxation Specialist) • Gordon Green (Residential & Commercial Investor) • Peter 
Comben (Property Developer) • Rick Otton (Vendor Financier & Wrapper) • Gary & 
Jenny Leather (Husband & Wife Duo) • Michael Yardney (Property Commentator) • 
Chris Gray (Lifestyle Mentor)
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Secrets of Female Entrepreneurs Exposed!

In this book you’ll discover:

• The skills of starting and running your own business
• How to establish your client base and deliver a 

professional service
• The secrets of networking and creating business 

partnerships
• Creative tips for finding and training your team
• How to receive media publicity and lots of free 

advertising 
• What you need to do to expand your business ideas 

around the world
• How to effectively balance business success and 

family life

Featuring written material by:

Sonia Amoroso (Cat Media) • Joanne Mercer (Joanne Mercer Footwear) • Sue Ismiel 
(Nad’s Hair Removal) • Carol Comer (High Impact Marketing) • Sue Whyte (Intimo 
Lingerie) • Kristina Noble & Simone Babic (Citrus Internet) • Sandy Forster (Wildly 
Wealthy Women) • Katrina Allen (DeJour) • Suzi Dafnis (Pow Wow Events) • Tanya 
Bension (Corporate Training Australia) • Amy Lyden (Bow Wow Meow) • Margaret 
Lomas (Destiny Group) • Suzy Yates (Baystreet Mediaworks) • Kristina Karlsson (kikki.
K) • Shelley Barrett (ModelCo.) • Kirsty Dunphey (M&M Harcourts)

Secrets of Young Achievers Exposed!

In this book you’ll discover:

• What it takes to become a real success
• How to know what you want to do with your life
• How to get motivated and stay motivated
• How to overcome criticism and discouragement
• What all super-achievers have in common
• How to reach the top of any career, fast
• How to turn your dream into reality

Featuring written material by:

Bec Hewitt (Celebrity Actress) • Jesse Martin (Young Adventurer) • Chelsea Georgeson 
(Pro Surfer) • Amy Wilkins (TV Presenter & Fitness Coach) • Hugh Evans (Community 
& Aid Worker) • Ilona Novacek (Leading Model) • Ben Korbel (International DJ) • 
Stephanie Williams (Ballet Dancer) • Tim Goodwin (Aboriginal Activist) • Simon 
Tedeschi (Concert Pianist) • Torah Bright (Pro Snowboarder) • Jeremy Lim (Singaporean 
Ambassador)
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Other great titles now available

To order your copies online and save, visit:

Secrets of Great Public Speakers Exposed!

In this book you’ll discover:

• Why the ability to communicate in public is critical to your 
success

• The essential skills all successful speakers have in common
• How to overcome fear and project confidence to your 

audience
• How to plan and structure a presentation for maximum impact
• How to use the right type of humour and have your audience 

in stitches
• Simple techniques to communicate subconscious messages
• What it takes to make $1 million a year as a professional 

speaker

Featuring written material by:

Doug Malouf (Speaking Coach) • Shelley Taylor-Smith (World Champion Athlete) • Carl 
Barron (Leading Comedian) • Matt Church (CEO Thought Leaders) • Peter Sheahan 
(Generation Y Expert) • Catherine Devrye (Best-selling Author) • Gavin Blakey (Former 
Toastmasters President) • Chris Rewell (Image Consultant) • Ron Lee (Corporate Ninja) 
• Lisa McInnes Smith (International Influencer) • Billy Graham (Boxing Champion) • 
Candy Tymson (Gender Differences Expert) • Michael Rowland (Personal Development) 
• Ron Tacchi (Corporate Speaker) • Robyn Henderson (Networking Expert) • Amanda 
Gore (International Speaker)

Secrets of Inspiring Women Exposed!

In this book you’ll discover:

• How to set and achieve your personal and career goals
• What it takes to conquer fear and overcome blocks 
• Inside secrets to attracting wealth and financial security
• How to lose weight, feel great and look ten years younger
• The ingredients for joy-filled relationships and a lasting 

marriage
• Practical ideas to make a real difference in your community
• How to be a great parent and master work/life balance

Featuring written material by:

Lauren Burns (Olympic Gold Medallist) • Miriam Schafer (Holistic Life Coach) • Rosie 
Pekar (Dynamic Motivational Speaker) • Jo Cowling (Biggest Loser Contestant) • Mia 
Freedman (Former Editor of Cosmo) • Kim McGuinness (Founder Network Central) • 
Lisa McInnes-Smith (Best-selling Author) • Terry Hawkins (Human Performance Coach) 
• Jennifer Jefferies (Work/Life Balance Expert) • Denise Hall (Entrepreneurial Mother) • 
Cydney O’Sullivan (Multimillionaire Investor) • Sally Anderson (Legacy Coach) • Simone 
Preston (Founder Business Women Connect)
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Secrets of Small Business Owners Exposed!

In this book you’ll discover:

• Creative ways to raise money to get your business idea 
started

• Dozens of low-cost marketing strategies that really work
• How to find ambitious and loyal staff to grow your business 

even faster
• What it takes to develop lifelong customers and word-of-

mouth promotion
• How to buy established and profitable businesses for very 

little money
• What to do to expand nationally and tap into large overseas 

markets
• How to effectively juggle your business, personal and family lives

Featuring written material by:

David Staughton (Think Big) • Chris Males (Pro-Fit Corporate Health) • Joshua Nicholls 
(Platinum Electrical) • Libby Dedman (Just Liberated) • Peter Gow (Creative Capital) • 
Tina Tower (Reach Education Centre) • Dr Ari Diskin (Diskin Life) • Peter Beaven-Davis 
(The Eagle Group) • Wayne Burgan (Cashflow Manager) • Geoff Lyons (Haka New 
Zealand) • George Bakrnchev (Red Day Coaching) • Maggie Mason (Barcode Direct) 
• Tony Steven (Association Offices) • David Nevell (Inventors HQ Australia) • Morris 
Miselowski (Success Through Focus)

Secret of Great Success Coaches Exposed!

In this book you’ll discover:

• How to redesign your life and get on the path of real success
• What to do to align your values and set meaningful goals
• How to totally break through anxiety, phobias and emotional 

blocks
• The secret ingredient to a joy-filled and lasting married life
• How to manifest financial wealth faster than you ever 

thought possible
• How to have unlimited health, wellness and vitality
• How to turn your wildest dreams into reality

Featuring written material by:

Dr John Gray (Author of Men Are From Mars, Women Are From Venus) • Pat Mesiti (Mr 
Motivation and Author of How To Have A Millionaire Mindset) • Dr John Demartini (Author 
of You Can Have an Amazing Life in Just 60 Days!) • Domonique Bertolucci (Success Coach 
and Author of Your Best Life) • Peter Barr-Thomson • Samantha McDonald • Anders 
Sorman-Nilsson • Laurence Harrould • Andrew May • Pip Mckay • Paul Blackburn • 
George Faddoul • Josephine Thomson • Anni Haque • Michelle Duval
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Free  CD and guide to help 
you discover how to publish 
your own book and become 
a best-selling author

Would you like to sky-rocket your credibility, be seen as an expert 
in your field and open up doorways to publicity that others can 
only dream about? Then it is probably time you wrote your own 
book…

After receiving hundreds of calls and emails, best-selling author Dale Beaumont 

decided to create a range of resources to help other aspiring authors, and 

reveal everything you need to know to write, publish and market your own 

best-selling book.

Starting with a free 68-minute Audio CD and a 43-page Publishing Guide 

(valued at $147) you’ll discover…

• The 7 quickest and easiest ways to get your book published. 

• Over a dozen costly mistakes that 98% of new authors make and how you 

can avoid them.

• What every author should know about major publishers, specialised 

publishers, literary agents, self-publishing and vanity publishers before 

trying to get published. 

• Why co-authoring a book can double your chances of getting published. 

• The correct royalty percentage that every author should be paid, 

so you don’t get paid less than what you deserve. 

• Why hiring the right vanity publisher almost guaran-

tees your book will be published, but the wrong 

one can send you broke. Learn where to find the 

credible ones. 

• Should you self-publish your book? Discover 

the pros and cons about publishing and 

self-publishing before you make this vital 

decision. 
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And the best part is, this information is written in plain english, so you do not 

need any previous book publishing experience or prior knowledge to under-

stand it!

“Whether you are a fiction, non-fiction or even a poetry writer, Dale Beaumont 

will change the way you think about publishing – forever! Absorb his wisdom and 

follow his plan.”

Dan Poynter (World’s Leading Self-Publishing Expert and Author of over 100 

books)

“Dale’s information has equipped me with all the nuts and bolts on how to become 

an author, not just dream about it! Thanks Dale for your genuine passion for 

publishing and generosity in sharing it with us. I guarantee you will be mentioned 

in my first book!”

Yang Suk Jung

“Without a doubt, Dale is one of the most informed people in the world when it 

comes to book publishing. Having Dale’s information will literally guarantee your 

success as a publisher.”

John Bertone (Businessman and author of Mobile Phone Secrets)

“I’m blown-away with the amount of information being given so openly and freely. 

I discovered that you don’t need years of study in publishing to get started. The 

information provided is sufficient to get out there and get my books out. Thank 

you for taking the time to share. I recommend this information to anyone because 

it helps to totally eliminate the fear of publishing.”

Gaz Lowe (Author of Whispers of the Real Heart)

Whether you have already had your book rejected by a 

mainstream publisher, or you have an idea but are yet to 

get started…you’ll get the information you’ll need to get 

into print fast!

To download your free 68-minute Audio CD and 43-page Publishing Guide 

(valued at $147) today simply visit the following website…

www.GetPublishedSecrets.com
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Discover the amazing success 
behind Australia’s leading 
educational and ‘ l ife-skills’ 
program for teenagers and 
young adults

After six years and more than 10,000 thrilled participants in four 
countries, your teenager now has the opportunity to experience 
the highly acclaimed 21⁄2 day advanced life-skills seminar 
‘Empower-U’…

• Do you feel that your teenager could be achieving more, but can’t seem to 

get them motivated?

• Do you want to give them the best education possible?

• Do you want them to have every means at their disposal to live a happy, 

successful and rewarding life? 

Then you need to discover why thousands of parents agree that the 21⁄2 day 

‘Empower U’ program is the best decision you can make for your son or daugh-

ter’s future…

In a fun, teenager-friendly environment, Dale Beaumont and Brent Williams will 

reveal the very same motivation and high-achievement secrets that propel the 

world’s top performers to success – and that are already working wonders for 

thousands of kids across Australia. Secrets that your child will learn and apply 

to their life immediately. Secrets we’ve made so simple to understand and use 

that you will notice immediate improvements.

At Empower U your child will become so motivated, so focused, 

and so determined to succeed that they could well become 

a super-achiever in a very short time. Your child will 

walk away from Empower U with total belief in their 

own abilities and absolute certainty that they can 

achieve anything they want. Plus, they will have 

a ‘toolkit’ full of specific strategies they can use 

to convert their desires into tangible, real-world 

results – starting right away!
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It doesn’t matter whether your child just needs some friendly encouragement 

or a total ‘attitude overhaul’, Empower U will give them the belief, tools and 

strategies they need to get moving in the right direction.

“I am so glad that a friend told me about Empower U. My daughter attended 

almost two years ago at the age of fourteen. She is now seventeen and more 

motivated than ever. I think the most amazing thing about her experience is that 

it was not just a one-off. They have supported her the whole way and that has 

been just terrific.”

Peter Stacey (Father of Jessica)

“Empower U was absoultely awesome! I have never truly learned, enjoyed and 

been touched by something as much as this in my whole life. I think this program 

will significantly impact on my future in a positive note and I can never express 

my gratitude enough.”

Sameer Chowdhury (Age 17)

“My two daughters attended the Empower U program. One excited, one sceptical. 

The change in both of them is truly amazing. I am now such a big fan and I just 

hope that more people take the chance on this that I did. Because then they will 

see what I now see.”

Tura Lechminka (Mother of Alana and Kathryn)

Whether it’s more motivation, improved attitude, better exam marks, a savings 

plan, landing a great job, or just a more open family relationship… you will 

see results fast!

To enrol your son or daughter into the next Empower U program simply 

give us a call or check out our website…

Tomorrow’s Youth International
1300 732 782

www.TomorrowsYouth.com.au
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