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COMMON-SENSE MARKETING REPORT 
 

How to Avoid Waste In Your Marketing And 
Target Only Customers Who Are Capable Of Buying 
 
Every day it’s easy to find hundreds of costly adverts, mailings, brochures and other sales 
messages that could produce many times the response they do, at no extra cost  
whatsoever. How? The key is to target and appeal only to those people who are most 
likely to be in the market for your product or service at that particular time.  Let me 
explain. 
 
Have you noticed that when you are in the market for a particular product, when you’ve 
set your heart on buying something, you become passionate about it. You scour various 
sources for reviews, information, prices, best buys, comparisons between different brands 
or suppliers. You become focused on what you re buying. 
 
Consequently if you keep your marketing focused on these people, you will capture the 
maximum number of customers - and sales. How? 
 

By focusing your sales message directly at them,  
and no one else 

 
Respected marketing strategists Al Ries and Jack Trout, say in their book The 22 
Immutable Laws of Marketing, “The essence of marketing is narrow focus. You become 
stronger when you reduce the scope of your operations. You can’t stand for something if 
you chase after everything.” 
 
The more you focus your sales message on your intended customer and no one else, the 
more you sell. In people’s minds they buy only one thing at a time. So speak to your 
customer as if what you are selling is the only thing they are buying. 
 
By being specific you attract many, many more prospective customers. 
 

So, how do you target these ready-to-buy customers? 
 
To optimise the return on your marketing funds and effort, you must hone your sales 
messages, particularly your headlines and opening statements. They must instantly 
and specifically capture the interest of customers who are ready to buy what you are 
selling. 
 
Clever headlines and abstract images and sales messages do not pull anywhere near the 
same response you can achieve when you use a targeted approach. 
 
By focusing your copy to speak plainly and directly to the needs of the person your 
product or service will benefit, you will gain their attention, and keep it long enough so 
that they read your whole story. 
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Remember, cute and clever does not appeal to anywhere near the same number of people 
as a credible approach. So communicate to your prospects in the same way you would 
talk to them face to face in the pub. You will appeal to them on their own level, and 
they’ll respond in bigger numbers. 
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COMMON-SENSE MARKETING 

 
1. Always aim your headlines and opening phrases directly at the individual 

person you are selling to. 
 
2. Never be clever cutesy, humorous or abstract. It’s a waste of your time and 

budget. 
 

3. Always explain what the real benefit, result and advantage your product or 
service will bring your customer. Remember, people only want to know what’s 
in it for me? 

 
4. Use long, interesting, pertinent copy. Use as many headline words (up to 

seventeen) and as much body copy as you need to fully explain your offer. 
Remember, your sales message cannot be too long. Only too boring. 

 
5. Put yourself in the mindset of the prospect you are targeting. “What’s in it for 

me?” What would he or she most want from your offering? Once you can 
identify that, you can target accurately, and get ready for dramatically better 
results. 

 
 


