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A number of you have asked me to explain why (and how) small and medium sized 
entrepreneurial companies should (and do) grow during tough trading conditions such as 
the period we are in now. The secrets lie in asking the right questions, and getting 
effective answers to those questions.  
 
 

 
 

1.) Why should I bother contacting prospects again if they don’t respond to my 
first mailing? 

 
Just think for a minute. How many meetings does it take before you feel comfortable 
forming a friendly, trusting relationship with another person you have just met? Three? 
Five? Perhaps even Ten or More?  
 
On average, let’s say you need to communicate with a person on five separate occasions 
before you decide whether or not that he or she will become a friend with at least a 
degree of mutual trust and respect.  
 
You would think I’m mad if I suggested you should form a trusting friendship after just 
one meeting, wouldn’t you?  
 
Yet that is what businesses expect to do every day of the year!  
 
Perhaps I shouldn’t compare personal relationships with business relationships? Well I 
disagree…  
 
Every successful business relationship is also a personal relationship. People do business 
with people they like and trust. Even on the internet, you must establish trust and 
confidence in your “company personality” before anyone will buy from you.  
 
The more personal I am towards you (in a professional capacity), the more I try to 
understand where you are coming from, your problems, frustrations wants and needs, the 
more friendly, supportive and generous I am in giving to you, the more you will relate 
and respond to what I have to offer you.  
 
Because with each successive contact I have with you (or you have with your prospects) 
the more I have proved you can trust me to provide real value and results for you.  
 
The same is true for any product or service you care to name. And it’s also true for your 
Company.  
 
SO, perhaps the single greatest marketing secret in all the world is this:  
 

Marketing Insanity:  
“Marketing the Same Way Over and Over Again, but Expecting Different Results”  
 
Here are just two of the most important questions you can ever ask yourself and my 
best-reasoned answers for you to consider. And if you want to avoid marketing 
insanity – I urge you to work out a way to apply them to your business.  
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Understand that forming a successful buyer/seller relationship is almost identical to the 
process of forming a personal relationship, but in a professional arena.  
 
To apply this universal law to your own situation, bear in mind two key points: On 
average it takes between five and seven (and up to twelve) contacts before a prospect 
feels comfortable taking the plunge, and buying from you. (This is surprisingly true even 
for low ticket items of £20 or £30 value).  
 
Secondly, 80% of prospects who enquire about a product or service will end up buying it 
within 12 months, but typically less that 20% will buy from the company that they first 
contacted.  
 
Why is this so?  
 
Because they need to be courted, nurtured, reassured, educated and befriended 
first.  
 
And any company that doesn’t acknowledge this basic human psychological need, and 
doesn’t instigate a systematic series of favourable contacts with their prospects (and 
existing customers, too) is passing up THE VAST MAJORITY of  sales that would 
happily come their way with a little extra effort – and a change of marketing strategy.  
 
SO perhaps the second greatest marketing secret in all the world is this: Understand and 
appreciate that prospects are secretly begging to be courted, valued and educated.  
 
The five typical contacts can take various forms. In some selling environments, a 
prospect needs to see your retail advertisement or visit your store five times before 
feeling comfortable enough to buy. In many situations it is up to you to take the initiative. 
For example:  
 

• You send your sales people on at least five separate calls to each qualified  
prospect.  

 
• You mail at least four follow-up letters to a prospect who contacted you with  

an enquiry (five contacts in total) 
.  
• You use a combination of email, phone call, letter, phone again, then send  

another email.  
 
Whatever your specific selling environment, you must create a process of regular  
communication that satisfies the “five contacts or more” need.  
 
 

 .  
2.) My business/products are not exactly sexy. How can I make more people 

appreciate what we have to offer, and respond to our marketing? 

Understand this foundational Marketing Gold Standard, and many, many 
more people will respond and buy from you when you make the effort to court, 
nurture, educate and give to your prospects. 
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This question raises a hugely important point. It has a major impact on the results you 
will achieve … The way you present your offer – and the story you build around it – will 
dramatically impact your enquiries and sales.  
 
Most advertising and direct mail I see is not interesting or compelling because it only 
presents facts or features, and somehow expects the customer to get excited all by 
themselves. In 99.9% of cases, this simply does not happen.  
 
You can create massive leverage when you add a simple story to your sales message. 
Response rates can increase two, three or four fold, sometimes more.  
 
Here are just two ways YOU can create a sales story your prospects will respond to:  
 
One – tell your story. If you sell a luxury or unusual or unique product or provide a niche 
service, or if you have specialist knowledge that has lead you to select particular products 
or develop new variants/upgrades over alternatives in the market you feel don’t offer as 
much value, then share the process and story you have gone through to bring your 
product or service to the market.  
 
Explain how long it took to find exactly the right kind of raw materials you needed. 
Describe how many designs or prototypes had to be thrown out before you produced the 
performance your customers are looking for. Communicate why you insist on 17 separate 
quality checks from raw material sourcing through manufacturing and distribution to the 
point of sale.  
 
Detail the trouble you went to, and the customer field research you undertook before you 
could guarantee your customers would enjoy huge benefits from the best product/service 
you now provide.  
 
Remember, customers and prospects are interested and appreciative of the pains you 
have gone through. Don’t assume your prospects aren’t interested. They need to be 
reassured. They want to know they are buying from the industry experts.  
 
They are desperately keen not to make a mistake in selecting a new service partner or 
buying a critical piece of capital.  
 
Only when they understand the value of what you are offering will they respond in high 
numbers.  
 
Two – identify the benefit you are offering to the customer, and talk it through with them 
in your marketing copy. There is ALWAYS a benefit to your customer, even if you sell 
the most boring, bog-standard commodity item.  
 
The secret is to closely examine and dissect in fine detail whatever it is you sell. Even if 
other suppliers or distributors offer the same product or service, find out what is unique 
about the way that you sell it or provide it.  
 
It could be that you can sell based on best advice, or quickest service, or most beautiful, 
or safest, or most effective, or fastest payback, or most exclusive, or most rugged or 
robust – I could go on, but I’m sure you get the idea.  
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The point is, if I came to your premises and looked carefully at what you sell and how 
you sell it, I can guarantee I will find a benefit or advantage (that you probably take for 
granted) which could be offered to your market to attract greater numbers of leads and 
enquiries for you.  
 
As soon as you do this, your response to every ad that you place, to every letter and 
brochure you send out, to every sales presentation you make, or to every visitor to your 
web site, will multiply two to ten times. And this is without spending a single extra penny 
over and above your current budget.  
 

 
.  
 
I hope you’ve found these two key business questions and answers helpful. Please 
remember, if you would like to discuss how these principles can be applied to your 
market-place, send me an email to richard@common-sense-marketing.com, or call me 
direct on 01692 538 800.  
 
Remember that definition of Marketing Insanity? Well make sure it doesn’t apply to you!  
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You can’t sell sameness. You can only sell differences. Even among products and 
services that seem to be alike, you have to find, or create differences and build 
them into an interesting story that makes your offer “come alive” and imparts 
the benefits and results you deliver. 


