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Never Assume

I thought you might like a little
international flavour every now and then,
so here is an ad I saw when I was in
Bulgaria a while ago - aimed at visitors.
See what you think about it.
While I was in Sofia, I was interviewed
by a magazine.
Unless you speak Bulgarian (which I
certainly don't) you won't appreciate
the intellectual depth, uncanny
perception and wit of my responses to
a number of questions.
One of them, however, was: "Have
you ever failed in something; what was
it, and what happened?"
I answered that there probably wasn't
space in their magazine to list all my
failures, let alone describe them in the
exuberant, comic detail they merit.
However, many were due to what
that wonderful retail (and direct
marketing) expert Murray Raphel
called "the curse of assumption".
He pointed out that all too often we
assume people know all about what
we are selling when they don't. And if
people don't know what you're selling,
they are hardly likely to buy it, are
they?
Because we live with what we sell
all the time and think about it
constantly, we presume that
others do. As a result we fail to
mention things we know which
are actually crucial and without
which people simply will not buy.

For instance I once wrote a
mailing for Management Today
which was wonderful in every
respect except that it failed to say
whether it was a weekly or a
monthly magazine. The mailing did
reasonably well because what they
were doing before was so dire.
But still, pretty damn stupid, eh?
So look at the tasteful, elegant ad I
reproduced at the top. It gives
you three useful phrases in
Bulgarian. Very helpful.
Except there is no translation.
Very silly.
The moral is, always show your
stuff to someone who knows
nothing about it and ask if they
understand. You'll be amazed
what you can miss out or ignore.
Once practical thing to do that is
very boring but utterly necessary
is to describe your offering in
complete detail before you start.

Toyota, Unilever, Visa and
Volkswagen. In various capacities
– mostly as a writer – Drayton
has helped sell everything from
Airbus planes to Peppa Pig. His
book, Commonsense Direct and
Digital Marketing, out in 17
languages, has been the UK’s best
seller on the subject every year
since 1982.
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© Copyright 2015, Bizezia Limited, All
Rights Reserved
This article appeared in Better
Business Focus, published by Bizezia
Limited ("the publisher"). It is
protected by copyright law and
reproduction in whole or in part
without the publisher’s written
permission is strictly prohibited. The
publisher may be contacted at
info@bizezia.com (+44 (0)1444
884220).
The article is published without
responsibility by the publisher or any
contributing author for any loss
howsoever occurring as a
consequence of any action which you
take, or action which you choose not
to take, as a result of this article or any
view expressed herein.
Whilst it is believed that the
information contained in this
publication is correct at the time of
publication, it is not a substitute for
obtaining specific professional advice
and no representation or warranty,
expressed or implied, is made as to its
accuracy or completeness. Any
hyperlinks in the article were correct
at the time this article was published
but may have changed since then.
Likewise, later technology may
supersede any which are specified in
the article.
The information is relevant primarily
within the United Kingdom but may
have application in other locations.
These disclaimers and exclusions are
governed by and construed in
accordance with English Law.
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