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Before writing this Helpful Idea, I 

want to revisit one I sent you 

previously. 
 

It was about the importance of 

the word "you". 

 

I felt almost apologetic when 

writing it, as you would think any 

good marketer knows you must 

talk about the customers' 

interests, not your own. 

 

But to be honest I don't feel too 

apologetic now, because recently I 

went through a selection of the 

websites run by the firms readers 

of this series work for. 

 

The overwhelming majority focus 

on the company, not the 

customer. 

 

They almost all base their 

approach on that deadening 

phrase "About us" and the 

content of most welcome pages is 

inward-looking and boastful "We 

are the leading, etc" stuff. 

 

Now, I realise this may not even 

be your area, that it makes the 

people who run it feel good, and 

it's often suggested by website 

designers who know less than the 

square root of ****-all about 

marketing ... 

 

... And I realise people want to be 

reassured that they're dealing with 

a good firm - but only after 

they've been sold on the benefits 

you offer. 

 

Just think how most people 

come across your website.  

Nowadays it's the first place 

they go after you've attracted 

their interest - when they're 

wondering whether they want 

to go any further. 

 

Here's a good way to look at it. 

When you go to a site, it's as 

though you've just walked into a 

store. You look for a helpful sales 

person. 

 

How would you react if you said, 

"I'm looking for a widget" and got 

this reply: 

"We're wonderful. We're the best 

store in Oxford Street. Would you 

like to read our mission statement? 

The board loves it. Would you like to 

meet our management team? Like to 

read their biographies? See their 

pictures? How about the chairman's 

report?" 

 

Crazy, really? 

 

Well, I'm sorry, but that's what 

many of you are doing. If your 

firm has money to burn, please 

send it to me and I'll turn it into 

profit for you. 

 

But to be serious, this leads me to 

today's Helpful Idea: 

 

Try to find a real-life 

comparison with what you're 

doing. 

 

Don't look at marketing as 

divorced from the real world - 

which is all too easy to do if you 

spend a lot of time sitting in 

meetings talking about strategy. 

Try to imagine an analogy with 

real life, just as I did a few 

moments ago. 

 

To make this clearer, here's 

another two examples. 

 

Suppose people do you a favour in 

real life. What do you do? You say 

"thank you". 

 

That's why thank-you letters - 

which I mentioned in a previous 

note to you - make such sense. 

 

Or suppose you throw a party in 

real life. What would you like to 

know? You'd like to know if 

people enjoyed it. That's why 

questionnaires after events make 

sense. 

 

Like so many other things in life, 

marketing is simple - if you allow 

it to be. 

 

Best, 

 

Drayton  
 

P.S. Don't forget - if you have a 

friend or colleague who you think 

would like to hear from me, 

please forward me their address. 

They'll get a polite invitation - 

which they can decline - and I 

never share my email lists. 
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Important Notice 
© Copyright 2018, 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). (Some images in this 

article are taken from Creative Commons 

– such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

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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