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But most marketers don’t even 
know about it!  

   

This may be the most important 

calculation in business.  
   

Yet very few businesses grasp or 

even know of it.  

   

It is the calculation upon which 

Amazon was built.  

   

Yet it has nothing to do with 

content or copy, branding, 

leadership or all the stuff that’s 

rammed down your throat every 

day.  

   

It is: how much is a customer 

worth to you?  

   

Not just from the first sale, but 

during the entire time that 

customer keeps buying from you.  

   

Once you know you can work out 

the answer to another important 

question.  

   

It is: how long can you afford to 

wait to make a profit – to break 

even on your investment.  

   

Amazon waited for years, 

patiently losing money.  

   

Why did that make Jeff Bezos the 

richest man on earth – until his 

divorce?  

   

Let me explain…  

   

The aim of marketing – and 

business - is to make and keep 

customers. 

 

Those with the courage and 

knowledge to wait longer 

can outspend their competitors to 

do so.  

   

So, they end up with more 

customers.  

   

What’s more the greater the 

number of customers, the 

stronger the brand, revealed my 

friend the late Professor Andrew 

Ehrenberg of London Business 

School.  

   

And the less you pay to get a 

customer and keep that customer 

spending, the more customers 

you can afford to acquire … and 

the longer you keep them.  

   

That’s where we come in.  

   

Because when you’ve been as long 

as I have at this game, you know 

more.  

   

And knowledge is power.  

   

Let us put it to work for you.  

   

If you want to profit from 

ours, put your email address here 

and my colleague Gerald will be in 

touch.   

   

Do it now. This very minute.  

   

 

 

Because - knowledge is only 

power if you apply it before your 

competitors.  

 

Best,  

   

Drayton 

 

© Copyright, Drayton Bird 
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Drayton Bird 

Here’s the calculation that built Amazon…
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Important Notice 
© Copyright 2019, Martin Pollins, 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  
 
Some images in this publication 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 within the United 

Kingdom. These disclaimers and exclusions 
are governed by and construed in accordance 
with English Law. 
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