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Too many businesses use conventional 

advertisements on a "hit or miss" basis 
and, sadly, they get just what they 

deserve - precisely nothing.  I can't 

strongly emphasise enough that a 

business should extend itself far beyond 
the commonplace ways of advertising 

and marketing that everyone else is 

using.   

 
The real trick is to find a way of 

marketing yourself, your business and 

its products or services more wisely 

than your competitors either do or 

could do if they thought about it. 

 

So, what is this trick? 

 

The key to your marketing plan 

depends entirely and absolutely on 

education.  By that I mean the 

education of the customer or client. 

 

First of all, your task is to educate the 

people you sell to about your product 

or service.   

 

Let's say that you sell widgets. Get 

together all the facts and figures about 

widgets, and how your company 

makes them, checks them and delivers 

them - all of this data must be 

included in all of your marketing and 

promotional material.  The next thing 

you'll have to do is to produce a 

booklet or brochure on how 

businesses using widgets can save 

money.  Next you can produce a 

booklet about the advantages to 

customers who use businesses that 

rely on widgets and how they stay in 

business longer - meaning they'll be 

around when you need them to carry 

out routine maintenance work. 

 

So, what you've done is to educate 

your prospects about what it is you 

sell and about your company.  You 

must also educate them in a general 

sense about widgets and how good 

widgets produce good results for 

customers. 

 

Let's move away from widgets. Take 

for example the idea of a professional 

firm that has undertaken a huge 

amount of research about the needs 

and concerns of clients.  Now, they 

would be really daft wouldn't they if 

they didn't tell their prospects about 

that information particularly if they 

knew that factors such as quality, 

guarantees, dependability and 

approachability ranked higher on 

people's shopping lists than technical 

competence. 

 

Believe me, there's no doubt about it 

that education is the most powerful 

marketing tool that any business has. 

 

I learned these ideas from a marketing 

genius called Jay Abraham. He says 

that very few businesses understand 

the need to "Take the customer by 

the hand" - this means that you must 

explain with absolute certainty and 

clarity what you want your customer 

to do - what action they should take, 

what telephone number they should 

ring, what form they should fill in and 

so on.  

 

Next, you'll have to "Tell them Why" - 

this means you'll have to explain why 

your product or service is superior or 

why it's more (or less expensive) than 

that from the competition. If your 

product is superior because you offer 

24-hour back-up service or use the 

latest validation equipment to ensure 

it has a substantially longer life and is 

more reliable than anything else on 

the market, tell your customers. They 

truly want to know. By educating 

them this way, they'll appreciate what 

they buy from you. 

 

And here's another thing - people like 

to deal with "experts". You know 

that's true. Take for example a 

situation where a child is ill. You don't 

stop at the local surgery for too long if 

you're not getting satisfaction. You ask 

to see a specialist, or in other words, 

an expert.  

 

You too can become an expert in 

your own industry or profession. 

You'll have to do your homework first 

to gather all the information about the 

field you work in - such as trends, 

statistics, developments, budgets and 

forecasts, employment patterns etc. 

Then you'll have to get your ideas out 

into the open - in print (The XYZ 101 

ways to achieve ….), on the radio and 

in the press. Try it - it works. 

 

I've kept the best bit until last. Jay 

Abraham teaches that pre-emptive 

advertising is the single most powerful 

technique anybody could ever use yet 

very few businesses use it. With the 

right approach, you could create a 

pre-emptive advantage for your 

business. If you want to see what I 

mean, call me and I'll show you a short 

video clip that gave Mercedes a pre-

emptive advantage over all other car 

manufacturers yet every single one of 

them could have done the same if they 

had been quick enough and smart 

enough. 

 

 

Martin Pollins 
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