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I spend most of my time on stuff 
which falls under the heading of 

“creative”.   

 

Just words and pictures that sell and 
persuade, and it's very tempting if 

you do something reasonably well to 

imagine it's the most important thing 

in the world.  
 

Of course, advertising or 

marketing are not the most 

important things in the world, let 

alone the creative element.   

   

I was reminded of that when I 

received something from 

somebody who makes a lot more 

money than me.   

 

You may have heard of him: he's a 

former plumber, I believe, called 

Joe Polish, and he makes a ton of 

money.   

   

The heading to the email he sent 

me is Learn to Sell and Market 

Effectively.  

     

Now I want to tell you that, from 

a copywriting perspective, that is 

not the worst heading I've ever 

seen, but it sure as hell isn't one 

of the best.   

 

It could easily be improved if you 

changed the word "learn" to "how 

to" I know this because I've tested 

it.  

 

I know because years ago one of 

my mentors, a man called Gene 

Griffin, pointed out to me that 

nobody wants to learn anything. 

They don't want anything in the 

way of hard work.   

 

 

They want someone else to 

miraculously transfer the 

knowledge to them.  

 

That's another subject you might 

like to think about, but the point 

is that Joe has succeeded himself, 

and then started teaching other 

people how to succeed.   

 

He may not have done it from a 

creative perspective as well as 

many or as well as he could have 

done it.  

 

But he just had a good idea and 

built a fantastic business.   

 

That's where you have to spend 

more of your time thinking about 

than copy or creative. “How can I 

build something that's going to be 

really successful?”  

 

Is there something I've got to 

offer that will catch people's 

imagination?  

 

I have no idea how Joe Polish 

started his marketing business and 

managed to escape from 

plumbing.  

   

Though I do know that he has 

done well without being 

particularly creative.   

 

There are others who I think do 

well without being particularly 

creative.   

 

An even more successful person, 

Dan Kennedy, has made gazillions 

not by being particularly creative 

but by really understanding the 

business of buying and selling to a 

much greater extent than I do.   

 

To be honest, my focus in life is 

not on making as much money as 

possible, but if it is yours, then 

what I've just written will be very 

valuable to you.  

 

Best,  

 

Drayton  

 

© Copyright, Drayton Bird 
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Important Notice 
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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.  
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contained in this publication is correct at the 
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representation or warranty, expressed or 
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Kingdom. These disclaimers and exclusions 
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