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The Guerrilla Marketing Coach Jumpstart Program™

Welcome

The purpose of the Guerrilla Marketing Coach Intensive Jump-
start program is to offer self-motivated business owners and
coaches an opportunity to master the basics of Guerrilla Market-
ing at their own pace.

Originally developed to accompany the popular Guerrilla Market-
ing Coach telecourses, the Jumpstart exercises and training mate-
rials that follow have become so popular that—in response to
many requests—we have decided to make them available for all.

Nothing can replace structured group learning in the company of
your peers. As Napoleon Hill wrote in his landmark book, Think
and Grow Rich, the creative exchange of ideas that takes place
when entrepreneurs get together greatly multiplies the power of
a single individual’s mind. The power of one plus one is, indeed,
far greater than two.

Yet, when time or other resources prevent taking part in group
exchanges of ideas, the following materials offer the next best
thing; a unique opportunity to profit from the combined experi-
ences and knowledge of Guerrilla Marketers throughout the world
gained during the last twenty-five years.

How to use these materials

| encourage you to work on the materials as time permits. Begin
Week 1 and move forward without skipping a week. Each lesson
builds upon the previous ones.

Take the time to fully answer the questions in each session and
review your answers. Many past participants feel that the most
valuable part of the Jumpstart program was reviewing and fine-
tuning their responses to the questions.

It is my sincere hope that you both enjoy and profit from the ma-
terials on the following pages.

Mitch

Mitch Meyerson, Founder
www.GmarketingCoach.com
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1. The Guerrilla Marketing Audios

Click on the red “audios” banner right below. This link will take
you to a web page when you can listen to the audios for the
Guerrilla Marketing Toolkit. You will also receive

information on which audio formats are available.

The beauty of the web is that we will be able to update these
audios and actually add more after you have downloaded this PDF
file. So don’t be surprised if you get some great tapes for free

that weren’t even in the GM Toolkit package ©

Click Here For Your Audios

2. Guerrilla Marketing Toolkit Bonus
Resources

Just click on the banner just below and gain access to a wide

variety of links and resources for your growing business! We

will be updating this page on a regular basis as well.

Click Here For Our Favorite Resources
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Week 1:
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“The names of the marketing game in the 2000’s and
beyond are relationships and service...it takes time to
nurture the customer relationships and render su-
perlative service”

Jay Conrad Levinson
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Introduction

The purpose of Lesson 1 is to help you develop sensitivity to the
importance of developing and maintaining a marketing orienta-
tion.

No matter how good you are at providing the product or service
that has brought you this far, unless your performance compe-
tence is matched by your marketing competence, it’s unlikely
you’ll enjoy all the rewards you deserve.

Accordingly, Lesson | ends with a detailed description of the Guer-
rilla Marketing Competencies. These measure your attitudes to-
wards marketing. Knowing what to do is only part of the solution.
By honestly evaluating your marketing attitudes, you can take the
steps necessary to build marketing into every aspect of running
your business.

This lesson lays the groundwork for the rest of the course. It em-
phasizes the importance of marketing. It encourages you to evalu-
ate your business in relation to your competitors. It helps you to
take stock of your present attitudes toward marketing.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com



The Guerrilla Marketing Coach Jumpstart Program™

It’s a Jungle Out There!

You are surrounded. All around you are enemies vying for the
same bounty. They’re out to get your customers and your pros-
pects, the good and honest people who ought to be buying what
you are selling. These enemies are disguised as owners of small
and medium sized businesses. Several of the enemies are grossly
larger than you. Some have the power and personality of Godzilla.
Many of them are far better funded than you. Some have been
successfully operating their businesses since prehistoric times.

These enemies thrive on competition. They’re out to get you and
get you good. They’re out for the disposable income currently
held by your hot prospects and past customers. They’re out for
the attention of every red-blooded consumer who reads the
newspaper, listens to the radio, watches TV, or grabs a handful of
junk mail out of the mailbox.

Your enemies mean business: your business and your profits. Some
of them can run more ads in more papers and more commercials
on more stations than you’ll ever run. They can mail more mate-
rials to more people than you’ll ever mail. They can outspend you
in every area of marketing that money can buy. But they can’t
outspend you in areas that money can’t buy. And they can’t al-
ways out-think you. If you put up the time, the energy and the
imagination, you can gain the same marketing leverage that many
of your enemies get by putting up megabucks.

If you decide to live by new strategies and practice new tactics,
you can get a substantial piece of the pie. If you begin to use a
low-cost but power packed arsenal of potential marketing weap-
ons available to you, you can actually out-market your competi-
tion. If you don’t, at least one smart competitor will out-market
you. Marketing is emerging from its adolescence, and if you don’t
use it in the battle for prosperous business survival, you’re going
to be the innocent victim of someone else’s attack.

From the The Guerrilla Marketing Attack
by Jay Conrad Levinson
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What is Marketing?

MARKETING IS EVERYTHING YOU DO to promote your business,
from the moment you conceive of it, to the point at which cus-
tomers buy your product or service and begin to patronize your
business on a regular basis. The key words to remember are eve-
rything and regular basis.

Marketing includes:

= The name of your business

= Determining whether you will be selling a product or service
= The method of manufacture or servicing

= The colors, size, and shape or your product
= The packaging

= The location of your business

= The advertising

= The public relations

= Sales training

= Sales presentation

= Telephone inquiries

= Problem solving

=  Growth plan

= Referral plan

= Follow-up

Marketing is a complex process that requires your full attention.

Marketing is a circle that starts with your idea for generating revenue
and completes itself when you have the patronage of repeat and referral
business.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com



The Guerrilla Marketing Coach Jumpstart Program™

Your Coaching Question:

Read the definition of marketing on the preceding page once
again. What could you do this week to bring to life the principle
that marketing is everything you do to promote your business?

“Entrepreneurship is like camping. You’re
complaining the whole time, but when you look back
at it, you think, "That was pretty neat.”

Jim Steiner, President.
Quality Imaging Products
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How is Guerrilla Marketing Different from
Traditional Marketing?

(Click here to listen to Jay Conrad Levinson Audio on this topic)

1. Instead of investing money in the marketing process, you invest
time, energy, and imagination.

2. Instead of using guesswork in your marketing, you use the sci-
ence of psychology, actual laws of human behavior.

3. Instead of concentrating on traffic, responses, or gross sales,
profits are the only yardstick by which you measure your market-

ing.
4. Instead of being oriented to companies with limitless bank ac-
counts, Guerrilla Marketing is geared to small business.

5. Instead of ignoring customers once they've purchased, you have
a fervent devotion to customer follow-up.

6. Instead of intimidating small business owners, Guerrilla Mar-
keting removes the mystique from the entire marketing process
and clarifies it.

7. Instead of competing with other businesses, Guerrilla Marketing
preaches the gospel of cooperation, urging you to help others and
let them help you.

8. Instead of trying to make sales, Guerrilla Marketers are dedi-
cated to making relationships, for long-term relationships are
paramount in the new millennium.

9. Instead of believing that single marketing weapons such as ad-
vertising or a website work, Guerrillas know that only marketing
combinations work.

10. Instead of encouraging you to advertise, Guerrilla Marketing
provides you with 100 different marketing weapons; advertising is
only one of them.
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11. Instead of growing large and diversifying, Guerrillas grow
profitably and then maintain their focus, not an easy thing to do.

12. Instead of aiming messages at large groups, Guerrilla Market-
ing is aimed at individuals and small groups.

13. Instead of being unintentional by identifying only mass mar-
keting, Guerrilla Marketing is always intentional, embracing even
such details as how your telephone is answered.

14. Instead of growing linearly by adding new customers, Guer-
rillas grow geometrically by enlarging the size of each transac-
tion, generating more repeat sales, leaning upon the enormous re-
ferral power of customers, and adding new customers.

15. Instead of thinking of what a business can take, Guerrilla Mar-
keting asks that you think of what a business can give in the way
of free information to help customers and prospects.

16. Instead of ignoring technology in marketing, Guerrilla Mar-
keting encourages you to be techno-cozy and if you’re techno-
phobic, advises you to see a techno-shrink because techno-phobia
is fatal these days.

17. Instead of being me marketing and talking about a business,
Guerrilla Marketing is you marketing and talking about the pros-
pect.

18. Instead of attempting to make a sale with marketing, Guer-
rilla Marketing attempts to gain consent with marketing, then
uses that consent to market only to interested people.

“The highest form of public relations is
human relations. People like to buy from
friends, so it is crucial to make the hu-
man bond before you can make a lasting
business bond”

Jav Conrad levinson.
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The 15 Secrets of Guerrilla Marketing

These concepts are probably the reason that many start-up guer-
rillas now run highly successful companies. They are the corner-
stones of guerrilla marketing. These are not just 15 words. Each
one is nuclear-powered and capable of propelling you into the
land of your dreams.

(To View a Flash Movie of these principles visit
http://www.gmarketingcoach.com/movie.htm)

1. COMMITMENT: You should know that a mediocre marketing
program with commitment will always prove more profitable than
a brilliant marketing program without commitment. Commitment
makes it happen.

2. INVESTMENT: Marketing is not an expense, but an investment
-- the best investment available in America today -- if you do it
right. With the 15 secrets of guerrilla marketing to guide you,
you'll be doing it right.

3. CONSISTENT: It takes a while for prospects to trust you, and
if you change your marketing, media, and identity, you're hard to
trust. Restraint is a great ally of the guerrilla. Repetition is an-
other.

4. CONFIDENT: In a nationwide test to determine why people
buy, price came in fifth, selection fourth, service third, quality
second, and, in first place -- people said they patronize businesses
in which they are confident.

5. PATIENT: Unless the person running your marketing is pa-
tient, it will be difficult to practice commitment, view marketing
as an investment, be consistent, and make prospects confident.
Patience is a guerrilla virtue.

6. ASSORTMENT: Guerrillas know that individual marketing
weapons rarely work on their own. However, marketing combina-
tions do work. A wide assortment of marketing tools is required to
woo and win customers.

7. CONVENIENT: People now know that time is not money, but
is far more valuable than money. Respect this by being easy to do
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business with and running your company for the convenience of
your customers, not yourself.

8. SUBSEQUENT: The real profits come after you've made the
sale, in the form of repeat and referral business. Non-guerrillas
think marketing ends when they've made the sale. Guerrillas know
that's when marketing begins.

9. AMAZEMENT: There are elements of your business that you
take for granted, but prospects would be amazed if they knew the
details. Be sure all of your marketing always reflects that amaze-
ment. It's always there.

10. MEASUREMENT: You can actually double your profits by
measuring the results of your marketing. Some weapons hit bulls-
eyes. Others miss the target. Unless you measure, you won't know
which are which.

11. INVOLVEMENT: This describes the relationship between you
and your customers -- and it is a relationship. You prove your in-
volvement by following up; they prove theirs by patronizing and
recommending you.

12. DEPENDENT: The guerrilla's job is not to compete but to co-
operate with other businesses. Market them in return for them
marketing you. Set up tie-ins with others. Become dependent to
market more and invest less.

13. ARMAMENT: Armament is defined as "the equipment neces-
sary to wage and win battles.” The armament of guerrillas is tech-
nology: computers, current software, cellphones, pagers, fax ma-
chines. If you’re technophobic, see a techno-shrink.

14. CONSENT: In an era of non-stop interruption marketing, the
key to success is to first gain consent to receive your marketing
materials, then market only to those who have given you that
consent. Don’t waste money on people who don’t give it to you.

15. AUGMENT: For example, to succeed online, augment your
website with offline promotion, constant maintenance of your
site, participation in newsgroups and forums, email, chatroom at-
tendance, posting articles, hosting conferences and rapid follow-

up.
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Assessing Your Business
12 Key Questions

“Questions are the Answer”—Tony Robbins

Completing the following questionnaire is one of the most impor-
tant assignments you will be asked to do in this program.

Take your time and be as complete as possible. Our suggestion:
write your answers on another sheet of paper. Your answers will
illuminate your path to marketing success.

After you finish, discuss your answers with your marketing partner

or coach.

1. How would you describe your business?

2. What are the key strengths of your business?

3. What are the weaknesses or challenges of your business?

4. What is unique about your business? Why would customers
want to use your business as opposed to your competitors?

5. Where would you like to see your business in the next 6
months?

6. What obstacles might be getting in the way of achieving these
results?

7. What might be getting in the way of converting more pros-
pects into customers?

8. What things are you most passionate about and how are these

reflected in your business?
9. What marketing strategies are you using right now?

10. What is the most profitable aspect of your business? What is

the least profitable aspect of your business?
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11. Do you have a specific strategy for following up with all
prospects? If so, what is it?

12. What specific results do you want to obtain from this course?

“This one step-choosing a goal
and sticking to it-changes everything”.
Scott Reed
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Research Your Competitors

The first step in launching a successful Guerrilla Marketing Attack
is to find out exactly how your business stacks up with your com-
petition. This is commonly referred to as doing research. In
Guerrilla terms this is called spying. Guerrillas find out all they
can by spying on their competitors, their industry, and especially,
themselves. Here’s some ways to snazz up your snooping:

1. Order something. Buy something from yourself. Buy something

from some of your competitors. Do it by phone or mail or in person.
Keep an eagle eye for the smoothness or rough edges in their entire
process and your own. Note especially when they do their follow-up.

See what you can learn to improve your own business.

2. Visit your competitors. You yourself, or your trusted co-spy
should visit your place as a customer might do it, and then
visit the premises of your competitors. Visit their web site
and take notes on every single detail that is better than
yours. Note the little details that win or lose prospects.

3. Phone your competitors. Focus on the personality and atti-
tude of the person who answers the phone. If it's warmer and
friendlier than the person who answers your phone, teach
your phone-answerer how to do it.

4. Request something. Maybe it will be a price list or a bro-
chure. See how your request is fulfilled, concentrating on
speed and follow-up. Do you handle requests as profession-
ally as your competition?

5. Compare everything. Look through the eyes of your pros-
pect and compare your and your competitors' service, pric-
ing, packaging, people, selection, follow-up, signs, quality,
delivery and attitude. Guerrillas know they compete in many
arenas and must be the superior entry at all times.
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4. Buy something. It always helps you to own the product or use the service
of your competitors, because owning is the essence of down-and-dirty spy-
ing and enables you to spot your own deficiencies as well as your own ad-
vantages. If your competition is a public company, buy a share of stock so
that you can spy by means of their annual report and shareholder meeting.

“The average person has four ideas a year which, if
any one is acted on, would make them a millionaire.”

Brian Tracy
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Are You a Guerrilla Marketer?

Test yourself on the
16 Guerrilla Marketing Competencies

Read each statement and score each competency on a scale of
1-10. (1 = poor, 10 = excellent)

Answer every question not only from your own perspective but as
a client or customer would answer for you.

1.

10.

| see every contact with my customers and prospects as mar-
keting. My words, attitudes and actions are all intentional
and based on my marketing goals.

| look at all of my marketing from the customer’s point of
view. | consistently make time to ask my customers and
prospects what is it they really want.

| am aggressive in my marketing efforts.

My marketing attack includes an assortment of strategies. |
make use of many of the 100 marketing weapons (described
in the next section).

If | surveyed my customers today they would agree that |
follow-up in a consistent and timely manner.

| consistently use a marketing calendar to track and measure
the effectiveness of my marketing weapons.

My friends, prospects and customers would all say | am en-
thusiastic and consistently positive in all my interactions.

| focus on having a clearly defined marketing niche.

| have a clear and specific marketing plan that guides my
weekly action steps.

| use online marketing as one of my major marketing weap-
ons. | utilize email, a web site and the vast power of the In-
ternet to reach new prospects and communicate with cus-
tomers.
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11.

12.

13.

14.

15.

16.

The Guerrilla Marketing Coach Jumpstart Program™

| build strong one-to-one relationships with my prospects and
customers knowing that people buy from friends rather than
strangers.

My business is oriented to giving. We often provide free con-
sultations, tips, gifts and information. We make generosity a
part of our overall marketing plan.

| look for ways to amaze my customers with exceptional
service.

| consistently use my imagination to develop marketing
strategies that are unconventional and will capture the at-
tention of my target market.

| actively work on developing strategic alliances with other
businesses.

| take consistent action on my marketing plan.

“All our dreams can come true -
if we have the courage to pursue them.”
Walt Disney
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Where Do You Need To Focus?

The Sixteen Guerrilla Marketing Competencies

This worksheet permits you to track your growing Guerrilla Mar-
keting competency. Remember to score each competency on a
scale of 1-10. (1 = poor, 10 = excellent)

Copy the scores from the previous worksheet. Next week, fill ou
the Guerrilla Marketing Competence worksheet once again, and

t

enter the new scores below. Repeat each week for the next four

weeks.

The areas where you consistently score low represent obstacles,
or roadblocks, to your success. Until you address them, they wil
continue to hold back your progress.

Competency Week 1 Week2  Week 3

1.

Intentionality

L

Week 4

. Sensitivity

. Aggressiveness

Assortment

. Follow-up

Measurement

. Enthusiasm

. Niche

. Marketing Plan
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10.

Internet marketing

11.

Relationships

12.

Giver Stance

13.

Outstanding Service

14.

Imagination

15.

Marketing Partners

16. Consistent Action

“The more | want to get something done,
the less I call it work.”
Richard Bach
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Guerrilla Marketing Imagination

Examples of Guerrilla Marketing in Action

A savvy restaurant owner knew the value of asking the Guerrilla
question, "What other businesses do my customers patronize?”

Realizing that competition was fierce in their neighborhood this
owner used imagination rather than pure marketing dollars to
spread the word of her fabulous food. She distributed coupons for
two free dinners to all the hair styling salons within a one-mile
radius of the restaurant.

Of course the stylists checked out the restaurant. Because the
food was as marvelous as advertised the hair stylists talked it up
to every one of their customers at the salon! As you know gobs of
information is exchanged at a local hair styling salon or barber-
shop. News spread fast and her business became the talk of the
town.

This is an example of true Guerrilla spirit: a tiny investment, a
huge imagination, a happy payoff.

People will always spend money to solve a problem before
spending to improve something that is already OK.

Guerrilla Marketing florist Hugh Atkinson knows that this is true in
every area of life and not just business-to-business marketing. Af-
ter all of the social expressions of the year-end holidays, flower
sales can drop off until Valentines day.

His solution is a small road sign that simply asks, "How mad is
she?" He's never had a busier January thanks to the sign.
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A pizza restaurant in Indiana used imagination to perk up their
marketing strategy. Realizing the intense interest in football they
printed up a two-sided circular. One side read, “half price off of
any large sized pizza at Marios” and their address. The second
side said in bold print "Go Hoosiers".

They handed out the circulars at the entrance to the football sta-
dium and as you might imagine after every hometown touchdown
hundreds of people held up "Go Hoosiers" and thousands of people
read the coupon for Marios Pizza.

“You miss one hundred percent
of the shots you don’t take.”
Wayne Gretsky
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Week One Fieldwork

Assessing Your Business and Marketing Style

1. Complete your Business Assessment 12 questions.

2. Review your GM-I.Q. List the competencies that you scored a
five less. Choose two competencies to focus on this week. Write
them below. What specific action steps would you have to take
to raise these scores?
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3. Research Your Competitors

Visit three of your top competitor’s offices, stores or web
sites—or call them on the phone. Make a list of all of the things
you can learn from them to improve your own business.

1. (Name of Business)

2. (Name of Business)

3. (Name of Business)
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Suggested reading for the week

Guerrilla Marketing, 3" Edition Chapter 1
Mastering Guerrilla Marketing, Chapter 1

“Enthusiasm is contagious. It’s difficult to remain
neutral or indifferent in the presence of a
positive thinker.’

Denis Waitley
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Conclusion

At the end of this first week, you’ve already covered a lot of
ground:

= You’ve seen the differences between Guerrilla Marketing and
conventional marketing.

= You’ve analyzed your business.

= You’ve researched your competition.

Most important, you have reviewed the sixteen Guerrilla Market-
ing Competencies—which play a major role in accelerating your
progress as a Guerrilla Marketer.

Review and score your 16 Guerrilla Marketing Competencies each
week. If you do this, you will rapidly achieve Guerrilla Marketing
success. You will jumpstart your business and get greater sales
and profits.

Next, In Lesson Two, we’ll help you take a closer look at your
business and the benefits it offers your clients and customers. The
information you develop in Lesson Two will play a major role
throughout your Guerrilla Marketing program.
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Resources

Guerrilla Marketing Books

Click here to purchase any Guerrilla Marketing Book

*Mastering Guerrilla Marketing: 100 Profit-producing insights
you can take to the bank!

*Guerrilla Marketing, 3rd Edition: Secrets for Making Big Prof-
its From Your Small Business.

The Guerrilla Marketing Handbook: The Guerrilla Marketers
Almanac.

Guerrilla Marketing Attack: New Strategies, Tactics and Weap-
ons for Winning Big Profits From Your Small Business.

Guerrilla Marketing With Technology: Technology Unleashing
the Full Potential of Small Business

Guerrilla Marketing Online (2nd Edition): Your handbook for
survival and success in cyberspace.

How to Guerrilla Market Yourself: Get what you deserve!

Guerrilla Trade Show Selling: New Unconventional Weapons
and Tactics to Meet More People, Get More Leads, and Close More
Sales.

The Way of the Guerrilla: Achieving success and balance as an
entrepreneur in the 21st century.

Guerrilla Marketing Online Weapons: 100 Low-cost, high-
impact weapons for online profits and prosperity.

Guerrilla Advertising: Cost Effective Tactics for Small Business
Success.

Guerrilla Marketing Excellence: The Fifty Golden Rules for
Small-Business Success.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com

29



The Guerrilla Marketing Coach Jumpstart Program™

Guerrilla Marketing Weapons:100 Affordable Marketing Meth-
ods for Maximizing Profits From Your Small Business.

Guerrilla Selling: Unconventional Tactics for Increasing Your
Sales.

Guerrilla Marketing for the Home Based Business: If you run
a business from home, this book is for you.

Books and Tapes by Mitch Meyerson

Six Keys To Creating The Life You Desire

When Is Enough Enough? What You Can Do If You Never Feel
Satisfied

When Parents Love too Much

Designing the Life Of Your Dreams

Drifting Off To Sleep

Online Marketing Superstars: Inside Secrets From The Most
Successful eMarketers of Our time

*Recommended for this course

30

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com



The Guerrilla Marketing Coach Jumpstart Program™

GUERRILLAMarketing coach

Week 2
Your 7-Step Marketing Plan
Part 1

GUERRILLA
MARKETING
EXCELLENCE
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The first insight of all is that guerrillas plan backwards, beginning
with the attainment of their loftiest goals in the future, then
working back to the present. If you can allow yourself to visualize
success, the path to it will be easier to find.

"A good plan implemented today is
better than a perfect plan
implemented tomorrow."

- General George Patton
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Introduction

Welcome to Lesson Two in the Guerrilla Marketing Jumpstart pro-
gram. The purpose of this section is to analyze your business and

come up with the ammunition you will use when you create your

marketing materials.

Without direction, the most creative marketing mind in the world
cannot be effective. Answer the basic questions that define your
business. When you’re finished, you will find it is easier to com-
municate with your prospects and clients.

Answering these questions also helps you review the basics of ef-
fective marketing. Although you may be familiar with basic mar-
keting theory, many Guerrillas find it useful to refresh their
knowledge as they apply the basics to their own business.

Accordingly, Lesson 2 starts by reviewing a series of questions
that are among the most important you will ever answer. Your an-
swers to these questions will form the core of your marketing
plan.
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Your 7-Step Marketing Plan

1. The Purpose of Your Marketing

"Begin with the end in mind”

-Stephen Covey

What exactly is the outcome you really want from your marketing?

Begin by creating SMART goals: Sensible, Measurable, Achiev-
able, Realistic and Time bound, (i.e. must be accomplished be-
fore a specified deadline).

Example: Maybe you want to develop 50 new leads by
June 3, generate 1000 web hits a day, cultivate ten

S = Sensible new clients in the next 3 months, send 100 newsletters
targeted to the most influential people in your
industry or develop a new brochure by Sept 1.

Smart Goals

M = Measurable

chevable Recognizing the success or failure of all steps that

R = Realistic follow will be based on the clarity of your initial goals
T = Time bound and purpose.

Start now. List some SMART goals for your business:
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2. The Benefits of Your Product or Service
As soon as you clearly determine what your target market wants,
you can orchestrate a marketing campaign based on addressing
those needs.

What do people really want? Some of the things they want are to

be:

* Happy

= Safe

= Successful

= Wealthy

= Liked

= Loved

= Have a sense of purpose
= Have fun

= Be pain free
= Eat tasty foods

Marketers often confuse features with benefits. It’s important to
differentiate between them:

= Features are the things inherent in your product or service.
= Benefits are what the buyer gets from your product or service.

The table on the next page will help clarify the distinction be-
tween features and benefits.

“You miss one hundred percent
of the shots you don’t take.”

- Wayne Gretsky

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com

34



The Guerrilla Marketing Coach Jumpstart Program™

Features Benefits
Driver airbags Feelings of safety and security
Ergonomic chair Relieves pressure on spine, stress-relief
Tele-coaching No commute, accept calls from anywhere

Creates holes easily to help you

Drill bit X
complete your project.

Take a few minutes to write out the most unique and desirable
benefits you offer your target market.

Tune into their favorite radio station WIIFM- What's In It For Me?

The goal is not to list a lot of benefits, but to find the ones that
will meet the desires of your customers. Answer questions like:

. “What do they really want?”
. “How am | different?”

. “What do | offer that my competition doesn’t?”

Return to the list above and place an asterisk (*) next to the benefit(s) that
your feel are your most important competitive advantage.
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3. Your Target Audience

Now that you've identified the purpose of your marketing and the
benefits of your product or service, it's time to clearly define your
target market.

Ask, “Exactly who wants and needs what | have to offer?” There’s
only one wrong answer, and that’s: “everyone.” You want a niche
and the more focused it is, the better.

= What are your market’s age, income and important needs?

=  What makes this group different?

If you can't get a clear enough picture, start with the market first,
and then define the product or service. For example, you might
notice that women in their 40's have concerns about the health
hazards of pregnancy. What product or service might benefit
them? Now, write down your target market.

“Enthusiasm is contagious. It’s difficult to remain neutral
or indifferent in the presence of a positive thinker.”
- Denis Waitley
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4. Your Niche
Now that you have determined your purpose, benefits and target
market, it is time to define your marketing niche.

Guerrillas know that the marketplace is cluttered with competi-
tion and that it can really pay to be a leader in a smaller pond.

= Marty Winston is “The most e-mail knowledgeable PR agent in
the universe.”

= Sara Walker is the “ADD coach.”

= Ingred Elsel is “An insurance agent specializing in mining com-
panies.”

Guerrillas carve out a position where they can differentiate them-
selves and this differentiation is apparent in every marketing
weapon they use.

Niches can be defined in many ways, including through a specific
target market or a distinct means of service.

What’s your niche? Write it on the lines below.

“Positioning is not what you do to a product.
Positioning is what you do to the mind of the
prospect.”

- Al Ries and Jack Trout
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What’s a Customer Worth?

Take a minute to determine a critical marketing statistic:
“What's the value of each of your customers over his or her life-
time?” Write down the answer and post it over your desk and
share it with your employees.

Why is this statistic so important?

Because the value of your customers helps you determine how
much you might be willing to spend to acquire a new customer.
And, just as important, it forces you to realize how much it costs
you to lose a customer once you've got him or her!

Federal Express™ is a company that focuses on the value of a cus-
tomer. If a mid-sized company sells 30 packages a week (at $25
each), that's $750 a week, or $18,750 a year. If a customer gets
angry over a $25 shipment and switches his business to a competi-
tor, Federal Express™ loses thousands and thousands of dollars.
That's why every Federal Express ™ supervisor is authorized to
grant a $100 refund on the spot, no questions asked, for any de-
layed shipments. A hundred dollars is a small price to pay to keep
an $18,750 a year customer.

To compute the value of a customer, answer these simple ques-
tions:

1. If you continue to provide good service and quality, how long
will the customer patronize your business?

2. How much money will this customer spend on your products or
service in a year?
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3. Multiply the amount of money spent in a year by the length of
time this customer purchases your goods and/or services.

S

The result is the lifetime value of this customer.

This number should be engraved on your forehead and you should
share it with all your employees. It will help you focus on the
critical elements of building your business.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com

39



The Guerrilla Marketing Coach Jumpstart Program™

18 Reasons Customers
Buy From You

Why do people really buy?

You may think you know why your customers buy from you, but
there's a good chance they buy for reasons other than the reasons
you think. People seek a wide array of benefits when they're in a
buying mindset.

If you are communicating any one of those benefits to the people
who want them this very instant, you've virtually made the sale.

People do not buy because marketing is clever, but because mar-
keting strikes a responsive chord in the mind of the prospect, and
its resonance makes that person want the advantages of what you
are selling.

Your customers do not buy because they're being marketed to or
sold to. Instead, they buy because you help them realize the
merits of owning what you offer.

What are people really buying?

1. Solutions to their problems.

Freedom from pain.

Promises you make. (So make them carefully!)

Wealth, safety, success, security, love and acceptance.
Your guarantee, reputation and good name.

Other people’s opinions of your business.

Believable claims, not simply honest claims.

Brand names over strange names.

W ® NS v kW N

Easy access to information offered by your web site.
10. The consistency they've seen you exhibit.
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11. The stature of the media in which you market.
12.The professionalism of your marketing materials.
13.Value, which is not the same as price.
14.Freedom from risk, granted by your warranty.
15. Convenience in purchasing.

16.Neatness and assume that's how you do business.
17.Honesty for one dishonest word means no sale.

18.Speedy delivery.

What people don’t buy:
It's also important to know what customers do not buy:
1. Fancy adjectives.

. Exaggerated claims.

. Clever headlines.

2
3
4. Special effects.
5. Marketing that screams.
6

. Marketing that even hints at amateurishness.

Successful marketing

The best marketing builds confidence and invites a purchase. Best
and most unique of all, the best marketing gets through to peo-
ple. That's why knowing a lot about your prospects will help you
stand apart from your competitors and shine in the minds of your
prospects and customers.
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Fieldwork

1. The cornerstone of your Guerrilla Marketing Attack is your
Seven Step Marketing Plan. Your fieldwork assignment for this
week will be complete sections 1-4 of your Seven Step Plan.

2. Review your GM Competencies Chart (page 21) and fill in your
scores for week two.

“There are one-way brains and two-way brains.
One-way brains acquire loads of information,
but two-way brains take action on that infor-
mation. Guerrillas have two way brains.”
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Coaching questions

1. What exactly will you do to further your Guerrilla Marketing
Attack this week?

2. When will you do it?

3. How will you know it’s done?

Suggested Reading
Guerrilla Marketing, 3" Edition, Chapter 4
Mastering Guerrilla Marketing, Chapter 2
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Conclusion

In this lesson, you have—perhaps for the first time—analyzed the
reasons that form the essence of the success you have achieved so
far and the nucleus of your future Guerrilla Marketing success.

Hopefully, you now have a greater understanding of your business,
the benefits you offer and the advantages you enjoy over your
competition. You now have a better understanding of why cus-
tomers buy from you and some new directions to explore in order
to better your customers.

You have also computed your customer’s lifetime value. Perhaps
you have never before computed how important it is to keep your
existing clients and customers satisfied.

In the next lesson, Lesson 3, we’ll continue to work towards a
marketing plan based on the realities of your business, your mar-
ket and your competition. In Lesson 3, we’ll also look at the sur-
prisingly large number of Guerrilla Marketing tools available for
you.

If you thought that your local newspaper and radio stations repre-
sented the total options available to you, you’ll be surprised to
find that there are at least ninety-eight other tools available to
Guerrilla Marketers!
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GUERRILLAwmarketing coac

Week 3
Your 7 Step Marketing Plan
Part 2:

100 Marketing Weapons

o A very successful employment agency actually wallpapers one wall of each
reception area with testimonial letters, enabling success to beget success.

« A furniture store used only a single billboard upon which it could legitimately
say “Next Exit” and grew to enormity starting with that weapon.

« A chain, which received all its initial leads by telephone, improved its lead
conversion rate 22% simply by teaching improved telephone techniques.

« A fund-raising organization dramatically improved its speed of collection by
rewording its invoice and treating it as a marketing weapon.
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Introduction

Welcome to Week Three of the Guerrilla Marketing Jumpstart
program!

This week, we focus on the 100 Guerrilla Marketing weapons. Too
many business owners fail to move beyond the obvious and
explore creative or non-traditional marketing weapons. The great
emphasis for this week is on thinking “out of the box”. We’ll
explore the many ways you can make your business more attrac-
tive and noticeable to prospects and clients.

You may be surprised at how many of the 100 Guerrilla Marketing
tools involve delivering your products and services in an efficient

and friendly way. Guerrilla Marketers never forget that marketing
is as much about how you treat your current clients and custom-

ers as it is about how you attract new clients and customers!

Referrals play a major role in a successful business. Referrals are
based on relationships, and it’s important to make sure you are
doing everything possible to create strong relationships with cus-
tomers, clients, and others who may be in a position to refer your
business to their coworkers and friends.

Referrals don’t just happen; Guerrilla’s make them happen. So,
you have to identify whom you want to target as advocates—those
who refer others to your business. Use your arsenal of Guerrilla
Marketing weapons to build strong relationships and watch your
sales and profits increase.

Fieldwork plays an important role. This is the week you will com-
mit to using ten of the 100 Guerrilla Marketing weapons and begin
tracking the results.
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Introducing 100
Guerrilla Marketing Weapons

There are more options, perhaps, than you
ever dreamed possible!

Use the worksheet below to rate yourself on how effectively you
are presently using each of the 100 Guerrilla Marketing weapons.
Place a check mark in the appropriate column after each weapon.

1. Competitive advantage
2. Marketing Plan
3. Outrageously good service
4. Follow-up
5. Fusion marketing
6. Positive attitude and enthusiasm
7. Free consultations
8. Customer reactivation letter
9. Web site and online presence
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Using, but | Not using, Not

Weapon Using well | ceds work | but should

appropriate

10. 30-second marketing message

11. Community involvement

12. Business card

13. Testimonials

14. Location

15. Stationery

16. Phone demeanor

17. Logo

18. Promo kit

19. Hours, days of operation

20. Brochures

21. Reprints of articles

22 Professional photo

23. 800 number

24, Targeted list from list broker

49
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Using, but | Not using, Not

Weapon Using well | ceds work | but should

appropriate

25. Public seminars and lectures
26. Audio and videotapes

27. Refreshments offered

28. Credit cards accepted

29. Club/association memberships
30. Effective use of voice mail
31. Circulars

32. Smiles and greetings

33. Pricing

34. Prospecting letters

35. Contests

36. Phone on-hold marketing

37. Research studies

38. Make an audio tape interview

39. Toastmasters
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Using, but | Not using, Not

Weapon Using well | ceds work | but should

appropriate

40. Postcards

41. Waiting room resources
42. Inserts

43. Trade show display

44, Speaking at conferences
45. Radio and TV commercials
46. Gift certificates

47. Assisting others’ workshops
48. Start a fusion marketing group
49. Speed of delivery

50. Classified ads

51. Customer mailing list

52. Enthusiasm

53. Yellow Pages ad

54. Sales training
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Using, but | Not using, Not

Weapon Using well | ceds work | but should

appropriate

55. Teach adult education courses
56. Online marketing

57. Participate in chat room

58. Publish a newsletter

59. Join speakers bureau

60. Demonstrations

61. Serve on an association board
62. Charity fundraisers

63. Create an online newsletter
64. Create an advocates list

65. Post on an e-bulletin board
66. Free workshops

67. Brand-name awareness

68. Free information

69. Human bonds
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Using, but | Not using, Not

Weapon Using well | ceds work | but should

appropriate

70. Continued education

71. Free gift

72. Word of mouth

73. Columns

74. Sending free PDF files

75. Write an article

76. Link to other web sites

77. Mastermind group

78. Create a set of client handouts

79. Booth at health fairs

80. Photograph

81. Imagination

82. Add signatures to your emails

83. Walk your talk

84. Write a book
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Weapon Using well Using, but | Not using, Not

needs work | but should | appropriate

85. Panel or advisory board

86. Get listed with search engines

87. Marketing savvy

88. Host your own radio show

89. Compile e-mail mailing lists

90. Join the Chamber of Commerce

91. Audio or video clip on web site

92. Competitiveness

93. Displays with other businesses

94. Free video tape

95. “Take-one” boxes

96. Recorded info by phone

97. Convenience

98. Free audiotapes and articles

99. Theme line
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R Using, but Not using, Not
Weapon Using well but should | appropriate

100. Satisfied Customers

7 Important Questions,
conclusion

5. Your Marketing Weapons
As you have just seen, Guerrilla Marketing offers you one hundred
weapons for launching your marketing attack.

You’ll want to spend some time with the 100 Weapons list and
choose those most appropriate for beginning your Guerrilla Mar-
keting attack. You will be asked at the end of this chapter to
select ten weapons to add to your attack this week.

6. Your Identity

“Image” is a word worth striking from your marketing vocabu-
lary!

An image is a facade, something phony. A far better “I” word is
“identity.”

Your identity is automatically honest. If you communicate a real
identity, people sense feelings of comfort and relaxation when
they contact you. What they see in your marketing is ultimately
what they get from your goods and services, and that builds trust
and rapport.

For example, Vital Connections Coaching identity stands for high
quality, integrity, and a down to earth approach with a focus on
reliable solutions.
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How would you describe your identity?

On the lines below, list some of the terms you feel can be accu-
rately used to describe your firm’s image.

7. Your Budget

The beauty of Guerrilla Marketing is that over half the marketing
weapons are free. But, don't let that fool you; there are impor-
tant reasons to spend money on your marketing.

Guerrilla Marketers know that the most important place to spend
money is on business presentations. This means the quality of
your stationery, business cards, brochures, flyers and logos.

The public will get their first sense of your professionalism
through your written materials, so make a strong impression. This
may cost you some money, but look at it as an investment in your
future.

Now spend a few minutes deciding where you’ll get the biggest
bang for your buck with your marketing dollars.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved 56
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com



The Guerrilla Marketing Coach Jumpstart Program™

Tracking Your Attack

Sample marketing calendar

As you review the following sample calendar, notice how every
weapon is associated with a specific, quantifiable goal.

In addition, notice how many Guerrilla Marketing weapons are
based on attitude, rather than expenditure, based. Guerrilla Mar-
keting success involves more than spending money. It means
maintaining a consistent and positive marketing outlook.

Weapon M(énthly Goal/comments Results
ost
Goal to increase reader-
E-zine SO ship by 700 monthly.

Make list of 10 prospects
Follow-up SO or former customers and
contact them.

Contact 3 fusion marketing

Trade Links SO partners to propose trad-
ing links.
Place 1 classified ad per

Classified Ad $ 250.00 | month for the next six
months.

New services an- $0 Write and send letter to

nouncement letter all people on mailing list.

Spend time refining and
practicing marketing mes-
sage.

30 second commer-
. SO
cial

Call two associations to

Book two lectures SO book speech.

Attend one meeting for

Join Toastmasters SO the next eight weeks.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved 57
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com




The Guerrilla Marketing Coach Jumpstart Program™

Monthly

Cost Goal/comments
Website Develop- $ 500.00 Hire developer and specify
ment ) needs.
Flvers $ 80.00 Outline the design on word
y ) processor.
Enthusi $0 Convey this to all staff.
nthusiasm
Radio Spots $200.00 | Call station and book time.
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Your Marketing Calendar

Creating your own calendar and tracking the results

Use the worksheet below to identify your Guerrilla marketing
weapons, apply them in an appropriate and consistent manner
and track the results.

Monthly

Goal/comments Results
Cost

“Excellence is doing ordinary things extraordinarily well.”
- John W. Gardner
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Relationships for
Guerrilla Marketers

No man—and no business—is an island.

Guerrillas strive for and savor long-term relationships with their
customers. They well know the myriad of benefits of long lasting
connections and do all in their power to establish and nourish
them.

They’re well aware that it costs them six times more to sell
something to a prospect than to sell that same thing to a cus-
tomer.

It’s one thing, however, to know the value of a long-term rela-
tionship and it’s something entirely different to engage in activi-
ties that spawn such delicious connections.

Relationship chemistry

The chemistry of a long-term relationship is as complex as the
chemistry of a long-term and happy marriage. The starting point
is a commitment to the happiness of someone else.

The next point is a goal not of customer satisfaction, because
that’s relatively simple and common, but of customer bliss— ex-
ceeding the expectations of customers, giving more than they an-
ticipated, caring more than they’re used to sellers caring.

To do this, you’ve got to learn about them. You learn first by lis-
tening to them, then by asking more questions and listening care-
fully once again.

Guerrillas often ask those questions on their web site or with spe-
cially prepared customer questionnaires, which solicit personal in-
formation. By knowing the personal likes and dislikes of your cus-

tomers you can render personalized service—such as clipping arti-

cles of interest to special customers or recognizing their achieve-

ments and the achievements of their families or businesses.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com

60



The Guerrilla Marketing Coach Jumpstart Program™

More personal touches
Here are some additional ways to use a personal touch when
dealing with customers.

Handwritten notes on mailings make the customers feel singled out.

Phone calls that are not part of a telemarketing campaign accomplish
the same.

Using the customers’ names, talking with them of non-business top-
ics, alerting them to special new products or services you have avail-
able, and responding instantly to their calls and emails, faxes and
letters.

Details

All those seemingly insignificant actions act as beneficial catalysts
in the chemistry of a healthy buyer-seller relationship. The more
details you know of your customers’ lives and businesses, the
more empowered you are to mention those details, making each
customer feel unique and special rather than part of a large
demographic group.

Guerrillas have the insight to know that there’s an extraordinary
chemistry that exists in long-term relationships. It doesn’t happen
automatically. It doesn’t happen instantly. But when it does hap-
pen, the business owner is as delighted as the customer.

from Mastering Guerrilla Marketing
by Jay Conrad Levinson
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Are You an Effective
Relationship Builder?

Taking your “relationship inventory”

Read each statement and rate yourself on a scale of from 1 to 10,
(with 1 = never, 10 = always).

Answer every question not only from your own perspective, but as
a client or customer would answer for you.

Behavior Score

1. | strike up conversations with strangers and share my business
frequently with them.

2. My marketing plan includes attending regular networking
events.

3. | remember personal details about people and share them at an
appropriate moment to let them know | care about them.

4. My clients are a great source of referrals, which | tap on a
regular basis.

5. | follow-up with potential clients within 48 hours.

6. | believe that everyone is a potential client.

7. When I’m out and about, | look and act professional.

8. I’m fun to be around. People love to talk to me.

9. My community can count on me to be there. | often participate
in community programs and frequently volunteer.
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10. | feel confident in myself.

11. | remember to acknowledge people’s strengths.

12. | enjoy speaking in front of groups.

13. | sell my services to a person, not another client or a corpora-
tion.

14. People are extraordinary. | look for the good in all people.

15. My business is oriented to giving. | often provide free consulta-
tions, tips, gifts and information.

16. | ask my friends to introduce me to potential clients.

17. People contribute to me on a regular basis.

18. | see myself as a resource for others.

19. My networking and relationship building skills have produced
many clients over the last six months.
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Your Fieldwork

The 100 Marketing Weapons

Choose ten weapons you will add to your marketing attack this
week.

1.

10.

Write these in your marketing calendar to stay accountable.

Track the effectiveness of each weapon over the next two months.
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Write out your Business lIdentity and Budget

Suggested Reading
Guerrilla Marketing, 3" Edition Chapter 29
Mastering Guerrilla Marketing, Chapter 3

The guerrilla knows that nearly 70% of
business lost is lost not due to poor quality
or shabby service, but due to customers be-
ing ignored after the sale.
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Conclusion

We’ve covered a lot of ground in just three short weeks:

In Week 1, we reviewed what marketing is, what marketing
isn’t, and learned the basic concepts of Guerrilla Marketing
and how it differs from traditional marketing.

In Week 2, you analyzed your business, your market and inven-
toried your behavior on the 16 Guerrilla Marketing Competen-
cies and committed to re-scoring your behavior each week.

This week, your definition of marketing changed once again,
as you learned that there are over one hundred Guerrilla Mar-
keting weapons available to you. Success comes from choosing
the right weapons and employing them consistently.

Success, as we have seen this week, involves cultivating word
of mouth referrals, rather than waiting for them to happen.
Guerrilla Marketers are always proactive--they make things
happen!

Now that you’ve come a long way, it’s time to leverage the new
knowledge you gained. Being competent and professional isn’t
enough; you must project a competent, professional image
throughout all of your marketing communications.

In the next lesson, the closing lesson of Part 1 of this Guerrilla
Marketing Jumpstart program, we examine some of the specific
techniques and tools you can use to project an attractive, appro-
priate image.
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GUERRILLAwmarketing coac

Week 4
Presenting Yourself
With Impact

Making a favorable impression
in print, online and in person
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"If you can't succinctly explain how you're
special to 'the man or woman on the street,’
you're headed for trouble."

-Tom Peters
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Introduction

Guerrilla Marketers know that success involves not only choosing
the right Guerrilla Marketing weapons, but also using them as ef-
fectively as possible.

Appearance plays a major role in the effectiveness of your Guer-
rilla Marketing program. You must always be “on,” projecting
yourself in as favorable a way as possible.

Graphic design plays a major role in determining the image you
project in your marketing materials. From the appearance of your
ads, brochures, business cards, newsletters, presentation visuals
and web site, prospects will make instant decisions about your
credibility and ability to satisfy their needs.

Accordingly, it’s vital that you become aware of some of the sub-
tle influences that can promote or hinder the image you project
to clients and prospects. After completing this lesson and analyz-
ing your current marketing materials, you may want to redo some
of them in order to project a fine-tuned and positive image.

This chapter also focuses on the image you project to clients and
prospects who meet you face-to-face. Are you best described as
neat and clean or casual? Is it possible to figure out what you had
for breakfast yesterday from your shirt? Do you need a haircut?

Appearance plays a major role in determining the image you pro-
ject in print, in person and online.
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Describing Your Business to
Your Prospects

You can have the best product or service in the world, but many
potential clients won't be interested in your professional services
unless you can convince them in a very personal way. There are
two steps you should consider to define your marketing message.
Let’s take a short quiz to see how well you accomplish this.

Step 1

Describe your business in ten seconds or less. In this exercise, use
seven words or less: Example (1) “We coach businesses to in-
crease their profits.” Example (2) “We sell computers at the low-
est prices.” The goal here is to create focus and to arouse
curiosity.

How would you describe your business in seven words or less?

Step 2

After engaging a person’s interest, you can describe your business
in more detail, using an interactive conversational style.

Be sure to address the benefits of your service and your competi-
tive advantage. Use words that inspire.
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Now take a few minutes to write out your own 30-second mar-
keting message.

This is not a sales pitch, but an honest communication of how
your product or service can help your prospect.

“Don’t tell people how good you make the goods; tell
them how good your goods make them.”

- Leo Burnett
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Presentation Perspectives

Guerrilla Marketers realize that their clients and customers judge
their competence at every point of contact. Accordingly, Guerrilla
Marketers pay constant attention to the way they present them-
selves and strive for constant improvement.

There are two categories of presentations: time-lapse and real-
time.

1. Time-lapse presentations

Time-lapse presentations are characterized by a delay between
the time the Guerrilla Marketer prepares his or her message and
the time their clients or prospects read it. Their message may be
prepared hours, days, weeks, or months ahead of time. As a re-
sult, time-lapse presentations are one-way communications: they
cannot be changed "on the fly", since they can’t observe every
reader’s reaction.

This delay between creation and reading, places a great burden
on the appearance or formatting of the Guerrilla's message. Their
entire message must compensate for the facial expressions, ges-
tures and vocal intonations that readers can’t see but use to
judge messages that are delivered face-to-face.

As a result, time-lapse communications are extremely detail-
intensive. Formatting errors, such as the random placement of
text and graphics on a page, or the inconsistent use of color and
type (i.e., constantly changing typeface and type size) under-
mines the message. Likewise, editing problems like transposed
words or spelling errors destroy the image of competence and
professionalism Guerrilla Marketers strive to project, at every
point of contact.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com

71



The Guerrilla Marketing Coach Jumpstart Program™

Categories
There are three types of time-lapse communications:

= Print: i.e., ads, brochures, business cards, newsletters, pro-
posals and reports.

= Online: i.e., your web site

= E-mail: including e-mail sent to clients as well as postings to
online forums.

2. Real-time communications

Real-time presentations are two-way communications: Guerrillas
not only enhance their message with gestures by varying their
tone of voice, but also drive home their point by maintaining eye
contact and occasionally smiling.

Guerrillas can alter their real-time presentation by observing their
client's reaction to their words. They can read their client's body
language and react accordingly.

Examples
There are two types of real-time presentations:

= Telephone: How efficiently and friendly incoming or outgoing
calls are placed and handled.

» Face-to-face: One-to-one or group presentations in a confer-
ence room or at a speaker's podium.

The following pages describe some of the ways to maximize both
your time-lapse and real-time presentations.

"You only have one chance to make a
good first impression.”
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Looking Good in Print

Tips and techniques for ads, brochures,
business cards, memos, newsletters
and proposals

The quality of your print communications plays a major role in the
way clients and prospects judge your competence and profession-
alism.

"Perception equals reality.” If your print communications project
a haphazard, devil-may-care image, that's the way you will be
judged—regardless of your actual competence and professional-
ism.

Here are six ideas to help you present yourself more profession-
ally in print:

1. Strive for consistency

Minimize change. Use the same typeface and color choices
throughout all of your print communications. Don't use Times Ro-
man (a popular typeface) for your brochure, Garamond (another
popular typeface) on your business card and Arial (yet another
typeface design) in your newsletter.

Choose a core set of typefaces and a consistent color palette of a
limited number of colors that work well together. Faithfully use
these throughout all of your print communications.

2. Add white space

Avoid cramped pages. Use white space—the absence of text or
graphics—to make your publications project a distinct and easy-
to-read image.

Use white space in the margins of your publications to focus your
reader’'s eyes on your message as well as make it easy for readers
to hold your brochure or newsletter without their thumbs obscur-
ing some of the words.
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3. Chunk content

Insert frequent subheads to break long articles into a series of
easier-to-read mini-articles. Each subhead advertises the para-
graphs that follow and provides an additional entry point into your
text.

4. Align elements

Avoid visuals, such as charts, illustrations or photographs that ap-
pear seemingly "dropped in" to your pages. Align the borders of
your photographs with each other or the underlying column struc-
ture that organizes your pages.

5. Exercise restraint

Eliminate unnecessary graphic elements. Today's desktop pub-
lishing software makes it too easy to add unnecessary page bor-
ders, vertical lines between columns or decorative clipart. In-
stead, try to make as few “marks” on the page as possible. Just as
your writing gains strength by eliminating unnecessary words,
your correspondence, brochures and newsletters will project a
more professional image, if there is a good reason for every
graphic element on the page.

6. Use upper-case type with restraint

Headlines and subheads set entirely in upper case type (i.e., all
capital letters) occupy more space and are significantly harder to
read than headlines and subheads set in lower case type.

7. Never underline

Underlining instantly projects an amateurish, typewriter-like im-
age. Underlined words are significantly harder to read than the
same words set in bold or italics. The only time underlined words
should appear in your print publications is to indicate web site
addresses and e-mail addresses.

8. Sweat the details
Avoid visual distractions, such as awkward sentence spacing when
two spaces are inserted after periods.
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Avoid widows and orphans--subheads or single lines of text begin-
ning new paragraphs isolated at the bottom of a page or

sentence fragments isolated by themselves, at the top of a col-
umn or page. Make sure that your software has inserted the
proper punctuation, such as curved open and closed quotation
marks and apostrophes, rather than straight up and down foot and
inch marks.

Conclusion

Successful Guerrilla Marketers recognize that their message is
judged as much by its appearance as by its content.

Don't reserve these tips for formal publications, like brochures
and newsletters, printed in color in large numbers by commercial
printers.

Your everyday correspondence, especially your proposals and re-
ports, deserve as much attention to presentation detail as your
formal, printed brochures and newsletters.
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Looking Good on the Web

Often your web site creates
the first impression
a prospect forms of you

Your first presentation to your clients may take place on your web
site. So, it’s worth asking: “What does your web site say about
you?”

In addition, as a Guerrilla Marketer, you're probably going to be
using your web site for client retention by providing reasons for
clients to revisit your web site, as well as recommend it to their
friends and coworkers.

Although there are many similarities between web and print de-
sign, there are some differences you should be aware of. Here are
a few ideas to bear in mind, as you prepare your first web site or
improve an existing one.

1. Use short lines of text

On-screen reading is significantly harder than paper-based read-
ing. Accordingly, you have to work harder if you want your read-
ers to understand your message.

Start by reducing line length. Avoid web pages filled from left-
hand margin to right-hand margin with text. These pages are ex-
tremely difficult, if not impossible, to easily read. Restrict line
length to be between one-half and two-thirds the width of the

page.

2. Use short paragraphs
Keep onscreen paragraphs as short as possible. Use short sen-
tences and restrict the number of sentences in each paragraph.

Two paragraphs, each containing three sentences, is far more
readable on screen than a single paragraph containing six sen-
tences.
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When in doubt, break long paragraphs into two paragraphs—even
if you would not necessarily break the paragraph in a print news-
letter.

3. Add extra paragraph spacing
Add extra space between paragraphs by pressing the Enter, or Re-
turn key twice after each paragraph.

Although this technique creates too much paragraph spacing in
print, the extra paragraph spacing is welcomed on screen and
makes each paragraph easier to read.

4. Improve Your Foreground/background contrast
Exercise restraint when reversing text, i.e., placing white type
against a black (or colored) background. Avoid patterned, or busy
looking backgrounds.

The easiest text to read is black against a white or pale yellow
background.

5. Use Subheads

On the web, it's even more important to chunk your content with
subheads every three to four paragraphs. Place more space above
the subheads to clearly indicate the subhead forms a break with
previous content and introduces a new topic.

When choosing a subhead typeface, choose a design that forms a
strong visual contrast with the adjacent text.

6. Use Chunking
In addition to subheads, chunk your content by using bulleted or
numbered lists whenever possible.

» Use numbered lists when priority matters.
= Use bulleted lists to organize items of equal importance.

Lists add visual interest to your web site and make the structure
of your presentation more obvious.

Keep articles short by inserting text links to secondary or sup-
porting information located on different pages. This makes the in-
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formation available to those interested in the details, yet pre-
vents casual readers from bogging down in the details.

7. Use bright colors with care

Visitors to your web are, in effect, staring into the lens of a slide
projector. Bright colors can be fatiguing. Whenever possible, use
subdued colors that establish a mood without distracting from
your message.

8. Avoid unnecessary distractions

Avoid unnecessary movement, such as animated text or graphics
unless you are absolutely convinced that the animation contrib-
utes to your message.

All too often, animation distracts rather than communicates. It's
virtually impossible to concentrate on a text paragraph when
movement is taking place elsewhere on the screen.

9. Think small
Resist the urge to include large graphics or photographs. Large
graphics significantly slow down web site performance.

Put your visitors in charge by inserting thumbnails, small photo-
graphs, which when clicked, load larger versions of the photo-
graph. Your visitors will appreciate your consideration.

10. Check, and double-check, all links

Nothing can undermine your credibility as quickly as broken links.
Broken links indicate that you do not pay attention to details and
don't properly check your work. (Is that the type of person you
would want to trust to prepare your marketing plan or help you
solve troublesome personal problems?)

Closing thought

Although you may have a fast computer, a fast Internet connec-
tion and the latest browser software, the majority of visitors to
your web site may not be so fortunate. Long downloading times or
features that don't work will quickly frustrate them.
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Remember that visitors will make a "stay or flee" decision within
eight seconds of visiting your web site. Design your web sites to
they project a professional, competent image immediately upon
your visitor's arrival at your web site.
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Looking Good in E-mail

Format your e-mail as carefully
as your postal mail!

Your presentations are not limited to print communications and
your web site. You also present yourself every time you send e-
mail to a client.

Every e-mail you send is a point of customer contact. E-mail de-
serves as much attention as the most expensively printed bro-
chure or newsletter. Every e-mail offers clients another opportu-
nity to judge your competence and professionalism.

Here are some points you might want to review:

1. Begin with a meaningful subject line

Always identify the purpose of contents of your e-mail in the
subject line. At best, an obscure or missing subject line may rele-
gate your e-mail message to the "read when | get around it" cate-

gory.
At worst, in this age of computer viruses, if visitors don't immedi-
ately recognize the sender's e-mail address and there is a missing

or ambiguous subject line, your client might immediately delete
your message.

2. Avoid run-on replies
A run-on reply occurs when you and your client send multiple re-
sponses to previously sent and received e-mail.

After two or three replies to previous messages, each with the
same subject line, it becomes difficult for both sender and recipi-
ent to remember the subject under discussion.

Instead, break the chain and send fresh e-mail, perhaps one that
begins with a summary of previous communications. Otherwise, it
will be difficult for you or your client to know which is the latest
and most important message.
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3. Always include a salutation

Even if it's the fifth e-mail in a row that you've sent your client in,
don't jump into the text. Instead, insert a "Dear (name):" saluta-
tion. Your client will appreciate your politeness.

Most of today’s e-mail programs include a mail merge feature
that make it easy to personalize your e-mails by inserting your
client or prospect’s name in the salutation. This technique goes a
long way towards making your e-mails stand out.

4. Keep lines short

One of the best ways to project a professional image is to restrict
line length to approximately 40 characters. Recipients of your
email will find short lines of text far easier to read than text that
extends the full width of their e-mail browser. They will appreci-
ate the pool of white space to the right of your message.

5. Keep paragraphs short and well-spaced
Limit the number of sentences in each paragraph even more than
you might in print or on the web.

Edit your message to the bone, and then press the “Enter” key
twice at the end of each paragraph to force extra space between
the paragraphs.

6. Chunk your message

If your e-mail addresses two, or more, topics, use subheads to
identify different topics and add visual interest. Most programs
permit you to apply bold formatting to subheads.

7. Provide a table of contents

If your e-mail covers several topics, copy and paste the subheads
within your e-mail to the top of your e-mail, below the salutation,
so recipients can see the topics covered in your e-mail the instant
it opens, without scrolling.

8. Use your spellchecker!
E-mail programs differ in their ability to spell-check your message
before it is sent.
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= Some programs correct your spelling while you type, some wait
until the end.

= Other programs check your entire message, others fail to spell-
check your subject line.

Spelling errors are very noticeable in e-mail messages. Whenever
possible, set your e-mail program up to automatically spell-check
your message before it is sent.

9. Use HTML e-mail with restraint.
Although it is possible to add your logo and other graphics to your
e-mail, this slows down the recipient's computer and often forces
your prospect to increase the screen size.

To maximize the effectiveness of your e-mail, restrict the use of
formatted HTML e-mail to cases where you know clients will ap-
preciate the added touch.

10. End your e-mail at your signature

Always insert a personal closing, i.e. "Best wishes," "Sincerely," or
"Have a good weekend" to your e-mail, even if it's the fifth e-mail
of the day.

Avoid inserting anything important after your signature. Many
people stop reading when they encounter your name, even if you
have included an important PS or other information below your
signature.

Conclusion

E-mail is not just an inexpensive way to communicate. It is not a
"second class citizen" that doesn't have to be taken seriously. E-
mail is as much a presentation tool as your newsletters, web site,
telephone calls and face-to-face client meetings.
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Dialing for Dollars

Successful Telephone Technique

Before dialing the phone, savvy telemarketers ask themselves
questions like:

= What do | know about the prospect?

= What do | need to know in order for the prospect to take the
action desired?

=  What information might be obtained from a database or
screener?

= What do | say if voice-mail technology answers the call?
=  What will my opening statement be?

=  What questions will | ask?

= How will | end the call, (no matter what happens)?

Guerrilla Marketers ask themselves similar questions, and re-
hearse their telephone techniques.

Voice training

No matter who does the calling, proper voice training is a good
idea. Talk clearly. Use short sentences. Talk loud enough, but not
directly into the mouthpiece; talking across the mouthpiece gives
the most effective voice transmission.

Your voice should project authority and warmth while instilling
trust. Your message should be stated as concisely as possible.

Script or not to script?

Whatever you do, don't read from a script. However, research
shows that it's always a good idea to memorize a script, changing
any words that feel awkward or uncomfortable.
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The script must be so well memorized that the words sound as
though you know them by heart—as natural as the Pledge of Alle-
giance.

Don't use words that feel strange to say. Find words and phrases
that come naturally to you. Leave space for the person on the
other end to respond.

Guerrillas are in full control of their telemarketing and do not re-
cite awkward speeches to their prospects. Doing so is bad busi-
ness— more personal than a computer pitch—but still not worth
doing if not done right.

Scripts versus outlines

Studies in various industries consistently show that a memorized
telemarketing presentation always produces better results than
the same presentation from an outline.

You may think it’s better to let the caller use his or her own
words, but few callers have the ability to summon the right ones.
Gone are the days when it was recommended that callers use an
outline, or thought-flow.

Still, the more naturally conversant you sound, the more sales
you'll make--and that takes practice. Naturally, much of what you
say will be in response to what the person being called says, but
the best telemarketers are in full control of the call. They stay in
control by asking questions, responding to the answers, then ask-
ing more questions, directing the conversation towards the cus-
tomers getting what they need and a sale being made.

Outline guidelines
If you are still more comfortable using an outline to structure your
phone presentations, heed the following guidelines:

If the outline is longer than one page, there is probably too much in

it and you should try to streamline it.

An outline does create a structure for your thoughts and ideas, and
also helps keep the call on track when the person at the other end
redirects it.

Even if you do work from an outline, it's still a good idea to write a
script of a phone call.
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Working with a script

Once you have written the script, you should do three things with

it:

. Record it. See what it sounds like. After all, you'll be using
"ear” words that are heard, rather than "eye" words that are
seen. There's a big, big difference. Words that callers uncon-
sciously love to hear are: profits, sales, dollars, revenues, in-
come, cash flow, savings, time, productivity, morale, motiva-
tion, output, attitude, image, victories, market share, and
competitive edge.

. Conversational. Make sure the recorded script sounds
like a conversation and not like an ad. Leave room for the per-
son being called to talk.

= Rephrase not repeat. Make it a point not to restate the script
but to rephrase it. State the same selling points. Present them
in the same order. But use words with which you are comfort-
able.

Your telephone planning should be able to accommodate several
situations. After all, if your prospect decides to buy just after
you've started, you should be prepared to close the sale and end
the conversation.

Analyze yourself

Notice how your friends, and probably even you assume different
voice personalities when speaking on the phone. This is subtle,
but it's there.

Try to eliminate that telephone personality and bring out your
most conversational qualities by actually practicing on the
phone—talking to a tape recorder or to a friend.

Role playing

If you're going to do a good amount of telephone marketing, en-

gage in role-playing, with you as the customer and a friend or as-
sociate as you. Then switch roles. Role-playing gives you a lot of
insight into your offering and your message. Keep doing this until
you are completely satisfied with your presentation.
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Planning Your Presentation

Asking questions is the best way to prepare
a successful presentation

Get in the habit of using the following worksheet to plan your
presentations.

Section 1. Purpose

1. What is your message?

2. What does the client want from you?

3. What is your desired outcome from the presentation?

4. What are the client’s next steps or actions after the presenta-
tion?

5. What information do you need to obtain during the presenta-
tion?
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Section 2. Resources

6. How much time do you have?

7. Who will be attending?

Section 3. Content

8. What three things do you want your audience to remember?

9. What are your three P’s (Purpose, Process and Payoff) for the
presentation?

10. What statistics are relevant for this presentation?

11.What gifts can you use in your presentation?

12.What new research or information can you use in this presen-
tation?
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13.What questions can you ask them?

14. What creative openers can you use to engage the audience?

15.How can you stretch yourself during this presentation?

16.What exercises can you do to get the point across?

17.How will you end or summarize your presentation?
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Face-to-Face Selling

See yourself as others see you

The following tips are excerpted from Jay Conrad Levinson’s
Guerrilla Marketing. Use them to help you evaluate and develop
rapport, give dynamic presentations and most of all—close the
sale.

Contact
The tone of your meeting is established early. Here are some ways
you can create a positive first impression.

Contact questions Score

1. Greet your prospect warmly and sincerely, using eye contact.

2. Allow your prospect some time to get acclimated to being with you,
some time to talk. Don't come on too strong. But don't waste your
prospect's time, either.

3. Engage in casual conversation at first—especially about anything
pertinent to your prospect. Make it friendly and not one-sided. Be a
good listener. But, let the prospect know that your time is precious.
You are there to sell, not to talk.

4. Ask relevant questions. Listen carefully to the answers.

5. Qualify the prospect. Determine whether or not this is the specific
person to whom you should be talking, the person with the authority
to give you the go-ahead, to buy.

6. Learn something about the person to whom your contact is di-
rected, so that he or she will feel like a person rather than a pros-
pect. Make your prospect like you, for people enjoy doing business
with people they like. The best possible thing you can do is to make
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Contact questions Score

your prospect feel unique—proving that you recognize his or her indi-
viduality and needs.

7. Be brief, friendly, outgoing, and truly inquisitive. But, be yourself.

8. If you're in a retail environment, one of the best questions to initi-
ate healthy contact is "Mind if | ask what brings you into our store to-
day?"

9. Don't think of yourself as a salesperson but as a partner to your
prospect. This healthy mindset improves both your perspective and
your chances of closing. Realize that you have an opportunity to edu-
cate your prospects to succeed at whatever they wish to succeed at.
As soon as possible, learn what it is that your prospect wishes to suc-
ceed at, and then show how what you are selling can make that suc-
cess achievable.

10. Important elements of your contact are your smile, your attire,
your posture, and your willingness to listen and look directly into the
prospect's eyes. Your nonverbal communication is as important as
your verbal communication. The impression you make will come as
much from what you don't say as from what you do say.

Presentation

When making your presentation, keep in mind that you are not
talking by accident. You are there because of intent on your part.
If your prospect is still with you, there is intent on his or her part,
too. And the intent is to buy.

Either you will buy a story about why a sale cannot be made, or
your prospect will buy what you're selling. It truly is up to you.

And don't forget: People do enjoy being sold to. They do not like
being pressured. They do like being persuaded by honest enthusi-
asm to buy.

The following are some tips to make your presentations flow
smoothly and ways to evaluate your technique.
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Presentation questions Score

1. List all the benefits of doing business with you, one by one. The
more benefits a prospect knows about, the more likely a prospect
will buy. When compiling your list of benefits, invite your employ-
ees and at least one customer. Customers are tuned in to benefits
you offer that you may take for granted.

2. Emphasize the unique advantages of buying from you. You should
be able to rattle these off with the same aplomb you can state
your own name and address. It is upon these competitive advan-
tages that you should be basing your marketing. Don’t knock your
competition, whatever you do.

3. If your prospect has no experience with what you are selling,
stress the advantages of your type of offering, then of your spe-
cific offering. If you're selling security devices, talk of the value of
owning them, then of the value of owning yours.

4. Tailor your presentation to information learned during your con-
tact—and before. | hope you learned a lot before making any con-
tact. Homework pays off big time to Guerrillas.

5. People do not like to be pioneers because they know darned well
that pioneers get arrows in the back of their necks, so mention
the acceptance of your products or services by others—especially
people in their community. If you can mention names and be spe-
cific, by all means do so. The more specific you are, the more
closes you'll make. But don't be tedious. You can't bore a prospect
into buying.

6. When you know enough about your prospect, you can present
your product or service from his or her point of view. This ability
will increase your number of closes dramatically. Emphasize what
all of your product or service benefits can do for your prospect,
not what they can do for the general population.

7. Keep an eagle eye on your prospect's eyes, teeth, and hands. If
the prospect is looking around, rather than at you, you've got to
say something to regain attention. If your prospect is not smiling,
you are being too serious. Say something to earn a smile. Best of
all, smile yourself. That will get your prospect to smile. If your
prospect is wringing his or her hands, your prospect is bored. Say
something to ease the boredom and spark more interest.
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8. A sales point made to the eye is 68 percent more effective than

one made to the ear. So show as much as you can: photos, draw-
ings, a circular, a product, your sales video, anything. Just be sure
it relates to your presentation.

9. Sell the benefit along with the feature. If the feature is solar

power, for instance, the benefit is economy. If the feature is new
computer software, the benefit is probably speed or power or
profitability.

10.

Mention your past successes so the prospect will feel that the
key to success is in your hands and there is little chance of a rip-
off.

11.

Be proud of your prices, proud of your benefits, proud of your of-
fering. Convey your pride with facial expression, tone of voice,
and selection of words. Feel the pride and let it come shining
through. There are 250,000 commonly used words in the English
language; there are 600,000 nonverbal methods of communica-
tions: stance, facial expression, hand gestures, eyebrow position,
and 599,996 others. Learn them and utilize them. They're com-
pletely free, another example of pure guerrilla marketing. No
cost. High payoff.

12.

Remain convinced that your prospect will buy from you
throughout your presentation. This optimism will be sensed by the
prospect and can positively affect the close.

Close
Despite the importance | have attached to the contact and the

presentation, | still reiterate that all the marbles are in the close.

Effective salespeople and canvassers are effective closers.

Aim to be a “dynamite” closer and your income will reflect this.
To close effectively, try to close immediately, rather than in a
week or so.

Review the tips in the following worksheet and take note of how
frequently you utilize the techniques.
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Close questions Score

1. Always assume that your prospective customer is going to do what
you want, so you can close with a leading question such as, "Will it
be better for you to take delivery this week or next week?" "Do you
want it in gray or brown?"

2. Summarize your main points and confidently end with a closing line
such as, "Everything seems to be in order. Why don't | just write up
your order now?"

3. Ask the customer to make some kind of decision, and then close on
it. Typical points that must be agreed upon are delivery date, size of
order, and method of payment. A good closing would be: "l can per-
form this service for you tomorrow, the eighth, or the fifteenth. The
eighth would be best for me. Which would be best for you?"

Begin to attempt the close as soon as possible by easing your pros-
pect into it. If that doesn't work, try again, then again. Continue
trying. If you don't, your prospect will spend his or her hard-earned
money elsewhere—and with someone else. Count on that.

Remember: People like to be sold to and need to have the deal
closed. They won't make the close themselves. So you are perform-
ing a service when you sell and close.

Always be on the alert for signs that the time is right to close. The
prospect will hardly ever tell you when the time has come. You must
look for hints in the prospect's words and actions. A mere shifting of
weight from one foot to another may be a signal to close.

4. Try to give your prospect a good reason to close immediately. It
may be that you won't be back in the neighborhood for a long time,
or that the prospect will wish to use your product or service as soon
as possible, or that prices are expected to rise, or that you have the
time and the inventory now but might not have them later.

5. Let your prospect know of the success of your product or service
with people like the prospect, with people recently, with people in
the community—people with whom the prospect can easily relate.

6. Be specific with names, dates, costs, times, and benefits. Evasive-
ness in any area works against you.
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Close questions Score

7. If the prospect likes what you say, but won't close now, ask, "Why
wait?" The prospect may then voice an objection. And you may close
by saying, "That's great, and | understand.” Then you can solve the
objection and close on it. In fact, one of the easiest ways to close is
to search for an objection, then solve the problem and close on it. If
you have not yet completed your presentation but feel the time may
be right to close, attempt to close on the most important sales point
you have yet to state. Always remember that a person knows what
you want him or her to do, that there is a reason for your meeting,
that your offering does have merit, and that at that moment, your
prospect has your offering on his or her mind. Just knowing all these
things will make it easier for you to close. When a prospect says “Let
me think it over,"” that means "no."

8. If you do not close after your presentation, chances are you have
lost the sale. Few prospects have the guts to tell you they will defi-
nitely not buy from you. They search for excuses. So do everything
you can to move them into a position where they will buy from you.
If you don't, a better salesperson will.

9. Tie the close in with the contact. Try to close on a personal note.
Something like, "l think you'll feel more secure now with this new se-
curity system, and that's important. Shall | have your smoke alarm in-
stalled tomorrow or the next day?"
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Guerrilla Marketing Yourself

You are always on-stage!

Whether you know it or not, you’re marketing yourself every day.
And to lots of people! You're marketing yourself to make a sale,
warm up a relationship, get a job, get connected, and get some-
thing you deserve. You’re always sending messages about your-
self.

Intention

Guerrillas control the messages that they send—it's all about in-
tention! Non-guerrillas send unintentional messages, even if those
messages sabotage their overall goals in life. They want to close a
sale for a consulting contract, but their inability to make eye con-
tact or the mumbled message they leave on an answering machine
turns off the prospect.

Guerrillas send no unintentional messages. Unintentional mes-
sages erect an insurmountable barrier. Your job: be sure there is
no barrier. There are really two people within you -- your acci-
dental self and your intentional self. Most people are able to con-
duct about 95 percent of their lives by intent. But that’s not
enough.

It's the other 5 percent that can get you in trouble -- or in clover.
I’m not talking phoniness here. The idea is for you to be who you
are and not who you aren't -- to be aware of what you're doing,
aware of whether or not your actions communicate ideas that will
help you get what you deserve.

Take a personal inventory
How do you send messages and market yourself right now?

= With your appearance, to be sure. You also market with your eye
contact and body language, your habits, your speech patterns.
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You market yourself in print with your letters, email, website, notes,
faxes, brochures and other printed material.

You also market yourself with your attitude—big time. You market
yourself with your ethics.

How do people judge you?

Again, you may not be aware of it, but people are constantly
judging and assessing you by noticing many things about you. You
must be sure the messages of your marketing don’t fight your
dreams.

What are people using to base their opinions, to make their deci-
sions about you?

* Clothing * Hair * Weight * Height * Jewelry * Facial hair * Makeup
* Business card * Laugh * Glasses * Title * Neatness * Smell * Teeth
* Smile * What you carry * Eye contact * Gait * Posture * Tone of
voice * Handwriting * Spelling * Hat * Thoughtfulness * Car * Office
* Home * Nervous habits * Handshake * Stationery * Availability *
Writing ability * Phone use * Enthusiasm * Energy level * Comfort
online

Conclusion

You’re fully aware of your intentional marketing and possibly even
invest time, energy and imagination into it, not to mention
money.

But you may be undermining that investment if you're not paying
attention to things that matter to others even more than what
you say: keeping promises, punctuality, honesty, demeanor, re-
spect, gratitude, sincerity, feedback, initiative, reliability. They
also notice passion -- or the absence of it. They notice how well
you listen to them.

Excerpted from Get What You Deserve;
Guerrilla Marketing Yourself

“"Big-heartedness is the most essential
virtue on the spiritual journey.”

- Matthew Fox
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Reviewing Yourself

Possible areas where you might add
marketing impact to your presentation

. What is the professional image you would like to project with
your clothing, grooming and manner?

. Does your business card make a professional presentation?

. Are your spelling and grammar consistently correct?

. Are people comfortable around you?

. Is your voice message being used effectively?
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11.
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Do you return messages within 24 hours?

What is unique about you? And do your clients know this?

Is your confidence inspiring?

Does your sales presentation score an “A” for aggressive and
appreciative or a “D” for deceptive or dowdy?

Does your website attract customers and keep them coming
back?

Do you focus on the customer’s needs or a canned presenta-
tion?
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12. What area of your presentation are you avoiding?

13. What’s your biggest fear in presenting?
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Fieldwork on
Presenting Yourself

1. Interview three people in your life on how you ‘show-up’. Go
for college students, friends, family, etc. and ask them to be to-
tally honest with you.

What are your strengths? Weaknesses?

How could you be more powerful as a professional? Where do they
see you in five years? And any other questions you’d like to tackle
regarding your presentation. Check to see if what you thought is
how you show-up.

2. Write out your 7 word and 30 second marketing messages this
week and share them with at least two other people.

Suggested Reading
Guerrilla Marketing, 3" Edition, Chapter 9
Mastering Guerrilla Marketing, Chapter 7
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Conclusion

Guerrilla Marketing involves all aspects of the way you present
yourself to clients, customers and prospects.

The design of your print and online communications, the appear-
ance and readability of your e-mail messages, the way you re-
spond to telephone calls and your appearance all influence your
market’s perception of your competence and professionalism.

The points in this lesson barely scratch the surface of what is
“appropriate behavior” for Guerrilla marketers. Consistently fol-
lowing the suggestions in this lesson, will take you a long way to-
ward projecting a competent, professional image and being the
type of person prospects, customers and clients want to be
around.

Lesson Four winds-up Part One of the Guerrilla Marketing Jump-
start program.

| hope you have enjoyed and benefited from the lessons you have
mastered. If you like what you’ve learned so far, you’ll like the
four lessons in Part Two even more!

On the following page, you can preview what’s to come in Part
Two of the Guerrilla Marketing Jumpstart program.
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GUERRILLAyarketing coacly

Week 5
Fusion Marketing

"Fusion marketing is combining the efforts of two
entities to ‘explode’ their joint marketing efforts.”

- Jay Conrad Levinson
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Fusion Marketing Partners

The key to successful guerrilla marketing is in embracing the
beauty and advantage of cooperation and not the concept of
competition. Fusion marketing is the guerrilla saying, "Hey Jack, if
you enclose my brochure in your next mailing, I'll enclose your
brochure in mine."” "Emily, put up a sign for my store in your busi-
ness; I'll put up a sign for your business in my store.” Jack and
Emily immediately see the advantage of this win-win strategy.
Their marketing exposure has just been expanded while their
marketing costs have been reduced.

Using the worksheet below, list your fusion marketing partners in
the first column below and track your follow-up contacts in the
next columns.

. ) Result of contacts
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Result of contacts

10.

11.

12.

“A wise man will make more opportunities
than he finds.”
- Francis Bacon
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25 Ways To Be a Resource

Becoming a Resource Increases
Your Credibility and Visibility
to Potential Fusion Marketing Partners

ready enjoy their market’s respect.

Here are some of the ways you can become a resource by providing
meaningful and wanted information.

N OO0 U1 AW N =

. Write articles for publication.

. Teach a class.

. Offer to help a friend in your area of expertise.
. Do free consultations.

. Publish an e-newsletter.

. Print a newsletter.

. Recommend your friend’s, client’s and colleague’s products and

services whenever possible.

. Market their products and services in combination with yours.
. Involve them in a project you’re doing.

10.
11.
12,
13.
14,
15.
16.

Provide free community help.
Put information, surveys, tips and articles on your web site.
Sponsor a charitable event.
Compile a list of recommended books in your area of expertise.
Link others’ web sites on your web site.
Provide referrals.
Do a radio or TV spot.
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21.
22.
23.
24,
25.
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Offer to be a free resource for prospects.

Send relevant articles to prospects and customers.
Donate time to a relevant association.
Work a trade show booth.
Connect people in all areas of your life.
Do a free seminar on a popular topic.
Send a yearly industry review to customers and colleagues.
Mentor someone.

Share information beyond your career expertise, such as travel
knowledge, hobbies, etc.
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Rate Yourself As A
Fusion Marketing Partner

Increasing your “fusion potential”

Review the following charts and place a check next to the charac-
teristics that describe you.

Attributes which contribute to successful fusion marketing

| am opportunity oriented

| see multiple options

| have both a business and marketing plan

| am open to change

| value synergy

| place a high priority on customer service

| seek creative solutions to conflict

| see the "we" in winning

I have strong business relationships

| readily give and receive information and ideas
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Attributes which contribute to successful fusion marketing

| demonstrate trustworthiness

| trust others

| use my intuition in decision making

Next, rate yourself on qualities, which make you less attractive to
potential fusion marketing partners.

What can you do to improve these problem areas?

Attributes which diminish successful fusion marketing

| am problem focused

| tend to see few options

My business and marketing plans are weak or absent

| am reluctant to shed old methods and approaches

| see only the "I" in winning

Customer service is not a top priority

| have limited or no other business relationships which support
business growth

| rely exclusively on hard data for decision making

| am hesitant to give information and ideas
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| value control

| don't easily trust others

| rarely demonstrate trustworthy behavior
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Fieldwork

Select 3 fusion marketing partners
and ask the following questions

1. Why is this partnership appealing to me?

2. What assets do | bring to this partnership?
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3. What products, programs and services would | like to develop in
this partnership?

4. What resources will be needed to make this work?

5. What other factors need to be considered?
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Conclusion

We start this section by helping you identify potential fusion mar-
keting partners. An important part of this search involves taking
stock of what you bring to the partnership.

In particular, “What are the qualities that fusion marketers look
for in partners and how can you make yourself as attractive as
possible to others?” As countless Guerrilla Marketers have seen,
success comes from the same tactics that make you valuable and
attractive to potential buyers of your product and service.

To the extent that you’re a resource, who is always ready with an
answer or a suggestion, you become increasingly attractive to fu-
sion marketing partners.

It’s no secret that the Internet has transformed the way business
is conducted. But, are you taking full advantage of it?

= Do you have a web site?
= s it performing the way you had hoped?
= Can you point to specific sales it has generated?

In Lesson Six, we’ll analyze web sites and help you fine-tune yours
so that it performs the way Guerrilla Marketers expect any mar-
keting tool to perform, i.e. delivering high-quality sales results at
minimum effort and cost!
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GUERRILLAparketing Coaciy’

Week 6
Guerrilla Marketing Online

GUERRILLA
MAHI{EI'IHE

"Content is where | expect much of the real money will be made
on the Internet, just as it was in broadcasting.

The Internet allows information to be distributed worldwide at
basically zero marginal cost to the publisher.”

- Bill Gates, Microsoft Corp.
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Welcome

The Internet has revolutionized business. For the first time, own-
ers of all sizes and types of businesses can communicate with
prospects and customers at virtually no cost. These communica-
tions can be as colorful, detailed and photo-filled as desired,
without increasing per-message delivery costs.

At the same time, the Internet has also spawned much hype and

for many, disappointing results. Numerous business owners have

been burned by so called Internet experts who may know the lat-
est software programming tricks, but have had only limited mar-

keting or sales experience.

Guerrilla Marketers know better than to trust the future of their
business to outsiders who are not as familiar with their business as
they are.

As we frequently found knowledge permits planned action. The
purpose of this chapter is to review the basics of web marketing,
so you can take better control of your own web site—regardless
whether you design and maintain it yourself, or hire others to do
SO.
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How Web Marketing
Resembles Print Marketing

Making the most of their similarities

In many ways, the Internet is more than just another marketing
media; it's a new media requiring a different mindset and a new
set of organizing tools. In other ways, however, the web resem-
bles traditional print and broadcast marketing.

This is the first part of two-part comparison. In this part, we look
at some of the ways web marketing resembles traditional print
marketing and design, i.e., brochures, newsletters, newspaper
advertisements and newsletters.

In this part, we analyze how web marketing builds on marketing
and design techniques you're already familiar with.

In the second part, we’ll examine how web marketing and design
differs from print marketing and design.

1. Planning

Both Internet and print advertising succeed to the extent that
they are goal-directed, focused on audience and message. Before
you can begin working, you need a clear idea of the needs and at-
titudes of your audience and the action you want them to take.
This means planning before action. You need to be certain of the
purpose of your communication and the obstacles you must over-
come to achieve it.

2. Theme

Both Internet and print advertising succeed to the extent they are
organized around a single central theme. Like symphonies, the
most satisfying brochures, newsletters and web sites are unified
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by a recurring theme, which supports the action you want your
reader or web site visitor to take.

The theme should appear on the front cover of your bro-
chure/newsletter or the Home Page of your web site, and should
be repeated on each of the pages that follow. Each page of your
brochure, newsletter or web site should contain arguments sup-
porting the theme, or central idea, you're communicating.

3. Branding

Successful web sites, like effective ads, brochures and newslet-
ters, create a distinct image in the viewer's mind. Like an individ-
ual with a strong personality, successful marketing materials are
memorable and stand out from the competition. Successful
branding is based on the appropriate and consistent use of color,
layout, type and visuals.

4. First impressions count

Brochure and newsletter readers, like visitors to your web site,
are impatient. You have just a few seconds to capture their at-
tention or they're gone forever. Therefore, just as the headlines
and visuals on the front cover of your brochures and newsletters
should attract your readers into turning the page, your Home Page
should provide reasons for visitors to immediately begin following
increasingly detailed links.

Readers and visitors to your web site, alike, will make "stay or
move-on" decisions within seconds after encountering your mes-
sage. Newsletters rely on a front- page table of contents; Home
Pages rely on graphics and highlighted text, which visibly links the
visitor to the information inside.

5. Color

Color plays a major role in both print and Internet advertising.
Color operates emotionally; creating a mood or atmosphere that
flavors your message. Always strive for appropriateness.

Consider how inappropriate it would be to use Halloween colors,
like black and orange, on your Christmas card or Christmas colors
like red and green for invitations to your Halloween party. Color
plays a pragmatic role.
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Color also determines how easy your message is to read, requiring
you to pay careful attention to foreground (i.e., text) and back-
ground colors. If there is insufficient contrast, your message will
be hard to read and readers will likely pass it by. For example,
blue text on a black or dark gray background, or purple on red can
be almost impossible to see.

Likewise, color can be used as an attention-getting device to em-
phasize important messages-a red headline on a white back-
ground, for example, can make a special sale or promotion really
jump.

6. White space

Both print and Internet advertising benefit from white space-
empty areas of the page or screen, which provide contrast to the
adjacent text and graphics. White space provides breathing room
for your text and reduces line length, making the text appear
easier to read. White space also adds visual contrast to your pages
and provides a resting spot for your reader’s eyes.

7. Accessibility

Both Internet and print advertising succeed to the extent they are
accessible. Information must be easy to locate rather than hidden
in columns that contain paragraph after paragraph of text.

In both print and Internet advertising, information is communi-
cated best when it is broken into short, bite-sized chunks and is
easy to read. The easiest way to enhance readability is to employ
frequent reader cues like headlines, subheads, department heads,
pull-quotes, and their web counterparts—links or book-
marks—which take you to other parts of a single document.

8. Simplicity

Readers are busy. Both Internet and print marketing fare best
when marketing messages are simple to read. Simplicity requires
short paragraphs, short words and ruthless editing. Replace Long
words with short words. Delete all unnecessary words.
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9. Self-interest

Internet and print marketing both succeed when they appeal to
the reader’s self-interest. Content and design decisions must be
made with the reader in mind. Ask yourself:

What are the reader's problems?
How can my product solve them?
What evidence can | provide to backup my claims?

How can | employ design tools like color, type, and layout to
make my message easier to read?

Marketing communications succeed to the extent they are de-
signed to satisfy the reader, not the association, firm, or individ-
ual sending the message.

10. Call to action

Both Internet and print advertising succeed when there is a
clearly identified call to action and when it is easy for the reader
to respond.

Direct mail that succeeds contains a toll-free 800 telephone num-
bers and self-addressed/postage-paid envelopes.

Brochures and newspaper advertisements succeed when they fea-
ture large addresses and maps showing how to reach the business.

Likewise, Internet marketing succeeds when mechanisms are pro-
vided for the reader to register (making themselves available for
later messages), order the product via e-mail or contact the ad-
vertiser to request further information.

Test yourself
Ask yourself these questions when evaluating your print and Inter-
net communications:

1. Is each publication and my web site organized around a central

theme?
Yes No
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Do my communications consistently create a distinct image in
the reader's mind?

Yes No

Do the front pages of my print communications, and my Inter-
net Home Page, provide reasons for the readers to continue
reading?

No

Is my use of color decorative or functional?

Yes No

Do | constantly tease my readers into reading on?

Yes No

Is my message easy to read, broken into small, bite-sized
chunks?

Yes No

Do my communications appeal to my readers' self-interests?

Yes No

Do | make it easy for readers and web page visitors to respond?

Yes No
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How Web Marketing
Differs From
Print Marketing

How to Make the Most of Their Differences

In the previous article, we looked at how web marketing resem-
bles print marketing. Now, let’s examine the other side of the
coin.

Although Internet and print advertising share many similarities,
their differences are just as important. Acknowledging these dif-
ferences is crucial to improving your ability to make the most of
both traditional and new media.

1. Timing is everything
The size of a photograph doesn’'t matter when a reader encounters
it in an ad, brochure or newsletter--larger is often better.

But, the size of graphics in web communications can spell the dif-
ference between "read” or "not read."” Graphics must be as small
as possible and designed for the lowest possible denominator of
modem and connection speed often just 28.8 baud). Readers are
impatient and will quickly lose interest if forced to spend too
much time waiting for pages to download.

Idea: If your Web message depends heavily on photographs or de-
tailed graphics, you might consider including two versions of
each: "thumbnails,” or small versions which, when clicked, load
larger versions. This way, casual visitors will know the photo-
graphs are available without sacrificing loading speed, while large
versions will be available for those who are willing to wait to view
them.
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2. Navigation and structure are crucial

Web communications require you to pay more attention to how a
customer explores your information than print communications.
Readers must be able to quickly locate the information you want
them to read. Although it is likely that many readers will at least
skim through every page of a brochure or newsletter, at least ex-
posing them to headlines or subheads of possible interest, you
can't assume web visitors are going to encounter every page of
your web site. This places an added challenge to your Home Page.
Web visitors are likely to make "continue” or "not continue” deci-
sions based solely on what they encounter on your home page.

Instead of emphasizing your most important article on the front
page along with a small Table of Contents, as is typical with print
newsletters, for example, your Home Page should hint at the pri-
mary article but place more emphasis on "teasers” which link visi-
tors to features inside. Once inside your web site, icons and other
cues should make it easy for readers to quickly explore various
topics of interest and easily return to the first page.

3. Telegraphic messages

Web writing is more challenging than writing for print. Web mes-
sages must be shorter and more telegraphic--more like billboards
than ads, brochures and newsletters--in order to compensate for
the fact that many people dislike extended on-screen reading.

This translates into shorter sentences and shorter paragraphs. In
addition, subheads should appear both as links at the start of long
articles, as well as within the articles, allowing readers to quickly
go directly to topics of interest. Likewise, summaries at the start
of long articles can attract reader. Bulleted and numbered lists
are another way to break long messages into short chunks.

4. Layout

Although multi-column layouts are the norm for print brochures
and newsletters, multi- column layouts are less successful in web
sites. Readers may find it hard to concentrate on a single column
on a screen containing two or more parallel columns. Multi-
column formats also require scrolling, discouraging readers who
don't want to be forced to scroll from the bottom of one column

to the top of the next column.
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5. Number of pages

There is a direct relationship between the costs of printing bro-
chures or newsletters and the number of pages printed. Each page
(or, more typically, four-page signature) increases printing and,
often, mailing costs. This isn't true with web publications, how-
ever. This means that, (with the exception of Internet Service
Providers who charge by the number of pages), you can be far
more flexible in your use of pages. You can include the luxury of
pages containing just a few words, such as a sidebar, and you can
include "mini Table of Contents” which break up long topics into
manageable bite-sized chunks or lead visitors to other topics.

6. Color

Color is expensive in print communications. Although two-color
printing doesn't mean twice the price of one-color printing, addi-
tional colors can quickly increase printing costs. Four-color print-
ing of photographs is especially expensive and usually requires
more expensive paper. Color is free on the web. This offers you
far more flexibility for adding color to text or graphics and ex-
pands your ability to include colored graphics. This allows you to
orchestrate response by guiding readers and establishing the
mood and image of your web site.

7. Structured versus unstructured

Most print communications are read in a linear, front-to-back
manner. This gives the author/designer control over the sequence
with which topics are encountered. Web documents, however, are
non-linear; each web visitor is likely to explore your web site in a
different sequence investigating topics in a different order de-
pending on what attracts their interest. This places an added bur-
den on you to create a satisfying whole-out-of-the-parts that may
be encountered in different order. It also forces you to spend
more time creating links that will attract visitors to as many pages
as possible, before departing.

8. Dynamic versus static

Change is impossible once the printing press is turned on. Infor-
mation is permanent in a print document. Tough luck if you
change your mind or are forced to reschedule an event or run out
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of specially priced merchandise! Web documents, however, are
dynamic. You can change your web site every day or even every
hour, if appropriate, to reflect your current inventory or recom-
mendations. Restaurants, for example, can post daily luncheon

specials or their weekend entertainment.

As you can see, web marketing offers more, but requires more
than simply posting existing ads, brochures and newsletters to
your web site. Web sites have to be designed from the ground up
for on-screen reading.

Test yourself
Ask yourself these questions to make sure you're taking full advan-
tages of the differences between print and web communications:

1. Are you keeping an eye on the size of web graphics, to mini-
mize loading time?

Yes No

2. Have you made it as easy as possible for readers to navigate
your web site and quickly locate desired information?

Yes No

3. Are your articles as short and telegraphic as possible?
Yes No

4. Have you designed your pages to minimize scrolling?
Yes No

5. Have you used color to establish a mood as well as help read-
ers locate desired information?

Yes No

6. Do you frequently update your web site as new information
becomes available, giving visitors a reason to come back?

Yes No
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8 Golden Rules
For Your Web Site

Rate Your Web Management Ability

Use the following table to guide you creating and maintaining the best
possible web site. Each of the eight areas is critically important to your
success.

Score your performance each area, from one to ten (1 = poor, 10 = ex-
cellent).

Then, write down what you must do to increase your score in each area.

Rule How you can improve

1. Planning. Do you know, ex-
actly, what you want to accom-
plish with your web site?

2. Content. What information
will best attract visitors to your
site and keep them coming
back on a regular basis?

3. Design. There’s a "hang or
click” moment when people
first see your site. Do you un-
derstand how design influences
their choice?
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How you can improve

4. Involvement. How effec-
tively do you use interactive
tools, like return-on-investment
calculators, to involve visitors
instead of having them just
read?

5. Production. How efficiently
do you use easy-to-use software
to get your message online as
quickly as possible?

6. Follow-up. How much time
typically elapses between the
time visitors e-mail you and ask
some questions and the time
you respond?

7. Promotion. How visible is
your web site to search en-
gines?

Is it linked to other sites?

Do you promote your web site
off-line in media, mailings, and
wherever your name appears?

8. Maintenance. Do consis-
tently change, updating,
freshen and renew your web
site?
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17 Coaching Questions
For Your Web Site

What is the immediate, short-term goal of your website? Be
specific.

What specific action do you want visitors to take? Be specific.

What are your objectives for the long term? Be specific.
Who do you want to visit your site?
What solutions or benefits can you offer to these visitors?

What data should your site provide to achieve your primary
goal?

What information can you provide to encourage them to act
right now?

What questions do you get asked the most on the telephone?

What questions and comments do you hear most at trade
shows?

What data should your site provide to achieve your long term
objectives?

Where does your target audience go for information?
How often do you want visitors to return to your website?

What may be the reasons you don't sell as much as you'd like
to?

Who is your most astute competition?
Does your competition have a website?

What are some ways you can distinguish yourself from com-
petitors?

How important is price to your target audience?

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com

126



The Guerrilla Marketing Coach Jumpstart Program™

Incentives and
Visitor Registration

Successful Guerrilla Marketers recognize that web sites cannot
succeed if they are “one night stands.” Success is based on repeat
visits.

Accordingly, on their first visit, you need to obtain your visitor’s
e-mail address plus their permission to communicate with them in
the future. Your goal is to obtain their e-mail address so you can
establish, proactive, on-going communications with customers and
prospects, often based on a monthly or bimonthly newsletter sent
via e-mail.

Future e-mails can then be used to both maintain top-of-mind
awareness and drive visitors back to your web site whenever you
post updated content.

A matter of control

Unless you obtain the visitor’s e-mail address on their first visit,
it’s up to your visitor whether or not they ever again visit your
site.

But, once you obtain their e-mail address plus permission to con-
tact them in the future via e-mail, you’re well on your way to
building a successful relationship.

3 keys to success
* Incentive. You must develop an incentive to encourage visitors
to submit their e-mail address.

= Simplicity. You must make it as easy as possible for visitors to
register.

» Privacy. You must provide, and live up to, a privacy statement
assuring visitors that you will not sell, share or otherwise dis-
tribute their e-mail address to anyone else.

©2002 Mitch Meyerson and Jay Conrad Levinson. Version 3.0 All rights reserved 127
May not be duplicated, retransmitted or reproduced without permission
Free marketing articles for download: www.gmarketingcoach.com



The Guerrilla Marketing Coach Jumpstart Program™

Successful Incentives

The best way to encourage visitors to subscribe to your e-mail
newsletter is provide a good description of the contents of the
newsletter and also offer a registration incentive like valuable in-
formation that they will receive immediately.

Just saying: “Sign up for my newsletter!” is not enough. There is
no benefit to that statement. Instead, describe the type of infor-
mation your newsletter will include and how frequently they will
receive it.

Content

Tie this to a registration incentive that has high perceived value
and can be distributed via e-mail, preferably as an Adobe Acrobat
.PDF (Portable Document Format) file. Acrobat files enhance the
value of your message by maintaining the original formatting of
your document and permitting you to use various typeface designs
to project an appropriate, easily-read image.

Educational content

The content of your incentive should be strictly educational. Let
the value of your words sell your competence. In your incentive,
provide valuable information that relates to the type of product
or service that you provide. Use this incentive to communicate
your empathy for your prospect’s problems and—without bragging
or boasting—show them that you know how to solve their prob-
lem.

A useful starting point for creating an informational incentive is to
use a numbered list approach: “Ten ways to increase word-of-
mouth referrals,” “Eight clues to your inner passions,” “Twelve
ways to get your point across in meetings.”

Delivery
The easiest way to deliver incentives is as e-mail attachments
that are automatically sent to your visitors upon receipt of their
e-mail address.
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Simplicity
Make it as easy as possible for visitors to register to receive your
incentive.

Request the minimum amount of information. Provide two text
boxes, one for visitors to insert their first name, one for their e-
mail address. (Obtaining your visitor’s first name permits you to
personalize your communications.) Avoid asking more informa-
tion. You’'ll find that there is often an inverse relationship be-
tween the amount of information you ask for and the number of
visitors who register.

Avoid future spam

Do not assume that everyone who wants your registration incen-
tive also wants your e-mail newsletter. It’s important for you to
permit visitors to receive your registration incentive without hav-
ing to subscribe to your newsletter.

Accordingly, provide a special check box for visitors who want to
receive your newsletter. This enhances your credibility and pro-
jects a professional image.

In addition, in each of the newsletters you send, remind subscrib-
ers that they have requested the newsletter. This will reduce the
possibilities for complaints about your newsletter being unsolic-
ited “spam”

The more opportunities you provide for visitors to sign-up, the
greater your response will be. Don’t assume that a single registra-
tion form on the home page is enough. Success comes from the
number of times visitors encounter your registration form. Many
successful Guerrillas provide a sign-up form at the bottom of
every page.

Privacy

Place your privacy statement in a prominent location. State your
intention to respect your visitor’s privacy by never selling, sharing
or making their name and e-mail address available to anyone
other firm or organization.
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Information Incentives

Creating the Most Important Part
of Your Web Site

The most important part of your web site is neither the home
page nor any other individual page.

Instead, the most important part of your web site is the registra-
tion incentive you offer to encourage visitors to submit their e-
mail address with you.

Importance of incentives
Your registration incentive determines the success or failure of
your web site.

Unless you succeed in obtaining a visitor’s e-mail address and
permission to communicate with them, you may never get another
chance to communicate with them. Once a visitor leaves your
site, they’re typically gone forever.

It costs you nothing to obtain permission to communicate with
web site visitors and past customers via e-mail. Once you have
this permission you can establish a trust-based relationship that
can reward you with years of profitable, repeat sales and word-of-
mouth referrals.

Why electronic incentives?
Choose an incentive you can deliver via e-mail. This avoids the
cost and delay associated with printing and mailing.

Economy. When you receive a request for information, you
don’t know the visitor’s buying potential. Accordingly, it’s im-
perative that you not spend money on the visitor until you
know their value.

Speed. Delivery time is another reason to avoid conventional
mail. Electronic incentives are delivered immediately, while
your visitor’s interest is high. Conventional mail takes several
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days to arrive. By then, your web site visitors may have forgot-
ten why they requested the incentive, or—worse—fail to asso-
ciate it with your web site.

Foreign. Requests from abroad are another reason to offer
electronic incentives. International postage costs more than
domestic mail and usually takes more time to deliver.

Types of incentives
Choose the form of incentive that your market will find most use-
ful. Popular options include:

Buying information. Many purchase decisions are made on the
basis of price simply because buyers don’t know how to shop
for quality and value. You can gain an important advantage by
showing your market how to be an intelligent buyer.

Glossaries. Every field has its own specialized terms. Newcom-
ers as well as experienced buyers appreciate better under-
standing the terms in your field.

Case studies. Incentives showing how you successfully solved
your client’s problems permit you to use an editorial, as op-
posed to an advertising, tone. Case studies permit you to de-
tail the benefits you helped clients overcome and the benefits
they enjoyed.

Trends. New technologies, challenges, and opportunities are
constantly appearing. You likely know more about changes in
your field than your customers. Use this knowledge to enhance
your credibility by describing and interpreting the changes
taking place.

Other. Incentives don’t have to be written. Your incentives
might include spreadsheet templates that can be used to com-
pute the benefits of buying from you or downloadable audio
files of interviews or seminars. Screen savers permit visitors to
view your craftsmanship on their monitors when they’re not

typing.

Let your imagination—and understanding of your market’s infor-
mation needs—be your guide.
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Why educate?

Respect and trust are among the few things that money can’t buy.

Your competition may be capable of “buying the market” through
extensive advertising or discounting, but you can market informa-
tion that will help customers make better buying decisions and
enjoy full value for years after they buy.

Marketing in tough times

The tighter money gets, the more carefully businesses and con-
sumers spend their money and the more emphasis they place on
trust and value, rather than simply a low price.

When times are bad, businesses and consumers don’t stop buying.
They just spend their money more carefully!

Other uses for incentives
You can also promote your incentives on the radio or in small ads
(i.e., one- inch by one column) to drive traffic to your web site.

Use phone calls and postcards to encourage inactive past custom-
ers to register on your web site. Or, use incentives to encourage
readers of the print version of your newsletter to switch to the
more economical e-mail version.
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11 Frequently-Encountered
Web Page Design Frustrations

And How to Cure Them

Information is the ultimate reason for your web site’s existence.
Your Web site should transparently communicate its content. Any-
thing that interferes with the immediate and intuitive transfer of
information between you and your web site visitor undermines
your web site’s success.

All too often, however, design interferes with communication.
The following are my Top Eleven Web site design frustrations
along with suggestions showing how you can cure them. Use these
as a guide to improving your Web site.

1. Long lines of text

Long lines of text create boring, hard to read Web sites. Visual
boredom results when type extends in an unbroken line from the
left to the right margin of the screen. Long lines are tiring be-
cause your Web site reader's eyes have to make numerous left-to-
right shifts. It's also easy to get lost making the transition from
the last word of one line to the first word of the next.

Short lines of type create white space to the left and right of each
line of text. These white spaces frame your message. They also
provide space to place secondary text or visual information.

If you are using Microsoft Publisher™, you can use columns to con-
trol the placement of text. With programs like Microsoft® Front-
Page™ you can use tables to reduce line length and build visual
contrast into every page. With Net Objects Fusions, you can cre-
ate guides to control text placement.

If you are creating your Web site using HTML, use the Block Quote
tag to indent text from the left and right edges of the screen.
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2. Large, meaningless graphics

Large graphics take longer to download than small graphics. Long
downloading times are justified if the result is meaningful infor-
mation. All too often, however, your reward for waiting for a
graphic to download is only a large logo or an overly complicated
image map.

Respect your Web site visitor's time! Restrict large graphics to oc-
casions where they communicate valuable information. Equally
important, when including photographs, use thumbnails—or re-
duced sized images—which visitors can click on to load larger ver-
sions.

3. Lack of contrast

Foreground/background contrast is necessary for your visitors to
easily read your message. To succeed, words have to be clearly
separated from the background.

To ensure maximum legibility, avoid text on top of gray or
screened backgrounds, i.e. blue text on light blue backgrounds.
Avoid placing text over patterned backgrounds.

If you want to add color, or visual interest, to your page, place
the backgrounds to the left or right of the text, rather than be-
hind the text.

4, Bright backgrounds

Bright colors have their place on the Web, but usually not as
background colors. Large amounts of bright reds, oranges, yellows
or lime green backgrounds are visually tiring and certain to re-
duce the time visitors spend at your site.

Instead, choose subdued background colors. Restrict bright colors
to a few high-impact words, illustrations or graphic accents.

5. Dead ends and broken promises

Strive for consistency. Anything that looks different is likely to be
interpreted as a link. Many Web sites, for example, use subheads
set in a different color than the text they introduce. These can be
easily confused with links.
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Always check, and double-check, links to make sure they lead to
the information they promise. Avoid links to pages that do not
contain the promised information. Avoid links to “work in pro-
gress” locations.

6. Lack of consistency

Consistent colors, layouts and type enhance your firm's image and
project credibility and professionalism. Your firm's image is un-
dermined, however, when different colors and layouts are used on
different pages of your site.

You'll frequently encounter well-designed Home Pages where the
text is neatly indented from the edges of the screen, but when
you get deeper into the site, you encounter different background
colors and long lines of text. Change undermines credibility and,
at worse, can cause visitors to wonder if they've visiting a differ-
ent site.

Take advantage of your software program’s text styles feature to
maintain consistency. Styles also make it easy to redesign your
site with minimum effort.

7. Pages that cannot be printed

Whenever | encounter a Web page | might want to refer back to
later, | print it out using my color printer. This works well, unless
the text was set in a light color-like white or yellow against a
black or blue background. When your print from your browser, the
Web page's background color is not printed. This means you print
white or yellow ink on white paper. . . hardly readable!

if there is any chance at all your Web site visitors may want to
print your pages, avoid light text colors.

8. Centered text

Centered text appears everywhere on the Web, in headlines, ti-
tles, even extended text passages. It is harder to read than text
set flush-left/ragged-right. Centered text forces readers to search
for the beginning of each line.

Centered text also doesn't look as good as flush-left text because
the space surrounding the text is divided between the left and
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right sides of each line, instead of being concentrated to the right
of the text.

9. Unnecessary graphic accents

Graphic accents, like horizontal rules dividing topics, can easily
clutter-up a page and project an amateurish "My First Web Site!"
image. Instead of using horizontal rules to break-up a long arti-
cles, insert subheads which preview the text that follows.

To reinforce the impact of the subheads, set them bold and sur-
round them with white space above and below them.

10. Oversize pages

Many Web sites force visitors to scroll sideways, in order to see
the endings of words along the right-hand margin. This is unsightly
and frustrating. It is often caused by long words placed in table
columns too narrow to accommodate them. It can also occur
when you create your Web site on a computer with a monitor set
at a higher resolution than your typical Web site visitor's.

When using tables to organize text placement, check every page
of your Web site before posting it. Build in a margin for error by
searching for short words to replace long words. Most importantly,
remember to design for the lowest common denominator monitor
setting, which is typically a 640 by 480 pixels.

11. Accidental spacing

The appearance of many Web pages is undermined by unnecessary
spaces between words or extremely short lines. This are usually
caused by the Web site creator inserting Paragraph Break com-
mands that looked good on their particular browser and screen
resolution, using their own Web site browser's typeface and type
size. But, viewed using a different screen resolution or typeface,
these Paragraphs Breaks often appear in the middle of a line.

Instead of using HTML Paragraph Break tag to break lines, use ta-
bles or columns. Column widths will remain the same, regardless

of the default typeface or type size used in your Web site visitor's
browser.
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How to Evaluate a Web Site

Teach Yourself To Be
More Observant

Training yourself to become a critical observer of other web sites
is the first step towards improving your own web site. Get in the
habit of carefully analyzing the various web sites you visit, espe-
cially those of your competitors. Then, see how your own web site
stacks up.

Evaluating web sites

The Web Site Scorecard on the next page is intended to provide
an easy framework to help you analyze web site performance in
twelve major areas and arrive at a cumulative score.

The goal is to emphasize the importance of balanced web sites;
web sites that achieve respectable scores in all areas, rather than
over-emphasizing a single area or two and omitting other areas
completely. There's also space to jot down your impressions about
the site's performance in each of the twelve areas.

A "perfect” web site's score would be 60.

One of the first things you'll probably notice is that most web sites
score very high in one or two areas, but fall down, or omit, other
areas completely.

Performance categories
Here are some of the things to look for as you evaluate the vari-
ous web sites you visit:

Speed. A fast-loading home page speed is critical to the success
of any web site. If visitors have to wait for large graphics to
download, they are likely to leave and visit another site.
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Site purpose. The firm or organization's products, services or
goals should be immediately obvious. What type of activities does
the firm or organization engage in? Who do they serve?

Engagement. You should be able to immediately understand the
benefits or information the firm or organization offers you. Pro-

spective clients or supporters should be able to immediately see
how a relationship with the web site offers both short term and

long term benefits

Navigation. How easy is it to locate desired information. Your
ability to locate "information,"” regardless whether it refers to edi-
torial content, product information, shipping costs or a desired e-
mail address, is of paramount importance. Information is useless
if it cannot be quickly and easily located.

Registration. Web site success depends on providing incentives to
encourage visitor e-mail registration. E-mail registration permits
the web site to follow-up with visitors at a later date, using alerts
or newsletters. If a web site does not attempt to capture the visi-
tor's e-mail address, visitors may never revisit.

Usability. Usability refers to ease of reading and chunking. Ease
of reading is based on relatively short lines of text and freedom
from distractions--like bright colored backgrounds or distracting
textures. Chunking refers to breaking information into bite-sized
units using short paragraphs introduced by frequent subheads.
Bulleted or numbered lists also permit visitors to grasp an article’s
contents at a glance.

Timely. How up-to-date is the information on the web site? Web
site credibility plummets if the home page promotes an event
that occurred two months ago. Web sites should be considered
"works in progress” that are constantly updated if only so that
they don't bore repeat visitors.

Design. Is the design appropriate for the firm or organization the
web site serves? Layout, colors and typefaces determine the site's
personality and image.

Customization. Is the site capable of delivering personalized in-
formation? Upon repeat visits, can visitors resume where they left
off?
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Technology. Is technology used appropriately, to increase the
site’s information value, or is technology used decoratively, in a
show-off fashion? Sound, video clips and animation can either en-
hance or hinder communication.

Call to action. Does the web site encourage you to take the next
step, such as request more information or make a purchase?

Community. Does the web site encourage feelings of belonging,
enthusiasm and loyalty? Does it motivate you to become involved
by asking a question or contributing a comment?

Scoring web sites

Using the Web Site Scorecard on the following pages, get in the
habit of critically evaluating at least one or two web sites every
day and taking careful note of your impressions. You'll be sur-
prised at the many lessons you learn and can apply to your web
site.

Soon, the habit of critical evaluation will be second nature to you.
More important, by saving your filled-out Web Site Scorecards,
you'll be able to revisit web sites and see whether or not they
have improved since you last visited them.
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Web Site Scorecard

Use this scorecard to evaluate your own,
and the various web sites you visit.

Make as many copies of this Download and print out as many Scorecards
as desired and 3-hole punch them so you can store them in a three-ring

binder. Save space and paper by printing or photocopying the first and

Score
second pages on the front and back of a single sheet of paper. (Refer to
. . . . . . o 1 = poor

your printer's documentation for directions on two-sided printing.) 2 = below average
Score each web site on each of the following points, using a scale of 1 3 = average

4 = above average
to 5 by circling the appropriate numbers. Note the total score at the

5 = very good
end of the worksheet.

Hint: revisit the site frequently to see if and how it has been improved.

Firm name

URL

Date visited

Question Criteria Response
Does the home page — Yes __ No
1 load quickly? 12345
) Explain
Is the site's purpose — Yes__ No
2 i i i 12345
immediately obvious? .
Explain
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Does the home page __Yes ___ No
immediately engage
3 you—i.e., describe Explain 34
problems you may be
facing?
Can you easily identify __Yes ___ No
4 and locate desired in- 34
formation? Explain
Does the site encour- __Yes_ No
5 age easy visitor regis- 34
tration for later e-mail Explain
follow-up?
Is text easy to read? __ Yes_ No
6 Are subheads and Explain 3 4
bulleted lists used to
chunk content?
Does the site offer __ Yes_ No
7 timely, frequently up- 3 4
dated information? Explain
8 Does the site project — Yes__ No 34
. . »
an appropriate image? Explain
Is the site interactive, __ Yes_ No
i.e. does it offer visi-
9 tors information cus- Explain 34
tomized to their spe-
cific needs?
Does the site use fea- __Yes_ No
tures like frames and
1 O animation appropri- Explain 3 4
ately and with re-
straint?
Does the site encour- __ Yes_ No
1 1 age you to buy or take 3 4
the next step? Explain
Does the site encour- __Yes ___ No
1 2 age a sense of com- 34
munity? Explain
141
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Fieldwork

3 strategies For
Online Success

Use the questions below to set up an action plan for establishing
an online presence or improving your existing web site.

1. Promotion

Your web site must be visible in order to draw traffic. 84.8% of web
site traffic comes from search engines. Alta Vista alone delivers re-
sults to more than 50 million searches per day. Good search engine
placement is crucial for visibility.

Other promotion tools include:

= Use of signature lines in e-mail.

= Participate in discussion or news groups related to your field.

= Distribute original articles on free content sites.

» Send press release announcing your site or a new product/service.

= Host a chat related to your expertise.

= Offer a free newsletter/e-zine.

= Write an information course and offer it via autoresponder.

»=  Write an e-book.

= Provide information about your service/product in an online mall
or trade show.

= Run classified ads in your industry newsletters.

= Host a teleclass (class offered via the telephone).

Taking action
Which method of promotion will make the greatest impact on your
business?
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What must happen in order for you to begin this promotion?

2. Credibility

Your marketing efforts will only be successful if customers view
you as credible. Take the time to distribute useful information to
your prospects. This will demonstrate your expertise and profes-
sionalism.

The number one factor in influencing purchase decisions is confi-
dence. And the road to confidence is paved with credibility. Hav-
ing the lowest price, widest selection, or most convenience won't

help you much if your prospect doesn't trust you in the first place.

Ways to inspire credibility:

= Be consistent in your marketing message.
= Liberal use of testimonials.

= Professionalism of marketing materials.

»  Frequent visibility.

= Focus on what your customer wants and needs.
= Give prompt responses to inquiries.

= Pay attention to details.

= Be generous with information.

= Make the purchase as easy as possible.

= Be accessible to your prospect.

= Offer excellent customer service.

= Strive for a good reputation.

= Be incredibly honest.

= Take responsibility.

= Treat people fairly.

= Offer an unconditional guarantee.

= Give free samples of your products.
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= Be an expert.

= Talk to your customers.

= Give a little more than is expected.

= Resolve disputes in favor of your customer, whenever possible.

Taking action
How can you add credibility to your business?

Instead of asking how to get more customers, ask WHY more cus-
tomers would want to purchase from you. What is your response?

3. Online Relationships

The Internet can be an incredibly lonely place. Working to estab-
lish relationships can overcome the web's hamelessness and help
build trust with your prospects.

Customers can't see the smile on your face when they type in your
URL. They can't hear your reassuring 'hello’ as they walk through
your “cyberdoor.” Yet, the online relationship-building process
must immediately begin.

Visitors will decide in seconds whether to stick around or click
away. They tend to be an impatient lot and will be quickly agi-
tated if you don't tell them right away what they can expect from
your site.

Does your web site:
= Load quickly?
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= Communicate your area of expertise?

= Describe the products or services offered?

= Offer information that will benefit visitors?

= Describe your unique competitive advantage?

= |nvite visitor participation?

= Create a sense of professionalism?

= Establish credibility?

* Include contact information on every page?

= State the length and terms of your guarantee or warranty?

Taking action
What steps do you take to build a relationship with visitors to your
web site?

What improvements will you make in the areas of promotion,
credibility and building relationships?

When we agree to hold ourselves accountable to someone, the
likelihood of completing our task multiplies. Who can you be ac-
countable to?
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Conclusion

In this lesson, we have shown some of the ways that effective web
sites are not based as much on mastering Internet and software
technology as much as success is based on applying tried-and-
proven Guerrilla Marketing techniques to your web site.

The most beautiful, technically sophisticated web site in the
world will fail if the site is not built around provide meaningful
content that visitors want or motivate visitors to take the action
that the firm wants.

Once again, success comes down to answering basic questions,
like:
=  Who is your market?

=  What information do your market need in order to want to
take the action you desire?

= What are you doing to make sure your market visits—and re-
visits—your web site?

= Does your web site provide a pleasant visiting experience?

Once you have established goals for your web site, it is relatively
easy to master the appropriate software needed to accomplish it,
or hire the right people who already know how to do what needs

to be done.
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Thank you for becoming a Guerrilla!

For more information on:

The Guerrilla Marketing Coaching Program

€

Guerrilla Marketing Coach™
Based on the best-selling marketing series of all-time
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