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Have you ever “opened the doors” of your
pusiness so that customers and prospects
really get a taste for how you operate? If not,
as Nike say, “just do it” because a small up-
front investment in educational marketing
could sky-rocket your sales and profitability.

ho do you know who's bought a car purely on the basis of its

shape, colour or seating capacity — or whether it had featured
in an amusing poster or TV ad? Sure, these all help - but any sane
person will want to find out a whole lot more before they can judge
whether or not the car suits their particular needs. They're interested
in its safety features... the comfort of the driving position and
passenger seats... the engine performance and fuel consumption...
the accessory options... and, of course, the nitty gritty of service
intervals, warranty terms and finance deals. Although the priorities
will vary from person to person, it can be a very long list.

The same point applies to any business - including yours — where
selling is all about helping your prospect to reach an informed
buying decision. The more comprehensive and clear you are able to
make this information, the higher people will perceive its value. And
the more they value it, the more they want to buy. Providing you
don't bore them to tears, there is no product or service on earth
whose sales cannot be dramatically escalated by better informing
potential customers about its benefits, advantages and uniqueness.

Promoting the big picture
about your business can
win bigger sales and

Tell more, sell more

Whatever you are selling, the main question any prospective
customer has is "Will this really do what I need it to?” - closely
followed by “Is it my best choice or, at least, the best I can afford?"

The only way to answer these concerns is to enable the prospect to
discover the relevant details to their full satisfaction so that they
know that in buying from you they are making a wise, safe and
reliable choice. So you need to spell out how your product or service
will benefit them - and the advantages they will win by buying from
you instead of someone else.

Summarising your business in
terms of your audience(s)
interests like this will reveal
powerful knowledge streams to
feed all of your sales and
marketing communications. It's
almost like mapping a journey
that will lead them efficiently
and logically to a complete

ké
The more
comprehensive and
clear you are able
to make this
information, the

H = understanding of how your
hlghe'_' pe_oPIe will product does what it promises to
perceive its value. do, and why therefore they can

be certain that it will add the
And the more they
. value they seek to their life,
value it, the more health, work, play, hobby,
relationship, wealth or whatever.
ey want to buy.,,

Though costing next to nothing

to research, such details make
your sales story vastly more interesting to any potential buyer —
especially when presented entertainingly in sales letters, flyers,
brochures, emails and websites that engage and foster genuine
interest. And, of course, the more interested you make your audience,
the closer you get to clinching the deal and winning yet another
happy and loyal customer.
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Educate...

How to use education
Mmarketing to accelerate
your sales and profits

In any business or profession - if you are able to 'find' prospective
customers or clients and get them to reveal their interest before you
attempt to sell them anything, you can win a much higher response
from every pound of marketing budget that you subsequently invest.

So, rather than habitually trying to sell people the first time you
come across them (and probably losing them for good if you fail), it
will serve you better to make valuable buying information readily
available to help you identify and retain interested prospects. Such
people are much more worthy of your time and resources because
knowing who and where they are, you can invest your marketing far
more strategically as you build dialogue into a longer-term
relationship. Here’s how to do it...

1. Make a list of details of what you sell - how it's made (or how and
why it was conceived), how long it takes, why it is made in certain
colours and not others, how much material is used to make each
product, why it is quieter, louder, different, better...

2. Keeping a clear picture of a typical customer in your mind’s eye,
write a few paragraphs about each of these details from the viewpoint
of its benefits, advantages and value to them. Take the position of a
journalist writing an interesting, newsworthy piece about your
business and product or service, and then write in an engaging,
informative, educational way.

Julian Childs is the founder of MAINLY MARKETING... (www.mainlymarketing.co.uk) and CML
PROMOTE (www.cmluk.com/promote.asp) - and also undertakes freelance consultancy for various London
and home counties’ organisations such as BLINK DESIGN & MEDIA (www.blinkdesignandmedia.com),
BUSINESS FOCUS (www.business-focus.co.uk) and WORLD WIDE PORTALS (www.wwp.uk.com). You

3. Use this information to lead your customers “behind the scenes” of
your business — preferably linking it to an exclusive preferential
buying opportunity that rewards their interest or attendance. You
might do this literally by inviting them to an educational event such
as a site visit or private viewing - or by sending tickets to an
exhibition or topical seminar that you are displaying at or hosting.
And, if this isn’t appropriate in your kind of business, do it
tiguratively by weaving the information into your marketing
materials.

4. Write a FREE report about
your product, service, profession
or industry (as appropriate) to
give prospective customers
valuable and helpful information
they did not have before. The
effectiveness of any report lies in
its unbiased informational value,
so do not attempt to make it into
a sales message or prospects will
recognise it as such and dump it.

bk .
Keeping a clear
picture of a typical

customer in your
mind’s eye, write a
few paragraphs
about each of
these details from
the viewpoint of its

If you cannot find the time or
talent to do it yourself, don’t

benefits, worry; in fact it could actually be
a good thing because a freelance

adva“tages and copywriter or local / trade

value” journalist should be able to write

the item more quickly,
objectively and credibly than
you - and without breaking the bank. The result should be so
appealing and useful that prospects want to keep it as a handy guide
for reassuring reference and subsequent referral.

can contact him via any of these sites or by email to info@mainlymarketing.co.uk

This article was inspired by a Paul Gorman Advisory from Big Sur Publishing.

20of 2



