8 MoTivaTE ProspECTS TO Buy

Critic. They wantthesameoldfamiliar thingthey’ vea waysused.
That’ swhy “New, Improved BlueCheer” comesintheoldfamiliar
blue box. Critics don’t want your new or improved product or
serviceandthey will resistit withapassionif youtry toforceit on
them. Inside your company, they are the corporate “immune
system.” Their word of mouth can kill your change effort. In the
marketplace, they arethe mediaand reviewers. If your product or
serviceisn't ready for primetime, don’t let them play withiit.

GET MoRE CusTOMERS USING THE |RRESISTIBLE
L ANGUAGE OF MOTIVATION M ARKETING!

Ever wonder why some marketing works better than others?
Onemainissueisthat most marketing isabout the company or its
products, not the customer and their needs. The best marketingis
about “what’sinit for me, the customer.” But beyond that, many
companies are starting to embrace the irresistible language of
Motivate Everyone. Like:

Achiever/Problem Solver: Achieve your dreams without

sacrificingathing.

Follower/L eader Doctorsagree, but decidefor yourself.

I nnovator /Processor: Norules, just right.

Thinker/Doer: Haven't you waited long enough? Just do it!

Revolutionary/Evolutionary: New! Improved!

What if, like Oppenheimer Funds, you want to selectively
eliminate certain types of customers (e.g., options or difference
peoplewho changeall thetime)?Thencraft asloganthat leavesout
theirresistiblelanguagefor that kind of person. Focusontheclients
and customersyou want!

Thenall youhavetodoisget your new andimproved message
infront of your prospectsoften enoughto satisfy their convincer
strategy (number-of-timesor period-of-time) andthey’ || bemuch
morelikely to buy.

Havefunusingthepower of Motivate Everyoneto selectively
attractmoreideal customers!

For moreinformation, go to www.motivateever yone.com.
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M AsTERING CUSTOMER M OTIVATION

Most companies struggle to get enough of the right kinds of
customers, but what if you could target your advertising and
marketingtoattract only thekindsof customersyouwant?Well you
can.

Onebusinessconsultant | know usesthe profiling questionsof
M otivate Everyoneto analyze prospectivecustomersand then uses
theirresistibleinfluencinglanguagetowritehisproposal. Hecloses
90% of proposals. Why? Because he matches hislanguageto the
customer’ s needs. And you can do the same.

So how do you begin? First, you'll want to segment your
customers. There are people who buy once, those who buy often,
andthosewho buy oftenandrefer youtoall of their friends. Those
who buy often and refer you areworth potentially 10 to 100 times
more than other customers. Once you know who your frequent
buyers and “advocates’ are, then you can begin to analyze their
motivationstyle.

ANALYZE YOUR MosTt VALUuABLE CUSTOMERS

Advocates, more than likely, value relationships and knowl-
edge. They know everyone and will refer you. Do your frequent
buyers and advocates buy:

» Tomovetoward pleasure or away fromdiscomfort?

» Becausethey“fed” it’ stheright choiceor becauseotherstell

them?

» Becausethey haveoptionsand choices, or becauseit’ seasy

and procedural to buy?

» Immediately?Or after they think about it awhile?

» Becausethe product isthe same, improved, or different?

STEP INTO YOUR CUSTOMER’S SHOES

| liketo step into the customer’ s shoes and try to answer these
guestions before | gather any more information. Think about a
product or servicethat you’ ve bought frequently and advocated to
your friends. What’ syour motivation style?
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1. Develop a complete solution for one pressing problem the
realistscurrently face.

2. Describeit asan “improved and proven” way to solvetheir
problem

3. Target onenicheontheother sideof thechasmand establish
abeachhead. (About 10% of thepopul ation areboth revolu-
tionaryandevol utionary, |eader sandfollowers,innovators
and procedural Establish a beachhead among these
postchasm "sneezers' and they will infect everyone else
with your product or service.

4. Get testimonials from these realists, because redlists are
followers. They rely onwor d of mouth fromother realists
tomaketheir decisions. They will not listen to dreamers,
becausethey don’t trust them.

If, ontheother hand, you’ rean existing company withaproven
product and you want to involve the dreamers, all you haveto do
istalk about product enhancementsin termsof how they are* new
anddifferent.” Offer someoptionsand choices, maybecolors(e.g.,
Nokia phone plates). Think about Dodge: What's their ad cam-
paign?“Dodge: Different.” Hey, it’ satruck; it’ snot different, but
if yousay itis, thedreamerswill believeyou, but thenyou’ d better
beabletoback it upwithinformation. Dreamersareachievers; they
decide for themselves so you will need ways to enlighten them
about thenewand different optionsavail ablewithyour oldfamiliar
product or service.

Hint: Thisworkswith your internal changes as well as your
external market changes. If you're trying to implement a new
strategy like Six Sigmaor reengineering, you' |l waysfind afew
dreamersready to adopt it, but you will hit awall when you reach
the redlists. So start small, establish a beach head within the
company, and make sure it is successful. Then make sure they
“sneeze” their success to other realistsin the company. Y ou will
dramatically improveyour chancesof weavingthe® programof the
month” into thefabric of your company.

Danger! There's one other kind of customer out there: the
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CROSSING THE CHASM

In Geoffrey Moore' sinsightful book, Crossing the Chasm, he
explores how technology jumps the “chasm” between the early
market (hobbistsandvisionaries, what | call Dreamers) tothemain
market (pragmaticsand conservatives, that | call Realists). Moore
found that many companies got drunk on their early success and
failedto rethink and retool their productsto meet the needs of the
main market which holdstwo-thirds of your customers.

Moore found that the "prechasm” dreamers simply didn’t
“gpeak thesamelanguage” asthe" postchasm” redlists. It slikethe
Englishcrossingthechannel into France. | immediately recognized
thelinguisticdifferencesbetweenthesetwo partsof themarket. So
| startedtowonder, how canthedreamerscraft their messagesothe
realistscan hear it? And how cantherealistscraft their messageto
involvethedreamers?

Dreamers The early adopters of any technology are revolu-
tionary, innovator achievers. They want whatever is new and
different, and they want lots of choices and options. Because
technol ogy companies cater to the dreamers, they get seduced by
their early success. They don't realize that they need a different
approach if they want to cross the chasm to where the big dollars
are.

Realists The post chasm adoptersareevol utionary, processor
followers. They want complete, proven products and processes
that they canimplementimmediately toimprovetheir productivity
and profitability. They don’t want abunch of options. They don’t
want “new” and “different” because they hear these phrases as
meaning “high risk” and * high maintenance.”

Sowhat canyou do?If you’ reaninnovation-based company,
realizethat your early successesaregood, but they won'’ t takeyou
across the channel to where the big bucks await. So, rather than
relying on your standard “ new, different, options’ approach, you
might consider another way to approachtherealists, awaythat will
be new and different to you, but familiar and comforting to them:
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My wifeand | frequent Indias, apopular restaurant in Denver.
They havealunch buffet (options) for only $6.95. | lovetheir food
(Achiever). I likeit (Leader). | triedit thefirst timebecausel knew
that | liked Indianfood (Doer). And | go back becauseit’ salways
a good experience (Traditonal) with a new item every so often
(Evolutionary).

If | step into the shoes of someonewho buysand recommends
our QI Macros software, | get the following “hallucination:”
" likethem (L eader) becausethey areeasy touseand easy toinstall
(Problem Solver who movesaway fromdifficulty and compl exity).
| likeall thechoicesl havefor chartsand graphs (Innovator). | had
to think about them awhilebefore| decided to try them (Thinker).
| ikethem becausethey’ reeasier to usethanalot of packages!’ve
seen or tried (Evolutionary). And they’ rein thefamiliar environ-
ment of Excel (Traditionalist).

Onceyou’ veimaginedtheprofileof your idea customer, you'll
want to confirm or enhance it by asking the smple questionsin
MotivateEveryone. Whenyou’ vegot acustomer onthephone, just
ask them a question or two: What’s important to you about our
product?Why isthat important?Why did you chooseour product?
What' s the relationship between this product and others you've
used?Theanswerstothesequestionswill starttoconfirmor refine
your understanding of their motivation strategy. When you have
enough common elements, then you can taillor your marketing
messagesto attract more of thesekindsof clients.

TAILORING YOUR M ESSAGE

Using the language of Motivate Everyone, | could craft mes-
sagesto appeal to potential advocates: “Haven't you waited long
enough to havean easy-to-use, flexible set of toolsto handleall of
your Six Sigmadocumentationthat runsintheol d-familiar environ-
ment of Microsoft Excel ?Takeour risk-free30day trial anddecide
foryourself!”



4 MoTtivaTE ProsPECTS TO Buy

START TO LOOK AT OTHER COMPANY’ S ADVERTISING

Outback Steakhouse: “No Rules, Just Right.” “Norules’ is
options language for innovators; “just right” is procedural lan-
guage. So eating at Outback is both an option and a procedure!
Thisisaclear exampleof speaking out of both sidesof your mouth
so that all of your customers can hear your message.

Oppenheimer funds: “Theright way toinvest.” “ Theright
way to invest” is procedura language. So Oppenheimer Funds
wantspeoplewhoinvest procedurally, not options-oriented people
who trade stocks or funds all the time. Could they get more
customers by saying: “ The right way to invest from avariety of
funds?’ (Proceduresthen options) My guessisyes.

Dodgeor AppleComputer: “Different!” Remember that 5%
of the population likesthingsto stay the same, 65% likesthem to
get better or makeprogress, whiletheremaining 30%likenew and
differentthings. Difference peoplemakechangesevery 1-2years.
So both Apple and Dodge are positioning themsel ves asthe new
anddifferent alternativetoyearsof boring samenessandimprove-
ment. And they want peoplewho buy new computersor carsevery
coupleof yearsinstead of drivingtheir oldlaptop, desktop or truck
into the ground. Considering that the market for Dodge trucksis
probably farmers, ranchers, and constructionworkers, “ different”
may not match their market that well.

Microsoft (or any software supplier): “Upgrade!” This is
“progress’ language aimed at the 65% of people who want
improved, enhanced, and expanded products.

Traildust Steakhouse: “ Freshcutsdaily, oldfavoritesnightly.”
New meat and old tunes-it’ sboth different and the same!

Blue Cheer Detergent: New! Improved! Blue Cheer in the
oldfamiliar bluebox. It’ sdifferent, improved and the same!

Hitachi Flat Panel Monitors: “Haven't you waited long
enough?’ For the60-80% of themarket who' vebeensittingonthe
fence, passively waiting for somethingtotrigger themtobuy aflat
panel display, thisisirresistible language. Hitachi is saying, in
effect, “you’ vethought about it, why not buy one now?’ Hitachi
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wantsamuch larger share of the market-the onesthat haven't yet
decided to buy, but they’ re thinking about it.

Nike: Justdoit! Thisisirresistiblelanguagefor activepeople.
Gettheidea? Your marketing can do the same thing.

ProFiLE YouRrR CUSTOMERS

So, withjust alittlebit of inexpensivequestioning, you can start
toprofileyour most profitablecustomers. Thenyou cantailor your
marketing and sales messages to attract more of these kinds of
buyersto maximizeyour profitability, becausethebigmoneyisn’t
inthefirst sale, butinal of the subsequent salesand referrals.

Y ou can also profile the types of customers who take up too
muchtimeand energy for thevaluethey bring (e.g., Oppenheimer
Funds.) Then deliberately craft your marketing messagesto dis-
couragethem from becoming customers.

TEST, TEST, TEST

Then, withinexpensivesmall tests, you can test drive some of
the new marketing headlines and sales copy to determine how
much better you are at attracting the ideal kinds of customersfor
your business. If you’' reaninternal supplier toyour company (e.g.,
an IT department), you can test drive this kind of language in
meetings with prospective internal clients. So have fun. Try out
variousmotivational languagepatternsinlimited waystofind out
what kind of responseyou get. Andwhenyou aresuccessful, stick
to that pattern. Unless your markets change significantly, these
language patternswill work indefinitely.

Profiling Ideal Customers: To get a quick profile of your
ideal customer, consider using The Motivation Profile with your
current repeat buyers. Havethemtakeitinyour storetoensureyou
get aclear profile. Reward themwith agift certificate. Y ou might
consider giving it to across-section of customers so that you can
discover the key differences between the low and high spenders.
Just comparetheir results. One or two thingsare usually the keys
to higher profitability. Then you can tune your advertising and
marketing to appeal to the high volume, high dollar buyers.



