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How To Read This Book:

concepts

strategies and tactics  

Don’t skip to the end just to do the tactic stuff.

1924 Marketing Tips To Rock Your IttyBiz  

Now, onto my lecture about exercises.
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PART 1:
MARKETING
CONCEPTS
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The Definition of Marketing

 [mahr-ki-ting] (n.): 

The stuff you do that makes people buy your stuff. 

Marketing is simply the stuff you do that makes people buy your stuff.

a.
b.

Havi Brooks, FluentSelf.com

Jeffrey Fox, How To Become A 
Marketing Superstar, 
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Why People Buy Stuff

People buy stuff because they want it.

People don’t buy stuff because they don’t trust it.

 

If they don’t want 

the stuff, you’re 

hosed. And if they 

don’t believe you’re 

one to sell it to 

them, you’re hosed. 

Effective marketing 

comes down to con-

vincing people that 

you have something 

they want and that 

you’re not going to 

screw them. 
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Secret to riches, right there.

 

Handy Sidebar Tip: 

You’ll sell a lot more 

stuff if you focus 

your marketing  

efforts on people 

who already want 

what you’re selling 

and already think 

you’re cool, but 

we’ll talk about  

that later.
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Conversion is 

when you want 

someone to do 

something and 

they do it.

Figuring Out The Goal Of Your Marketing

conversion
Conversion 

rate

good people

Short term conversions

Medium term conversions

Long term conversions

What’s a sales cycle? 

your customer and when the sale is made. 

Cars have long sales cycles. Chocolate bars have short sales cycles. Notice 
the difference in marketing between cars and chocolate bars.
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I’m burning thousands of dollars.

But why do I need short-term conversions? 

Can’t they just come back and buy it later?

buy?

you are giving all your power 

to the customer.
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something completely different.

 

they don’t just forget.

Assignment time!

could
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Conversion Goals Assignment

short-term

e.g. Have them sign up for my newsletter

medium-term

e.g. Have them contract a logo design.

long-term

e.g. Have them join my Widget of the Month Club.
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What To Do With Your Conversion Goals

 

The more options 

you give them, the 

less likely they 

are to choose one. 

And even if they 

do choose one, 

statistically speak-

ing they’re prob-

ably not going to 

choose the one you 

want them  

to choose
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Interesting aside: All other things being equal, children are most likely 
to choose the last option you present. So if you want them to choose Rice 
Krispies, your chances are highest if you make them the last item on  
the list. 

 
people are messed up with indecision and the pick the last one for the same 
reason my kid chose the Rice Krispies. It’s the freshest in their mind. 

All other things being equal means price is not a factor — if they’re choos-
ing between three things that are all the same price, like a newsletter, a 
blog, or a free download. If price IS a factor, they’re most likely to choose 
the middle one. 

This is why many businesses offer one product or service that is wildly  
expensive. They know nobody’s going to buy it, but it makes the next  
highest priced item a lot more appealing because it looks cheaper, but not  
the cheapest.
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Figuring Out What Rocks and What Sucks

Which is better?

a.) newspaper advertising

b.) television advertising

c.) word of mouth 

Which is better?

a.) a great newspaper ad

b.) a not bad television ad

c.) a poorly executed word of mouth campaign 
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And while we’re on the topic of money: Never, ever, ever borrow  
money to market. Marketing, and especially advertising, is far more art 
than science. There is no guarantee of a return, even when you’re brilliant 
at it. And if you bought this book, you’re not brilliant at it. If you don’t 

you do.

 

for your customers and your business. That’s it.

But I don’t want funding!

Strengths: 
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Weakness: 

Opportunity: 

- 

Threat: 
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Assignment Time!

It’s important to note that this is a morally neutral exercise. You’re 

not going to completely eliminate weaknesses and you’ll never fully 

By lying 

to yourself, you are doing your business an almost unrecoverable 

disservice.
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SWOT Analysis Assignment

STRENGTHS

1. ____________________________

2. ____________________________

3. ____________________________

4. ____________________________

5. ____________________________

6. ____________________________

7. ____________________________

WEAKNESSES

1. ____________________________

2. ____________________________

3. ____________________________

4. ____________________________

5. ____________________________

6. ____________________________

7. ____________________________

OPPORTUNITIES

1. ____________________________

2. ____________________________

3. ____________________________

4. ____________________________

5. ____________________________

6. ____________________________

7. ____________________________

THREATS

1. ____________________________

2. ____________________________

3. ____________________________

4. ____________________________

5. ____________________________

6. ____________________________

7. ____________________________


