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are more interested in what they 
want to accomplish instead of 
what the customer wants, needs or 
appreciates. 
 The iPhone went from zero 
to top brand in the smartphone 
market in just three years, zoom-
ing past the “leaders.” How did 
this happen? The apps are the an-
swer. For example, you don’t need 
to be of concert-going age to ap-
preciate iConcertCal, the app that 
scans the music on your iPhone or 
iTouch, then gives you informa-
tion on when your favorite artists 
will be performing in your area. 
And BeamME lets me email my 

contact info on the spot. Business 
cards are sales-driven, BeamMe is 
customer-driven.
 Whether I want to see the lat-
est news, read a book, look for a 
coffee shop, make a reservation 
at a restaurant, play a game, take 
notes, send a file or perform any 
of a thousand other tasks, I can 
do each of them with the ease and 
convenience of my iPhone. 
 The iPhone is all about the 
customer, not the company that 
makes it. Maybe that’s why Apple 
is solid to the core. Doing what-
ever it takes to make a difference 
for the customer is the big job.
 Never lose contact with cus-
tomers. Weekly, the president of 
a new community bank sends an 
electronic newsletter to each of 
his 300 investors keeping them 

updated on what’s been happen-
ing. “This business is exciting, 
and I enjoy keeping those who 
helped us build the bank engaged 
with the bank,” says Tony Nuzzo 
of First Commons Bank in New-
ton, Massachusetts. Although he 
headed several banks over the past 
20 years, it’s no accident that he 
started his career with Procter & 
Gamble in marketing.
 Contrast Nuzzo’s way of culti-
vating customers with what hap-
pened to the business executive 
who spent $10,000 on hearing aids 
from two companies in just over 
six years. As mind-boggling as it 

may seem, neither reached out to 
him, not even once. Why not an 
annual checkup? Why not help-
ful tips? Why not a satisfaction 
survey? Why not a little personal 
attention? Why not information 
on new, improved technology? 
Whatever the business, there are 
always ways to improve and build 
customer relationships.
 Keep the CEO’s hands off 
marketing. While there are nota-
ble exceptions (Nuzzo being one of 
them), most CEOs are so focused 
on “the company” and have trou-
ble seeing the customer clearly. 
Of all the incredibly stupid things 
General Motors Co. has done 
lately, featuring its “non-executive 
chairman” in its “May the Best Car 
Win” campaign (offering a mon-
ey-back guarantee within 60 days 

of purchase) may top just about 
any conceivable list. Why spend 
millions on a crucial marketing 
campaign using a spokesperson 
who knows nothing about the car 
business and who was selected for 
the job by the government? The 
answer, of course, is displeasingly 
obvious: you want his support for 
spending the government’s money 
on advertising.
 Good marketing requires ob-
jectivity, and that requires dis-
tance and the absence of ego. That 
eliminates at least 90% of CEOs.
 Be wary of marketing fads. 
That includes the social media, 

such as Twitter, Facebook, Linke-
dIn, etc. Just because something 
is the current rage and you don’t 
want to be left out, doesn’t mean 
you should drop everything and 
wade in up to your eyes. 
 There is no marketing pana-
cea, and there are no shortcuts. 
Marketing takes time, energy and 
money. Unless you are ready to 
commit the time and resources to 
develop a following, look in other 
directions. If you don’t take mar-
keting seriously, you will be left 
behind.
 Watch out for pressures to 
separate marketing and sales. 
Salespeople are known to have 
“problems” with marketers. They 
see themselves on the top of the 
totem pole and marketers some-
where far below.  Unfortunately, 
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they seem to be separated further 
and further today. That’s trouble. 
For a company’s sales to be suc-
cessful, both are needed. For each 
to move closer to the top, they 
need to listen and learn from one 
another. Both need to ratchet 
down their foolhardy arrogance.
 Diversify your marketing 
activities. Marketing today is far 
more demanding than ever before. 
In a word, it’s complicated. It’s a 
matter of following the customers 
– being where they are and offer-
ing messages that speak to even 
the tiniest market segments. 
 Sensitivity to the way custom-
ers think and behave is the mar-
keting task. One marketing agen-
cy seems to be on the right track 
by surveying a client’s customers 
to learn which hour of the day or 
night they want to receive eBulle-
tins. In the same way, it’s survey-
ing hundreds of business people to 
better understand what they want 
from the salespeople who call on 
them.
 Don’t let “free” bite you in 
the end. It will do exactly that 
if you let it. The power of free is 
enormous, a pervasive state of 
mind driven by the Internet. In 
fact, it’s blinding. Free has power, 
and it’s what customers expect to-
day. However, don’t be fooled by 
free. Just because sending 10,000 
emails is free, doesn’t mean they 
produce positive results.
 Put an edge on your message. 
Bland leads to blasé, and that’s 
deadly. For example, give cus-
tomers a guarantee that has teeth 
(WSJ, 9/13/09, “Why Hyundai Is 
an American Hit”). The company 
lays down the gauntlet. It puts 
money on the line. It dares the 
customer to go elsewhere – and it 
works, as the sales figures attest.
 Then there’s GM’s watered-
down and totally wimpy 60-day 
money-back guarantee. Who 

wants to buy anything and then 
admit they made a mistake? 
The issue is quality and a 60-day 
“guarantee” is ludicrous, typical of 
a corporate mindset that always 
stacks the deck against the cus-
tomer. It’s as if GM is afraid to step 
up to the plate with an attention-
getting guarantee that rocks.
 Without a sharp edge, there is 
no effective message.
 Whatever the economic situa-
tion in 2010, sitting around keep-
ing our fingers crossed is irrespon-
sible. It’s time to stick our heads 
out and be seen. It’s time to put 
marketing to work.   
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