
BOB'S STORY

Bob doesn't feel good and he does not know why. So, 
Bob calls his sister.

“I don't feel good,” Bob says

"When I don't feel good," says his sister knowingly, "I 
take an aspirin."

Bob takes an aspirin but does not feel better.

Bob then calls his friend Joe.

“I don't feel good,” Bob says.

"When I don't feel good," says Joe, "I take an
antihistamine."

Bob takes an antihistamine but does not feel better.

Bob then calls his neighbor.

“I don't feel good,” Bob says.

"When I don't feel good," says his neighbor, "I take 
Pepto Bismol."

Bob takes Pepto Bismol but does not feel better.

 



Bob then calls his cousin.

“I don't feel good,” Bob says.

"When I don't feel good," says his cousin, "I take a
nap."

Bob takes a nap but does not feel better.

Finally Bob gets fed up with all of this and decides to 
figure it all out on his own.

He goes to the library but soon realizes there are 
thousands of books on health and medicine.

They offer a lot of 'if's' and 'maybe's', and are very 
confusing, as none provide any concrete answers to his 
problem.

Bob spend many months poring over all the medical books and articles, guessing and 
experimenting and trying all kinds of things.

But in the end he realizes that none of them can definitively tell him what his specific problem 
might be. Bob still does not feel good.

THE COMMON SENSE APPROACH

Finally Bob goes to a REAL doctor. The doctor:

Asks a lot of questions
Takes a lot of notes
Runs a very thorough and complete series of tests
Analyzes the results
Makes a diagnosis

Based on the diagnosis, the doctor prescribes some
medicine for Bob and Bob feels better immediately.



The question: Would you do what Bob did?

Unfortunately, this is exactly how most people new to marketing 
approach marketing.

The ask their sister. They ask their friends. They ask their 
neighbor. They ask their cousin.

But what works for a sister, a friend, a neighbor or a cousin will 
not work for you.

These people don't have the same problems you have.

Yes, they all want to help you, but they don't REALLY know what is wrong with your marketing approach,
don't really know your product, don't have a clue about your target audience and most have no experience, nor
do they know what will REALLY work at all for YOU. There are hundreds of reasons why a plan might not 
work. What might work for one product or service will NOT work for ALL products and services.

And if you don't know why your marketing plan isn't working, guessing won't help much. Neither will 
experimentation. Guessing, experimentation, and dealing with 'hype' and 'hearsay'  will likely take forever, the 
problem may never be solved and the goal may forever remain out of reach.

THE COMMON SENSE APPROACH

In regards to health issues, a doctor brings experience and expertise to the table.

The doctor does a thorough analysis to determine what the problem might be and then prescribes the
very medicine that will cure the very specific problems that the patient has, as shown in the analysis
the doctor performed.

That is what a REAL marketing strategist / consultant does. A strategist is not a doctor, but the process followed
is the same. 

The strategist / consultant brings experience and expertise to the table.

The strategist does a thorough analysis to determine what the problem might be and then prescribes the
very "medicine" that will cure the very specific problems that the client has, as revealed in the analysis
the strategist performed.

If you have unlimited time and endless money to spend, talking to a marketing strategist may not be for you.

If you want to get started in the right way, hope to avoid wasting precious time and avoid wasting a lot of 
money or just want to be certain your marketing plan is in optimal health, a meeting with a marketing 
professional will likely give you the answers you seek.

http://www.freepublicitygroup.com/lpone.html


FINALLY . . . 

The best practices for choosing a marketing professional are very much like the rules for choosing a medical 
professional:

* Beware of “quacks”'
* Beware of those who make outrageous or unsubstantiated  claims
* Don't choose someone who has little or no experience
* Don't choose someone who inflates their own success and / or experience
* Check references and / or testimonials carefully
* Be certain all claims are backed up with proof sources

http://www.freepublicitygroup.com/lpone.html

