
 

 

O 
ne thing that I always push 
hard with my clients (as well 
as in this newsletter), is the 

importance of differentiating your 
business from the competition.  

Without any real competitive 
advantage, your clients, customers or 
patients will more easily be courted 
away from you by the competition 
with the promise of cheaper prices or 
fees. 

It also makes it so much harder to 
win business in the first place—and 
then price inevitably becomes the 
motivating factor. 

YOU HAVE TO MOVE AWAY FROM 
THIS ALL TOO COMMON SCENARIO 
AS SOON AS YOU CAN.  

I have a rather upsetting true story to 
further highlight the consequences 
that a lack of differentiation can bring 

to your business. It concerns a 
colleague of mine. 

Two weeks ago, the Receiver was 
brought in to his business.  

This is a family owned business, 
started by my colleagues grandfather 
decades ago. 

At its height it was a £50million a  
year business.  

But since, there has been a big 
increase in competition and the fact 
that they didn’t differentiate from the 
other big players in their industry, 
their turnover had decreased to 
around £40million. 

It has of course given the family a 
considerable amount of wealth over 
the years but, a few months ago just 
after COVID hit the world, 
unfortunately the Receiver was 
brought in. 
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The company will now be sold off, 
either as a whole or piece by piece as 
the wolves get to work.  

When any business goes under, there 
are of course a number of contributing 
factors, but ultimately this terrible end 
game can be averted with sound sales 
and marketing strategies being 
applied to the business (as long as 
they are implemented soon enough). 

This absolutely  includes 
differentiating your business from all 
others! 

When margins are tight (as they were 
in my colleague’s industry) 
differentiating your business from all 
others may not guarantee you get 
customers at increased prices or fees 
(although often it does), but it 
definitely means you’ll acquire more 
clients at the same price or fee. 

Why? Because your differentiator adds 
‘value’ to your proposition and people 
ultimately buy value. The difference 
between your business with a 
differentiator compared to the 
competition without is, as you know, 
what’s described as ‘added value’ and 
when it’s something the competition 
can’t match, you win and often win big. 

The alternative is too hard to 
contemplate, just as my colleague is 
having to do now. Once a very sound 
and prosperous business, it has been 
laid down by an increasingly 
competitive market and an 
unwillingness to change so they could 
rise above what I call the ‘cheap price 
plague’.  

Inevitably their downfall was scripted. 
If you keep doing what you’ve always 
done, you’ll get what you always got. 
Adding a differentiator a few weeks 
ago wouldn’t have averted disaster.  

The types of customers they have 
aren’t won in an instant. They take 
time to nurture (another challenge), 
but if they’d changed their approach a 
few years ago, the predicament they 
find themselves in now could and 
should have been averted.  

You can’t keep playing the same tune 
and expect it to sound different. 

Cost cutting helps (they did a lot of 
that) but if you don’t fill the holes in 
the bucket and ‘repair’ the sales and 
marketing elements of the business, 
reducing costs only prolongs the stay 
of execution. Harsh, but true. 

As entrepreneurs, we give our local 
economies and our respective 
countries a huge helping hand (often 
not appreciated as such!).  

We are the most dominant force in the 
business world, but there’s no 
escaping the reality that it’s never easy 
running a business. 

But you can make it easier. A damn 
sight easier when you get your sales 
and marketing right. Get these two 
parts of your business right and 
business becomes fun and enjoyable. It 
also gives you whatever you desire in 
life.  

Get them wrong and it’s a completely 
different story. Your business doesn’t 
deserve an obituary. Create a strong 
differentiator and make sure it never 
has one!   

Do NOT underestimate the importance of differentiating your business—it helps you to win 
more customers, increase your prices and strengthen your grip on the market!  



 

 

S 
ince daily and weekend 
newspapers began, editors 
have always known that it’s 

the headline that sells newspapers.  
 
They employ some of the greatest  
copywriters in the world to come up 
with sensational headlines. It’s the 
difference between huge or average 
sales. Massive or insignificant 
readership. Success or failure.   

They know that five times as many 
people read the headline as read the 
body copy (the text/story)—so get the 
headline right and success is virtually 
guaranteed.   

AND IT’S THE SAME FOR YOUR OWN 
MARKETING PIECES (such as your ads, 
letters, emails, landing pages and 
websites).  

For over 100 years, billions have been 
made by savvy marketers creating 
irresistible headlines that ethically 
force the reader into the copy.  

It is beyond doubt that the right 
headline is the key to increased sales 
and profits for your business.  

If all you do over the next week or so is 
take every one of your Marketing 
Pieces and replace the headline (the 
name of your company is NOT a 
headline) with a powerful     
alternative (based on the rules 
outlined in this article), you’ll see an    
instant and significant improvement in 
your leads and sales. 

The headline is the one thing that 
grabs the prospect’s attention.  

If prospects or customers dismiss your 
headline – that's it, you've lost them. 
They won't start reading your letter, 
ad, website, brochure, etc., or listen to 
your telephone script or radio ad – and 
you won't get a response or a sale. 

To emphasise the importance of 
headlines, here are a couple of quotes 
from two of the most highly respected 
copywriters of all time… 

"If you can come up with a good 
headline, you are almost sure to have a 
good ad. But even the greatest writer 
can't save an ad with a poor headline."  

John Caples - How To Make Your 
Advertising Make Money  

"On average five times as many people 
read the headline as read the body 
copy." 

David Ogilvy - Confessions Of An 
Advertising Man 

What does this mean? Basically, if you 
get your headline right, you almost 
guarantee your success. Get your 
headline wrong - and your results will 
suffer!  

Here's a simple example to show how 
few people understand the basic 
principle of using headlines…  

I saved the last copy of my local Yellow 
Pages directory (it’s a great way to 
show numerous headlines all on one 
page!).  

I'm looking in the Accountancy 
category. These are the ‘headlines’ of 
the ads on one page: 
  

- Peirson E.T. & Sons 
- Powdrill & Smith 
- R Garner & Co 
- Richard Pennack 
- Sturgess Hutchinson & Co 
- Sharpe Langham PLC 
- Sharmon Fielding 
- Running your own business 

  
With the exception of the last one, the 
headline for every ad is the name of 
the business that's advertising. 
  
Because so many people are getting it 
wrong, if all you do is lead with a 
strong headline in all your Marketing 
Pieces, you'll improve the response 



 

 

and success many times over. It really 
is that simple AND that significant! 

Effective Headlines Fulfil These 
Four Key Objectives…  

Before we look at how you can create 
sales-generating headlines, you need 
to understand what the key objectives 
of a headline are. In fact, there are 4…  

• To get attention 

• To select an audience 

• To deliver a complete message 

• To draw the reader into the 
body copy (or keep them 
listening to you, etc.)  

If your headline fulfils these 4 key 
objectives, then I can guarantee you 
one thing—a significant improvement 
in your results.  The good news is that 
creating winning headlines can be 
achieved by following some simple 
and proven rules. I call these the 7 
GOLDEN RULES FOR CREATING SALES
-GENERATING HEADLINES… 

GOLDEN RULE #1: Your Headline 
Should Always Stand Out  

Whether it’s in an ad or a letter, your 
headline should be prominent. That 
simply means your headline must be 
in large type and placed at the top of 
the ad (or under the main photo/
image) or letter or any other 
Marketing Piece.  

Remember, one of the key objectives 
of your Marketing Piece is to grab 
attention. If the headline is lost in your 

Marketing Piece, it simply won’t be 
seen!   

Look at the example headlines 
opposite. None of these headlines 
actually stands out because none fulfils 
the 4 key objectives or adhere to the 
next 6 GOLDEN RULES. 

GOLDEN RULE #2: Your Headline 
Must Be Clear And Direct   

Ad agencies have been trying for years 
to create cute or clever headlines that 
don’t make sense. Don't be clever or 
cute. See Golden Rule 6 for how to 
create your headline. 

GOLDEN RULE #3: The Headline 
Should Be Specific 
 
People always respond better to     
specifics. For example, “Lose 22 

Pounds In Four Weeks” is better than 
“Lose Weight Fast”. Let’s take one of 
the headlines opposite— “We Repair 
Or Replace”.  
 
By making this more specific, we 
transform a poor headline into a 
winner… 
  

“Your Oven Or Cooker Repaired 
Within 24 Hours - Guaranteed”  
  

See the difference? 
  

GOLDEN RULE #4: The Headline Must 
Promise A Benefit Or Reward For 
Reading On 

  
The fourth objective of the headline is 
to draw the reader into the body copy. 
To ensure this, your headline must 
always promise a benefit or reward 
for reading on. 

This headline from a John Caples (1900-1990) ad is one of the most successful  
headlines of all time. Notice how it almost forces you to read on. 



 

 

GOLDEN RULE #5: Use Powerful 
Words In Your Headlines 

  
Numerous tests have been carried out 
to find out which headline words help 
to increase response and sales. These 
are the top 20… 

 
POWER HEADLINE WORDS 

  
You  Results Your  
Here Facts  Discover 
Quick Easy  Exciting 
Yes  Only  Guaranteed 
Proven Secrets Instantly 
New  How  Free 
Now Introducing   

   

  
GOLDEN RULE #6: Different Types Of 
Headlines  

We've listed seven of the most 
successful headline types below.  

By applying a number of these 
different headline types, you'll start to 
see how you can create winning 
headlines…  

#1. Benefit headlines (all your 
headlines should contain a benefit of 
some sort)  

#2. Use a two- or three-word 
headline (but remember, long 
headlines are almost always more 
successful than short headlines)… 
 
Burn Fat Faster 

Get June Free I could have chosen any page and any category in my old Yellow Pages directory—or any other me-
dia. None of these headlines fulfil the 4 key objectives or the 7 GOLDEN RULES! 



 

 

Double Bonus Sale 

Oh My God! 

Millionaire Secrets 

#3. Headlines that focus on quick 
and easy solutions…  

Fast And Simple… 
Ridiculously Easy And Fast… 
Idiot-Proof… 
In Just 10 Days… 
The 7-Minute Workout… 
The Lazy Man's Way To… 
Instant, Automatic Results… 
The Quick And Easy Way To… 

#4. Warning headlines…  

Read This Before You… 
Don't Buy…Until You've Read These 
Facts  

#5. Testimonial headlines… 

A Specific Benefit Written Testimonial 
From One Of Your Customers. 
“It Can Just Be A Headline In Speech 
Marks Like This Written Like A 
Testimonial”  

#6. Reasons Why headlines...  
  
7 Reasons Why You Should… 
37 Invigorating Reasons… 
6 Ways To… 
7 Steps… 
Here's How… 
  
#7. Offer headlines (put your offer in 
the headline)… 
  
Try-Before-You-Buy Carpet Cleaning 
Let’s take the headline from the 

previous page, ‘We Repair Or Replace’, 
and show you how to use these 
headline types to create powerful 
alternatives…  
 

Examples Using The Headline 
Types  

#1. “We Collect And Return Your 
Oven Within 24 Hours So There’s 
No Disruption To Your Day” 
  
#2. “Your Oven Repaired Fast” 
  
#3. “The Fast And Simple Way To 
Repair Your Oven” 
  
#4. “Don’t Contact Another Oven 
Repair Company Until You’ve Read 
This”  

#5. “By 11am The Next Day Our 
Oven Was Returned As Good As 
New” 
 
 #6. “7 Reasons Why We Should 
Repair Your Oven”  

#7. “Your Oven Repaired Within 24 
Hours Or Less, Guaranteed”  

GOLDEN RULE #7: Test Your 
Headlines   

As you can see from the example on 
page 4, even changing one letter in a 
headline can have a significant impact 
on the success of a Marketing Piece.  



 

 

 It’s easy to test your headlines. For 
example, create a letter with two 
different headlines (using the headline 
types in GOLDEN RULE #6). 
Remember, the only thing different in 
each letter is the headline.   

Then send, say, 500 of one letter and 
500 of the other to your target market. 
Then compare the results.  

The letter that receives the most sales 
or enquiries is the one with the best 
headline.   

Google AdWords allows you to test 
two or more headlines at once and 
many magazines/newspapers allow 
you to ‘Split Test’ your headlines.   

The Single Letter That Increased 
Response By 1500%  

The letter added (to the ad on page 6) 
was an ‘s’. It changed ‘Put’ into ‘Puts’.  

Notice how this one letter completely 
changes the emphasis of the headline 
and creates a more compelling one. 
 
Now would be a good time to start 
looking at your own headlines and 
transforming them into powerful ones! 
 
You can use the headline templates 
I’ve shown you in this article.  
 
Simply carry out the same exercise as 
I’ve done here and create a dozen or 
more headlines using the headline 
templates.  
 

Then systematically start changing all 
the weak headlines in your Marketing 
Pieces.  
 
...and remember… when you change 
and improve your headlines, you’re 
doing it WITHOUT spending a single 
penny. That’s one of the great 
advantages of using the Core Elements 
to transform your Marketing Pieces. 

Perhaps it will take you two or three 
hours to go through this exercise with 
your existing headlines… but that’s it. 
 
That’s a very small ‘price to pay’ when 
the results could be transformational 
for you and your business.  
 
Finish reading this newsletter and 
then ‘get to work’! 

You can achieve spectacular results when you  
test your headlines! 



 

 

O 
ne of the things I like to 
explore with my clients is an   
area of their business that 

rarely gets much attention—but IS       
ALWAYS CLOSELY SCRUTINISED BY 
CUSTOMERS — and that’s the buying 
process. In other words… how can you 
make it EASIER for customers to buy 
from you? 

In their excellent book WAYMISH: Why 
Are You Making It So Hard For Me To 
Give You My Money? authors Ray 
Considine and Ted Cohn identify 
several areas where businesses 
actually make it more difficult than 
easy to deal with them. And like 
virtually everything else we 
recommend to clients and other 
business owners, it’s very easy to put 
this right. 

Now, before we look more closely, 
first, I strongly advise you to walk 
through your own buying process.  

Doing so will immediately identify 
‘sticking points’ in your sales process 
that you’ve so far probably taken for 
granted. 

So here are the four main elements of 
WAYMISH that you need to focus on to 
make doing business  as easy as 
possible for your customers… 

W.A.Y.M.I.S.H. #1: Making            
Customers Wait 

Having to wait for service is one of the 
biggest complaints in any       business. 

It sends a message to      customers 
that their time doesn’t count... and 
neither do they. 

Don’t just think in terms of making 
people wait for meetings and           
appointments – this covers a           
multitude of areas… 

• Answering the phone 

•   Engaged tone when ringing into 
the office 

• People in waiting areas 

• Delivery of product 

• Meetings/appointments/
estimates/consultations, etc. 

• Management of queues 

• Parking spaces available 

• Engaged tones when ringing into  
the office 

All these things irritate people, so 
getting them right will give you           a 
significant edge over your           
competition. 

W.A.Y.M.I.S.H. #2: Accessibility 

How accessible is the business? That 
doesn’t necessarily mean your        
location. Here are the things you need 
to consider… 

• Opening Times: It still amazes me 
that many legal firms close for 
lunch – stupid. Make it easy for 
your customers.  

Ask them when they would     
prefer the business to open. 
Change opening and closing times.  

Having opening and closing times 
to suit customers rather than staff 
is what you must strive to achieve.  

Clearly you don’t want to pander 
to your customers, but maybe 
staying open late one evening a 
week will be a massive hit with 
existing and new customers? 

• Days Of Business: How many days 
a week is your business open? 
Even open on Sunday if you have 
to. Again, the business needs to be 
open on days your customers are 
most likely to   visit. By the same 

W.A.Y.M.I.S.H.  
(WHY ARE YOU MAKING IT SO HARD?) 

WAYMISH—How easy is it to buy from 
your company? 



 

 

token, there’s no point in opening 
on days that customers don’t buy. 

• 24/7: Having a website makes the 
business open 24/7.  

• Easy Access To Products/
Services: The good retail stores 
understand this completely. They 
know that product    placement 
can make huge differences to the 
sales of     certain items.  

For example, manufacturers will 
pay a premium to the top          
supermarkets for their products 
to be placed at waist/eye level on 
certain aisles, because they know 
product placement can mean the        
difference between making some 
sales and making large volumes of 
sales. 

W.A.Y.M.I.S.H. #3: Payment         
Options 

Have as many payment options as 
possible available to customers.  

You really are restricting sales if the 
business only offers one or two    
payment options.  

Allow customers to pay by cash, 
cheque, credit cards, bank transfer, 
online payments, etc.  

Then also look closely at structuring 
payments so customers can spread 
their payments. In the current          
economic climate, if you can           
restructure payment terms so        

customers pay in instalments, this can 
have an immediate effect on your 
business and, of course, your cash 
flow.  

The point is this—what can you do to 
make it easier? Remember, it doesn’t 
matter what business you’re in—you 
can use these tactics.  

They work well with monthly billing. 
For example, a  restaurant can create a 
‘Members Club’ whereby customers 
pay a monthly membership fee that        
entitles them to dine twice a month. 
And so on.  

I urge you to look carefully at how you 
can incorporate this into your 
business. The easier you make it for 
your customers to buy from you, the 
more sales you’ll generate! 

W.A.Y.M.I.S.H. #4: Making It         
Difficult To Contact The Business 

Since the advent of the internet,    this 
has risen to almost epidemic 
proportions.  

How often do you find a product or 
service online and, before buying, you 
want to ask a few questions? Then, to 
your frustration and later disgust, you 
can’t find any way to get in contact 
with the supplier. It’s like they’ve 
hidden their phone number and they 
don’t want you to contact them. 

This is a prime example of losing huge 
volumes of sales by not       making it 
easy for people to get in contact with 
the business. Showcase your phone 
number and email address on all your  

Marketing Pieces. Don’t make it hard. 
Make it extremely easy for people to 
reach the business. 

Furthermore, I advise you to         
scrutinise your signage.  

I visit a lot of businesses, especially 
our clients’ offices, retail outlets and 
restaurants. 

I’ve often noticed, especially when 
visiting for the first time, how either 
insufficient signage or none at all 
makes it frustratingly hard to find 
them. 

You must NEVER take this for    
granted.  

Having clear signage not only makes it 
easy for people to find you, but also 
showcases and promotes your 
business. It’s the cheapest form of 
advertising, you should make 
maximum use of it.  

I like to term all these elements as 
your ‘slippery slope’. Once someone 
is interested in your business and, 
figuratively speaking, they step onto 
your slope, you make it so slippery, so 
easy for them to travel down it, that 
they can’t get off – until they buy, that 
is!  

That’s what W.A.Y.M.I.S.H. is all about.  

Now it’s your turn. Look at your own 
business and apply W.A.Y.M.I.S.H. to it 
and you’ll increase your sales    
significantly (again without spending a 
single penny)! 

W.A.Y.M.I.S.H.  
(WHY ARE YOU MAKING IT SO HARD?) 



 

 

I 
 must confess, I used to be      
terrible at managing my time. 
And even now, whilst I manage 

my time fiercely, I still have to work 
at it.  

There’s no short cut. It takes real 
discipline to ruthlessly manage your 
time.  

However, what I do know is that 
there is a VERY high correlation   
between success and how well a 
business owner manages their time. 
Ultimately, the more you get done, 
the more successful you’ll be.  

Of course, you can be a busy fool. But 
the more time you give yourself to 
improve your business, your own 
development and the people around 
you—the more successful you’ll be. 

But time is ALWAYS against you. 
Don’t you feel that the older you get, 
the quicker time passes? I’m not sure 
why this is, but each year seems to 
pass more quickly than the previous 
one.  

The days, weeks and months seem to 
roll into one, and before you know it 
6 months have passed. You’re left 
wondering, ‘Where did the time go?’  

Now that’s okay as long as you plan 
your year out AND manage your time 
ruthlessly. However, most people 
spend more time planning their 

holidays than planning THEIR YEAR 
AHEAD.  

If you plan - you get more done, 
much more done. If you fail to plan 
and set goals, it’s surprising how  
little you’ll accomplish.  

All the high achievers and successful 
people in this world identify        
planning and goal-setting as a major 
contributor to their success.   

Why? Because in addition to giving 
them a clear roadmap, it also helps 
them plan their daily/weekly/
monthly schedules, and effective 
management of time enables them to 
get more work done in a week than 
many people get done in a month. 

Now, I’m not going to spend any time 
talking about goal-setting right now, 
but what I’d like to talk about are a 
few proven tips and strategies I’ve 
learned along the way, which have 
made me very productive. I promise 
you, getting stuff done is a crucial 
skill you can learn—and one that will 
ensure you reach your goals and 
dreams quicker than you ever 
thought possible. But mark my 
words… 

None of this is easy. You have to be 
selfish with your time. People 
around you will NOT like it (until 
you’ve ‘trained’ them in your new 
ways). You’ll find it easy to slip back 
into your bad habits, but you must 
fight, and fight hard, to stay the 

course. Of all the main attributes  
contributing to  success - managing 
your time effectively -if not always 
easy to do, is certainly one of the 
easiest to acquire and develop.    

It’s also something that isn’t often 
associated with growing a business, 
but effective management  of your 
time is a very potent weapon (and, 
conversely, poor management of 
time can be a real business growth 
inhibitor).  

The good news is that you can       
significantly improve your output if 
you follow my simple ‘5 Key        
Time-Management Tips For High 
Performers’.  

So here are my key                          
Time-Management Tips: 

Planning: Plan each month and then 
each week and then each day based 
on your goals.  

The key here is to establish what you 
need to do each month to accomplish 
your goals.  

Then break these tasks down            
to weekly and then daily tasks.      
You must always prioritise these         
‘goal-orientated tasks’ before 
‘general tasks’. 

You’re probably thinking—this will 
take a lot of thought and time to plan 
out. You’re right. It does. That’s why 
so few people do it. That’s why so 
few people succeed in life. Do not 

MANAGING YOUR TIME  
MORE EFFECTIVELY 



 

 

underestimate the power of carrying 
out this first step, it is the key to your 
success. 

Work During Your High-
Performance Times: You’ll get 
much more done in times when your 
body is alert and active.  

For me, this time is 5.30am-1pm and 
6pm-8pm (and you’ll know when 
you’re at your best). The worst times 
are generally after eating!  

My performance drops significantly 
after lunch. So I do all my key tasks 
in the mornings and other less 
important work in the afternoons. 

It’s during these high-performance 
times that you should carry out your 
‘Goal-Orientated Tasks’.  

This one step alone will improve 
your output significantly—so make 
sure you only allocate this time to 
the important tasks! Use the less 
productive times for ‘general tasks’ 
and meetings.  

Here’s why using your                     
high-performance time is so 
important… 

1. Since our minds are more active 

and fresh, we can get more done. 

2. Concentrating on the task at hand 

is much easier. 

3. Our creative juices are flowing 

when our minds are more active 

and alert. 

Block Out Your High-Performance 
Times: Next, make sure you block 
out your high-performance times 
and under no circumstances let 
other things get in the way. 

Again, this is key to your success. 
Treat your high-performance times 
as compulsory appointments (in 
other words, you can’t cancel them).  

If you have a secretary or PA, make 
sure they understand these 
‘appointments’ are never to be 
broken and replaced with anything 
else. 

Resist All Distractions: During your 
high-performance times, turn off 
your mobile, take your office phone 
off the hook and don’t open your 
email programme.  

Even one interruption can set you 
back an extra 15-30 minutes, not 
including the time of the 
interruption. 

This does take a high level of 
discipline. In the early days you’ll 
find the temptation of leaving your 
phone or email programme on hard 
to resist but, I promise you, if you 
cave in you will slash your 
effectiveness by at least 50%. 

Once you force yourself to reduce 
your distractions to zero, you’ll find 
it very liberating! 

For example, as I’m writing this 
newsletter, it’s 5.52am. My phone is 
turned off. My email is turned off. I 
am NOT contactable by anyone 
(obviously the early time helps!).   

Seriously, this one discipline will 
make a massive difference to how 
much work you get done. Not one in 
100,000 people has the mindset to 
do this, so mastering it will put you 
on a productivity level way above 
the vast majority.  

Tell Staff (and Family): You must 
explain to staff and family that, 
unless it’s an emergency, you are not 
to be disturbed during your           
high-performance times.  

By adhering to these 5 key              
time-management tips, I guarantee 
you’ll get so much more done. This 
translates to greater income and 
more success.  

The important thing is to discipline 
yourself. If it was easy to do these 
things, everyone would be doing 
them. The fact is, most people lack 
real discipline. And getting a high 
volume of stuff done requires real 
discipline. You can do it if you put 
your mind to it.  

But you have to work hard at it! 

MANAGING YOUR TIME  
MORE EFFECTIVELY 



 

 

I don’t watch much television, but I do watch shows 
like ‘The Apprentice’. The reality TV show was made 
famous by Donald Trump in the US and for 10 years 
or so Lord Alan Sugar—the great British 
entrepreneur—has made a huge success of the show 
here in the UK.  

On the penultimate show of each series, the one 
where the last 5 contestants go to 4 of Lord Sugar’s 
most trusted interviewers with their business plan in 
hand, there is to me always one glaring lesson. 

In fact, it’s a mistake I see often. I see it when I’m 
looking at marketing material presented to me as 
part of our Marketing Makeover service. I see it with 
many business owners’ day-to-day operations. 

Perhaps it’s summed up best by one of the 
contestants on a previous show who left her job as an 
accountant. Roisin Hogan’s business plan was to set 
up a business selling pre-packaged low-carbohydrate 
foods, using a ‘unique’ food substance called konjac.  

She was asked by one of the interviewers how much 
research she’d done. Her answer… ‘a focus group of 6 
people and her friends and family’. Perhaps the most 
embarrassing part of the research was ‘well, I like 
food’! Then, more embarrassingly (if possible), one of 
the interviewers reiterated the first sentence of her 
business plan, which was to use ‘konjac as a unique 
food substance to produce delicious low-
carbohydrate meals’. She reaffirmed this. But then the 
interviewer pulled out from under his desk two 
brands already in distribution using the exact same 
foodstuff.  (Incidentally, although it’s not related to 
the purpose of this article, she believed she needed to 
spend £750,000 in year 1, from an investment from 
Lord Sugar of just £250,000!) 

Each of the contestants, with one exception (the 
eventual winner), failed at this juncture. Why? 
Because they weren’t fully PREPARED.  

Preparation is key to so many things.  

You can’t be ‘OVER’-prepared, but don’t make the 
mistake of thinking being well prepared is about 
being ‘perfect’. That’s a very different thing. Just make 
sure you prepare thoroughly before embarking on 
anything new.  

THE LAST WORD 

What would it mean to you if from the comfort and 

safety of your home or office you could, in just 5 days, 

lay the foundation to increase your sales by 10%, 25%, 

50%, 100%... or more? 

  

Well...you can with the FREE SELL MORE STUFF 

CHALLENGE…  

 

Better still… you can do it WITHOUT spending a 

penny more than you're doing right now! 

  

Get all the details here: 

 

https://www.inaluxmentor.com/smsc-
dennis-onah 

"TRANSFORM THE RESULTS OF YOUR 
MARKETING IN JUST 5 DAYS" 

Introducing the...  
'SELL MORE STUFF' 

CHALLENGE 
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