
TIPS, TRICKS, RANDOM 
THOUGHTS, TOOLS YOU
DON'T KNOW ABOUT, OR
DON'T USE, OR EVER THOUGHT
ABOUT USING, AND MAYBE,
JUST MAYBE, SOME GENIUS
IDEAS I STOLE FROM SOME
VERY SMART PEOPLE!
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How do you develop a Customer Attachment? Ideally, having an attachment with your 
customer isn't one thing - it's everything.  Each time your customer has an interaction 
with your brand, company and product, you should look for an opportunity to build 
attachment.  

As I write this, we're staying at a cabin in Sunriver, located in central Oregon. We owned 
a cabin here for many years, and still love to visit. This week's visit has given us some 
great examples of Uncopyable attachment. 

Bennington Properties. Bennington Properties is the property manager we used for 
managing our cabin. We used Bennington to book this week's stay, too. They'd asked if it 
was a special occasion, and found out it was our anniversary. When we got to the home, 
we found a card and a 6-pack of local beer. Shaka also received a welcome pack (with 
treats, a water bowl and a card with his name on it). We ALL felt special!

Café Sintra. Tracie Landsem is the owner of our favorite breakfast spot. We hadn't been 
there in several years - but when she saw us, her face lit up. After we ordered breakfast, 
she brought us a plate of their fresh-baked pastries to enjoy while we waited. And when 
there was a brief lull, Tracie sat at our table to chat. VIP Treatment!

Marcello's. Thad is the owner of our favorite dinner spot here, which happens to be next 
door to Café Sintra. Thad also personally welcomed us, and asked about our daughter 
(bonus points for asking about our kid)! When our bill arrived, we noticed he'd given us 
the “Sunriver Owner” discount, even though we are no longer owners. 

There are many roads to the top of the mountain, as Steve likes to say. That definitely 
applies to customer attachment. Hopefully the above examples will get you thinking 
about how you can build attachment with your customers, and keep them coming back. 

 Customer Attachment#1
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What would you think if you saw a fine 
bottle of wine for only $8? What about 
an exquisite diamond necklace for only 
$99? 

You'd smell a rat. You wouldn't believe the 
diamond was really exquisite, or the wine 
was all that fine. 

As a consumer, the price of a product or 
service not only represents the cost. It 
also gives you information on what 
you're getting. You expect to pay a 
higher price for something special. “You 
get what you pay for,” also means you 
don't get what you don't pay for. 

If you're reading this, your goal is to be 
Uncopyable. You're not interested in 
competing on price, because that's a 
losing proposition. You're in business to 
make money. When you have a high 
quality product with unique value, 
people will be willing to pay for it. 

 Be the Most Expensive

They'll expect to pay for it. A price that's 
“cheap” devalues what you're offering, 
even if it's the best. 

Price not only affects the purchasing 
decision, it impacts the value placed on it 
after your customer buys. You can actually 
add value,  just by charging more. 
Sunglasses are a good example. A cheap 
pair of sunglasses might get tossed into 
the glove compartment, but an expensive 
pair will go in the case. Not only that, but 
the customer will feel different when they 
wear them. 

Here's another example: throughout 
Steve's speaking career, we've had 
inquiries for programs, only to have the 
prospects balk at the price. “We don't have 
the budget,” they might say. Our response, 
“if you're looking for a cheap speaker, I can 
recommend one.”

Be worth it, and you can be the most 
expensive. That's being Uncopyable, and 
it's a winning proposition. 

#2
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Most business cards are pretty generic.  As in, BORING. 

The average card has the company, name, title, and pertinent info typed in a 
professional font. The fancy ones have the corporate logo embossed. Yawn! Making 
yours different is one of the easiest things you can do to be unique.

Take an objective look at your card.  Think about the kind of impression you'd have if 
someone handed it to you. Would it blend into the pile? Or would it stand out, and give 
the right person a reason to be intrigued?

Steve has been preaching the “Toss Your Boring Business Card” mantra for years. 
People love our unique cards, and we get lots of great comments. But few have done 
anything about their own. If you work for a large corporation, you might have 
restrictions you have to work with. But if you can, turn your card into a unique 
marketing piece!

Graphics, colors, the cardstock and wording can all make you stand out. Here are four 
ways you can use your business card to stand out (using our cards as an example):

Color: Orange, of course! 

Cardstock: Bright, shiny, substantial (we use Moo Cards)

Titles: Steve: Kelly's Dad and Marketing Gunslinger. Kay: Kelly's mom and Marketing 
Whiz. 

Graphics: Ours each feature relevant cartoons. Each are humorous - with a 
message!

Here's your challenge: get creative, and do something to get your 
card to stand out. It's easy, and effective! 

   Don't Have a Boring Business Card. 
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#4 

Who doesn't like winning? Publishers Clearinghouse has 
made millions using stories of their prize recipients - 
people who nearly faint on the front porch when Ed 
McMahon (or whoever does it these days) pulls up to 
deliver the big news. 

You can use this insight into the human psyche to utilize 
contests in your business. Contests can be used as Lead 
Magnets as they create buzz and build excitement. The 
best part: with contests, it can all be done on a budget. You 
pay for one prize-winner, while being exposed to ALL of 
the entrants/hopeful winners.

When someone enters a contest, they obviously need to 
give you their information so you can contact them when 
they win. Bingo. You can now start communicating with 
them and build a relationship that will eventually turn 
them into a customer.

What will you give away? Money's always good, of course. 
You can also give away a “prize,” which could mean 
anything from a Starbucks gift card, to a car or vacation. 
(If giving away one of the latter, please let us know so we 
can enter!)

4

Contests
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Want to be a little sneaky? Go beyond the obvious by 
giving away one of your products. This allows you to talk 
about your product, and get your prospective customers 
thinking about them without seeming too promotional. 
What if you give away a prize package that includes your 
three most popular products? You need to build up the 
value of the prize by describing what they get. 

Done right, your description builds desire for those 
products, setting the stage even if they don't win. And, 
you can even offer a “consolation prize” – perhaps a free 
guide or report (you could use one of the Lead Magnets 
you've already created. Every entrant will feel like they're 
a winner on some level). 

These are a few ways you can use a contest – which is a 
smart tool to include in your Uncopyable arsenal. 

5
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Customer service can give you an advantage over your competition, but in most cases, 
it's temporary. That's not to say it's unimportant. But you can make a long-term impact 
with a customer experience outside the traditional scope of service.

Customer service relates to how you sell, deliver and stand behind your product  (or 
service) - and how you take care of the customer along the way. Some examples:

· Same-day delivery

· Assurance that a real person will answer the phone within 60 seconds

· A promise to return phone calls within 24 hours

· A money-back guarantee

When it comes to customer service, you can (and should) let your customers know what 
to expect. Then, do everything in your power to exceed the standards you've set. 

Customer experience is a different animal. It's not necessarily within the purview of 
your product or service. An impactful customer experience takes a little more 
creativity, but it can give you a huge bang for your buck.

Customer Service vs 
Customer Experience#5
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Some examples: 

Ÿ At the Shanghai Kerry hotel, the maid noticed 
Steve's shoe size didn't match the complimentary 
slippers, and delivered a larger pair along with a 
handwritten note.

Ÿ At the Muse Hotel, the maid noticed Steve's 
toothpaste was out and brought a new tube -    .
without asking. 

Ÿ When we went to breakfast at Café Sintra, the 
owner brought us a complimentary plate of pastries, 
then sat down for a few minutes to chat.

Think about how you can impact your customer's 
experience by going above and beyond in an unexpected 
way. Here's something to help: a great time to impact the 
Customer Experience is when something goes wrong! 
Instead of thinking, “Ugh,” look for ways to turn it around. 
Creating an Uncopyable experience is a great way to keep 
your customers coming back, and even better - telling the 
story to other potential customers.
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#6       

Remember the 1998 movie, “You've 
got Mail?” In once scene Meg Ryan 
stares at her computer and opens 
up AOL. With anticipation, she says, 
“My breath catches in my chest until 
I hear three little words - “You've Got 
Mail.”

Fast forward to today. The average 
person gets hundreds of daily 
emails, and wading through them is 
a chore. We're inundated with emails 
from not-so-smart marketers who 
blast the masses using this cheap 
(free) marketing tool. It's not just 
email, either. We're bombarded 
every day with  end less  ads , 
promotions and commercials.

On the other hand, we get very little 
of what we now call “snail mail.” Bingo. This is an opportunity for you, the smart 
marketer. You can stand out with the creative use of an old standby: direct mail. 
According to the Direct Marketing Assn, direct mail achieves a 4.5% response rate, vs. 
a mere .012% for email marketing.

Before using direct mail - or any other media - you first need to learn about your Moose.  
Once you do, you can craft a message in their language, offer a solution to their 
problem and capture their interest in a unique way. Your goal with direct mail isn't to sell 
them, but to move them on to “the next step. 

To do that, you need to get your Moose's attention. That can be tricky when your Moose 
are bombarded with thousands of messages every day.

“Look at what everybody else is doing, and don't do it.” When everybody else is using 
email, social media, Google ad words and the like, smart marketers do something 
different. Direct mail just might be the something different that makes you 
Uncopyable. 

8

Use Direct Mail
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If you want to take your customer relationships to the next level, consider holding an 
event. 

Events can be used as a reward for your best customers, or even your “club.” An example 
is Makers Mark. Makers Mark holds special events, at their distillery in Kentucky. The 
events are only for Ambassadors (members of their club, which anyone over 21 can join).  
Events include music festivals, dinners and candlelight tours of their grounds. When 
they attend,  customers are treated to a special experience.  With a shared love of the 
product, there's opportunity for building camaraderie, energy and enthusiasm. 

Many years ago, American Airlines had a special VIP trip to Scotland, and invited their 
top flyers to fly, golf and dine. Yes, this was in the good ol' days, when being an American  
VIP flyer really meant something! Steve was wined and dined on an unforgettable trip. 
Though the airlines don't do that anymore, other companies do. If you really want to 
solidify your relationships (and treat your best customers like Rock Stars!) this is 
something to think about. 

What if you can't plan an entire event? You might piggyback on others – for example, 
hosting a suite at a baseball game. 

Another way to use events is to lead a workshop or educational session where your 
customers can learn, as well as be entertained. It might even be a meeting where you 
charge (with the option of inviting your best customers to attend, for free).  Anytime 
you have the opportunity to meet face-to-face with customers, you increase the odds 
for quality, distraction-free relationship building.. 

In today's world of the Internet, Social Media and Virtual-almost-everything, getting 
people together face to face is a real opportunity to stand out, and be Uncopyable. 

 Hold an Event#7
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Steve Jobs once quoted Picasso, saying, 
“Good artists copy, great artists steal.” 

What does that mean? 

When you simply reproduce and idea, 
you're not creating anything new. But 
take an idea, apply it to something else, 
and everything changes. Mold it, put your 
spin on it, and you can come up with 
something inspired, that's totally yours. 

In the language of Uncopyable, it's called 
Stealing Genius. The concept gives 
businesses a huge advantage over run of 
the mill copy-cats. And face it, a lot of 
companies copy each other. There are a 
ridiculous number of examples, and 
they're easy to spot. (Hotels with 
heavenly beds, airlines with frequent flyer 
miles, popcorn machines at trade 
shows….) 

McDonald's stole the idea of the drive-
thru from a bank. Southwest Airlines 
created quicker turn-arounds for their 
planes by studying NASCAR. 

The slinky was invented when an engineer 
was working on stabilizing springs for 
ships. 

Some great ideas aren't from the 
business world at all: actress Hedy 
Lamarr helped Howard Hughes build 
faster airplane wings by studying birds 
and fish. Swiss engineer Georges de 
Mestral was hiking when he noticed the 
way burrs stuck to his clothes. He went on 
t o  d e v e l o p  t h e  h o o k  a n d  l o o p 
configuration he named “Velcro.”

When looking for ideas, resist the 
temptation to study your competitors. 
Instead, go outside your own world.  
Observe businesses, events, experiences, 
and even what you see in nature. With 
practice, you can train yourself to see 
things in a new way, and come up with 
ideas you can make your own. 

If you want to innovate, don't copy ideas. 
Steal them, change them, and make them 
your own. 

Steal Genius
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There are many kinds of direct mail pieces. One of 
the superstars is the humble greeting card - the 
kind made of paper, physically addressed to the 
recipient and delivered by “Ye Olde Postal 
Service.”

Think about the last time you received one. How 
did you feel when you saw it? 

Thank you cards, birthday cards and holiday 
cards used to be common. Now they're rare, which 
gives you an opportunity to set yourself apart. 

A thank-you card makes the receiver feel 
appreciated. A birthday card stands out 
compared to Facebook messages from “friends” 
who were reminded it was your special day. A 
“thinking of you” card makes it seem like the 
person really was thinking of you. 

Technology gives us a huge advantage, because 
it's easy to create greeting cards using 
personalized pictures. Take a selfie with a client 
or prospect. Upload the picture, create a card, 
and the person who receives it will not only 
appreciate it, they'll KEEP it.

 Send Greeting Cards

We've used a service called Send Out Cards for over ten years. SOC makes 
sending cards easy and inexpensive. Even when we don't have a custom photo, we 
make our cards fun and creative. Our annual Thanksgiving card is legendary. 
Want to see the cards we've sent over the past ten years? 

Email   kay@theadventure.com).

Other card services include cardstore.com, hallmarkcards.com and 
postable.com. Of course, you can go old school and buy cards at the store. Just 
remember, a personal card can make a connection that begins - or solidifies - a 
beautiful customer relationship.

#9
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What would you think if someone proposed marriage on the first date? You'd probably 
run, and curse yourself for using Tinder in the first place. 

Like dating, the sales process follows a progression. You start with Prospects. In the 
language of Uncopyable, these are your “Moose.” They fit your definition of an ideal 
customer.  

Once you've defined your Moose, you need to thin the herd. It's time to find the ones 
who are interested. In other words, you need to find hungry Moose! If you're online, one 
of the best ways to attract interested prospects is through a Lead Magnet.  

What does your Moose want?  They want Moose Bait! That's what you'll offer with your 
Lead Magnet. Maybe your Moose would like to know 5 Ways to Spot Delicious Grasses 
and Shrubs. Or, how about Simple Tricks to make a Good Impression on other Mooses? 
Or maybe you could offer a Free Guide: Plurals for Tricky Words Like Deer, Fish and 
Moose.

When it comes to Lead Magnets, there are many types to choose from. You can create 
anything from a list of Free Tips, to an Ebook, Quiz or Webinar. Whatever you decide on, 
your goal is to create something highly appealing. You want your Moose to raise their 
hand (or hoof?) and say,  “I have that problem! I want to know more about your solution!”

The deal: you give them some killer information (Like this list of 25 Marketing Tips!) and 
in return they give you their name and email address.

The more familiar you are with your Moose's biggest challenges, the better you'll be at 
crafting an offer that gets them to respond. Your Lead Magnet will promise - and deliver 
- a simple solution to their pain. 

If they find the information helpful, great! You just built credibility. You have their name 
and email address, and the opportunity to create a relationship which will ultimately 
result in making sales. 

 Lead Magnets#10
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How do Rock Stars feel? The first word to come to mind might be “hungover.” Which is 
probably a good guess.  

But let's look at the other meaning of “Rock Star,” as in “the rock star treatment.” 

Rock stars are treated like celebrities - almost royalty - with special privileges and 
benefits. (Cucumber water, anyone?) A great way to create an Uncopyable attachment 
with your best customers, is to give them the same treatment. 

In a nutshell, you want to make your very best customers feel like rock stars. Even 
better, you want to make sure everyone else knows about it.  

As you know by now, it's all too common for companies to tout what's great about 
THEIR product, THEIR service, and all the reasons why customers should by from THEM. 

When you turn your clients into rock stars, you turn the spotlight around. You shine it on 
the people who matter the most: your biggest and best customers. 

Some ideas:

 Interview them about their expertise, and post it prominently on your website, 

 At a crowded meeting, have a special “Rock Star” line (like the First-class line at the 
airport) where they can zip to the front of the Taxi/Uber line with no wait.

Identify them as VIPs, and give them public shout-outs whenever possible

Have the President of your company meet with them (and take pictures!)

Always be on the lookout for ways to publicly celebrate their success.

Again, make it about them, and make it loud. Make your best customers feel important. 
Elevate and celebrate them. It's a win-win, and it goes a long way toward creating the 
holy grail: an Uncopyable attachment. 
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Which marketing tool is the best one to use? The answer is, it depends.

Too many businesses blindly jump on the latest HOT marketing tool. The tool-of-the 
day might be anything from Content Marketing to shelling out huge bucks on a Super 
Bowl ad.  This is often called the “Shiny Object Syndrome,” and it's a big fat waste.

The smart marketer knows the answer to the first question is another question:

Who is your Moose?

Your Moose represents your target customer. Think about it. If you were going to hunt 
Moose, you'd need to learn about them. You wouldn't be interested in all the animals in 
the forest; you'd want to focus on Moose, and only Moose. You'd research where Moose 
hang out, the language they speak and what attracts them. Then, you'd practice your 
best moose call (hopefully where nobody could hear you), buy some stinky moose bait, 
procure a moose gun, and head off to Canada.

If you want your business to be Uncopyable, do the same with your target customers. 
How narrowly can you define them? What are their challenges? What problems keep 
them awake at night? What are their aspirations and desires? 

Once you answer those questions, you'll need to know HOW to find them. Where do your 
target customers hang out? What do they read, watch, and listen to? Where do they 
spend their time?

If you want to be Uncopyable, knowing your Moose is the first step.  From there, you can 
easily ignore the HOT marketing tools, and choose the RIGHT one. 

 Know Your Moose
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Let's look at an ideal scenario. You've diligently defined and researched your Moose. 
You've found their biggest pain and have a unique solution. Through your brilliant 
marketing efforts, you've cut through the plethora of ads, commercials and messages 
like a knife through buttah. Your message is right in front of them. Your moose is seeing 
it, hearing it, reading it! 

SCORE! 

Now it's time to sell them, right?

Not so fast. Smart marketers don't try to “close” with their first communication. Moving 
too fast is kind of like proposing marriage on a first date. (Trust me, it doesn't work.)

Whatever you're doing as a marketer has to encourage your Moose to take the next 
step. What do you want them to do? It may be as simple as “open my mailing.” Maybe 
you want them stop to at your trade show booth, sign up for your email list, or download 
a free ebook on your website. 

Once they take the next step, you're on your way to developing a rapport. When you 
develop that into a relationship, your Moose will be far more receptive to becoming a 
customer. That's when it's time to close the deal. 

As you develop any marketing tool, always look ahead. Ask yourself, “What do I want 
my Moose to do next? And how can I use this tool to take them to that next step?”

 Use Next Step Marketing #13
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Owning a color is especially suited for small companies. It's difficult for an SME to stand 
out. Connecting your company and your branding proposition with a color can make a 
huge difference.

We own orange. When speaking or consulting, we always wear orange. Our business 
cards are orange. Our envelopes are orange. Gifts we send to clients always have 
something orange. Basically, our objective is to drown our target market in orange.

Pick a color and go big. If you don't have a color, choose one. Embed your color 
everywhere…everything should walk the talk. Be proactive and help your customers 
make the connection.  We tell people, “Whenever you see the color orange, think of the 
word Uncopyable (and us, too).” It works! Customers, prospects, friends, enemies 
(kidding!)…all tell us that when they see the color orange, they think of us.

Have you heard of a guy called Mattress Mack? His real name is Jim McIngvale, and he 
owns Gallery Furniture, a successful furniture chain in Houston, TX. He's a local 
celebrity, and became nationally famous when he opened his furniture store to anyone 
displaced by Hurricane Harvey, in November of 2017.  

As it turns out, Mack read Steve's book, “Uncopyable,” and found it really valuable. But 
he didn't pick the phone right away. Then he went to a Houston Astros game. He saw the 
team wearing ORANGE and it hit him. He called and hired us for a consulting project. 
When he saw orange, he thought of Steve.

This one's easy to implement, and you can have a lot of fun with it. It's a great way to 
make yourself Uncopyable.

Own a Color#14 

16 theadventure.com | kay@theadventure.com | 253-874-9665



 Use a Quiz/Assessment

A Lead Magnet is something you offer something your “Moose” (aka prospects) in 
exchange for information about them. Lead Magnets are used online, usually on your 
website and/or in social media. 

Your goal is to offer something to attract your Moose - let's call it your Moose Bait. You 
want them to “raise their hand” (or hoof) by giving you their name and email address. 
The right lead magnet will literally have your moose salivating over their keyboards as 
they type.

One of our favorite Lead Magnets is the quiz/ assessment.  With a quiz, you ask basic 
questions. Then, in return for their name and email address, you offer valuable insights, 
created just for them. 

Here are some of the reasons we love Quizzes/Assessments:

· Answering questions immediately engages your Moose

· A quiz makes it about THEM, not your company and/or product

· You glean information that helps you create a customized solution, rather than 
something generic

A quiz can be brief (Moose tend to be impatient), and should promise special, tailored 
insights.  In reality, you may be simply breaking your Moose down into a few basic 
categories. But those categories allow you to customize your information, which is a 
win-win. 

Let's say you're selling a marketing program. Using a quiz, you can determine whether 
your Moose are beginners who want the basics, experts who need fine-tuning, or 
somewhere in-between. Then, you can deliver a report that addresses their biggest 
concerns. You've given your Moose something of value. 

Now, they're on your list. The real fun begins! You continue to nurture the relationship, 
with the goal of creating new customers, and the opportunity to build an uncopyable 
attachment. 
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Does your company have great 
customer service? What exactly 
does that mean? 

We've al l  done business with 
companies claiming to have great 
customer service. Then you call, and 
get stuck in an endless phone menu 
t r y i n g  t o  c h o o s e  f r o m 
“ O p t i o n s  T h a t  H a ve  Re c e n t l y 
Changed.” 

(Insert expletive.)

Don't leave it to the customer to guess. 
Be the one who defines what customer 
service means.  Tell your customers what 
to expect, then meet or exceed their 
expectations. 

When you call Zappos, you talk to a real 
person. When you order furniture from 
Gallery Furniture, they promise to deliver it 
that day. When you invest in a diamond at 
ShaneCo, it comes with a lifetime guarantee. Each of those companies tells you what 
to expect. Even if you don't take advantage of what they offer, as a customer, you feel 
good, knowing what they stand for. 

But  - be careful what you promise. You'll never be penalized for doing MORE than you 
promised. But you can cause serious damage by under-delivering.

What if you're a small company, who can't offer quick response, free delivery or a 
money-back guarantee? Don't claim otherwise. Be realistic, and you'll have the chance 
to add a WOW customers by going above and beyond. Promising that “Calls are 
returned within 24 hours” gives you the opportunity to call them sooner. 

Define customer service, and be realistic. If you want happy customers, it's best to 
under-promise and over-deliver. 

  Define customer service
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The word “risk” implies a potential downside. It means you might lose 
something. And nobody likes to lose. 

When it comes to buying your product, your customers might perceive a risk 
that keeps them from purchasing. They might worry that your product won't 
be what they expect or want. Heck, they could worry that it won't even work. 
Those risks might keep stop them from pulling the trigger. You don't want 
that.

The best solution is to reverse the risk. When you place the risk on yourself as 
the seller, vs the buyer, you eliminate a possible barrier to purchase.

There are a slew of options you can use to reverse the risk. You can offer a 30-
day trial, a money-back guarantee, or even an offer to “return the unused 
portion if you're not satisfied.” Even mattress companies sometimes offer 
trials. “Don't know which mattress you want? “Sleep on it for 30 days, then 
decide.” 

Reversing the risk makes the customer more comfortable buying your 
product. Of course, that means the risk is now on you, the seller. To offer risk-
reversal, you need to have a product that will most often NOT be returned. If 
you offer close-outs or work of very thin margins, a guarantee won't work. But 
if you have a high-quality product you stand behind, it's  perfect. Knowing 
your customers will fall in love with your product once they try it allows you to 
remove the risk. Get them to take the leap, and make more sales.

 Risk Reversal#17
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Do you feel the pressure of having to constantly 
create killer content? The good news: you don't have 
to. In fact, it's sometimes better if you don't.  

Instead of writing and/or creating all your own 
content, consider sharing content that someone else 
produces. You can: 

Ÿ Invite guest bloggers to write on your website. 

Ÿ Share articles others have already written (with 
their permission, of course)

Ÿ Interview people/businesses who have valuable 
experience and/or insights for your audience.

Here are three benefits to sharing content:

Ÿ Saves time and effort. 

Ÿ You generate valuable content without having to 
grind it out yourself. Sweeet!

When you provide your audience valuable 
information from an outside expert. That makes you 
look good! It shows you're there to offer solutions, 
even if they're not your own. This solidifies your 
relationship with your audience, and moves you closer 
to the Uncopyable holy grail: attachment. 

Sharing content gives you leverage. Whoever provides 
the content has been called upon because of their 
expertise.  That's always a compliment. They'll no 
doubt share it with THEIR audience, too. If they have 
an article on your website, they'll probably promote it 
on social media, and potentially their own website. 

They might even ask you to provide content for them 
in return. In that case, you'll be back to grinding it out. 
You won't mind too much, because you'll be reaching a 
new, and bigger, audience.

 Share Other Content #18
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“A picture is worth a thousand words” is an old saying.  Here's a new one: “A picture is 
worth a thousand dollars.” 

Actually, it could be worth even more. 

Whether your business is B to C  or B to B, you're doing business with people. One of the 
best ways to connect with people is with a picture. I don't mean a picture of your 
product, logo or some random scenery. I'm talking about a picture of a face - 
specifically the face of your customer or prospect. 

The next time you're with a prospect or customer, go a step further - take a picture of 
yourself with that person. The photo can reinforce your connection, trigger the memory 
of your time together, and even become a keepsake. 

Taking pictures is easy, because people take their phones everywhere. (We've all 
overheard those annoying “bathroom stall” conversations!)

When you're with a prospect or client, have someone snap a photo. Or, take a selfie! 

Ÿ Print, frame it and mail it

Ÿ Make it into a product

Ÿ Turn it into a customized greeting card (our favorite - easy and inexpensive (see 
Tip # 9 “Greeting cards”). We've done this for years, and the cards are appreciated 
and often kept for years.

Want to be Uncopyable? Just say “Cheese!”

 Take a Picture#19
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From ye olde dictionary: 

Transaction - an instance of buying or selling something; a business deal.

Transformation: a change into someone or something completely different, or the 
process by which this happens.

The secret to selling a transformation: don't focus on features of your product or 
service, or even the benefits. Sell the customer on how they'll feel once they buy, 
compared to how they feel now.

Diet products are a great example. Ads typically feature “Before and After” photos. 
They're selling a transformation – how you look and feel now, (terrible) vs how you WILL 
look and feel once you've gone through their program (fantastic).  

The key is tapping into emotion. Describe how your customer feels now. Then use words 
to describe how they'll feel once they've purchased your product. Create words that 
demonstrate their “Before and After.”

Sell the Transformation vs 
Transaction
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What if your product doesn't seem all that transformational? 
You might find some surprising emotions behind some pretty 
basic purchases. Here's an example:

A few weeks ago a big truck pulled into our driveway and dumped 
a load of rocks (specifically, 5/8” clean rushed gravel). 

We paid for rocks, but we bought a transformation. 

Before: There was a path in our yard that looked horrible; totally 
overgrown with weeds and moss. We felt embarrassed. We felt 
stressed that the HOA would tag us. We felt tired and defeated, 
fighting a losing battle with the weeds. Every time we looked at it, 
we felt a little bit unhappy.

After: The path looks clean, pristine, and beautiful. We feel proud 
- we're even getting compliments from neighbors! We feel 
relaxed, knowing this is low-maintenance beauty (there's weed 
guard underneath). Every time we walk by the path, we feel all 
warm and fuzzy. (Maybe I'm over-stating it, but it does feel good). 

In marketing and selling your product or service, the real 
opportunity isn't in the transaction, it's in the transformation. 
Analyze your customer's “Before and After,” and help them 
imagine what they'll gain by doing business with YOU. 
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Content Marketing is something you hear a lot about these days. Providing relevant 
content is a way to help your prospective customers, and show them you're willing to 
give before you get. It's also a great way to build credibility. You can showcase your 
expertise, and even provide “Social Proof” by using stories from happy customers.

This makes sense. Before a potential customer gives you money, they need to know and 
trust you. Content marketing is the perfect place to start - or solidify - a relationship.

Ungated Content – information which can be accessed at no charge, without 
providing information (name, email address, etc) 

Gated Content – information can only be accessed after providing information 
(name, email address, etc) and/or by making a payment or becoming a member.

Which is best? Ideally you provide a mix of both. You'll want to provide Ungated content 
that allows your prospects to get to know you without any risk. People are often 
reluctant to give you information when they don't know anything about you, even if your 
fine print assures them, “We Hate Spam.”(They might not believe you. Or they might be 
afraid you're simply not fond of canned meat)!

Of course, you're in business to make money. In order to do that, you need information 
about them so you build a relationship. 

One way to provide Gated Content is to offer Lead Magnets; premium content like 
ebooks, reports or industry-related facts you've personally uncovered. When you 
require their name and email to access it, you can then put them on your list. You can 
now continue the conversation.  

Another idea is to operate in-between. Show part of the content, but keep some hidden. 
Your reader can get started, have their interest piqued, but be required to submit their 
email to read the full story.

Choose the mix, and then make sure your website offers free, Ungated content, plus 
Gated Content that requires their name and email. 

 Using Ungated vs Gated Content#21
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How many logo pens do you have? Our 
junk drawer is full of them. I don't know 
where most of them came from. (The 
bank, dentist, insurance agent?)

A s  g i v e a w a y s ,  p e n s  a r e  e a s y, 
inexpensive, and a big snooze-fest.  A 
better idea is to utilize relevant giveaway 
as a trigger, to remind your Moose of 
YOU. 

As you know, The Adventure color is 
ORANGE. Using is color to brand yourself 
is something we highly recommend. It's 
worked near-miracles for us, and the 
color alone has become a “trigger” that 
reminds our Moose to think of us. 

One of our favorite giveaways is our 
signature orange glasses. They reinforce 
the concept of  seeing things differently. 
The glasses literally do that, because 
they make the world look orange! Even if 
the glasses are sitting on someone's 
desk, they're a constant reminder to do 
that. And since orange is our color, 
they're a reminder of us, and our brand. 

Relevant Giveaways

We've given away everything from 
orange shoelaces, to actual oranges, as 
in the fruit. Almost anything orange 
can be a relevant giveaway for us. 

What if you don't have a color? Put your 
thinking cap on (bonus points if that 
cap is orange). One of our relevant 
giveaways: Moose Whistles. They're 
actually dog whistles, that we made 
custom labels for. They reinforce 
another message:  to speak the 
language on ly your  Moose  wi l l 
understand. 

For the right Moose, a book is a great 
giveaway. It's certainly relevant. Writing 
a book isn't as hard as you might think, 
and for the right prospect, it's hard to 
beat as a relevant giveaway. 

Before you order your next pallet of 
logo pens or other trinkets, push 
yourself to get creative. Challenge 
yourself to spend the same amount of 
money and get a much bigger bang for 
your buck. 
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Having an email list is a relatively easy, efficient and cost-effective way to keep in 
touch with your Moose. More companies are doing this. If you're one of them, good for 
you!

There's an opportunity you may be missing, though. If so, you're about to learn the 
relatively easy and painless fix.

Your emails might have great content. They may build interest and desire for your 
product. But if your Moose want to know more, you don't want them ambling to your 
home page for a generic look-see. You want them stampeding to a response-driven 
landing page (RDLP). That's where you show them that not only do you understand 
their problem, you have a tailored solution. 

The RDLP a basically a Lead Magnet for that particular Moose. Which problem does 
your Moose have? Your RDLP offers to scratch their itch.

This is a great way to segment your list. If a Moose is on your list, you already have their 
email address. But a RDLP will tell you which of your Moose are interested in solving a 
particular problem. You can now tailor your response – maybe in the form of a resource 
guide or report. You can then work on building the relationship, with the goal of creating 
a customer who will pay for your full solution. 

Remember, give the Moose on your list the chance to respond to what interests them 
specifically. Then, offer a solution that's just for them using a RDLP. They'll save time 
and avoid a hassle. You'll create an opportunity to drill down on solving your customer's 
exact problem. A win-win!

 Response-Driven Landing pages# 23
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Have you ever watched QVC? If so, you've seen a great example of intentional scarcity.

QVC sells “limited quantities” of products. Once they're sold, you miss out! The 
message: there's not enough to meet demand. 

Besides using scarcity as a motivator, QVC has order deadlines. Each item has a 
countdown timer. The obvious conclusion: Don't wait! Once time run's out, the offer is 
gone forever! 

This is a smart tactic. Something that is scarce/limited/rare must be special, right?  

The concept of supply and demand says that when there isn't enough of a product or 
service, people will pay more. That's why airlines and hotels have elastic prices, charging 
more when they're busy. It's human nature: when there's not enough of something to go 
around, we want in. 

Imagine you're thinking about buying a new widget. You 
see an ad that says:

“We have a large number of widgets in stock! 
Come in at your convenience - we have plenty 
more widgets on the way!” 

Would that motivate you to get in your car and 
drive to the store? No.

But what if you saw this ad:

 “We have a limited supply of widgets! Hurry in 
now - get them before they're gone!”

VROOM VROOM - you're on your way to the store.

Phrases like these will increase your prospect's desire and 
compel them to action:

“Limited quantities available”

“Members only”

“One-of-a-kind”

“Exclusive offer”

“Deadline July 31”

“By Invitation Only”

Like QVC, you can utilize the concept of scarcity. Whether or not it's a real issue, it's a 
smart marketing tactic you can use to your advantage. 

 The Element of Scarcity#24
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I'll bet you belong to a club or two, even if you 
don't see them that way. If you're a Mac person, 
you're in the club. Mac people are loyal, and see 
themselves as the cool kids (actually we ARE 
the cool kids, ha ha).

Harley riders are in a club. Though it's not 
formalized, they see themselves a certain way, 
and being an owner of the product implies a 
certain identity. If a Harley owner tells someone 
about their bike, the perception goes far beyond the 
performance of the motorcycle. Whether  or not 
they think about it consciously, they know owning a 
Harley says a lot about them. In cases like this,  there 
would be a huge loss if someone were to “leave the 
club.”

Maker's Mark has an Ambassador Club, with lots of 
benefits that are exclusive to club members (free to join, 
by the way). They hold special events, like dinners and 
music festivals, that are only open to Ambassador Club 
Members. Disney has a club (there's a very reasonable 
cost to join) called D-23. As members, we get some fun 
swag, free movie tickets and access to special events.

You can create your own club with customers or segments of 
customers. It can be free, or you can make it a paid 
membership. You might call it a Club, Mastermind, Advisory 
Board, or even Inner Circle (the name of our membership club)!

One of the biggest advantages to a club is that your members 
are not only connected/attached to you, they become 
connected to each other. When your customers have 
relationships with each other, they're receiving value from each other. This  might 
include social connections (as with Harley Davidson and Maker's Mark, via their events). 
It also can include actual information. After a recent Uncopyable Boot Camp, the 
attendees – who were in various unrelated industries - said some of the best ideas they 
got were from each other. We got the credit for connecting them, and their ongoing 
relationships will cement an attachment.

 Having a club gives you an effective way to build attachment that goes beyond your 
product or service. Use this tool to be Uncopyable in the minds of your customers!

Be The Club#25 
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You now have 25 KILLER marketing tips at your disposal. 

Knowing is good. But the real key is DOING…

I remember talking to our daughter, Kelly, about the plethora of diet options out there. I 
wanted to lose some weight, and was ruminating over which program to follow. Kelly 
said, “Mom, they all work if you DO them.”

There's truth in that smart-alecky response. That same truth applies to these 25 
Marketing Tips – they all work if you DO them. But you can't (and shouldn't!) try to do 
them all. You'll end up overwhelmed and frozen in a state of inaction (been there, done 
that). 

Instead, pick one. Once you're successful, you can add more to the mix. 

Where should you start? It depends on what you want to accomplish. Consider your 
biggest objective. What result will have the most impact on bringing in more income 
and growing your business?

Target the one that will give you the biggest WIN.

We'd love to hear from you. Email  and let me know how you're kay@theadventure.com
doing. If you need extra help and guidance, or want to take your Uncopyable strategies 
to the next level, we have options for that, too. 

You'll now be added to our email list. You'll get a weekly video, and other bonus content 
from Steve Miller, author of Uncopyable – How to Create an Unfair Advantage Over Your 
Competition. (If you haven't read this #1 Amazon Best Seller, which currently has 100% 
5-Star Reviews, . For quantity discounts, email kay@theadventure.com. order it here

Thanks again for requesting 25 Uncopyable Tips to Supercharge Your Marketing. Our 
passion is to help small business owners and marketers like you to GROW YOUR 
BUSINESS. Nothing makes us happier than hearing success stories. We can't wait to 
hear about YOURS. 

Be Uncopyable!

Kay and Steve Miller
kay@theadventure.com
stevemiller@theadventure.com
253-874-9665

YESSSSS!
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