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Welcome to your preview of 60 Minute Marketing Makeover – Simple, 

clear and direct marketing action steps to get more sales for busy people. 

Even from this preview of the book, I want you to be able to implement 

and benefit from what I share with you and start to become Marketing 

Sharp. So I’m sharing with you 2 full steps from the book. Use them and 

start to grow your sales. 

Let’s start Sharpening your Marketing. 

Here's to your success and profits! Enjoy! 

 

Hitul Thobhani MBA 
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Step 1 - Be customer emotions-led 

not product led. 

Your customer doesn’t care about you! 

The first trait of a Marketing Sharp business is that is sees itself as solving 

its customers’ problems or meeting their aspirations, and not as the best 

providers of product X or service Y. I read of a furniture salesman who took 

pride in selling a comfortable place to sit - not a chair. He probably 

understands that what he is actually selling is a healthy back, enabling 

people to enjoy a fuller and more active life (like playing with their children 

freely or playing tennis again), stress relief and a better place for his 

customers to entertain their guests. 

How does this apply to you? Make sure you define the pain you solve and 

the value of that to your customer. Ensure you and your team keep this 

front of mind – so that you don’t witter on about yourself and drive 

business away. Your customers don’t care about you or your business – 

they care about their problems. This is why people come to your business 

and hand over their money to you. Unless they are friends or relatives, why 

would they be interested in your business more than any other? In order of 

importance, your customers care about: 

1. their problem 

2. whether and how well you can solve their problem 

3. your products and services 
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4. your business (second last…) 

5. you (in last place!) 

Your customers are motivated much more by avoiding pain than 

achieving gain. Do you know what their worries and fears are in relation 

to the problem you solve? Understand this and market on it – and the 

consequences if they choose the wrong product. When someone has a 

hole in their roof, they look for a roofer and are happy to pay what they 

ask. The wallet doesn’t come out anything like as quickly, if at all, to 

prevent a leak. The old adage of ‘sell the sizzle not the steak’ holds a lesson 

here. Sell on the negative consequences of not buying from you. 

I learnt this lesson the hard way with my other business Kidz4Mation. My 

partners and I saw a vision of changing the world by transforming 

children’s lives. We set out to sell ‘personal development for children’…and 

we struggled! Why? No-one wanted to buy personal development for 

children. So we changed our strategy. We began focusing on what kept 

parents awake at night. Now that we promote solutions to shyness, lack of 

confidence, anger and other challenges our customers are much more 

engaged – because that’s what they care about. 

A litmus test for your business is to look at how much of your marketing 

refers to ‚we‛, ‚us‛ and ‚our‛ as opposed to ‚you‛ and ‚your‛. People don’t 

buy a drill; they buy a 2‛ hole. 
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Step 16 - Get the right people saying good 

things about your business. 

 

Advertisers pay huge amounts of money to hire celebrities and experts for 

two main reasons: aspirational value (if you buy our products you can be 

like this person) but also approval and authority. The approval is a green 

light from this influential person that this business or product is 

trustworthy. A paint manufacturer might employ a home makeover show 

presenter. Food retailers often hire celebrity chefs to inspire shoppers to 

buy food from them. 

 

For example, a restaurant might say it ‚offers the finest authentic Thai 

cuisine in the city‛. But imagine if that same comment was made by 

celebrity chef Gordon Ramsay. Doesn’t that carry massively more weight? 

The restaurant benefits from the credibility and trust of the expert. Trade 

association badges, awards and professional qualifications also foster trust. 

 

People don’t believe what you say about your business until and unless 

they have a reason to think otherwise. Don’t take it personally. As we I said 

in a previous step, understand you are a stranger to your prospect. When 

someone they know of and trust says good things about your business, 

most of the job of persuasion and selling is done. Think about the 

restaurant example above. This is why PR and media coverage are so 

powerful and sought after: a credible source (e.g. a newspaper) is saying 

good things about a business. 



 

Full book free at www.marketingsharpness.co.uk/book                                               6 

 

Think about who your target market trusts, or the kind of person they 

would trust. Ask yourself who has rapport with your target market? These 

are the people who you want saying good things about you. Marketing 

Sharp businesses find influential experts to say good things about their 

business without spending thousands for the privilege. Often, a joint 

venture partner can provide testimony to boost your credibility. 

Kidz4Mation benefits from endorsements and testimonials from child 

psychologists, positive psychology academics, teachers and parents. 

BONUS #1: Meet Your Secret Salesperson 

Writing to sell: Here is how to create killer 
copy that persuades and sells! 

In business, words are salespeople in print. Whether it is the copy on your 

website, a marketing email, a sales letter, an advertisement or even your 

business card, your words (or ‘copy’) will be ignored unless they capture 

and keep the reader’s attention. Here are some tips on writing to sell: 

1. The headline is the most important part. This may be 

surprising as it is the shortest part, but the headline may be 50% 

of what impacts the reader. Tell yourself that the headline is 

where you spend most of your money, so to speak. The job of the 

headline is to stop the reader in their tracks and persuade them 
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to read the introduction. Think about it: it is the clincher as to 

whether you ‘get’ the reader. Everything else you write is 

pointless unless they are captivated by your headline. Focus on 

your customer’s pain and your unique approach to solving it e.g.: 

‚Your BACK PAIN…Gone after 3 sessions with ancient herbal 

Japanese technique. Results Guaranteed!‛ 

Come up with different options for headlines and then choose 

the best from these. I have never got my best, or anything like my 

best, headline at the first attempt. Expect to work on your 

headline. See what other people think – ideally someone in your 

target market. Your headline is too important for you to run with 

the first thing you think of. Get it right. You’ll be glad you spent 

the time. 
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So…was it worth reading? 

 
If there has been value for you in what I have shared, you can continue 

your journey to Marketing Sharpness by getting your copy of 60 

Minute Marketing Makeover here. 

 

This can be the beginning of transforming your business through great 

marketing. 

 

I am passionate about helping people to take action in their business – 

by giving them inspiration and information. I hope you feel I have 

delivered. 

 

Here's to your success and profits! 

 

Hitul Thobhani MBA 
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