JEFF RUBIN SPEAKS!
Jeff Rubin speaks on writing, marketing and business development.
His programs include:
PUT IT IN WRITING
Use the power words that turn on
readers...and get them to respond!
IF YOU MARKET IT, THEY WILL
COME
Learn to convince people they cannot
afford NOT to do business with you.

Put it in Writing will help you get
your newsletter out on time,
every time. We offer crisp writing,
eye-catching design and
punctual delivery.

STRATEGIC INTEGRITY
Learn how integrity, reliability and
humanity are, ironically, great marketing
strategies.
To book Jeff call TOLL FREE:

510/724-9507
jeff@put-it-in-writing.com

877/588-1212
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Put it in Writing
Newsletter Specialists
•Interviewing
•Writing
•Editing
•Design

•Graphics
•Typesetting
•Photography
•Printing
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MARKET THE BEST THAT YOU ARE

M

y friend, marketing consultant Robert Middleton,
was in Hawaii on September 11 when America was
attacked by terrorists. Home the following week,
he found it impossible to get back to a normal routine.
Nothing was ever going to be the same.
He started thinking about how he and his clients could
possibly market their businesses in such an environment.
“What is marketing really?” asks Robert. “It’s connecting
with people. It’s informing them of the value you offer. It’s
making them aware of how you can make a difference. In
times of adversity, authentic marketing such as this is
needed more than ever.”
I asked Robert to write the article below because marJEFF RUBIN
keting the best that you are, what you do, and the value
you offer, will determine your success in this new business world.

MARKETING IN TIMES OF ADVERSITY

T

here are three
areas of authentic
marketing. In
times like these, they
are where you want to
put all your marketing
attention. You need to
(1) offer something, (2)
build relationships and
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A quarterly compendium of writing tips
and other useful information

By Robert Middleton

1517 Buckeye Court
Pinole, CA 94564
510/724-9507; 741-8698 (fax)
jeff@put-it-in-writing.com
www.put-it-in-writing.com
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(3) provide extraordinary service.
OFFER SOMETHING
• Give away what
you know: Sharing
your expertise has
always been the most
effective way of marketing professional services. In times of adver-

sity, it’s no different.
• Write an article:
Share valuable information with your clients
and prospects that
would help them get
through these tough
times.
• Give a talk or presentation: Instead of
➣ Inside
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Put it in Writing
Partners

W

e recommend
these businesses, which give
discounts to our readers:
ADVERTISING MAGIC,
(ad specialties), Walnut
Creek, 800/862-4421
(Hari).
ALPHAGRAPHICS,
Walnut Creek, 925/9374700 (Greg or Kristin).
CRAFTSMAN TRADE
PRESS, (printer),
Concord, 925/521-0156
(Ric).
INSTANT SIGN MAKER,
Walnut Creek,
925/944-1600 (Lonny).
PINOLE COPY CENTER,
Pinole, 510/223-8901
(Judy).
QUALITY 1 HOUR
PHOTO, Walnut Creek,
925/935-6655 (Dave).
SCAN ART GRAPHICS,
(pre-press), Richmond
(Hilltop), 510/223-3248
(Fred or Ron). ■

Visit us on the
Internet at
www.put-it-inwriting.com
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SANELY SURVIVING CONVENTIONS

MARKETING IN TIMES OF ADVERSITY

I

➣ From front page
trying to sell your latest training program, offer to come in
and give a free half-day program on “Managing in Difficult
Times.”
• Put on a benefit: One
California fireman raised
$350,000 by selling t-shirts
thanking New York firemen for
their heroism in the aftermath
of the September 11 attacks.
• Donate a percentage of
your sales: I am giving 10 percent of my online sales to the
Red Cross, from Sept. 11 to
the end of the year. Decide
what you’ll give and spread the
word far and wide.
• Volunteer: Don’t just do it
yourself. Call several of your
clients and let them know
you’re going to be helping at
the Salvation Army on a
Saturday morning. Invite them
to volunteer with you. You’ll
create a permanent bond.

n July, I attended the annual convention of the National
Speakers Association in Dallas.
Conventions can be both a treasure trove of useful information and a great way to fry your brains. The NSA Convention —the
speaking industry's "Tour de Talk" — is one such audible assembly.
Conventions can leave you drained, both physically and mentally.
The NSA convention lasts four days; I don't think humans were
meant to be talked to 12 hours a day for days. I determined that to
get the most out of this convention I'd need a mental AND physical
game plan. Following are some examples of how I survived. You
can adapt them to your next convention.
• Skipped the morning General Sessions. I'm not a good
morning learner, and since I turned 50, I cannot exist on six hours
of sleep for more than one night. Since evening networking and
shmoozing are important convention functions, I decided to sleep
in — until at least 8 a.m.
• Worked out daily. My morning routine was up at 8, breakfast
at the cafeteria in the hotel lobby, and then off to the gym. (Except
on the days when I slept a bit later or networked a bit too long;
then I worked out between the last afternoon breakout and the
evening General Session). Even a brisk 30-minute walk can give
you the energy to be sharp and attentive all day, despite meeting
room temperatures alternating between the North Pole and the
Sahara Desert.
• Ate balanced meals. Let's face it, convention food sucks.
I made sure I had at least one really good meal every day, and that
was usually breakfast (oatmeal, fruit cup, nonfat milk, V-8 juice).
Healthy, filling and lots of natural sugar to lessen the craving for
sweets later in the day.
• Focused on learning goals. Conventions can be overwhelming because of all the breakout session choices. I decided to focus
on two areas -- platform skills and humor. I bought the tapes of
whatever other sessions interested me.
• Didn't get overwhelmed. All organizations have their elite,
their semi-elite and their wanna-be elite members. If you're in the
latter, the former and the semi-former can be imposing. Remember
this — all speakers open their mouths one lip at a time.
HAPPY CONVENTIONEERING!
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BUILD RELATIONSHIPS
In times of adversity, people
feel concerned, sad and afraid.
They need friendly contact

Keep your network informed
about what you’re up to.

ROBERT
MIDDLETON
more than ever. This is not the
time to hide; it’s the time to
reach out and deepen your
relationships with your clients.
• Call your past clients:
Don’t call to ask for business;
ask how they’re doing.
• Write thank-you notes:
We don’t show enough appreciation. At times like this, it’s
more important than ever.
• Get together: Meet with
clients and associates for
lunch. See how you can help
each other.
• Keep in touch: There’s
no substitute for a newsletter.

What Jeff’s customers say

J

eff is always quick to respond, and willing to provide
me with anything I need to post our printed newsletter online. He's definite about deadlines and prompts me (which
I need) to meet them. And, he's an all-around nice guy.
— Dianne Dias, Contra Costa Electric, Martinez, CA
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PROVIDE EXTRAORDINARY
SERVICE
When clients cut back, they
first eliminate anything that
doesn’t contribute to the bottom line.
All the marketing in the
world won’t make up for “just
average” service. Consistently
exceeding expectations begins
with the little things.
• Return calls promptly:
This shows you’re professional
and reliable.
• Follow up: In times of
adversity, consistency and professionalism are more important than ever.
• Be a resource: Do you
know a person who knows
everyone and can get anything? Make yourself indispensable. Expand your network.
• Go the extra mile: Can
your clients tell stories about
times when you’ve gone above
and beyond the call of duty? If
they can, that’s what they’ll
share. You’ll stand out as
someone who is truly special.
How can you go the extra mile
today?
Robert Middleton, owner of
Action Plan Marketing in Palo
Alto, CA, works exclusively
with independent consulting
professionals. His website,
www.actionplan.com, is a
resource for attracting more
clients.
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