
What your latest hotel stay
can teach you about marketing
Have you stayed at a hotel recently? Did you enjoy your stay?
If you didn’t, what was it that you had issues with?  Towels
not fluffy enough? Housekeeping didn’t clean properly? Or my
pet peeve, too much noise?  If you did enjoy your stay, what
made it good? Helpful staff? Location? Great amenities?

Motel in Livingston , MT by
Beyond Neon on Flickr

Your experience with the hotel is what makes you like it or
not. Not the advertising and probably not the rate you paid.

Last year, I stayed at a chain hotel where the price was
right, but nothing else was. I could hear the alarm of the guy
next door to me (and his TV and everything else). The coffee
in the “free” breakfast was terrible. When I complained and
asked for a different room,  they did accommodate me. But the
problem  wasn’t  the  room  itself,  it  was  the  hotel’s  cheap
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construction. I will never stay there again.  On the other
hand, over New Year’s I stayed at a boutique hotel. There were
only a few rooms per floor. The building was old and solidly
built.  Plus,  it  was  in  a  great  location,  quiet  and
comfortable.  I  would  go  back.

Marketing can get you to book a stay, but you won’t be coming
back if you had a bad experience. And in this social media
age, you most likely will share your experiences on a rating
site like Trip Advisor or Yelp.  If you have questions or
concerns, you  may go on Twitter or Facebook.

Marketing is important, but so is the customer experience. You
can’t succeed in business if you don’t work on both. Too many
companies spend extraordinary amounts of money trying to get
you to buy something, but then don’t expend any effort once
you’ve made your purchase.

With  service  products,  like  hotel  stays  and  air  travel,
experience matters even more because there is no tangible item
that you have bought. All you will be taking home are the
memories of the experience. The flight went smoothly and you
got to your destination on time? That is either a good memory
or something that you don’t think about again. But if you got
to your hotel and there were dirty linens on the bed and a
non-functioning air conditioning unit, not only is that a bad
experience, you will remember it.

 

 



Too much info or too little?
Yesterday, I got two emails from two completely different
organizations. Both had too little information but one was
paragraphs long and the other not even a sentence.

Let me discuss the longer one first. It was an email from an
organization that is folding. They email was an invitation to
a  farewell  dinner.  It  included  all  the  necessary  event
information (date, place, time) but left out one crucial piece
of  information:  why  the  event  was  necessary  in  the  first
place. Why are they closing shop? Mystery has its place, but
not in this type of email. Just come out and say it! I am not
sure if the group is finished because of poor attendance, lack
of leadership or orders from above.

The second email was even more of a head-scratcher.  It came
from an organization I was not familiar with, and had the
following  subject  line:  “Focus  on  your  business-not  your
database.” In the body of the email there was nothing but the
organization’s email signature (not even a website address!).
Nothing at all. Attached, is a brochure with what I presume is
more information.  There are at least three things wrong with
this:

The subject line makes assumptions: it assumes that it1.
is bad to focus on your database or that I am focusing
on it instead of my business (huh?).
There is no context for the contact. Read my post “How2.
to write a contact email.”
In this day, smart people only open attachments from3.
trusted sources. Since this source did not even bother
to  write  a  couple  lines  identifying  itself  and  its
business and its reason for contacting me, why should I
bother opening the attachment?

You can provide too little information. In something like the
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first case I talk about, this may lead to a follow up from
your contact. I know who the organization is but am lacking
some information I am interested in knowing.  In the second
case, the lack of information makes me distrust the sender and
want to delete the email.

The  key  is  to  provide  ENOUGH  INFORMATION  for  a  person
receiving  your  message  to  make  a  decision.

Your thoughts?

It’s only new once
You can’t call yesterday’s news new. In fact, you probably
can’t call it news either. And yet, it has become a habit for
some marketers, most notably those on Twitter, to use the word
“new” or even worse, the word “breaking” to set apart their
content. Now, if something is truly new or breaking, then
that’s fine, but keep in mind that calling something new or
breaking is a one-time-only proposition.

News shop by Cyberslayer via Flickr

Once you have called something new or breaking, you can’t do
it again. Why? Here are three reasons:

It is false advertising: it is no longer new.1.
It undermines your credibility: you are trying to get me2.
to believe something that is not so.
It’s a cheap tactic: is this the only way you can get3.
attention for your product, service or idea?

If I see a Twitter stream replete with the words new or
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breaking, it better be from a wire service, newspaper or news
broadcast. A post that you wrote two weeks ago is not new. An
idea that you tweeted out last week certainly is not breaking.

Remember it’s only new once, everything else can be classified
as gently used or old or even outdated!

 

How to write a contact email
If you have received any type of contact email, you know there
is a way to do it and a way not to.  Just this week I received
a contact email that made me realize lots of salespeople don’t
know how to do it.  The email I got was this:

Hi Deborah:

I’m working with the [company name] sales channel, and my
client requires the assistance of a company specializing in
“Communications Audits”.

Kindly drop me a line to discuss (my phone number is provided
below).  Thanks,

[Email signature]

This email followed a voice message that went like this:

Hi Deborah, My name is X , a consultant working with the
sales  channel  (…)  and  [my  client]  is  inquiring  about  a
communications audit. And I’d like to talk to you about it,
how does it work, relative to their sales channel, it would
be very lucrative to your business. …
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The consultant seems to assume I understand what “the sales
channel”  is  supposed  to  be.  He  is  also  looking  for
“communications audits” relative to the sales channel. And
lastly,  he  is  telling  me  it  would  be  lucrative  to  my
business.  There are two things going on in the contact, and
they are at odds with each other: looking for a solution for a
client and offering something to me. Which is it? Neither is
clear.

I asked for clarification as to what exactly he was looking
for,  and  this  consultant  suggested  having  a  15-minute
conversation. When I said I needed more information to see if
there was a fit, he repeated what he had told me. I then wrote
back saying I thought there wasn’t a fit. To top it off, I got
this email back from him:

I’ll  gladly  give  you  appropriate  details  if  we  were  to
connect.

Surely you’re not too busy to grow your business and frankly,
if you are – delegate to as a sales rep.

You’re  not  too  important  to  talk  to  me;  I  deal  with
Presidents of companies with revenues exceeding $100M.

In the end, this person is really trying to sell ME something,
which is obvious since he can’t tell me what problem his
client is having that he thinks I can help with.  What he
really wants is to have a connection with me. And he thinks
that by insulting me and assuming things about me, I will want
to  talk  to  him  (not  to  mention  that  he  has  grammatical
challenges…)

If you want to have write a successful contact email, do not
follow the example above. Here is what you should do instead:

1. Start with being clear on the purpose of your contact.
What you are looking for. Are you looking for a quote? A



description of services? A location?

2. Tell the contact how you found him/her  and/or why you
are contacting him/her.  For example: I am looking for a
general contractor, and I came across your name in the XYX
directory.

3. Provide details that may be relevant. Don’t assume that
the person understands everything you are saying. Using the
example of the general contractor: I am looking to add a
powder  room  to  the  first  level  of  my  two-level  house.
Currently, I have two bathrooms upstairs. I think there is
enough space on the first level to accommodate this change.
I am not sure if the plumbing can be worked in.

4. Ask specific questions. Are you able to do this service?
What do you charge? What other information do you require?

5. Close nicely and provide contact information: Thanks for
your attention and please contact me either by email or by
phone at xxx-xxx-xxxx.

6. Before sending, make sure your spelling and grammar are
correct. Emails that are full of typos and mistakes make you
look unprofessional.

Realize that you may not always get a response. That’s OK. And
if you do get a request for clarification, clarify! You may
have questions, and the contact may have questions. Don’t
assume that you both know everything.

Finally, don’t do what the guy in the contact email to me did:
say you want one thing, while meaning something else. People
see through that and it makes you look bad.

Thoughts?

 



Wishing  is  not  a  marketing
tactic
Several weeks ago, I started getting a weekly newspaper in the
mail. It was a supposed to be a four-week free subscription to
thank me for some volunteering I had done. The enclosed note
said that they hoped I would consider subscribing.

I would consider subscribing, but I haven’t been given the
chance. I keep getting this newspaper, even though it has been
more than eight weeks (twice what was originally offered) and
never once has a subscription card come along with it. I guess
they are wishing I call them and say “please charge me for the
paper you are already sending me for free!”

Wishing is not a good marketing tactic.

Gran blows out her candles on her 80th
birthday cake by Ben Sutherland on Flickr

Instead, ask for what you want or give potential customers a
pathway  to  becoming  paying  customers.  In  this  case,  the
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newspaper could send me a card saying that they hope I have
enjoyed my free trial subscription, and if I would like to
continue getting this newspaper, then please send a check in
the enclosed envelope or call some phone number with my credit
card information.

We see this with many other situations. Another common example
is failing to ask for referrals. Does your hair or beauty
salon ever ask you specifically to refer people? They probably
wish you did, but they don’t make it easy or worth your while.
Say they said to you when you were checking out: We hope you
like your new hair do. Perhaps you know someone else who wants
a new haircut. If you do, we have a referral program. Just
tell your friend to call us the number on this card, and we
will give you a discount on your next service.

Sometimes you have to ask very specifically for what you want.
A few days ago, I read that the tweets that get the most
traction  are  the  ones  that  have  an  ask  in  them:  please
retweet,  please help, please donate, etc.  You can’t wish for
things to happen…you have to make them happen!

Thoughts?

PR for PR people
You’ve heard the saying about how the cobbler’s children go
barefoot. It seems to me that this is especially true for PR
agencies and practitioners. They don’t seem to get that they
need to think about their image and their relations with their
public. They are in PR but don’t practice PR for themselves.

Recently,  a  large  PR  firm  had  layoffs.  They  were  not
publicized as most companies like to keep this information
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quiet.  I happen to have a connection to some of the people
that were laid off, and I heard that the layoffs were not
handled nicely (or a nicely as being told you are losing your
job can be handled). The people who were laid off were given
just a few minutes to collect their belongings and leave the
office. They were only given two weeks severance.  One of them
did not get a chance to take her personal stuff with her, and
the agency “lost” it. In short, they were not treated very
well.

What’s astounding to me is that a PR agency that is in the
business of making clients look good can do things that make
itself look bad. Why would you not handle a layoff in a more
caring and thoughtful fashion? Don’t you know that people have
friends and friends have social media? Don’t you know that
reputations depend on cultivating good feelings and trust?

And then there is all the questionable personal stuff that PR
people do in business settings, like having incomplete or
outdated LinkedIn profiles or using Twitter  to post automated
horoscope  listings.  And  then  there  are  stories  about  PR
executives that go on Twitter to rant and rave, and sometimes
even post nasty comments about clients, as if nobody can see
(and copy and disseminate) that?

PR people (and agencies) must learn that what they do–both
publicly and privately– is open for scrutiny, and in a digital
world,  news  travels  fast  and  wide.  Ultimately,  public
relations is about protecting reputation and helping build and
protect an image. PR agencies and practitioners need to think
about their own reputation and image, and act accordingly.



One  quick  fix  that  will
increase your blog’s impact
Yes, this is really about making ONE fix, that should not take
more than a few minutes, and that will make difference in how
many  people  see  your  blog.  It  involves  your  sharing
capabilities.

You must have sharing capabilities. That’s not even up for
discussion. If you don’t, go add it right now. If you have a
WordPress.org blog, then go do a search for “sharing buttons”
in the plugins. There are several to choose from. My current
favorite is ShareThis (and is what I am using, right there at
the bottom of this post).  If you are on another platform, use
your search engine to search for “sharing tools” or “sharing
buttons” for your platform.

Most sharing tools are free, and most give you the options to
share on the main social networks like Twitter, Facebook,
LinkedIn and Pinterest. Some let you share to dozens of other
networks. Choose the one that best suits your needs (and where
your audience is likely to share and read).

If you already have sharing on your blog, I want you to go to
your  blog  and  choose  a  random  post  and  hit  your  Tweet
this/Twitter share button and see what comes up. Ideally, what
should come up should be

“Title/ headline of your post”  (link to the post) via (your
Twitter handle).

If what comes up does not have the title of your post plus
your Twitter handle, you need to either adjust your settings
or change your sharing tools. Some sharing plugins allow for
the title of the post, the name of the blog or website, and
the Twitter handle. That would be even better.
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Many blogs I have seen in the past few days have sharing, but
when I click to share I get these types of messages:

Reading [link]
[link]
Title[link] via [your sharing tool’s Twitter handle]

Without a title or headline, you are giving no reason for your
readers to click on the link. Do you click on links with no
subject? Probably not. Without a Twitter handle, you are not
letting people know where the link is coming from.

So, go check it right now! This is truly a quick fix that will
make it easier and better for your readers to share your
posts, and therefore, increase your impact.

 

3  guaranteed  ways  to  lose
business fast
Sometimes you see stuff that makes you shake your head (or
slap your forehead) and wonder how some people manage to stay
afloat.
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THE G.A.H. PERM FOREHEAD SLAP by happy
via on Flickr

Based on personal experiences in the past week alone, here are
three guaranteed ways to lose business fast:

1. If you have a website, make sure it is lacking relevant
information.

Sure,  every  business  should  have  a  website,  but  not  any
website will do. Websites should be useful if you want them to
support your business.

I was looking for a restaurant in which to grab some lunch. I
found several and checked out their websites. One place had a
website that did not have the following: hours of operation,
location, menu.  Guess what? I did not have lunch there.

2. Make it very difficult to do business with you (and easier
to do it with competitors)

How many hoops do you want your potential customers to jump
through? Five? Ten? Perhaps you are putting a few too many
obstacles for your customers to climb through to get to you.
These obstacles can be things like too many forms to fill,
rules, not providing services your competitors provide, and so
forth.

http://www.flickr.com/photos/via/133833172/


I wanted to get some catering for my workshop last week. I
usually order coffee and pastries from a national chain, but
that place was not nearby the location last week. I thought I
would patronize a local place, so I checked it out. First, it
took ONE week to get an answer back. Then, I was told that
coffee could be provided, but the coffee urn would have a $100
deposit (meanwhile, almost all coffee chains have a portable
cardboard coffee box that they don’t have to charge a deposit
for). Oh, and they do not provide plates for the pastries.
Guess what? I found another place to get some coffee and
pastries.

3. Ignore your social media responses and/or your emails. Take
your time responding if you do get around to it.

The thing about social media and in some cases email too is
that it is a quick response forum. This is not the pony
express or even the USPS. I don’t send a missive on social
media expecting a response next week. I expect it today, or
even sooner.

I wanted to refer someone some business, but did not have
complete contact information. I tweeted and got no response.
Even now, more than a week later, I have yet to receive any
type of acknowledgement. I can’t send business to someone who
either  doesn’t  care  to  respond  or  doesn’t  understand  how
social media works. And then there is the case of the coffee
shop I mentioned above. One week to answer an email about
doing business with you? That is unacceptable. If you can’t
answer emails or tweets, then I think you don’t have the time
or the interest to do business with me.

Have you seen these classic business mistakes?



Is it a PR problem or is it a
business problem?
Yesterday, I read Gini Dietrich’s take on the state of the PR
industry, The PR Industry Does Need Better PR, on her firm’s
blog, Spin Sucks. Basically, Gini points out that what people
think they know about PR is wrong or misleading. It’s her
conclusion that what the PR industry needs is better PR.

I think what the PR industry needs is better business skills.

Have you been to a PR networking event lately? If you have,
you’ve probably noticed a lot of young people, mostly women.
These  young  people  often  have  inflated  titles–including
account  manager,  account  director  and  even  vice
president–after being in the industry for three years or so.
Many of these PR “pros” studied PR in college. Some may have
even had an internship or two.

You may also have met a lot of former journalists who have
decided they will have more job stability in public relations,
while using their writing skills and knowledge of what is
newsworthy.

What few of these PR people have is a solid understanding of
business. Few, if any, have gone to business school. Few, if
any, understand basic marketing ideas like push-pull. Fewer
still understand finance, balance sheets or even how to read
and  interpret data.

Lots of people are busy trying to figure out how to get the
word out about an event, or how to have a great social media
campaign,  but  what  they  are  failing  to  see  is  the  big
picture–how public relations helps a company to achieve its
business objectives.

A big part of the disconnect that currently exists between
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public  relations  agencies  and  the  business  side  of  the
industries  served  has  to  do  with  the  separation  between
communications functions and marketing and sales roles. Even
though public relations is part of marketing communications,
public relations does not usually have a stake in marketing
and sales processes and outcomes. Businesses may hire public
relations agencies to help with image, but even then, the
point usually is to increase the bottom line (i.e. sales in
for profit organizations, influence or donors at nonprofit
organizations).

In his article 3 reasons to find a new PR/social media agency,
Scott Signore states quite succinctly the following as his
third reason:

Finally, despite the evolution in the category and the number
of significant changes the PR business has endured over the
years, it’s still about executing a communications program
that helps drive business. So, look for another PR and social
media agency partner if your current group is not directly
supporting your business objectives.

What Scott is saying is that if PR agencies are not helping
companies achieve business objectives, they should be fired.
Fundamentally, they are not doing their job.

And yet, as I said before, too many PR professionals simply do
not understand business. All public relations pros should be
reading  business  books  or  articles  or  watching  business-
focused  programs.  Those  who  want  to  be  high-level  agency
executives should consider going to business school.

What do you think? Is it a PR problem? Or is it a lack of
business know-how?

http://www.prdaily.com/Main/Articles/14477.aspx


Does your blog have a tone of
voice?
We  use  different  tones,  depending  on  the  audience  we  are
speaking to and our personalities. Tones help define us and
the  content  of  what  we  are  saying.   For  examply,  the
professorial types always sound like they are lecturing, even
when they are just discussing the weather.

Whenever we write something, we engage a certain tone. If we
are writing an academic paper, we may use an authoritative
tone. If we are writing an ad for a baby boutique, we may take
on a cheerful tone.  And of course, when we are writing blogs,
we should have a definable tone. Some blogs are matter-of-
fact. Others are irreverent. Some are angry (and those are
generally using the blogosphere to rally against something or
someone).  What tone does your blog have?

Some tones to use include:

candid
casual
cheerful
compassionate
conciliatory
confident
curious
empathetic
encouraging
excited
expectant
fervent
formal
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fun
happy
humorous
incisive
objective
optimistic
outspoken
relaxed
serious
skeptical
sympathetic

Some tones to avoid:

brusque
contentious
cynical
derogatory
desperate
doubtful
fatalistic
fearful
frantic
gloomy
grim
 holier-than-thou
hopeless
lethargic
melancholy
paranoid
pedantic
selfish
unsympathetic

Want to make your blogging better?
Attend my How to Write Your Blog workshop THIS Friday, May 17.



Details and registration here.

http://howtowriteyourblog4.eventbrite.com/#

