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Welcome to Ron Rosenberg’s “Magic of Marketing” Inner
Circle! You’ve made a great decision in becoming a member
because each month you’re going to learn new, exciting, and
effective strategies to help you grow your membership, in-
crease retention, get record attendance at your events, and add
non-dues revenue in areas you may not have even thought of
yet.

In addition, you will see the “best of the best” from other
members just like you who have successfully applied Ron
Rosenberg’s proven marketing strategies. No untested theory
here…just proven concepts and the results to back them up!

Here’s what you can look forward to this month and every month:

• The MAGIC Lesson – a new idea, strategy, or marketing technique
you can adapt and put to use immediately in your own organization.
Each month, we’ll focus on a specific idea you can use to significantly
increase the value you provide to your members, set new levels for
the effectiveness of your marketing efforts, and dramatically increase
your organization’s bottom line.

• Members’ Success Stories & Examples – Our favorite part of
the whole newsletter! In addition to learning from Ron each month,
we’ll share the best examples sent in to us by other Inner Circle
members. What better way to improve your marketing than to study
and learn from other successful organizations?

• Tales From the Road – The rock band, “The Grateful Dead” was
famous for having legions of fans who would follow them on tour
from city to city, camping out in parking lots. Can you imagine doing
the same thing? Following Ron Rosenberg from city to city so you
can see his presentations over and over again? Nah, we can’t either.
But you can get the next best thing. Each month Ron will share the
new ideas he picks up from his audiences, from his clients, and from
exhibitors at the conference trade shows he attends.

• Customer Service – Attracting new members is important. But it’s
only half of the total equation. You have to provide a level of service
and deliver value so exceptional that your members couldn’t even
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TTTTTales frales frales frales frales from the Road...om the Road...om the Road...om the Road...om the Road...
What do funerals and marketing have in

common? Well nothing really, unless you happen
to be presenting at a conference organized by a
trade association for the funeral profession.

That’s because most people in the same
profession or industry tend to use the same basic
marketing and service approaches, with little if
any variation. Kind of makes it hard to differenti-
ate your business, don’t you think?

You see, whenever I’m speaking at a confer-
ence I like to learn everything I possibly can about
the group I’m presenting to. I’ll check out the
association’s web site, research the industry, and
interview different people who are scheduled to
attend the event.

But one of the things I like to do best is to
walk the trade-show floor and see who’s exhibit-
ing. I do this for several reasons. First, and most
obvious, I do it to get neat little trinkets for my
kids so when they ask me, “What did you bring
me daddy?” I’ll have a good answer.

But more importantly, I’m looking for some-
one who has an interesting product or strategy.
Someone who has taken a creative approach to
bringing traffic to their booth. Or, even better,
someone selling a product to the attendees that I
hadn’t anticipated.

Take the funeral directors, for example. At the
expo for the National Funeral Directors Associa-
tion (NFDA) I fully expected to see large, exten-
sive displays for caskets, urns, and limousines.
And I wasn’t disappointed. But there were a few
things that came as a bit of a surprise.

The company that makes the little play areas
for fast-food restaurants also has a division that

installs them in funeral homes so young children
can be occupied during the service and not disrupt
the grieving adults.

A company that makes high-end massage
chairs (you know, the kind that you sit in and it
massages your back) and sells them to funeral
homes so the family members can get a needed
respite from their circumstances. (When I com-
mended one funeral director on providing this
service to his clients, he laughed and said, “Uh uh,
this one’s for me – this is a stressful job!”)

But my favorite booth was for a company
called Cowboy’s Last Ride.
(www.cowboyslastride.com) Their booth display
caught my eye because in an expo filled with
caskets made with polished brass and lacquered
wood, these caskets were truly unique. (Take a
look at Exhibit #1 and you can see why!)

Their product is unique, addresses a very
specific niche market, and has wonderful promo-
tional materials. In addition to the caskets, they
also offer unique wreaths, floral arrangements,
and “prayer rails.”

But besides this, they have something that’s
virtually essential to every effective marketing
piece: a compelling story. Take a look at Exhibit
#2 and you can see just how this business came
into being.

It’s hard not to get wrapped up in this story as
you read it. Now if you hold no special fascination
for the Old West, or never lived or worked on a
ranch, then these products probably wouldn’t
appeal to you or your family.

But then, that’s okay, because they’re not
marketing to you! (For the record, the list of
funeral homes that carry their products doesn’t
include any in the northeast – go figure!) But for
the groups they’re targeting, though, their prod-
ucts are perfect. And, by the way, their business is
booming!

Cowboy’s Last Ride presents a fine example
of a company that identified a specific need,
created the products to meet that need, and
markets them effectively. Do you do the same
thing for your members and customers?
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SUCCESS STORIES:SUCCESS STORIES:SUCCESS STORIES:SUCCESS STORIES:SUCCESS STORIES:

AENC’AENC’AENC’AENC’AENC’s Email Blitz Boostss Email Blitz Boostss Email Blitz Boostss Email Blitz Boostss Email Blitz Boosts
Conference SignupsConference SignupsConference SignupsConference SignupsConference Signups

Here’s a fantastic example of
creative marketing provided by
Greg Griggs, the then current
Executive Director of the Asso-

ciation Executives of North Carolina
(AENC). We worked with Greg and his team to
develop some new and creative ways to promote
their 50th anniversary event. (Great results, by the
way – 33 days before the conference they had
50% more registrations than at the same time the
previous year, and had record attendance at the
event!)

I suggested an idea for getting people to
register much sooner than they were used to, and
Greg and his team ran with it. Take a look at
Exhibit #3 – the “While Greg’s Away” e-mail.

This was sent to all AENC members the week
before their regular monthly meeting and it of-
fered $50 in “silent-auction bucks” to anyone who
registered by the April meeting date.

To make things interesting, Diane, AENC’s
Event and Sales Manager, made up a giant check
allegedly drawn on Greg’s personal account to
help cover the “cost” of all the silent-auction
bucks they had to give out. The association’s
elected president presented this check to Greg at
the monthly meeting with hysterical laughter from
the audience! Greg then followed up this e-mail
with a second one Exhibit #5 which extended
the offer for another week.

Now for a few observations. The headline was
short but effective, and accomplished its sole
purpose: to get the reader to go on to the next
sentence. The letter had a good “hook” – which
was being part of a minor conspiracy while the
boss was out of town. A picture of the staff,
huddled around Greg’s desk gleefully rubbing their
hands together would almost certainly have
bumped response.

There was a clear, definite, and urgent call to
action with a hard deadline.

Greg’s follow-up e-mail, expressing his “sur-
prise” at the first one, showed that he was a good

sport and also took advantage of the April 15th tax
deadline as a bonus.

Now some associations might balk at a cam-
paign like this. They might claim that their mem-
bers are too sophisticated to “fall” for an offer like
this.

They would be wrong.

All totaled, these two simple e-mails got over 5
percent of the total membership to register for the
conference…months before people usually began
signing up, at virtually no cost whatsoever. This is
a relatively small association with a limited budget,
but they made up for this by trying a creative, out-
of-the-box approach that paid off handsomely.

PERSONAL EXCELLENCE:PERSONAL EXCELLENCE:PERSONAL EXCELLENCE:PERSONAL EXCELLENCE:PERSONAL EXCELLENCE:

TTTTTake A “Cold Shower” toake A “Cold Shower” toake A “Cold Shower” toake A “Cold Shower” toake A “Cold Shower” to
Focus YFocus YFocus YFocus YFocus Your Enerour Enerour Enerour Enerour Energiesgiesgiesgiesgies

It doesn’t matter whether
you’re a one-man (or one-
woman) shop, part of a small
staff, or a member of a large
team – there’s simply more work
to get done than there is time to
do it in. In my own business, there are days when
I’m amazed that I actually get anything done at all!

But have you noticed that when you’re faced
with a deadline – and I mean a hard, no-way-out,
major-crisis-if-you-miss-it type deadline – that you
somehow manage to shift into hyperdrive and
complete the work?

Why is that? Simple. You have no choice. You
block out all distractions, call upon all your inner
resources and strength, and get it done.

The mind is actually quite capable of doing
this. Think about taking a shower. It’s a cold
winter morning. There’s snow and ice on the
roads. You really don’t want to get up and go to
work, but you have to.

You get in the hot shower and just stand under
the water. It feels good. Maybe you worked out

Continued on p. 6
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A Great Motivator –A Great Motivator –A Great Motivator –A Great Motivator –A Great Motivator –
The $50 Greeting CardThe $50 Greeting CardThe $50 Greeting CardThe $50 Greeting CardThe $50 Greeting Card

As I’m writing this, my son is about to start
college. This is an exciting time for the whole
family. It’s a great accomplishment for him, and
the start of what should be the best and most
memorable four years of his life. (I know, it might
take him five years, but we’re only paying for
four! Or, as John Belushi put it best in Animal
House when Dean Wormer finally shut down the
Delta House fraternity, “There goes seven years
of college down the drain!”)

So we went to his summer orientation pro-
gram and attended the first big session together.
Then, the parents stayed in the auditorium while
the kids went on to their own series of programs.

The woman responsible for the parents’
orientation program shared a lot of information
with us, and then explained that after the kids all
got settled into their dorms and started classes, it
could be a while before they actually called home.

It didn’t matter, she explained, how many
times you tried to reach them or how many
messages you left; they were just going to be too
preoccupied with everything else going on in their
lives at that point, and calling home would be as
close to the bottom of the list as it could possibly
be.

She then offered a suggestion she said was
guaranteed to get our students to call right away.
Here’s what she said to do:

Send a greeting card telling them how proud
you are of them; how much you miss them, and
how you’re hoping they’re adjusting well and
enjoying school. Then end the letter with this
sentence: “…by the way, I hope the $50 I sent

comes in handy.”

Of course, you “forget” to actually put the
$50 in the card. She says that within ten seconds
of reading the card, you’ll get a frantic call from
your child.

So what’s the big lesson here? You’ve prob-
ably already figured it out. You have to find the
key that motivates your members, customers, or
prospects to stop what they’re doing and take
action NOW! That is, the specific action your
marketing piece is encouraging them to take.

It may be getting them to sign up for member-
ship or to renew an existing membership. It might
be getting them to register for an event. Or it
could be getting them to register for a course or
invest in additional resources your organization is
offering to help them be more successful.

The problem is that people are overloaded.
Between work, family, and other life demands,
they simply have too much to do. You have to
give them an incredibly good reason to stop
whatever they’re working on and pay attention to
you.

All of which means you have to find the raw
nerve, which when properly stimulated will cause
them to jump out of their chair and do what you
want them to. By the way, it doesn’t necessarily
have to be a painful nerve you hit; you could find
something they really want, and convince them so
thoroughly that you can deliver it that they’ll stop
whatever they’re doing to take care of it right
now.

Of course, then you have to actually deliver,
but if you can’t do that in the first place, you
shouldn’t be in business anyway.

For an exercise this month, just take one of
your marketing pieces. It could be a sales letter, an
ad, or a conference brochure. Read it completely
from start to finish. Then comb through it line by
line. See if you can find the trigger that will propel
the reader into immediate action.

If you can’t find it, then change or rewrite the
piece so that it’s there. And send in your “before”
and “after” samples so I can add my suggestions
and then share them with other members.
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imagine not renewing and participating. Each
month we’ll provide a specific strategy you
can use to make sure this happens at all levels
in your organization.

• Personal Excellence – And what about you?
You’re the one who has all the pressure and
all the responsibility. But do you have the tools
and resources you need to juggle everything
you have to do? Not to worry…because we’ll
also be including proven strategies to help you
make the most of your time and become more
productive and effective.

 • Ron’s Program Schedule & Call-In Days
Maybe you don’t get to see Ron Rosenberg’s
live presentations as often as you’d like, but
who knows – he may be speaking at an event
near you sometime soon. In this section, we’ll
include Ron’s schedule for the coming months
along with special Call-In Days when you’ll
have a chance to spend 10 minutes with Ron
and ask him your most pressing marketing
questions.

• Ask the Expert – Each month, Ron will
answer selected members’ questions about
association marketing. You can find out how
to submit your questions or success stories in
the shaded box to the right.

• Other Exhibits – Take advantage of Ron’s
extensive “swipe files” as he shares examples
from other industries. Applying the lessons
learned from these examples can make all the
difference between an adequate marketing
effort and an outstanding one.

So welcome to what’s sure to be a long and
successful relationship – we look forward to
working with you to take your association to new
heights!

Special Welcome Message
Continued from p. 1 Ron’Ron’Ron’Ron’Ron’s Prs Prs Prs Prs Program Scheduleogram Scheduleogram Scheduleogram Scheduleogram Schedule

See the special “Gold Sheet” attachment
for a complete listing of Ron Rosenberg’s
upcoming programs and special call-in days.

Look below for how you can schedule
your own program with Ron Rosenberg.

Ask the ExpertAsk the ExpertAsk the ExpertAsk the ExpertAsk the Expert

If you want to get your specific question
answered in the text of this newsletter, please
email your question to us at the following
address:  asktheexpert@qualitytalk.com.
We’ll leave off any specific company names
if you indicated to do so, and will only give
the particular industry.

Dynamic Learning ProgramsDynamic Learning ProgramsDynamic Learning ProgramsDynamic Learning ProgramsDynamic Learning Programs
for Yfor Yfor Yfor Yfor Your Orour Orour Orour Orour Organizationganizationganizationganizationganization

For information on Ron Rosenberg’s
keynote, breakout and workshop programs,
and how they can make your next event a
huge success, visit www.qualitytalk.com
or call Terry Green at 919-539-0460 and
she’ll schedule a convenient time to speak
with Ron.

YYYYYour Exhibits and Successesour Exhibits and Successesour Exhibits and Successesour Exhibits and Successesour Exhibits and Successes

We want to hear what you’ve been doing
successfully in your marketing efforts.

You can e-mail examples of your success-
ful marketing pieces and how they’ve been
working for you at the following address:
newsletter@qualitytalk.com or you can mail
to us at the address below for possible recog-
nition in a future issue:

QualityTalk, Inc.

12208 Jasmine Cove Way

Raleigh, NC 27614
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last night and your muscles are sore. You could
just stay in there all day long - boy, does that hot
water feel great!

Then, suddenly, without warning, the hot
water runs out, and the shower turns ice cold.
Here’s the question: how long does it take you to
finish the shower? Ten seconds? It’s positively
amazing how fast people can accomplish some-
thing when properly motivated.

It’s the same thing with physical exercise.
When I workout at the Y or in a hotel fitness
room, I like to use the elliptical trainer – the one
with the handles –
like the “Gazelle”
machine that guy
sells on TV.

I do two things
to make sure I’m
working hard
enough. First, I
wear a heart-rate monitor. (Most machines have a
receiver that picks up the signal from the chest
strap.) And while this is a good measure of effort,
it doesn’t really do the job as a motivating tool.

For this, I use something top secret. Some-
thing powerful. Something so diabolically simple it
should almost be illegal. What is it? Simple. Music.

Okay, I know that was a bit of a disappoint-
ment, but sometimes the simplest things are the
most effective.

But here’s the key – the music isn’t just to
keep me company while I’m exercising, it’s to set
the cadence for my running. In other words, I
challenge myself to stay on the beat of each song.

I just select a group of songs that have the
right beat. I’ll start off slow, pick up some speed
with the next song, and then vary the cadence to
give myself an interval training workout.

This is really effective because if I find myself
starting to slip off the beat, I have to work even
harder to get caught up – the song isn’t going to
slow down and wait for me! And when the batter-
ies run out as they occasionally do, my workout

suffers because I’m never as focused as I am when
the pressure is on.

You can take a similar approach in your own
work. Here’s how.

Some people come to work in the morning,
sit down, and decide what they’re going to do
first. Others take a few minutes to organize their
day. Still others – the “A-Types” have their day
planned out before they leave for home the night
before.

But it really doesn’t matter in any case, be-
cause once they actually get started, the phone
rings and they spend ten minutes on the call.
They get back to work. Eventually. Because just
then someone stops by with a “quick” question

that ends up taking
15 minutes. And
then it’s time for a
one-hour meeting.
And then it’s time
for lunch. And
before you know it,
the morning is shot

and you’ve gotten nothing done.

But that’s okay, because you can always move
it forward to tomorrow. Well, that’s good, be-
cause you didn’t have anything planned for to-
morrow, did you? No, tomorrow is just as full as
today was, and the day after that is full as well.

So what’s the answer? Well, several people,
myself included, guard their time with an almost
religious fervor – no one and nothing are allowed
to interfere with a scheduled activity. And if
you’ve realistically allocated, say, two hours for an
action – writing this article, for example – then
when the two hours are up, the article is done.

It’s really like setting the immovable deadline
or cold shower for yourself intentionally – creat-
ing a clear sense of urgency that is as real for one
activity as it is for the next.

But what if the phone rings? Don’t answer it.
You have voice mail.

What if the chime on my computer says you
have e-mail? It will still be there in an hour.

What happens if someone has a question for
me? Explain that you’re knee deep in a project

Take A Cold Shower to Focus Your Energies
Continued from p. 3

Learning to manage your time is like taking a
cold shower. When the water turns cold, you
will take only a few seconds to finish what
would usually take you several minutes to do!
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with a deadline and ask if you can see them in the
afternoon.

There are very few jobs where waiting a few
hours will cause serious life-threatening problems
for the company or for an individual. Yours is
probably not one of them. Neither is mine.

And there are many problems that can occur
when you let yourself be interrupted:

• Train of Thought – By the time you deal
with the interruption and return to work, you
will have lost valuable time, and it will take
some effort to actually pick up where you left
off. So a ten-minute call can end up costing
you half an hour.

• Lack of Preparation – When you accept an
interruption, you are at a disadvantage. The
other person knows why she’s calling and
what she needs. You, on the other hand, have
no clue. It’s much better for both parties to
connect when both of you are prepared to
discuss the subject.

• A Dangerous Precedent – Once people
realize that you will address their issue right
away, they will expect you to do so every time.
And even if the initial problem was serious, the
next one may not be, and yet they will expect
the same immediate response.

It’s far better to set the expectations to a more
reasonable level: you are not able to drop every-
thing for them, but you will get to it very soon,
and then they will have your undivided attention –
no interruptions when you’re working on their
issue from anyone else either.

Here are some of the ways in which I’ve
successfully adopted this approach. First, I turned
off the automatic e-mail checker, and we very
rarely answer the phone when it rings.

In fact, unless I’m expecting a call from you,
the only way to reach me is to schedule time on
my calendar with my assistant, Terry.

You may think this is strange advice coming
from someone with my strong commitment to
customer-service, but it’s exactly because of this
commitment that I’ve adopted this approach.

If I’ve allocated a block of time to prepare a

keynote for your conference, it’s unfair – even
irresponsible – to allow anything to interfere with
that time. If I’ve allotted a morning to write this
newsletter, an unexpected interruption can cause
me to miss an important production deadline –
delaying the delivery of next month’s issue.

Now, in all fairness, I’m not 100% successful
at this. I’m human. When the phone rings, my
first tendency is to reach out and answer it. And
when I’ve sent out an offer of some kind, I like to
see my e-mail to check for responses.

But I can tell you that since I’ve started work-
ing in this way, I’ve noticed two important things:

1. My productivity has increased noticeably

2. My clients haven’t been impacted in the least

Remember, this isn’t something you can
implement overnight, but it is an approach you
can start working towards gradually. What better
way to serve your members then to be able to do
more for them with the same amount of time,
effort, and resources?

2. Respond quickly – when someone
“raises their hand” and expresses interest in what
you have to offer, you have to be on top of that
right away. Interest is a quirky thing – someone
can be “over-the-edge” excited about something
one minute and completely disinterested the next.
The benefits you offer for your members are of
no use if someone decides not to join your asso-
ciation because they’ve lost interest.

3. Follow up – even though people respond
or request information, they might be busy,
distracted, or simply out of the office when it
arrives. Smart marketers understand that you
have to send at least three communications to
someone who is interested.

Customer Service
Continued from p. 8



8Magic of Marketing 800-260-0662

®

DYNAMIC

 LEARNING

 PROGRAMS

CUSTOMER SERCUSTOMER SERCUSTOMER SERCUSTOMER SERCUSTOMER SERVICE:VICE:VICE:VICE:VICE:

Printer Ignores NewPrinter Ignores NewPrinter Ignores NewPrinter Ignores NewPrinter Ignores New
Business OpportunityBusiness OpportunityBusiness OpportunityBusiness OpportunityBusiness Opportunity

You can have the most
creative and effective marketing
strategy ever invented. You can
identify a niche market so

hungry for what you’re offering that
they’ll stand in the rain for hours to buy it. You
can set up the best e-commerce solution in your
industry. But it doesn’t make a difference if you
can’t deliver.

I speak with so many people who put so much
effort into getting new business that they actually
neglect their existing customers. So they find
themselves in the puzzling position of filling a
bucket and still watching the level fall instead of
rise.

Of course, if they only saw the large gaping
hole at the bottom, they’d know right away what
the problem was. Here’s a perfect example:

I recently spoke at a small regional confer-
ence. In making my normal rounds through the
vendor exhibits, I was drawn to one booth in
particular. The company was like several others
there – a printer – but instead of having the name
of the company, their banner communicated a
specific benefit.

The woman at the booth was collecting busi-
ness cards, and in return, promised to send me a
special report with ten things you should know
before selecting a printer.

I liked this for two reasons. First, we were
actually looking for a new printer at the time and
it turns out that this company was based in our
general area. But more importantly, I was im-
pressed with the thought that went into their
presence at the show.

They had a means of attracting traffic to the
booth, a specific purpose for being there, and a
well thought out follow-up sequence for after the
show. For the record, most exhibitors don’t have
a clue why they’re at the show other than to
collect business cards or “swipe” as many attendee
cards as possible.

So I duly left my business card in the pile and
left the booth confident that I was in good hands.

It turns out I wasn’t.

By the end of the week I hadn’t received
anything from this company. That’s okay, I
figured, they were still getting caught up from the
trip. Next week? Still nothing. Three weeks out?
Not a thing. As I’m writing this, it’s now been
nearly six weeks since this show, and I have no
expectation whatsoever that I’m ever going to
hear from this company.

And that’s a shame, because I have about
$2,000 worth of printing to do over the next
several months, and about three times that
amount by the end of the year.

And I don’t have any intention of calling to
remind them that I’m waiting for information – if
they can’t do what they promised at the show in a
timely manner – or even at all – how can I
depend on them to deliver my printing on time?

Here are three specific things you can do to
make sure you deliver on the promises you make
in your marketing efforts:

1. Do what you say you will – I know this
may seem like “Customer Service 101” but you
would be amazed at how frequently companies
fail in this simple rule of business. On second
thought, you probably wouldn’t be surprised. I’ll
bet you can think of an example in just the last
month where someone at work or at home didn’t
follow through.

Printer Loses Business...
Continued on p. 7

For questions about your subscription, e-mail us at
newsletter@qualitytalk.com
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