
STEVE GORDON SPECIAL REPORT: 
7 Deadly Marketing Sins That Will  

Kill Your Business !! !
Confessions Of A Business Owner !

This is the part where I’m supposed to tell you how brilliant I am, how I’ve solved the world’s 
marketing problems and why you should listen to me.  !

But you’ve heard all that B.S. from every other author and consultant you’ve read...so let’s jump right 
to the real truth...if  you’ll hear my confession... !

I have sinned against my business...I’ve committed each of  the seven sins you’ll read about in 
this report at one time or another during my 20 years in business. I admit it. !

I started in business in 1994, at a small consulting firm, just 10 employees. We were bringing in about 
$400,000 a year. We didn’t do any marketing...none. We boasted, that we didn’t need to market, because 
we got all the business we needed from “word-of-mouth.” !

When I think back to how foolish we were it scares me.  !
We managed to do OK...within four years we had tripled revenue (and profit) and I was selected to 

succeed the founder as CEO. But we still had no clue how to reliably attract new business. !
As CEO I knew one of  my first jobs was to fix our marketing problem. I asked around to 

find out what other businesses in our industry did to get customers...I got the usual answers: !
• Tradeshows 
• Brochures 
• Sending company newsletters a few times a year 
• Going to Chamber mixers and “being social and accessible in the community” !
So we started doing these things. This was the late 90’s and the Web was becoming important. We 

threw up a website to match our brochure. And with everything in place we thought “great, we’re 
marketing now...let’s listen for that phone to ring!” !

(Cue the crickets) !
Nothing happened. We still got business through word of  mouth, but our marketing didn’t work. 

Now, I don’t give up easy, so I decided we needed professional help. !
I interviewed 5 well respected ad agencies in our area...clicked with one and hired them.  
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!
Their recommendations: !
1. They insisted that our website needed to be redone...$4,000 
2. They were sure we needed a trade show display to match our website...$8,000 
3. They said we had to have new brochures, letterhead, logo and business cards...$4000 
4. They were certain we should run ads in the major business magazine in our state...(I’m 

embarrassed to say how much) !
All in all we dropped mid 5-figures on a marketing and branding makeover. We were proud of  our 

new look...we were polished and we got great compliments from our competitors at industry 
conferences. !

My ego was happy! !
But we still got all of  our business from word of  mouth. Our marketing hadn’t produced more than a 

few thousand dollars in new business. !
After a couple of  years, it was clear that the ad agency we’d hired wasn’t concerned with getting us 

results. Each time we complained about the poor performance, they said we needed to spend more 
money to “revamp” the website or the trade show display or the print materials...they were getting rich 
and I was getting poor...not the way I envisioned the relationship when we hired them. !

So I finally decided if  we were ever going to get beyond “word of  mouth” marketing, I’d 
have to dive in and become the marketing expert we needed. !

So that’s what I did...for five years I devoured every piece of  marketing knowledge I could. !
• I read books (and books and books...) 
• I bought courses 
• I went to seminars 
• I found mentors, who’d done it successfully 
• I studied good marketing from other industries !
AND...I applied what I was learning. Some worked, some didn’t. But I kept learning and we kept 

growing. It was a blast! !
After a while, colleagues would pin me down for lunch and pick my brain to figure out what I knew, 

and how they could use it in their business. I enjoyed helping them...and seeing them get results. !
In fact, I got such a thrill out of  helping fellow business owners solve “the marketing 

problem” that I decided to start a project to help small businesses grow their way out of  
the recession... !

In the remainder of  this report, I share the 7 Deadly Sin’s that you must avoid if  you want to have 
marketing that works...so let’s get to it! !
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Deadly Sin #1: Thou Shalt Not Be Self Absorbed !
Look around at your marketing materials. Then look at the marketing of  a few of  your competitors. 

Chances are you’ll see a list of  services or products. Some statements about experience. Some photos of  
you, your staff, your office (or worse, maybe some stock photo of  some perfectly politically correct and 
good looking proxies for you and your staff  in some fancy office setting). !

The copy text talks about how great you are and why you’re the best choice for what you do. Are you 
noticing a pattern? !

Nobody Cares About You !
I’m going to tell you something your mother never will...NOBODY CARES ABOUT YOU OR 

YOUR COMPANY. !
I know...that’s harsh. I’m sorry, but we agreed not to B.S. each other, right? !
Your prospects don’t care. Your customers don’t care. They don’t hate you, but they just don’t care. !
Think about it...they’ve got their own busy lives, families, kids’ soccer practice, the monthly scout 

meeting, piles of  laundry and the lawn to mow...AND they’re working 40, 50, 60 hours a week. !
So don’t be angry if  they don’t care about you. !
If  you’re honest with yourself, you’ll admit that you don’t care about most of  the businesses you deal 

with. And that’s OK. !
It’s not your prospects’ job to care about you...it’s YOUR job to make them care. !
That’s simple, but not easy. It means you’ll need to think about your prospects. I mean really think 

about them. What is their life like on a daily basis. How do you fit into it? How can you play a bigger 
part in it? What problem do they have that you can uniquely solve? !

It’s not about you and what you can do for them. It’s all about them and the problems and pain they 
have... !

It’s Not Your Fault...It’s Tough To Get Out Of Your Own Head !
Look, I was one of  the worst offenders when it came to building all of  our marketing to boast about 

our firm’s greatness. We were great (recognized by our peers as an industry leader). But it didn’t work. !
The marketing we did made ME feel good. It stroked my ego and the egos of  our employees. It’s 

tough to believe that your “greatness” alone isn’t enough to drive a steady stream of  new customers. !
But your prospects have heard it all before. Remember I asked you to look at your competitors’ 

marketing. They’re just as “great” as you are on that glossy brochure paper. !
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If Everyone’s Great, You’re All Average !
av•er•age (adverb): having qualities that are seen as typical of 
a particular person or thing!!
Think about it for a moment. If  you and all of  your competitors are shouting how great you are to 

your prospects then you all appear average to the very people you want to impress for money. !
You don’t want to be average. Average is the death zone for business. This is where 

commodities live and pricing is the only factor that buyers can use to figure out who’s best. !
We’ve all heard it (and most of  us have said it)...“People just want the lowest price, they’re making 

what we do a commodity...” !
Wrong! You’re forcing them to choose based on price, because you’ve made yourself  appear to be 

identical to your competition. You are a commodity. !
Being a commodity sucks! You deserve better. ! !

Deadly Sin #2: Thou Shalt Not Ignore The Easiest Sale !
I love getting new customers. In fact, every time I land a new client it’s a real adrenaline rush...it’s 

exciting. It’s like getting that first date with the cute girl in the first row of  science class...there’s almost no 
better feeling then hearing her say yes to your fumbled request for a date. !

By the time you get to the third or fourth date...if  you’re doing well...you know the answer is “yes” 
before you invite her to the movies on Friday. It’s the easiest sale you’ll ever make... !

Your customers work the same way. You pull out all the stops to make that first sale, then celebrate, 
thinking you’re done. But the real work of  building and profiting from your new relationship has 
just started. !

Are Your Priorities Screwed Up? 
 

When I talk with my clients about marketing 100% (really 100%) of  them think marketing is a tool to get 
new customers. They want to know how much they need to spend to get new customers so they can 
“grow.” !

Growth is life for a business...so they’re searching for the right thing. They’re just looking in the 
wrong place. !

Three Ways To Grow A Business !
There are really only three ways to grow your business: !
1. Get more customers 
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2. Sell more stuff to your customers at each transaction 
3. Sell more frequently to your customers !
Only one of  the three requires new customers. Two work with the customers you 

already have. !
Of  all the Deadly Marketing Sins, this is the one I “got.” We always did a great job of  selling more 

stuff  to our existing clients. In fact, that one strategy caused us to triple our revenue and profits in four 
years. !

Breaking The Trust Barrier !
Let’s look at what it takes to get a new customer... !
First, you need a solution that solves a problem for your prospective customer...that’s your ticket to 

the dance. !
Once you’re in the game you’ve got to get the prospect to know who you are, to like you and then 

trust you. This takes time and effort. That’s why it’s difficult to get a new customer...and why we all get 
juiced when we get one. !

Once you’ve made the first sale, you’ve broken the trust barrier. They already know you, like you and 
trust you. In the words of  Robert DeNiro in “Meet the Parents”... “you’re in the circle of  trust!” !

It’s Time To Go Back For More... !
How long after the first “date” should you call? With your customers, anything longer than right 

away is too long. You need a logical next offer that you can give your prospects very shortly after the first 
sale (if  not immediately after). !

Let me say this...the offer needs to make sense. If  it does, a percentage (often a significant percentage) 
of  your customers will welcome it and buy. !

Let’s say your typical sale is $100 and you make 1000 sales a year. Now you add a follow-up offer 
after every purchase...a $20 sale that complements the initial product or service. !

Let’s assume you only get 10% of  your customers to buy it (a low number). You still put an additional 
2% ($2000) in your pocket...That’s the equivalent to adding 20 new customers. But it’s a lot less work 
and much more profitable, because you didn’t spend any additional marketing dollars to make the 
second sale. !

What’s The Frequency Kenneth? !
OK, we’re happy, we’ve made 20 extra sales. Not bad. But what if  we could figure out how to get 

some of  our customers to buy from us not just once a year, but two, three or four times in a year? !
Back to our example, let’s say we created 4 super compelling offers and sent them to our customers 

once a quarter. Could you get 20% to take the offer at least once during the year? 
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!
That’s 200 customers x $100 = $20,000. !
Now we’re cooking! !
Could you then get 5% to buy the special offer twice during the year...seems doable. !
That’s 50 customers x $100 = $5,000. !
So we’ve added 5 offers and grown revenue by 27%. And almost all of  the increase drops to 

the bottom line as profit, because we already invested in the marketing to get the customer for the first 
sale. Everything after that is VERY profitable. !

Most businesses I know would love that kind of  growth. How about you? !
So why isn’t everyone doing this? !
The fact of  the matter is that it can be tough to come up with what those offers should be yourself. 

You’re just too close to your business sometimes to be able to see the answer. It’s OK...you’re not alone. !!
Deadly Sin #3: Thou Shalt Not Rely On Word Of Mouth 

 
Like I said at the beginning. I started out in a business that was dependent on referrals. We were doing a 
lot of  things right and were fortunate to have enough referrals to keep the business going. !

Our sin was not taking control of  the referral process. If  your existing customers are the easiest sale 
you’ll ever make, the friends they refer to you are the second easiest. Why? Some of  the trust your 
customer has for you, rubs off  on their friend when they make the referral. !

The sin is in thinking that if  you do a good enough job at making your customers and clients happy, 
they’ll tell their friends. !

Some will recommend you on their own, but most won’t. !
Don’t Take It Personally... !

Face it, even if  you’re the best in the world at what you do, the vast majority of  your customers will 
never send you any business. As soon as they finish their business with you, they return to their own 
crazy-busy lives. It’s normal, and you and I do it too when we’re on the buying end of  the deal. !

So how can we get control of  this referral thing so we can count on it? !
You’re not going to like this...you have to ask for referrals. !!
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The Four Obstacles To Getting More Referral Business !
1. You’re uncomfortable asking. Hey, it’s OK. Most of  us are uncomfortable asking for 

referrals...but we’ve got to get over it if  we want to have a strong business. !
2. You don’t know how to ask. The words you use to ask for a referral matter. Certain words will 

repel the customer, while others will make them open up their rolodex and invite you in. !
3. You don’t know when to ask. You’ve got to ask at the right time...too early and you haven’t 

proven yourself  yet. Too late, and the moment has passed and it’s tough to get it back. You want to hit 
that sweet spot when your customer is basking in the glow of  their new purchase. They’re happy with 
you and happy with their decision to buy. !

4. You don’t ask each and every customer. Of  the businesses that do ask for referrals, very, very 
few ask every customer without fail. And it’s your biggest opportunity for growing your customer base. !

The good news is that with help you can quickly overcome these barriers...  
(For my complete course on growing your referrals by 10x check out referralsonautopilot.com) !!

Deadly Sin #4: Thou Shalt Not Spend Frivolously On Image Advertising !
I committed this one more than I’m willing to admit...but I’m happy to report that I’ve reformed and 

you can too. !
That ad agency we hired sold us on a series of  large color ads in a pricey magazine...we took the 

advice...and blew a pile of  cash with little to show for it. It wasn’t the magazine that was the problem...it 
was the ads. !

They were beautiful. Full of  pretty images that were supposed to convey what we did and why 
someone should hire us. !

There was just one problem. Images don’t sell. Words do.  !
The Ad Agency Conspiracy !

When you talk to ad agencies who want to place you in media, understand where they’re coming 
from...they get paid a commission by media outlets like magazines and newspapers...and now 
websites...to sell ad space. !

It’s a fundamental conflict of  interest. And you always have to wonder if  they’re working for you, or 
just padding their fee, with some nice commissions. !

If  that weren’t enough to give you pause...you need to understand how ad agencies see themselves 
and market their businesses. !
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The Creativity Trap 
 

Most agencies are full of  creative types...that can be a good thing...but too often you see the really bright 
people in those agencies caught inside the creativity trap. They feel compelled to produce ever more unique 
and creative client designs. The measure of  success for an ad becomes the recognition it receives from 
the advertising industry...where’s my Addy Award? 

!
DANGER: Hold onto your wallet! !
I prefer a different yardstick for marketing...how much money did the ad or sales letter or web page 

generate? Does anything else really matter? !
It’s understandable that agencies might fall into this trap. They’re recognized within the advertising 

industry based on their creativity, not the return they get for their clients. !
And they have little incentive to create real, accountable, marketing for you. Most businesses don’t 

know how to track marketing results so...“don’t ask, don’t tell.” !
If Image Ads Don’t Work...What Does? !

The good news is that there’s a method of  marketing that works--direct response marketing. It works 
well; It’s low cost; It doesn’t require expensive graphic designers; and it’s accountable for the dollars you 
give it... !

So why is direct response marketing so good? Here are 9 reasons: 
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!
1. Direct response marketing is designed to stimulate an immediate (direct) response from your 

prospects. You’re not “getting your name out there” or “building your brand” hoping that 
someday someone might remember to buy your product or service. 

2. Direct response marketing can be 10 to 100 times less expensive to implement than large 
branding and image building campaigns. 

3. Direct response marketing can be narrowly targeted to your ideal prospects...it’s a rifle, not a 
shotgun. 

4. Direct response marketing dollars spent today can result in sales tomorrow. 
5. You can measure the results of direct response marketing--in terms of dollars made for dollars 

spent (ROI)--with certainty. As you see what works you do more of it, and less of what’s not 
working. 

6. You don’t need a big ad agency or PR firm to implement your direct marketing effort. 
7. You can automate your marketing...freeing you and your sales staff to focus on closing sales. 
8. You can improve the effectiveness of your marketing by targeting different messages to 

different types of prospects. 
9. You can use just about any media for direct response marketing--TV, Radio, Print, Direct Mail, 

Internet, Email, Social Media...and the more types you use the better. !
To be fair, there is a learning curve to direct response marketing. I’ve invested the last five years 

learning and implementing this type of  marketing...figuring out what works and what to avoid. There are 
two roads you can take...the long hard road, learning on your own or the hidden shortcut, guided by 
someone who’s been there before. !
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“IT’S LIKE MAGIC”!!"I would highly recommend Steve to any company 
that wants to intelligently increase their market 
presence without having to expand their budget. His 
simple but highly effective ideas and implementation 
allow us to make the changes we need efficiently and 
painlessly. It's like magic!”!!

— !West Edwards, Vice President, Tadlock Roofing, 
! Tallahassee, FL



 !
Deadly Sin #5: Thou Shalt Not Be Boring !

Marketing is all about getting the attention of  your prospects...and keeping it. It’s impossible to get 
and keep attention if  you’re boring... !

Have you read your marketing materials lately? Do they read like a college term-paper? Try giving 
them to your spouse...ask them if  what you do sounds interesting. If  not, you have some work to do. !

Let Your You Shine !
The mistake most small businesses make...which leads them right to 

boring...is they try to sound like big companies. Big companies produce 
boring, stuffy, politically correct, legally reviewed marketing. !

In small business we often think that we need to do things like big 
companies if  we want to get big...I don’t think so. !

By sounding big and boring, you make it tough for a prospect to tell 
the difference between you and your bigger competitor. If  you’re boring 
they won’t listen to you...they’ll make their decision based on “known 
quantities” and they probably know the big brand better. !

The greatest advantage YOU have over every other business 
is that you’re YOU. No one else is YOU! Speak in your voice! Get 
excited! Show your passion! !

Forget the rules you were taught in high school English class...let your marketing materials 
communicate the way you would talk to a prospect 1-on-1. If  you’re engaging in-person...your 
website, brochure and sales letter can be engaging too. !

Let your personality flow into your marketing. Don’t hide behind the stuffy walls of  your 
company...open up and let your customers get to know you through your marketing. Some will like what 
they see...some won’t...so what! !

“I don't know the key to success, but the key to failure is 
trying to please everybody.”!
--Bill Cosby!!
You have something interesting to say to the world about what you do? You wouldn’t have many 

existing customers if  you didn’t. Let it out! !
Be Outrageous !

Do things in your marketing that aren’t usually done in your industry. Don’t take yourself  too 
seriously...give your prospects a reason to smile. 
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!
Whatever you do, don’t follow the industry norm...normal and average are boring...remember, 

commodities are average. !!
Deadly Sin #6: Thou Shalt Not Rely On One Marketing Media !

Remember when you’d arrive at the office in the morning and have to clean all the junk faxes that 
came in overnight off  the fax machine? For a while fax broadcast was a VERY effective marketing 
media.  !

Some businesses used it exclusively because it was low cost and delivered great results. Until...it was 
outlawed. The businesses that relied on it as their only means of  driving sales disappeared overnight. 
Literally. !

Ditto...for telemarketing since the advent of  the do not call list. Local businesses that made fortunes 
for their owners by advertising in the Yellow Pages are really hurting since we all replaced the big phone 
book with Google. Newspaper advertisers are next...and then...and then... !

No one media will work forever. They may die by regulation--a quick death--or by evolution--a slow, 
silent death...but sooner or later they all die or at least become lame. !

If  you’re relying on one primary means of  getting new customers, your business is built on 
quicksand. And you’d better do something about it, now! !

Diversity = Stability !
In a perfect world you want as many means of  profitably stimulating sales as you can possibly get. 

And you always want to be looking for ways to add more. If  you’ve just got one now, set a goal to have 5 
in a year. Then add five more the year after, and so on. !

This spreads your risk so if  any one or two methods falter, your business can continue to run off  the 
other channels while you fix the problem. Without this kind of  diversification, it’s not a matter of  “if ” 
you’ll have a problem, but “when.” !

Here are 31 ideas for getting new customers: !
1. Community  networking 
2. Webinars 
3. Public speaking 
4. Publishing articles 
5. Internet video/YouTube 
6. Referral program 
7. Teleseminars 
8. Write a book 
9. Facebook 
10. Direct mail 
11. Internet/Website 
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12. TV 
13. Podcasts 
14. Twitter 
15. Magazines 
16. Newsletters 
17. e-Newsletters (publish your own) 
18. e-Newsletters (advertise in others) 
19. Church bulletins 
20. Contests 
21. Radio 
22. Tradeshows 
23. Pay-per-click advertising 
24. Banner advertising 
25. Telemarketing (with existing customers or B-2-B) 
26. Email marketing 
27. Host your own event 
28. ValPak/Coupon Mailers 
29. Yellow Pages 
30. Industry associations 
31. Search Engine Marketing 
To be sure, not all of  these will work for your business, but there’s not a business that can’t pick 10-15 

from this list and do very well. !
OK. I’ve saved the big one for last...it’s your reward for making it through to this point. Read on… !!

!  !

“MY SALES ARE UP 40% AND I’M PLAYING GOLF AGAIN”!!"For 30 years I had a goal of selling 100 life-insurance policies a year. In case you don’t know...that’s a lot! In fact it put me in the top tier of my industry year after year. But I don’t want to work that hard anymore...so I’ve been working with Steve Gordon to build an autopilot marketing system.”!!
— John Curry, CFP, Lifetime Member of the Million Dollar Roundtable, Author of Preparing for a Secure Retirement and creator of The Secure Retirement Method (johnhcurry.com)
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!
Deadly Sin #7: Thou Shalt Not Fail To Follow-Up !

Follow-up failure is costing you BIG MONEY. If  your business is like most, you jump on the best, 
hottest prospects. You know, the ones waving money in your face, ready and willing to buy, now! !

We all know exactly what to do with them...ring the register...ka-ching! !
We also know what to do with the tire-kickers...they’re not going to buy today or ever. But they will 

gladly waste your time. We all handle these pretty well too...we get rid of  them (politely, right?). !
But that leaves a big gap. To get an idea of  the size of  the gap let’s look at a bell curve of  our leads. 

On the far left are our hot leads. On the right are our tire kickers and time wasters. Each represents a 
small minority of  our total number of  leads. !

In the middle, we have a bulging mass of  warm leads (bigger than the other two groups 
combined. They came to us because they have an itch...but they don’t know if  we’re the 
ones to scratch it. !

!  !!
The warm leads need to hear more from us before they decide to buy. It might take a week, a month 

or a year before they take action...but sooner or later they will buy from someone. And you need to be 
there when it happens! !

If  you captured just a small slice of  the warm leads, you could easily double your 
business. !

Think about it. You already got their attention. They’ve had some interaction with you. All you have 
to do is keep disciplined and stay in touch and you’ll win. !

Oops...I used the “D” word...Discipline. !

Most leads will buy...just not today

Hot Leads Tire Kickers

Warm Leads 
Not ready yet...but will be. 

Will you be there? 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The problem...discipline is hard. Few of  us have it...it’s OK. !
Instead of  relying on discipline (mine or others)...I prefer to build a system that will 

keep producing results even if  I’m not feeling particularly disciplined on a certain day. !
I hate routine, repetitive work. Chances are you do too. And good follow-up is nothing but routine 

and repetitive. It’s perfect work for an automated system. !!
 

A 60 Day Follow-Up System !
The flowchart on the left shows what a follow-up system looks like. It’s front 
loaded with lots of  communication in the first 7 days...when the prospect is most 
likely to buy.  !
Then, it keeps feeding information and offers to the prospect every two weeks for 
60 days. You’ll be there within a few days (before or after) the prospect decides to 
buy. And I can almost guarantee that none of  your competitors will do anything 
like this. !
At the end of  the sequence we use an advanced “takeaway selling” technique, 
saying “this is the last chance you have to get our special offer. If  you don’t 
respond we’re going to close your file...” !
Then we put them into a regular monthly follow-up, like a newsletter. And we 
keep them there until they buy. And they will sooner or later. !

Follow-Up Isn’t Just For Leads !
Remember we talked about the easiest sale you’ll ever make...to an existing 
customer. You should have a follow-up series for each type of  product or service 
you sell. !
Your follow-up to customers should accomplish three things: !
1.Congratulate them on their decision to buy (helps overcome buyer’s remorse and 
reduces refunds & cancellations). 
2.Make them an offer they can’t refuse...what’s the next logical purchase they 
should make? Let them know... 
3.Ask for referrals. Build it into your follow-up system and you’ll never forget to 
ask a customer or client for referrals again. And, you’ll have all the business you 
can handle! !

If  you don’t do anything else after reading this, I hope you fix your follow-up. Your bank account will 
thank you. !!
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Lead Responds 
to Offer for Free 

Information

Day 1: Send 
Information Pack

Day 2: Send "Did 
you get it email"

Day 7: Send 
"Have you read it" 

Letter

Day 14: Send 
"FAQ" Letter

Day 30: Send 
"Special offer"

Day 45: Send 
"Summary letter"

Day 60: Send 
"Close the file" 

letter

Add to 
monthly drip 
campaign



There’s Never Been A Better Time To Aggressively Market Your Business !
We’re coming through the worst economic time in nearly 70 years. It’s been said over and over in the 

media that this is the time that fortunes are made...and they are right. But fortunes are not made by 
those who wait and watch. !

No. “Fortune follows the brave...” !
You must be brave, you must take action right now to expand your reach in your market, to stabilize 

your revenue and grow your profits. But don’t take my word for it... !
Studies have proven that in every recession over the last 40 years the most successful firms increase 

their marketing investment during recessions… !
In the 1970 Recession: “Sales and profits can be maintained and increased in recession 

years and immediately following by those who are willing to maintain an aggressive 
marketing posture” according to a study by American Business Press (ABP) and Meldrum & 
Fewsmith.  1!

After the 1974-1975 recession ABP/Meldurm & Fewsmith again found that “Companies which 
did not cut marketing expenditures experienced higher sales and net income during those 
two years and the two years following than those companies which cut in either or both 
recession years.”  2!

Studying the 1981-1982 recession, McGraw-Hill Research’s Laboratory of  Advertising Performance 
analyzed the performance of  600 industrial companies during that period. Its results show that 
“business-to-business firms that maintained or increased their marketing expenditures 
during the 1981-1982 recession averaged significantly higher sales growth both during the 
recession and for the following three years than those which eliminated or decreased 
marketing.”  3!

In 1993 Management Review polled AMA member firms about their spending during the 
1990-1991 recession. It found that “fortune follows the brave.” Noting that “firms that increased 
their budgets and took on new people were twice as likely to pick up market share.”  4!

The decision is clear...do you have the courage to act on it? !!!!
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What’s Next? !
After reading this you’ve either decided this was nice, but you’re happy doing what you’re doing...and 

that’s OK. It’s your business, not mine. I wish you the best. !
OR !
You’ve seen some holes you need to plug before you hit rough seas. If  you’re in this category, I have 

the utmost respect for you. I know just how hard it is to see weaknesses in the business you built. It takes 
strength and character to face them head on and DO something about them. !

But what to do? !
You Can’t Delegate Your Marketing...But You Can Take A Shortcut !

Look, I’ll be the first to tell you that you should never delegate your marketing completely. As a 
business owner your #1 job is marketing yourself  and your business. !

It can’t be completely delegated...not successfully, anyway...because you know your business and it’s 
value to the world better than anyone.  
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!
“I have muc

h more conf
idence that

  

what I’m do
ing works.”

"

!
"I’ve been 

in marketin
g for over 

15 years an
d 

there’s a l
ot that I k

now...but I
 forget. Pa

rt of the 

value in wo
rking with 
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at he pulls

 all that 

out of my h
ead. It’s g

reat to hav
e somebody 

outside 

with some g
uidance to 

create a sp
ark for wha

t I need.!

!
Since worki

ng with Ste
ve, I’ve go

t better st
rategic 

plans and b
etter marke

ting going 
out...and I

 have much 

more confid
ence that w

hat I’m doi
ng works."!

!
--John Webb

, COO Freed
om Fabricat

ions, Havan
a, FL



Now this is just a hunch...but I’d bet $100 that your schedule is already full. And that’s why most 
business owners put themselves at risk by committing the business killing sins I’ve just described. You 
don’t have time to go get the knowledge you need.  !

It takes years of  looking under every rock and behind every corner...taking one useful nugget from 
one place and putting it with another nugget you find somewhere else. !

You and your business can’t afford to wait years. Today’s economy is obliterating weak businesses. 
You need to act now to plug the holes in your marketing. !

Let me help you... !
I’ve uncovered the nuggets, I’ve organized them and I’ve put them into practice. I know what works 

and what doesn’t. And I want you to benefit from my knowledge and experience. !
That’s why I created the Clients On Autopilot System™. I’ve crafted 7-steps to take you from where 

you are right now to having a business that produces More Clients, More Consistently. Here they are… !
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“Steve Gord
on is one o

f the best 
in the game

…”!

!
“When it co

mes to help
ing busines
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effective, 
automated m

arketing sy
stems to at

tract 

high-qualit
y clients, 

Steve Gordo
n is one of

 the best 

in the game
. There's s

o much "noi
se" out the

re today, 

touting the
 virtues of

 this or th
at "bright 

shiny 

object" or 
tactic. !

!
If you want

 to generat
e better ma

rketing res
ults 

with less i
nvestment o

f time, mon
ey and effo

rt, Steve 

is your go-
to-guy.”!

!
— Donnie Br

yant, Direc
t Marketing

 Copywriter
 and 

! Consultant



The CLIENTS ON AUTOPILOT System™  !
1. Make Marketing Your #1 Job 

Marketing is the most important function in every company...you know the old saying “Nothing 
happens until you make a sale.” Yet as a small business owner you’re swamped with payroll, accounting, 
client service, HR...and more. You’ll never feel any outside pressure to work on marketing your 
business...and that’s the danger! Too many businesses suffer through feast and famine sales cycles 
because the owner doesn’t devote consistent time to market and grow. !

2. Focus On Your Ideal Client 
Most businesses market too big...they chase any prospect with money. The most successful business 

know exactly who they serve best and target their ideal clients with laser focus. By identifying your ideal 
clients you will focus your marketing dollars and your valuable time on the customers you want most…
focused effort always yields better results. !

3. To Attract Clients...Use The Right Bait 
You can get clients in one of  two ways: 1) You can run ragged chasing prospects, making sales calls, 

being the “annoying pest” that bugs prospects for appointments OR 2) You can be a smart hunter and 
set out the Right Bait for your prospects and catch them as they willingly seek you out. The right bait will 
help your prospects identify themselves to you, pre-sell them on you and your expertise and turn you into 
a customer educator…not a slimy sales person. !

4. Double Your Business Without Advertising 
Imagine doubling your business without spending one red cent on advertising. Referrals are the 

fastest, easiest way to grow your business...but you're probably not getting the steady flow of  referrals you 
deserve. Most businesses fail horribly when it comes to referrals...your marketing system will fix that and 
help you smooth out the feast and famine swings that most businesses experience. !

5. Don't Be A Sleezy Seller...Use A Silent Sales Machine 
Research shows you need 7-22 contacts with a prospect before they’ll buy. How would you like to 

have an always working, silent sales machine, churning out a steady supply of  ready-to-hire-you 
prospects? Your silent sales machine is your “under-the-radar” sales tool that keeps you in front of  your 
Ideal Clients. It educates your prospects AND sells you...you won’t even need a plaid jacket! !

6. Get In The Fast Lane With Sales Multipliers 
You’ve got two routes to reach your goals in business—the conventional (slow) route or the smart-fast 

way. The slow route says you need to sell each client one-on-one. The smart approach is to multiply your 
best sales pitch and best sales person. Sales multipliers position you as the expert and they deliver your 
best pitch to prospects over and over automatically. It’s the ultimate sales shortcut. And, instead of  
chasing them…they come to you. !

7. The Ultimate Peace Of Mind...Marketing On Autopilot 
Have you ever sent a postcard or run an ad...got poor results and gave up? Hey you're not alone. 

Without a systematic approach to marketing you're setting yourself  up for failure. We've developed a 
systematic approach to marketing and found all the tools you need to automate your marketing so you 
can set it and forget it. Your marketing system will be on autopilot so you can go home early for a 
change. 
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!
Additional Resources !

Here are some additional resources on how to Get More Clients: !
1. The Marketing Letter™ - The Daily Newsletter for Growing Businesses  

signup at stevegordonmarketing.com. !
2. Hundreds of  free marketing tips and ideas: stevegordonmarketing.com. !
3. Frequently Asked Questions about the Clients On Autopilot™ program:  

stevegordonmarketing.com/about.  !
4. How to Get 10x More Referrals With Half  the Effort - referralsonautopilot.com.  !
5. Four Hours to More Leads - The Lead Generation Sprint™ Workshop - 

stevegordonmarketing.com/leadsprint-waitlist.  !!
For information and an application for the Clients On Autopilot 1-on-1 Coaching Program or for 

information on custom marketing consulting, including direct response copywriting projects, please email 
a brief  (1-2 page max) memo describing what you hope to accomplish, including background on your 
business to Lauren Rimes (lauren@stevegordonmarketing.com). !

I wish you all the success you deserve! !
Steve 
!
Steve Gordon, Founder 
Steve Gordon Marketing Systems !
Ph: 1-877-316-4448
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