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[image: C:\Users\Mom Desktop\Desktop\untitled.png]he average sales person spends less than 20% of their time marketing. Why not spend more energy on our most important task? There is not enough time. This is part of why we have too much stress in our lives. We are spending too much of our day dealing with customers, paper work and fighting fires. We are spending too little of our days marketing—which will bring us more business.  
How can this trend be reversed?  The more business one originates, the more time one must spend taking care of the business. There is no breaking this cycle and for busy producers this leaves a minimum amount of time for marketing. The only real solution is to make sure that every action achieves maximum results through the use of synergy. We don’t have time to devise, revise, or test our marketing efforts. Each action must be as effective as possible because it may be our only shot.  
It order to increase your marketing effectiveness through the use of synergy, you must understand the basic rules of maximum synergy marketing. Each rule provides direction which will help you increase the effectiveness of every marketing activity you are presently undertaking.
Rule Number One:  Every marketing activity must achieve two results.  Every activity has the potential for additional benefits. A direct mail piece can be used to build your customer data base as well as generate immediate business. In addition, many of your operational activities can add marketing objectives—including your use of voice mail and fax cover sheets. Why not use your voice mail recording to deliver a sales communication rather than “leave a message after the beep”? 
Rule Number Two:  Anytime you are marketing by yourself, you are wasting synergy. Who would want to market with you? Those who share your targets with a non-competitive product.  Do you really think that you are selling the only product which your targets are in the market to purchase? Who else could benefit from your efforts? Potential synergy marketing partners not only sell a non-competing product but they also have a strong relationship with your target audience and deliver value to this audience.  
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Rule Number Three:  Certain targets contain more synergy potential than others.  Think that all targets are equal? You do not have time to market to everyone in the universe  and your selection of targets will, in large part, determine the effectiveness of your marketing efforts. One target we tend to ignore when generating new business is our previous customers—yet our previous customers compose our most effective target group.  If you are not targeting your previous customers effectively, you are wasting synergy. 
Rule Number Four:  Certain tools are more effective than others. Your potential marketing tools are endless—from telemarketing programs to business cards. You must choose your weapons carefully. Tools that are more effective will allow you to link more than one target and make use of synergy partners. 
Rule Number Five: Every action can be made more effective through additional doses of synergy.  Adding synergy is similar to adding building blocks of effectiveness to your marketing efforts. No matter how effective a newspaper advertisement, seminar, or direct mail piece is, you can make it more effective by linking additional goals, targets, tools, and/or synergy partners.
Rule Number Six: If there is no response mechanism, do not waste your resources. Every time you attempt to reach your targets, there must be an irresistible lure back to you—besides immediate business. Your phone number is not a response mechanism. A response mechanism is something of value that differentiates you from the competition. 
Rule Number Seven: If you are not offering something of value to your targets, why bother? Your response mechanism must be something of value to all of your targets. Otherwise, your response mechanism will not produce the response necessary to achieve additional objectives. Discounts on your services do not constitute value.  Your coupons are seen as self-serving tools in the eyes of your targets. They will solely appeal to those who are ready to act immediately and to those who are price sensitive (and then you will complain that your customers are always shopping you). To develop your value offering, you must think in terms of value to your clients, not to yourself. It is your value statement which will evolve into your Unique Selling Proposition. This is what differentiates you from the competition.  
Do these rules open your eyes to synergy marketing opportunities? The goal here is to open your eyes to opportunities that will increase your marketing effectiveness without utilizing more of your precious resources—money and time.... 
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