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重要概念


多重通路营销（Multi-Channel Marketing）


多重通路营销表示给顾客1种以上的方式来购买你的所有商品，意味着你将相同的要求，透过多种营销通路或管道传递给顾客。如果顾客没有响应你在某个通路的促销方案，或许他们对于透过不同营销通路推出的类似方案会有响应。发展多重通路通常有以下3种原因：


	想积极拓展产品或服务知名度：对于想大幅扩展市场占有率的产品，多重通路才能百密而无一疏。

	发展分众营销以区隔市场：当一项商品已成熟到高度大众化后，厂商会需要借由分众营销，重新做产品定位。

	为了更接近目标族群而发展新通路：买卖双方的距离若相隔太多层，将很难确切掌握消费者行为，所以发展新通路以就近了解。维京集团当初成立维京在线酒类专卖店（Virginwines.com）时，除了品牌这项资源外，也很懂得运用网络的力量。从架设网站、建立自动化仓储、处理物流、到设立客服中心，都在3个月内就完成，还师法亚马逊网络书店设计一套“品酒达人”（wine wizard）的软件，可以纪录、追踪客户的需求，并在客户下次上网时，建议更个人化的酒类信息，并提供多达160家供货商的1.7万种酒。在初成立时，维京在线酒类专卖店为了打响知名度，并没有大量购买广告，而是针对维京旗下所有的客户，发送出共3万封的电子邮件，此举果然吸引大量的浏览人数。到2007年，维京在线酒类专卖店已吸收了超过50万的网络会员。执行长葛姆雷（Rowan Gormley）说：“种种迹象显示，英国主流消费者正逐步从传统的葡萄酒商店转向网络商店订购。在线购买葡萄酒与上街购物相比好处多多，不但方便而且价钱更便宜。”



再来看另一家酒类相关产品公司Wine Enthusiast与手机厂商合作的广告营销。Wine Enthusiast原本是由葡萄酒爱好者在1979年共同创立的邮购公司，目前营业方式已扩张到批发、零售、直销及网购等。Wine Enthusiast为了让消费者利用移动电话与平面广告互动，借此建立起长期的品牌关系，同时刺激购买，特别设计了促销方案：读者只要用手机将Wine Enthusiast刊登于《华尔街日报》上的广告照相起来并回传，便可透过手机得到优惠券。接下来只要在Wine Enthusiast消费满100美元或以上，便可使用该优惠券得到15％的折扣。这项活动不但获得良好反应，Wine Enthusiast还借此活动测出不同城市、媒体区域版面的平面广告效益。


编辑室报告


全传播与多重通路


如果你从事营销相关工作，可能已经听过IMC（Integrated Marketing Communication，整合营销传播）这个观念；那么，你是否也知道MCEI呢？

大约在1993年前后，由美国西北大学教授唐·舒兹（Don E. Schultz，或译舒尔茨）提出了IMC的概念，改变了营销界与传播界的作业模式，美国国内许多广告代理商也纷纷成立相关部门来服务客户。舒兹并未在他第一版的《整合营销传播》书中提到详细的行动步骤，读者只好自己去摸索和推敲如何落实。对营销人和广告人来说，要运用平面、电子或户外等等不同的媒体，就要让广告讯息符合各种媒体的特性，才能有效吸引到目标对象群，进而达成广告目的，所以“区隔”与“整合”的作业并不陌生；但如果跨出广告，同时还要运用公关、活动营销或事件营销、直效营销、通路促销……，也就是全面运用各种营销传播工具的“全传播”模式，自然需要有专人更加缜密地拟定策略、掌控进度、联系讯息与分配资源，面临到的整合挑战与失败风险也更大得多。

能够把全传播操作得好的个案，不只会引爆话题、创造惊人销售，更有机会代表国家角逐总会在日内瓦的MCEI（Marketing Communications Executives International，国际营销传播经理人协会）每年所举办的“国际营销传播卓越奖”，台湾的成功案例曾多次击败世界各国的优秀个案，得过金奖的肯定。

1995年进入网络商业时代后，“全传播”的作业版图，更增加了因特网这个把媒体跟通路二合一的超大型新工具，舒兹在2003年再度提出《新一代的整合营销传播》，便纳进网络及实际操作模式有所讨论。本期作者麦斯特森所选出的12种营销通路，虽然有部分广告作业内容与国内媒体生态并不相同，但只要把握多重通路或全传播的理念，将各种工具加以整合运用即可。



五分钟摘要





英文



在那美好的旧时代里，只要你够擅长某一种营销方法，就可以高枕无忧，然而因特网的来临却改变了这种态势。如今，你必须善用多重通路才能吸引潜在顾客。倘若你仍旧固守一、两种传统通路，可能就会错失商机。

现今的重要营销通路有下列12种：
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	直接响应式网络营销

	社交媒体

	搜索引擎营销

	视频会议

	直效邮件

	直效平面广告

	直接响应式电视

	直接响应式广播

	电话营销

	合资企业

	活动营销

	公关



当今的问题其实不在于到底要不要采取多重通路营销，这点是毋庸置疑的。真正的成功关键在于，你得想清楚该选择哪些通路，然后设法将那些通路整合起来，使销售与获利同时倍增。这是21世纪营销的核心。

要让你的事业更臻茁壮，不外乎这3大途径：


	增加顾客数；

	增加每位顾客的采购量；

	增加每一笔采购的平均成交量。



借由多重通路营销法善用信息时代的现有工具，你就能以惊人程度达成以上3大目标。



MAIN IDEA





中文



In "the good old days", if you were good enough at one type of marketing, you could do fine. The arrival of the Internet has changed that dynamic. Today, it's necessary to use multiple channels to attract prospective customers. If you're still just using your one or two traditional channels, you're probably leaving money on the table.

There are twelve marketing channels that are important today:
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	Direct-response online marketing

	Social media

	Search engine marketing

	Teleconferences

	Direct mail

	Direct print

	Direct-response television

	Direct-response radio

	Telemarketing

	Joint ventures

	Event marketing

	Public relations



The question today is not really whether to be a multi-channel marketer. That's something of a no-brainer. The real key to success is figuring out which channels to select and then finding ways to integrate those channels together so you multiply both sales and profits. This is the essence of twenty-first century marketing.

The only three ways available to grow your business are:


	Increase your number of customers.

	Increase the purchases each customer makes.

	Increase the average amount of each purchase.



By using a multi-channel marketing approach that harnesses the information era tools now available, you can achieve all three of these objectives in a dramatic way.



第1部分　不可不知的关键原则　
英文



主要观念

想在今天成功，就必须将直效营销的原则，熟练应用到你的各种广告和营销方案里。要付诸实践，你必须透彻了解3大原则：直接回应营销（简称DRM）、多重通路营销（简称MCM），以及顾客终身价值（简称LTV）。

支持概念

营销在21世纪产生变化的主因，来自于因特网的出现。做营销的方法自此彻底改变，直效营销已经完全搬上网络，这意味着多重通路营销俨然成为新常态。任何企业想要在21世纪的商场胜出，就必须能善用网络直效营销。

以下几种关键的营销原则，你必须时时刻刻牢记在心：

DRM

DRM代表“直接响应营销”，这种营销方法是为了引起消费者对你的促销方案产生立即、可量化的响应。DRM要顾客马上采取行动，这与经营品牌截然不同，后者是让顾客在未来愿意购买。DRM要顾客立刻下订单，对大多数企业而言，DRM是促进成长的最佳方式。

MCM

MCM代表“多重通路营销”，这就是表示给顾客1种以上的方式来购买你的所有商品。MCM意味着你将相同的要求，透过多种营销通路或管道传递给顾客。如果顾客没有响应你在某个通路的促销方案，或许他们对于透过不同营销通路推出的类似方案会有响应。通路是你和潜在顾客沟通的方法或型式，譬如专属邮寄名单、夹寄传单、广告、赞助、合资企业、搜集名单页面、横幅广告、民调、联合注册、口碑、部落格、社交网站、影片、链接增设、卷标分类、关键词广告、联合供稿、RSS订阅服务、型录、短篇广告、长篇广告、电视购物节目、小组讨论、视频会议等。

LTV

LTV代表“顾客终身价值”，顾名思义，LTV就是顾客在持续和你往来的所有时间之中，能为你的盈余所做出的贡献。LTV是非常值得推算的，因为它能帮助你判断你能负担得起多少成本去争取1名新顾客，以及你能花得起多少成本去维系顾客。要计算出你的顾客的终身价值，有好几种不同的公式可以使用，或者你也可以使用hbswk.hbs.edu/archive/1436.html网页上的网络计算工具。


关键思维

“倘若你从来没有进行过多重通路促销活动，可以先从2到3种通路的组合着手。切记要纳入你最大的优势、也就是你已经胜人一筹的通路，再结合唾手可得的通路，譬如公关或专属电子邮件名单等成本相对不高、又能直通广大人群的通路。”

“当今的广告界比以往更庞大、更自由，而且更多变。因特网已经使得全世界变成了每个营销人垂涎的珍馐，也使得要跟潜在消费者或是顾客的沟通可以更频繁又省成本，真的非常省！正因为如此，营销的面貌跟过去再也不同了。”

——麦斯特森&崔碧





Part 1　The Key Principles You Need to Know First　
中文



Main Idea

To be successful today, you need to be skillful in applying direct marketing principles to all of your advertising and marketing programs. To do that in practice, there are three principles you need to understand well—direct response marketing (DRM), multi-channel marketing (MCM) and lifetime value (LTV) of your customers.

Supporting Ideas

Marketing in the twenty-first century has changed mainly due to the arrival of the Internet. The way marketing gets done has now changed permanently. Direct marketing has become entirely Internet based, which means that multiple channel marketing is the new norm. For any business to excel in the twenty-first century, it will need to get good at doing Internet-based direct marketing.

There are some key marketing principles that need to be kept at the front of your mind at all times:

DRM

DRM stands for "direct-response marketing". This is a form of marketing that is designed to elicit an immediate, quantifiable response to the offer you make. DRM asks customers to take action immediately. It is quite different and distinctive from branding, where you're trying to get customers to buy in the future. DRM wants the customer to place an order immediately. For most businesses, DRM is the best way to grow.

MCM

MCM stands for "multi-channel marketing". It means simply that you offer customers more than one way to buy whatever you offer. MCM means you deliver the same message through a number of marketing channels or vehicles. If the customer does not respond to an offer in one channel, he or she may respond favorably to a comparable offer made through a different marketing channel. Channels are the method or form in which you communicate with potential customers. Some examples: dedicated mailing lists, inserts, advertising, sponsor ships, joint ventures, squeeze pages, banner ads, polls, co-registration arrangements, word of mouth, blogs, social ne-works, videos, link building, tagging, pay-per-click, syndication, RSS feeds, catalogs, short-form ads, long-form ads, infomercials, break-out sessions, teleconferences, etc.

LTV

LTV stands for "customer's lifetime value". As the name suggests, LTV is the contribution that customer will make to your bottom line over the entire period of time that customer continues to do business with you. LTV is well worth calculating because it will help you determine how much you can reasonably afford to spend to acquire a new customer and how much you can spend to retain them. To calculate the lifetime value of your customers, there are a number of different formulas that can be used, or you can use the online calculator that is available at: hbswk.hbs.edu/archive/1436.html.


Key Thoughts

"If you have never done a multi-channel campaign, start with two or three channels. Make sure you include your greatest strength—the channel that you already excel at—as well as the low-hanging fruit available to you: channels such as PR or dedicated e-mail blasts, which are relatively inexpensive and have massive reach."

"Today's advertising world is bigger, freer, and more fluid than it ever was. The Internet has made the entire world every marketer's oyster. It has made it possible to communicate with prospects and customers frequently and cheaply. Very cheaply. Because of that, nothing in marketing will ever be the same."

— Michael Masterson & MaryEllen Tribby





第2部分　21世纪企业的12大营销通路　
英文



主要观念

在今天想要具有竞争力，就必须拥抱科技带来的巨变。我们必须接受事实，那就是虽然我们可以接触到比以往更广、更深的面向，但我们无法掌控过去能掌控的事情。更具体来说，我们必须采用多重通路方法来做营销，优先发挥我们的核心销售优势，但同时要善用其他通路来拓展客群，并加深我们跟顾客间的关系。

支持概念

大通路1　直接响应式网络营销

电子邮件营销是网络世界里吃苦耐劳的阿信，也是最具威力的一个营销通路。相较于传统的平面直效邮件，通过电子邮件进行的直接响应式网络营销具有下列几项迷人的好处：


	电子邮件的成本比平面直效邮件便宜得多，寄电子邮件几乎不用花成本。

	电子邮件的低廉成本让你能更频繁地和潜在顾客沟通，投资报酬率相当吸引人。

	电子邮件促销活动能快速且精准地掌握效果，你可以立即看出哪些效果好、哪些不好。这使你可以测试各种方案，找出有效的关键，然后马上修改。

	电子邮件不能发送给没有“加入邮寄名单”或是允许你与他们联系的人。“许可式营销”是一种截然不同的营销方法。

	要运用电子邮件帮你做营销，你必须建立邮寄名单，囊括那些允许你与他们联系的人。你可以用下列几种不同方式来做：
	购买夹寄广告，刊在其他人的电子邮件里；

	购买网站的横幅广告；

	和其他厂商合作推出会员优惠；

	通过网页取得网友的许可；

	免费发送信息；

	寄发赞助广告给筛选过的潜在顾客。







所有的电子邮件促销活动都具备2个步骤：首先，通过电子邮件让消费者允许你与他们联络；其次，寄电子邮件给对方，推出各种优惠方案，要注意必须要让收信人有机会退出名单，不再收到电子邮件。换句话说，直接响应式网络营销就是许可式营销，这是唯一可行之计。你不可以买进毫无关系的名单，然后对那些人广发促销邮件，要不然你会触犯所谓“反垃圾邮件”的相关法规。

成功的电子邮件或直接响应式网络营销，最重要的原则是：


	文案至上——文案的质量会大大影响你所能达成的效果。精心设计的杰出文案对直效邮件营销非常重要。

	长文案效果一向好过短文案——在其他条件都相同之下。

	使用的标题对成效有80％影响力——因此要费尽心思下好标题。如果你能在一开头就传达出主要重点，接下来就会一帆风顺。

	坚守6大铁律——这是直效邮件史的不败真理；6大铁律是：
	用迷人的承诺推出优惠方案；

	直接提出邀请；

	抛出问题并提出解决方案；

	分享某个秘密；

	说个感人肺腑的故事；

	大胆预言。





	同时利用直接与间接的方案——因为两种方法都各有其优缺点，在寻求潜在顾客名单时，要懂得如何拿捏轻重。

	要提出涵盖各种信息的方案——也就是包括绝佳点子、具体好处、可信度，以及自己引以为傲的过去表现。

	要讲究细节——也就是说要根据4U法则，用心塑造你的标题和重点，4U分别是：独特性、实用性、迫切性、具体性。

	强调并说明你的独特销售主张（简称USP）——也就是能使你的产品脱颖而出的特质。

	不要讲功能，要讲好处——尤其是表面上看不出来的内在优点。当你好好体会所有内在优点，你就能把它们整合到要求之中。

	一次永远只对一个人说话——要用日常对话的口吻，不要用做作的用语、科技术语，或者意义不明的缩写。要让人喜欢阅读你的文案，而不要让他们因为内容枯燥乏味，觉得要看完自己完全没兴趣的东西很辛苦。



大通路2　社交媒体

社交媒体包括部落格（网志）、论坛、讨论区、影片分享网站、相片分享网站、音乐分享网站、各式各样的社交网站，以及网站上的评论和意见区。

社交媒体的最大优点是，能够让口碑推荐传到更广泛的要求对象。如果你能让社交网站上的所有人都讨论你们公司或产品，你就能带动话题以及正面的媒体曝光。社交媒体通常成本低廉，不过缺点是要花费很多时间去完全参与在社交媒体上进行的各种对话。

要善用社交媒体，你必须：


	切记必须以媒体型态来塑造你的要求——以大家有兴趣的话题为主，而不只是想你要提出的要求。内容要写得有新闻价值，而不要有过于明显的商业气息。

	要够大胆——在社交媒体上，大胆、甚至是有些疯狂的点子，会比稀松平常或日常琐事更能引起注意。

	引用世界纪录或前10大的概念——社交媒体偏好这些东西。网友喜欢针对社交媒体上其他人的强烈意见，发表意见或评论。

	一定要给人可以讨论的话题——找找看有没有什么丑闻或争议的角度可以切入。

	用字要尽量简单——让人更容易记住你的要求，也更容易对朋友再转述。

	所有内容都要简短扼要——要迅速、简洁地切入核心概念，不要绕圈圈。



大通路3　搜索引擎营销

所谓搜索引擎营销，就是要让大家在使用Google、Yahoo，MSN或Ask.com等主要的搜索引擎去搜寻特定主题时，会优先看到你的网站。

商业网站的营销，通常具有下列3个基本目的之一：


	提供信息与营造公信力；

	达成销售；

	取得电子邮件地址，建立名单。



一旦你厘清了自己究竟想用网站达到什么目的，你就可以思考怎样最能有效运用搜索引擎帮你达成目标。这通常包含下列3种方式：


	让网站优化，使其在自然搜寻的排名可以列在前位——要置入适当的关键词，并且妥善规划网站内容，使其符合搜索引擎的搜寻规则。你也可以鼓励其他网站链接你的网站，并在搜索引擎申请登录自己的网站。

	付费名列搜寻结果——通常会要运用“按点阅次数计费”（简称PPC）的广告方式。运用这种广告时，每次有网友透过搜索引擎点选广告进入你的网站，你就要支付一定的费用。PPC广告可以让你竞标跟你商品相符的关键词，一般来说，乐意付出最高价的厂商就能获得最显眼的位置。

	使用“简易联合供稿机制”（简称RSS）——基本上每当你更新网页，它就会自动通知会员。RSS订阅服务可以让潜在顾客时时想起你的公司。在你的网站上提供RSS订阅服务也能提升你的网站在搜索引擎上的排名结果。



当你结合PPC广告和RSS订阅服务两种方法来经营网站在搜索引擎的排名，就能大大提升在网络上的曝光度。这会增加你网站的流量，并且让更多人看到你想要推出的方案。综合运用这些点子，你就能让更多人看见你要销售的商品，这样你就可以努力使这些人当中有更多的人变成实际购买的顾客。

大通路4　视频会议

要达成营销目的，网络视频会议是符合成本效益的绝佳方式，他的优点如下：


	你可以借此与现有和潜在顾客等人建立关系。

	内容可以一再转换格式。现场简报的内容可以很方便地转换成MP3、DVD、自修课程、文字实录、报告书或赠品等。

	更多人会甘愿花1小时参与视频会议，而不愿意花1小时去浏览你的网站。

	你的顾客会很满意，尤其是当他们获得有价值的点子或学到东西的时候。

	你可以提供各种搭售方案以及升级选项。



要善用视频会议，你必须：


	确保自己所提供的内容是有用的——是在其他地方难以获得的。你的内容愈好，视频会议销售的效果就能可能愈好。

	针对参与各种视频会议的人进行意见调查——并且询问他们想在未来学些什么。持续这样做，你就能让营销达到最大的效果。

	找出所有可以附加的赠品——譬如视频会议的录音或回放等。你也可以搭配其他产品来提供这类赠品。

	要不断增加价值——例如更理想的新点子，让人有效运用你所教授的观念和信息。



大通路5　直效邮件

传统的平面邮件仍然是一大营销工具。2007年，单在美国直效邮件就是个价值584亿的产业。

直效邮件广告因为有可扩充性与可预测性，因此在现今环境中比以往更适合实行。你可以先从名单挑一小部分小试身手，尝试推出不同的方案。一旦你找到效果最好的方案，你就能根据预计的效果和成本，将方案针对名单上更广大的对象推出。不断测试直效邮件营销活动中的各种要素，你就能安全建立有利可图的业务。

有效运用直效邮件的原则包括：


	找出适合你产品的名单——而要找出合适的名单，唯一之道就是自己做测试。要知道，有效的邮寄名单每千人可能要价75到250美元。只要找到了合适的名单，你在直效邮件营销上的一切作为就会更轻松、更有效益。

	拟定绝佳的促销方案——也就是可以促使收件人采取行动的有力条件。绝佳方案有下列条件：
	方案内容具体而明确；

	能够让人感到是独享优惠；

	具有高度的认知价值；

	提供某种独特、难能可贵的优惠；

	要为顾客做些有用又有帮助的事情；

	符合潜在顾客的需求；

	要可靠又可行，不能无足轻重；

	让采购流程很简便；

	恳求收件人马上采取行动；

	给人确实的满意保证。





	要写出精彩文案——或者聘请有经验的文案写手代劳。

	会打动有兴趣的人，而不是想要说服那些完全没兴趣的人。绝佳文案通常会针对老顾客或热爱你商品的人说话，而不会向不感兴趣的人推销。

	绝佳文案是以潜在顾客为中心，不会花时间兜售产品，而是强调购买者所能享有的切身好处。

	绝佳文案都有强而有力的导言，并且顺着这个想法发展，提供一流的销售方案。任何成功的直效邮件，导言都有临门一脚的作用。非常杰出的文案会有强力的开头，然后从这里一步步堆栈。杰出的导言通常会包含感情要求。

	绝佳文案的本文具有4个要素：
	前后一致的概念或关键观念；

	向顾客承诺的好处；

	自己过去的表现和发展历程的证明；

	某些能提供可信度的内容。





	绝佳文案会利用让人完全难以抗拒的条件做结尾，好得让人没办法拒绝。



大通路6　直效平面广告

即使是在网络时代，报章杂志上的平面广告仍然有效，为什么？


	平面广告结合了一般广告的广大接触面，以及直效邮件针对潜在顾客中利基对象的要求能力。

	测试小规模平面广告的成本不高，这表示你可以进行试验，找出有效方法。

	你可以吸引到其他通路接触不到的顾客，不论是在线或网络以外的管道。

	你可以把针对电子邮件营销和直效邮件活动所制作的营销文宣素材加以重组，再度使用在平面广告里。



要让平面广告有效成为你多重通路营销活动的其中一环，你必须：


	慎选媒体——谨慎分析市场，判断哪些刊物已经有类似产品的广告，然后搭他们的顺风车。要有长期抗战的准备，因为你可能必须测试好几本不同的刊物之后，才能找出适合自己产品的刊物。

	时时以新顾客的终身价值为念——并且据此来规划你在平面广告上的广告支出。根据媒体来源追踪你的顾客，然后密切加以注意。

	透过测试找出合适方案——不断调整元素，并且追踪实际响应率的变化。

	只要有机会，就去购买减价广告版面——也就是必须在期限内卖出去的广告版面。你应该可以从牌价或正常的标价上拿到很好的折扣条件，日报或周刊通常会最乐意这么做。

	事先备妥一套宣传资料——这样才能打好基础，把宣传内容从付费广告转向免费的曝光机会。

	善用你从其他通路学到的经验——找出你在电子邮件营销上最有效的标题和方案，再应用到直效邮件和直效平面营销活动上，好好利用所有可能的综效。



大通路7　直接响应式电视

一提到电视广告，大多数人自然而然都会想到“超级杯广告”，可是还有很多不同方案可供选择。你可以利用：


	30秒的短秒数电视广告；

	30分钟的电视购物节目；

	在电视购物频道上做广告。



在下列条件下，电视广告的效果非常好：


	你产品的好处，是可以用视觉来呈现的；

	你的产品诉诸大众市场，而不是一个特定利基；

	你提供的是相当新颖或独特的商品。



要把电视广告纳入你的营销组合，你可以：


	制作一则60秒的推销广告——内容要能抓住观众的注意，正面凸显你的产品，并且直接推销。

	要纳入可行的触发行动机制——例如免付费订购专线或是网址。这些讯息停留在屏幕上的时间要够长，好让大家来得及记下来。

	尝试采用在直接响应式电视广告上最成功的价位——也就是19.95美元。以此作为你定价的基准点，然后试着做些调整，看看是否其他价位的效果更好。

	拟出客服人员专用的话术——这样你就能尽量冲高业绩和名单。训练你的接线销售员，让他们确实了解自己要说明的内容，也清楚你的基本方案和希望提供的向上销售方案。



大通路8　直接响应式广播

当潜在顾客在某些地点是其他通路所接触不到时，广播却可以触及——例如他们在开车、在家里、在上班或在牙科候诊等。几乎在世界上任何地方，广播是一年365天、一天24小时不断播放。美国一年花在广播上的广告金额，就超过200亿美元。

要善用广播广告营销，你必须：


	决定你的目标市场——找出顾客喜欢收听哪些广播电台。可能的话，向自己熟识的商界人士请教，请教他们使用广播广告的经验。

	如果你没有经验，不妨考虑聘请顾问——可以带你走过各个步骤，成功推出和执行广播广告宣传的人。优秀的顾问能帮你制作脚本、雇用配音人才、接洽录音室等。

	要为你的产品挑选有力的配音员——这个人要能传达你想要触发的情感。

	制作广播广告。

	邀集不同的电台来争取你的生意——接洽所有服务你目标市场的电台，让他们来努力争取你这笔生意。

	考虑利用空中的赞助机会——例如可以用这样的台词：“这节新闻是由某某公司赞助播出”，这会带来很高的价值。

	探询减价广告时段——也就是还没有卖出去的广告时段。距离播出的时间愈紧迫，你就可以预期电台会愈紧张，因此会愿意给广告主更好的折扣条件。只要时机恰到好处，这样做可以帮你省下很多广告费。



大通路9　电话营销

电话营销是一种简单的广告方式。先取得理想的名单、想出合理的理由来打电话给这些人，再提出诱人的促销方案。电话营销可以用来进行初步销售、售后追踪、进行后台销售，以及和顾客建立密切的关系。

进行电话营销时要避免以下错误：


	不要闷着头就开始像乱枪打鸟做电话营销——而是应该先想清楚你到底想要用电话营销做什么。

	不要忽略了你能从电话营销中学到的东西——它可以有效让你知道在市场上什么行得通。不要只会跟对方说“祝你一天顺利”，而是要从中搜集一些可供未来参考的资料。

	不要理所当然地选择费用最低廉的电话营销公司——在这方面值得多花一点钱，找到能帮你打造品牌的优质服务供货商。

	绝对不可以让你的电销人员永远只会照本宣科——要妥善加以训练，让他们能够合宜地响应顾客提问，而不会听起来像是预录或很做作。

	不要因为某家电话营销公司比较近就用它——经过适当训练的电话营销人员可能来自四面八方。

	别忘记在确定合作之前要亲自拜访——认识他们的员工，看看工作环境如何，这些都会影响他们的服务质量。

	记得要提供电销人员最好的资料和文宣——开业第一天就要做到。

	不要违反“请勿电扰”的法规——不论那是有心或无意，这么做都不值得。

	永远都要掌控电销的谈话质量——如果想要不断改进，这点必须持续做到。

	深入检讨实际成效——不要忘记你必须考虑到退款、进一步的后端销售等更多相关事宜，才能真正全盘了解状况。



大通路10　合资企业

合资企业是拓展市场和达成快速成长的绝佳方式，也是新创企业和小型企业快速步上成长轨道的最佳途径。如果你懂得熟练经营合资企业，就能快速又巧妙地达成令人印象深刻的成果。

当你跟知名企业组成合资企业，就等于是搭着他们的顺风车飞黄腾达。同样地，如果你是跟名人、成就非凡的企业领袖或业界的高知名度专家共组合资企业，他们的部分光环也会落到你身上。即使你只是刚起步，他们愿意跟你合作共组合资企业，也能为你带来极高的可信度。

最理想的合资企业必须具备下列条件：


	能够整合资源与技能不对等的双方——两者都是不同专业的能手；

	善用双方的技能和资源以发挥最大效果——达成出奇理想的成果；

	能够互利互惠——也就是说双方都能透过合作赚得丰厚收入；

	几乎没有预设立场——使双方的合作关系能快速而稳健地加温；

	建立在信任和尊重的基础上——各方都体认到对方在合作上所付出的努力是既珍贵又有价值的；

	可以为双方原本独力从事的业务加分——也就是说合资企业会为双方原本就在从事的业务带来新的生意；

	随时可以结束合作——如果任何一方认为不宜，都可以结束掉合作关系。



有时候，企业不愿意共组合资企业，是因为想要百分之百保有自己所赚得的营收。这种想法并没有掌握到合资企业的重点，只要能组成完善的合资企业，它将会带来全新的收入来源。

合资企业会为企业目前的业务加分，无损于现有业务。

要使合资企业成为你多重通路营销组合中的一环，你必须：


	把合资企业打造成坚实的伙伴关系——而不是把它们当成仅此一次的交易。永远要把合资企业视为非常有获利潜力的长期合作关系。

	对合资企业的贡献一定要多过收获——换言之，不要贪心。对合资企业投入大量心力，并且让你的伙伴确实从中得利。不平等的交易不会长久，要营造出双赢的伙伴关系。

	只跟你信得过的人合作——还有产品对你顾客有帮助的人。同样地，也要确定对方的顾客能因你的商品受惠。

	把一切都记录下来——你如何评价伙伴的贡献、每位合伙人未来会有哪些贡献、工作如何划分、营收如何分配，以及谁该负责哪部分的营运工作。如果你把一切都化为书面纪录，就可以避免损失惨重的误会。

	一开始就要规范清楚如何调整或结束合作关系——趁彼此都还有强烈善意时把这些程序清楚订出来。彻底讨论万一出现这些问题时该如何处理，并且把一切都化为书面纪录。让合作的协议尽量简单，可是要将彼此的共识都记录下来。

	厘清你希望透过合资企业达成的目标——并与合作伙伴的目标加以比较。任何可能在日后导致混淆的歧见都要彻底加以讨论；努力在事先预料可能发生的问题，并且在现在就做好防备。

	让你的合作伙伴能够赚大钱。



大通路11　活动营销

透过活动来推销你的产品或服务，会非常有趣。各种各样的活动都可以加以运用，如：


	在特殊地点举办的会议——通常是找来知名的演说家在高档的场所开讲；

	免费的地区型研讨会——主题可能是投资、遗产规划、税务等；

	视频会议或在线研讨会——让大家在特定时间上网参加，听取你要讲述的内容；

	商展——走出办公室跟潜在顾客握手寒暄。这也是你一探竞争对手虚实的绝佳机会；

	管理研修会——主讲人可以和与会者一对一互动；

	慈善或募款活动——非营利事业可以借此筹募善款；

	会员或利基型活动——让兴趣相投的人可以聚在一起交换心得，并对彼此炫耀一番；

	社团或职业工会——通常会透过举办活动来为会员提供训练。



有许多方式可以让活动带来收入：


	收取入场费；

	向参展者收取参展费；

	销售赞助权或活动冠名权；

	台上的主讲人可提供信息产品在会场展售；

	用很优惠的折扣，提供与会者一套高价、诱人的套装信息产品；

	销售该次会议的影音纪录；

	把活动包装成自修课程，然后提供给其他无法亲自参加的顾客；

	在现场设置图书摊位，贩卖各线产品。



要善用活动营销，你必须：


	审慎规划——指派活动负责人来负责后续执行，确保所有要件都能及时到位，然后活动负责人就可以召集工作团队来落实。通常这样的团队会包括负责直接响应作业的营销人员、文案写手、事业单位的经理人和活动主持人。

	决定活动的4个W和1个H：
	我们的目标客群是哪些人？

	这个活动要采取什么型态？

	活动要在哪里举办？

	我们举办这个活动的目的是什么？

	我们要如何执行这个活动？





	订定活动营销的行事历——安排好要如何吸引够多人参加，好让活动办得有价值。

	订出主题——然后接洽最适合的主讲人。草拟并制订正式的演讲合约，把所有相关问题都含括在内。想清楚有哪些相关的准备工作。

	以分钟为单位详细规划活动流程——从每位与会者抵达报到柜台的时间点开始，一直到他们离场的时间点为止。想清楚要让一切到位，会有哪些相关的准备工作。

	拟好财务预算——整个活动的营收目标、活动的损益表、预计营收来源等。要明确了解必须有多少人参加，才能让这个项目具有财务可行性。

	要让所有人随时了解最新进度——尤其是预售状况。

	活动结束后，要召开检讨会——评量哪些地方做得对、哪些做错了。幸运的话，透过这次的检讨会应该会得出一些来日可以再加强的好主意。



大通路12　公关

做公关是很棒的方法，一方面来说，它基本上是免费的，因此对营销预算极少或根本没有营销预算的企业来说，是非常理想的。其次，公关的潜力无限。如果你击中要害，而且吸引媒体报道，就可能为你们公司或产品创造价值数百万美元的媒体曝光。

要想获得免费的媒体曝光机会，聪明的策略比比皆是，不过实务上来说，其中的基本准则不出以下数种：


	了解媒体想要什么——这些新闻要不是原本阅听人就有兴趣看的相关题材，要不然就是古怪或惊世骇俗的东西。

	挑选你想要合作的新闻媒体——然后思考该怎么制造出能引起好奇或吸引力十足的故事，让人联想到你的公司。要知道该创造出什么样的故事，最好的线索就是去看看该媒体以前采用过的故事，然后做出类似的东西。

	创造故事——并且传播出去。把大部分心力集中在你最希望合作的媒体，不要乱枪打鸟。

	找机会结识你所锁定媒体的“守门人”——也就是记者、编辑和行政人员等。先让对方认识你，认同你在做的事，然后才请人家报道你的故事。

	善用因特网——网络上有多得数不清的网站、部落格和电子杂志，它们都在不断寻找新的内容，要把这些管道运用到极致。




关键思维

“即使你认为这种营销通路不适合你的产业，我们也鼓励你去试试看。努力尝试看看，回报可能非常惊人。因为社交媒体营销大多是免费的，所以你的成本只有时间而已。”

“有了视频会议，你就能在顾客购物、在游泳池畔、在机场候机或是上下班途中接触到他们。如今时间是非常珍贵的，为顾客的时间创造更多价值，他们就会向你购买更多商品作为回报。”

“基本上，直效邮件营销是一门简单的生意：先取得一份名单和邮件地址，再写份推销信，然后寄出去。如果你赚回的金额大于你的邮寄和履约成本，你会感到满意并一再尝试。如果入不敷出，你就不会再继续。直接响应营销迷人的地方在于，这通常是一种可以‘停损杀出、乘胜加码’的广告型式，直效邮件尤其是如此。”

“如果你拥抱多重通路营销，你立即就会看到你们公司的成长。这样的成长会以闪电速度持续上升，让你们公司的规模变得比现在更大许多。要成长得多大、多快，完全看你。这股潮流非常强大，现在正是善用的时机！”

“电视营销是视觉导向的，你能看到产品的使用示范，而这也表示潜在顾客的购买欲在当下会非常强烈。订购方便（只是拿起电话）再加上退款保证，就能进而突破潜在顾客的心防。我们强烈建议你应该为了公司去探究直接响应式电视营销。如果你花点时间去了解其运作方式，它可能会变成你多重通路营销计划中不可或缺的一环。它真的可能会比任何其他通路为你赚进更多的财富。”

——麦斯特森&崔碧

“世界上还有很多地方无法稳定上网、甚至是收看电视，可是即使是在偏远地区，广播还是无处不在。对许多人来说，广播是连结世界的唯一管道，因此广播广告拥有非常死忠的听众。这也就是为什么即使到了今天，广播仍旧是许多企业在多重通路营销法中不可或缺的一环，跟其他型式或通路同等重要。”

“无论如何，当你的资源和技能有限，又想投入特定营销通路时，合资企业可能是促进成长的最佳途径。每位希望达成快速、惊人成长的高阶主管，都应该把合资企业营销方式纳入考虑。”

“我们认为，21世纪的营销跟20世纪迥然不同，也更为理想。懂得好好利用这些改变的企业，将会有更快速的成长、更庞大的获利。要发挥你们公司的最大潜力，光是擅长1种营销方法再也不够了。”

“21世纪的营销生态完全由因特网所主导，可是因特网包含至少十几种可行的通路，其中有许多种是过去坚守单一通路的营销人可以善用的。很多顾客会要在好几个通路上看到相同的方案才会购买，这也就是为什么持续发出一致的销售要求如此重要。”

“你最好的顾客，都是那些动机强、财务能力足以购买你的商品，而且也愿意购买的人。如果你不用多重通路、直接响应式的广告活动把他们找出来、说服他们掏腰包，那么你等于是眼看着庞大商机、说不定是数百万美元的商机从你面前溜过。”

——麦斯特森&崔碧
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Main Idea

To be competitive today, we must embrace the sea change that technology has brought. We must accept the fact that we can't control what we once controlled, though we can reach farther and further than we ever could have in the past. More specifically, we must implement a multi-channel approach to all our marketing efforts, giving priority to our core selling competence but, at the same time, taking advantage of other marketing channels to expand our customer base and deepen the relationships we develop with our customers.

Supporting Ideas

Channels 1　Direct-response online marketing

E-mail marketing is the workhorse of the online world and the single most powerful marketing channel there is. E-mail delivered direct-response online marketing offers compelling advantages over conventional print based direct mail marketing:


	E-mail is much cheaper than print direct mail. The cost of sending an e-mail is almost nothing.

	The low cost of e-mail means you can communicate with potential customers more frequently. The return on investment (ROI) is very attractive.

	E-mail campaigns can be monitored quickly and accurately. You can see what's working and what's not almost immediately. This gives you the ability to test your offers, find what works and then make changes on the fly.

	E-mail cannot be sent to people who have not "opted in" or given you permission to contact them. Permission marketing is a whole different approach.

	For e-mail to work for you, it's necessary to build up a mailing list of people who have given you permission to contact them. You can do this many different ways:
	By purchasing insert ads in other people's e-mails.

	By buying banner ads on Web sites.

	By making affiliate deals with others.

	By obtaining permission through a Web page.

	By giving away free information.

	Through endorsed ads to qualified prospects.







All e-mail campaigns are two-step processes. First, you obtain permission to contact the person by e-mail. Then you send them e-mail with various offers, being careful to provide the recipient with an opportunity to opt out of receiving further e-mail. In other words, direct response online marketing is purely and simply permission marketing. This is the only approach that will work. You cannot purchase an unrelated e-mail list and broadcast an e-mail offer to them or you will fall foul of what are termed anti-spamming laws.

The most important principles of successful e-mail or direct-response online marketing are:


	Copy is king—the quality of your copy will have a big impact on the results you generate. Great copy well crafted is vital to direct email marketing.

	Long-copy always outperforms short-copy—all other things being equal.

	The lead or headline you use will account for 80 percent of your results—so sweat over this and get it right. If you can convey the big idea you're suggesting right at the outset, you'll do fine.

	Stick with the big six headlines—which have dominated the history of direct mail. The big six are:
	Make an offer with an alluring promise.

	Provide a direct invitation.

	Pose a problem and suggest a solution.

	Let everyone in on a secret.

	Tell a heart-warming story.

	Make a bold prediction.





	Make use of both direct and indirect offers—because each approach has its own strengths and weaknesses. Know what kind of balance you should strike when seeking leads.

	Give well balanced offers—that is, offers that consist of a good idea, a solid benefit, credibility and a track record you are proud of.

	Look at all the details—which means focus on molding your headlines and bullet points around "the four U's": uniqueness, usefulness, urgency and ultra-specificity.

	Highlight and explain your unique selling proposition (USP) —what makes your product stand out from all its competition.

	Forget about features, talk benefits—especially the deeper benefits that are non superficial. When you appreciate all those deeper benefits well, you can embed them in your message.

	Always write to one person at a time—using everyday conversational language rather than stilted terminology, technical language or cryptic acronyms. Make people enjoy reading your copy rather than feeling like they are wading through something they have no interest in because it is dry and boring.



Channels 2　Social media

Social media includes blogs (online diaries), forums, message boards, video-sharing sites, photo-sharing Websites, music-sharing sites, social networks of all types and also the comments or feedback sections on Websites.

The main advantage of social media is that they enable word of mouth recommendations to reach a much wider audience. If you can get everyone on a social network talking about you or your products, you can generate loads of buzz and positive publicity. Social media are generally low cost, but their disadvantage is that it takes a lot of time to participate fully in the ongoing conversation that will be captured on social media.

To make social media work for you:


	Remember that the medium needs to shape your message—think about what the people are interested in and not just what you want to say. You have to write your items so they are newsworthy rather than obviously commercial.

	Be audacious—big or even slightly crazy ideas attract a lot more attention on social media than run of the mill or everyday events.

	Think world records or top-10 lists—social media lap up these kinds of items. People love to express their opinions or comment on the strong opinions of others in the social media.

	Always give people something to talk about—look for any scandal or controversy angles you can exploit.

	Keep your language simple—that makes your message easier to remember and easier for people to pass on to their friends.

	Make whatever you say brief and focused—get to your core concept quickly and succinctly. Don't beat around the bush.



Channels 3　Search engine marketing

Search engine marketing is all about getting your Website listed some-where near the top when people search for a topic on the major search engines like Google, Yahoo! MSN or Ask.com.

Commercial Websites generally have one of three basic marketing rationales:


	Provide information and generate credibility.

	Make a sale.

	Capture e-mail addresses and build your list.



Once you clarify exactly what you're trying to achieve with your Website, you can then figure out how best to use search engines to achieve your goals. This usually involves three approaches:


	Optimizing your Website so it will feature highly in organic searches—by embedding the right keywords and generally structuring the content of your Website so it is search engine friendly. You can also encourage other sites to link to you and manually submit your Website to search engines for inclusion.

	Paying for inclusion in search results—which generally involves using "pay-per-click" (PPC) ads. In this type of ad, you pay a predetermined fee whenever someone clicks on your ad and goes to your Website from the search engine. PPC advertising allows you to bid on the keywords that are most aligned with what you have to offer. Generally speaking, the people who are willing to pay the most get the most prominent placement.

	Using "real simple syndication" (RSS) feeds—which essentially notifies people whenever you have updated your Website. RSS allows you to keep your name in front of potential customers on an ongoing basis. Offering RSS on your Website will also enhance how the search engines rank your Website.



When you combine search engine ranking efforts with PPC and RSS, you can greatly enhance your online presence. This will increase the traffic to your Website and expose more people to the offers you want to make. By using these ideas in combination, you get more people to see what you have to offer. You then can work to convert more of those people into genuine paying customers.

Channels 4　Teleconferences

Internet-based teleconferences are an excellent and cost-effective way to achieve your marketing aims. Their advantages are numerous:


	You can build relationships with existing customers, prospective customers and others.

	The material can be reformatted over and over again. A live presentation can be re-purposed into an MP3 or DVD recording, a home study course, a transcription, a white paper or a free gift very simply.

	More people are willing to spend an hour participating in a teleconference than they will be to visit your Website for an hour.

	Your customers will be happy, especially if they have received valuable ideas or coaching.

	You can provide all kinds of follow-up offers and upgrade options.



To make teleconferences work for you:


	Make sure you're offering useful content—which is hard to get anywhere else. The better your content is, the greater your teleconference sales will likely be.

	Survey people who attend all your conferences—and ask what they would like to learn in the future. Do this on a consistent basis and you will optimize your marketing effectiveness.

	Look at all the free bonuses you can add in—like recordings or replays of the conference and that kind of thing. You may also be able to offer these bonuses in connection with other products.

	Keep adding value all the time—perhaps new and better ideas on how to use the ideas and information you are teaching.



Channels 5　Direct mail

Traditional print-based direct mail is still a huge marketing tool. In 2007, direct mail was a $58.4 billion industry in the United States alone.

Direct mail advertising makes more sense today than it ever has because of its scalability and predictability. You can start with a small sample of the mailing list and try different offers. Once you find what works best, you can then roll out your offer to a much larger list with forecast table results and costs. By continuing to test all the elements of your direct mail marketing campaign, you can build a profitable business in a safe way.

The principles involved in making direct mail work are:


	Find the right list for your product—and the only way to identify the right list is to do your own testing. Expect to pay somewhere between $75 and $250 per thousand names for a high quality mailing list. If you find the right list, everything else you do as a direct mailer will be more straightforward and productive.

	Develop a great offer—something strong that will get the recipients into action. Great offers:
	Are specific and explicit about what is offered.

	Engender a sense of exclusivity.

	Have a high perceived value.

	Provide something unique and hard to obtain.

	Do something useful and helpful for customers.

	Are relevant to prospective customer needs.

	Are credible and viable rather than trivial.

	Make the acquisition process simple.

	Implore people to take action promptly.

	Incorporate a solid guarantee of satisfaction.





	Write good copy—or hire an experienced copywriter to do this for you.

	It will preach to the converted rather than trying to proselytize those with no interest whatsoever in what you have to offer. Great copy is generally directed at proven buyers or enthusiasts for what you offer rather than the uninitiated.

	Great copy is prospect centered. Rather than spending time touting the product, it focuses on what first person benefit the purchaser will enjoy.

	Great copy has a strong lead and builds on that line of thought to provide a superb sales offer. For any direct mail piece, the lead packs quite a punch. Very good copy starts strongly and keeps going upwards from there. A good lead will often include an emotional pitch.

	The main body of great copy has four elements:
	A unifying concept or key idea.

	The benefit you promise the buyer.

	Proof of your track record and history.

	Something that provides credibility.





	Great copy will close with a totally irresistible offer. It will have something there that is simply too good to refuse.



Channels 6　Direct print

Print ads in newspapers and magazines are still viable, even in the Internet era. Why?


	Print ads combine the wide reach of general advertising with direct mail's ability to appeal to a niche audience of qualified buyers.

	The cost in testing small print ads is modest, meaning you can experiment and find what works.

	You will attract customers you can't reach any other way, online or off line.

	The marketing materials you have developed for your e-mail marketing and direct mail campaigns can be reformatted and used over in print ads.



To make print ads work as part of your multiple channel marketing campaign:


	Choose your media astutely—study the market carefully, determine where similar products are already being sold and jump on their coattails. Be in the game for the long haul, because you may need to test a number of different publications before finding one that works for you.

	Keep the lifetime value of new customers at the front of your mind—and use that to guide your advertising spend on print ads. Track your customers according to source and pay close attention.

	Test to find the right offer—keep changing elements and track how your actual response rates vary.

	Wherever possible, purchase remnant space—ad space that must be sold by a deadline. You should be able to get great discounts from the card or normal rate this way. Daily or weekly newspapers are usually most willing to do this.

	Have a media kit prepared in advance—so you can lay the groundwork to move from paid advertising alone to free publicity.

	Make use of what you learn from other channels—find the headlines and offers that work best for your e-mail marketing and adapt them to your direct mail and direct print marketing initiatives. Take full advantage of potential synergies there.



Channels 7　Direct-response television

Most people automatically think "Super bowl ads" when they first think of TV advertising, but there are many different kinds of options available here. You can use:


	Short-form 30-second TV ads.

	Long-form 30-minute infomercials.

	Ads on home shopping channels like QVC.



TV advertising works well if:


	You have a product that has benefits that can be visually demonstrated.

	Your product appeals to the mass market rather than just one niche.

	You offer something which is reasonably novel and/or unique.



To make TV advertising part of your marketing mix:


	Create a 60-second direct sales commercial—something that grabs people's attention, shows your product in a positive light and sells directly.

	Include a viable call to action mechanism—a toll-free number to call or a Website address. Have this on screen long enough for people to write it down.

	Test the most successful price point for direct-response TV ads—which is $19.95. Take that as a starting point for your pricing and then try some variations to see whether another price works better.

	Develop scripts the customer service people can use—so you can maximize your sales and leads. Train your operators so they know what they're talking about and so they understand your initial offer and also the up sell offers you want to make available.



Channels 8　Direct-response radio

Radio reaches potential customers in places where they are otherwise inaccessible—in their cars, at home, in the office, waiting for the dentist, and so forth. Radio is available 24 hours a day, 365 days a year almost anywhere in the world. More than $20 billion a year is spent on radio advertising in the United States.

To make radio advertising work for you:


	Determine your target market—and figure out which radio stations they would typically listen to. If at all possible, talk to other business people you know and ask about their experiences using radio ads.

	If you're inexperienced, consider hiring a consultant—someone who can walk you through all the steps involved in launching and running a successful radio advertising promotion. A good consultant will help you develop a script, hire voice talent, access a recording studio and more.

	Pick a strong voice for your product—someone who conveys the emotions you're trying to generate.

	Create your radio ad.

	Invite different radio stations to bid for your business—check out all the stations that serve your target market and make them work to get your business.

	Consider taking advantage of online sponsorship opportunities—along the lines of "This news bulletin is brought to you by Your Company." These can provide good value.

	Ask about remnant space—advertising space that hasn't been sold. The shorter the lead time, the more nervous you would expect the radio station to be and therefore the greater the discount they will offer to advertisers willing to step in. This can save you lots of money at opportune times.



Channels 9　Telemarketing

Telemarketing is a simple form of advertising. You get a good list of names to call, come up with a logical reason to call these people and make them a compelling offer. Telemarketing can be used to make initial sales, to follow up on previous contacts, to make back-end sales and to establish positive rapport with customers.

The mistakes to avoid when it comes to telemarketing are:


	Don't just rush in and start doing telemarketing in an ad-hoc way—instead figure out in advance exactly what you want your telemarketing to achieve.

	Don't gloss over what you can learn from telemarketing—it can be a great way to harvest information about what will work in the marketplace. Rather than telling people to "have a good day," gather some data for future reference.

	Don't automatically choose whichever telemarketing company is the cheapest—this may be a case where it's worth paying a little more to get a high quality service provider who will end up building your brand.

	Never let your reps simply read a script all the time—train them so they can respond appropriately to questions without sounding canned or artificial.

	Don't pick a telemarketing vendor because they are close by—properly trained telemarketers can come from anywhere.

	Don't forget to make an in-person visit before choosing a provider—get to know their staff and find out what the working conditions are like. All of this will impact on the quality of the job they do.

	Never forget to provide your telemarketers with great information and materials—that should happen from day one.

	Don't violate do-not-call laws—either on purpose or through ignorance. It just isn't worth it.

	Never stop monitoring the quality of the calls—this has to be happening constantly if ongoing improvements are to be made.

	Look deeper at the actual results—don't forget that you have to allow for refunds, further back-end sales and more to really get the full picture.



Channels 10　Joint ventures

Joint ventures are a great way to grow your market and achieve fast growth. They are the perfect vehicle for start-ups and small businesses to fast track their growth trajectories. If you learn how to do joint ventures well, you can do some very impressive things quickly and competently.

When you joint venture with a well-known company, you in effect ride their coattails to success. Similarly, if you enter into a joint venture with celebrities, some highly successful business leaders or acknowledged experts in their field, part of their halos will rub off on you as well. The fact that they have entered into a joint venture arrangement with you will generate oodles of credibility, even if you're just getting started yourself.

The best joint ventures:


	Bring together parties that have asymmetrical resources and skills—both are strong in different business specialties.

	Harness the skills and resources of both parties to maximum effect—to come up with something that is very, very good.

	Are a two-way street—meaning both parties make good money out of the arrangement.

	Have few if any restrictions—so the arrangement can grow quickly and strongly.

	Are built on a foundation of trust and respect—each party acknowledges that what the other brings to the arrangement is valuable and worthwhile.

	Add to what the parties are already doing individually—that is, the joint ventures generate additional business over and above that which the parties are already doing.

	Can be dissolved at any time—either party can close down the joint venture if it is not working for them.



Sometimes, companies are reluctant to enter into joint ventures because they want to keep 100 percent of the revenues they generate. This kind of thinking misses the whole point of joint ventures. When a good joint venture is put together, it will add entirely new revenue streams.

Joint ventures add to what's going on rather than diluting existing business operations.

To make joint ventures part of your multiple channel marketing mix:


	Build joint ventures as solid partnerships—rather than treating them as one-shot deals. Always act as if the joint venture is going to be a very lucrative, long-term arrangement.

	Make sure you contribute more to the joint venture than you get out of it—or in other words, don't be greedy. Put lots into the joint venture and make sure your partner does well. An unbalanced deal is unsustainable. Create win/win partnerships.

	Only make agreements with people you trust—and who offer products that will be good for your customers. Equally, make sure their customers will derive benefits from what you offer as well.

	Get everything down in writing—how you value each partner's contributions, what each partner will add in the future, who will do what, how the revenues will be split and who will be responsible for which parts of the operation. If you commit everything to paper, costly misunderstandings can be avoided.

	Right at the outset, establish protocols for amending the arrangement or winding everything down—get these processes clear while goodwill is strong. Talk through how these issues will be handled should they arise and put everything down on paper. By all means make your agreements simple, but document all understandings.

	Clarify your objectives regarding what you want from the joint venture—and compare these with your partner's objectives. Talk through any differences that might end up causing confusion further down the track. Try to anticipate issues well in advance and prepare now.

	Make your partners lots of money.



Channels 11　Event marketing

Using events to market your products or services can be incredible fun. All kinds of events can be used in this way:


	Conferences in exotic locations—often featuring well-known speakers in high-end locations.

	Free local seminars—perhaps on topics like investing, estate planning, taxes, etc.

	Teleseminars or online seminars—where people join you online at a set time to hear what you have to say.

	Trade shows—where you get out and press the flesh. These are also great opportunities to check out your competition.

	Executive retreats—where the speakers and attendees can interact one on one.

	Charity or fund-raising events—where non-profits are raising money.

	Club or niche events—where like-minded people get together to swap stories and show off to each other.

	Associations or trade groups—which often use events to provide training for their members.



There are a number of ways to monetize events:


	You can charge attendance fees.

	You can charge exhibitor's a fee to participate.

	You can sell sponsorship or event naming rights.

	Speakers from the podium can offer information products that get sold onsite.

	You can offer attendees a single, high-priced bundle of desirable information products at a highly discounted price.

	You can sell audio and/or video recordings of the conference.

	You can package the event into a home study course that is then offered to your other customers who could not attend in person.

	You can have on site a bookstore where you sell your entire product line.



To make event marketing work for you:


	Plan carefully—appoint an event planner who will follow through and ensure that all of the elements come together at the right time. The event planner can then put together the team to make it happen. Typically, this team will include a direct response marketer, copywriter, profit center manager and event emcee.

	Determine the four Ws and one H for your event—
	Who is our target demographic?

	What type of event is this going to be?

	Where will the event be held?

	What is our aim in holding this event?

	How will we execute this event?





	Set up your event marketing calendar—mapping out how you will get enough people in to make the event worthwhile.

	Finalize your theme—and approach the speakers who would be most appropriate. Draft and execute formal speaker contracts that cover all relevant issues. Figure out the logistics that will be involved.

	Plan out how your event will run in minute detail—from the time each attendee arrives at the registration desk right through to when they leave. Figure out all the logistics that will be involved in making everything come together.

	Develop your financial budgets—overall event revenue goal, profit/loss statement for the event, projected revenue streams and so forth. Get a clear picture on how many people must attend to make the project financially viable.

	Keep everyone updated on progress—especially what's happening with regards to pre-event sales.

	Once the event is over, hold a postmortem—and evaluate what went right and what went wrong. With a bit of luck, this meeting should come up with some good ideas on what to do in the future.



Channels 12　Public relations

Public relations are great. For one thing, it's virtually free, and therefore ideal for anyone on a small or nonexistent marketing budget. Secondly, public relations has huge potential. If you hit the right note and your story gets picked up, you can generate millions of dollars worth of publicity for your company or your products.

There are all kinds of clever strategies for getting free publicity, but in practical terms, there are just a few common sense principles involved:


	Understand what the media is looking for—either news about subjects their readers are already interested in or news on the offbeat or completely outrageous stuff.

	Pick the news media you want to be in—and then figure out how to produce a curious or captivating story that relates back to your business. The best clues about what kind of story you need to create is to look at what that media used in the past and then put together something similar.

	Create your stories—and get the word out. Focus most of your energies on getting into the media you like the most rather than trying a scatter gun approach.

	Look for opportunities to network with the gate keepers for your targeted media—the reporters, editorial staff, support staff and others. Let them get to know you and like what you're doing before you try to ask them to cover your story.

	Take advantage of the Internet—there are loads of Websites, blogs and e-zines that are constantly scrambling for new content. Use these outlets to maximum effect.




Key Thoughts

"Even if you think this particular marketing channel is not appropriate for your business, we encourage you to try it out. And make a good effort. The rewards can be huge. And because social media marketing is, for the most part, free, your cost is nothing more than your time."

"With teleconferencing, you can reach your customers when they are shopping, sitting by the pool, waiting for a plane at the airport, or commuting to and from the office. Time is a valuable commodity these days. Give your customers more value for their time, and they will do more buying from you in return."

"At its core, direct-mail marketing is a simple business: You acquire a list of names and mailing addresses. You write a sales letter. You mail it. If the money you get back is greater than the cost of mailing and fulfillment, you are happy and you do it again. If you fail to cover your costs, you don't. What's wonderful about direct-response marketing generally, and direct mail in particular, is that it is the one form of advertising where you can 'cut your losses and let your winners run.'"

"If you embrace multi-channel marketing, you will see improvements in your business almost immediately. And those improvements will continue at lightning speed, transforming your business into something much greater than it is now. How big and how fast it grows is up to you. The trend is huge. The time is right."

"TV marketing is visual—you can see the product in action. And this means that the desire to buy is instantly strong in your prospect. The ease of ordering (all you have to do is pick up the phone), as well as a money-back guarantee, further breaks down the prospect's resistance. We urge you to check out direct-response TV marketing for your business. If you take the time to understand how it works, it can be a vital component of your multi-channel program. Indeed, it has the potential to bring in more money to your business than any other channel."

—Michael Masterson & MaryEllen Tribby

"Many places in the world still don't have regular access to the Internet or even television. But radio is a constant presence, even in remote areas. For many people, it is their lifeline to the world, and thus radio advertisers have a captive audience. That's why, even today, radio is a vital part of many companies' multi-channel marketing approach, as viable as any format or channel."

"Joint ventures may be the best way to stimulate growth when, for whatever reason, you have limited resources and skills that you are willing to devote to a particular channel of marketing. Joint-venture marketing deals should be part of the thinking of every executive who wants fast, impressive growth."

"We believe that marketing in the twenty-first century is different from and better than it was in the twentieth century. Businesses that take advantage of these changes can expect to grow more quickly and more profitably than ever before. To achieve your company's maximum potential, it is no longer enough to be good at just one type of marketing."

"The landscape of twenty-first century marketing is dominated by the Internet. But the Internet includes at least a dozen viable channels, many of which can be exploited by marketers who have traditionally kept to a single channel in the past. Many customers need to see the same offer from several channels before they will buy, which is why it is important to maintain a consistent sales message."

"Your best customers are those who are motivated, financially capable of buying from you, and are prepared to buy. If you don't locate and convert those customers through a multi-channel, direct-response advertising campaign, then you are leaving dollars—perhaps millions of dollars—on the table."

— Michael Masterson & MaryEllen Tribby





第3部分　如何进行有力的多重通路促销活动　
英文



主要观念

在对所有可用的通路有相当的了解之后，就可以开始为你的产品或服务量身打造多重通路的促销活动。这并没有乍看之下那么困难，但是包含以下10个步骤：
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支持概念

1　判断产品的目标

了解你在开发的产品是下列两类之中的哪一种：


	必需品，可能包括房屋、家具和食物。要销售这些产品，你必须展现出你是以实惠的价格，提供绝佳的价值。

	奢侈品，可能包括珠宝、化妆品和艺术品。要销售这些产品，你必须为产品建立认知价值。



了解你所要销售的产品类型，对你很有帮助。在开始做营销之前，你必须确定你的产品能满足特定的需求，或者可以解决某个能引起潜在顾客共鸣的问题。

2　建立营销工作的先后顺位和时程

制订出产品的上市时程，设定好你希望达成哪些目标以及达成时限。从时程可以看出各项要务必须花多长时间、应该在何时开始为各项要务做准备，以及各项要务必须达成的最后期限。把所有细节统统记录下来，才不会有所疏漏。

3　设定营销目标

要确实了解自己想达成什么目标。在你心里要很清楚，第一笔交易要愿意承担一些损失，因为你知道每位新顾客的终身价值是多少。做好财务预测，并且把用来做财测的所有假设都列出来。这样当你的营销活动在未来展现成果时，就能看出假设是否成立。

4　写好销售文案

要注意，早在你决定好要使用哪些通路之前，就要先写好销售文案的内容；这样做才是正确的，因为文案要定稿会很费时。而且等到要根据所选择的通路来修改文案内容时，也会比较容易。

有效的销售文案必须具备下列条件：


	必须抓住潜在顾客的注意；

	让潜在顾客了解他们需要你的产品；

	帮助他们想象购买后所能得到的好处；

	回答他们的所有问题；

	方便他们购买。



5　选定所要使用的通路

平均来说，顾客至少要看到你的广告3次之后才会做响应。因此，你要冷静判断自己要用哪些通路来引起注意。由于你是要透过多个营销通路去接触同一群顾客，因此就必须确定方案都是一致的，而且要够诱人。

通常，考虑清楚潜在顾客可能会接触的通路，就自然能合理推估你所要选择的营销通路。然后在这些通路曝光，先挑唾手可得的，之后再不断调整所选的通路。记下你选择每个通路的假设，这样你才能追踪现实和预测是否相符。

6　拟定媒体计划

决定好你进行促销活动所要采用的通路之后，接下来就要为各个通路挑选媒体。观察你的竞争对手如何做营销，能启发你想出最理想的做法。

7　找到共组合资企业的伙伴

开始致电或写电子邮件给你在这次活动中属意的合作对象，提出能让对方获得具体利益的条件。所建立的关系要能为各方带来庞大利益，有助于你未来多加运用合资企业的方式。

8　修改文案

根据你选择运用的特定通路来修改营销文宣。你可以把营销素材重新修改成业务开发信函、针对特定客群的电子邮件、公司网站的促销页等。所有内容都要有一致性。

9　善用科技

尽管你不希望让科技主导你的营销，但不妨从科技的观点好好去亲自了解各项营运问题，这样可以让你了解相关的限制和未来的可能性。和技术人员共同讨论，让他们了解你的整体营销目标。

10　评量、追踪并分析成果

要毫无遗漏地记录各个营销通路的效果，有些通路的获利会高于其他通路。这对未来是非常重要的信息，如果没有追踪和分析一切状况，你就会浪费时间和金钱。有了过去的纪录，你未来的营销活动就能缔造令人惊叹的成绩。

有些通路会比较适合你的产品，有些则否。你可能必须用某些通路赚到的钱去补贴其他通路，以吸引未来会和你往来的新顾客。想要了解这些状况，唯一之道就是做好纪录。


关键思维

“企业想要在21世纪飞黄腾达，就必须采取直效营销。到今天还光靠单一营销方法开疆拓土，就宛如把一只手绑在背后逆流泅泳，这并不是做不到，只不过会困难重重，而且根本没有必要。”

“和计算机、卫星、媒体、因特网相关的科技，改变了21世纪消费者的购物方式。这使得营销人必须调整营销方法，以因应那些改变。为了在商场上制胜，你现在绝对必须变成比你的20世纪前辈更聪明、更强悍也更灵活的营销人。今天开始采用多重通路营销法，就能确保你有大好明天。”

“可能你光是运用单一通路就已经能赚钱了，可是请想想你可能错失的潜在营收和顾客，全都因为你固守在一小块市场的缘故。如果你只运用单一通路，你很可能错失数百万美元的潜在营收。要让你的公司、客群和获利成长，必须开始在不同通路做营销。不要等到下一季或下个年度才采取行动，今天就开始！你们公司、和你的银行账户，都一定会感谢你的。”

——麦斯特森&崔碧





Part 3 How to Put Together a Powerful Multi-Channel Campaign　
中文



Main Idea

Once you have a reasonable understanding of all the channels that are available, you can start putting together a multi-channel campaign that fits your product or service like a glove. This isn't as hard as it might seem at first glance, but it involves ten steps:
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Supporting Ideas

1　Determine the purpose of your product

Understand what kind of product you are developing:


	A "need-to-have" product would include houses, furniture and food. To sell these products, you need to show you are providing good value at a fair price.

	A "want-to-have" product which may include jewelry, cosmetics and art. To sell these products, you need to establish a perceived value for them.



Understanding what type of product you are trying to sell is helpful. Before you start marketing, you have to make sure your product meets a certain need or solves a problem that will resonate with your prospects.

2　Establish marketing priorities and time-line

Put together a product launch time-line that sets out what you want to happen and when. The time-line will set out how long each element will take, when you should start preparing the various components and the deadlines you'll need to meet for each component. Put everything in writing so nothing gets overlooked.

3　Set your marketing goals

Know exactly what you're trying to achieve. Be clear in your mind that you're willing to take a loss on the first transaction because you know what the lifetime value of each new customer will be. Set up your financial forecasts and list all the assumptions you use in making those forecasts. You can then see whether or not those assumptions hold true as your marketing efforts unfold in the future.

4　Get your sales copy written

Note that you write your sales message even before deciding which marketing channels to use. This is correct, because getting the final copy can take quite some time. It's then comparatively easy to slice and dice your sales message to suit the channel you choose.

Effective sales copy:


	Must grab the attention of prospective customers.

	Makes them understand their need for your product.

	Helps them visualize the benefits of buying.

	Answers all their questions.

	Makes it easy for them to purchase your product.



5　Decide which channels to use

On average, customers will only respond once they've seen your ad at least three times. Therefore, you sit down and decide on the channels you will use to build that awareness. Since you are approaching the same person from multiple marketing channels, make certain the offer is consistent and alluring.

Choosing marketing channels is usually a logical matter of considering where your prospects are likely to be looking. You then position yourself there. Go after the low-hanging fruit first and then keep refining your channel selection over and over. Write down your assumptions for each channel so you can track how reality matches your forecasts.

6　Develop your media plan

Once you decide which marketing channels you want to use for your campaign, you then select the media for each. Look for hints on how best to do this by observing how your competitors do their marketing.

7　Secure your JV partners

Get on the phone or start e-mailing the people you'd like to work with on this campaign. Put together a deal that will have tangible benefits for them. Build a relationship that will enable you to do more joint ventures in the future because they generate solid benefits for all.

8　Slice and dice your copy

Take your marketing materials and adapt them to the specific channels you choose to use. You should be able to reformat your marketing materials as a sales letter, a dedicated e-mail, a landing page on your Website, and so forth. Make everything consistent.

9　Use technology to your advantage

While you don't want technology to dictate your marketing, it never hurts to have a good hands-on feel for all the operational issues from a technical perspective. This will allow you to understand the constraints involved and the possibilities of the future. Get alongside your technical people and help them understand your overall marketing objectives.

10　Measure, track and analyze results

Keep meticulous records on how effective each marketing channel is. Some will be more profitable than others. This is vital information for the future. If you don't track and analyze everything, you're wasting time and money. Armed with your track record, your future marketing campaigns can be stunning success stories.

Some channels will be better for your products than others. You may need to subsidize some channels with the money generated from others in order to bring in additional customers who will purchase from you in the future. The only way you'll know about this is if you keep good records.


Key Thoughts

"For a business to be successful in the twenty-first century, it must be a direct marketer. Relying on one marketing method to build your business today is like swimming upstream with one hand tied behind your back. It can be done, but it is very difficult, and completely unnecessary."

"Computer-, satellite-, media-and Internet-related technologies have changed the way people shop in the twenty-first century. It stands to reason that marketers have to adjust to those changes by changing the way they market. To be successful, you now have to be a smarter, stronger and more agile marketer than your twentieth-century counterpart. Adopting a multi-channel approach to marketing today will guarantee you a successful tomorrow."

"You may already be making money using only one marketing channel. But think of the potential revenue and prospective customers you could be missing—all because you are stuck exploring only one small piece of your market. If you're using only one channel, you are most likely leaving millions in potential revenue behind. To grow your company, your customer base, and your profits, start expanding your marketing efforts to different channels. And don't wait until next quarter or next year. Get started today. Your company—and your bank account—are sure to thank you."

— Michael Masterson & MaryEllen Tribby




2月逛书市

启动你的心灵印钞机


书　名：
 心灵货币的力量（Relax into Wealth：How to Get More by Doing Less）


作　者：
 艾伦·柯汉（Alan Cohen）


你能拥有很多很多！



这个世界毕竟不小……


从光线幽暗的转角转过去时，我在半途停下，一股恐惧的寒意窜过全身。我紧抓着伴侣，倒抽了一口气。立在我面前的是只巨大丑陋、一脸凶相，令人看了就害怕的犰狳，体积有一辆福斯金龟车那么大。倘若它发动攻击，我们将毫无胜算，它可说是为了百年来惨遭人类汽车辗毙的命运而报仇雪恨。只不过，在这个当下，我们竟成了它的猎物……

我抬头看看犰狳头上的字牌，上面写着：史前犰狳实际尺寸复制品。

咳！

我们不是身处雾气弥漫的南美丛林里，而是在南佛罗里达的博物馆内。显然，许多生物古时候的体型要比现在大上许多。好比身长12英尺的袋鼠、翼幅1英尺宽的蜻蜓，或是与人类头颅大小差不多的花。而当阿拉斯加的特林家特（Tlingot）部落横渡川流时，河水中的鲑鱼更多到足以让他们踏着鱼身从此岸过到彼岸。

有些东西到现在还是很庞大，而且数量繁多。据科学家估计，我们可见的宇宙里有1,250亿个银河，其中约有700垓那么多的星星；我们最远可看到的外层空间物体距离地球150亿光年；尼加拉瓜瀑布每日的水流量为130加仑；你的心脏1天跳动10万次；长颈鹿可以用它21英寸的长舌清洁自己的耳朵；IBM的科学家研发出一种奈米碳管计算机逻辑电路，它由单一的碳分子组成，在一种只有人类毛发十万分之一粗细的材质上运作，强韧却犹胜钢铁。可见由小也可见大！

你不用搭乘企业号星舰，不必到非洲狩猎旅行，也无须透过显微镜观察，就能辨识出那些显现天地之间惊人富饶的征兆：你的草坪上共有多少根草？一株橡树共有多少片叶子？当你烤肉烤到天色渐晚，前来骚扰你的蚊子有几只？每年春天覆盖东京大地的樱花有几朵？全世界的海滩上共有多少粒沙？洛杉矶的高速公路在尖峰时段有多少辆车？一天之中有多少个计算机位穿梭在因特网？这个世界究竟有多少东西？而我们又能拥有多少？


最深刻的一句话——


“从容面对，你并不需要费力挣扎。答案是：很多，很多。”

尽管我们有些人可能会抱怨这个或是那个东西的数量为何那么少，宇宙却是生来就绝对、全然、壮丽、永恒、从不停歇、永无止境、超乎预期且让你下巴都要掉下来的丰盛。不只是够用而已，而是绰绰有余，事实上根本是铺张奢侈。

以我家附近山谷里的芒果树为例吧！6月开始结果时，我和朋友带着几把小刀和几条旧旧的厨房毛巾，一起健行到谷中。我们坐在树下，尽情地享用芒果，而那里的芒果多到我们绝对吃不完。我们望向地上，看到有10倍于我们吃掉的芒果在那边自行腐烂，并将回归大地，这就是奢侈。

尽管我们的妈妈很明智地责难我们，叫我们不要浪费食物，因为印度还有小孩在挨饿（不过现在那里的人会解决你的计算机技术支持需求，或是接听你的航空订位电话），宇宙却成就了令人惊诧万分之事：它极大量地创造出每一样东西，回收没有被用到的，稍后再让它以全新的型态出现。宇宙给予我们一切，但没有什么会减少或是失去。


这就是效率。


更了不起的是，一项杰出的计划确保了恒久的富饶，这个计划便是让所有的存在都蕴含着无限重生和繁衍的种子。一颗芒果种子能不断衍生出多少的芒果？无限量。而那还只是一颗种子！这真是深具远见而可靠的永续机制啊！

假如你能原谅我一开始这番长篇大论，你或可认知到：生命给予我们全体的是多么的丰沛，远胜大多数人的所知和了解。

这本书的用意很简单，而且实际得不得了，就是要启发你去认知这个世界有多么富饶，你能拥有的有多少，你理当得到的有多少，以及你能多么轻易地获得它们。只要你能掌握住这些问题的一小部分，其他疑问自会迎刃而解。

而那些在挨饿的亚洲孩童该怎么说？你或许这么会问。无端染上艾滋病濒临死亡的非洲人民又怎么说？无家可归的人睡在城市的阶梯上，从他们身边走过的人却正要回到自己舒适的家庭剧院？有人有钱有势，却因为灵魂的不满足而有如行尸走肉？倘若宇宙真是如此富饶，为何你每逢月初经过房东的公寓时都要闪闪躲躲？为什么？为什么呢？

我的目的并非否定、尽可能贬低或忽视肉体上、情感上，或是财务上的贫乏。我所要给你的是终结贫乏的钥匙。

建立你的心灵货币力量：

1 在你所在的地方坐好，或是到你房间的窗户前面，说出大量存在你眼前的5样事物。

2 在内心回想你所见之物以外的世界，诸如你的家，你去过、阅读过、听说过或想过的各个地方，还有你看过的照片。你可以想到最富饶的东西是什么呢？

3 完成以下的句子至少3次，而且每次都要写出不同的答案：

如果我知道我是活在一个供应我所有需求的富饶宇宙里，我会……

本书作者


艾伦·柯汉（Alan Cohen）


全世界畅销冠军《心灵鸡汤》系列的作者之一，每个月都有85本以上的杂志刊登他的专栏“发自内心”（From the Heart），备受全美各地读者的赞誉。他并著有多本心灵成长畅销书，被翻译成23种语言版本。

身为卓越的心灵成长大师，艾伦经常受邀上广播和电视节目，包括有线电视新闻网（CNN）、福斯新闻网、CNBC和许多晨间谈话节目，他的课程则定期在智能卫星频道（Wisdom Channel）上播放。他是亚米茄学院（Omega Institute）的教职员，曾在全美各地、欧洲、日本、印度尼西亚、南太平洋与南美的个人成长组织发表演说，也曾领团到马丘比丘、峇里岛和埃及等圣地，演讲内容涵括了个人成长、职场与精神启发、身心健康、人际关系，以及工作和生活的平衡。


编辑推荐学习重点



	负面想法带来负面能量，所以你愈是焦虑、紧张，事情就很难往更好的方向发展。

	只要你相信，自然就会产生力量。本书的信念与证言，将给你无穷尽的心灵货币。




文化异趣

解读自谦文化的艺术

“哪里哪里、托您的福！”“不过拙作而已，岂敢献丑……”

谦虚虽是美德，但华人的自谦文化，

总是换来外国人一脸信以为真的讶异和困惑。

到底哪里拙？哪里丑？哪里有问题？

还得仰赖东西方礼貌文化的相互了解、彼此谅解，

才能化解语言的隔阂，真正感受东方的谦逊有礼与西方的赞美艺术。

英国某家报社在2007年曾经公布一个有趣的调查结果：有66％的英国人表示，最想学习的外语排名前3位，依序是法语、西班牙语和华语。两年前，华语就以黑马之姿赢得了“英国人最想学习的外语语种”铜牌，两年后的今天，全球各地的“华语热”依旧方兴未艾。

学华语吸收汉文化，听说“Money都说普通话”

19世纪是英国的世纪，20世纪是美国的世纪末，21世纪轮到中国

如果您看过投资之神吉姆·罗杰斯（Jim Rogers）大师《给宝贝女儿的12封信》、《中国很牛》等著作，一定不难想象，为什么这位一向以有先见之明著称的创意投资大师，从小就让自己的子女学习中文。

“后其身而身先，外其身而身存。”

也因为中国市场牛气冲天的趋势锐不可当，在英国，原本以法文、西班牙文等欧洲语为主的中学生热门选修外语科目，随着中国经济起飞，遂让“中文”成为日益普遍的学习语言。然而，这股中文热延烧的范围不只在英国，近几年来，连美国也将中文列为高中生进大学前可选择先修的学分课之一，而因商业需求想学习华语的欧洲人士更是大有人在。据报道，绝大多数外国人学习华语，除了希望能以中文和华人沟通之外，更大的诱因是“想吸收中华文化迷人的精髓”。这5,000年来历久不衰、硕果仅存的世界文明，对于许多外国人来说，正如一颗莫测高深的神秘能量石，散发着巨大吸引力。所以，“学华语、吸收汉文化，在知己知彼的情况下提升竞争力，并进一步与华人培养良好的人际互动与商业合作关系”，是很多西方人士想学中文的最大动机。

眼见这股“中国热”持续蔓延，抱持着反正“技多不压身”的心态，趁这趟返台度长假期间，顺道报名了“华语师资班”。一来是为往后的生涯转职做准备；二来也想增强自己推广文化外交的能力，没想到，在学习“如何传授汉文化”的过程里，意外发现不少“东西文化差异”的有趣观点，“自谦文化”就是其中之一。

自信与自谦文化摩擦生火花

“哪里哪里、您过奖了、托您的福、这不过是班门弄斧、还要向您多学习……”受到夸奖时，以上几个范例，是华人社会里经常会听到的惯用自谦语。

“欢迎光临寒舍，这是敝人的小犬、这是贱内，粗茶淡饭招待不周，还请诸位贵客多包涵。”提到自己时，以带有贬义的自谦语来表达予以对方的尊重，也是中国人表现礼貌的一种方式。

在从小被鼓励要勇于表现自己的西方社会里，赞美别人和坦然接受赞美似乎是一件理所当然的事。就算是表示谦虚，也很少有西方人会在口头上以自我贬抑的称谓来表达对别人的尊敬。对照东西方两种不同文化背景的熏陶，可以想见的是，不管是在日常生活中实际接触，或是在课堂上的授课角度，自谦文化都很容易擦出东西差异的火花。

不打不相识，澳洲的“Yes and No二重唱”

多年前在澳洲布里斯本游学时，就读的语言班就曾出现过一个擦枪走火的例子。那时班上有位长发飘逸身材姣好的中国女生，某日上课身着一袭时尚装扮：开襟小荷叶领白衬衫，搭配凸显玲珑长腿的紧身牛仔裤，腰间挂着柳条般摇曳生姿的细丝流苏腰炼，脚踩同色系的咖啡流苏短靴，在简单利落中透着几许浪漫性感，紧紧抓住班上同学的目光。

“妳今天穿得好漂亮喔！我很喜欢妳这件白衬衫。”“这双马靴好美喔！搭这条牛仔裤刚刚好。”

“妳看起来像是一颗会发光的星星呢！”

班上善于赞美人的希腊、巴西、阿根廷籍同学，不约而同地望着那位中国女孩此起彼落的赞叹。

“没有啦！过奖了！我哪有像你们说得那么好。”中国女生带点害羞的样貌回答。

“有啦！我说真的，妳今天真的很漂亮。”为了表达真切心意，同学忍不住再次强调。

“没有啦！这只是旧裤子和旧鞋子，你的衣服比较好看啦！”华人受褒奖时习惯自谦，这位中国女生对于大伙的赞美有加，总是很客气地四两拨千斤微笑否认。

当耳边的“有啦、没有啦”（Yes and No二重唱），妳来我往地在耳边重复了好几遍，感觉得出来，原本热情赞美那位中国美女的某巴西同学声音开始变得有点不悦。“我说妳今天很漂亮就是很漂亮！”可能是不喜于自己由衷的赞美，竟没有得到对方正面肯定的响应，也可能是微愠于眼光被质疑，这位巴西同学丢下了这句话后，接着就面无表情地闭上嘴不发一语。当时，那位中国女生一脸无辜莫名反应不过来的神情，至今还在我脑海里记忆犹新。

时日一久，同学们在频繁的相处交流后，逐渐互相了解彼此的背景，所谓误解生嫌隙，了解生和气。东方的自谦文化和西方的自信文化在碰撞后，总算也因了解进而打破藩篱有了良好的共鸣。而“不打不相识”的那两位巴西女同学和中国女同学到后来竟跌破大家眼镜结成莫逆，感情好的两人，还常对换角色表演“Yes and No二重唱”——受到巴西同学赞美时，中国美女常促狭答道：“Yes, I know. Thank you.”而当中国美女赞美巴西同学时，巴西同学也不忘自谦地回赞：“No, I think yours are better.”然后两人相视笑成一团。

追本溯源，带“狗孩子”和“贱老婆”向老子学自谦？

出国之后，遇到几个到过亚洲经商、学中文的老外，有个曾经被外派到台湾担任金融主管的苏格兰人夹杂中英文半开玩笑地问我：“为什么你们受到赞美时常常会讲‘哪里哪里’（Where？Where？），还有会说自己的妻子贱（贱内）说自己的儿子是狗的孩子（犬子）？”

听见这般戏谑淘气的问题，即使我想要正经八百的答问，微扬抖颤的唇角却早已出卖了心中无法掩饰的笑意。

“和你一样，我从前也有过这样的疑问。”受到西风东渐的影响，许多初生之犊不畏虎的年轻一辈对于自谦文化，或多或少都有过质疑与欲反其道的心理，老实说，从前的我也曾是其中之一。

“随着年纪增长，慢慢发现，这样自谦甚至自贬以高人来展示尊重的文化，追本溯源，其实主意在于冶炼人们拥有更加宽广的胸襟。就像幽默的最高境界，往往是有胸襟自娱娱人的丑角或大师级的表现，而非是刻薄或耻笑别人来展现自己尊贵的次级玩笑。”听见我以西方人熟悉的幽默范例来做比喻，这位微笑颔首的苏格兰先生似乎较能理解自谦文化背后的真意了。

“如果你有读过《老子》，可能也听过：‘后其身而身先，外其身而身存’——处处退让谦虚反而能赢得爱戴，事事不计较得失利害，反而能身受其益成全自己。”知道无为而治师法自然的老子学，在西方已盛行多年且颇受欧美人士推崇，每每在讲述汉文化时总不忘引用一番，以收服人心。

“好，我知道了。下次出来，我会介绍我的‘狗孩子’跟‘贱老婆’给你认识，到时候请你再讲更多的‘老子’给他们听。”

听到“狗孩子”（犬子）跟“贱老婆”（贱内）这两个特殊用语，我再也忍俊不禁地捧腹大笑，随后连忙提醒这位仁兄正确的语汇，希望他以后别再闹这么可爱的笑话了。

知足亦知不足，并行不悖的成功特质

俗语说得好：“做人要知足；做事要知不足；做学问要不知足。”

受过东西方思想的激荡与洗礼，我慢慢发现：乍看之下观点似乎不同的自谦文化与自信文化，其实是相辅相成并行不悖的。“自谦，是刻刻谦容虚怀，不将自己的观点或想法当成唯一真理；自信，是建立在不断学习与累积知识经验的基础上，对自己发自内心的认可。”放眼历史上的成功人士，往往同时具备有自谦和自信的双重特质，才能敢于否定不足，进而务实地自我超越。

作者简介


吴启铭


1974年台湾出生，以地球村里一分子与国际公民自居，立志四海为家，习惯从实作中验证理论，自理论上落实信念。在工作上，经历媒体、广告代理商、进口酒商，如同鲑鱼溯游而上般、一路游到了原产地制造商，居住英国迈入第4年，现为威士忌酒商驻爱丁堡办公室负责人，同时亦在爱丁堡商学院在职进修EMBA，对于英国文化与苏格兰威士忌的丰富深度着迷不已。


葛韦里


永远在矛盾中追求完美平衡的牡羊座A型，毕业于文化大学广告系、格拉斯哥（Glasgow）大学企管硕士，出国前从事广告文案工作，2005年流浪到爱丁堡，开始全新的生活探险，出国后曾任职苏格兰国家图书馆活动部门，目前正朝自由写手、华语教师与家庭主妇等多重角色迈进，最大的人生目标是当一个边写作边环游世界的贵妇。著有《阿里叭叭的摆浪人生》、《到哈利波特的故乡，流浪》等作品。
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