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As business owners, we don’t like to spend money on 
things that cost more than they return. Our company 
is no different, and we have found some creative ways 
to make “stuff” that we already spend money on work 
even harder for us. These things didn’t cost much, but 
they greatly improved our business.

Company Name
We found that our company name was just a name: 
It had wireless in the title but didn’t specify what 
kind. We never thought about it until an EO meeting 
when Verne Harnish advised us to brand ourselves  
by saying exactly what we do. I wrote down 
BlackBerryGuy— we offer BlackBerry solutions, so 
why not be The BlackBerryGuys? We still use our 
corporate name of NationLink Wireless but have 
built a sub-brand around The BlackBerryGuys that 
works for us big time.

Business Cards
We buy them all the time and hand them out to 
everyone. This is an everyday necessity that, by 
making a few simple changes, we were able to use 
as a major marketing tool. By just adding the tagline 

“The BlackBerryGuys,” our card now tells most of our 
story and potential clients are asking us questions. 
Questions are the best thing we can hear.

Employee Titles
People ask me all the time what I do, and I tell them 
it is my job to accelerate our business. So instead 
of CEO, I became the Chief Acceleration Officer. We 
renamed everyone, allowing ourselves to be creative. 
We have a female sales representative who is the 
Princess of Persuasion, a financial person who is our  
Chief Reality Officer and a support person named 
Keeper of the Magic. These new titles keep people 
asking questions and make us happy. 
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Positioning
When one speaks on a particular subject,  
we automatically label that person an  
expert. Like all businesses, we want  
to be known as the experts in our  
area. So we started looking for topics  
and opportunities that would allow us  
to get in front of a group and speak as 
an authority on “mobility.” Now we are  
speaking to our core verticals all around the 
country. Once on stage, we are the expert and 
they trust us with their businesses.

Endorsements and Testimonials
What clients say about us is infinitely more 
important than what we say, so we began asking 
every client to write a testimonial. We found that 
most were happy to— all we had to do was ask. 
We now use these statements everywhere...on 
our website, in our marketing materials, in every 
email blast, in a book we keep in the waiting area, 
in sales books that we carry and even in our radio 
and billboard campaigns. When we work with a 
well-known person, we ask that person to record  
a radio spot or agree to let us use his or her 
likeness and words in our ads. And we found that 
more times than not, they will.

These are a few ways that we get a little extra 
bang for our buck. Maybe something will strike 
an idea for you and your business. I’m happy to 
share ideas and other things that have worked 
for us. Just email me, The BlackBerryGuy. 
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It was 1974, and no one thought twice when my 
mother let her 8-year-old son deliver doughnuts 
door to door. Every Saturday before dawn, the Krispy 
Kreme truck delivered a pallet of fresh-boxed dough-
nuts to our front yard. That first morning, I packed 
my wagon with doughnuts and walked next door. Mrs. 
Hettenhouser explained that she didn’t want all that 
sugar in her house but gave me a dime to buy myself 
a doughnut. Then I went to my best friend Donny’s 
house. No one answered, so I knocked louder. Donny 
loved doughnuts. Before I made it to the corner, I 
learned my first lesson— don’t bother with houses 
that don’t have any lights on. 

A few hours later, I learned the next piece. Doughnuts 
don’t sell well in the afternoon. My doughnuts sold 
easily in the first couple of hours after people turned 
their lights on. During the next few weeks, I figured 
out that if I could make it to a house before they ate 
breakfast, a lot more people would buy. 

My Uncle Denny put big baskets on the back of my 
bike. I had to move fast. I started learning who would 
buy every week. First thing when the truck came, I’d 
ride to all of those houses and leave a box of dough-
nuts inside their screened doors. I’d come back in 
the afternoon for my money. 

A few minutes later, I’d ride my bike through the same 
neighborhoods and watch for houses with lights on. 
Those were my hot prospects. Then, as the morning 
got later and even the hippies had finished breakfast, 
I’d ditch my bike and bring my little brother David 
along. David really helped sales. He was so cute. 

Today, I’m a direct marketing consultant. And the 
lessons I learned with my Krispy Kreme doughnuts 
help my clients net a lot more money.
 

           Sell to current customers. 
My doughnuts would have been stale by Sunday 
morning, so I never tried reselling the next day. I’m 
sure that if I had, my best prospects would have 
been the same people who bought the day before. 
It’s never too soon to resell to current clients. And 
it’s almost impossible to sell to them too often.
 

           Don’t give customers the 
         chance to say no. 
Once I knew who was going to buy every week, I 
delivered the doughnuts without asking. Just about 
everyone I delivered to paid for the doughnuts I 
dropped off. The few boxes of doughnuts I wasted  
on people who were out of town or on diets were 
more than paid for by my steady sales.
 

           The first sale is always the hardest. 
That’s why I brought my brother along. Packaging 
matters. And when you sell a service, your humanity 
is your packaging. Share details of your life with your 
customers. If you’re selling a product, the packaging 
is just as important (if not more important) than what 
you’re selling. Use what you have. Make sure your 
customers and employees know what makes you and 
your product unique.
 

           Deliver what you promise.
 I wouldn’t be at all shocked if my mother still has 
boxes of doughnuts in the back of her freezer. 
Because there was a Saturday morning 32 years ago 
when snow was piled on the ground and the truck  
came late. And even once the truck came,  I didn’t 
move very quickly. I ended the day with a lot of extra 
doughnuts. Even worse, some of my regular custom-
ers cancelled their “subscriptions” when I showed 
up at their doors after lunch. They were nice about it, 
but I gave them an opening to say no. 

TIMELESS MARKETING LESSONS
AS TRUE NOW AS THEY EVER WERE
DENNIS HOFFMAN

EO DC
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