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Everyone else is already taken!
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Are You 
Headed the 
Right Way 
with Your 
Marketing?
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CHANGING

Some of these lessons come from 
counterintuitive origins: simplicity yields 
powerful messages, jokes often come from 
serious subjects, and the audience needs 
to be so enthralled that they forget about 
time. But for me, each of these pieces 
are a part of an overall mission of finding 
direction for each client, rather than 
assuming that my skill set and a standard 
presentation will serve all. The former 
approach speaks to having direction, 
and the latter to misdirection. This 
article is about marketing misdirection, 
and how as marketers of services, no 

matter what our line of business, we 
can find better direction when we think 
about changing what we’ve done in 
the past into a new way of thinking.

The State of Misdirection
Most people are in business to serve 

their own needs, but ultimately that’s a 
misdirection. All too often, I encounter 
speakers so lost in their own ego that 
they are unbearable to watch on stage. 
Their presentations are self-serving;  they 
want you to buy their book after the 

speech, or they are so focused on getting 
rebooked the following year that they lose 
sight of what is truly the most important 
element: the audience. REALTORS® 
would be wise to consider the same ideas 
when pitching and serving clients.

When we offer services, the recipient 
is our top priority; we must know their 
needs, their fears, and how they will 
benefit from what we offer. Real estate 
isn’t free, so what can result in the 
buyer feeling confident and satisfied 
in money well-spent? They must feel 
that the direction they chose — to 

work with you — was the right one!
The state of being misdirected in 

marketing is the state of being self-serving. 
But misdirection can sometimes be a 
positive when working with clients: those 
we serve do not need to know the inner 
workings of our efforts to serve them. They 
don’t need to know that we canceled a 
double-booked meeting in order to make 
their meeting instead. They don’t need to 
know about any of the frustrations from 
our process. They simply need to know that 
they are well-served and well-serviced — 
that’s it. And if that process is sincere, the 

client will know it. Clients can sense sweet 
talk; they can spot manipulative ads. And 
likewise, they know when people genuinely 
care. So leave the frustrations of your work 
life behind when working with clients. Let 
them see what should be at the core of 
your motivation to work with them: them.

I incorporate juggling into my keynotes, 
both to entertain and deliver messages. I 
have spoken for clients all over the world 
and paid close attention to the needs of 
those clients and of every audience. I focus 
on how they react. I think about what 
works. I think about why people react. 

Sound familiar? … Marketing works the 

same way. And often what a client sees isn’t 

what is really happening behind the scenes. 

Sometimes this can be a good thing: a trick 

that looks easy actually required endless 

practice, or a cleverly spoken line might 

have gone through a dozen revisions. But 

the most important lesson I have learned 

from my art and craft has been about why 

I do what I do. It’s not about looking good 

or seeming successful; instead, it’s all about 

serving the audience, and most importantly, 

giving them something of real value.

IN YOUR

B
EING A KEYNOTE SPEAKER AND AN ENTERTAINER HAS TAUGHT ME VALUABLE LESSONS 
ABOUT HUMAN INTERACTION. MY MATERIAL HAS TO BE RELEVANT AND POWERFUL. MY 
APPROACH NEEDS TO BE ENTERTAINING. THE AUDIENCE NEEDS A SENSE OF WHO I AM 
ON A PERSONAL LEVEL. AND EACH PERSON IN THE AUDIENCE NEEDS TO FEEL AT THE 
END OF THE PRESENTATION THAT THEIR TIME WAS WELL SPENT.
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THE STATE OF BEING MISDIRECTED IN MARKETING IS THE STATE OF BEING SELF-SERVING

MISDIRECTION
MARKETING

“We as individuals are in a state 
of constant change — not just 

socially and not just in terms of our 
business and our lives, but literally.” 

by Greg Bennick
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Time for a Change
There is a quality to a quiet room filled 

with sudden applause that I never take 
for granted. If I have learned one thing in 
my years as a juggler and speaker, it’s that 
life — like that room and the audience’s 
response — is in a state of constant change. 
I may be skilled at throwing and catching, 
but with so many variables, I never know 
exactly where a ball will fall. I like to think 
that every throw is a bad throw and it’s 
up to the other hand to correct it. Thus 
I am constantly in a mode of considering 
how and where I can rework patterns to 
eventually grow as an artist and keynote 
speaker and ultimately offer more impact 
to my audiences. There is always room to 
grow if I am willing to break out of patterns 
that have kept my creativity and expansion 
locked down until that point, and especially 
so if I keep others’ experiences in mind. 

We as individuals are in a state of 
constant change — not just socially and 
not just in terms of our business and 
our lives, but literally. Our hearts beat, 

we inhale and exhale, and from moment 
to moment, we think new thoughts and 
generate ideas and we’re different than 
we were before. We, in the moment of 
reading this sentence, are not the people 
we were before we started reading this 
article. When we embrace that we are in a 
constant change, we realize our potential 
to guide that change and to influence not 
only our lives, but the lives of those around 
us. We must be willing to embrace new 
creative directions based on new situations 
— especially in terms of those we serve.

Let’s consider that the way we’ve 
approached marketing could change. Since 
I began juggling as a teenager, I have had to 
become an expert at playing with patterns 
as well as both exploring and embracing 
change. When I find myself at an impasse 
with a move, the best decision to work 
through it is to change my approach. I 
am doomed by repeating the same step 
over and over but not questioning why 
it isn’t working the way I hoped. And if 
life is to be lived fully and our potential 
is to be expanded, we owe it to ourselves 

to not just live on repeat, but to seek 

revision in order to expand and grow.

Traditionally, we think of marketing as 

being about sales. And we think of sales 

as leading to profit.  And we think of profit 

as the ultimate gain — the final answer to 

the question held like a neon sign above 

far too many of our heads: “what’s in it for 

me?” Profit is like the speaker hearing the 

audience’s applause; at face value, applause 

seems like the payoff. But the real payoff 

runs deeper — applause is simply people 

hitting their hands together. Why they 

applaud is the real payoff; I only reach 

that point if I have served their needs. 

When I aim solely for applause but don’t 

consider the inspiration behind applause, 

I am misdirecting my approach; I have 

forgotten about serving my audience. 

Likewise, when we focus first on profit 

as marketers, we inherently skip service 

entirely. Profit can actually be poisonous 

to our success and to the experience of 

our clients since there is no way to have 

integrity when our goals are self-serving.

“When we focus first on profit 
as marketers, we inherently skip 

service entirely.” 

Authenticity is Key
Having integrity is ultimately 

about being authentic and true with 
others. We can’t say one thing and do 
another; if you do, and if your secret 
goal is profit before people, consider 
rethinking your misdirection. A new 
approach: make marketing about 
service. Think about the impact if your 
primary goal is your service, and how 
it benefits others, rather than profit 
as the principle goal itself. In the past, 
when I pursued profit as a primary 
focus, I found myself immersed in a 
lack of authenticity. I offered subtle 
manipulations to coerce the buyer, and 
while this might work short-term, I 
was left feeling like I sold myself out.

A few years ago, I bought a new car. 
During the test drive, the salesman 
told me some pieces of information 
that were outright lies, all inspired 
to motivate my purchase. I knew 
they were untrue because I did prior 
research myself: the particular stereo, 
for example, which came in stock 

in this make and model, cost the 
dealer $120 and retailed for $250. 

“That’s a thousand-dollar stereo 
there,” the salesman said. 

I smiled and bought the car 
because I needed a car right away, 
but I never forgot that. And far more 
importantly, I swore to never buy 
from that dealer again. In fact, I 
swayed quite a few people interested 
in my car away from that dealership 
and away from the brand overall. 
That lie and that misdirection in 
marketing cost the dealer both new 
customers and repeat customers 
just from that one instance — never 
forgotten — of total inauthenticity.

You can see where this is going: 
be sincere and be genuine in your 
work. Consider the buyer first and 
foremost. Serve them like your life 
depends on them … because it does. 
Your clients are your livelihood. Treat 
them with the respect they deserve 
and they will weigh that deeply in 
their consideration when they are 
making buying decisions in the 

future. After all, you are not offering 
them one transaction: hopefully you 
are going to be offering them many 
transactions, because each will serve 
them so well that they will want 
more of what you have to offer. The 
benefits will come to you, especially if 
you agree to change your marketing 
misdirection into a direct focus instead 
on your clients and their needs. 

If you take that new approach 
and break your old patterns, 
inevitably you will hear inspired 
and enthusiastic applause from the 
clients who you work to serve.

Greg Bennick was the keynote speaker 
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Convention on September 10, 2012. 

He is a professional keynote speaker 

offering presentations in change 

management and marketing for his 

clients. He lives in Seattle and travels 

the world constantly, connecting with 

people and listening to them. He likes 

Thai food, cats and sincerity. Greg 

can be found on the web at www.

gregbennick.com. 
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