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Twenty-five years ago I encountered a college professor who was a marketing genius. She wasn’t in the
business school or in one of the communications-related disciplines; she was in the humanities. But she
produced a course description that was so effective, compelling and direct that it reeled in four hundred
students every semester. We’re not talking about a glossy brochure or fancy marketing package here;
just the sort of ordinary, essential communication that colleges and universities crank out by the ream.
What did my professor know that eludes so many marketing professionals? What did she do to turn a
single sheet of paper with some copy on it into a potent marketing tool that drew in the audience she
wanted in abundant numbers?
Five principles governed that simple little piece my professor wrote — and most of her interactions
with students and others. These five things were the secret of her success at engaging with people and
they have been at the heart of mine as a marketing professional. I hope that they will prove equally
powerful for you.

1. No communication is ordinary.
We are all busy, and a huge amount of information passes our desks in both directions.
Some things get more attention than others and some things are dearer to us. Nevertheless,
if something is important enough to communicate about, it’s important enough to
communicate about it well. My professor was a very busy woman with an elderly husband and
large property to care for, in addition to her academic duties. Nevertheless, when the dean,
registrar or whoever asked her for a course description, she treated the assignment as if it were
the most important thing she had ever written. It probably took a little extra time to construct
the description this way instead of viewing it as an annoyance as so many other faculty
obviously did. But it served her well for many years and saved her time in the long-run.
If it’s not worth taking the time to do it well, it may not be worth doing.

2. Conversing is more powerful than informing.
Everyone has picked up some printed matter and, either bored or browbeaten by the relentless
tone of its advocacy, put it down again quickly. There’s a fine art to conversing with someone
who is not present. My professor was an expert at envisioning her audience and presenting
what she wanted to say as if her students were right in front of her. She wasn’t telling us what
she wanted us to know; she was telling us things that might interest us and couching them in
terms that made it clear that’s what she was doing.
Envision your audience and write as if you were speaking to it.

3. People like being spoken to by other people.
When I was first learning the rules of the language, we were taught that it was important to
write most things in the third person. Some teachers even believed that the first and second
person were improper except for personal letters. Times — and expectations — have changed.
Few of us write letters in the traditional sense any more. And most of us do not have the
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Your call to action can be almost anything, as long as your audience is likely to
—and keeps the relationship growing along with it. But if there is any hint of unease or dissatisfaction,
value what you’re offering.
I can spot it early and work with the client to fine-tune the relationship to meet their evolving needs.
Almost everything else about marketing is concerned with how you build these five principles into your
strategy and what tactics you can construct to follow through on them. It is wonderfully, impossibly
simple and so profound that it took an art history professor to teach it to me.
Keep your clients coming back for more (with a little help from Evoke).
Evoke Strategies is a strategic communications and marketing firm that helps service professionals—including
attorneys, financial service providers and technologists—develop and deploy uniquely powerful messages.
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Marketing communications is one tool you cannot afford to neglect. And producing something that’s “good
the work we do with you will help you provide your clients with even more of the value they’re desperate for.
enough” just won’t cut it, no matter how ordinary the communication seems to be. Start working with Evoke
Visit us on the web at www.evokestrategies.com for more information. You can also call 212.967.7611
today and powerful, straightforward marketing communications will be right at your fingertips..
or email info@evokestrategies.com for a free consultation.
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