
 

Are You Remarkable? 
The Easiest, Least Expensive Marketing	

“The greatest form of flattery is a referral.” 
                                                                                                                          -Career Line 

Tonight, our family is going to eat at a fabulous steak restaurant. No, it’s not Ruth’s Chris 
Steakhouse, Logan’s, Shula’s, Texas Roadhouse, Flemings Prime, Outback or even Longhorn.  
The Cattle Ranch is a local place in Sanford, FL that has been in business for over 40 years.  We 
ate there for our first experience last month and couldn’t believe how great the food was.  The 
prices were very reasonable and the service was excellent. It is housed in a building that is not 
distinct as seen from the road, but quaint. 

How did we find it? I was searching my Yelp app and it popped up. This was the most recent 
review that appeared: 
 
“The best steak I have ever had. The food made everything worth it. This was the thickest and 
juiciest filet minon I have ever had.” 

We tried it out with some friends and the meal and service were terrific!  So, we began telling the 
rest of the family and friends about the place.  Voila! We’re going back with different people. 

To my knowledge the Cattle Ranch doesn’t buy media ads.  They don’t have pricey billboards.  
They don’t take out newspaper advertisements.  They don’t even give coupons in the mailer that 
we receive each month. They may have when they got started in 1983, but they don’t do any 
physical advertising.  I can’t even find their website. 

So how have they stayed in business? Why didn’t they go out of business in the numerous 
recessions since the early 1970s?  What have they done to get people coming in the door and 
satisfied enough to write reviews like the one above… in Central Florida?   



We have Disney World (with more restaurants in more locations than you can count). We have 
Universal Studios, downtown Orlando with it’s wonderful attractions, International Drive, 
loaded with superb restaurants, and many, many more food locations… not to mention the close-
by seafood of the beaches. 

 

Remark-able! 

The advantage Cattle Ranch has is that they deliver a “remarkable experience.” By that, I mean 
they give you food and service that customers remark on repeatedly.  They depend on people to 
tell their family and friends about how great they are. 

When was the last time you saw an advertisement for Starbucks?  I don’t remember seeing a 
print ad for Christmas blend or Café Verona. I can’t remember seeing an advertisement for 
pumpkin spice latte.  But when it is available in their stores, everyone seems to know it. 

When was the last time you heard an advertisement for Waffle House? I know that sounds 
ridiculous, but this restaurant chain has been in business for over 60 years and it shows no sign 
of going under.  What keeps them in business? 

Finally, when was the last time you read an advertisement in print media or on a billboard for 
Google?  I don’t know if I’ve ever seen one, but if you want to find anything on the internet, 
most people refer to the search process as “googling.”  How did they turn their name into the 
action they deliver?  In fact, what is the least expensive and most successful form of advertising 
you can throw your efforts and money into for success above all other?   
 
The answer is “word of mouth” advertising.  Websites, radio and television spots, printed ads, 
billboards, referrals online go farther than a website dedicated to you (although I don’t advise not 
having a website for your business). Word of mouth referrals and reviews will do more for you 
with less cost than television, radio, newspaper, magazines and even your website many times. 

The way I first knew Whole Foods existed was from friends that exclaimed, “You gotta go and 
shop there!”  The experience was so unique that I went back and started telling people about it in 
my presentations. Whole Foods didn’t have to pay for that endorsement… they EARNED it by 
the unique experience they provided for me on my first, second, third, etc. trips there! 

Honestly, I can’t remember ever seeing an advertisement that Facebook paid for before I signed 
up for the service. 

 

 



Referrals 

Did you know that mass mailing has a 7.5% return rate? Yet we are bombarded with mail every 
day that goes directly in the trash can. My friend, Joe Bonura, told me that in telemarketing, you 
can expect 2.5 paying customers from 300 dial-ups. You need something else working for you, if 
that is your only method of outreach. 

Last summer I spoke to a group in Florida with a health care association. As always, I asked for 
referrals on my evaluation and business cards from the group of 350 attendees. I followed up on 
every request.  Then two months later I received a telephone call from someone in another state 
looking for a keynote speaker for an unrelated group. I asked where she heard about me. She 
mentioned a gentleman who said the program in Florida was superb and he could envision me 
speaking for her CEO roundtable on the subject. 

"One customer, well taken care of, could be more valuable than  
$10,000 worth of advertising." 

-Jim Rohn 
 

Jeffrey D. Epstein has some suggestions for you to start your referral marketing and keep from 
throwing money on marketing that doesn’t pay as well.  He quotes a Texas Tech study that says, 
“while 83 percent of customers say they’re willing to provide referrals after a positive brand 
experience, only 29 percent actually do. That chasm exists for many reasons, but it’s often 
exacerbated by a failure to properly prioritize and manage a referral program.” 

Here are five do’s and don’ts that Epstein lists for referral marketing: 

1. Do give customers the tools they need to promote your company. 

You need to make the referral process as simple as possible. This might mean creating a hashtag 
that customers can share on Twitter, or developing email templates that ensure ambassadors use 
the right language and share the right landing page URL. 

2. Don't expect customers to always be thinking about you. 

Stop assuming customers always have you and your brand on the top of their minds. If you’re 
not constantly looking for opportunities to engage your most loyal customers, then you’re 
missing a huge opportunity to encourage and initiate conversations about your products or 
services. 

3. Do think about who (and how) you ask for referrals. 

To operate a successful referral marketing program, you must consider who you’re targeting, 
where those people are most active, and which incentives are most likely to influence specific 
actions. Early adopters love being the first to discover or experience a new product.  



4. Don't “set it and forget it.” 

Once you get a referral marketing program up and running, it’s easy to fall into the trap of 
assuming the engine will run itself.  Like all strategic marketing initiatives, referral-marketing 
programs thrive in an environment of perpetual optimization. This is where referral marketing 
software can be enormously helpful. 

5. Do incorporate referrals into your overall marketing strategy. 

The best referral-marketing programs (see Yelp, Airbnb and Dropbox) share a common thread: 
referrals are embedded into every aspect of the user experience. Referral calls to action are 
included in newsletters and blogs. Employee email signatures feature referral messaging.  

These are just a few ideas Jeffrey Epstein gives to get your referral marketing strategy going 
strong.  
 

Several years ago, I spoke for a state association convention. Two gentlemen in attendance went 
back and told their CEOs about the presentation they heard. As a result, I was contacted by both 
companies and have spoken a total of five times for both groups! Not bad results from one 
presentation!  I couldn’t have reached these people better spending money on useless ad 
campaigns to people who would have no idea whether I could deliver what they wanted. Instead, 
their own people went back remarking on my behalf. 

Personally, I prefer to spend my money on programs and campaigns that generate the most 
returns and good business… my customers!  You need to get referrals that work for you by 
focusing on the experience being so great that people will remark on you to many, many others.  

Ask yourself. “Is our product or service remarkable enough that people will talk about it to 
others long after they experience us?” 
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