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Anything Goes If You Eﬁse Right Pitch

F Y OLT use the right pitch you can
cuell anything. Or, conversely,
le will buy just about anything

offered if they can be convinced it
will. make them more comfortable
or lappier.

-Most of us turn through the adver-
tisements looking for things we
might need or want. To gel a betler
perspective on American business
ingenuity take a closer look at the
mnng items offered for sale that you

in the market-to buy. Some-
b-udar hll:"ii enough of them to keep
the firms in business,

Food is No. 1 on éverybody's shop-
ping list — raw, pre-coaked, ready-
to=serve, or being served. Fast food
in the form of beefiburgers or Iried
chicken g popular but an eastern
firm has become raled among the
natibn's top 30 private companies
by  promoting the saie of raw,
piucked, naked chickens.

Anolher enlréprendus marketed
tadpoies in plastic copilainers as
lenp year novellics. Buyers were
todd they would grow into frogs,
presumably giving them a leap
ahend, someigw,

A Californian has buill a coast-t1o-
coast business selling franchises for
designing bedroom and other homde
closets. Most people probably build
their own shelves and position their
own hooks but this man sold the
idea his firm can do it better,

Humerous businesses have turned
to “gimmicks” and premiums 1o
help do their selling. Sometimes
more emphaszis is given w0 the gim-
micks than to the products.” Pros-
pects respand in numbers to offers
of famtastic fortones, trips, mer-
chandise awards and bonus gifie.
Products become secondary but
customers buy.

Some authoritles think that op-
portunities o start new businesses
and sell new services or products
are increasing. In a copyrighted in-
terview kn U5, News & World Report
(Mar. 28, 1984) Pewer Drucker, man-
agement expert, said “We bawve on
our hands an entreprensurial boom
the like of which we have ol seen in
acenfury.”

The selling of ideas is important,
teo. An editorial in The Wall Strect
Journal recently discussed the

lransf-:umatmn of the United States
from “a falrly steaight-laced tradi-
tlon to one in which almost no be-
havior is socially proscribed.”

It said that “basically what has
happened iz that the new morality
of hig cities such as New York, Los
Angeles and S8an Francisco was lm-
posed on the rest of the country by
mavies, TV, magazines, advertising,
music novelists, playwrightis, and,
through default, by organized relig-
iom.”

The business world is after our
maney, our minds and our loyalties.
We want products and services, Pro-
moters . dovise eclever schemes to
complete the deals. A recent ad in a
business magazine was headlined:

"SELL DHRTY. It affared computer
software if cloim#d wouid give
useTs a “secrel advantage” In any
negotlintion. )
The topper, however, may be a
book published last fali with the
“tithe-*Buy Low, Sell High, Coliect

Early and Pay Late.” Thie should be
enough fo intlmidate any prospec-
tivie customor.



