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The first e-book explains the first quadrant – from Complexity to 
Simplicity. If you do not have this one, please hop back onto the 
website at www.essencecomms.com.au and go to the ‘Resources’ tab 
to access a range of e-books including the first e-book in this range.  

So this e-book is looking at how to gain greater commitment by moving 
from Confusion to Clarity.  

People often say isn’t KNOWLEDGE and UNDERSTANDING the same 
thing? And this is the crux of this quadrant because they are absolutely 
two different things. Knowledge is good, it is important, and given no 
information at all, is an excellent starting point. But ‘knowledge’ is not 
the same as ‘understanding’!  

Let’s think about some major fashion retailers to help put this into 
context. If someone was to decide they needed a new jumper, it 
would be pretty easy to satisfy that need. If they headed to a major 
shopping mall there would be no lack of choice, they are going to be 
able to satisfy the functional need for a jumper somewhere in that 
centre. There would be massive choice as to how much they pay, 
where they go, what it looks like - I am sure they will find more than one 
that will do the job.  

But now, how does the cardigan make that person feel? How do they 
make the decision between one and the other? Not just on warmth 
and/or functional reasons. (The men reading this may well say yes we 
do, what else is there?! If so, think about your wife going shopping!).  
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So it is true that not every jumper is the same. Not every product is the 
same. There is a difference between knowledge and understanding, 
and understanding helps you navigate through why someone chooses 
one product or service over another.  

In the quest for knowledge we may ask our customers why they make 
the choices they do. The problem with that approach is that sometimes 
they don’t tell the truth. I’m not saying they deliberately lie, or are 
misleading and calculating – but sometimes they are unable to put 
their own finger on why they have made that choice. They do not say 
‘I bought a Mercedes Benz because the three point star just makes me 
feel really good’! They say ‘I bought a Mercedes Benz because of the 
superior safety and technology features’. Now that may well be true – 
but we all know how important the three point star is to Mercedes 
drivers!  

So knowledge is one thing and it is important. But the other aspect is 
understanding – and often that’s the difference between what a 
customer says and how they feel, because your ability to navigate 
from confusion to clarity is absolutely the key in being about to get 
greater engagement.  

Some people ask if this is a different dynamic in Business to Business 
industries, or Industrial or Pharmaceutical for example, not just 
Consumer Goods. And do you know what? At the end of the day, it is 
exactly the same. The context may be different, but the process of 
deciding one supplier over another is the same.  

Take Government for example. They are experts in ensuring they take 
all the emotion out of their decision making and provide a contract 
basis that has all of the functional stuff in there. Yet how often have you 
lost a tender in a B2B job and strongly felt they just went with a supplier 
they trusted more? Now they’ll never tell you that – not just 
government, most businesses don’t really tell you why you have been 
unsuccessful. But they’ll have yards of supporting factual information 
on why you didn’t get the gig. Truth is, they had more confidence in 
someone else.  

Similarly, think about your workforce and why people leave. They may 
say it is for more money – but by and large, most skilled personnel can 
always get $10,000 more going elsewhere, that is not the reason why 
people leave. It will be because you haven’t done enough to build 
greater commitment, that’s why they leave.  
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So whether you talk about external marketing or internal marketing, 
whether your employees are the people you want to commit, or your 
customers, whether you talk about the industrial sector or the 
pharmaceutical sector or whatever, the psyche of consumer 
behaviours and why people make the decisions they do is what is 
important, and that actually doesn’t change. The context clearly does 
change, there are aspects of day to day work that are different - 
different set of complexities, different market structures etc, and all of 
that needs to be understood, but the basic premise is that when all is 
said and done, someone is making a decision on the basis of emotion, 
and using rational reasons to justify why that is the right decision.  

So there are two levels you need to understand to market properly. 
You have to of course know the functional story – you cannot sell 
something that does not in fact live up to its functional promise.  

But I find it is the story telling, the emotional promise that gets the job 
done every time.  

I got sold a very expensive Nicholas Dattner table not because it was 
wooden (we looked at lots of other wooden tables) but because he 
told me a story about my family sitting around this table for 
generations, he painted a picture of the time we are going to share 
around it together, the family meals, the births, deaths and marriages 
that this table will see. I bought into that story 100% and it cost me 
$3000 - it sold me the dream of family time together and that is what I 
bought. I didn’t just buy a table. That’s the point.  

And not only did I buy that, but I have continued to justify it - the family 
eating meals around it (which never happens!), the whole wonderful 
experience is what I tell myself to justify the cost.  

So I think the power to story tell is really important -you need to invent, if 
you haven’t already got it, some mythology, some emotion around 
what it is you sell, and that requires understanding of people, not just 
knowledge.  

I reckon in lots of businesses today, we strike out emotion because we 
think there’s no room for it. I believe it is the opposite, there are many 
great stories about quality, about confidence, about truth well told. But 
we don’t really tell our customers, we don’t romance them because 
we think they are not really interested in that, they just want the price 
and the basic stuff, that’s all they are interested in. And maybe in some 
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markets that is true – but I’m willing to bet not nearly as many as we 
may think.  

Part of understanding is to understand what drives people. And I have 
found there is a basic ‘law of marketing’ that describes every market. 
Now if we think of any market as a frequency distribution, the bell 
curve looks like this:  

 

So when you think about your ‘customers’ be they external ones, or 
internal employees, this basic frequency distribution occurs.  

You have a percentage of people I call your ‘lovers’. I sort of think of 
them like those punching clown toys you used to get when you were 
small? They had water in the base, and no matter how hard or how 
many times you punched them, they continued to pop right back up 
at you, grinning maniacally! These are the Lovers, they are evangelists 
for your products or services, they need no convincing of the value, 
and they spruik it naturally to their friends. They normally constitute 
around 5-15% of your customer base.  

Then at the other end of the bell curve you have your ‘rejectors’. And 
frankly, it matters not what you say to them - forget them, they are not 
your target audience. They do not want what you are selling, even if 
you stood in front of them and gave them the pitch they would remain 
unmoved. There’s ‘rejectors’ in every market and they also generally 
comprise around 5-15%.  

Then you’ve got the people in the middle, what I call your 
‘ambivalents’. These people are generally open to your story, they are 
just currently un-engaged. They have the potential to be both Lovers 
and Rejectors – depending on how well you tell your story and the 
experience they have with you. And in marketing terms, they are 
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generally our core target. No point spending against the Lovers, they 
are already ‘with you’. No point spending against the Rejectors – the 
Ambivalents are the ones you need to identify and then market both 
the functional and emotional benefits of your products or services.  

The final point I want to make about the importance of understanding, 
is that when you truly understand what drives a person, telling ain’t 
selling! Far too often do I see marketing examples where the strategy is 
just to ram it home the message home to people in the vain 
expectation that just by telling them over and over again, they will 
respond in kind. There’s some really lazy marketing thinking that 
suggests ‘if people only knew a,b,c then they would behave in this 
particular way’. If that was true, then no-one would buy cigarettes 
would they? If ‘people only knew’ smoking was dangerous for them, 
they wouldn’t smoke. Right?  

Part of true understanding is knowing how to motivate and inspire 
people with your message, not just hit them over the head and expect 
they will respond. Sometimes telling them over and over again is 
counter productive. For example, if I was to tell you a thousand times 
over what a funny person I was, then what would you think? (Probably 
that I was a self-indulgent wanker). But if I mentioned nothing about my 
supposed skill as a comedian, but told you a few jokes that made you 
laugh – then you go away thinking what a funny person I am. Without 
me ever saying so.  

Here’s another example. I have worked with various Government 
departments trying to combat the obesity epidemic. And there is a real 
feeling that the reason people are obese is because they don’t eat 
enough fruit and veggies. Now that is obviously true – obese Australians 
are probably not eating enough fruit and veggies. But the logical 
consequence of that finding in marketing terms is NOT just to tell them 
to eat more fruit and veggies!  

The reason why people eat unhealthy foods has got nothing to do with 
not knowing that fruit and veggies are healthier alternatives! There are 
only a few people sitting there thinking right, a banana has less fat than 
a Mars Bar? Really??! So just telling them to eat more fruit and 
vegetables does not mean that people will start eating more fruit and 
vegetables and the obesity crisis is over!  

We need to understand WHY people over-eat and make poor choices. 
And only then will we have a hope in hell of putting in place a range of 
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strategies (not just marketing) to really address this epidemic.  

So if you ever find yourself thinking ‘gee if people only knew x,y,z about 
my product then they would buy it’ - pick yourself up immediately and 
give yourself a good smack. That is not how it works. You can’t just go 
out there under the presumption of ‘tell everybody and they will 
come’. Because there is this thing that happens that changes from 
logic and function into emotion and engagement.  

You need to do some story telling and you need to woo them. I like to 
think of it as a lighthouse. I reckon you need to think about yourself and 
your business as a lighthouse brand. You need to stand true and proud 
and say ‘This is what we are about, and to everyone who comes within 
that beam we are giving out, this is what we offer!’ There will be some 
people who don’t like that, and to them – well, good luck on the rocks! 
Those customers are not for us. It is always better to stand for something 
than to stand for nothing.  

This works in professional practice marketing also. Let’s just say you 
have an accounting practice, and maybe you decide that you need 
to hire three more highly skilled accountants in order to provide some 
sort of advisory capacity. Now the logical thing you may then choose 
to say to your market is ‘we’ve just hired three new people and they 
have had 25 years experience in the market’. Do you know what my 
question would be? Is that what people actually want?!  

Is your audience thinking to themselves ‘The problem with my 
accountant is that they haven’t had enough experience’. Or are they 
thinking – ‘I feel confident that they are going to have qualified 
people, what I really want is a story around long term financial stability 
for my family! I assume that they have plenty of experience, and 
frankly, if they have had one year of experience I don’t care if they 
can show me the path to greater wealth and security’.  

You have to understand what drives your market.  

So in summary, sometimes, you may not have enough knowledge and 
you might need to go and find some. Sometimes you might have to 
gain better understanding of what is going on - you might have some 
knowledge but maybe not have ever looked at the issue like this 
before in terms of do I understand appropriately how people will 
respond to that. If you want to move from Confusion to Clarity, 
understanding is the way to do it.  


