


Praise for They Ask, You Answer

“I’m a marketing agency owner and read a lot of books about marketing 
and sales. They Ask, You Answer is the best thing I’ve read on the topicsr
of content and inbound marketing. I’ve bought over 60 copies of this
book over the past few months and have been sending them to clients
and prospective customers simply because no one has done a better job
than Marcus at explaining content and inbound marketing in a way that
the average person can grasp. [They Ask, You Answer ] should be required
reading for any modern CMO, marketing director, or VP of sales.”

–Joe Sullivan, Founder, Gorilla 76

“I just wanted to pass along a huge thank you. I just fi nished reading your 
book They Ask, You Answer, and it has left me as inspired as I was 12 years
ago when I started my company. I read it in less than a day, brainstormed
our fi rst 80 topics, and also wrote our fi rst 1,400-word piece on top fi ve
problems the same day. This is such a great way to be seen as experts
in our fi eld and I can’t believe we didn’t think of it. We do a great job
showing our expertise over the phone, but most people don’t call. This
WILL change their impression of us without a phone call. Thank you
again; you have no idea how much this means for our company, my
employees, and their families.”

–Greg Knighton, Owner, Beyond the Offi  ce Door

“I rarely get ‘ga-ga’ over an author or a specifi c book (though I love to 
read and have my favorite authors). But after fi nishing They Ask, You
Answer over the weekend, I felt compelled to connect with you. I startedr
thinking about what impact this information could have on my own
business and how I can bring it to other small businesses. As of right now,
I typically off er straight-up copywriting and writing coaching to clients.
But I just spent 90 minutes with my business coach, hashing out how I
can pull your principles into what I do with clients. (She bought your 
book, too, on my recommendation. We were literally paging through the
book to gather ideas and insight during our call.)”

–Abby M. Herman, Write Solutions



“I love that you put the reader into the right frame of mind, almost
immediately. I love that you establish the baseline of what it takes to be
great. I love that you have the stats that reinforce the message. And I love
your ability as a storyteller and your desire to include your own personal
examples as well as other related examples. In short: I love it.”

–David Moreland, Professor, Lawrence Kinlin School of Business

“I’ve fi nished your book yesterday. Brilliant read, and thank you very 
much. But what a pain! It has changed my perception on things, so
today I am working on my own company already, taking your advice on
board.”

–Lukas Brzozowski, Solobirch

“They Ask, You Answer is now my bible in developing an updated strategyr
game plan for my agency.”

–Matt Jacoby, Octave Media

“They Ask, You Answer off ers the most polished presentation of Marcus’ r
philosophy and processes. It’s also one of the most transparent content
marketing books I’ve read. Marcus doesn’t hold anything back in [They
Ask, You Answer]. He candidly discusses pricing and disclosure strategies,r
qualifying prospects, handling disruptive competitors, and involving his
sales staff  in the content creation process. It is as close as you can get to 
sitting next to Marcus in fi rst class and chatting on a coast-to-coast fl ight. 
It brought back all of lessons I had learned in retail . . . the basics that most
businesses neglect. (And that most big agencies can’t comprehend.) As a
lover of carefully written, savvy, helpful nonfi ction, I just wanted to share
my respect for the freshness and relevance of your book.”

–Roger C. Parker

“I came across They Ask, You Answer and [have] been able to massivelyr
increase the value I off er my customers. I’ve had a few big projects this 
year, and in every case, I’ve advocated a They Ask, You Answer approach 
to content marketing. I’ve managed to sell education centers to a number 
of big B2B clients, and they’re all thrilled with the results they’re seeing.
My reputation as a content writer has sky-rocketed, I’m getting far more
business via word of mouth, and my clients are doing better in terms of 
their customer care and their organic SEO results. I’m able to walk into



introductory meetings confi dently now, knowing I have a tried and tested
content marketing strategy to sell. So, thank you.”

–Lorrie Hartshorn, Freelance Copywriter

“Excellent book and sound advice that goes beyond the content market-
ing buzzword and focuses on providing value-fi rst advice for people who 
are doing their pre-purchase research. I especially appreciated the strate-
gies shared for getting the Sales team involved in what it typically viewed
as ‘marketing’s job.’ The author lays out a great process for winning them
over and getting them actively producing content of value to the com-
pany’s prospects and customers.”

–Don the Idea Guy

“This is a beautiful perspective. Rather than the typical ‘pump out more
content’ advice I read every day, this book is all about helping customers.
It gives you one of those ‘duh’ moments where you say, ‘If I am produc-
ing educational content that answers questions from customers, it will
attract people to our company because we’re genuinely serving them.’
This book centers on the idea that education and helping is the place your 
content should come from. It’s refreshing after reading so many books
that focus on vanity metrics like number of likes and shares. There are lots
of great case studies in the book, even for companies who are in seem-
ingly commodity-based spaces.”

–Lisa Cummings

“This book teaches you core, fundamental, commonly overlooked truths
that set the foundation for any marketing campaign you decide to do.
You will no longer see marketing as a complex or gamblers’ game of 
attracting sales through any and all means until one way ‘just works’ to
stick to. Incredibly calming and peaceful experience for hardened market-
ers that have tried a lot of ways to market their products, but are still open
to learning and understanding that there could be more that they haven’t
fi gured out. Exhilarating experience.”

–Doug Mitchell

“The single greatest public speaker I’ve ever had the pleasure of hearing,
Marcus has unmatched energy and passion for content marketing (not to
mention SUCCESS!), and he brings all of it to this book. It’s practical,



easy to digest, and will leave you excited to walk into work the next day
and begin fundamental change. I bought copies for my whole team!”

–Dan Gingiss, Vice President, Persado

“Marcus Sheridan knocks it out of the park with the most motivating,
tactical, and informative book on content marketing out there. He has
changed my business and many others that I know by his simple principle
They Ask, You Answer. Such a simple concept that many forget . . . and 
Marcus really breaks down EVERYTHING you need to know in order 
to be successful at this.”

–Bella Vasta, Speaker, Business Owner

“Marcus Sheridan shares a formula for success that I’ve personally witnessed
many times as the foundation for today’s top performing companies. His
simple formula, They Ask, You Answer, ensures that your organization
becomes the best teacher on the planet in your fi eld. Marcus shares remark-
able stories, brilliant insight, and actionable steps to put your company
ahead of the competition. No book can compare to seeing Marcus speak 
in person, but this is a close second. You’ll love this book.”

–Ian Altman, Speaker

“This book is The Bible of content marketing and inbound sales. It off ers 
an incredibly powerful yet simple message. It is 100 percent aligned with
how customers think — yes, the ones who vote with their wallets and 
ultimately decide the fate of a business. More than just a book, this is a
culmination of fi ve years of testing and proving in the real world. It is for 
those business owners and marketers who would be willing to temporarily
clear away their pre-conceived notions of what they think works, and be
open to seeing how a fresh approach has already created transformational
success for so many others. I also appreciate how easy it is to read. There’s
no jargon or fi ller. Love it!”

–John Soh
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xv

   “I’m just a construction worker, but when I had a plan and we were working 
together, we could build a skyscraper. Now you’re master builders, just imagine 
what could happen if you did that. You could save the universe.”

  — Emmet Brickowoski, The Lego Movie

 Back in 2010, I discovered something surprising. It turns out that it’s pos-
sible for an average person to save a struggling business and inspire a major 
culture change throughout an organization. This book is about how.

 How is that possible if you’re not the CEO? How do you do it if you 
work remotely, like more than 1,000 miles away from headquarters?

 What if you are the youngest person on the management team? And a 
female just returning from maternity leave? Do you have to mandate it or 
is it possible to inspire that sort of change?

 How does an average person cut budgets, bring in more sales, shorten 
the buying cycle, increase profi ts, get other people to market for you,
improve employee engagement, and dramatically grow the business with a 
simple four-word strategy?

 Impossible, you say.  Or is it?
 What if I told you that it is very possible because that’s exactly what 

happened?
 Let me share with you a little bit about my journey. 
 The truth is I couldn’t have accomplished any of those things without 

the help of the ideas, stories, and strategies shared throughout this book,
with Marcus Sheridan as my guide.

 Here’s how it began … 

 Foreword



xvi Foreword

 It started with an urgent problem — sales were down.  Way  down. So
much so that the company was shrinking. Budgets were dramatically cut,
product lines were being abandoned, and team members who were dear 
friends were let go.

 It was devastating. 
 On top of that, the industry as we knew it was changing and buyers 

were increasingly more diffi  cult to reach. Emails weren’t getting through. 
Trade shows had half the number of attendees. Mailers weren’t bringing 
in any calls. And don’t even get me started on fax blasting — can you even
believe there was an era when that worked?

 To top it all off , somehow even the smallest of our competitors were 
showing up higher in online search rankings.

 Where had all the buyers gone? How were we going to grow with all 
this stacked against us?

 And who was I to think that I could do anything about it?
 At that time, I was the marketing manager at Block Imaging, a B2B 

that buys, sells, and refurbishes used medical imaging equipment; everything 
from MRI and CT scanners to digital X-ray equipment. Pretty unique
niche, right?

 It bothered me that we were a worldwide business and yet only 
5 percent of our sales were attributed to online inquiries. This became the 
single statistic that I set out to change immediately.

 This focus led me to discover a concept commonly referred to as 
“inbound” or “content” marketing. I was quickly convinced that this was
the answer to our most urgent problem. So we signed up for the software,
and it was going to be a game-changer. Marketing automation and blog-
ging were going to change everything, right?

 I was wrong. We needed more than software. We needed information 
worth sharing. And we needed a lot of it.

 So I set out to connect with people in other departments to collect 
information worth posting and sharing. How hard could that be? As enthu-
siastic as everyone was, here’s the gist of how most of those conversations
went:

 “Krista, this all sounds very exciting and I cannot wait to see what you 
do with it. Because I’m in sales, I’m going to go back to selling now. Good
luck with your marketing thingy.”

 New hurdle. Buy-in.
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 I spent the next six months trying to get buy-in and participation. I 
gave presentations, off ered workshops, invited senior sales leaders to attend
social selling conferences with me, and unveiled scary statistics as often as I 
could. Even after all that eff ort, the best traction I could get was about two
blog posts a month. And I was sad.

 Sad because I knew the information we were posting was more brand-
centric than customer-centric.

 Sad because it was taking so much eff ort to produce sub-par content. 
Sad because we were running out of time to do this half-assed.

 That’s when I made the call. It was the call that would change everything. 
 I needed reinforcements and knew just the person for the challenge. 
 Marcus Sheridan had been on this exact same journey of saving a strug-

gling small business with inbound marketing. Even better, he had fi gured 
out the most simple and compelling strategy imaginable that resulted in
millions of dollars in sales: They Ask, You Answer.

 His story and examples were just what the Block Imaging team needed 
to hear. And they needed to hear it from him directly.

 It was one of the most important phone calls in my life. 
 “Marcus, you don’t know me or my company yet, but you’re my 

guy. I need you to come help me convince the entire Block Imaging team 
that going all in with inbound is urgent, important, and that, with their 
participation, it is going to be the very best thing that ever happened to 
our business.” 

 As a result of obtaining Marcus’s help, we began co-designing a two-day 
workshop to teach, inspire, and jumpstart a new culture of inbound com-
panywide. Everyone from sales, engineering, leadership, human resources,
administration, project management, and general counsel and the entire
accounting team were there.

 Did it work?
 Without a doubt. What I had just spent the entire previous year trying to 

rally people around, Marcus accomplished companywide in less than six hours. 
 He simplifi ed the complex.
 Everyone understood. 
 Everyone bought in. 
 That day marked a new era for our little organization. We now saw 

ourselves as teachers, and understood that if we just listened well and were
willing to answer, things would turn around.
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 We left that two-day event with 700 blog ideas and inspired content 
generators in every department.

 More important, we had a unifi ed team with a clear plan for writing a 
better future, both for the organization and for ourselves. Sharing informa-
tion and empowering buyers became embedded in our culture.

 We have since gone from 5 percent of sales attributed to web leads to 
40 percent of sales from web leads. In those fi rst two years alone, we could
directly tie more than $9 million in sales to inbound website leads.

 It feels like we’ve been given a second chance at life.
 We can serve more people in our industry than ever before with less 

stress. We have more time and energy for our families and friends. We
have fun instead of fear and frustration. We have hope instead of helpless-
ness. We are proactive instead of reactive. We have a mission instead of a
position.

 This is why we are so excited that Marcus is now sharing his wisdom in 
this book so that others like me may be inspired and equipped to lead this
same type of transformation in their own organizations.

 Because it is time. 
 It is time to disrupt the status quo and lead change. It is time to grow 

an organization that you can be proud of and that buyers trust. It is time to
inspire growth in meaningful ways while protecting time and space for the
ones you love the most.

 It won’t be easy, but with this book you will surely push through the 
challenges faster, and I guarantee it will be worth it.

  — Krista Kotrla, CMO, Block Imaging   
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 Introduction

There is a teacher within each of us.
 Ever since I can remember, I’ve believed that statement to be true.
 The beauty of teaching is that, at its core, its infl uence has no bounds. 
 If I’m being completely honest, when I wrote the fi rst edition of They

Ask, You Answer  and published it without much fanfare and promotion atr
the beginning of 2017, my hope was it would at least touch a few busi-
nesses the way it had touched my life and business years before.

 Little did I know it would transform thousands of businesses around 
the globe. Since its release, the success stories have poured in.

 Everything from mom-and-pop businesses to large brands with house-
hold names — the impact of They Ask, You Answer  has been far-reaching r
and, if I may be so bold, has only scratched the surface of its potential in 
the marketplace.

 Today, the phrase “They Ask, You Answer” has evolved into a business 
philosophy and corresponding digital roadmap that is now being taught in
public universities. But, quite possibly, what has most pleased me is the
number of marketers who have contacted me since its release and made
such statements as:

“Marcus, fi nally, my sales team and I are on the same page.”
“Marcus, I could never get buy-in from leadership until they read your book.”
 Considering the prolifi c problem of internal silos — sales, marketing, 

leadership — in businesses around the world, anything that could help 
overcome this issue is a good thing.

 I wrote this book with a clear vision of helping leaders and sales teams 
see digital sales and marketing diff erently. To help them catch the vision of 
the “what,” “how,” and “why” of what had changed, so they could fi nally
get buy-in, gain momentum, and achieve astounding results in an evolving 
digital world.



 With the success of They Ask, You Answer , as well as the corresponding r
feedback from businesses, however, I’ve realized there were gaps within
the fi rst book that needed to be fi lled. For example, I barely broached the 
subject of video — and its massive infl uence on the way people buy — in 
the fi rst edition.

 Also, we didn’t answer the question, “How do you create the perfect 
They Ask, You Answer website?”

 (That’s something you’re going to want to do after reading this book.) 
 So, in this revised version, not only will we cover these critical subjects, 

but we will also “look around the turn” at what’s coming next. Specifi -
cally, we’ll discuss what shifts in buyer behavior and technology will be
impacting our businesses from a sales and marketing perspective in the 
years ahead.

 Now, just to make sure you have everything you need to make They 
Ask, You Answer work for your organization, our team at IMPACT — my 
60 + person digital sales and marketing agency — has created two compre-
hensive online resources you’ll fi nd incredibly helpful. 

An entire  They Ask, You Answer  resource center.  You will fi nd 
the best examples, tools, and references of just about everything you will
read in this book. To fi nd this robust resource center, visit impactbnd.com
/playbooks.

A powerful  They Ask, You Answer  scorecard for your organi-
zation. By taking a few minutes to fi ll out this assessment, you will receive 
a numerical “score” that tells you exactly where you currently stand at your 
company on following the principles of They Ask, You Answer. Addition-
ally, you will be given a series of actionable recommendations that will 
point you in the right direction as an organization. To fi nd your scorecard,
visit impactbnd.com/scorecard.

 Finally, I’m going to do something here that may not be scalable, but 
it’s important to me:

 My personal email is  marcus@marcussheridan.com . 
 I invite you to email at any time with your thoughts, feelings, and 

questions about the book.
 I’m here to help and, as long as I’m not speaking from a stage or 

spending a moment with my wife and four kids, I’ll respond as quickly 
as possible.  

xx Introduction

mailto:marcus@marcussheridan.com
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 A Very Different 
Way of Looking at
Business, Marketing, 
and Trust                                  

                                 PART  

I

How would you respond if I asked you, “Who is the most trusted voice in 
your industry?”

 Surprisingly, in most industries, such a person or company doesn’t 
even exist. In the following pages, if you truly apply what is taught herein,
you’ll discover exactly how you can become that voice.  
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 I could feel the anxiety and sense of hopelessness start to overcome me. 
Like every night at this time, driving home from a long day of work, I 
dialed my phone and waited for the bank’s automated system to tell me
what our company’s checking account balance was.

 With heart racing, the response was not surprising. 
 Overdrawn.
 Why was I even checking at this point? Our company bank account 

had been overdrawn for the past two weeks.
 For some reason, though, I still dialed that stupid number and held 

out a faint hope that we were in a better situation than what reality
demonstrated.

 After hanging up the phone and feeling the weight of the world on my 
shoulders, I started to cry.

 I was 31 years old. My business was a failure. My family life was suf-
fering. And for a guy who sees himself as a problem-solver, I was out of 
answers.

 So the tears kept fl owing. 
 I knew that, when I arrived home in a few minutes, my wife, Nikki, 

would likely not even ask me the standard question, “So how was work
today?”

 You see, some questions in life are better off  not being asked. My wife 
understood that. She’d gotten used to seeing the strain in my eyes and the
worry in my countenance. The pain was self-evident.

 Such was the life of a pool guy in January 2009 …

 The Fall
                                               1     



4 They Ask, You Answer

 How I Became a “Pool Guy” 

 Upon graduating from West Virginia University in 2001, my plan was 
simple: get an interview and get a job.

 By this point in my life, I was already married and had my fi rst child, 
Danielle (eventually, we’d have four children).

 Initially, my plan worked out. I identifi ed a company that I thought 
would be a great fi t, got an interview, and was off ered the job immediately.
Nikki and I loaded our daughter in the car seat, along with the few belong-
ings we owned in a U-Haul, and headed off  to live near Washington, D.C., 
as I would work in the northern Virginia town of Vienna.

 Unfortunately, it didn’t take long for me to realize I wasn’t thrilled 
about my new job. To make matters worse, my wife hated Washington,
D.C., traffi  c. So before we entrenched ourselves too deeply, we left the area 
and headed back to the area where we grew up—the “Northern Neck” of 
Virginia—in order to regroup and fi gure out what our next step would be.

 It was during this time that two of my good friends, Jim Spiess and 
Jason Hughes, had just started a swimming pool company—River Pools
and Spas—and were in the process of opening a small retail store (selling 
hot tubs, swimming pool supplies, and so on) in the quaint town of 
Warsaw, Virginia.

 Knowing they needed someone to run the retail location while they 
installed above-ground and in-ground swimming pools for customers, Jim
and Jason asked me if I’d consider managing the store.

 My response should give you a good feel for where my mind was at the 
time: “Sure, I’m happy to help you guys get going until I fi nd out where 
I’ll be working next.”

 It’s a statement that makes me chuckle to this day. 
 You see, no one ever says, “I want to be a pool guy when I grow up.” 
 I certainly never saw myself with this title when I was younger, or 

when I graduated from college. But life is a funny thing.
 As soon as I started at River Pools, I quickly realized I didn’t know 

much about the industry. Simply “knowing how to swim” wasn’t going to
help me sell hot tubs, pool chemicals, and the like.

 So I did what I always do—I learned. I read. I studied. I dug deep into 
the industry. I didn’t know how long I was going to be a pool guy, but I
did know I didn’t want to look dumb in front of customers.
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 Before long, I started to know a lot about pools and spas. In fact, 
when Jim and Jason would come into the store, I would quiz them on hot
tub brands, distinguishing features, key components, and other subjects. It
didn’t take them long to realize I suddenly knew a lot about the stuff  we 
sold. Customers, too, could see that, if they had a question, I generally had
an answer. And if I didn’t have it, it would bother me so much that I’d 
assuredly study it so as to better respond on the next occasion.

 It was for this reason that Jim and Jason believed I would be the ideal 
third partner in the business, asking me at the six-month mark whether I 
would join their team for good.

 Having no idea the impact this invitation would have on my life, I 
simply responded, “Yes.”

 That was the year 2001.

 2001 to 2008: The False Economy 

 Growing a business is never an easy thing to do. It doesn’t matter the fi eld, 
or the industry, or the area—it isn’t easy.

 Nor was it easy in the early years of River Pools and Spas.
 There were victories, and there were defeats.
 There were many good days and many bad ones as well. 
 But one thing is for sure—the economy of the United States dur-

ing these years (specifi cally, the housing market) made it so anyone in the
home improvement industry could grow a business and make a decent 
living, even if they weren’t particularly good at what they did.

 For River Pools and Spas, the strong economy meant that home values 
were bloating to ridiculous levels, which therefore enabled almost anyone
(if you had a heartbeat, you qualifi ed) to get a second mortgage or a home
equity line.

 In other words, for the fi rst seven and a half years of the 2000s, anyone 
could get a loan for a swimming pool.

 If you (the pool guy) could sell it, they (the homeowners) would fi nd 
someone to give them the money for it.

 Looking back, it doesn’t speak too highly of our country’s economic 
system, but it was what it was. And everyone was a part of it, present party
included.  
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 2008: The Wheels Start to Fall Off 

 The year 2008 started off  with so much promise. Our company had been 
through more than our share of ups and downs, and I was invigorated with
the prospect of having a banner year.

 Finally, it looked like we were going to turn the corner and generate 
suffi  cient revenue to go into the off season with enough savings in the bank. 
(In Virginia, the main sales season for swimming pool companies is March
to September.)

 By mid-summer of that year, sales were higher than they’d ever been. 
I can remember looking at the calendar thinking, “Wow, we have two 
months’ worth of pools sold that need to be installed—this is amazing!”

 But then, like a sudden earthquake that no one is prepared for, in 
September of that year, our country’s economic system collapsed.

 Lehman Brothers went belly up. 
 The Dow crashed. 
 John McCain and Barack Obama were on the campaign trail debating 

what should be done with the failing banks.
 It was a chain reaction that seemed to grow worse and worse every day. 
 In fact, within 48 hours of the Dow’s crash, we at River Pools and 

Spas had fi ve customers who had put down deposits to have a pool installed 
during the winter months essentially tell us, “We’re too worried about the
economy and cannot move forward with our swimming pool project.”

 With the average pool installation cost being in the $50,000 range, this 
equated to roughly $250,000 in losses, all within 48 hours.

 To say it was a huge blow would be an understatement. 
 Over the coming months, things went from bad to worse. Our savings, 

and then our credit, were completely depleted.
 By December 2008, we had to tell our employees to stay at home 

because there was no work to be done.
 By January 2009, our business checking account was overdrawn. 
 Things got so bad that my business partners and I met with multiple 

business consultants, only to be told, for all intents and purposes, that it was
the end of the road for River Pools and Spas

 It was time to fi le bankruptcy.
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 This pill was a diffi  cult one to swallow. We had given that little swim-
ming pool company everything we had over the previous eight years, and
now we were going to not only lose it, but also our homes, our credit,
and our foreseeable fi nancial future. 

 And so there I was, crying in my car that late night in January 2009—
account overdrawn, employees sitting at home, and staring bankruptcy
square in the face.

 No doubt, it was a dark and diffi  cult time in my life.
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                                               2     
 A Massive Buying 
Shift and the Blur 
Between Sales and
Marketing      

 Before we move on with the fall and, ultimately, the rise of River Pools 
and Spas, it’s critical we address a couple of fundamental truths that, unless 
understood and embraced, will prevent you from getting anything out of 
this book whatsoever.

 The fi rst is this: Consumer buying patterns have gone through a monumental 
shift over the past decade.

 Specifi cally, the line between “sales” and “marketing” has been com-
pletely blurred, if not totally erased.

 Multiple recent studies have shown one specifi c eye-popping statistic: 
Today, on average, 70 percent of the buying decision is madee before  a prospect talks 
to the company.

 Yep, 70 percent. 
 In other words, before the sales pro ever enters the fray, 70 percent of 

the buying decision has already been made by the consumer.
 And if you’re thinking this is a business-to-consumer study (B2C), 

you’re wrong. In fact, originally, this was a business-to-business (B2B) study. 
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 Simply put, the 70 percent number resonates across the board 
regardless of business type, size, location, and so on.

 Let’s take a minute to analyze what this all means. 
 If we went back a decade or so and asked what percentage of the buy-

ing decision was made before someone actually talked to the company,
what do you think the number would have been?

 Most folks would estimate between 20 and 40 percent, as would I. 
 So if we go with this number and were at 20 to 40 percent a decade 

ago, yet fi nd ourselves at 70 percent today, what’s the number going to be 
during the next decade?

 Eighty percent? 
 Ninety percent? 
One hundred percent?
 Furthermore, let’s swallow an even greater pill, one that is weighing on 

businesses and brands all over the globe:
 If this shift is true, which department of your organization has a greater 

impact on the actual sale? Is it the sales department or the marketing 
department?

 Yep, marketing.
 But, generally speaking, when a company is in fi nancial trouble, which 

is the fi rst department that gets laid off ? 
 Once again, marketing. 
 And when a company is looking to grow the business, which is the 

fi rst to be hired? 
 Sales.
 So the question is:  Why are we doing it this way?
 Because, as I’m sure you’d agree, we’ve been doing it this way for well 

over 100 years.
 Sales, in the past, was always viewed as the revenue driver. 
 Marketing was the expense.
 But no longer are we able to say this. 
 And no longer can businesses and brands continue to do things the 

way they’ve always been done. In fact, as we are thrust into the digital age,
it’s the ones who aren’t doing business as it has always been done who are
experiencing the greatest success.
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 Again and again, as we look around the marketplace, businesses and 
brands are breaking the rules and defying industry norms to create new
rules of doing business.

 Zappos did this when they said consumers could ship their shoes 
back at no cost. At the time, their competitors scoff ed. Today, they’re all
following suit.

 Zappos changed the rules.
 CarMax, a company we discuss later in this book, revolutionized the 

used car industry.
 How did they do it? As you’ll learn, they simply listened to what 

consumers wanted … and acted on it, regardless of whether those in their 
industry thought it possible or not.

 Again, CarMax changed the rules. 
 The list of examples could go on and on, but the commonality across 

these companies would remain the same. They clearly understood consum-
ers had changed, and they knew they had to react or get left behind.

 The simple fact is, sales and marketing will never be the same, and the 
line between them will only become more and more blurred over time.

 And anything that you and I think must be sold face-to-face will even-
tually be sold online.

 Scary?
 Yeah, I guess you could see it that way. Or you could see it as a 

major opportunity, just as so many businesses have done while experienc-
ing extraordinary results.

 Case in point, just last year, my swimming pool company sold multiple 
swimming pools that were more than $100,000 …  before we ever set foot in e
the customer’s homes.

 Had you told me this was possible just fi ve years ago, I would have 
laughed in your face.

 Today, I realize I was naïve.
 In fact, I’m not sure any of us fathom just how much consumerism and 

buyer patterns are going to change in the coming years.
 But this much I know: 
 If you adhere to what you read in the following pages, you’ll at least be 

prepared for what comes next, whatever that may be.  
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 This Book Won’t 
Work for You If …

                                               3     

 As mentioned in the previous chapter, two things will dramatically aff ect 
whether this book has a positive eff ect on you and your business.

 The fi rst, which we just discussed, is the shift in consumer buying pat-
terns and how it has aff ected sales and marketing as we know it. If you do 
not believe there is a change in the way buyers behave,  there really is no
reason to continue reading at this point . 

 The second element that will aff ect what you get out of this book is 
much more personal, and it comes down to a specifi c mindset.

 You see, as I travel the world and speak on the future of sales and 
marketing—and what businesses must do to be prepared for said future—I
fi nd there are two types of people. (And you’ve likely also seen these types 
time and time again.)

 The fi rst type of person (or business), when they hear a new idea, sug-
gestion, or business strategy, responds with:

“Sure, I can see how that’s possible.”
“I think we might be able to apply that to our business.”
“I could see how that would be used within our industry.”
 And the second, as you may have guessed, is the opposite of the fi rst. 
“Nope. Won’t work.”
“Couldn’t be done.”
“That’s not how our customers buy in our industry.”
 And on and on.
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 For the latter, the reason for such a mindset is simple, and it comes 
down to one somewhat comical (and sad) belief:

“But you see, Marcus, the stuff  you’re talking about here may have worked 
for you and your swimming pool businesses, but at my company,   we’re diff erent.”

 Ah yes, the “We’re diff erent” phenomenon.
 Funny thing is, I’ve polled live audiences all over the world, asking 

thousands of people this one simple question: “How many of you, by a 
show of hands, believe your business is quite diff erent from the rest of those 
in the room?”

 And what do you think the results of this question are? 
 If you guessed 100 percent, you’re right.
 Everyone thinks his or her business is diff erent. 
Everyone.
 Oddly, no one ever says,  “Actually, Marcus, we’re just like that company

over there.”
 If one looks at the psychology of this response, the reason why 

100 percent of people truly believe their businesses are diff erent is because 
they want to feel special.

 Whether we want to admit it to ourselves or not, this need to feel spe-
cial runs deep in the world of business.

 But that’s the thing.  We’re not special.  At least we’re not special in the 
most fundamental sort of the word. Case in point, when I was busy leading 
the life of a pool guy, my business and sales successes were, ultimately, built 
on one thing: consumer (buyer) trust.

 Then, after I moved on from being full-time with River Pools and 
Spas (to become what is today a silent partner) and started my digital sales 
and marketing company, which merged with IMPACT ( impactbnd.com ) 
in 2018, once again, I found my business and sales successes were built on 
that same factor: trust.

 The fact is,  every  business has a single tie that binds them all together 
when it comes to consumers and buyers, and that is trust. And the compa-
nies that embrace this reality, and let go of the obsession that “we’re diff er-
ent” are often the ones doing incredible things in their space.

 To further make this point, my digital sales and marketing company, 
IMPACT, has worked with hundreds of businesses and brands all over 
the world to help them adjust to today’s buyer. More than half of these
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organizations have been B2B. Many have been serviced-based. But for 
each one of them, the big picture doesn’t change.

 We obsess over gaining buyer trust, no matter what title the person has 
on the other end. In fact, you’ll see many of their case studies throughout
this book.

 This is my challenge to you: This book will certainly, at times, chal-
lenge the way you have done business in your space or industry. When this
occurs, don’t push aside what is being suggested and automatically dismiss
its merits. Instead, ask yourself the simple question, “But is it possible?”

 If you do, I can promise you the information found within these pages 
will have a dramatic impact on your business—and perhaps even your life. 

 Whether you’re B2B or B2C or a non-profi t, local or national, ser-
vice or product, or whether you’re big or small, don’t put yourself in the
“diff erent” corner.

 Bring it back to the basics. Bring it back to trust.
 Trust is the business we’re all in.
 This will never change.
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 The Discovery of 
They Ask, You
Answer      

                                               4     

 There we were, on the brink of fi nancial ruin.
 If we were going to save the company, we needed a miracle, and it had 

better occur fast. Unless we found a way to garner more leads and sales than
we’d ever had—even though there were fewer potential buyers (because
of the economy) than ever before—we were going to go out of business
within a matter of months.

 Despite this crushing weight, I found myself having moments of refl ec-
tion about the state of business and economics in general. I believed that 
times were changing. The way people were buying, shopping, and con-
suming was dramatically diff erent than it had been just a few years before. 
All I had to do was look in the mirror to see this change.

 I was now turning to the internet for everything.  If I had a question, I 
went to Google and asked. No longer did I need to be an uninformed con-
sumer for anything. Now I had all the knowledge I needed at my fi ngertips 
to become an expert at anything I wanted to master.

 If I wanted to fi nd a product or company reviews, tips, tricks, or 
anything else—it was all there. It was almost as if every consumer was
becoming his or her own salesperson or subject matter expert.
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 They were fascinating times indeed—for me personally, as well. 
Despite all the stress I was under, I could not stop thinking about the digi-
tal opportunities that seemed to be available to any and every business that
was willing to notice.

 It was clear as day to me that the internet was going to change the 
world and dominate our lives way beyond what I could even fathom. Over 
the previous years, I’d sensed this stronger and stronger and stronger. The
“old-school” way of advertising wasn’t working anymore.

 In the past, we had tried everything to generate leads at River Pools—
TV, radio, newspaper, the Yellow Pages—you name it. Every year we’d
spend hundreds and thousands of dollars to advertise on these media
platforms. And every year their effi  cacy was diminishing exponentially.

 Seeing this changing of the guard and knowing things would never 
go back to the way they were, I knew I had to do something about this
problem—and do it quickly.

 If my business partners and I were going to save the company, it was 
time to get our arms around this whole internet thing and discover how it
could save River Pools and Spas from bankruptcy.

 So I threw myself in. 
 Every extra minute of the day I had, I started reading about how 

to leverage the internet to grow our business. As I read articles and 
watched educational videos (the majority of which I learned on the site 
 HubSpot.com ), I noticed certain phrases popping up with great frequency, 
all of which were quite new to me:

■    Inbound marketing 
■    Content marketing 
■    Social media marketing 
■    Digital marketing 
■    Blogging 
■    And many others   

 They were fancy words and terms, and their defi nitions included a 
whole lot of marketing-speak that was frankly above this pool guy’s head.
But, if I may be completely transparent here, I think that’s what saved me. 
I didn’t view the internet from an MBA’s standpoint. I didn’t have years 
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of formal business, sales, or marketing education. Rather, I saw it from a
consumer’s mindset.

 “Inbound marketing,” as I understood it, was simply the process of 
attracting (instead of chasing) customers.

 And “content marketing” was simply the act of teaching and problem 
solving to earn buyer trust.

 This basic way of thinking, in hindsight, was a massive advantage. 
 And to me, as I read all of these fancy words, suggestions, and strate-

gies, it all came back to one core thought:
“Marcus, just answer people’s questions.” 
“OK,”  I thought, “” I can do that.” 
 After all, that’s really what I am at heart—a teacher.
 And so all we had to do as a company was become a teacher of fi ber-

glass swimming pools. Once we came to this realization, our company
motto shifted dramatically.

 Little did I know that this shift, and the new motto, would go on to 
aff ect businesses all over the world.

 But it did. And it still does every day. 
 And as you’ve likely guessed, the motto was: 
They Ask, You Answer.
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 They Ask, You
Answer Defined     

                                               5     

 What is “They Ask, You Answer”? 
 More than anything, it’s a    business philosophy.
 It’s an approach to communication, company culture, and the way we 

sell as a business.
 It starts with an obsession: “What is my customer thinking?” 
 And when I say “obsession,” I really mean that. It extends past 

“What are they thinking?” to “What are they searching, asking, feeling,
and fearing?”

 Some companies think they understand these questions, but the fact is 
most do not.

 And having a set of defi ned “buyer personas”—at least the way many 
are defi ned—doesn’t count as suffi  cient either.

 When an organization embraces They Ask, You Answer, they believe 
it’s their duty to be the teacher, the go-to source within their particular 
industry. One that’s not afraid to answer any and every question the pros-
pect or customer may have. For them, it’s a moral obligation to provide
this level of education, regardless of whether the question is perceived as
good, bad, or even ugly.

 Not only are they willing to address these things better than anyone in 
their space, but they also allow this to dictate the direction of their business
as the future unfolds. Because they are so keenly in tune with what the
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marketplace is thinking, feeling, and asking, they see where their business
model needs to go, evolve, and head toward.

 Throughout the remainder of this book, we cover—extensively—this 
philosophy of They Ask, You Answer.

 You’re going to not only understand its dramatic impact on River 
Pools and Spas, but you’re also going to witness its impact on multiple
companies from various B2C and B2B industries around the world.

 You’ll also see how this philosophy extends far beyond the scope of 
“internet marketing” and transcends every element of your business philos-
ophy. From online marketing and face-to-face selling to company brand-
ing, this is a way of doing business that could revolutionize everything 
about your company, your culture, and your bottom line.

 In Part 1 of the book, we look at They Ask, You Answer and its impact 
on your digital marketing eff orts. In particular, we focus on how it guides a
company’s “inbound” or “content” marketing eff orts. (For the sake of ease, 
these words are used interchangeably throughout the rest of this book.)

 In Part 2, we discuss how They Ask, You Answer aff ects the sales side 
of the business—the way you sell, your sales culture, and the way sales
departments are set up in general.

 In Part 3, we examine the implementation of this methodology in your 
business, showing you the  who ,  what,  t where ,  e when , why , and  how  to make itw
all work.

 In Part 4, we take a deep dive into creating a culture of video within 
your organization and turning video into an essential sales tool going 
forward. 

 In Part 5, we show how to create the perfect They Ask, You Answer 
website. We also look ahead to trends and technology that will be aff ecting 
all of us as businesses moving forward.

 Finally, in Part 6 of the book, we take some of the commonly asked 
questions most organizations have upon hearing this approach to business
and answer each one to resolve any concerns and fi ll in any knowledge gaps
you may have.

 We hope it will be the fi nishing touch to taking your business and 
brand—regardless of type, size, or industry—to a place of strength for years
and years to come.  
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 Brainstorming the 
Questions You Are
Asked Every Day     

                                               6     

 Now that I’d discovered the core business philosophy we’d be adhering to 
as we moved forward with River Pools and Spas, it was time to act.

 My fi rst action was simple: I sat down at my kitchen table late one 
night and brainstormed all the questions I’d received about fi berglass swim-
ming pools over the previous nine years.

 As you might imagine, the writing was fast and furious. After all, I sold 
swimming pools for a living. I heard questions from prospects and custom-
ers all day long, so the idea of simply recalling these questions was by no
means diffi  cult. 

 After about thirty minutes, I had more than 100 questions listed on 
the paper.

Wow.
 But what happened next is where things became very interesting. I 

(along with two of my business partners) took those questions and, over the
coming months—late at night when everyone in my house was asleep—we
wrote articles or made videos answering every single one of them.

 Most of these articles were published to our website as blog articles, 
with the question itself becoming the title of the post. The videos produced
were uploaded to YouTube and placed on the website.
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 For me, this whole process became somewhat of a religion. If I was on 
a sales appointment, as soon as the prospect would ask me a question my 
immediate thought was: “Have I answered that on our website yet?”

 Keep in mind, I’m not talking here about one- or two-sentence 
answers to questions. I’m talking about  really  answering the question with 
deep explanations. And we approached each question with a “teacher’s”
mentality, without bias—our sole obsession was simply one of thoroughly
educating the reader.

 At the time, I had no idea this little brainstorming activity and cor-
responding content production would end up being something I’d use to
help guide numerous other sales and marketing teams. I never could have 
imagined that during the coming years so many other businesses around the
globe would embrace their own forms of They Ask, You Answer.

 The fact is, every industry has hundreds of questions about what pros-
pects and customers want to know when they’re making a buying decision. 
Whether it’s B2B or B2C, people want to feel like they’ve made an informed
buying decision, and they certainly don’t want to make any mistakes.

 The irony is that despite the hundreds of questions that exist in these 
industries, most company websites don’t even address more than a few 
dozen of these them.

 It’s a digital paradox of sorts.
 As consumers, we expect to be fed great  information.t
 As businesses, we like to talk about ourselves and therefore don’t focus 

on what our prospects and customers are thinking about, worrying about,
and asking about.

 The whole thing is contrary to the very nature of that which we call 
“building trust.”

 This brings us to the fi rst major step of They Ask, You Answer.   

 Putting It into Action

 Have a Brainstorming Session

 Brainstorm every question you’ve ever been asked by a prospect or cus-
tomer. Focus on their fears, issues, concerns, and worries. State them on
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paper exactly as the buyer would ask (or search) them, not the way you
(as the business) would state them.

 Once you’ve completed this list, you have the foundation for your 
entire digital marketing editorial calendar—be it articles, videos, podcasts,
and so on—to put on your company website.

Note:  If you struggle coming up with these questions, there’s a frank
reason why— you’ve lost touch with your ideal customer or client.

 If this is the case, it’s time to get with your sales team, customer service 
team, and everyone else, and relearn what your ideal customer wants to
know to be able to make an informed buying decision.   
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 The Ostrich
Marketing Strategy     

                                               7     

 Before we dive into They Ask, You Answer, it’s important to note another 
sales and marketing strategy—one you likely weren’t taught in business
school (but is commonplace around the world today) that is the literal
opposite of They Ask, You Answer. I call it “ostrich marketing.”

 Why is it called ostrich marketing? When an ostrich has a problem, 
what does it do? It buries its head in the sand. (Yes, it is a myth, but we’ll 
go with it anyway.)

 And why does it bury its head in the sand? Because it thinks the prob-
lem will go away.

But does the problem ever go away?  Of course, the answer is no.
 Now, you’re probably wondering what an ostrich has to do with you, 

your business, and the way you communicate online and offl  ine.
 Look at it this way—how many times have you been asked a question 

by a prospect or customer and thought to yourself: “We’d better not address
that issue on our website. Let’s just wait until we are talking face-to-face with the 
prospect and then, if he or she asks about it, we can bring it up.”

 My guess is this has happened to you many times. And if you can’t 
think of an example (of the subjects you’ve ignored), you will. As you read
the following pages, you’ll fi nd many examples of subjects you have very 
likely shied away from talking about on your website in the past simply
because you thought  it would put you at a disadvantage, and you wanted to t
be able to control the conversation.
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 But therein lies the entire problem with ostrich marketing—consumers 
(just like you and me) don’t like it. To put it more bluntly, we abhor it.

 Here are the facts about ostrich marketing (or ignoring the questions of 
your prospects and customers):

■    In the digital age, the ostrich does not win.
■    The ostrich does not engender trust. 
■    The ostrich does not get the phone call, the store visit, or the online 

purchase.
■    The ostrich does not get anyone fi lling out contact forms on his or her 

website.  

 The solution? Don’t be the ostrich. Do whatever it takes to earn 
their trust.

Embrace They Ask, You Answer.
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 The CarMax Effect
                                               8     

 To truly understand They Ask, You Answer, you must see that it goes well 
beyond the scope of “Let’s produce articles and videos on our website to
answer customer questions.”

 In fact, as previously mentioned, They Ask, You Answer is a  business
philosophy . It’s the willingness to be so focused on and obsessed with con-
sumer questions, wants, desires, and needs that you’re willing to change
and evolve your entire business model around these elements.

 To understand this on a deeper level, let’s talk about a subject that, 
without fail, elicits a unique  emotion from consumers: e buying a used car.

 When you hear the phrase “buy a used car” or “used car salesperson,” 
what is the emotion you experience? What words come to mind?

Sleazy?
Sales-y?
High pressure?
 The list goes on and on. 
 Consumers all over the world share these same negative thoughts. 

Having spoken to audiences in multiple continents and across diff erent
cultures, I can assure you that no one ever shouts, “Trustworthy!” when I
ask this question.

 This phenomenon begs the question, how did the used car industry 
get to this point? What happened to make so many consumers around the
world lose trust in an entire industry?

 To answer this question, let’s look at the specifi cs.
 If you were going to go out and buy a used car today, what would be 

some of your (potential) fears?
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 Across hundreds of global audiences, the answers are almost always the 
same:

■    You don’t want to buy a lemon. (You don’t want a car with a bunch 
of problems, false mileage, bad history, and so on.)

■    You don’t want to have to haggle with the salesperson—the high-
pressure sales tactics, back and forth with the sales manager, etc.

■    You want to make sure you’re getting a good value and not being 
ripped off .

■    You don’t want to buy the car and then fi nd out it’s the wrong vehicle 
for you—a.k.a., buyer’s remorse.  

 For years, consumers have had these fears when buying a used car, but 
few companies cared about addressing them.

 That is, until CarMax came along.   

 The Beginnings of CarMax and a New Way to Sell 

 The story of CarMax is a powerful one. Based out of Richmond, Virginia, 
this company went from being doubted by an entire industry of peers to
becoming what is today the largest retailer of used vehicles in the United
States. Now, you may not think that this fact is profound until you analyze
what they did to reach the pinnacle of their industry.

 Essentially, CarMax did two things other used car companies weren’t 
willing (at least at the time) to do:

■    Admit their industry had a problem (no consumer trust). 
■    Ask themselves what it would take to earn that trust back.   

 You see, most businesses and brands never like to admit there is any-
thing wrong with their company, industry, or the way business is generally
done. Instead, much like the ostrich, they simply convince themselves it’s
business as usual—ultimately, ignoring needed change.

 But CarMax was the antithesis of the “business as usual” paradigm. 
 Specifi cally, they did what almost no one else was willing to do. 



 The CarMax Effect 31

 The fi rst action they took to garner trust back from consumers was to 
attack the issue of “I don’t want to deal with the salesperson” head on by
off ering what they referred to as “no-haggle pricing.” In other words, with 
no-haggle pricing, consumers were given one listed price for the vehicles,
nothing more, nothing less.

 For example, if you walk into a CarMax today and write a check for 
$29,999 on a car that’s listed for $30,000—they will not sell you the vehicle
unless you come up with another dollar.

 Some might argue this hurts CarMax’s ability to create urgency and scar-
city with the buyer, but the opposite is true. Consumers love the fact they 
have but one number (price) to focus on, ultimately lowering their anxiety 
levels while phenomenally boosting trust for the brand in the process.

 But CarMax didn’t stop there. Beyond off ering one price, they also 
set up their sales team on a fl at-rate, one-commission structure—meaning 
whether they sold the most expensive or the least expensive car on the lot,
they would get the same commission.

 As you might imagine, by doing this, CarMax has eliminated salespeo-
ple’s need to think about themselves (wanting a higher commission) over 
the consumer (fi nding the right vehicle based on need)—ultimately leading 
to dramatically more trust during the buying process because customers
believe the company, and the salesperson, have their best interest at heart.

 Even though competitors originally scorned this sales philosophy at 
CarMax, the result was groundbreaking, and in the process, CarMax over-
came the issue of salesperson distrust—the biggest plague facing their entire
industry.

 But CarMax continued to take things further. They recognized other 
fears consumers had and again sought to eliminate them—regardless of the
way it had previously been done in the industry.

 Their next groundbreaking move came when they started off ering 
a fi ve-day money-back guarantee to customers. In other words, if you 
bought a car from CarMax and realized during that fi rst week the vehicle
was not a good fi t for you (for whatever reason), they’d take the car back. 

 At the time of off ering this, the idea of a fi ve-day money-back guaran-
tee was, for most car dealers, preposterous.

 In fact, to this day, in many countries the idea is still foreign and 
unheard of.
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 But because CarMax was building a consumer-centric business philos-
ophy (that permeated every facet of their company), they simply didn’t care
whether other companies were or were not off ering this type of guarantee. 

 The end result? 
 Once again they were able to overcome, and practically eliminate, one 

of the biggest fears in buying a used car—buyer’s remorse.
 Another groundbreaking CarMax move was how they turned their 

attention to quality control. Instead of following the traditional pattern of 
selling vehicles with previous issues or problems in an eff ort to net huge 
profi ts, they took the necessary steps to ensure they could limit these issues 
to the best of their ability.

 To give you a sense of this, if you walk into a CarMax as a consumer 
today, one of the fi rst questions they are going to ask you is “Are you famil-
iar with the process by which our vehicles qualify to be sold on our lot?”

 Their next action is critical for building trust in that they take the time 
to physically show you the intensive inspection process their cars have to
go through in order to meet their vehicle standards. Furthermore, they
want  you to see how the majority (roughly 66 percent) of the vehicles theyt
buy (in trade-ins or straight from consumers) never make it to the sales lot.

 You have likely heard auto dealers brag on their commercials or web-
sites about their “90-point (or thereabouts) inspection process” to ensure
vehicle quality. Although CarMax may not have started this trend, they
were certainly one of the fi rst to physically  show  each of these inspection w
points to their potential customers.

 After all, seeing is believing. 
 You see, in business, just talking about something isn’t enough. If you 

truly want to overcome concerns and make your point real, you need to
show it. You must teach it. And you certainly must be willing to address it.

 In our digital and visual world, one thing is for certain: 
 If you don’t show  it, it doesn’t exist.w
 Saying “We have great customer service” is likely said by everyone else 

in your industry. And if everyone is saying it, you can be assured it means
nothing to the consumer—that is, until you show it.

 The same goes for every other overused business adjective that typi-
cally litters business copy, slogans, and website messaging.

 CarMax proved this point by physically showing customers their 
vehicle inspection system. Furthermore, they were one of the fi rst 
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brands to add a CarFax vehicle history report as a standard with all their 
vehicles—allowing the prospective buyer to see a vehicle’s history, once 
again eliminating seeds of doubt and adding further confi dence for the buyer. 

 As you might imagine, between demonstrating their intensive vehicle 
inspection process and showing the vehicle history report, CarMax was
able to overcome a third major consumer fear: the fear of buying a lemon.

 At this point, CarMax has now eliminated three major fears of buying 
a used vehicle:

■    Dealing with the salesperson
■    Buyer’s remorse
■    Buying a lemon   

 As mentioned earlier, there is only one more consumer concern left:

■    Not getting ripped off  (or wanting to get great value, which is essen-
tially the same thing).  

 And how did CarMax overcome that fear? Well, the answer is simple. 
Besides listing the Kelley Blue Book value with all their vehicles, they did
the other things you read above.

 By taking these steps, CarMax allowed the consumer to sense the 
extreme value. In this case, it’s the value of trust, which is the entire reason
for the rise or fall of any brand and business.

 But imagine for a second that you went back in time 20 years and were 
tasked with speaking to a group of 100 used car professionals on how to 
increase sales and revenue with their businesses. Now imagine telling them
that the key to their future success would be found by off ering no-haggle
pricing, a fi ve-day money-back guarantee, an intensive inspection process 
with the goal of never selling a lemon again, and a way for consumers to
trust in the value of the car.

 How do you think that audience would have responded to such rec-
ommendations?

 Yep, they likely would have thrown you out of the room. 
 And the reason they would have thrown you out is because such rec-

ommendations were practically heresy two decades ago. In fact, there was
a time when used car companies laughed at the CarMax business model.
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 But today, these same companies have now had to change their busi-
ness models to match that of CarMax’s.

 You see, every industry is made up of two groups: those who listen 
to the consumer and act (They Ask, You Answer), and those who maintain
the status quo.

 But time and time again, history has shown us that those who lis-
ten to the consumer and change their business models—regardless of 
what others may say—set the standard for their space. They become the 
rule makers.

 And the competition? Well, they become the rule followers. 
 I hope you can clearly see that the amazing story of CarMax can be 

applied to any industry—regardless of B2B status, B2C status, size, locality,
and so on.

 In fact, with many of our clients (spread across multiple industries) at 
my company, IMPACT, we’ve applied this “CarMax Eff ect” again and 
again, often with astounding results.

 Simply put, the greatest companies and modern-day rule makers are 
obsessed with consumer fear, and they allow that fear to dictate their entire
business models. They do this because they know that if they are able to
eliminate all fears and negative emotions from the buying process, the only
emotion left to feel is trust. And trust, quite frankly, is really what this book
(and being in business) is all about.

 Uber did this in the transportation space by rating drivers and coming 
up with dramatically more customer-friendly ways of transportation.

 Zappos did this in the clothing space by off ering free returns.
 The examples go on and on, but the principle remains the same.
 Consumers ask for it, smart businesses answer it—and often change 

history in the process.
 I’ll share one last story about CarMax, one that would be hard to 

believe if I hadn’t been there myself.
 In early 2016, I found myself speaking to a company in Houston, 

Texas, telling them the story of CarMax. When I was done, the owner of 
the company stood up and stated:

 “I agree with everything Marcus has said. In fact, I once bought a car 
(a Porsche even!) from CarMax but ended up returning it the fi rst week.
Why did I return it? Well, my dog didn’t like it and couldn’t seem to get 
comfortable, and that’s exactly what I told the company when I returned 
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the vehicle. I didn’t believe they’d actually refund my money until I saw a
check in the mail for the full amount four days later.”

 I told you the story was crazy.
 But such is the stuff  legendary companies are made of.
 Well done, CarMax.   

 Putting It into Action

 Have a Healthy Relationship with Fear 

 Allow it to guide your business. 
 The following activity, albeit incredibly simple, can do wonders for 

your business, so give it a try. I’ve done this with multiple organizations to 
produce profound results.

 Just as we did with used cars, take a moment to brainstorm every single 
reason (fear, worry, question, concern) as to why someone would not
buy from your company. What would hold them back? What would keep 
them from clicking “buy,” swiping their credit card, or writing that big check? 

 If you do this activity properly (especially if you do it with fellow 
employees), you should come up with ten to 20 reasons, if not more (sadly,
a surprising number of businesses struggle with this one small task, all 
because they’ve lost touch with the most important part of their business:
what the potential customer is thinking).

 Once you’ve listed each of these fears or reasons for not buying, now 
comes the critical step: How many of these issues (fears, worries, concerns,
questions, objections, and others) have already been addressed well (a few
sentences don’t count) on your company website?

 How many have been addressed within your sales process?
 (Seriously, take the time to do this activity. If you don’t, you’re going 

to not only miss the whole point, but you’ll also miss a chance to discover 
some very interesting things about your business.)

 If you’re like the majority of the brands and businesses I’ve consulted 
with, when it comes to your website, the answer is almost always between
10 and 20 percent of the issues.

 In other words, the majority of companies never take the time to prop-
erly address the biggest fears of their buyers (and leave it to the face-to-face
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part of the sales process to overcome these objections), and it’s costing 
businesses millions of dollars each year.

 So the question is, is it possible for you to address, and even eliminate, 
all of those issues you wrote down?

 Find a way to do this, and you’ll likely revolutionize your industry and 
innovate in ways you previously had not imagined.

 But it all starts with an obsession with knowing their objections, and 
then being willing to do something about them.

 This is They Ask, You Answer.    
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