
DRAFT NARRATIVE 
Draft Introduction 
This series of videos, posts, PDFs and checklists is dedicated to showing you the 
smart way of building a fast growing online business. The secret to building any 
business rapidly is marketing. It doesn’t matter if your business sells services, 
downloadable products or physical products; good marketing generates rapid growth.  
 
Superb marketing does not require a massive budget, but it does insist that you make 
smart marketing decisions. One of the smartest marketing decisions is absolutely free: 
deciding to copy the techniques used by highly successful entrepreneurs and folding 
those techniques into your business strategy. 
 
Think before You Act 
Develop a Business Strategy 
Since a business strategy is the most fundamental product of good marketing, let’s 
look at an effective way to develop a business strategy. 
 
Here is a business strategy that I learned in the most unlikely of places that has 
worked well for me in several different situations. It’s one I’ve been teaching for 
some time now. 
 
As a young Army officer undergoing Ranger training, I was taught that even when 
unexpectedly attacked, before acting, we should ‘assess the situation, evaluate 
alternative courses of action and only then act.’ This held me in good stead through 
three Special Operating Forces combat commands.  
 
When undergoing training to become a multi-engine pilot, I was taught the same 
concept but in different words.  
 
Since assessing the situation before acting worked so well for me in radically different 
environments, I naturally applied it in my roles as technical manager, business 
executive, then serial entrepreneur. 
 
The easiest way for me to show you how to apply this principle to marketing is by 
looking at how Steve Jobs made the strategic decision to enter the smart phone 
market. 
 
Assess the Situation before Planning a Course of Action 
First, the situation: before the iPhone, Apple made laptop computers, desktop 
computers and the iPod. All connected to the Internet but not cell phone networks. 
Nokia, and Motorola dominated the cell phone market.  
 
Before the iPhone was introduced on June 29th of 2007, these were the trends in the 
consumer electronics market place: 

• Wi-Fi was proliferating rapidly 
• Cell phone technology had switched from analog to digital. 
• The Internet was exploding. 
• The boom box had given way to the Sony Walkman only to be pushed aside 

by the iPod. 



• GPSs shrunk from the size of a pack of cigarettes to the size of a cigarette 
lighter. 

• Apple had put the iPod on the Internet. – The Internet could be surfed by a 
pocketsize device for the first time. 

• Computers were getting smaller, cheaper, more mobile and more powerful. 
• Flash memory had burst onto the scene making mobile devices programmable 

and reprogrammable.  
 
It is now clear that Steve Jobs assessed the situation correctly and his counterparts in 
cell phone manufacturing didn’t. Why? 
 
Steve assessed the situation from a consumer’s perspective. He looked at these trends 
and thought, “This is great! We can make an iPhone that is highly profitable, but costs 
a tiny fraction of the price of a stand-alone smartphone, a GPS, a digital camera and 
an iPod.”  
 
Nokia and Motorola assessed the situation from a manufacturer’s prospective. They 
looked at these trends and thought, “This is great! We can use cheap flash memory to 
store even more telephone numbers in our phones.”  
 
With 20/20 hindsight, it’s easy to sneer at phone makers’ stupidity. But at the moment 
of truth assessing the marketing environment and predicting the future can be pretty 
hard to do. A good place to start is by thinking like your potential customers, by 
imagining that you are one of your customers. 
 
The phone makers should have asked themselves, “Why do people use telephones?” 
they would have realized it was to connect with other people. As long as the cell 
phone giants thought like manufacturers and not like customers, they would never 
think to ask: 

• How do they use their personal computers? 
• What devices do they use to listen to music? 
• How fast is the Internet growing? 
• What are the trends in the GPS, digital camera, and iPod markets? 
• How can we exploit this knowledge? 

 
Had they thought like their customers, I can imagine that those questions would have 
been much easier to conjure up. 
 
If there is any doubt that Apple’s market analysis was spot on, just look at these 
smartphone global market share trends: 

• Nokia fell from 48.7% in 2007 to 3.1% by 2013 and stayed around that 
percentage ever since. 

• Apple rose from zero in 2007 to 25.1% in 2012 and reached 50.1% by the end 
of 2017. 

 
Conclusions: 

1. Copy success. 
2. Evaluate market conditions and trends from your customers’ perspective. 

	


