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What are the two questions every marketer must answer when promoting a new 
product?

1. Who’s it for?  Ask yourself: What makes your target market different from 
everyone else’s, and yet so similar to each other? One way is segmenting people 
based on their worldview.

Both Dunkin’ Donuts and Starbucks sell coffee. Initially, Starbucks didn’t try to sell 
coffee to Dunkin’ Donuts’ customers. Instead, Starbucks set out to serve someone 
with a very precise set of beliefs about coffee, time, money, community & luxury.   
Even though Starbucks had its sights set on world-domination, it focused its 
marketing efforts on people with a particular worldview and left the rest of the market 
alone. By obsessing over this group of people, and only this group, Starbucks built a 
global brand for the ages. 

2. What’s It For?  Harvard Professor Theodore Levitt famously said, “People don’t 
want to buy a quarter-inch drill. They want a quarter-inch hole!” Seth Godin takes this 
a step further to say that no one wants a quarter inch hole either. What they want 
is the new shelf that’ll go on the wall once they finish drilling the hole, accompanied 
by the feeling of seeing how uncluttered their bedroom is now that their stuff is off 
the floor and on the shelf. They also want the satisfaction of knowing they did it 
themselves, and the increase in status they’ll get when their spouse admires their 
handiwork.  

Answering the “What’s it for?” question starts with finding an edge.  Let’s say a 
local musician hired you to help market her new music school.  Saying she’s “good 
at teaching” won’t differentiate her. Drilling down, you might realize that she’s 
demanding with her students, so her edge might be: the music school is for “serious 
students who want to win competitions.”  The music school isn’t there to impart 
musical knowledge.   It’s a vehicle for achieving status. That’s a winning formula.

Finally, instead of asking prospective customers what they want, beta test your 
innovation so you really learn what they want. Some beta versions will completely 
miss the mark, but that’s okay, because others will be successful. That’s how 
innovation works.
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