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NEED A SPEAKER FOR YOUR
MEETING OR CONFERENCE?

eff Rubin, The Newsletter Guy®, is a member of the National
Speakers Association. His speaking programs include:

HOW TO STAY IN BUSINESS FOR THE REST OF YOUR LIFE
Customer service is crap. Because everyone talks about it

but few actually do it, it’s no longer a selling point. What a
business needs to succeed today is CUSTOMER DELIGHT, with a
strong dose of ethics and reliability. Jeff Rubin is celebrating his
25th year in business in 2006. He will tell you how he’s done that,
and why he’s busier — and more profitable — than ever.

STRATEGIC INTEGRITY
Being an ethical person is, ironically, a great marketing tool.

Humanity, Integrity, Reliability — these are more important than the
lowest price. 

This is an interactive, humorous, audience-participation program
on basic human values that often — if not always — give people
the competitive advantage to succeed in business. Participants are
given 10 infallible marketing techniques that guarantee long-term
business success, especially during difficult economic conditions,
and learn how to spend less time chasing money and more time
building relationships.

Jeff has spoken to numerous associations, business groups and
service organizations throughout the United States. Call Jeff at 
(877) 588-1212 for his availability for your meeting or conference.

“If marriage
were 

outlawed, 
only outlaws
would have 

in-laws.”
— Daily Wisdom —

From the founder of National Punctuation Day®

recently finished the most
exhilarating and exhausting
three weeks of my life.

I’d been consumed
with promoting the third

annual National Punctuation
Day (September 24;
www.nationalpunctuationday.
com) and creating, publicizing
and performing an in-school
program for children in 
elementary school called
Punctuation Playtime.

In March, six months in
advance of the holiday (recog-
nized by Chase’s Calendar of
Events), I began writing
Punctuation Playtime and 
working with a supporting cast
(illustrator, improv workshop
director, printers, promotional
products person, wife) to
design numerous materials that
would be left with the children
and teachers in the schools
that booked us. These includ-

ed posters, rulers, stickers,
pens, calendars, bookmarks,
bumper stickers, and activity
packets for teachers and 
children.

We also developed a line of
products — T-shirts, greeting
cards, latte mugs, posters and
one-of-a-kind, hand-crafted
punctuation jewelry (lovingly
and skillfully made by my wife)
— that are for sale on the NPD
web site.

PUBLICITY

More than 3,000 NPD 
postcards were mailed to
radio, TV and print media
throughout the United States;
this generated 27 radio and 15
newspaper interviews, and one
live TV appearance, during
which my wife, Norma, and I
performed the Punctuation
Rap.

Nearly all of this media 

coverage was from September
11-25. My days frequently
began at 4:45 a.m. (the first
radio shows were at 5:30 a.m.,
Eastern time; I’m in California),
and it was not unusual for a 
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LESSONS LEARNED PEDDLING PUNCTUATION
ONE MAN’S OPINION➣ From front

radio station or newspaper to
call during the day and want
an on-the-spot interview.

At times it felt as if each 
day was one, long, run-on 
sentence, but every reporter
and radio host had a different
take on the holiday and took
our conversation in an interest-
ing direction. Some were 
serious, some were casual, and
some were just plain funny.

One host in Denver started
our conversation by saying,
“Jeff, I have this problem with
a dangling participle.” 

I replied, “You can take a pill
for that.” His co-host cracked

up and we were off to a great
interview.

In San Diego, a host started
the conversation by telling me
he always had trouble with
punctuation. “It’s a good thing
you’re in radio,” I replied, and
we had a great time.

And then there were the 
co-hosts in Hartford who
chose to belittle not only the
holiday, but also themselves
and everyone else who takes
punctuation seriously. The 
segment was one insult after
another. That was not a fun
time for me, and especially not
for a friend of mine in
Connecticut who listened. She
called the station and gave the
co-hosts a piece of her very
creative mind.

TIME TO PLAY

Two mailings of approxi-
mately 2,200 Punctuation
Playtime postcards were sent
to every public, private and
parochial elementary school

principal and PTA president in
seven counties in the San
Francisco Bay Area. My wife
and I performed our first three
Punctuation Playtime programs
on September 29 (we were a
hit!); as I write this, we have 10
performances booked in
November and December.
Please check the NPD website
for a demo video of the 
program.

What did I learn from this
experience?

1. You can’t figure the
media. I thought I had an ideal
hook — a program to teach 
little kids about punctuation in
schools with falling test scores.
Yet, only one radio station and
one newspaper in the Bay Area
covered NPD, minimally. I had
more coverage in Mississippi
and West Virginia!

2. You can’t start developing
a publicity campaign too early.

3. Radio hosts thrive on
interesting guests. If you have 
a compelling topic and you’re
a good interview, you can get 
a lot of air time.

My next challenge is 
marketing Punctuation Playtime
nationally. I’ll work on this after
I get some sleep.

Several of the NPD radio
interviews, nearly all of the
newspaper articles and the TV
video of my wife and me 
performing the Punctuation Rap
(Puff Diddy Daddy has nothing
to worry about) are at
www.NationalPunctuationDay.
com/media.html.

I’D APPRECIATE
A REFERRAL

I’m looking for new customers
for my newsletter business and I
need your help.

Please recommend me to a
company that needs help with its
existing newsletter, or a business,
association or non-profit you’ve
worked with that has talked about
a newsletter but hasn’t done one.

I’m looking for organizations
that are seeking more effective
ways to communicate with their
employees, customers, members
and donors.

I would not only appreciate
your referral, but I will reward you
handsomely if it turns into my
customer. Thanks for your help.

— Jeff Rubin
The Newsletter Guy®

THE NEWSLETTER GUY® THE NEWSLETTER GUY®

NO MORE EXCELLENCE
By Christopher Richards

xcellence has been 
beaten to death.

In the 1980s, Tom
Peters went in search of
it, but what excellence

means has proved to be 
elusive.

Using the word demon-
strates lack of effort or 
imagination to say what you
mean. Excellence has become
meaningless.

In the 1989 movie, Bill and
Ted’s Excellent Adventure, the
world was simple. Things were
either excellent or bogus. But is
this language good enough for
your business, dude? 

You can do better. Mark
Twain said you should take
most adjectives out and shoot
them. He was right. Instead of
using excellence as a free-
floating, catch-all word for
something superior, make the
effort to communicate what
you mean, and why it matters. 

It’s not surprising why the
word excellence became so
popular. America is a culture 
of exceptions. We like the
exceptional, the winners —
those who are the best at what
they do. But simply attaching
the word doesn’t confer or 
communicate value. 

Finding a synonym for 
excellence doesn’t solve the
problem, either. All meaning
takes place in some kind of
context. Excellence is universal;

it is vague. Instead, talk about
the specific. 

What does it mean to excel?
Why does it matter? What is
the practical value of telling
someone you are excellent?
What influence is it going to
have? Will people believe you?
How can you demonstrate
value?

If we mean excellence to be
the very best, the superlative,
number one, is that always a
good thing? Avis doesn’t think
so. The car-rental company has
been cleverly promoting itself
for years with the tagline, “We
Try Harder.” It was number
two. Avis turned around the
notion of “number one is best”
and suggested that number
one just might be complacent. 

For most businesses, just

good enough is more practical
than excellent: the right 
product or service, at the right
price, at the right time. Who
wants to pay for what they
don’t need?

You can travel first class on
the newest aircraft. You may
breathe better air, have a more
comfortable seat, feel more
important, and arrive in better
shape. But is it worth it to you?
Maybe it is, but most of us
choose not to because of the
cost.

Just good enough is a 
balance of cost and benefit.
Take the time and effort to 
create a meaningful message
for your customer.

— Christopher Richards is a
writer and marketing consultant
who helps his clients articulate
their marketing direction, and
writes copy for them. His 
popular, humorous website,
www.slowdownnow.org, was
voted “Site of the Day” 15
times this year by the Sunday
Times of London. He can be
reached at (510) 444-0704 and
CR@ChristopherRichards.com.
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eff Rubin, The Newsletter Guy®, is a member of the National
Speakers Association. His speaking programs include:

HOW TO STAY IN BUSINESS FOR THE REST OF YOUR LIFE
Customer service is crap. Because everyone talks about it

but few actually do it, it’s no longer a selling point. What a
business needs to succeed today is CUSTOMER DELIGHT, with a
strong dose of ethics and reliability. Jeff Rubin is celebrating his
25th year in business in 2006. He will tell you how he’s done that,
and why he’s busier — and more profitable — than ever.

STRATEGIC INTEGRITY
Being an ethical person is, ironically, a great marketing tool.

Humanity, Integrity, Reliability — these are more important than the
lowest price. 

This is an interactive, humorous, audience-participation program
on basic human values that often — if not always — give people
the competitive advantage to succeed in business. Participants are
given 10 infallible marketing techniques that guarantee long-term
business success, especially during difficult economic conditions,
and learn how to spend less time chasing money and more time
building relationships.
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service organizations throughout the United States. Call Jeff at 
(877) 588-1212 for his availability for your meeting or conference.
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program for children in 
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bumper stickers, and activity
packets for teachers and 
children.

We also developed a line of
products — T-shirts, greeting
cards, latte mugs, posters and
one-of-a-kind, hand-crafted
punctuation jewelry (lovingly
and skillfully made by my wife)
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postcards were mailed to
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throughout the United States;
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newspaper interviews, and one
live TV appearance, during
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performed the Punctuation
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