
We don’t have the money for that. That would be a next budget cycle expenditure. I think we’re doing this already. I’m not sure how this would fit in the budget 
right now. I’ll need to bring a few of my colleagues into this discussion before I can give you much more feedback. Let’s talk in about ninety days. I like your ideas and 
would love to pursue them next year. I’m not sure this is really for guys like us. We’re a pretty small department here and frankly I don’t think this is something we
could easily comprehend. We’re just trying to keep our heads above water. Our budget has been completely frozen. All judgmental expenses are cut to the bone, so
we can’t really do this sort of stuff. Oh, that would be something that the other guys, in the other department, would be responsible for. Let me socialize this idea a
bit and I’ll get back to you. I need to spend a bit more time with your proposal before I can really give you substantial feedback. I’ll be out of the office from this Tues-
day through next Friday of next week.                                   Let’s talk the following Monday. We’re really not the sort of company that uses consultants. The CEO is the one 
who would make any sort of decision like this. We don’t really have problems like that. We have an advertising agency already. Is this something that you’d do 
with our existing public relations team or would you be doing something completely different? We’re still very much in start-up mode here, so let’s see what sort of traction our current plans get in the coming days and then let’s talk. We’re in the midst of bringing on a new vice president who would probably be your best internal cham-
pion for this sort of work, so let me leave this decision with him. Frankly, the people you’d need to work are all about to get fired anyway. As soon as we get our 
new team assembled, let’s talk again. I really like the proposal you’ve sent us, but just so you know, I’ll be leaving the company next week. I don’t think this is a proje
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Contact Us

shdenny@decisiontriggers.com
Denny Office Number: 831.685.8550

Feinberg Office Number: 650.852.0574

The Rule of the Rare

How Many Ways Can You Apply the Rule of the Rare? 

1.	 Rare items have more perceived value: price it accordingly and communicate its rarity. Why else 
would diamonds be a girl’s best friend? 

2.	 But for you, a special price: limit your offering to a select group of customers, then make sure you tell 
them how exclusive they are. 

3.	 One of a numbered set: communicate the fact that there are only a finite number. Make your offering 
an exclusive numbered set.

4.	 This Sunday Only: make your offer good for a limited time. Once the time is up, the offer is over. 

5.	 Show them what they stand to lose: the pain of loss is perceived to be greater than the pleasure of 
winning. Show them what they stand to lose.  

6.	 No risk guarantee: how can you eliminate the risk with a guarantee that no one else could provide?

7.	 What the insiders know: provide information that is only known by the most educated, up to date, 
privileged or astute would know. 

8.	 The most: communicate your claim to fame. Are you the biggest, the smallest, the longest or the 
fastest? Say so. It makes you exclusive.

9.	 Make it personal: the more personalized, the more specific to the recipient – and less common. 

10.	 New: regardless of whether you’re first in the market or last, “new” matters a lot. New is the 
ultimate exclusive.
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