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So you spent good money on an ad, put it in a magazine or newspaper, and waited patiently for phone
calls that didn't materialize. You're upset: you feel that you've wasted money and time, and now you're
convinced that advertising doesn't work.

Advertising does work. Every day. So before you kick away advertising (or websites, or brochures, or
any other marketing medium), first consider which of these four basic reasons applies to your effort:

Your ad wasn't created to appeal sympathetically to the correct customer need.

You can't force a sale, as much as you might want to. Your best, most reliable, most profitable
customers come to your business because you meet particular needs that your competitors don't.
Simple as that. These needs may be material, psychological or emotional, but when they present
themselves, their owners come to you.

The goal of advertising is not to pitch a sale, but to establish name and brand recognition for your
company by associating your name with your ability to meet special customer needs. This helps
promote that "good gut feeling" that your best customers have about you but can't really explain.

If your ad isn't built around the right specific customer needs − not wants, not desires, not self−image,
but needs − then it's almost doomed to fail.

Your ad doesn't establish your own credibility for meeting customer needs.

Etch this on your forehead: Credibility begins with evidence of understanding.

It's not enough to hit on the right need. You have to demonstrate in some way that you truly
understand and can meet it. This step doesn't have to be fancy, and is often very subtle, sometimes
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involving no more than certain writing, visual design or layout decisions.

If your customers need a strong, professional company, your ad should reflect that. If they need to
know that you come highly recommended, or that you have a certain degree of experience, or that your
services are unique to your area, that should somehow be a part of your advertising.

Just don't overdo it, turning your ad into a sales pitch. Provide just enough credibility to satisfy those
customers looking for it. Save the rest for your other marketing efforts.

Your ad wasn't placed in an appropriate medium that offered regular exposure to the specific
customers you serve.

If your business sells luxury cars, the most carefully designed ad in the world won't accomplish a thing
printed in a free newspaper that specializes in thrift classified ads. That's not an appropriate medium

for your service, and your best customers aren't looking for you there.

If your ad properly recognized and appreciated your customers' needs, consider the possibility that the
ad appeared where it wasn't appropriate. Why were your best customers looking for you there? How
does your choice of medium speak to your credibility for meeting your customers' needs?

Consider time as well as position: a swimwear ad would face an uphill climb if it ran in a Michigan
newspaper in December. Remember that customer needs often change as the seasons change.

You expected too much from your ad.

If the ad is solid, and the medium is appropriate, then the problem is you.

Advertising alone doesn't revolutionize profits. Like all marketing tools, advertising is a precision
instrument, an individual tool designed to perform a specific task. Relying on only advertising − or only
networking, or only cold calling, or only a website − to promote your business makes as much sense as
an auto mechanic who uses only a hammer to fix your car.

Since human beings are complicated, so are sales problems. Complicated problems require the skilled
collaboration of multiple tools, of which traditional print advertising is only one.

The role of advertising in a modern marketing campaign is to establish name and brand recognition for
your company, not to pitch a sale. The idea is to make sure that your prospect has already heard of
your company − and has a favorable "feel" about you − by the time customer need presents itself or
your salespeople come calling. Advertising helps pave the road for your other marketing efforts.

If you expected sales to double last month because you ran an ad but did little else, you probably
expected more than reality could provide. It's in fact possible that your ad did work, but that it provided
benefits that your business didn't capitalize on because you expected different results. Next time you
run an ad, do it as part of a coordinated marketing effort that includes the ability to follow up with the
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audience that was exposed to it. Take advantage of the good will that your advertising helps generate.

If your ad is written to appeal sympathetically to the correct customer need, establishes your credibility
for meeting that need, and is placed in an appropriate medium that offers regular exposure to your
most likely customers, your ad will do that job. Every time.

Robert Warren (

) is a Florida−based freelance copywriter specializing in the unique

marketing needs of independent professionals.
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We see it happen every day. People giving up before they
should. Why? There are as many excuses as there are quitters.
Yup, I said excuses. What is the difference between excuses
and reasons?

Excuses are only justification for giving up. You have let
yourself get whupped. You have failed. Failed to give that
little extra effort that separates the winners and losers.
You have failed to learn from the tools available to you.
You have failed to ask for help. You have failed to plan.
Instead, you have planned to fail. Remember, failure is a
state of mind. You have created an atmosphere of tunnel
vision and lost site of vision. You lost the battle but
failed to fight the war.

Reasons are real, not excuses. Your health has failed. You
have exhausted all of your available resources. You just
don't have the necessary conviction to be in business. You
have tried change, asking and searching for help and are
convinced that business just isn't for you.

It isn't for everybody. 10% of marketing people make 90% of
the money. Why? Read back over the previous paragraphs. The
most important tool you have to succeed is You! It isn't
easy cause if it was, everybody would be doing it. We are
all blessed with 20/20 hind site. I should have, I could
have, if I had only, why didn't I. These words create
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negativity and that in turn creates failure.

Folks, the information and resources are there. You can get
everything you need to succeed except perseverance and
tenacity. No one can give you the belief you can succeed or
the mental attitude to stick with it. Quitting is much
easier than succeeding. It is human nature to take the
course of least resistance. Quitting before you really try.

We all have a dream of something we want to accomplish. A
desire to be successful. Unfortunately people that fail do
it to themselves. They get overwhelmed and don't stop, take
a deep breath and ask for help. It is out there everywhere.

Yup, there is a lot of crap on the Internet, but there is a
lot of good help, a lot of it free. If you are feeling
overwhelmed, lost and don't know where to turn, stop, don't
quit! You might be just a question away from being a winner.
A lot of the successful folks are very willing to share
their knowledge with you; even take you by the hand and
show you how.

Our E−Business Tutor Message Board is a prime example. We
recently put it up for the purpose of sharing our knowledge
with anyone asking for help. Guess what? Very few are asking
questions! Isn't that amazing? The reason is simple. They
are afraid of being embarrassed by asking a stupid question.
Wake up! The only stupid question is the one that is not
asked. Come on, ask!
http://pub57.ezboard.com/fputercentralfrm2

The choice is yours. Are you quitting before you Win? are
you making excuses to fail? You don't have to.

Happy Marketing,
Mike and Gail
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