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Consider Several Points of View 

Deciding what to include in an ad requires you to be aware that there are three distinct points of 

view involved. 

 Yours – As the business owner or advertiser 

 The view of existing customers of yours—they know you and have bought from you  

 Potential customers—whether they’ve previously heard of you or not (uncommitted) 

 

Each party has his or her own priorities and goals. Each needs to feel it is relevant. As a business 

owner, you already know what you hope to gain, but your rewards will reflect how well you’ve 

understood the customer’s perspective—then found a way to address it.  

 

Don’t lump all customers together, but speak directly to individuals. Person to person. 

 

The better you understand the human dynamics that occur in the buying process, the more you 

can mesh your goals with those of people you hope to turn into your customers. 

 

Decisions a Buyer Goes through Before Buying 

Step 1  They recognize they have a desire or a need – this occurs before they visit the yellow 

Page directory or conduct a web search  

 

Step 2  They seek out information among the competing businesses—directories, websites, 

searches, social media 

 

Step 3  They assess what they’ve learned and narrow their options 

 

Step 4   They make a purchase 

 

And within that process a lot of other stages may enter in. Some of them can occur online and 

some of them can occur in the local community.   

 

Yellow Page Ads Point Readers toward Suitable Sellers 

Directional media point willing consumers in a direction where they can make purchases. They 

include telephone directories, newspaper classified ads, mid-week grocery store supplements, 

etc. Interactive media differ from traditional media such as magazines and television in several 

significant ways. 

 

 Lower levels of distraction 

 Higher levels of organization of the material 

 Differences in the content  

 Higher levels of the reader’s involvement (they’re motivated) 

 

Your Ad Is Not Selling Anything but the Next Step 

 The ad sells the call to the business 

 The call sells the visit 

o To the website 
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o To the store or office 

o To go somewhere or do something 

 The call sells an appointment for future contact 

  

Each of these steps is designed to make the customer take an action that brings them closer to a 

commitment to buy. Make it easy for them to take each step. Make it easy for customers to do 

business with you. Not all customers need the same thing. But the better you understand what 

they’re looking for, the more likely you are to anticipate their needs and provide them. 

 

The better job you do, the more you’ll match the reader’s desires—providing what they’re 

looking for. And that translates to more calls and business for you. 

 

Stop Screaming in My Eye! 

The reader’s reaction to what they see, coupled with their reason for looking in the first place, 

will influence their motivation to buy. That desire may be cranked up or down, depending on 

how overwhelmed (or supported) they feel about their available choices. 

 

The typical two-page spread in the Directory is a chaotic assemblage of impressions—each 

screaming to be noticed. They literally hurt the eye with their cacophonous urgency. It’s nearly 

impossible to stand out in such company, certainly not by being even more strident. 

 

Be aware that the Directory is sending too many impressions at the reader.  

So they easily get overwhelmed. Give them what they want to know, but not too much so it gets   

confusing. The balance is not an easy call. But all that competing information is very likely to 

make the person close the Directory as soon as they can justify doing so. 

 

As much as the reader wants to read through the category and check out all the choices listed, 

nobody can stand to do that very long. It’s easy to reach sensory overload, so getting it over with 

is an increasingly pressing concern. That’s why they’re likely to stop looking after they find the 

first few suitable choices. If looking in the Directory is too crazy-making, they’re likely to 

respond to the first ad that catches their attention. Or they could put the purchase off a bit longer, 

while they check elsewhere. 

 

Capturing Attention Is the Primary Goal 

People are bombarded with advertising—magazines, direct mail, newspapers, billboards, radio, 

television. How in the world can any promotional material break through the clutter and get 

read—let alone get acted upon? It won’t happen unless what people see is interesting—and that 

means interesting from their point of view.  

 

The pace of modern life compels each of us to react to between 5,000 and 40,000 (depending on 

the source) impressions a day, many more than anyone could ever really deal with. People save 

their attention for the things they really care about.  

 

Promotional materials need to communicate instantly and with total clarity. If your primary point 

isn’t obvious in a glance, people aren’t going to waste their time figuring it out. If it takes too 

long to “get it,” they will quickly abandon the effort. 
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In planning over the long term, you want to develop a marketing approach that covers your 

bases. No single activity can be relied on to do it all. That needn’t turn out to be more work, but 

less! That’s because it communicates a common message (with minor variations). You’re no 

longer running off in all directions. Better yet, the public starts to respond to you as a “known 

quantity.” 

 

Try a variety of strategies on a small scale and find what combination works for you. Then keep 

refining it. It’s unrealistic to expect a “magic bullet” that can do all your marketing for you. But 

having a clear and consistent message makes all your efforts pack more punch. 

 

Every printed piece and every connection with the public should be prepared so it builds on your 

overall, long-term marketing strategy. When it comes to marketing, familiarity breeds 

credibility. That’s how people start getting the idea that you’re well established. Market even 

when business is not good, so it continues to be good. 

 

What you want to build is name recognition. Consistent repetition builds toward recognition. 

Industry studies show that when people go to the yellow page directory without having already 

made up their mind, the business most likely to be picked is the one whose name they 

recognize. That advantage beats out any ad on the page. 

 

So the absolutely best yellow page advertising strategy is to build some degree of name 

recognition before they person opens the directory at all. 

 

Service Buyers and Product Buyers Are Not Seeking the Same Information 

When people are considering making a purchase of services they seek out more information 

because of the intangible nature of what they’re purchasing.  

 

[There are] “slight differences between consumers who are looking for businesses selling 

products versus businesses selling services. The consumers looking for services want to 

know about the quality of their work, their experience and credibility, and an indication that 

they can be trusted. This information makes a BIG impact on how you will develop your 

yellow page advertisement.” 

         From “Making Yellow Page Ads Work for Your Small Business!” David Frey. 

Visit his website:  www.markingbestpractices.com 

 

The kinds of services a business provides often dictates whether people would  make their choice 

from the Yellow Page listings. They’re more likely to rely on a yellow page ad to choose a tree 

surgeon than a medical surgeon. Expensive or skill-sensitive services are more likely to be 

selected through referrals than from any kind of advertisement. In such case, the directory is used 

primarily for contact information, rather than to assess the relative merits of the providers listed 

there. 

 

In terms of the amount spent for advertising (not the number of references), here are the biggest 

(in this order), which all happen to provide professional services.  

 

1.   Attorneys 

http://www.markingbestpractices.com/
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2.   Physicians and Surgeons 

3.   Insurance 

4.   Dentists  

 

If your business is in such a category you’ve probably seen a run-away escalation of costs out of 

proportion to their benefits or financial return. And they’ve driven up the costs so much it hurts 

other business categories as well. 

 

Focus on the Value Offered Rather than the Price 

Although price matters to most buyers, good value and reliability are even more important to 

them. Interesting and believable copy needs to address each of those concerns. People want a 

“fair deal.” They’ll usually pay more for tasks with greater risk, time requirements, or 

complexity.  

 

Providing such advanced skills makes you can stand out from your competition. As Jimmy Dean 

said about the sausage bearing his name, “I’d much rather apologize for the price than the 

quality.” 

 

Never let low price be your main sales strategy. It means tiny or suicidal profit margins. 

Someone else will always be able to sell cheaper still. Worse yet, your customer won’t bother to 

differentiate you from anyone else, except by who is cheaper.  

 

People often assume that lower price indicates a lower quality, or they may be suspicious about 

what’s wrong with it. Besides, lowering prices won’t necessarily raise the demand for the 

product. Sadder still, it doesn’t assure loyalty, since people who select by price alone will jump 

ship as soon as your prices go up, or they find someone even less expensive.  

 

Premium goods and services require special marketing to the discriminating. Those who can 

recognize the signs of first-class quality are usually willing to pay extra for them. If you’re 

charging more, you must communicate the nature of what’s superior about what you provide. 

 

Recognize the Widespread Mistrust Factor   

People have been burned and are less trusting than they used to be. They’ve seen the television 

exposes of shoddy businesses and dishonest service people. They’ve been overcharged and 

manipulated, and they don’t want more of the same.  

 

So they’re less likely to trust any ad’s self-declarations. Build in confidence-building elements 

like testimonials, guarantees and return policies, certifications, and other quality assurances. 

 

Be very sensitive to build credibility into every aspect of your business. One of the reasons 

customers stay loyal to a merchant is because they feel they can trust that business. And they 

don’t want to have to keep looking around if they can help it. Staying scrupulously honest and 

reliable encourages customers to stay loyal to you. 
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Wise Moves 

In the Directory, all the competitors are jammed in together. They look pretty much the same to 

anyone who’s not an industry insider. So you need to study what the others are doing (and not 

just in their ads) so you can point out differences that make a difference to Directory users.  

 

Start with the competitors within your heading. But you have other less apparent competition, 

you should check out as well. If someone doesn’t buy from you or someone else in your heading, 

where are they most likely to look instead?  

 

For example, if you sell draperies, you might find that buyers decide to get blinds or awnings 

instead. If you can solve all their window or too-much-sun challenges, make that clear. Or you 

might see the need to place a small ad in those headings also.  

 

Psychology Trumps Economics 

It’s not uncommon for the newest business to have the largest or most costly ad in their section, 

while their well-established (and more profitable) competition get by with humbler ads. One 

suspects that the newcomer expects their prominence in the Directory to assure their success. Sad 

to say, too often that strategy proves to be very risky. And those showy businesses are not always 

around when the next Directory comes out. 

 

Don’t overlook ego-related issues, like wanting to appear to be a big cheese. Some owners fear 

that if their business doesn’t have a showy ad people might think they’re not doing very well. Or 

the business owner wants to seem more important than the competition. Some consider the little 

voice of “what will people say?” to take a bigger ad than the economic realities would warrant.  

 

Avoid the Small-Time Operator Mindset 

An enterprise has to have a business phone line in order to get listed in the yellow page directory. 

So, unless you’re paying the business rate, all the issues about how big or which features to have 

really don’t apply to your business. 

 

Many small or part time businesses start from home. So the business uses the home telephone 

number on its business card. That makes logical sense—why pay for a second line when people 

can reach you anyway? And for a while it could work. But as a business grows, it needs to avoid 

an image that’s less than professional. It could undermine your impression of being able to 

compete effectively. Not only that, it marks you as not businesslike.  

 

Provide Area Codes and Toll Free Numbers  

Even if your market is local, get in the habit of providing the city, state (spelled out), and area 

code on every ad or promotional piece. Include your website address as well. 

 

Get in the habit of putting your website and zip code on every page of your advertising or 

website. It’s as important as your telephone number or address. As more and more people search 

for local business information on the Internet, they’ll be able to find the nearest supplier by 

searching within their zip code.  

 

Provide your website domain name or email address on absolutely everything. Plaster it 

everywhere you’d put your phone number. It’s just as important. 



How Human Nature Affects Your Advertising,  Faith Lynella © 2012 

A Bonus from Quick & Painless    http://grabyourhometownadvantage.com 

 

7 

 

 

Because of their expense, yellow page directory ads are not an effective method to drive website 

traffic. Still, make sure your website (URL) is prominently displayed in your ad.  

 

Get More Mileage from Your Ad Dollars 

 Improve handling of calls from Directory users 

 Tweak conversion rates so that more callers become buyers 

 Build customer loyalty so buyers become repeat buyers 

 Engage in the kinds of promotional activities that increase name recognition 

 Develop relationship-oriented customer policies and practices 

 

The yellow page directory primarily pulls in new customers. But it’s a lot more expensive and 

demanding to rely mostly on new business than to reduce the turnover of present clients and 

customers. Serving repeat customers is much more profitable. And the longer you keep a buyer 

coming back, the more bang you got from the yellow page ad that brought them in the first place. 

 

Loyalty Is a Goal, Not a By-product 

Build relationships that make it easy for customers to stay loyal. Also, such an approach will 

smooth out the feast and famine flip-flops or that make business planning so difficult. As an 

example, develop and promote a recurring service plan—so they don’t have to risk a problem. 

With such continuity support, you can avoid emergencies for the customer, as well as yourself.  

 

Some types of businesses are a natural: plumbing and heating, garden and tree care, carpet 

cleaning, legal review (as in seeing that wills are current). It could easily be adapted to products 

as well—supplies, training, periodic upgrades, etc. In each case, you strengthen the customer’s 

reliance on you, while building a lucrative longer-term relationship. 

  

Impressions Open or Close Doors for You 

In order to survive, a business must appear businesslike and credible. Otherwise it scares off the 

very people it wants to attract. You’re busily creating impressions with the letters you send out, 

the telephone calls you make, the advertising programs you embark upon, and your face-to-face 

contacts with every potential customer. They indicate how well your company has its act 

together and whether it can deliver what the customer wants.  

 

Businesses send many unintended signals that indicate its priorities and level of competence. 

People notice and respond to such impressions, and will only do business with companies they 

have confidence in. The problem is that businesses often send mixed messages (some positive 

and some negative), which leave a muddled, unfocused impression. It’s that very muddledness 

that makes it seem half-baked. 

 

And in a place like the yellow page directory, where your window of opportunity is so small, you 

can’t afford to be unclear about what your message is. You can’t be the “best of the lot” if you 

don’t stand out in some noteworthy way (interesting, there is a word, “noteworthy” just for 

standing out). That’s equally true on the Internet.  
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By a wonderful coincidence, if you do indeed know your niche, your ideal market, and why 

you’re the exactly right one to satisfy the reader, you’re better able to get the point across. Even 

in such a small area and in such a loudly-yelling company as the yellow page directory. Be more 

sensitive about those crucial, but too-often-ignored factors that are “behind” the ad or website, 

yet account for its success.  

 

People Rely on Trustworthiness 

Get used to the idea that the public is skittish and avoids doing business with companies they 

can’t trust or rely on. Subtle signals that add up to “trustworthy” or “competent” can make or 

break any business. People treat such details as true—whether or not their assessment is accurate 

in every case. But make no mistake, the way you appear does influence people’s buying choices. 

 

As the world becomes more impersonal, trust becomes increasingly valuable. In deciding where 

to spend their dollars, buyers look for those businesses which they consider trustworthy—and 

hostile to going back if that trust is abused. 

 

All of us run like crazy from those businesses that took our money and then let us down. 

Afterward, we eagerly retell those “horrible” experiences to anyone who will listen. We horde 

such tales of woe and disappointment, passing them along, and along, and along. Word of mouth 

is considered the best promotional method. But it can also be the worst—when the idle talk it 

spreads about your business is negative. 

 

Impressions Matter—a Lot 

Ask anyone in business about the importance of making a good first impression, and they’ll 

assure you how much it matters. So why then do so many “shoot themselves in the foot” by 

appearing to be slipshod and incompetent? 

 

Everything a business does reveals its priorities. And when the little things are done well they 

indicate that the business knows what it’s doing and is, indeed, competent. But beware—the 

opposite also applies. One lapse and they won’t trust anything you do. But it is also true that if a 

problem is corrected immediately and with respect for the customer’s time and inconvenience, 

they are likely to trust the enterprise even more. 

 

Carelessness can creep into a business operation in countless ways. Yet inattention to details is 

so widespread, it’s possible for a business owner to stand above the norm by avoiding the most 

common traps. If a business inadvertently sends turn-off signals, they cause far-reaching 

damage. Because even a minor lapse can undermine the customer’s confidence in the entire 

enterprise.  

 

Eliminate the Sour Notes  

First impressions last. Don’t waste that all-important moment where the public’s confidence in 

your business needs to be established—the famous and indelible first impression. A strong, 

consistent, positive impression builds trust, which is so vital for your long-term survival. First 

impressions do matter—but, then again, so do the later ones. 

 

Each enterprise bears witness to its owner’s best judgment about the right products, location, 

promotional methods, and a zillion other choices that went into getting it off the ground. And its 
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future profitability is riding on those decisions working out as expected. Yet, too often the 

optimistically launched venture can be undermined by telltale signs of indifference or ignorance. 

 

Whether or not they care to admit it, most people decide within the first few moments whether 

they want to do business with a business. If they do change their mind, it’s usually in a 

downward direction, as they become aware of flaws or details that mar their impression. If that 

initial impression is poor, it means the owner is forever at a disadvantage with them—and it 

probably won’t work out, anyway. 

 

Express Your Unique Style Uniquely 

Your business style and personality are visible to even the most casual onlooker. Since the 

enterprise will survive or perish on its drawing power, businesses that manage to quickly create a 

basis for positive recognition have a marked advantage. 

 

Efforts to move past looking like one of the crowd need not be great. But they pay off many 

times over. That’s your flavor, your business personality that they cannot get from anyone but 

you. 

 

It’s easy to spot when a company’s ads and printed materials reflect a common theme, identity, 

or message. Try this exercise for yourself. Spread out all your recent ads (including the yellow 

page directory ad) and promotional documents on a table. Study each of them carefully, as 

though you’d never seen them before. Then answer these questions. 

 

Examine Your “Look” 

 Is the same look and message apparent on each piece? 

 How do they appear similar to each other? 

 How do they appear different (unrelated) from each other? 

 How could you modify them so they all share a common flavor? 

 Do they really express how you want the public to see you? 

 Is it uniquely different from that of your primary competitors?  

 

Resolve to develop your own unique appearance, because being recognizable is the first step 

toward being remembered. Whatever design scheme you create should appear in some way on 

whatever the public sees.  

 

Everything from logo and written communications, to the sales methods and office décor needs 

to reflect the same common flavor. A uniform theme is reassuring, so keep tinkering with yours 

until you find that steady note that appeals to those you’re trying to attract.  

 

Why Should Anyone Pick You, Anyway? 

If your business is unique and you’ve figured out what’s special about it, your ad should be 

unique as well, and reflect the same flavor as your logo and slogan. It’s an intellectual property 

of yours. Put a © notice on it. Discourage others from taking your unique identity.  

 

A copyright notice is the © followed by the year and your name or business name. Just update 

the year every now and then so you don’t seem dated. By the way, you don’t need to file a 
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copyright with the U.S. government to use the symbol. What you create that is original has an 

automatic implied copyright when it was made or published.  

 

That is not true with a  or ®,however. The right to use those symbols must be registered in 

advance through the U.S. Trademark office or your state’s Secretary of State. But if your logo or 

slogan is trademarked, say so. It also builds credibility.  

 

Niche Yourself—It Is Easier to Succeed in a Niche 

Keep tweaking what you do until you find the niche in the market where you fit best. Think of 

your ideal niche as the intersection point between your unique skills and interests and what the 

world wants.  

 

When you find yours, you’ll see that no other business (none of your competitors) is as precisely 

suited to fill it as you are. If you pay attention, you’ll notice that events conspire to help push you 

in that direction. 

 

Start by determining what you do the best, and who needs it. Keep in mind how you will get the 

word out to reach those it is designed for. Let’s be clear—this isn’t about changing your type of 

business. You’ll still be an accountant or photographer, but you will no longer be “just another” 

one of those. You’ll find that you are considered unique in a way that makes customers come 

back to you—and only you.  

 

Only now you’re moving from generic to unique—an accountant who works with entertainers; a 

photographer who mostly takes pictures of dogs and their owners. People who want that service 

want you instead of anyone else. And in your niche your specialized expertise will shine. 

 

Where to Look for Niches 

 By geography, location of area served—statewide, downtown, east of Route 24 

 Within an industry—insurance, beauty shops, construction, government 

 By size of company served—small start-ups, Fortune 500, SOHO (small office, home 

office) 

 By price range—low cost leader, deluxe, wholesale 

 By life stages and changes—marriage, relocation, funerals 

 According to special interests—sporting goods, stamps, crafts 

 By the particular demographics—age, sex, gender, racial groups, nationality or language 

 According to the type of problem solved—diaper service, temporary help agency 

 

Small businesses are unwise to challenge major companies that already have established track 

records. But they can do quite nicely when they find a market niche that still has growth 

potential. Many niches are poorly serviced or ignored. You are likely to find yours by listening to 

people grumble about how their needs aren’t being satisfied. 

 

Small businesses succeed by specializing within their niche market. In fact, the effort to be all 

things to all customers is a small-potatoes trap that never pays off. Finding your strengths and 

figuring out how to build your operation around that specialness takes courage.  
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It’s a step away from the average because it has your “fingerprints” all over it. But the work also 

becomes more personally meaningful for you because it suits you. And it is more enjoyable for 

you. 

 

When you “sing your own song,” it resonates powerfully with a segment of your market—and 

that’s who your real market is. As you define yourself with greater particularity, all your 

priorities shift to support that focus. 

 

It’s the kind of change that marks a new maturity to the business—one which brings a 

personality with heart and soul into the work. It’s hard to mistake that transition. It is my sincere 

wish that you find a way to do that—for yourself and your enterprise. 

 

At the same time, you’ll move away from your weaker areas, those that you don’t do as well, 

anyway. Spend most of your efforts on matters that are key to your business. What you do poorly 

(or not at all) may rightly belong on other shoulders. “Outsource” and “specialize” mean letting 

someone else do what you don’t want to.  

 

A Yellow Page Category Is Not a Niche 

Actually, a category heading is the opposite of a niche. It tosses all the competitors together as 

though they’re all doing the same thing. A sub-category could be a niche, but even there you’ll 

find a mixed bag.  

 

Photographer - That’s a category 

A photographer who only takes pictures of buildings—that’s a niche 

 

Dentist  - That’s a category 

A dentist who specializes in dentistry for children—that’s a niche 

 

Movers - that’s a category 

Movers who move and set up pianos—that’s a niche 

 

Janitor - that’s a category 

A firm that cleans and restores the premises after flooding or fire disasters—that’s a niche 

 

Leave No Doubt about What You’re Communicating—and to Whom 

Advertising works best when it meets a single goal at a time. And that’s likely to be dictated by 

who your audience or reader is. Don’t ever say your market is “everyone.” That just means 

you’re unclear about who really is interested enough to pay for what you provide.  

 

Your ideal customer is the specific person who you want to speak to in your ad. That person 

represents your focused niche. Of course, they’ll settle for another business. But that’s only 

because they haven’t found the provider of goods or services that’s hits their “bulls-eye.” And 

whose fault is that? 

 

Buyers don’t want to know all about your business, just enough to provide the answer they’re 

looking for. If you serve them well, you will have further opportunity to share more about your 
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business later. And as you start identifying those customers who resonate to your unusual spin 

you’ll become more adept at recognizing who your ideal customer or niche is.  

 

They’re connected, you know. As you find yours, you’ll move from being generic (any plumber 

can do it) to the only plumber they’d consider. 

 

_______ 

Sell to the Limbic System 
 

Don’t Overlook the Limbic Brain—That’s Who the Real Buyer Is 

First the reader’s attention has to be captured. And that happens on an emotional, subliminal 

level. As the yellow page saying goes, “Where the eye stops, the sale begins.” Here is an article I 

wrote a while back about what every ad, website, or sales process needs to keep on the front of 

its brain (sorry, couldn’t resist). 

 

 

Woo the Buyer’s Limbic Mind or All Your Sales Efforts Are Wasted 
If you’ve driven yourself crazy trying to figure out why so many customers get away, relax. You 

can’t figure it out because  

 

It’s Not Logical 
 

The impulse that makes people buy from one business instead of another is no more logical than 

the baying of an elk’s mating call. In fact, it works exactly the same way—through the limbic 

system. 

 

The limbic system is instinctive—older than language, faster than thinking. It controls trust. It 

controls attention and desire. And logic must stand aside until the limbic part of the brain decides 

something is trustworthy. In primitive times it was constantly alert for danger.  

 

Detecting threats spelled the difference between life and death. That function is still important 

today. Although the risks are different, they’re just as real. 

 

Here’s how the buyer’s pattern works: 
 

Step One – Court the Limbic System  

Provide reasons for the limbic mind to be interested in you. Let it get to know and like your 

personality, the unique flavor of the business. Once it decides it’s interested (or not), it hands the 

matter off to logic, which waits to be called up.  

 

Step Two – The Logical Mind Evaluates the Facts and Arguments  

It considers the pros and cons and arrives at its best choice.  

 

Step Three – The mind then defers the final decision back to the limbic mind 

It says Yes or No. The final decision isn’t logical, and rational thinking plays a secondary role. 

Although it’s willing to let you think it runs the show, that’s not true.  
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Step Four – Action 

The sale—if you’ve done it right; or a missed opportunity 

Step 2 is supposed to come “after” Step 1. But sales people usually want it first. 

 

It doesn’t work that way. Most business ads and websites start directly with logic, unaware of the 

vital influence of the limbic mind. But getting the buyer to purchase without its blessing is a long 

shot. 

 

Successful businesses make more money because they speak to the deeper (emotional or 

instinctive) concerns of their specific market. They engage their buyer’s limbic mind in a unique 

and noteworthy way—a way that matters to them.  

 

The value of that company’s products and services (which are seldom unique to them) are 

secondary to making that strong limbic connection. The ability to do so doesn’t depend on their 

size, bankroll, or how long they’ve been around—but on understanding what their customers 

really wants. 

 

Send a Mating Call 

You need to send a “mating call” of attraction. By knowing your targeted buyer’s desires, you 

understand they’re looking not just for products or services, but the good feeling that they expect 

to go with them. Your ability to deliver that feeling (in a variety of ways) is evidence of your 

enhanced value in their eyes. They buy because they want that intangible “something” that 

makes you stand out from the rest.  

 

A buyer’s limbic system decides in an instant—and doesn’t change its mind. That part of the 

mind constantly scans for either of two things—what it likes (attraction) and, equally important, 

what it dislikes or fears. Anything else hardly rates a notice (indifference)—and that includes 

most information. It has already decided from the context even before the words are heard or 

read. 

 

But don’t assume the limbic mind is only alert to face-to-face exchanges. Printed materials, ads, 

websites, packaging, facilities and every other component of your operation all must face its 

scrutiny. It can spot the inconsistent signals you don’t even know you’re sending. But you can 

make your business limbic-friendly with no more expense or effort than you already spend.  

 

Jarring or Inconsistent Signals Turn the Limbic Mind Off  

They may seem minor, but they cost you big time. The limbic mind doesn’t decide by words 

(content) but by more subtle signals that people send without intending to (context). And its 

reaction is almost instantaneous. It can be fickle, if you don’t continue to amuse—or if you fail 

to deliver. But it can also be determinedly loyal—when the connection forged with it is strong 

and personal.  

 

By wooing the limbic mind, you’ll get the attention of the only buyer that matters. So assess your 

business practices and promotional materials to ensure they acknowledge its crucial involvement. 

When they’re limbic-friendly, all your other sales efforts will yield greater returns.    
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Deliver what the Customer’s Limbic Mind Likes 

It’s a well-known truth that, People don’t buy what the need. They buy what they want. And 

that’s the limbic system calling the shots, in spite of what logic would have dictated. 

 

What the Limbic Mind Likes 
 Curiosity and Novelty 

Unexpected, bizarre or impossible 

Exaggeration (to the point of ridiculous) 

Perplexing and quirky 

Challenges to figure out—puzzles, riddles, optical illusions 

 

 Fun, silliness, humor, laughter, and slapstick 

 

 NOW, what’s present, since can’t relate to the future or remember the past 

 

 Sexy and Titillating – enough said 

 

 Emotional Experiences 

Love, kindness and caring 

Gratitude and appreciation  

Recognition and flattery (prefers it to be sincere) 

Personalization, which is why using a person’s name works so well 

Inspiration that rouse the ideals and spirit (often through symbols) 

      Good feelings and pleasantries 

Relationships and shared experiences 

 

 Sensuous – involves all five senses (especially smell, which is in the brain stem) 

Beauty – however they define it  

Grace and elegance 

Eye catching, with color, images, and graphics 

 

 Congruence all the parts in synch and credible  

Sincere, simple and direct 

Authentic, genuine and consistent 

 

 High Energy 

 

What the Limbic Mind Does Not Like 
 

 Boring – same as everyone else 

 

 Inconsistency and incoherence, sour notes 

 

 Scary or dangerous 
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 Control or manipulation 

 

 Being taken for granted 

 

 Unpleasantness—offends the senses 

 

 Ugly—in whatever form 

 

 

Limbic Friendly Is the Ticket 
 

Limbic Friendly Ads Get You to Second Base 

The Yellow Page Directory is entirely visual—the other senses are barely involved. So the eyes 

lead—and they take the attention with them. If an ad doesn’t have eye appeal, it will be 

overlooked, no matter what the words (copy) have to say.  

 

Put It All Together 

 Catch the eye with color and images (graphic and layout) 

 Catch the mind with information (copy) 

 Neither is the motivator, but they can rate a second look 

 Do not assume that because a person is looking that they’re motivated to act 

 The person’s desire to buy does not equal their desire to buy from you 

 You need to create an impression that tips the odds in your favor 

 

The “Trust Your Eye” Exercise Instantly Tells if Your Ad will Pull Buyers 

This quick exercise shows how people actually “see” a page of ads. As you pay more attention to 

what is seen, (as opposed to what’s there) you’ll be better able to recognize what people respond 

to—or ignore.  

 

That’s exactly the kind of information you want to take into account when designing your next 

ad (or to assess what the designer does). An ad that stands out is more likely to get called. Also, 

realize that black ink on yellow makes the easiest color combination to read. So forget about 

color. 

 

Train Your Eye to See, and Listen to Your Gut 

 Look quickly at any page in the Directory (in some section where you’re not familiar)  

 Where does your eye go first? Second? Third? 

 What seems to leap out at you? Can you figure out why? Which ads fade away? Can you 

tell why? 

 Open to another page and repeat—what do you notice? Why? 

 Do it again, and again—by now you’re starting to see how your eye works without the 

brain being engaged 

 

In this exercise, you’re not reacting to the words but to the overall images, shapes, and layout—

just as the customer does. However, you’re making your instantaneous, reflexive reactions rise to 
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consciousness. And doing so gets you in touch with your own limbic mind in a way that lets you 

know what’s a grabber—from your gut.  

 

Smooth Out the Customer Experience 

Developing a trusting customer relationship is a process. It builds incrementally, as a sequence of 

steps follow one another. Whether it takes place in a single encounter or over a series of contacts, 

each of those steps is riddled with choices.  

 

As the process goes along, the customer has to be willing to take another step, to make further 

commitments (however small) of their time and attention.  

 

When they already trust you, and are interested in what you’re offering, they’ll take the next step 

without hesitation. However, if they’re unsure about you (or had a prior negative experience), 

they’ll want to think about it—and just maybe, that’s when they realize they aren’t all that 

interested after all.  

 

Examine the Interaction Points 

Any sour note or “funny feeling” in the experience can easily break the inevitability of them 

taking the next step—or the next. These interaction points represent higher risk to the seller as 

well, because that’s where the buyer is most likely to reconsider or flee. 

 

Each buyer choice point actually ups the ante for them. On some unstated level, buyers know 

they’re committing to the next step, bringing the transaction closer to happening. These steps get 

riskier (for you as well as them) whenever you specifically ask them to do something more.  

 

Choice points are precisely the places you’re most likely to lose them—when they bail out of the 

process. Every call to action is a high-risk choice point—but there are many other minor ones 

also. 

 

Kinds of Buyer Choice Points 

 Read the ad beyond the headlines 

 Listen to this CD or podcast; watch the video 

 Visit the website 

 Call us 

 Try it for 30 days without obligation 

 Take a test drive; check out the product 

 Write the check 

 Negotiate the monthly payments for a purchase 

 Present the credit card 

 Sign an agreement 

 Accept a “free” offer or gift—which is sure to have strings attached 

 

Anything that breaks the steadily building momentum can cost you the sale. And just because the 

deal is complete, don’t relax. There are always plenty of reasons why a person changes her mind 

and wants out (or returns the product) afterwards. And how those points were handled the first 

time determines whether that buyer will ever return, assuming they can find another seller. 
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Reduce the Obstacles that Make Customers Walk Away 

Imagine a typical sales process that takes eight-steps, from the time the person steps into the 

store (or website) until she walks out with the product (or buys the service). What percentage of 

your potential buyers who take the first step make it through to the last one? 

 

If you want them to complete the whole sequence, it’s critical that the entire experience move as 

smoothly as possible—especially where they encounter the high-risk choice points. 

 

Evaluate each of those places where your procedures impose upon the customer and the sales 

process. Assess them in terms of their likelihood of adding extra aggravations for the customer. 

Assess whether they increase the risk of people walking away. What could you possibly do to 

make those interaction points less risky or annoying?  

 

Become obsessive about getting those points so smooth and trouble-free that they’re hardly 

noticeable at all. Guess what—businesses that do that have an edge. It could be just the 

intangible benefit to point out in your Yellow Page ad or website. 

 

References to the “conversion rate” (number of initial lookers  number of actual buyers) imply 

a two-step process. But they fail to appreciate that the number of steps and factors are infinite, 

because of all the intangible influences that can derail the process. 

 

Dismantle Obstacles 

Pay attention to each of the obstacles you’ve got built into the process. These are the exact places 

where you’re losing customers—and the sale. If the customer can’t get the help she needs, can’t 

find the product in the model or size she wants, can’t navigate through the check-out without 

mishap, she’s likely to give up midstream.  

 

Let’s assume that, despite the obstacles, she gets all the way through, and completes the 

purchase. What are the odds she’ll be in a hurry to come back? 

 

Also, start paying more attention to potential buyers who “got away” somewhere in the obstacle 

course. They’re giving you vital information, if you care to notice. By voting with their feet, 

they’re letting you know when they had enough—their annoyance at the process became a 

decision to not buy. 

 

Websites have their own                                                                                                                                                                                                                                                                                                                                

tricky transaction point problems, as well. If you have both interfaces with the public, work out 

the interaction points for each of them.  

 

Now ask yourself, are some of the problems the very same with both places? Can the different 

arenas cover for each other’s weaknesses? Such a shift of focus will lead to greater integration, 

that benefits your sales process. 
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Note from Faith Lynella 
 

I am pleased to share this Bonus with you. It goes to the heart of how Quick & Painless is 

different that another way to advertise. It is about keeping communication first and foremost. 

It’s one of our most basic human needs.  

 

Somehow, the need to communicate directly and authentically has too often been pushed to the 

sidelines in business. That’s a shame because that is exactly how one builds customer value and 

loyalty. 

 

Keep Reading 

These considerations will be further explored in other Quick & Painless titles and on these 

websites: 

 

http://grabyourhometownadvantage.com 

http://websitepolish.com 

http://websites-for-mobile.com 

As well as my personal website, http://faithlynella.com 

 

Please visit any of these sites occasionally and read the blogs.  

 

Thank you for being my reader, 

 

Faith Lynella 
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