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Accountants, working with, 41
Acknowledging customers, 25-27
ACNielsen Company, 105
Add-on selling, 30
Addressing concerns of customers,
29-30
Adult education, xxi
Advertising:
basic strategies of successful, 155-156
effectiveness of, 66, 74
functions of, 72
goals for, 67
impressions, 88, 99
as investment, 65-66, 103, 154-155
learning from mistakes of others,
71-75
making lasting, 203-204
objective of, xii
options for, x—xi
pricing in, 83-85
questions to ask about, 66-67
ratings points, 99-100
reach, 99, 119, 133-134
in small towns, 177-179
story-type, 160, 221
target market and, 67-68, 73
testing, 71, 157

tips for, 156-161
See also Cost of advertising;
Frequency of advertising; Message,
for advertising
Advertising in the Yellow Pages (Wagner),
132
Advice:
offering, 203, 214
seeking, 175, 191-193
Advisory boards, 232
Alt attribute, 139
Analyzing:
break-even analysis, 39-41
local media choices, 96-97
markets, 47, 48
Sales and market share analysis, 8-9
See also Evaluating; SWOT analysis
Animating Internet ads, 226
Answering phones for home-based
businesses, 196
“Answer the objection” close, 32
Appearance of home-based businesses,
194-195
Arbitron Company, 105
Asking for orders, 31-34
Assignment editors of newspapers,

148-149
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Associations, 191-193
Assumed close, 32
Assumptions, 207-208
Assuring satisfaction, 35-36
Attire and home-based businesses, 195
Attracting visitors to web sites,
134-140

Audit Bureau of Circulation, 105
Author:

contacting, 233

web site of, ix
Avis, 156

Bait-and-switch tactics, 83
Banner ads on web sites, 227
Banners, 225
Benefits:
advertising and, 155-156
features as, 84-85
of product, advertising objectives
and, 94
selling, xiv, 25, 28-29
of Web presence, 141-142
“Ben Franklin” close, 33
Best-in-class examples, 217
Board of champions, 207
“Bonus” close, 34
Bonuses, paying, 230
Bozeman, Montana, xviii—xix, 26,
44-45
Brand image, creating, 80-81
Break-even analysis, 39-41
Brochures:
designing, 204
for home-based businesses, 198
on web sites, 143
Budget for advertising, monthly, 69-71
Bulk mail, 93, 230-231
Bumper stickers, 203
Bush, George H. W., 54
Business, definition of, ix
Business cards, 197, 204—-205
Business costs, 38-39
Business directories, advertising in, 221

Business forecasting, 231
Business plans:
description of, 1
financial condition, 2-3
See also Marketing plans
Business/Professional Advertising
Association, 105
Business resumes:
accuracy of, 170-171
analyzing using SWOT technique,
15-19
background questions, 5-9
customer service, 10-13
need for, 3
positioning and, 62
Buyer’s remorse, 35
“Buying” colors, 81
Buying decisions, 62, 68

Calendar for marketing:
creating, 163
setting up and designing, 164-166
six-month, 164
Calls to action:
evaluating ads for, 72, 87
as function of ads, 94
in radio messages, 121
Capitalizing on strengths, 74
Catalogs:
placement of best sellers in, 217-218
on web sites, 142-143
Celebrities, using, 126
Census information, 7, 156
Chamber of commerce:
joining, xxi, 174
links to web sites and, 135
mailing lists from, 92
Children and home-based businesses,
195-196
Choosing markets, 49
Circuit City, 83
Civic groups, speaking to, 149
Classified ads, 157
Closing sales, 31-34



Coaches, finding, 2
Coin Mart Jewelers, xi—xii
Color for ads, 109-110
Commitment, 206
Community involvement
chamber of commerce, xxi, 174
speaking to civic groups, 149
sponsoring events, 129, 159, 229
Competition:
ignoring, 216
imitating, 74, 206
learning from advertising mistakes
of, 71-75
matching offers from, 213
paying attention to, 86-87
positioning business in category with
less or no, 59-60
questions about, for business resume,
6
small towns and, xix, xxii
studying, 47
Competitive strategy, 54
Complaints, inviting, 209
Confidence of customers, building,
79-80
Consistency:
in advertising, 73, 103, 206-207
in customer service, 12—-13
of logos, design, and image, 95-96,
97
of message, 178, 201
Consumers, see Customers
Contact information:
in ads, 95, 213-214
of author, 233
for media, 149
Contacting customers, 85-86
Content of web sites, 224
Conventions, 213
Co-op advertising, 95-96, 106, 127
Copyrighting web sites, 226
Cost:
fixed, 38
of postage, 200
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of promotion, 182
variable, 38-39
Cost of advertising:
average, 155
budget for, 69-71
on Internet, 144
in magazines, 116
in newspapers, 113-114
per customer, 73, 102, 105-106,
158-159
reducing, strategies for, 106107
sharing, 201, 231
on TV, 126-127
Counting visitors to web sites, 145
Coupon ads, 74, 131-132
Courtesy, 25-27
Creating:
ads, 108-109, 157
brand image, 80-81
calendars for marketing, 163
mailing lists, 92
marketing plans, 2, 56
messages, for advertising, 88-89
need, 72
surveys, 200
web sites, 141-142
See also Designing
Credit card usage, and Internet, 146
Criticism, handling, 228
Cross promotions, 106-107, 182
Current events, promoting, 153, 202
Customers:
addressing concerns/overcoming
objections of, 29-30
confidence of, building, 79-80
contacting, 85-86
directing to other medium, 209
discovering needs of, 27-28
giving more than promised to, 161,
210
greeting and acknowledging, 25-27
informing, 72, 94
knowing, 199
learning more about, 214
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Customers (Continued)
rating, 215
respecting time of, 230
as source of information, 101
special deals for special, 231
viewpoint of, 210
See also Cost of advertising, per
customer; Target market
Customer service:
defining, 10-13
level of, expectations for, 27

Damage control, 154, 222
Deadlines, 202-203
Delvaux, Jeff, 69, 70
Demographic information:
finding, 156
from media, 101, 105
for sales area, 211
target market and, 45, 115, 133-134
Designing:
ads, 95-96, 220
brochures, 204
marketing and advertising calendar,
164-166
promotional materials, 220
See also Creating
Desire, and fear, 187-189
Des Moines Radio Group, 69
Directing customers to other medium,
209
Direct mail, 92-94, 160, 218-219
Direct Marketing Association, 147
Disabilities, people with, 211
Discipline, and working at home:
associations, 191-193
forced, 186-190
vision of future, 193-194
Discovering needs of customers,
27-28
Do-It-Yourself Advertising and
Promotion (Hahn and Mangun),
86-88
Domain names, 137-138, 145

Drawings, 182
Drillingdown.com web site, 141

Earhart, Amelia, 59
E-commerce, 147-148
800 number, 157, 178
80/20 rule, xix, 175
Electronic Data Systems (EDS), 45
Emergency fund, 70, 161
Emotion:
advertising message and, 94-95
buying decisions and, 62, 68, 217
intangible products or services and,
79
Employees:
encouraging, 24
hiring, 229
photos of, 221
Endorsements:
celebrities, using, 126
testimonials, 178, 232
Entrepreneur (magazine), 212
Ethics, xiii
Evaluating:
marketing plans, 169-170
need for Internet presence, 147-148
promotional materials, 204
sample ads and packaging ideas,
82-83
success of media message, 172
See also Analyzing; Measuring
Executing marketing plans,
167-168
Expertise:
need for, xiii, xxi—xxii, 191-193
offering, 203, 214
seeking, 175, 191-193
Exposure, 103-105
Extended service agreements, 30

Failure:
fear of, 187
of small businesses, xiv
Family resemblance of ads, 95, 96



Fast Company (magazine), 212
Fax machines, 196-197
Fear:

desire and, 187-189

of failure, 187

of not having product, 203

of rejection, and closing sales, 31
Features, as benefits, 84—85
Feeling, see Emotion
Five and ten philosophy, 231
Fixed costs, 38
Focusing efforts, 73
Following up on sales, 35
Forced discipline, 186-190
Forecasting, 231
Forms of marketing, 48
Four-color ads, 109
Freberg, Stan, 120
Frequency of advertising:

budget and, 69-71

definition of, 98

media and, 103—-105

new businesses and, 73

on radio, 123

small ads, 156

on TV, 127,129

weekly, 223
Friendliness climate, 26

Gates, Bill, 192-193

Getting the Most from Your Yellow
Pages Advertising (Maher),
132

Gibson Guitar Corporation, 45

Gifts, 206

Girard, Joe, 205

Giving customers more than promised,
161, 210

Google Analytics, 140

Grand openings, 90-91, 155

Graphics, and search engines, 139

Grau, Jeffrey, 147

Greeting customers, 25-27

Guest books, 226-227
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Hahn, Fred E., Do-It-Yourself
Advertising and Promotion, 86-88
“Happy Birthday” greeting cards, 201
Hill, Napoleon, Think and Grow Rich,
233
Hinkler, Bert, 59
Hits, 145
Holidays, 227
Home—based businesses:
answering phone for, 196
appearance of, 194-195
associations and, 191-193
attire and, 195
brochures and postcards for, 198
children and, 195-196
fax machines and, 196-197
image and, 197
overview of, 185-186
self- versus forced discipline and,
186-190
vision of future and, 193-194
Honesty, 63
Hot colors, 81
Hyperlinks, 139, 225

Identity theft, 146
Image:
consistency of, 95, 96, 97
home-based businesses and, 197
web sites and, 225
Imitating competition, 74, 206
Impressions, 88, 99
Inc. (magazine), 212
In-depth market analysis, 48
Indoor signs, 159
Industry information, finding,
xxii—xxiii
Informing consumers, ads as, 72, 94
In Search of Excellence (Peters and
Waterman), 24
Inserts, advertising, in newspapers,
112
Insurance sales, 21-22
Intangible packaging, 82-83
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Intangible product or service, 78-80
Intellectual property, protecting, 228
Internet:
benefits of presence on, 141-142
credit card usage and, 146
evaluating need for presence on,
147-148
hits versus visitors, 145
image and, 197
overview of, 132-134
sales on, 147
strengths of, 142-143
tips for successful sales on, 223-229
tracking results from ads on, 140-141
weaknesses of, 143—-144
See also Search engines; Web sites
Internet service providers (ISPs), 144
Invalid objections, 29
Investment, advertising as, 65-66, 103,
154-155
Ipana toothpaste, 80

Johnson & Johnson, 17-18
Joint promotions, 106-107
Just-in-time marketing, 218

Keeping promises, 179
Keying ads:
description of, 87
to measure success, 74
in newspapers, 112-113
on postcards, 93
Keywords:
placement of, 137-139
relevance and, 136-137
King Schools, 48-49

Legal disclaimers, 95

Length of radio spots, 158-159

Level of service, expectations for, 27

Listening skills, 26-27, 35-36,
214-215

Local ads, 118, 128

Loss leaders, 83

Magazines:
online, 227
subscribing to, 211-212
Magazines, advertising in:
demographic profiles and, 105
overview of, 114-115
placement of ads, 117-118
regional issues, 158
strengths of, 115-116
time sensitivity of, 102-103
tips for, 216
unsold space, 157
weaknesses of, 116-117
Magnetic signs, 203
Maher, Barry, Getting the Most from
Your Yellow Pages Advertising,
132
Mailing lists:
buying or creating, 92
generating with drawing, 182-183
Maintaining web sites, 142, 227
Major/minor close, 32
Mangun, Kenneth G., Do-It-Yourself
Advertising and Promotion,
86-88
Marketingexperiments.com web site,
140-141
Marketing objectives, 51-52
Marketing plans:
business resumes and, 3
description of, 1
evaluating, 169-170
executing, 167-168
resources for creating, 2
revising, 170-172
rules for creating, 56
SWOT analysis, using in, 18-19
Marketing strategy:
competitive, 54
description of, 5254
pricing, 54-55
publicity, 55
regional, 54
Matching offers from competitors, 213



McDonald’s, 4647
McWade, John, 88
Measuring:
effectiveness of advertising, 74
sales, 22-24, 49
success of promotion, 183
See also Evaluating
Media:
choosing best mix of, for ad message,
96-97
evaluating success of message in, 172
objectives for, 100
promotion and, 91
selecting for advertising, 100-105
using one to direct customer to
other, 209
Media kits, 102, 151
Message:
for direct mail, 92-94
for promotion, 90-92
Message, for advertising:
checking, 207
cost of, 105-107
creating, 88-89
deciding on, 68
evaluating success of, 172
execution of, 95-96
industry buzzwords, 97-100
in magazines, 114-118
media, choosing for, 96-97,
100-105, 107
messengers as overpowering, 73-74
in newspapers, 107-114
objectives of, 94-95
on radio, 118-124
on television, 124-129
time sensitivity of, 102-103
in yellow pages, 129-132
Michelin, 79
Mistakes:
building on, 233
of competition, learning from, 71-75
in positioning business, 61-62
Motivation of salespeople, 24

241

Index

Mottos, 230
Murphy’s Law, 167

Name recognition advertising, 88,
93-94
National events, tying business to, 153
Need:
for business resumes, 3
creating, 72
of customers, discovering, 27-28
for expertise, xiii, xxi—xxii, 191-193
for Internet presence, 147-148
Negative word of mouth, 218
Negotiating advertising rates, 113-114,
158
Neighbors, winning over, xx—xxi
Network ads, 119
Newspaper assignment editors,
148-149
Newspapers, advertising in:
choosing paper, 222
cost of, 113-114
creating ads for, 108109
demographic profiles and, 105
inserts, 112
keying ads, 112-113
placement of ads, 110-111, 220
professional design for, 220
regional sections, 111
SCAN ads, 221-222
size of ads, 110
special sections, 219
story-type ads, 160, 221
strengths of, 107-108
using photos, 220-221
weaknesses of, 108
Nine impressions, rule of, 88
90 percent done problem, 209
Nordstrom, Inc., 10-11
NyQuil, 200

Objectives:
for advertising, xii, 94-95
for marketing, 51-52
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Objectives (Continued )

for media, 100

of promotion, 183

for sales, 36-38
100 percent perfect problem, 209
Online publications, 227
Online researchers, 224
Online sales, 147-148, 223-229
Open Directory Project, 135
Open—ended questions, 28
Opportunities:

analyzing, 17

taking advantage of, 70
Optimism, 175
Order blank close, 32
Orders:

asking for, 31-34

second, 217

special, 85
Outdoor signs, 159
Overcoming objections of customers,

29-30
Overture Keyword Suggestion Tool,
137

Packaging:
tangible and intangible, 81-83
TV ads and, 126
Page descriptions, 138-139
Page headings, 138
PageLab, 88
Page titles, 138
Parties, 206
Part-timers, hiring, 229
Patience, 207
Perception, and marketing, 215-216
Personalities, adding to ads, 202
Peters, Tom, In Search of Excellence,
24
Phone:
answering for home-based businesses,
196
testing idea by, 201-202
toll-free numbers, 157

Photos:
in newspaper ads, 220-221
press, 149-150
Piggyback advertising, 157
Placement:
of best sellers in catalogs, 217-218
of keywords, 137-139
See also Position of ads
Plans:
for writing and selling book, 189-190
See also Business plans; Marketing
plans
Point-of-purchase materials, 159
Positioning: The Battle for Your
Mind (Ries and Trout), 58-59
Positioning business:
into category with less or no
competition, 59-60
description of, 57
mistakes made in, 61-62
power of, 57-59
reflecting reality and, 63
in town versus city, 60-61
Positioning product, 199-200
Positioning strategy, 171
Position of ads:
in magazines, 117-118
in newspapers, 110-111, 220
on radio, 122-123
onTV, 128
Postcards:
advantages of, 92, 93
for home-based businesses,
198
promoting with, 200
Post-it Notes, personalized, 215
Post office, mailing lists from, 92
Premade ads, 177
Press photos, 149-150
Press releases:
first paragraph of, 153
format for, 151-153
preparing information for,

150-151



Pricing:
in advertising, 83-85
questions about, for business
resume, 7
raising prices, 202
strategy for, 54-55
Principals of business, questions about,
for business resume, 6
Prioritizing markets, 48
Procter & Gamble, 80
Product:
benefits of, 94
matching to radio station
programming, 122
offering useful, 207
as saving time or making life easier,
223
tangible and intangible, 78-80
Product distribution:
questions about, for business
resume, 9
timely and effective, 85
Professionalism, xiii, 175-176
Profit, and customer service, 12—13
Profitable distance, xii—xiii
Promises, keeping, 179
Promotion:
of established businesses, 91-92
joint and cross, 106-107, 182
media and, 91
of new businesses, 90
objectives of, 183
in small towns, 181-183
Promotional materials:
business cards, 204—205
designing, 220
evaluating, 204
image and, 197
web site address on, 226
Protecting intellectual property, 228
The Psychology of Winning (Waitley),
187
Publicity strategy:
damage control, 154, 222
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example of, 55
immediate, 148-150
press releases, 150-153
Public library, resources in, 37, 208-209

Qualcomm, 44

Questions:
to ask about advertising, 66-67
for business resumes, 5-9
open-ended, 28

Radio, advertising on:
guidelines for, 123-124
homework to do before, 121-122
item ized bills from, 97
length of spots, 158-159
message content, 121
placement of ads, 122-123
strengths of, 119-120
target market and, 122
types of ads, 118-119
weaknesses of, 120-121
Raising prices, 202
Rand McNally Commercial Atlas and
Marketing Guide, 7
Rate sheets, 113
Rating customers, 215
Ratings points, 99-100
Reach:
definition of, 99
Internet and, 133-134
radio and, 119
TV and, 125
Reducing cost of advertising, 106-107
“Reduction to ridiculous” close, 34
Referrals, 91-92
Reflecting reality, 63
Regional issues of magazines, 158
Regional sections of newspapers, 111
Regional strategy, 54
Regional yellow pages, 132
Registering domain names, 145
Reilly, Mike, xv

Rejection, fear of, and closing sales, 31
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Relevance and search engines,
136-137
Reporters, working with, 223
Resources:
for creating marketing plan, 2
customers as, 101
in public library, 37, 208-209
Respecting time of customers, 230
Resumes, see Business resumes
Reviewing gathered information,
77-78
Ries, Al, Positioning: The Battle for Your
Mind, 58-59
Robins, Leslie, xvii
Rosenblatt, Barry, 55
Rule of Three, 87-88
Rule of Two, 86-87

Sales and market share analysis, 8-9
Sales forecasting:
break-even analysis, 39-41
business costs, 38-39
Sales letters, writing, 214
Sales on Internet, 147-148
Salespeople:
motivation of, 24
selling aids for, 85-86
as sources of industry information,
xxiii
Sales process:
benefits, selling, xiv, 25
myths about, 22-24
objectives, determining, 36-38
overview of, 21-22
Sales representatives, media, working
with, 102, 113-114, 129
Satisfaction, assuring, 35-36
SCAN (Suburban Classified Ad
Network) ads, 221-222
SCORE, 2
Screens, in printing, 204
Search engine optimization, 136
Search engines:
keyword placement, 137-138

overview of, 135-136
registering with, 226
relevance and keywords, 136-137
Second orders, 217
Self-discipline, and working at home,
186-190
Selling:
during promotions, 182
tenets of, 217
Selling steps:
addressing concerns/overcoming
objections, 29-30
assuring satisfaction, 35-36
benefits, selling, 28-29
closing sale/asking for order, 31-34
discovering customer needs, 27-28
greeting and acknowledging
customer, 25-27
suggesting additional merchandise,
30
Service, tangible and intangible, 78-80
Sharing advertising costs, 158, 201,
230
Shotgun approach to advertising, 96
Six-month calendar for marketing and
advertising, 164-166
Size of ads:
budget and, 216
in newspapers, 107-108, 110
in yellow pages, 73
Small, starting, 208
Small Business Administration, 143
Small Business Development Center, 2
Small Business Sourcebook (Gale
Research), 38
Smaller markets, focusing on, 218
Small towns:
advertising in, 177-179
competition and, xix, xxii
concentration of, xvii—xviii
driving distances and, xviii—xix
longtime residents of, 174-176
new residents of, 174
positioning in, 60-61



promotion in, 181-183
social graces in, xix—xxi
strengths of, 173
word of mouth in, 35, 61
workings of, xviii
Social graces, xix—xxi
Speaking to civic groups, 149
Special events:
press releases and, 153
sports teams and, 129
tying business to, 202
web sites and, 227
Special events sections of newspapers,
111-112
Special orders, 85
Special requests, tracking, 213
Sphere of influence, 62
Splitting advertising costs, 158
Sponsoring:
community events, 159
sports teams, 129, 229
Sports teams, sponsoring, 129, 229
Spot ads, 118, 128
Standard Rate and Data Service
directory, 88
Stationery, 197
Story-type ads, 160, 221
Strengths:
analyzing, 15-16
capitalizing on, 74
of Internet, 142-143
of magazines, 115-116
of newspapers, 107-108
of radio, 119-120
of small towns, 173
of television, 125-126
of yellow pages, 131
Student bonuses, 230
Subscribing to trade magazines, xxiii,
211-212
Suburban Classified Ad Network
(SCAN) ads, 221-222
Success in small towns, 174176
Suggesting additional merchandise, 30
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Super Bowl, 124, 128

Suppliers, working with, 211

Surfing web, 227

Surveys, 200

Swipe files, 210

SWOT analysis:
accuracy of, 171
marketing plan, 18-19
opportunities, 17
strengths, 15-16
threats, 17-18

weaknesses, 16

Tangible packaging, 81-82
Tangible product or service, 78-80
Target market:
accuracy of identification of, 171
advertising and, 67-68, 73
consequences of identifying wrong,
46-47, 49
guidelines for identifying, 47-49
identifying, 7, 43-46
magazines and, 115-116
media for ads, choosing based on,
96-97
primary and secondary, 97, 100
radio station formats and, 119-121,
122
Teaching, xxi
Telemarketing, 178
Telephone, see Phone
Television, advertising on:
components of successful ads,
127-128
demographic profiles and, 105
itemized bills from, 97
overview of, 124-125
placement of, 128
strengths of, 125-126
weaknesses of, 126-127
Television section of newspapers, 111
Terminology, 97-100
Terms and conditions, 226
Testimonials, 178, 232
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Testing:
advertising, 71, 157
markets, 48—49
by telephone, 201-202
Thanks, saying, 205, 222
Think and Grow Rich (Hill), 233
“Third person” close, 33
Threats, analyzing, 17-18
Tide, 81-82
Timely delivery, 85
Time sensitivity of ads, 102-103
Toastmasters, 149
Toll-free numbers, 157
Total market, analyzing, 47
Tracking:
results from Internet ads, 140-141,
227
special requests, 213
Trade associations, 38, 212-213
Trade magazines:
subscribing to, xxiii, 211-212
survey information in, 37
See also Magazines, advertising in
Trends, promoting, 202
Trial close, 31-32
Trout, Jack, Positioning: The Battle for
Your Mind, 58-59
T-shirts, 203
TV, see Television, advertising on
TV Guide (magazine), 158
TV section of newspapers, 111
Two-step approach, 201
Tylenol scare, 17-18

Ulrich’s Periodicals Directory (R. R.
Bowker), 37, 157

Unique visitors, 145

Updating web sites, 142, 227

Valid objections, 29

Value, and price, 84-85
Variable costs, 38-39
Vehicles, logos on, 203
Vendors, working with, 211

Vest, Herb, 208
Victor Business Machines, 22-23
Vision of future, 193-194, 216
Visitors to web sites:

attracting, 134-140

counting, 145

tracking, 140-141
Volume sales, 83—84

Wagner, W. E, Advertising in the Yellow
Pages, 132
Waitley, Denis, The Psychology of
Winning, 187
Wal-Mart, 55
Waterman, Robert, In Search of
Excellence, 24
Weaknesses:
advertising and, 75
analyzing, 16, 18-19
of Internet, 143-144
of magazines, 116117
of newspapers, 108
of radio, 120-121
of television, 126-127
of yellow pages, 131-132
Web sites:
attracting visitors to, 134-140
of author, ix
brochures on, 143
catalogs on, 142-143
census information, 7, 156
counting visitors to, 145
creating, 141-142
demographic information, 156
drillingdown.com, 141
Google Analytics, 140
image and, 197
for keyword suggestions, 137
maintaining, 142
making site search engine friendly,
140
marketingexperiments.com, 140-141
Open Directory Project, 135
reasons for visiting, 225
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with advertising representatives,
102, 113-114, 129

referring from other media to, 134
referring from yellow pages to, 132

SCORE, 2 with reporters, 223
Small Business Development with suppliers and vendors, 211
Center, 2 with young people, 228

Standard Rate and Data Service Working at home, see Home-based

directory, 88
submitting to search engines, 135
tips for successful sales on, 223-229

businesses
Writing:

to one member of audience, 218

Toastmasters, 149 sales letters, 214
tracking and marketing tools for,
140-141
See also Search engines
“What does it cost?” close, 33-34
“What will it take to get your
business?” close, 34
Williams, Roy, 69
Willing suspension of disbelief, 217
Winning over neighbors, xx—xxi
Wording, consistency of, in ads, 96
Word of mouth, 35, 61, 218
Working:
with accountants, 41

Yellow pages:
intangible packaging in, 82-83
overview of, 129-130
strengths of, 131
using, 130
weaknesses of, 131-132
web sites and, 132
Yellowstone Harley-Davidson, 89
“Yes momentum” close, 33
Young people, working with, 229

Zoot Industries, 45






