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The Power of Persuasive Advertising 

One direct response news paper advertisement has made hundreds of 
thousands of dollars for a publishing company. 

Many large businesses have been built with small c1assified advertise­
ments. 

One entrepreneur mäkes seventeen dollars for every dollar he spends 
on advertising in the yellow pages. 

Increasingly, companies are relying on advertising that produces 
quantifiable results. 

Many advertisements generate three hundred percent return. 

Direct response radio and television commercials can cause your 
phone to ring immediately. 

Persuasive advertising can build an image and increase sales simulta­
neously. 
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An Inspirational Message 
for Entrepreneurs 

The credit belongs to the man 
who is actually in the arena, 

who strives valiantly ... 
who knows the great 

enthusiasms, 
the great devotions ... 

and spends himself 
in [! worthy cause, 

who at the best, 
knows the triumph 

of high achievement; 
and who at the worst, 

if he fails . . . at least he fails 
while daring greatly, 

so that his place shall never 
be with cold and timid souls 

who know neither 
victory nor defeat. 

Theodore Roosevelt 



Author's Note 

Due to production limitations, some advertisements and 
brochures could not be included in this book. If you would like 
to obtain co pies of these materials, they can be obtained by 
contacting the author. 



Chapter 1 

Intro ducti on 

WHAT WILL ENTREPRENEURS LEARN 
FROM THIS BOOK? 

• You will learn how to think like an advertising professional 
and be ahle to distinguish potentially successful advertise­
ments from potentially unsuccessful ones. This will help you 
make more money with your advertising and save more 
money on your advertising. 

• You will develop the skills that you need to create effeetive ad­
vertisements and commercials. 

• You will find out how hypnosis and hypnotic principles can 
help you to increase the effectiveness of your sales messages. 

• You williearn how to seleet the appropriate media for your 
sales messages. 

• You will discover how to use public relations in conjunction 
with your advertising. 

• You will see examples of successful and unsuccessful cam­
paigns. 

• You will learn how to work more effectively with advertising 
agencies and advertising consultants. 

WHO SHOULD READ THIS BOOK? 

The information in this book should be of interest to entrepre­
neurs, small business owners, copywriters, chief exeeutive officers, 
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2 Persuasive Advenising for Entrepreneurs and Small Business Owners 

product managers, brand managers, advertising educators, and mar­
keting directors. 

In short, this book should be of interest to anyone who is con­
cerned with creating more effective and more persuasive sales mes­
sages. 

WHAT'S DIFFERENT ABOUT THIS BOOK? 

Most advertising books for small business owners follow a rather 
uniform pattern. They begin with abrief overview of advertising 
and marketing, define some key terms, review some guidelines and 
formulas for creating good advertisements and commercials, and 
then show sampies of effective campaigns. To be honest, when I 
initially thought about writing this book, I planned on creating a 
manual that followed the same general outline. 

Fortunately, a few months after signing my contract with The 
Haworth Press, I had abrief but exceedingly valuable phone con­
versation with William Winston, my editor. Bill suggested that I 
include a lot of my personal experiences in the book. He feIt this 
would make the book more interesting and would help me to te ach 
the advertising concepts in a more innovative and proficient man­
ner. I believe Bill is right. 

In addition, if I evaluate myself as if I were a product and ask 
mys elf, What sets me apart from others who have written on adver­
tising? I would have to say that it is probably the fact that I have a 
rather unique background compared with other people who work in 
this business. 

As is noted in the "About The Author" section, I have had a 
diverse array of experiences. I have run a publishing company as 
well as an advertising agency. I am also a college professor and a 
psychotherapist. I have won advertising awards and have been a 
judge in advertising contests. I have been fortunate enough to create 
campaigns for a wide range of products and services. 

My clients have included health care facilities, law firms, phar­
maceutical companies, dentists, construction companies, photogra­
phers, software companies, video production companies, caterers, 
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accounting finns, graphie artists, printers, psychologists, weight 
control dinies, accounting finns, drug treatment facilities, inven­
tors, and consultants. I have also written ads and commercials for 
books, video and audio cassette programs, and seminars. 

I believe that all of these business and life experiences make it 
possible for me to provide other entrepreneurs and would-be entre­
preneurs with some rather novel insights into the ad game. I hope 
that my broad range of life experiences will allow me to impart 
some useful infonnation to you. Again, I believe Bill Winston is 
right and that a book that inc1udes a personal tone will be more 
interesting and instructive than a book outlining theories, lists, 
rules, and guidelines. 

I have given dozens of seminars on advertising, marketing, and 
public relations to a wide range of audiences, and I have noted that 
invariably workshop participants are very interested in the instruc­
tor's background and experiences. While I am not one to spend a lot 
of time recalling advertising war stories when teaching my college 
courses and workshops, I have observed that students listen very 
c10sely when I integrate a campaign that I have worked on into one 
of my lectures. 

Moreover, many students are far more interested in real-life expe­
riences than they are in the theoretical kind of infonnation contained 
in most textbooks. As I mulled over Bill's advice, it occurred to me 
that a personalized book would probably be more fun to write-and 
hopefully more fun to read-than would a straightforward manual that 
resembles a textbook for small business people and entrepreneurs. 

Throughout this book, I will integrate anecdotes about my adver­
tising and business successes and failures. I will also try to tell you 
as many relevant tales as are needed in order to clarify and enliven 
the concepts under discussion. 

ONE ENTREPRENEUR TO ANOTHER 

Entrepreneurs are a rather special breed. Like a lot of you who 
are reading this book, I am an entrepreneur who has both made a lot 
of money and wasted a lot of money on all fonns of promotion. I 
know what it is like to try to make decisions about copy, media, and 
advertising budgets. 
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Moreover, I have a gut-level understanding of the stress, anxiety, 
and challenges that entrepreneurs encounter on a daily basis. I know 
what it's like to stay up all night worrying about a big loan or a big 
cash investment in a venture. I also know what it's like to have a 
buming des ire to see a creative business idea come to fruition. 

I understand the powerful drive that so many people have to work 
for themselves. For some, self-employment is a question of getting 
away from a difficult boss. Others want the freedom and indepen­
dence that their own business provides. Some entrepreneurs lack the 
tolerance and patience for corporate meetings and for large, cumber­
some bureaucracies that move at a snail's pace. My wife, who has 
just started her own psychotherapy practice, and who has been bitten 
by the entrepreneurial bug, recently told me, "I don't know how I 
ever put up with traveling into Manhattan every day. Besides, I' m 
really glad to be away from that pain-in-the-ass boss of mine." 

Other entrepreneurs catch the fever by watching a parent or loved 
one build a family business. When these youngsters enter the world 
of work, they often feel destined to have their own venture. Some 
simply want to model the behavior of an adult role model. Others 
are quite competitive where parents and significant role models are 
concemed, and they are compulsively driven to outdo and surpass 
what their parents have accomplished. 

The point I am trying to make is that I am an entrepreneur as wen 
as an ad man. I have a lot of friends, clients, and associates who are 
in business for themselves. I have been in several businesses the last 
twelve years. I hope I will be able to relate to you in a personalized 
and meaningful manner because I have probably experienced many 
of the same thoughts, feelings, problems, and situations you have 
faced or are confronting right now. 

In addition, because I am trained as a psychotherapist, I under­
stand many of the conscious and unconscious emotional and mo­
tivational issues that influence advertising, sales, and human nature. 
As you probably know, and as you will see through the course of 
this book, there is great deal of psychology involved in advertising. 
One of the links between my training in psychology and my work in 
the advertising business is my interest in the roles that hypnotic 
techniques play in selling. Some of you may be starting to conjure 
up images of subliminal advertising and you may be thinking I am 
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some kind of nut. In fact, some of my colleagues in academia 
looked at me as if I were a little weird when I mentioned my interest 
in hypnotic advertising. 

Despite the fact that some of my own and others' ideas about 
hypnotic advertising have not yet been scientifically proven, I 
strongly believe there is much that entrepreneurial advertisers can 
leam by viewing advertising as being similar to the hypnotic process. 

Also, I have been fortunate enough to do a lot of direct response 
advertising, which is often the kind of marketing communication 
the entrepreneur relies on. Many of the advertisements and com­
mercials I have created are intended to get the phone ringing, get the 
checks in themail.orgetpeopleintoastoreorfacility.Infact.itis 
this kind of advertising, as opposed to image advertising, that many 
small businesses use most often. While some of these advertise­
ments have enhanced a company's image over the long haul, their 
prime function in most cases was to get feedback in the form of 
sales or inquiries. In my view, direct response is the most challeng­
ing, scientific, and pragmatic form of advertising. You can actually 
quantify the cost-effectiveness of every dollar spent on a direct 
response campaign. In addition, direct response advertising and 
marketing are among the most powerful business tools for entrepre­
neurs whose companies are growing. 

In addition, as many of you know, complex and multifaceted 
business problems and advertising problems often require multidis­
ciplinary solutions. In other words, it is sometimes useful to be able 
to evaluate situations from several different perspectives. I believe 
my diverse background allows me to develop an overall perspective 
on many entrepreneurial dilemmas. 

Similarly, it is quite common to find people who have diverse 
backgrounds within the fields of advertising, marketing, and public 
relations. I know a number of outstanding account executives who 
have backgrounds in law, accounting, and economics. Likewise, 
many fine copywriters have training in English, psychology, politi­
cal science, or joumalism. H. Gordon Lewis, a fine direct response 
copywriter, has written screenplays for movies. David Ogilvy, the 
famous ad man, had a lot of different jobs before getting into the 
advertising business. 

Advertising is clearly an industry in which people's personal 
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experiences play a powerful role in the business decisions they 
make. For instance, it is quite common for a creative director to 
base an advertisement or a commercial on something he or she has 
observed or on a memorable life experience that has been stored in 
the person's unconscious mind. 

Like a lot of people who are drawn to the communications fields, 
I am an idea person. I hope that my experiences and creative juices 
make this book worthwhile for you. I also hope I am able to impart 
useful information that will show you how to produce outstanding 
advertising for your entrepreneurial ventures. 


