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Legal Notice:

This eBook is copyright protected. This is only for personal use. You cannot amend, 
distribute, sell, use, quote or paraphrase any part or the content within this eBook 
without the consent of the author or copyright owner. Legal action will be pursued if 
this is breached. 

Disclaimer Notice:

Please note that the information contained within this document is for educational purposes only. 

Every attempt has been made to provide accurate, up to date and reliable information. No 
warranties of any kind are expressed or implied. Readers acknowledge that the author is 
not engaging in rendering legal, financial or professional advice. 

By reading any document, the reader agrees that under no circumstances are we 
responsible for any losses, direct or indirect, which are incurred as a result of using 
the information contained within this document, including – but not limited to - errors, 
omissions, or inaccuracies.
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Why Advertising is Important for Small Businesses
Advertising is the engine that drives global business; a $500B per year industry in 2013. 
Unfortunately, even though multinational companies have long realized the importance of 
consistent advertising, small and local businesses are largely still out of the loop. 

Smaller, local businesses either don’t advertise at all, or often end up making mistakes 
even if they put some kind of effort into their advertising campaigns because they don’t 
have the training or outside help to be successful. 

Unfortunately, a few negative campaign experiences chase many small, local businesses 
from ever advertising again, leaving the impression that “Advertising just doesn’t work for 
their business.”

Or perhaps they get mediocre results, aware that something is wrong, but not able to 
identify what exactly it is that is limiting their effectiveness. As John Wanamaker said, “I 
know half of my advertising is wasted, I just don’t know which half.” 

This saying is particularly important for small and local businesses because these 
companies cannot afford to waste the budget that they have spent on advertising. 
Therefore, it is crucial that you and the rest of your company do your best to eliminate the 
common mistakes that are being made. This is where this report comes in. 
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Upon reading this report, you will not only 
find out about the possible advertising 
mistakes that you are making, but also 
their solutions. That way you can start to 
reap the benefits of successful advertising. 



MISTAKE #1: 

ADVERTISING
TO EVERYBODY
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The first and most common mistake that almost every local business makes is advertising 
its brand or product to everybody. Trying to advertise to everybody is effectively 
advertising to nobody. An advertising message that focuses on everyone will be too 
watered down or even confusing for maximum impact. Therefore, you need to pinpoint 
your target audience and do your best to appeal to them through a message that 
resonates with them and influences them to take action. 

Here are a couple of things that will help you in targeting the audience you need for your 
products/services. 

Identifying Your Best Prospects
Basically, defining your target customers or audience means identifying the specific 
characteristics of the people who you believe are most likely to buy your product or service. 

These characteristics, which are often called a “Customer Avatar”, are crucial when you 
are trying to sell your product a group or people. Age, gender, ethnic group, geographical 
location and income level are just some of the characteristics that advertising agencies 
and companies focus on. 

Remember that your target audience will always have more than one of these 
characteristics, so you can further pinpoint the people that you want to target. Once you 
have identified your target market, it’s time for you to know what they desire and speak to 
them in a direct and personal manner. 
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Identifying the Needs of Your Target Audience 

After determining who your target audience is, you will need to identify their needs so that 
you can communicate with them in a way that resonates fully. 

To accomplish this, you must remember that spending ample time on research is of 
extreme importance. For you to effectively identify the desires and wishes of your 
target audience, you must look into small details and analyze the information that is 
provided to you. 

After you have determined what your potential customers are looking for, it’s time for 
you to develop a message that is appealing and attractive to them. Once a message 
is developed, you will be able to speak to your audience directly through social media, 
blogs, articles, press releases and a range of other media.

The specific media is less important 
than the message that your 
advertisements use to attract and 
persuade your target audience.



MISTAKE #2:

NOT UNDERSTANDING 
THE TRUE VALUE OF 
THE CUSTOMER



If you are a new business, you might not even be aware of what the true value of 
a customer means or how it affects your business. If this is the case, you should 
understand that customers are like the other assets of your company - they have a value 
over their lifetime. When you calculate this number, you will be able to understand the 
customer’s true value to your business, which in turn will assist you in making a better 
name for yourself in the market. 

The true value of a customer is so important because most companies and businesses 
value their clientele in terms of a current sale or the sales to date. However, those with 
experience of and knowledge about these customer values know that this isn’t the whole 
picture and that it seriously undervalues the customer. 
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If you are wondering why the value of the customer is so important, here’s the most 
obvious reason: it lends a hand in planning a marketing campaign, which is when you 
must figure out how much you can spend to get and keep customers with your company. 
Other than that, the value of the customer is also crucial because it helps in designing 
offers, targeting promotions and other such activities. Now that you know why you need 
to know the lifetime value of your customer, the following lines explain how you can 
calculate this very essential number. 



Calculating Your Customer’s Lifetime Value 
The actual method of calculating the customer’s lifetime value is fairly simple and 
straightforward. All you have to do is take the average value of the customer’s 
spending to date and then multiply that by the expected life span of that customer. To 
know the expected life span of your individual customer, simply calculate the average 
life span of your clientele. 

However, you should also be careful about a couple of things because there are some 
types of businesses that cater to customers who have only a limited or small need of your 
service and might not come back for months or years. Therefore, if you run into such a 
business, you have to take this into account while figuring out the customer lifespan. 

 Once you have the lifetime value of 
the customer, you can properly decide 
which advertising methods will provide 
you with a good ROI. 
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MISTAKE #3: 

FOCUSING ON 
ONE FORM OF 
ADVERTISING



If you are getting limited results with your advertising, a possible reason behind this is 
your constant focus on only one form of advertising, therefore limiting your reach. 

Even though it is not recommended that you have a very large target audience, it is 
ideal to have more than one form of advertising so that you reach your target market in a 
variety of ways. In fact, recent research shows that one of the main reasons businesses 
fail is because they avoid widening their view and stay only on one type of advertising. 

The reality is that different people notice and respond to advertisements in different 
formats and at different times. Statistics show that it now takes seven impressions before 
a prospect will even remember seeing your advertisement, so it’s more critical than ever 
to advertise in different media to have the best chance at making those impressions in a 
short period of time.

Additionally, different advertising media each have their strengths and weaknesses. If you 
limit yourself to any one form of media, you are leaving a lot of opportunity on the table.

Here are a few forms of local advertising options and a little about each of their strengths 
and weaknesses: 

Yellow Pages
Yellow pages, which were a major form of advertising for a 
number of decades, deteriorated quickly and left behind a lot 
of confused and stranded companies. Only a few years ago 
(before everything went online), the yellow pages were THE 
place to have advertisements and other such promotional 
content. However, as time passed, people stopped using 
yellow pages, which then lead to frustration for every company 
that advertised through them. 
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Although they can still be effective for reaching older audiences that are looking for a 
specific brand, product, or service, their reach is much smaller than it used to be. In 
addition, the ads contained in the Yellow Pages are only found by “searchers”, eliminating 
the possibility of your ad proactively reaching new prospects that are not yet aware that 
they want your products or services.

Direct Mail 
Alternatively, direct mail is still a great tool for 
proactively reaching out to new prospects, despite 
being expensive and “old fashioned” in our highly 
digital world. Smart companies have figured out 
that even though direct mail may not be able to 
engage online consumers, it is still rather effective for 
reaching prospects in their local market, particularly 
prospects of certain demographic profiles. 

PPC 
Another form of advertising that has been introduced to small, local businesses in the last 
decade – and that is very popular - is PPC or Pay per Click advertising  The benefit of PPC 
advertising is that you only pay when someone clicks on your ad. This pay for performance 
model has been very appealing to smaller advertisers. This technique aims to place the 
company’s website on the top of search engine results to drive targeted traffic searchers to 
the advertisers website (PPC is this new Yellow Pages!) However, even though PPC has 
been a great tool for SMBs because of its pay-for-performance nature, its downside is that 
it only reaches about 8% of interested prospects and doesn’t do match to establish brand 
presence. Therefore, unless someone is specifically searching for your product or service, 
you are not going to get the attention of the general public. 
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Online Display Advertising
Most local businesses are not even aware that Online Display Advertising is an option for 
them, even though they see these ads all day long.

What are Online Display Ads?

These are the “banner ads” that you see every time you visit a major local or national 
website. They are by far and away the largest form of online advertising.

Here is an example of an online display advertisement:
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You may have thought that these ads were only within the reach of large national 
advertisers, and just a few years ago, that was true. But recent developments have made 
this form of advertising available to all local businesses at a very reasonable budget.
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The benefits of online display ads are numerious, which is why they are the largest form 
of online advertising. Here are a few of them:

• You can target a specific geographic region (like a 15 mile radius around your 
business, as an example)

• You can place your ads on top local and national sites, communicating to prospects 
that your brand is “legitimate” and “established”

• The ads can include eye-catching animation

• The performance of the ads can be measured on a daily basis

• The ads can easily be updated and changed throughout the duration of a campaign

The only real “negative” to online display ads is that you aren’t just targeting “searchers”. 
However, by casting a wider net, you are getting your brand and offer exposed to the 
other 92% of the marketplace! 

The only real “negative” to online display ads 
is that you aren’t just targeting “searchers”. 
However, by casting a wider net, you are 
getting your brand and offer exposed to the 
other 92% of the marketplace! 



MISTAKE #4:

CREATING
WEAK ADS



Another mistake that local businesses make is that of creating weak ads that either have 
something missing or just aren’t compelling enough to drive awareness and action from 
your prospects. If you don’t want to be the victim of weak ads, it’s important that you give 
proper attention to each of the following ad components: 

A Headline 
An advertising headline is much like a newspaper headline; it has a large, bold, font size 
and is the first thing your customers read on your advertisement. Therefore, it is of utmost 
importance that you have a headline which is well-written and capable of effectively 
drawing the reader.

The headline of the ad could make or break your entire advertisement efforts, so you 
must pay special and close attention to it. Here are a few examples of good headlines: 

• The Secret to Making People Like You 

• Advice to Wives Whose Husbands Don’t Save Money – By A Wife 

• The Child Who Won the Hearts of All 
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An Image 
In order to compel your customers, you must also have a good quality image that speaks 
to your customers. This image is important for your advertisements because it is often 
the thing that initially draws the eye of the prospect to the ad in the first place. It can also 
be a very critical part of the “story” of your ad and brand message. Have a look at some 
creative advertising images below 

The Brand 
Being able to incorporate your brand into your company or product advertisement is one 
of the most essential things for the future of your company. This brand will not only help 
your business grow by creating a memorable impression in your customers’ minds, but 
it will also be one of your most valuable business assets. Two examples of compelling 
branding with the use of images are show below:
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The Offer 
For an advertisement to do something more 
than just be nice to look at – if you want 
prospects to take action on what they see - it 
must have an appealing offer. This offer can be 
in the form of discounts, promotions or virtually 
anything just as long as it can influence the one 
reading or viewing it. A good offer will focus on 
the requirements of the target audience and 
work ahead according to that. 

A Call to Action 
Finally, while developing an advertisement, you must always add a call to action. This 
call to action will serve as the final and closing statement of your advertisement. Your 
customer has read your headline, seen your image and connected with your offer, so now 
it’s time for them to do something about it. This is what the call to action will accomplish. 

Remember, calls to action for advertisements are direct but not pushy, so you will have to 
be smart while developing one. If you want your customers to come to you and buy your 
services, try implementing calls to action like these: 

1. Contact us for a FREE initial examination 

2. Buy Now and Save 25%!

3. Call now for a 30 minute FREE consultation 



MISTAKE #5: 

HAVING A WEAK 
LANDING PAGE
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Even though advertising should be your primary goal, you should also focus on your 
landing pages as these help boost your advertisements. In case you didn’t know this 
already, your landing page is website – usually separate from your main website - 
where your visitors ‘land’ after they click on a particular advertisement that you have 
placed on a website. 

The reason for having a separate landing page 
is so that it can be specifically designed to get 
the prospect to take a desired action, rather 
than just “visit” your main website and leave 
without taking the action you desired when 
placing your ad in the first place.

A lot of local businesses either don’t have, or 
pay much attention to, their landing pages, 
which is a major reason why they get limited 
results from their ads. On the other hand, 
companies which know this little detail reap the 
benefits of a good landing page and get the chance to get leads and customers.

No matter how good your PPC or call-to-action is, all will go to waste unless you have a 
strong landing page that is interactive and easy to use for those who have come to the 
page. This picture on the right is an example of an excellent landing page that is surely 
helping the company drive a lot of traffic. 

No matter how good your PPC or call-to-action 
is, all will go to waste unless you have a strong 
landing page that is interactive and easy to 
use for those who have come to the page.



MISTAKE #6:

CUTTING BACK 
WHEN TIMES ARE 
SLOW 
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You will find that a lot of local and small 
companies make the mistake of cutting back their 
marketing and advertising efforts then they have 
to make budget cuts. These organizations feel 
that it would be better to hold on to their business 
first and advertise later. 

However, company owners who do so don’t 
realize that unless you are advertising your 
products or services, your customers will not 
realize that you are there, which will cause your business to go further downhill. Basically, 
cutting back on advertisements right now will cost you your business tomorrow. 

Therefore, even if you are facing some troubles today, don’t fully ignore your advertising; 
instead cut back on things which are not going to leave their effect on your company or 
its reputation. For example, if you’re leasing company equipment, consider forgoing a few 
luxuries and buying essentials instead to reduce your monthly expenses. 

Basically, cutting back on 
advertisements right now will cost 
you your business tomorrow



MISTAKE #7:

NOT CAPTURING 
THE LEAD OR 
FOLLOWING UP
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Finally, perhaps the gravest mistake that you can make with your advertising is not 
capturing or following up with the leads that you have been able to generate through your 
advertising investment.

A lot of companies think that their prospects won’t consider them because they didn’t buy 
or respond immediately. However, if you just look at your own buying habits, you realize 
that prospects rarely buy the first time that they hear from you, but they will consider 
doing so in the future. Therefore, one of the most valuable things that you can do to 
enhance your business is to remind these prospects about you.

If you have captured your potential clientele’s e-mail addresses, phone number, and/or 
physical address, you now have the ability to follow up with them over time. 

However, to follow up with leads, you need to generate them first. So, use your 
advertisements and landing pages to offer something valuable that a prospect will be 
willing to exchange their information for – a coupon, a free report, a gift, etc.. 

No matter how good your PPC or call-to-action 
is, all will go to waste unless you have a strong 
landing page that is interactive and easy to 
use for those who have come to the page.
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