
The basics of marketing are all
about people, value, service and clar-
ity. They are about planning and atti-
tudes, about economizing and taking
action. Although marketers are being
offered a dazzling array of new market-
ing techniques, tactics and weaponry,
the dazzle seems to be blinding them
when it comes to the crucial fundamen-
tals.

You certainly don’t need me to
remind you that all marketing is far
more about people than it is about
things. So the more you understand and
truly do love people, for each is fasci-
nating, the better equipped you are to
market to them. You’re fairly well
equipped already because you’re a per-
son, so you have a lot in common with
your target audience. 

The psychology of marketing
requires basic knowledge of human
behavior. As always, human beings
do not like making decision in a
hurry and are not quick to develop
relationships. They certainly do want
relationships, but they’ve been stung in
the past and they don’t want to be stung
again.

They have learned well to distrust
much marketing because of its pro-
clivity to exaggeration. All too many
times they’ve read of sales at stores and
learned that only a tiny selection of
items were on sale. They’ve been bam-
boozled more times than you’d thin by
the notorious fine print on contracts.
And they’ve been high pressured by
more than one salesperson.

That’s why they process your mar-
keting communication in their uncon-
scious minds, eventually arriving at
their decision because of an emotion-
al reason even though they may say
they are deciding based on logic. They
factor a lot about you into their final
decision — how long they’ve heard of
you, where your marketing appears,
how it looks and feels to them, the qual-
ity of your offer, your convenience or
lack of it, what other have said about
you, and most of all, how your offering
can be of benefit to their lives.

Although they state that they now
want what you’re selling, and they do
it in a very conscious manner, you can
be sure they were guided by their
unconscious minds. The consistent
communicating of your benefits, your

message and your name has penetrated
their sacred unconscious mind. They’ve
comne to feel that they can trust you and
so they decide to buy.

Any pothole in their road to pur-
chasing at this point might dissuade
them. They call to make an inquiry and
they are treated shabbily on the phone?
You’ve lost them. Do they access your
website for more information and either
find no website or find one littered with
self-praise? You’ve lost them. They
visit you and feel pressured and misun-
derstood? They’re gone.

You’ve got to realize that the weakest
point in your marketing can derail all
the strong points. Excellence through
and through, start to finish, is what peo-
ple have come to expect from business-
es, and these days, they won’t settle for
less.  The insight you must have is
that marketing is a 360 degree
process and you’ve go to do it right
from all angles at all times. When it
comes to marketing, people have
built-in alarm systems and any shady
behavior on your part sets the bells to
clanging, the sirens screaming.

It is very difficult to woo a person
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It is very difficult to woo a person from the brand they use right now
to your brand. Although they are loath to change, they do change.
And when they do, they patronize businesses that understand the psy-
chology of human beings and the true nature of marketing. That true
nature has little to do with technology and loads to do with psycholo-
gy and common sense.
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You should strive for and savor long
term relationships with your customers.
You should know the myriad benefits of
long lasting connections and do all in
your power to establish and nourish
them. It’s one thing to know the value
of a long-term relationship. It’s com-
pletely different to engage in activi-
ties that spawn such delicious connec-
tions. The chemistry of a long-term
relationship is as complex as the chem-
istry of a long term and happy marriage.

The starting point is commitment
to the happiness of someone else. The
next point is a goal not of customer sat-
isfaction, because that’s relatively sim-
ple and common, but of customer bliss
— exceeding the expectations of cus-
tomers, giving more than they anticipat-
ed caring more than they’re used to sell-
ers caring. None of this is new. But most
of it is rare. 

To prove
you care about your
customers, you’ve got
to learn about them.
You learn first by listening
to them, then by asking more
questions and listening carefully
once again. Guerrillas often ask those
questions on their website or with spe-
cially prepared customer questionnaires
which solicit personal information. By
knowing personal likes and dislikes of
your customers you can render person-
alized service — such as clipping arti-
cles of interest to special customers or
recognizing their achievements and the
achievements of their families or busi-
nesses. That’s hardly a new insight.

Handwritten notes on mailings make
the customers feel singled out. Phone
calls that are not part of a telemarketing
campaign accomplish the same. Using
the customers’ names, talking with them
of non-business topics, alerting them to
special new products or services you
have available, and responding instantly
to their calls and emails, faxes and let-
ters — all those seemingly insignifi-
cant actions act as beneficial catalysts
in their chemistry of a healthy buyer-

seller relationship. None of them are
startlingly new.

There’s an extraordinary chemistry
that exists in long term relation-
ships… as always. It doesn’t happen
automatically. It doesn’t happen instant-
ly. But when it does happen, the busi-
ness owner is as delighted as the cus-
tomers. Know that no two customers are
exactly the same and no two-customer
relationships are exactly the same. Like
marriages, all are different and all can
be mutually rewarding. There’s nothing
new about that. Keep abreast of every-
thing new, but never forget the time-
honored truths.

Adapted from Guerilla Marketing 
by Jay Conrad Levinson


