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One Dozen Powerful Words for Marketers

We humans seem to be hard-wired to respond to certain words and 

these are the words that smart marketers include in their ads. Ignore 

them at your peril.

Free, Now, You, Save, Money, Easy, Finally, 

Guarantee, Health, Results, New, Love, and 

Discovery—these are all words that I have used 

frequently in advertising campaigns over the years. 

� ey aren’t in any particular order but the most 

powerful seem to be free, save, guarantee, and 


 nally (along with its close cousin, at last).

Many of these terms correlate well with “funda-

mental human needs” as de
 ned by Manfred Max-

Neef, Antonio Elizalde, and Martin Hopenhayn. 

You’ve probably seen them before: Subsistence, 

protection, a	 ection, understanding, participa-

tion, leisure, creation, identity, and freedom.

� ese needs and wants tend to be constant 

through all human cultures and across historical 

time periods. 

In 1943 Abraham Maslow created a hierarchy 

of needs that is a theory in psychology. Maslow’s 

theories parallel many other theories of human 

developmental psychology, all of which focus on 

describing the stages of growth in humans.

Maslow’s pyramid began with physiolog-

ical needs (breathing, food, water, sex, sleep, 

homeostasis, and excretion) and proceeded 

through safety (security of body, employment, 

resources, family, health, and property) to love 

and belonging (friendship, family, and sexual 

intimacy) to esteem (self-esteem, con
 dence, 

achievement, and respect of others) and 
 nally 

to self-actualization (morality, creativity, spon-

taneity, problem solving, lack of prejudice, and 

acceptance of facts).

In 1954, Maslow’s book, Motivation and 

Personality, summarized his studies of what he 

called exemplary people such as Albert Einstein, 

Jane Addams, Eleanor Roosevelt, and Frederick 

Douglas. 

Courses in marketing teach Maslow’s hierarchy 

as one of the 
 rst theories and as a basis for under-

standing consumers’ motives for action. Marketers 

have historically looked towards consumers’ 

needs to de
 ne their actions in the market. If 

producers design products meeting consumer 

needs, consumers will more o� en choose those 

products over those of competitors. 

Whichever product or service better 
 lls the 

void created by the need will be chosen more 

frequently, thus increasing sales.

Each of the powerful marketing words taps 

into an emotional trigger that originates from 

sub-cortical and limbic areas of the brain. � ese 

areas are more commonly known as the “Lizard 

Brain” where our deepest and most instinctive 

impulses originate.

Marketing guru Ray Jutkins loved the word 

“guarantee” and pushed his clients vigorously to 

include the world’s best guarantee: Money Back 

if You’re Not Satis� ed. � is is a guarantee that 

frightens a lot of people. It shouldn’t. O	 ering 

it guarantees (sorry!) that some people will 

misuse it but most people won’t. � ink of your 

own reactions when you view an advertisement 
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In addition to using the “magic words” that I describe in this 
article, another good option is identifying pain points (as this ad 
does) that vex the prospect and addressing them in your headline.
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and consider what is the most powerful statement 

a merchant can make. If there’s a 100% money-

back guarantee, the prospective buyer is likely to 

conclude that the merchant is sure of the quality 

of the product or service being o	 ered and that 

means that the person is more likely to purchase if 

they are at all  interested in what is being o	 ered.

� e merchant who sells without a money-back 

guarantee (“MBG”) is swimming upstream.

What about the other words? 
One of my favorites is FINALLY. It’s a word 

that carries additional meanings: Effort!  

Success! Triumph! The reader understands 

that you’ve been working to satisfy his 

or her needs and that you’ve succeeded. 

It’s an uncommonly powerful word that’s 

often omitted from lists of the most 

powerful words. AT LAST! is sometimes an 

even more powerful indicator of success.

Now is similar to Finally. Even though Finally

seems to have more power, Now is shorter and 

easier to 
 t into a headline.

New and Discovery are clearly related and in 

many ways are similar to Now and Finally. We 

humans are always interested in what’s new and 

what solves our problems.

� ese terms aren’t magic, though. If they don’t 

ring true, don’t use them.

You is always a powerful word because it 

connects your product or service with the reader 

and the reader’s problem.

Save and Money? Well, the allure is obvious.

When you’re putting together a marketing 

message, it’s important to keep these terms in 

mind but it’s also important to avoid the tempta-

tion to toss them in, hoping that the magic words 

will charm your readers. Or because you read 

somewhere that they make your message more 

powerful.

Make your message believable, add powerful 

marketing words, and aim it at the right audi-

ence. Do that and your chances of success increase 

dra matically. Ω

Web Marketing: How NOT To ...

Let’s say you sell boxes and moving materials. Let’s also say that you 

have a website that talks about your ability to make any size custom 

box and a form that allows people to send you a question or a request. 

So far, so good.

Now let’s say a potential buyer (let’s just say it 

was me) visits your website on Tuesday morning, 


 lls out the contact form, and describes a box 

needed to ship a bulky object. And let’s say that 

your website con
 rms that the form has been 

successfully submitted.

What now?
If you’re smart, you’ll find the request 

when you open your store at 9:30 am and 

you’ll reply no later than 9:45 am.

Silence ensued.

So let’s say that the potential buyer visits your 

website again in the a� ernoon, 
 lls out the form, 

and submits it again. Should you reply or ignore 

the request.

Silence continued.

Now let’s say that your potential buyer sends 

you a fax at 6 am on Wednesday morning, pointing 

out (in a most civil manner) that it might be wise to 

check for messages from your website and asking 

(for the third time) for information about a box 

for a bulky object.

When might you reply?
Removing all the hypotheticals: Yes, it 

was me who made the requests. I received 

a response to my fax shortly before 11 am 

on Wednesday. No explanation of why my 

2 Web-based requests hadn’t been acted 

on. No apology. Just HERE’S THE PRICE FOR THE 

BOX WE HAVE THAT’S THE CLOSEST TO WHAT YOU NEED. 

WE CAN MAKE A CUSTOM BOX (FOR 3 TIMES THE PRICE) 

AND YOU HAVE TO PAY IN ADVANCE.

I bought the box I needed from the merchant 

in question because:

• � e price is OK.

• � e store is only slightly out of my way on the 

trip home.

• Nobody else in Columbus, Ohio, the 19th 

largest market in the nation, seems to o	 er 

any comparable box.

Memo to store owners: If you run the only 

store in the metro area that o	 ers your product 

or service, your business will survive less than 

stellar customer service.  If you have competition, 

though, I wouldn’t recommend it.

Postscript: � e merchant in question is a nice 

guy and, when I stopped to pick up the box, he 

had it set aside with my name on it.

So if I need another box or packaging mate-

rials, I’ll consider using this merchant again. � e 

bottom-line lesson is this: Even if you make a bad 


 rst impression, you can rescue your reputation 

by providing excellent service. Ω


