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Patience, Praise and Road Trips 

Promoting your business successfully in a crowded marketplace has been described as threading a 

needle while riding a roller coaster. The odds of success seem insurmountable – and often the more 

persistent you are, the most frustrated you become.  But triumph it is not impossible, or even improbable, 

spurred by new technologies and old-fashioned savvy.  These tactics can improve your chances: 

Be ready to reduce praise. 

A recent study found increasingly favorable impressions of a cereal, a restaurant, a shampoo, an ice 

cream store, and a politician as researchers raised the number of positive claims about each - but only up 

to a point.  Beginning with the fourth positive claim, impressions became less favorable. Too much of a 

good thing, it turns out, isn’t good at all. The researchers, from UCLA and Georgetown University, 

concluded that when four or more positive claims are made about a product, firm or individual, people 

infer that the claimant is trying too hard and may have ulterior motives. Consider these findings when you 

rebuild your website or draft your next brochure – and keep the endorsements in check.  Less is more.   

Be patient.  

Carrie Kerpen, the co-founder and CEO of social media marketing agency Likable Media, points out that 

while it is counterintuitive for entrepreneurs to bide their time and wait their turn, at times that is what 

works best. Rather than being enveloped in a throng elbowing simultaneously for an attractive 

opportunity, stepping back long enough to survey the landscape and then acting strategically can prove 

more effective.  That’s true not only for entrepreneurs, but for businesses generally.  It is often imperative 

to be fastest and first, but not always. A single drop of water amidst the gallons blasting full throttle from a 

fire hose may be more powerful, but is not likely to be noticed.  When the torrent subsides, the ripple 

produced by a single droplet can bring more perceptible and distinguishable results.   

Be a strong road team. 

Play well on the other guy’s turf.  Understand the nuances of their world – the g-forces that buffet their 

daily business, the obstacles they need to overcome, and how you can help.  The key is not how well you 

know your business, it is how well you know their business.  Be comfortable in their shoes, speak their 

industry’s language, turn their fans into your fans. If you excel when you’re away from home – figuratively 

and literally – you will boost confidence, diminish uncertainty and improve chances. 

Be all about the brand. 

No, not the logo.  The brand.  Your brand is not what the consumer sees, it is what the consumer feels.  It 

is those characteristics that instantly come to mind when they hear your company’s name – the intangible 

as well as the tangible. It is what you stand for, and what you stand behind.  It is how you conduct 

business and the experience that your customer expects. Your brand should communicate – openly, 

consistently and directly – your priorities, standards, and ethics. Good value, for example, may be 

indispensable to your brand.  But good values can help, too.   

As social media observations and the vocal opinions of acquaintances receive wider distribution and 

greater attention than the views of well-established experts, it is more important than ever to provide 

customers with something worth noticing, and worth repeating. More than you might imagine, they will.   
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