
TRANSCRIPT 
MODULE 7 BONUS 
HOW TO CREATE AN ITCHY FINGERS AD 
STUDIOEXPANSIONMASTERCLASS.COM 

 
 

Page 1 

 
Here's one of the first questions that came in. "I'm having some new advertising designed. 
Any advice on how I can amp up the impact." 
 
So, advertising is critical. We're going to focus perhaps on more print media and print 
advertising today for this ad, and we're going to have the itchy fingers ad. Now, some of 
you may not have heard this before because this is something I've developed recently. Now, 
what I mean by this is that you want to have an ad when, after they read it, you've got their 
fingers itching to pick up the phone and call you or to type in the URL and go on to your 
website. You want something that kind of really incites their enthusiasm, their motivation, 
their kind of urgency to take action, getting their itchy fingers, getting their energy up. So, 
what can you do? So, here is a few little criteria. 
 
Before we go into that actually, I want to just remind you that it would benefit you if you 
start now, paying attention and becoming aware of what kind of advertising gives you itchy 
fingers. So, start looking. You know, the other day I was looking through our local 
newspaper, the North Shore Times here, and I pulled out three advertisements for studios. 
And it's coming together in one of your master class members. I actually go through and I 
critique and compare these three ones that I found in the same paper and which ones have 
the highest itchy finger rating basically. So, you want to look for things that have got the 
following criteria. 
 
Number one: you want to make sure that it has a zoom headline. The headline that seriously 
kind of makes your eyes drawn towards it. It grabs your attention and the headline has got 
impact. Now, too many studios these days have their studio name as their actual headline, 
so it will be Chantelle's Singing Studio as the top headline, and that's not really anything 
that's going to emotionally connect with the reader or drag their eyes towards it. You want 
to be choosing a headline that pulls in their interest about the issues that relate to their life. 
I mean there are power words, which, if you've received, as master class member, the 
headline bank, that's a really good place for you to start developing your headline. 
 
Some of the most simplest, but most effective headlines are something like free dance 
class, and if you have that seriously big and bold and then kind of something else 
underneath, or you might decide to have other ones: does your child need confidence? Does 
your child love to sing? Is your child a star in the making? Something that's a little bit more 
emotional and a little bit more impactful than just Chantelle's Dance Studio. 
 
Number two: I want you to put the spotlight on your wow factor. Communicate your 
fabulousness. How is this little quarter-page ad going to set you apart from everyone else 
and demonstrate that you are a studio that kind of goes up and above and beyond what's 
come generally out there? So, you really want to kind of highlight, by bullet points perhaps, 
why you're so brilliant. Set them apart. 
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Number three: you want to brand their eyes. So, make sure you're using the same logos on 
your print media as your website, as your banners if you do like stand-up banners and things 
like that so they recognize your studio straight away. That kind of recognition builds trust 
and credibility and should be on everything in the public eye, so make sure you've got that. 
 
KISS. You've probably all heard this. Keep it simple stupid, or I think there are other ones out 
here, but I kind of like keep it simple stupid because it makes me smile. This is one of the 
biggest mistakes that I see time and time again in print advertising, and I go into it in this 
master class that's on its way to you in a few weeks. Just because you have lots to say about 
your studio doesn't necessarily mean you should. The more clustered the ad, the more likely 
people are to read it. If you actually do just a little game with yourself, where, if you pull up 
two ads and bring one ad that has kind of got lots of text, lots of black text and it's kind of 
quite cluttered, and then the other, which has got less text and more white space, so really 
concise wording, and then if you close your eyes and then you kind of pull them up in front 
of your face at the same time, open your eyes and see which ones your eyes are drawn to 
first. 
 
And time and time again, truly, if you do this with yourself, you will be attracted to the ad 
with more white space, less clutter, very, very clear, open structure. So, that's a little tip that 
you can really do. Make sure you don't put more up there. So, do your ad up. Design it, and 
then step back. Look at it from an evaluative point of view, and even do that little test. Do 
two versions of the same ad. Bring them up to your face. See which one your eyes are drawn 
to first, because if I'm flipping through the North Shore Times, I'm not going to look at every 
ad to be honest. There's only going to be a couple that are really going to zoom my attention 
in. 
 
You've got a fraction of a second to make an impact. Fraction of a second. So, you want to 
make sure that whatever design you're creating, it is facilitated to kind of zoom their eyes 
in, and that's what I mean by zoom headline, so really what's going really get their eyes and 
like magnetized towards it. Show it to a few people. Get their opinion, and then modify 
accordingly. It's really important that your advertising is thoroughly, thoroughly checked. 
 
You want to simplify the contact details. Another factor that I think is unnecessary on your 
print advertising is your email address. I endorse taking the email address off the 
advertising. And why is that? Because statistics show that people are more than likely, if 
they're going to get in contact with you, and maybe even you're like me personally. If I'm 
going to contact someone, I'm not going to send them an email. I'm going to jump on their 
website first and I'm going to suss them out. I'm going to check out all their content and 
what their studio is about before I even get in contact. 
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So, there's no point wasting a whole line of space, which could be better spent describing 
the benefits of your studio, to have your email address, so take your email address off your 
advertising. Have your website in a bigger font. We want to direct people to your website 
and your phone number is secondary, because we don't want them picking up the phone 
as much as we would like to have them educated first on your studio by your brilliant, killer 
website. So, that's kind of critical. No email. Street address does give credibility, but not 
necessary. It's not as important as your website. Your website is number one, so if you've 
got your street address in there, I'd also recommend reducing it. Otherwise, maybe just 
have your suburb listed somewhere. That might kind of be a bit of a comparison. 
 
And then you want to be the director. You want to really tell them what to do next. Give 
them a call to action. Don't just list your website. Say visit our website for your free dance 
class. You know, or something that kind of instructs them what to do. People like to be led 
and the more succinct, the clearer you are in directing them, the greater response rate you 
will get, the greater conversion. So, if you can really consider your marketing as a funnel, 
what step do I need to them to go into next in order to get the result I want, which is then 
becoming a paying student. Consider that an absolutely sequential step of learning. So, 
bringing them in, ever gently, gently telling them, telling them, telling them where to go or 
what to do next. Simplify it and make it really clear. 
 
So, that's how to create an itchy finger ad. Let's get them kind of in contact with you as soon 
as possible. 
 


