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Preface to the 
Second Edition

There	are	reasons	why	this	Second	Edition	of 	
Naked	Marketing	is	better	than	the	first.

Not	because	 it	 explains	 the	principles	
of 	marketing	any	better.	It	doesn’t.	The	principles	
remain	the	same.	And	this	edition	strips	away	the	
mystique	as	well	as	the	first.

Not	because	 the	graphics	 are	 any	better.	They	
are,	but	that’s	not	the	point	(though	I	much	prefer	
this	cover	to	the	First	Edition).	

The	point	is,	times	change.	Back	in	1997	when	
the	book	was	first	printed,	the	World	Wide	Web	was	
a	relatively	new	phenomenon.	Simply	having	a	Web	
presence	(in	1997,	many	small	companies	did	not)	
was	important.	The	Second	Edition	examines	Web	
marketing	in	more	depth,	including	the	latest	and	
greatest	methods	of 	promoting	your	firm	there.

There	 is	also	a	new	section	on	Defining Your 
Market to	help	you	better	position	your	products	
(the	buzz	word	is	“branding”)	by	understanding	your	
customers’	buying	habits.	 I’ve	added	 information	
on	new	product	development.	And	there’s	a	new	
section	on	Retailing	 for	 those	who	 toil	 in	 those	
trenches	every	day.	

Otherwise	it’s	the	same	book.	





Introduction

As a marketing consultant,	I	frequently	en-
counter	successful	businessmen	and	women	
mystified	by	the	role	marketing	plays	in	their	

businesses.	They	understand	the	need	for	it;	they	
understand	the	results	when	it	is	successful;	but	too	
often	they	are	confused	by	how	it	works.

The	truth	is,	there	is	no	more	mystique	to	market-
ing	than	there	is	to	publishing,	banking,	architecture,	
or	any	other	profession	requiring	imagination	and	
intelligent	 application.	 “Mystique”	 is	 more	 ap-
plicable	 to	 things	 like	 acupuncture,	 hypnosis	 or	
romance.	Marketing	is	simply	a	functional	specialty,	
like	 accounting.	 All	 companies	 in	 all	 industries	
require	it	in	some	form	or	another.

But	marketing	is	more	than	just	“a	few	ads	in	the	
newspaper.”	Media	advertising	is	but	one	form	of 	
promotion,	which	is	only	a	small	part	of 	an	overall	
marketing	program.
	 Typically,	an	entrepreneur	begins	his	or	her	busi-
ness	with	a	good	idea:	a	better	mouse	trap,	a	better	
way	to	service	his	clients	than	his	competitors	do.	
And	frequently,	the	founder	is	a	specialist	in	his	or	
her	industry,	a	good	technician,	engineer,	or	designer.	
But	seldom	a	good	marketer	for	the	company.
	 As	the	firm	grows	and	competition	increases,	so	
grows	the	need	to	focus	less	on	the	product	and	
more	on	the	customer.	The	need	for	this	shift	in	
focus	is	far	more	evident	in	today’s	marketplace	than	
in	yesterday’s.	
	 Over	 the	 past	 several	 decades,	 the	 marketing	
function	has	undergone	evolutionary	change.	Dur-
ing	 the	 1950’s	 and	 1960’s,	 marketing	 was	 fairly	
simple.	There	were	 fewer	product	 categories	 and	
fewer	products	from	which	to	choose	in	each.	There	
were	few	media	vehicles:	television	was	just	coming	
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of 	 age,	 there	were	only	 two	dozen	major	weekly	
magazines,	and	FM	radio	had	yet	to	be	heard.
	 In	 the	 1970’s,	 alternative	 radio,	 UHF	 televi-
sion,	 special	 interest	magazines,	and	 the	growing	
sophistication	of 	direct	mail	brought	greater	di-
versity	to	the	marketing	mix.	Marketers	began	to	
specialize	and	focus	on	niche	markets,	on	narrow	
promotional	methods,	and	on	specific	industries.	
Successful	 products	 spawned	 product	 extensions	
into	related	categories.	New	categories	developed	
almost	overnight	as	consumers	demanding	social	
change	also	sought	more	diversity	and	uniqueness	
in	their	lives.
	 The	1980’s	saw	the	conglomeration	of 	the	mar-
keting	industry	with	the	advent	of 	mega-agencies	
like	Sachi	&	Sachi,	McCann	Worldwide,	and	Darcy	
McManus	Benton	and	Bowles.	As	a	result,	many	
skilled	marketing	executives	who	were	“downsized”	
out	of 	the	industry	formed	“boutique”	agencies	and	
began	specializing	in	their	particular	promotional	
forte.	Niche	marketing	became	more	focused.
	 The	1990’s	offered	an	even	more	perplexing	set	
of 	marketing	and	promotional	options:	hundreds	
of 	cable	television	channels;	radio	stations	featuring	
shock	jocks	and	Christian	Coalitions;	magazines	for	
every	pursuit,	profession,	or	perversion;	direct	mail	
techniques	that	pinpoint	a	particular	customer	by	
both	demographics	and	lifestyle.	
	 And	now	the	Internet!
	 In	 response	 to	 accelerating	 change,	 guerrilla	
marketing,	touted	as	the	panacea	for	small	business,	
fostered	the	need	to	get	in	and	get	out	of 	the	market	
quickly	with	as	little	expense	as	possible.	A	noble	
undertaking,	but	 totally	 futile	 if 	your	strategy	 is	
ill-planned,	your	understanding	of 	your	customers	
faulty,	or	your	product	message	unclear.	Guerrilla	
marketing	eventually	lost	favor	as	the	sole	solution	
for	 small	 business	 and	 is	 now	 merely	 one	 tactic	
among	an	arsenal	available	to	the	astute	business	
owner.	
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	 Today,	 a	 greater	 variety	 of 	 pitfalls	 awaits	 the	
uninitiated.	For	this	reason,	before	you	spend	two	
nickels	on	marketing,	it	is	important	to	understand	
how	those	nickels	should	be	spent.	You	need	to	un-
derstand	the	simple	fundamentals	of 	the	marketing	
process.	This	is	not	to	suggest	you,	as	a	small	busi-
ness	person,	should	now	concentrate	your	efforts	
on	learning	a	whole	new	field,	or	abandon	your	area	
of 	expertise.	Rather,	with	an	understanding	of 	the	
basics	of 	marketing,	you	can	better	plan	your	strategy	
and	increase	your	company’s	sales	and	profits.
	 Naked	Marketing	 can	help	 you	 arrive	 at	 that	 un-
derstanding.	 It	 explains	 the	 marketing	 function	
in	simple	terms	and	offers	real-life	examples	and	
effective	techniques	useful	in	almost	any	business.	
It’s	a	handy	tool	for	anyone	who	wants	to	get	mar-
ket-smart	quickly	and	painlessly.
	
	
	
	
	
	
	
	

	
	

	





1

¿Que Es Marketing?
	

Listen to any ad man,	 brand	 manager	 or	
marketing	 executive	 for	 more	 than	 a	 few	
minutes,	 you’d	 think	 they	 were	 talking	 a	

foreign	 language.	 Forward	 integration.	 Backward	
channeling.	Psychographics	(conjures	up	images	of 	
Alfred	Hitchcock).	Gross	rating	points.	Quintile	
analysis.	Post	purchase	preferences.	
	 This	is	marketing?	
	 It	needs	simplifying.	Throw	away	all	that	fluff 	
(strip	the	mystique,	if 	you	will)	and	ask	yourself 	
What	is	this	thing	called	marketing?
	 My	dictionary	defines	marketing	as	“the	offer-
ing	 of 	 something	 for	 sale.”	 Sounds	 simple.	Take	
something	and	sell	it.	
	 What	if 	you	have	a	great	product,	but	nobody	
knows	you’ve	got	it?	Good	point.	Let’s	try:	“Mar-
keting	is	the	offering	of 	something	for	sale	that	we	
told	everybody	we	had.”	OK,	that	works.	But	what	
if 	everybody	knows	about	your	great	product	but	
they	haven’t	heard	of 	you	and	therefore	they	don’t	
trust	you	or	your	company.	How	about:	“Marketing	
is	the	offering	of 	something	for	sale	that	we	told	
everybody	we	had	with	strength	and	conviction,	so	
everybody	trusts	us.”	OK,	OK,	it’s	starting	to	get	a	
little	complicated.
	 Now,	what	if 	everybody	knows	about	your	great	
product	and	trusts	you,	but	can’t	seem	to	find	it	in	
their	stores?	Add:	“and	we	arranged	for	the	physical	
distribution	of 	 the	product	 in	a	 timely	manner.”	
And	when	they	do	find	it,	it	costs	too	much.	Or	
it’s	the	wrong	size.	Or	the	wrong	color.	Now	we’re	
at:	“Marketing	is	the	offering	of 	something	for	sale	
we	told	everybody	we	had	with	strength	and	convic-
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tion,	so	that	everybody	trusts	us,	and	we	arranged	
for	 the	physical	distribution	of 	 the	product	 in	a	
timely	manner	at	a	price	everybody	could	afford	in	
sizes	and	colors	they	wanted.”
	 What	if 	somebody	wants	to	buy	your	great	prod-
uct	on	credit?	What	if 	your	great	product	breaks?	
Can	somebody	get	his	money	back?	You	begin	to	get	
the	idea.	“Marketing”	is	complicated,	perplexing,	
mystifying.	It	has	many	more	aspects	than	simply	the	
offering	of 	a	product	for	sale.	It	begins	to	resemble	
some	sort	of 	uncontrollable	enigma	no	one	fully	
understands.
	 Or	does	it?
	 By	 letting	 your	 customers	 know	 about	 your	
product	 and	making	 sure	 it’s	 in	 the	 stores	when	
they	want	to	buy	it,	and	offering	it	in	multiple	sizes	
and	colors,	aren’t	you	really	just	trying	to	give	them	
what	they	say	they	want?	Of 	course	you	are.	You’re	
satisfying	needs	and	wants.	That’s	what	marketing	
is.
	
	 Marketing is the satisfaction of  needs and wants 
through the sale of  your products or services. 

	 That	 definition	 works	 for	 all	 possible	 contin-
gencies.	If 	your	price	is	perceived	to	be	too	high,	
you	really	haven’t	satisfied	somebody’s	need	for	an	
affordable	 product.	 Likewise,	 if 	 somebody	 can’t	
find	 your	product	 in	 stores,	 you	haven’t	 satisfied	
that	 need,	 either.	 If 	 your	 product	 could	 break	
down,	offer	a	warranty	or	repair	service.	If 	enough	
somebodies	want	a	larger	size,	satisfy	their	desire	
for	your	product	in	a	larger	size.	
	 Marketing	is	not	simply	creating	a	product	and	
selling	 it.	 It’s	 satisfying	 needs	 and	 wants.	 Figure	
out	what	somebody	needs	and	wants,	and	give	it	
to	them	better	and	cheaper	than	your	competitors.	
The	best	marketers	recognize	this	and	reflect	it	in	
their	advertising:	
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“Have	it	your	way,	right	away”	(Burger	King),	
“Where	do	you	want	to	go	today?”	(Microsoft),	
“No	dissatisfied	customers”	(Ford).

	 Too	 often,	 business	 owners	 view	 marketing	 as	
simply	the	task	of 	creating	a	product	and	selling	it.	
Case	in	point.	Contrast	Procter	&	Gamble	Company	
with	Union	Carbide	Corporation.
	 Union	Carbide	makes	chemicals.	Years	ago,	when	
I	was	an	advertising	executive	working	on	the	Glad	
consumer	products	business,	the	top	brass	told	us	
they	had	an	excess	of 	polyethylene	plastic.	“Develop	
some	new	products	that	will	sell	more	Glad	bags,	
Rob.	Get	rid	of 	some	of 	this	excess	plastics	inven-
tory.”	We	 all	 sat	 around	 and	 thought	 for	 awhile	
and	 eventually	 developed	 Handle-Tie	 Bags.	 Not	
because	we	perceived	any	consumer	demand,	but	
simply	because	we	had	excess	inventory.	(We	got	
lucky	and	they	sold	relatively	well.)
	 Procter	&	Gamble,	on	the	other	hand,	listens	to	
its	field	sales	representatives,	grocery	store	managers,	
and	the	customers	themselves.	They	develop	a	new	
product	based	upon	their	knowledge	of 	customers	
wants	and	needs.	They	test	it	in	small	markets.	Then	
they	spend	sinful	sums	on	promotion	to	create	aware-
ness	and	communicate	the	benefit	(the	satisfaction	
of 	the	needs	and	wants)	to	consumers.	Procter	&	
Gamble	is	enormously	successful.	Union	Carbide	
no	longer	has	a	consumer	products	division.
	 Do	not	confuse	needs	and	wants.	They	are	not	
the	 same.	Human	needs	 are	 few:	 food,	 clothing,	
shelter,	safety,	belonging,	esteem	(and	maybe	a	good	
mutual	fund).	Wants,	on	the	other	hand,	are	desires	
for	specific	goods	that	satisfy	a	need.	A	person	needs	
food	and	wants	a	cheeseburger,	needs	clothing	and	
wants	an	Armani	 suit,	needs	 shelter	and	wants	a	
home	on	the	ocean.	
	 Now	you	may	be	getting	a	glimmer	of 	the	“al-
chemy”	 of 	 marketing.	Whoever	 can	 turn	 needs	
into	wants	 reigns	 supreme.	 It’s	 as	 simple	as	 that.	
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Nevertheless,	 it	 presents	 an	 intriguing	 challenge.	
Critics	 love	 to	 attack	marketers	who	 rise	 to	 this	
challenge.	They	claim	marketers	create	needs.	Or	
that	they	get	people	to	buy	things	they	don’t	need.	
This	is	a	misperception.
	 Marketers	do	not	create	needs.	They	are	inher-
ent	 in	 our	 society	 (food,	 clothing,	 shelter,	 etc.).	
Good	marketers	create	wants.	They	point	out	how	
a	product	satisfies	a	basic	human	need.	They	try	to	
influence	desires	by	making	their	products	attrac-
tive,	affordable,	and	readily	available.	They	suggest	
to	consumers	 that	 their	desire	 for	esteem	can	be	
satisfied	by	a	BMW.	Or	their	desire	for	safety	can	be	
satisfied	by	a	Volvo.	(Or	their	desire	for	belonging	
can	be	satisfied	by	using	public	transportation.)
	 Needs	 exist.	Wants	 can	 be	 created.	 Marketing	
is	 simply	 the	 act	 of 	 satisfying	 those	 needs	 and	
wants.	
	 Not	your	everyday	dictionary	definition.	But	it	
works.	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	



	

2
 

Know Your Market
	

So, how do you find out	what	your	custom-
ers	want?
	You	do	your	homework.	And	in	marketing,	

homework	 means	 research.	 Ask	 yourself,	 Who	
buys	 my	 products	 now?	What	 similarities	 exist	
between	my	customers?	Do	they	all	come	from	the	
same	geographic	area?	Are	they	all	of 	the	same	age	
group,	income	bracket	or	other	demographic?	Who	
else	might	buy	my	product?	How	do	I	reach	those	
buyers?	
	 As	you	come	to	know	who	your	customers	are,	
you	 must	 also	 understand	 their	 buying	 motives,	
what	they	really	want.	Then	you	can	tell	them	why	
they	 should	 buy	 your	 products	 instead	 of 	 your	
competitors’.

	 Marketing Research	is	the	process	of 	
collecting,	 analyzing,	 and	 interpreting	
data	 about	 customers,	 competitors,	 and	
the	 business	 environment.	 The	 process	
includes	identifying	your	target	(Who	do	
you	want	to	find	out	about?),	specifying	
objectives	(What	is	it	you	want	to	know?),	
and	determining	methodology	(How	do	
you	get	the	data?)

Primary vs. 
Secondary Research

Okay,	let’s	begin.	There	are	two	types	of 	research:	
primary	and	secondary.	What’s	the	difference?	Let’s	
use	some	examples.	When	you	were	in	high	school	
and	you	had	to	write	a	term	paper	on	China,	or	
the	mating	habits	of 	the	Borneo	lizard,	you	prob-
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ably	didn’t	fly	to	China,	or	purchase	and	observe	a	
thousand	lizards.	That	would	be	primary	research.	
Instead,	you	looked	up	the	information	in	a	book.	
That’s	secondary	research.	Lot’s	cheaper.	Secondary	
research	means	gathering	information	from	existing	
sources,	stuff 	that	others	have	already	compiled.
	 Industry	trade	groups	and	trade	magazines	offer	
heaps	of 	secondary	research	on	your	industry.	And	
it’s	free	for	the	asking.	Every	industry	has	one	or	more	
trade	organizations.	Even	if 	you’re	not	a	member,	
because	you	might	be	someday,	they	are	often	more	
than	willing	to	fill	your	“In”	basket	with	a	mountain	
of 	information	(along	with	a	membership	applica-
tion),	 like	statistics	on	buying	and	selling	habits,	
peak	selling	months,	or	a	geographical	breakdown	
of 	the	highest	consumption	areas	for	various	product	
categories.	Trade	magazines	often	publish	lists	of 	
the	sales	people,	manufacturer’s	representatives,	and	
wholesale	distributors	for	your	industry.	Just	ask.
	 While	secondary	research	is	cheaper	and	easier,	
there	may	not	be	any	information	that	somebody	
else	has	already	compiled	about	who	your	specific	
customers	are,	or	what	they	want.	In	that	case,	you	
need	to	consider	a	little	primary	research.	Primary	
research	is	more	difficult	because	it	means	doing	it	
yourself,	 compiling	 information	 through	 testing,	
interviews	or	questionnaires.	Don’t	worry.	It	need	
not	be	expensive.	Not	if 	you	ask	the	right	questions	
of 	the	right	people.	What	kind	of 	questions?	Here	
are	a	few	thought-starters:

	 1.	What	is	the	name	of 	our	product	or	
service?
	 2.	What	does	this	name	mean	to	you?	
	 3.	How	often	do	you	purchase	this	type	
of 	product?
	 4.	What	is	the	primary	reason	you	pur-
chase	the	brand	you	do?
	 5.	What	 are	 the	 strengths/advantages	
of 	our	product?
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	 6.	What	are	our	competitors’	strengths/
advantages	over	our	product?	
	 7.	If 	you	believe	the	adage	that	a	company	
can	offer	any	two	out	of 	three—quality,		
	 	service	or	price—which	two	would	you	
say	best	characterize	our	product?

	 Who	do	you	ask?

	 Start	in	your	own	company.	Ask	the	most	senior	
employee	 (after	 yourself).	 He	 has	 stored	 several	
megabytes	of 	industry	knowledge	in	his	cranium	
over	the	years.	But	be	careful.	That	knowledge	may	
be	based	upon	data	that’s	ten	years	old,	when	he	
was	last	out	in	the	field.	And	customers	don’t	care	
what	 your	 company	 contributed	 to	 the	 industry	
ten	years	ago,	or	even	ten	days	ago.	Customers	deal	
with	now,	and	so	must	we.	So	listen	for	the	facts,	
and	ignore	the	age	old	opinions.

Other	 sources	 in	 your	 company	 include	 sales	
representatives,	the	folks	closest	to	your	customers;	
your	receptionist,	who	talks	to	customers	every	day;	
your	 customer	 service	 department	 for	 the	 same	
reason;	and	even	shipping	clerks,	the	ones	reading	
the	shipping	labels	on	a	daily	basis.
	
SALES PEOPLE
Sales	representatives	are	loaded	with	information.	
The	 good	 ones	 know	 why	 your	 customers	 buy	
your	products,	what	motivates	them	to	buy	from	
you	over	the	competition.	The	sales	rep	can	also	
be	a	source	for	new	product	opportunities.	Just	be	
careful	never	to	ask	a	“yes”	or	“no”	question.	For	
example,	don’t	ask	your	rep,	“Uncover	any	new	uses	
for	our	product	lately?”	It’s	too	easy	to	say	no.	He’ll	
just	scratch	his	chin	for	a	moment	and	then	slowly	
shake	his	head.	
	 Better	to	appeal	to	the	ego.	I	once	asked	a	sales	rep	
why	she	sold	so	few	of 	a	particular	product.	Stung	
by	my	implied	criticism,	she	countered	that	it	took	
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too	long	to	sell	those	penny-ante	little	products.	By	
the	time	customers	decided	what	to	buy,	she	had	
spent	ten	minutes	selling	a	five	dollar	item.	She	went	
on	to	criticize	the	company	for	not	pre-packing	an	
assortment	of 	the	best-selling	products.	Then	she	
could	sell	$50	worth	in	half 	the	time.	It	was,	of 	
course,	a	brilliant	 idea	and	we	all	wondered	why	
nobody	had	thought	of 	it	before	and	the	company	
did	just	as	she	suggested	and	everybody	was	happy,	
including	 the	 customers	 but	 especially	 the	 sales	
woman.
	
SHIPPING CLERKS
Shipping	clerks	are	aware	of 	the	ultimate	destination	
of 	your	products	and	can	alert	you	to	entirely	new	
markets.	One	of 	our	shipping	clerks	once	pointed	
out	 that	 he	was	 shipping	dozens	of 	 a	particular	
type	of 	watch	to	a	hospital.	Investigation	revealed	
the	hospital’s	school	of 	nursing	used	them	because	
their	large	face	and	sweep	second	hand	were	perfect	
for	reading	a	patient’s	pulse.	Bingo!	A	whole	new	
market	for	our	watches:	schools	of 	nursing.

CUSTOMERS
The	very	best	way	to	know	what	your	customers	
want	is	to	simply	ask	them.	Periodically,	all	your	
existing	customers	should	receive	a	 “How	are	we	
doing?”	 letter.	Give	 them	a	chance	 to	 sound	off,	
register	any	complaints	or	concerns,	offer	sugges-
tions	for	improvement.	You	will	be	amazed	at	the	
benefits:	 head	 off 	 problems	 before	 they	 become	
problems;	 learn	 how	 you	 stack	 up	 against	 your	
competitors.	And	the	suggestions	your	customers	
offer	may	 lead	 to	additional	 sales	or	 even	a	new	
product	opportunity.	Best	of 	all,	your	customers	
will	feel	better	because	they	have	the	sense	that	you	
care	about	their	needs.	
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Advertising Research
Another	good	way	to	find	out	what	your	customers	
want	is	by	testing	your	advertising.	For	example,	if 	
you’re	sending	out	a	direct	mail	piece	and	you	are	
undecided	about	whether	to	use	Headline	A	tout-
ing	the	dependability	of 	your	product,	or	Headline	
B	boasting	the	lowest	price,	try	both.	Send	one	to	
half 	your	mailing	list,	half 	to	the	other,	and	watch	
the	results.	Your	customers	will	tell	you	which	is	
more	important.
	 Retail	store	managers	understand	this	concept	all	
too	well.	Their	reward	(or	punishment)	is	immedi-
ate.	If 	they	have	a	powerful	ad,	they’ll	see	the	noses	
of 	 eager	 customers	pressed	up	against	 the	doors	
before	the	store	opens	in	the	morning.	If 	not,	they	
had	better	write	a	good	one	fast	or	be	acccountable	
to	their	buyers,	merchandise	managers,	and	maybe	
even	the	president	of 	the	store.

Media Research
Test	your	media	the	same	way.	Run	the	same	ad	in	
two	or	more	publications	using	a	different	code	on	
each	return	card	or	a	different	toll	free	number	in	
each	ad	(or	some	means	of 	differentiating	between	
responses).	Then	watch	the	results.	Whichever	one	
pulls	the	most	responses	per	dollar	invested	becomes	
your	media	of 	choice	for	the	future.
	 We	ran	a	coupon	advertisement	for	a	chain	of 	
dry	cleaning	stores	in	three	different	publications.	
Each	coupon	featured	the	same	offer,	but	each	had	
a	different	code	so	we	could	count	the	redemptions.	
After	a	few	weeks,	we	realized	one	newspaper,	the	
one	with	the	biggest	circulation,	pulled	better	than	
the	others.	However,	its	advertising	space	cost	twice	
as	much	as	the	newspaper	that	pulled	second	best.	
After	we	divided	the	cost	by	the	total	redemptions,	
the	 second-best	newspaper	proved	 the	most	cost	
effective.
	 Don’t	 test	your	ad	message	and	your	media	at	
the	same	time.	It	will	only	lead	to	confusion.	If 	we	
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had	varied	the	coupoon	offer,	we	would	never	have	
know	whether	the	coupon	that	redeemed	the	most	
was	because	of 	the	offer	or	the	newspaper	we	had	
used.
	 Market	research	can	reveal	untold	opportunities	
for	new	products,	provide	a	wealth	of 	knowledge	
about	your	competitors,	and	help	you	better	under-
stand	your	customers’	needs	and	wants.	Research	for	
some	can	seem	tedious	or	even	intimidating.	Not	
to	worry.	The	remainder	of 	this	book	is	devoted	to	
providing	you	with	the	tools	and	aptitude	needed	to	
become	an	effective	marketer	for	your	business.	A	
major	part	of 	your	understanding	will	come	from	
grasping	the	idea	of 	marketing	as	a	long-term	pro-
cess.	As	a	matter	of 	fact,	that	is	our	next	subject.
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Long-Term Planning

Strategic planning is the long-term pro-
cess	that	matches	an	organization’s	resources	
against	long-term	growth	opportunities.	The	

plan	focuses	upon	the	firm’s	ability	to	respond	to	
the	environment	in	which	it	operates:
	 	

•	 Changes	in	Technology
•	 Changes	in	Industry Trends 
•	 Changes	in	Government Regulations
•	 Changes	in	the	Economy
•	 Changes	in	the	availability	of 	Raw Materials  

   and Labor

	 Top	 Management	 gathers	 and	 discusses	 past	
events—what	 worked,	 what	 didn’t—and	 tries	 to	
imagine	or	predict	what	might	occur	in	the	future.	
This	requires	a	little	bit	of 	forward	thinking.

The Future is Overrated
How	can	you	plan	for	the	future	when	you	don’t	
know	what	will	happen	tomorrow?
	 Fact	is,	you	can’t.	No	one	can.	There	is	no	magic	
crystal	ball.	Yet	understanding	the	future	is	critical	to	
success	in	business—knowing	what	innovation	your	
competition	might	be	hatching,	what	new	product	
might	doom	your	line,	how	economic	changes	could	
affect	your	firm.	

	 Predicting the future is NOT the critical factor. Un-
derstanding the future IS.

	 To	 understand	 the	 future,	 we	 simply	 connect	
things—ideas,	people,	 technologies—to	arrive	at	
‘possibilities,’	ways	in	which	the	future	might	affect	



2�  Naked Marketing

our	business,	influence	buying	habits,	or	change	our	
lives.	Good	marketers	constantly	scan	the	horizon	
for	 technological	 changes	 that	 may	 affect	 their	
business.	
	 Try	to	imagine	grocery	stores	before	electronic	
scanners,	shopping	before	credit	cards,	or	life	before	
email.	Now	connect	those	technologies.	Imagine	a	
vending	machine	at	which	you	 swipe	your	credit	
card	to	receive	a	ready-to-cook	meal	and	where	that	
purchase	information	is	then	sent	via	the	Internet	
to	the	vending	company	so	they	can	track	inventory	
instantaneously.	

 The technology exists. The vending industry is 
currently experimenting with machines that do 
exactly that.

	 Today’s	consumer	suffers	from	Attention	Deficit	
Economics.	 Inundated	with	 advertising	messages	
(upwards	of 	10,000	daily),	our	attention	is	con-
stantly	 in	 demand.	 Marketers	 use	 posters,	 shelf 	
talkers,	door	hangers,	jingles,	contests,	and	pop-up	
ads	on	computers.	Anything	to	grab	a	few	moments	
of 	your	time.
	 Teenagers	are	probably	best	at	multi-tasking,	and	
even	though	we	think	it’s	an	ability	that	needs	to	be	
treated	with	Ritalin,	it’s	really	the	exact	response	for	
the	world	we’ve	given	them:	10,000	things	happen-
ing	all	at	once,	each	one	demanding	that	they	pay	
attention.	

 The most valuable commodity of  all is not time, 
but attention. Increasingly, our attention can be 
bought, sold, or traded.

	 Imagine	how	you	might	apply	that	thinking	to	
your	relationships	with	your	clients.	How	can	you	
manage,	or	even	control	their	attention?	Creating	
awareness	for	your	product	or	service	is	only	the	
first	 step.	Getting	 them	to	pay	attention	 to	your	
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message	acknowledges	that	they	are	providing	you	
with	 that	 most	 valuable	 resource,	 their	 precious	
time	and	attention.

Unlimited Information
	 This	age	of 	information	makes	experts	of 	every-
one.	We	can	all	be	an	authority	on	something.	And	
learn	at	least	something	about	everything.	This	can	
be	dangerous,	because	facts,	manipulated	to	our	own	
devices,	can	misrepresent	anything.	
	 For	example,	did	you	know	that	dihydrogen	mon-
oxide	is	a	dangerous	chemical	that	causes	thousands	
of 	deaths	each	year?	It’s	highly	corrosive,	found	in	
most	 every	home,	 and	 is	 especially	hazardous	 to	
small	children!	
	 Sounds	dangerous,	huh?	Oops,	it’s	only	water.
	 The	facts	are	accurate,	but	the	message	is	biased.	
The	problem	again	is	time.	Despite	the	availability	
of 	information,	we	don’t	always	have	the	time	to	
check	the	facts.	
	 Perhaps	most	 frightening	of 	 all,	 technology	 is	
making	 location	 unimportant.	 We	 have	 instant	
access	to	anybody,	anywhere,	through	cell	phones	
and	cyberspace.	We	are	no	longer	defined	by	our	
location.	
	 In	this	new	order	of 	the	future,	everything	is	for	
sale	(think	eBay).	Anything	can	be	bought,	sold,	or	
exchanged	anywhere	in	the	world.	The	old	corner	
store	is	just	around	the	planet.	
	 Borders	become	muddled	(think	Euro	or	NAF-
TA).	We	are	no	longer	a	culture	of 	many.	We	are	
fast	becoming	a	culture	of 	one.	A	global	culture.
	 Privacy	is	being	redefined,	too.	With	instant	access	
comes	instant	accessibility.	To	our	personal	identifi-
cation,	our	purchase	history,	our	credit	rating,	our	
personal	lives.	You	cannot	even	protect	the	borders	
that	define	who	you	are.	Anyone	with	an	Internet	
connection	can	penetrate	the	façade.
	 Ultimately,	the	future	will	not	come	unexpectedly.	
It	is	after	all	an	evolutionary	process.	You	will	still	
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need	food,	clothing,	and	shelter.	You	will	still	seek	
employment,	advancement,	enlightenment.	You	will	
forever	face	the	same	mundane,	everyday	problems	
you	face	today.	
	 The	answers	will	not	come	from	where	they	might	
be	expected.	We	seldom	learn	from	the	things	we	
already	know.	And	not	all	change	is	progress.	If 	you	
can	 learn	to	combine	technology	and	 innovation	
with	the	best	traditions	of 	the	past,	change	becomes	
easier	to	accept.	
	 The	future	may	be	overrated,	but	it’s	the	only	one	
you’ve	got.	
	

The Market Share Matrix
Most	smart	executives	recognize	that	dependency	
upon	only	one	product	is	risky.	So	they	develop	a	
multitude	of 	products	or	services	and	organize	their	
companies	around	these	products	or	brands.	

These	separate	product	groups	are	called	Strate-
gic	Business	Units,	or	SBU’s	for	short.	They	often	
have	 separate	missions,	objectives,	managers,	 and	
competitors.

Walt	Disney	Company,	for	example,	makes	movies,	
operates	theme	parks,	runs	a	cruise	line,	publishes	
books	and	magazines,	produces	the	Disney	Chan-
nel,	runs	retail	stores,	Disney	On	Ice,	and	Broadway	
Musicals.	Each	is	a	separate	SBU.
	 Top	Management	must	analyze	each	of	its	business	
units	constantly	to	assess	their	growth	potential	and	
allocate	the	firm’s	limited	resources.	One	of 	the	most	
common	tools	used	to	analyze	these	SBU’s	is	the	
Boston	Consulting	Group’s	Market	Share	Matrix.	
This	helps	managers	make	smart	decisions	about	
how	a	firm	should	grow.
	
w	Cash Cows	These	have	a	dominant	market	share	

in	a	slow-growth	market	(think:	Crest	Toothpaste).	
Products	are	well	established	and	can	be	sustained	
with	minimal	funding.	With	not	much	opportunity	
for	growth,	few	new	products	are	introduced.	Instead,	
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a	product	will	be	“extended”	or	improved,	some	bell	
or	whistle	 added	 to	enhance	 the	product	 (think:	
Crest	with	Whitening	Power).	Firms	usually	milk	
these	cash	cows	and	use	their	profits	to	fund	other	
products	with	more	growth	potential.
w	Dogs	These	are	mongrels,	the	products	nobody	

wants.	Dogs	have	 a	 small	 share	of 	 a	 low-growth	
market.	Sometimes	called	“specialty	products,”	their	
potential	is	limited.	Management	has	three	choices:	
1.	Pump	money	into	them	to	gain	market	share,	2.	
sell	them	to	a	smaller	firm	that	can	nurture	them,	
or	3.	discontinue	the	product.
w	Stars	These	have	dominant	market	 share	 in	

high-growth	industries.	Just	as	in	Hollywood,	stars	
command	 management’s	 attention.	They	 get	 the	
majority	of 	funding.	The	industry	is	growing	quickly	
and	demand	is	strong.	These	require	a	lot	of 	money	
to	keep	up.	Eventually,	that	high	growth	will	slow,	
and	if 	the	firm	does	NOT	have	a	leading	share	of 	
the	market,	the	firm	will	end	up	with	a	dog.
w	Question Marks	These	are	products	with	low	

market	share	in	fast-growing	markets.	They	often	
require	the	most	management	attention	to	try	and	
answer	the	question:	“Why	has	the	product	failed	
to	compete	successfully?”	Management	must	invest	

Boston Consulting Group’s Market Share Matrix
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heavily	to	gain	market	share	before	the	growth	slows.	
Otherwise,	they’re	stuck	with	another	dog.
	 Use	 the	Market	 Share	Matrix	 to	 analyze	 your	
SBU’s	and	help	you	decide	where	best	to	invest	your	
company’s	limited	resources.

The Four P’s
Marketing	is	a	process.	Given	our	obsession	with	
results,	we	are	often	misled	into	seeing	our	business	
as	a	product.	But	examine	the	phrase	“business	we	
do”	or	 “doing	business.”	 “Do”	is	an	action	verb.	
It	signifies	that	something	progresses	over	time.	It	
is	a	process.
	 Think	of 	this	process	as	a	big	recipe.	Into	it	go	
all	the	ingredients	that	cause	customers	to	buy	your	
product	or	service	over	somebody	else’s.	The	name,	
the	package,	where	you	sell	 it,	how	you	advertise	
it,	your	warranty—all	are	part	of 	your	recipe	for	
success.	
	 Experts	put	 these	 ingredients,	 these	marketing	
variables,	in	four	categories	called	the	Four	P’s:	

PRODUCT PLACE PROMOTION PRICE
Name	 	 	 Inventory		 Advertising	 	 	 Discounts
Packaging	 Channels		 Publicity	 	 	 	 Credit	Terms
Sizes	 	 	 Locations			 Sales	Promotion	 Warranties
Features	 	 Transport	 Personal	Selling	 Returns
	 	 	 	 	 	 	 	 	 	 Direct	Marketing

	 As	a	marketer,	you	must	choose	which	ingredients	
best	fit	your	needs.	You	and	your	competitors	share	
a	common	problem:	a	 limited	marketing	budget.	
When	you	shop	for	your	marketing	variables,	you	
can	only	spend	so	much	on	each	ingredient.	
	 Good	marketing	decisions	are	based	upon	esti-
mates	of 	the	net	revenue	produced	by	investment	in	
these	ingredients.	Put	all	your	budget	in	packaging,	
you’ll	have	a	product	that	really	stands	out	on	store	
shelves,	but	no	money	to	promote	it.	
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	 Meanwhile,	your	competitor	may	have	used	his	
budget	to	offer	more	features	or	more	sizes.	Or	he	
may	have	devoted	some	of 	his	budget	to	advertising,	
some	to	promotions,	some	to	discounts.	Ultimately,	
he	attracts	more	customers.	
	 The	secret,	then,	is	to	balance	the	marketing	vari-
ables	and	emphasize	those	that	are	most	important	
to	your	customers.	This	starts	by	knowing	who	your	
customers	are	and	what	they	want.
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Defining Your 
Market

The marketing process cannot	begin	until	
you	answer	two	fundamental	questions:

1. Who are your customers? 
2. What do they want?

Let’s	start	with	the	second	question	first.

The Buying Process
	 Every	customer	goes	through	a	five-step	thought	
process	before	purchasing	any	product,	consumers	
and	organizations	alike:

1. Problem Recognition
2. Information Search
3. Alternative Evaluation
4. Purchase
5. Post-Purchase Evaluation

	 A	fellow	walks	into	a	bar	and	decides	he	is	thirsty	
(Problem	Recognition).	He	looks	over	the	bar,	try-
ing	to	decide	what	he	wants	to	drink	(Information	
Search).	He	notices	the	bartender	has	three	different	
beer	taps	(Alternative	Evaluation)	and	he	orders	a	
Miller	Lite	(Purchase).	The	bartender	serves	him	
and	he	 takes	 a	 long	 swallow,	 satisfying	his	 thirst	
(Post-Purchase	Evaluation).
	 Every	buyer	goes	through	this	same	process.	Ide-
ally,	we	as	marketers	make	every	effort	to	facilitate	
this	process,	make	it	go	smoother	for	our	custom-
ers.	For	example,	we	promote	our	product	so	that,	
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when	a	prospective	customer	recognizes	he	has	a	
problem,	he	will	be	aware	of 	our	product	as	a	pos-
sible	solution.	
	 Some	 promotions	 point	 out	 that	 we	 have	 a	
problem	we	might	not	have	noticed.	For	instance,	
Coca-Cola	runs	advertising	throughout	the	world.	
Not	to	make	us	aware	of 	their	product—we’ve	all	
heard	of 	Coca-Cola,	haven’t	we?—but	to	prompt	
our	thirst.	We	see	an	ad	for	Coke,	hear	that	effer-
vescence	as	the	top	is	popped	open,	and	we	run	for	
the	refrigerator.	Their	advertising	simply	serves	as	
a	reminder	to	drink	Coke.
	 Another	example:	My	toothbrush	actually	changes	
color	when	the	bristles	begin	to	wear	out.	I	need	to	
replace	it.	Bingo,	Problem	Recognition.
	 The	ultimate	goal	of 	every	marketer	is	to	eliminate	
the	Information	Search	and	Alternative	Evaluation.	
You	 feel	 thirsty,	 you	 order	 a	 Miller	 Lite.	That’s	
called	brand	loyalty.	You	don’t	even	consider	any	
alternatives.	Beer	and	cigarettes	enjoy	high	levels	of 	
brand	loyalty.	Other	products,	like	garbage	bags	and	
breakfast	cereal,	have	low	brand	loyalty.
	

Maslow’s 
Hierarchy of Needs

	 Years	ago,	a	guy	named	Abraham	Maslow	came	
to	the	realization	that	man	tended	to	satisfy	certain	
basic	needs	before	experiencing	higher	level	needs.	
A	man	marooned	on	a	deserted	island	will	first	seek	
to	 satisfy	 the	 basic	 physiological	 needs	 of 	 sleep,	
water	and	food.	He	will	 then	begin	to	construct	
shelter	for	protection	from	the	weather	or	preda-
tors.	After	he	has	completed	his	grass	hut,	he	will	
seek	companionship.	And	so	on	to	more	complex	
needs—self-esteem	or	prestige.	Ultimately,	we	are	
motivated	to	attain	spiritual	fulfillment,	something	
that	gives	meaning	to	our	lives.
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Finding Your 
Market Niche

	 Every	 company	 has	 a	 niche,	 the	 place	 they	 fit	
into	the	grand	scheme	of 	things.	McDonald’s	has	
its	 niche:	 burgers	 served	hot	 and	 fast.	Procter	&	
Gamble	has	many	niches.	In	the	dishwashing	liquid	
category,	for	example,	they	have	a	product	to	take	
away	grease	(Dawn),	one	that	is	soft	on	hands	(Ivory),	
and	another	to	make	your	dishes	shine	(Joy).	Each	
has	its	benefits	to	the	consumer.	

Maslow’s Hierarchy of Needs

• Self-Actualization  Spiritual fulfillment
Enriching experiences

• Status and Ego  Prestige
Accomplishment

• Love and Belonging  Friendship
Acceptance by others

• Safety and Security  Shelter
Protection

• Physiological Needs  Water and food
Sleep

Mass Market
(All Motor Vehicles)
Market Segment
(All Small Trucks)
Target Market
(Panel Trucks)
Niche Market
(Ambulances)
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	 Companies	 typically	 divide	 the	 mass	 market	
into	 segments.	These	 segments	 are	delineated	by	
demographics	 (physical	 traits),	 psychographics	
(personality	 traits),	 or	 benefits	 (as	 in	 the	 P&G	
example)

Demographics and 
Psychographics

	 Marketers	 identify	 consumers	 by	 their	 demo-
graphic	 similarities.	 Grouping	 people	 of 	 similar	
age,	for	instance,	suggests	that,	because	they	have	
shared	similar	life	experiences,	they	have	much	in	
common	and	are	 likely	 to	want	 similar	products	
and	respond	to	similar	promotional	messages.	
	 And	they	do,	to	a	certain	degree.	Baby	boomers	
don	Levi’s	Dockers	pants	that	Gen-Xer’s	wouldn’t	
be	caught	dead	wearing.	Marketers	of 	products	from	
cookies	to	cars	use	nostalgia	to	remind	us	of 	past	
experiences.	Think	of 	all	the	products	that	use	‘60’s	
and	‘70’s	Rock	‘N	Roll	songs	in	their	advertising.	
Baby	 Boomers	 relate	 to	 this	 music	 and	 pay	 rapt	
attention	to	the	advertisement	as	a	result.
	 People	of 	a	certain	economic	background	have	
similar	traits	as	well.	They	have	the	disposable	income	
to	pay	for	luxury	goods	and	services.	For	instance,	
you	wouldn’t	advertise	Rolex	watches	to	pipe	weld-
ers	or	office	clerks.	This	is	a	prestige	product	that	
is	affordable	only	to	high-income	consumers.
	 Marketers	 also	 distinguish	 consumers	 based	
upon	 similar	 personality	 attributes,	 their	 habits,	
their	hobbies,	their	attitudes	and	beliefs.	These	are	
called	psychographic	characteristics.

Demographics		 	 	 	 	 	 Psychographics
(Physical	Attributes)	 	 	 	 (Personality	Attributes)

♦	Age	 	 	 	 	 	 	 	 	 	 •	Interests
♦	Income	 	 	 •	Opinions
♦	Location	 	 	 	 	 	 	 	 •	Lifestyle
♦	Gender	 	 	 	 	 	 	 	 	 •	Hobbies
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♦	Ethnicity	 	 	 	 	 	 	 	 •	Beliefs
♦	Annual	Sales		 	 	 	 	 	 •	Attitudes	
♦	Number	of 	Employees		 	 •	Corporate	Culture
	
	 Examine	 your	 current	 customers.	 Identify	 key	
characteristics	 they	 have	 in	 common.	 Some	 may	
be	 demographic	 characteristics;	 others	 may	 be	
psychographic	characteristics.	
	 You	may	be	surprised	to	learn	that	a	majority	of 	
your	 customers	 have	 similar	 characteristics.	Your	
product	may	appeal	primarily	to	women,	18	to	34,	
who	live	in	rural	areas	and	have	household	income	in	
excess	of 	$75,000	annually.	Or	your	company	may	
sell	a	majority	of 	its	products	to	other	companies	
that	have	annuals	sales	in	excess	of 	$100	million	
and	are	located	in	the	Pacific	Northwest.
	 Now	use	the	old	80/20	Rule.	This	says	that	80%	
of 	your	sales	comes	from	20%	of 	your	custom-
ers.	Once	you	have	determined	the	demographic	
and	psychographic	characteristics	of 	your	current	
customers,	you	can	target	others	with	similar	char-
acteristics.
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 How to Develop A 
Strategic Marketing 

Plan

Planning is essential to the long-term 
health	 of 	 your	 company.	Yet	 often,	 the	
formal	process	of 	planning	is	shunted	aside.	

The	boss	knows	what	he	wants	(though	he	doesn’t	
always	tell	anyone	else),	so	just	implement	what	he	
says.	Or	the	boss	is	too	busy	wrestling	with	alliga-
tors	to	worry	about	draining	the	swamp.
	 Even	if 	the	boss	recognizes	that	planning	is	es-
sential,	he	may	find	it	often	meets	with	resistance.	
This	opposition	is	based	upon:	(1)	the	sense	that	
there	are	 “more	important”	things	to	do;	(2)	the	
perception	that	planning	is	simply	“busy	work”	and	
not	useful;	and	(3)	a	reluctance	to	commit	to	goals	
in	a	rapidly	changing	environment.	
	

The Benefits of Planning
There	 are	 three	 ways	 to	 develop	 a	 plan	 in	 your	
company.	 One	 is	 the	 top	 down	 approach	 (often	
called	Theory	X	management	where	it	is	assumed	
employees	dislike	work	and	need	to	be	directed)	
where	the	boss	sets	goals	and	allocates	the	budget	
accordingly.	The	bottom	up	approach	(Theory	Y,	
employees	like	their	work	and	are	more	committed	
if 	they	participate	in	the	running	of 	the	company)	
has	employees	setting	their	own	goals	based	upon	
the	best	they	think	they	can	do.	The	best	approach	
is	 often	 a	 combination	 (Theory	 Z,	 goals	 down,	
plans	up)	where	Top	Management	sets	goals	and	
the	employees	are	responsible	for	developing	plans	
designed	to	achieve	those	goals.
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	 Planning	is	essential,	yet	often	meets	with	resis-
tance.	This	opposition	is	based	upon:

♦		The	sense	that	there	are	“more	important”		 	
	 	 things	to	do	

♦		The	perception	that	planning	is	simply	
	 “busy	work”	and	not	useful	
♦		Reluctance	to	commit	to	goals	in	a	
	 rapidly	changing	environment.	

	
To	begin,	Top	Management	must	 emphasize	 the	
importance	of 	planning.	If 	the	boss	isn’t	sold	on	
planning,	nobody	else	will	be	either.	To	get	everybody	
else	behind	the	idea,	you,	in	a	sense,	need	a	plan	for	
selling	employees	on	the	benefits	of 	planning.
	 Here	are	some	of 	the	benefits	of 	planning:

♦		Encourages	thinking	ahead	in	a	
	 systematic	manner
♦		Sharpens	the	company’s	focus
♦		Prepares	for	unforeseen	developments
♦		Leads	to	better	coordination	of 	
	 	 company	efforts
♦		Helps	develop	performance	standards
♦		Inspires	a	sense	of 	commitment	to	the	
	 planning	process

	 	
The Marketing Plan

What	does	a	marketing	plan	look	like?	Despite	
myriad	variations,	every	good	plan	has	certain	basic	
elements:	

♦		Situation	Analysis
♦		Objectives
♦		Strategies	
♦		Tactics	
♦		Budget

	
Situation Analysis
	 The	Situation	Analysis	is	the	fundamental	build-
ing	block	upon	which	all	planning	is	constructed.	
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How	can	you	decide	where	you	want	to	go	unless	
you	know	where	you	started?	It’s	like	trying	to	make	
travel	arrangements	to	Poughkeepsie	without	know-
ing	what	city	you’re	in	right	now.
	 Many	people	use	SWOT	(Strengths	Weaknesses	
Opportunities	Threats)	to	analyze	their	business.	
This	often	leaves	an	incomplete	picture.	To	get	a	
more	complete	appraisal,	think	in	terms	of 	the	three	
things	you	need	to	know:

♦		Us	
♦		Them
♦		The	Environment	in	which	we	all	operate

	
Us	Analyze	past	sales,	including	an	explanation	of 	

recent	trends	either	up	or	down.	Examine	your	
company’s	strengths,	weaknesses,	and	opportu-
nities	for	growth,	as	well	as	sales	history.	Why	
were	sales	flat	for	three	years,	then	jumped	ten	
percent	last	year?	

Them	Next,	identify	key	competitors.	What	are	their	
strengths	and	weaknesses?	And	more	importantly,	
how	can	your	company	avoid	the	strengths	and	
exploit	 the	 weaknesses?	What	 threats	 do	 they	
pose	for	the	future?	

The Environment	Examine	five	key	components	
of 	 the	environment	 in	which	you	operate	and	
imagine	how	those	five	factors	could	affect	your	
operations	and	that	of 	your	competition.
	
	♦	Technology—What	changes	are	occurring	that		

might	affect	your	products?
	♦	Industry	Trends—How	has	the	culture		

changed?	
	♦	Government	Regulation—What	 regulations	have	

changed	our	will	change	that	might	change	the	
manner	in	which	you	do	business?	
	♦	 The	 Economy—Is	 a	 recession	 imminent?	 Are	

interest	rates	stable?
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	♦	Raw	Materials	and	Labor	Availability—Will	shortages	
affect	your	sales?	Your	competitors?	

	
Objectives
Now	that	you	know	where	you	have	begun,	where	
do	you	want	to	go?	Every	company	has	objectives.	
They	are	simply	a	matter	of 	deciding	where	you	
want	to	be	and	when	you	want	to	get	there.	

	 	 w	Do	you	want	to	launch	a	new	product	or	line	
of 	products?	
	 If 	so,	your	objective	might	read:	“Achieve	10%	
market	 share	 within	 the	 first	 twelve	 months	 of 	
product	launch.”
	 	 w	Are	you	trying	to	boost	revenue	from	existing	
products?	

	 Your	objective	then	might	read:	“Increase	revenue	
12%	from	existing	line	of 	products	over	the	next	
six	months	while	maintaining	current	profit	mar-
gins.”	
	 Notice	 that	 each	 objective	 is	 quantifiable	 and	
features	a	limited	time	frame.	It	makes	your	objec-
tives	quantifiable	and	measurable.	It	also	serves	as	a	
benchmark,	to	let	everybody	know	how	he’s	doing	
along	the	way.
	
Strategies
Strategies	are	the	things	you	need	to	do	to	accomplish	
your	objectives.	If 	your	objective	is	where	you	want	
your	company	to	be,	the	strategy	is	the	route	you	
need	to	take	to	get	there.	There	are,	however,	only	
five	strategies	for	growing	your	business,	only	five	
ways	to	increase	your	sales.	

1. Buy Market Share 
To	sell	more	of 	the	same	products	or	services	to	your	

current	target	market,	you	need	to	take	customers	
from	your	competition.	This	can	be	costly.	It	may	
require	you	to	drop	your	price.	Or	you	may	need	
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to	devote	resources	to	advertising	or	promotions	
that	induce	more	people	to	abandon	their	current	
loyalties	and	try	your	brand.

2. Hunt 
Selling	more	of 	your	products	or	services	to	different	

markets	can	also	be	expensive.	Any	time	you	hunt	
new	customers,	you	need	to	create	awareness	and	
credibility	for	your	company	and	your	products	
in	that	new	market.	If 	you	are	currently	offering	
your	services	in	Florida	but	want	to	start	selling	
in	 Georgia	 too,	 you	 will	 need	 to	 let	 all	 those	
Georgians	know	who	you	are,	what	you	stand	
for,	 the	 features	 and	benefits	of 	 your	product	
line.	You	will	 need	 to	 educate	 them	as	 to	 the	
myriad	reasons	why	all	your	Florida	customers	
are	so	smart	that	they	have	made	you	the	leading	
brand	in	the	state.

	
3. Farm 
This	is	the	easiest	and	most	cost-effective	strategy.	

While	hunting	new	customers	is	important	to	
maintaining	 a	 healthy	 sales	 picture	 long-term,	
farming	your	existing	customers	is	more	efficient.	
Statistics	show	that	the	cost	of 	selling	to	new	
customers	 is	more	 than	12	 times	as	 expensive	
as	 selling	 to	 current	 customers.	Your	 current	
customers	already	know	you.	You	don’t	need	to	
create	awareness	and	credibility	with	them.	They	
already	trust	you.	

There	are	many	ways	to	harvest	sales:
	

♦		Rotation	Farming
♦		Suggestive	Selling
♦		Selling	Accessories	
♦		Incentive	Selling
♦		Trading	Up

	 	 Rotation farming	is	selling	to	the	customer	
who	buys	periodically,	at	regular	intervals.	For	
example,	a	florist	might	contact	his	customers	and	
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request	their	wedding	anniversaries	and	spouses’	
birthdays.	He	keeps	the	dates	in	his	database	and	
reviews	them	periodically.	Then	shortly	before	
each	date,	he	calls	and	suggests	a	floral	arrange-
ment	appropriate	for	the	occasion.

	 	 Suggestive selling	Perhaps	the	easiest	sale,	
I	call	this	the	You-Want-Fries-With-That-Order	
strategy.	Your	customers	are	already	in	a	buying	
mood.	You’re	simply	suggesting	they	spend	a	little	
extra	to	enhance	the	quality	of 	their	purchase.

	 	 Sell accessories	If 	you	sell	a	desk,	suggest	
a	matching	chair	or	floor	 lamp.	If 	a	customer	
buys	a	gizmo	machine,	suggest	he	purchase	the	
special	gizmo	machine	lubricant	to	make	it	work	
better.

	 	 Incentive selling	Free	gifts,	premiums,	and	
discounts	are	all	effective	ways	to	build	more	sales	
from	your	existing	customer	base.	For	instance,	
buy	these	new	cosmetics	and	get	a	free	tote	bag.	
Or	buy	one	hamburger	and	get	the	second	one	
for	half 	price.	

		 	 Trade up	Last	year,	your	customer	bought	
the	standard	model	from	you.	This	year,	sell	him	
the	deluxe	model.	And	sell	him	an	extended	service	
warranty,	too.

	
I repeat, this is the easiest and most cost-effective strategy. You 
should make it a big part of  your marketing planning.	
	
4. New products 
 New	products	 are	 absolutely	necessary	 for	 the	
health	of 	your	company.	They	replace	your	prod-
ucts	that	are	in	decline;	they	provide	fresh	revenue	
from	new	markets;	and	they	position	your	firm	as	
an	innovator	in	the	industry.
	 But	they	can	be	risky.	Statistics	indicate	more	than	
10,000	new	products	are	introduced	every	year.	A	
majority	fail	in	the	first	year,	more	than	80%	in	the	
first	three.
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	 Nevertheless,	they	are	an	essential	means	of 	build-
ing	your	business.	Imagine	your	next	trade	show	and	
your	booth	has	no	new	products	to	display.	
	 New	products	and	services	give	your	sales	team	
something	new	to	talk	about,	they	allow	them	to	
“trade	up”	customers	to	the	new	model,	and	they	
may	open	whole	new	markets	for	you.
	
5. Merge or acquire
	 A	merger	or	acquisition	may	offer	a	multitude	of 	
opportunities	to	increase	your	revenue.	By	merging	or	
acquiring	another	company,	you	actually	may	carry	
out	all	of 	the	other	strategies	in	combination.
	 Acquiring	 or	 merging	 with	 a	 competitor	 may	
indeed	 gain	 you	 market	 share,	 allow	 you	 to	 ex-
pand	your	markets,	or	it	could	be	an	opportunity	
to	 sell	 different	 products	 (those	 of 	 your	 former	
competitor’s)	to	your	current	customer	base.	[More	
on	New	Products	in	Chapter12]
	
Tactics
Entrepreneurs	often	confuse	strategies	and	tactics.	
“Develop	a	brochure	to	send	to	new	prospects”	is	
not	a	strategy.	“Increase	awareness	among	potential	
customers”	 is	 a	 strategy.	The	brochure	 is	 simply	
a	 tactic	 for	 implementing	 that	 strategy.	Whereas	
strategies	 establish	 a	 theoretical	 outline	 of 	 how	
you	 want	 to	 achieve	 your	 objectives,	 tactics	 are	
specific	actions.	
	 A	brochure	is	a	tactic;	an	ad	in	the	newspaper	is	a	
tactic;	promotional	pens	or	t-shirts	with	your	name	
and	logo	on	them	are	tactics.	In	other	words,	while	
objectives	and	strategies	are	conceptual	visions,	tac-
tics	are	the	tangible	fulfillment	of 	those	visions.	
	 Following	are	examples	of 	tactics:
q	 Brochures	(Design	and	Printing)
q	 Business	Cards	and	Stationery
q	 Newsletters
q	 Direct	Mail	Pieces
q	 Postage	Expenses



��  Naked Marketing

q	 Telemarketing
q	 Print	and	Broadcast	Advertising	
q	 Advertising	Production	Expenses
q	 Selling	Expenses	(Including	Training)
q	 Trade	Show	Attendance
q	 Sales	Promotions	(Coupons,	Sampling,	etc.)
q	 Yellow	Pages	Listing
q	 Ad	Specialties
q	 Publicity	and	Public	Relations
q	 Web	Site	Development	and	Operating	Costs
q	 Membership	Dues	(Trade	Assoc,	Chamber	of 	

Commerce,	etc.)	
q	 Subscriptions	(Trade	Journals,	Advisory	Re-

ports,	etc.)
q	 Customer	 Questionnaires	 and	 Response	

Cards
q	 Charitable	Donations
q	 Sports	Team	Sponsorships
q	 Golf 	Outings
q	 Uniforms
q	 Market	Research

Budget
Of	course,	each	tactic	has	a	price.	Add	up	all	that	
you	plan	to	use	and	you	know	what	your	budget	
must	 be	 to	 achieve	 your	 goals.	This	 method	 of 	
calculating	your	Marketing	Budget	is	called	“Objec-
tive/Task”	(sometimes	referred	to	as	“Zero-Based	
Budgeting”).
	 Other	methods	of 	determining	your	Marketing	
Budget	include:

w	Affordable	Method
w	Percent	of 	Sales	Method
w	Share	of 	Voice	Method

	 [For	more	about	budget,	see	Chapter	17.]
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Executive Summary 
After	 you	 complete	 your	plan,	write	 a	brief 	 (no	
more	than	one	page)	summary.	This	allows	every-
one	to	grasp	quickly	the	main	thrust	of 	the	plan.	
It	should	include	a	summary	of 	key	findings	from	
your	Situation	Analysis,	primary	objectives,	unusual	
strategies	or	tactics,	and	the	total	budget.	
 Following	 is	 an	 abbreviated	 sample	Marketing	
Plan	for	you	to	use	to	help	develop	yours	(or	to	
use	as	a	comparison	when	presented	one	by	your	
advertising	agency).

Sample Marketing Plan

Okey Doke, Inc.
Marketing Plan

	
Executive Summary
Okey	Doke,	Inc.	is	a	plastic	injection	molding	firm	
with	 annual	 sales	 of 	 $2	 million.	This	 plan	 was	
developed	to	provide	opportunities	for	increasing	
sales	40%	or	more	over	the	next	three	years.	The	
company	will	expand	its	sales	territory	and	attract	
new	 customers	 through	 direct	 mailing,	 publicity	
and	 the	 personal	 selling	 efforts	 of 	 independent	
manufacturers’	representatives.	The	total	marketing	
budget	is	$22,000.
	
Situation Analysis
Okey	 Doke,	 Inc.	 uses	 technologically	 advanced	
plastic	molding	equipment	capable	of 	unattended	
operation	to	provide	just-in-time	service	to	clients	
in	Minnesota,	Wisconsin,	 and	Michigan’s	Upper	
Peninsula.	Sales	have	been	flat	over	 the	past	 two	
years	due	to	a	highly	price-competitive	market,	but	
experienced	steady	growth	the	four	previous	years.	
The	company	has	an	excellent	reputation	and	typi-
cally	turns	15%	of 	quote	requests	into	customers.	
Opportunities	 exist	 for	 expansion	 to	 Iowa	 and	
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Northern	Illinois	due	to	higher	price	points	and	
fewer	competitors	in	this	region.	

Objectives	
1.	Increase	sales	10%	in	the	next	12	months,	40%	

over	the	next	three	years,	while	maintaining	20%	
profit	margins

2.	Retain	current	mix	of 	customers	so	no	customer	
represents	more	than	20%	of 	sales

3.	Establish	sales	of 	$200,000	within	12	months	
for	new	product	line	introduced	last	year
	
Strategies

1.	In	all	promotion	materials,	present	clear,	con-
sistent	 image	of 	 quality	 and	 service	 to	 all	 target	
market

2.	Hire	New	Independent	Manufacturers	Sales	
Organization(s)	in	Rockford,	Illinois	to	sell	North-
ern	Illinois	and	Iowa	markets

3.	Emphasize	new	product	line	in	all	promotional	
materials

4.	Provide	ample	sales	support	for	sales	represen-
tatives

5.	Develop	training	programs	for	sales	represen-
tatives	designed	to	encourage	loyalty	and	enhance	
service	image	of 	firm
	
Tactics

1.	Sales	training	
Hire	new	independent	sales	group	to	cover	new	

Northern	Illinois	and	Iowa	territory.	All	company	
sales	representatives	will	undergo	three-week	sales	
training	course.

2.	New	CAD/CAM	software
Current	 average	 turn-around	 time	 of 	 10	 days	

can	be	cut	to	5	days	by	purchasing	a	CAD/CAM	
design	 system	and	using	 computer-dedicated	 fax	
lines	to	return	quote	requests	promptly.	
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3.	Hold	Annual	Sales	Meeting.
An	 annual	 meeting	 helps	 generate	 a	 sense	 of 	

“team	spirit.”	It	will	have	elements	of 	both	work	
(presentation	of 	sales	support	materials,	shop	floor	
tours,	 supplier	 tours,	 motivational	 speaker,	 etc.)	
and	 play	 (golf 	 outing,	 baseball	 game,	 barbecue	
picnic,	etc.).

4.	Develop	New	Brochure.	
Feedback	from	sales	force	indicates	a	need	for	a	

more	detailed	brochure	that	includes	new	product	
line	launched	last	year.	The	brochure	can	be	used	
as	a	direct	mail	piece,	a	“leave	behind”	at	the	sales	
call,	or	as	follow-up	to	a	customer	contact.	

5.	Direct	Mail	Distribution
Purchase	 target	 prospect	 mailing	 lists	 by	 zip	

code	(Northern	Illinois,	Iowa),	Standard	Industry	
Classification	(SIC)	code,	and	sales	(over	$10	mil-
lion	but	less	than	$1	billion).	Assume	postage	at	
bulk	rate.

6.	Print	Advertising	Production
Design	and	produce	print	advertisement	empha-

sizing	new	product	line	for	use	in	trade	advertise-
ments.

7.	Trade	Advertising	Media
Advertise	in	Industry	Trade	Journals	at	least	six	

times	each	to	achieve	maximum	impact.
8.	Magazine	Reprints.
Use	 high-quality	 reprints	 of 	 company’s	 trade	

journal	 advertisements	 for	 distribution	 by	 sales	
representatives,	in	mailings,	and	at	trade	shows.	

9.	Publicity
The	company	will	use	its	public	relations	agency	

to	develop	articles	of 	interest	to	the	industry	while	
portraying	the	firm	in	a	positive	light.	Emphasis	will	
be	placed	on	publications	in	the	Midwest,	particu-
larly	in	Illinois,	Iowa,	Minnesota,	and	Wisconsin.

10.	Contingency
A	contingency	of 	ten	percent	of 	the	total	budget	

should	be	set	aside	to	take	advantage	of 	opportuni-
ties	that	arise	during	the	year.
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Budget
	 1.	Sales	training	for	all	sales	representatives	

A	new	independent	sales	organization	will	be	hired	
to	expand	the	area	served	by	the	firm	thus	increasing	
sales.	It	may	also	serve	to	relieve	the	owner	of 	the	
burden	of 	sales	in	the	new	territories.	Ten	percent	
commissions	 to	 the	 new	 sales	 representatives	 is	
part	of 	the	sales	expense	of 	the	company,	a	direct	
deduction	from	gross	profit.	Cost	of 	sales	training	
for	5	independent	sales	representatives	(@	$1,000	
each)	is	$5,000.
	 2.	Respond	to	Quote	Requests	Faster
New	 CAD/CAM	 software	 will	 shorten	 turn-
around	 time	on	quote	 requests,	 eliminating	 sales	
lost	 (estimated	at	5%)	due	 to	slow	service.	This	
tactic	supports	the	field	sales	force	in	their	efforts	to	
provide	the	best	service	and	it	is	consistent	with	the	
firm’s	efforts	to	enhance	its	service	image.	The	cost	
of 	CAD/CAM	software	and	training	is	$5,600
	 3.	Hold	Annual	Sales	Meeting
This	provides	support	for	the	sales	force.	Cost	is	
$5,000.
	 4.	Develop	New	Brochure	
A	new	brochure	provides	support	for	the	sales	force.	
It	 will	 be	 mailed	 to	 new	 prospects	 in	 Northern	
Illinois	and	Iowa	and	distributed	at	 trade	shows.	
Cost	to	design	and	print	2,000	4-color	brochures	
is	$6,000.	
	 5.	Direct	Mail	Distribution
Approximately	1,000	brochures	will	be	mailed	to	
prospects	in	Northern	Illinois	and	Iowa.	The	cost	
of 	the	mailing	list	is	$800;	postage	and	handling	
is	$1.00	each.	Total	cost	is	$1,800.
	 6.	Print	Advertising	Production
Cost	to	design	four-color	full-page	and	quarter-page	
advertisements	should	not	exceed	$3,000.
	 7.	Full-	and	quarter-page	advertising	space	in	two	
leading	trade	publications,	one	focused	exclusively	
on	Northern	Illinois	and	Iowa	markets,	will	cost	
$33,000.
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	 8.	Obtain	Magazine	Reprints
Reprints	further	support	the	sales	force	and	serve	
as	promotional	pieces	for	a	variety	of 	uses.	Trade	
magazine	provide	original	at	no	cost,	but	color	copies	
cost	$1.00	each.	Total	cost	is	$200.
	 9.	Publicity
Publicity	 provides	 a	 credible	 forum	 for	 creating	
awareness	and	enhancing	the	firm’s	reputation	for	
quality	 and	 service.	All	 press	 releases	 and	media	
contacts	will	be	made	by	in-house	staff.	There	is	
no	additional	cost:	$0.
	 10.	Contingency
A	contingency	budget	of 	ten	percent:	$4,400

Total Budget: $66,000
	 This	is	3%	of 	projected	sales	of 	$2,200,000,	
consistent	with	industry	average	spending.
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Establish an Image 
For Your Firm

With some of  the mechanics of  plan-
ning behind us,	we	can	begin	to	focus	
on	subjects	 related	to	the	 long-term	

prosperity	of 	your	company.	Image	is	one	of 	the	
most	crucial.	The	clothes	your	company	wears	are	
important.	They	project	a	sense	of 	who	you	are	and	
where	you’re	going.	
	 Here’s	an	old	saying	I	 just	made	up:	 “Quality,	
Service	or	Price—pick	any	two	out	of 	three.”	
	
Q ,	S	&	P
	 It	happens	all	the	time.	Your	customer	wants	it	
yesterday;	he	wants	it	perfect;	and	he	wants	to	pay	
next	to	nothing	for	it.	“Oh,	and	can	you	deliver	it?”	
Relax,	he’s	supposed	to	make	demands.	After	all,	
he’s	your	customer.	He	wants	exceptional	quality,	
fast	service	and	low	price	and	it’s	your	job	to	see	
that	he	gets	all	three.	Or	is	it?	Do	that	for	very	long,	
you’ll	be	out	of 	business.	
	 Choosing	which	two	out	of 	three	best	suits	your	
company	is	critical	to	establishing	your	image	in	the	
marketplace.
Think	of 	it	as	a	big	equation:		
	

Q + S = P
	 If 	your	quality	is	high	and	your	service	is	excel-
lent,	your	price	must	be	high,	too.	
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	 If 	your	quality	is	high,	but	your	service	is	slow,	
your	price	should	be	lower:
	

Q	+	s	=	P
	 And	if 	you	sell	second-quality	goods,	no	matter	
how	good	your	service,	your	price	must	reflect	the	
quality	of 	the	merchandise:
	

q	+	S	=	P
	 For	example,	Chef 	Pierre’s	Cafe	Français	features	
escargot	and	filet	mignon	and	impeccable	service.	
But	Chef 	Pierre	may	cost	you	your	credit	limit.	
	 A	McDonald’s	restaurant	on	the	other	hand	of-
fers	quick	service	and	a	low	price.	But	their	food	
can’t	compare	with	Chef 	Pierre’s.	 If 	Chef 	Pierre	
tried	to	offer	great	quality,	impeccable	service	and	
match	McDonald’s	prices	too,	he’d	soon	be	out	of 	
business.	
	 Chef 	Pierre	doesn’t	advertise	low	prices.	Nor	does	
McDonald’s	pretend	to	have	the	best	food	in	town.	
Neither	tries	to	be	something	they	are	not	in	the	
minds	of 	their	customers.	Neither	tries	to	project	
an	image	inconsistent	with	their	choice	of 	Q ,S&P.	
Yet	both	do	very	well	simply	by	being	the	best	at	
their	two	out	of 	three.
	 Don’t	get	me	wrong.	Sometimes	you	have	to	offer	
all	three	to	keep	a	long-standing	customer	happy.	
If 	your	best	customer	suddenly	has	an	emergency	
and	needs	your	best	product	at	a	low-ball	price	and	
he	needs	it	immediately,	you	can’t	take	the	chance	
of 	 losing	him	 to	 a	 competitor.	 So	 you	give	him	
all	three,	even	if 	it	means	you	lose	money	on	the	
transaction.	
	 However,	 if 	 you	 do	 offer	 all	 three—quality,	
service	and	price—you	had	better	have	confidence	
you	can	make	up	for	any	loss	on	that	customer’s	
next	orders.
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	 By	 being	 flexible,	 some	 companies	 are	 able	 to	
create	the	impression	that	their	customers	receive	
all	three.	They	can	adapt	their	pricing,	or	service,	
or	even	the	quality	of 	their	product	according	to	
their	customers’	needs.	In	effect,	they	simple	choose	
the	two	which	best	suit	the	situation.	
	 A	client	in	the	printing	business	uses	this	method	
effectively.	His	firm	offers	all	three,	but	only	two	
at	a	time.	“If 	the	customer	wants	a	new	brochure	
fast	and	perfect,”	says	Dale	Wilson,	President	of 	
Wilson	Printing	in	Goleta,	CA,	 “We	may	charge	
extra	 for	 the	 rush	 service.	 Likewise,	 if 	 he	 wants	
perfect	quality	but	can	afford	to	wait	for	awhile,	I	
can	beat	anybody’s	price.”
	 Wilson	adds	that	he	seldom	offers	the	other	two,	
low	price	and	fast	service,	together.	“Quality	will	
suffer,	and	we’re	not	willing	to	compromise	on	that.	
It	puts	our	company’s	reputation	in	jeopardy.”
	 Any	firm	who	offers	only	one	of 	the	three	will	
soon	be	discovered	by	his	customers.	They	prob-
ably	won’t	be	customers	for	very	long.	A	low	price	
will	not	make	up	for	both	poor	quality	and	lousy	
service.	Nor	will	the	best	product	be	sold	at	a	high	
price	if 	the	service	is	too	slow.
	 Likewise,	there	are	dangers	in	trying	to	provide	
all	three.	Trying	to	be	too	much	to	too	many	can	
stretch	your	firm’s	abilities	and	resources.	
	 An	acquaintance	who	repaired	boat	engines	of-
fered	the	same	quality	parts	as	his	competitors	and	
matched	his	competitor’s	prices	dollar	for	dollar.	
But	he	also	provided	far	superior	service,	painting	
the	 inside	of 	 the	motor	housings,	 degreasing	 all	
the	parts	before	assembly,	and	generally	tidying	up	
his	customers’	engines	for	aesthetic	reasons	as	well	
as	peak	performance.	Unfortunately,	all	this	addi-
tional	labor	took	time	for	which	he	had	to	pay	his	
employees.	His	costs	were	higher;	his	quality	was	
the	same	as	his	competition.	And	his	prices	were	
the	same	or	lower.	His	customers	loved	him,	and	he	
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lost	money	on	every	one.	Last	season	was	his	last	
season	in	business.
	 When	you	choose	your	two,	be	sure	your	customers	
know	which	two.	If 	you	choose	quality	and	service,	
tell	them	that,	while	you	can’t	always	guarantee	the	
lowest	 price,	 you	 sell	 only	 the	 best	 merchandise	
and	will	bend	over	backward	to	serve	their	needs.	
So	long	as	you	fulfill	your	promise	of 	quality	and	
service,	your	customers	can	appreciate	your	need	to	
charge	a	little	more.
Or	if 	a	customer	knows	he’s	getting	the	lowest	price	
in	 town	 on	 a	 top-of-the-line	 washer	 and	 dryer,	
he	won’t	be	so	disappointed	when	he	can’t	find	a	
salesperson	immediately.
	 Quality,	service,	or	price.	Pick	any	two	out	of 	three.	
Then	communicate	that	image	to	your	customers	
and	prospects.	After	choosing	your	Q,S&P	position,	
which	amounts	to	knowing	your	company’s	mission	
in	the	marketplace,	you	are	now	ready	to	engage	in	
the	literary	task	of 	writing	a	Mission	Statement.
	

The Mission Statement
It	is	said,	“If 	you	don’t	know	where	you’re	going,	
any	road	will	get	you	there.”	That’s	why	every	com-
pany,	including	yours,	needs	a	Mission	Statement.	
It	defines	who	you	are	as	a	company,	sets	the	mood,	
articulates	the	corporate	culture,	helps	perpetuate	
favorable	work	methods.	In	short,	it	serves	as	a	guide	
on	the	long	road	to	success.	
	 Externally,	 the	Mission	 Statement	 is	 a	 beacon	
in	the	fog.	It	provides	management	a	focus	when	
they	are	faced	with	uncertainties	due	to	corporate	
expansion,	 competitive	 harassment,	 or	 industry	
deregulation.	Internally,	it	demonstrates	leadership	
and	helps	to	inspire	employees.
	 For	your	organization	to	have	a	mission	statement,	
it	must	have	a	mission,	one	by	which	you	probably	
operate	your	business	intuitively,	one	that	your	em-
ployees	may	or	may	not	share,	one	that	now	needs	
articulating.	Writing	 a	 formal	 statement	 doesn’t	
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just	voice	this	unspoken	mission,	it	endorses	it	as	
company	policy.
	 There	 are	 many	 benefits	 to	 having	 a	 written	
statement.	If 	your	employees	live	by	your	guiding	
principles,	they	don’t	have	to	run	to	the	rule	book	
every	time	they	make	a	decision.	They	can	simply	
look	at	the	mission	statement	to	remind	them	what	
their	boss	would	have	them	do.	This	can	avoid	a	lot	
of 	annoying	meetings.
	 Avoiding	annoying	meetings	 is	 just	one	reason	
mission	statements	are	popular	among	large	compa-
nies.	Boston-based	consultants	Bain	&	Co.	recently	
surveyed	the	use	of 	mission	statements.	More	than	
nine	out	of 	every	10	Fortune	500	firms	use	them.	
They	are	more	widely	used	than	any	other	manage-
ment	tool.	Why?	Because	the	cost	is	very	small,	and	
they	work.	
	 Big	companies	use	mission	statements	in	different	
ways.	Some	are	fanatic	about	spreading	the	mission-
ary	zeal.	The	Ritz-Carlton	Hotel	displays	its	Credo	
at	meetings	and	expects	its	employees	to	be	able	to	
recite	it	upon	request.	Bob	Galvin,	former	chairman	
and	CEO	of 	Motorola	Inc.,	required	employees	to	
carry	a	wallet-sized	card	of 	the	company’s	mission	
statement,	 and	 occasionally	 asked	 them	 to	 show	
it.	
	 At	Leo	Burnett	Advertising	Agency,	we	had	to	
know	both	Leo’s	mission	statement	(“Our	primary	
function	in	life	is	to	produce	the	best	advertising	in	
the	world,	bar	none.”)	and	motto	(“Reach	for	the	
stars.	You	may	not	always	get	one,	but	you	won’t	
come	up	with	a	handful	of 	mud	either.”).
	 Many	managers	use	mission	statements	in	training.	
Arthur	D.	Little	Inc.	uses	its	Mission	and	Guiding	
Principles	as	an	orientation	guide	for	new	employees.	
McDonald’s	Quality	Service	Cleanliness	and	Value	
(QSCV)	is	an	integral	part	of 	the	training	of 	new	
hires.	
	 That	 is	 not	 to	 say	 any	 mission	 statement	 is	
better	than	no	mission	statement	at	all.	Some	mis-
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sion	statements	are	unrealistic.	Boeing	Company’s	
fundamental	goal	of 	achieving	20%	average	annual	
return	on	stockholder’s	equity,	or	Earth	Care	Paper’s	
mission	to	 “improve	 the	world”	both	seem	a	bit	
wishful.	
	 Some	are	unclear.	General	Electric’s	“Boundary-
less...Speed...Stretch”	or	Ball	Corporation’s	pledge	to	
maintain	high	levels	of 	social	responsibility	sound	
good,	 but	 leave	 the	 reader	 asking	 “what	 does	 it	
mean?”
	 Dexter	Corporation	uses	just	one	long,	run-on	
sentence:	
	

To	be	recognized	as	an	important	and	envi-
ronmentally	responsive	specialty	materials	
company	that	derives	superior	growth	and	
returns	from	quality	products	and	respon-
sive	services	based	on	proprietary	technol-
ogy	and	operating	excellence	that	provides	
genuine	benefit	to	customers	worldwide,	
rewards	talented	and	dedicated	employees,	
and	satisfies	shareholder	expectations.	

	 Huh?
	 Some	are	as	folksy	as	the	founder.	In	1926,	I.J.	
Cooper	expressed	his	Cooper	Tire	&	Rubber	Co.	
creed	as	“Good	merchandise,	fair	play,	and	a	square	
deal.”	Banc	One	Corp.	uses	the	words	of 	its	chair-
man,	John	B.	McCoy:	“We’ll	deal	with	you	straight,	
no	fluff 	and	no	excuses...”
	 The	U.S.	Air	Force	uses	a	mission	statement	as	
simple	and	direct	as	a	B-52:	“To	defend	the	United	
States	through	control	and	exploitation	of 	air	and	
space.”
	 Your	 company	may	not	be	 entrusted	with	 the	
control	of 	air	and	space,	but	a	mission	statement	
is	no	less	essential.	It	forces	management	to	think	
strategically,	 too	often	overlooked	amid	 the	day-
to-day	crises	facing	most	small	business	owners.	A	
mission	statement	also	inspires	employees	to	follow	
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the	guiding	principles	endorsed	by	their	leader.	It	
can	even	serve	as	a	sales	tool	when	used	to	reinforce	
a	key	product	benefit.
	 Developing	a	mission	statement	for	your	company	
need	not	take	a	lot	of 	time	and	energy.	Usually,	you	
as	 founder	or	president	 simply	need	 to	sit	down	
after	a	long	day	of 	arduous	alligator	wrestling	and	
meaningless	meetings	and	sketch	a	few	words	on	
paper	to	remind	yourself 	why	you	decided	to	go	
into	business	in	the	first	place.
	 During	a	relaxed	moment,	if 	you	can	find	one,	
reflect	on	why	you	decided	to	run	a	small	business.	
If 	 you	 can	 recapture	 that	 inspiration,	 your	 mis-
sion	statement	will	most	likely	turn	out	inspiring.	
Because	experts	agree,	 the	most	effective	mission	
statement	 inspires.	To	 inspire,	 it	 must	 galvanize	
employees.	It	must	grab	their	attention,	motivate	
them	to	work	harder,	smarter,	in	words	that	ring	
true	for	today,	and	for	tomorrow.	Eloquence	is	not	
essential.	Any	divorced	person	will	tell	you	there	is	
no	mission	statement	more	movingly	phrased	than	
the	traditional	wedding	vows,	or	more	difficult	to	
live	up	to.
	 Also,	 avoid	 corporatese.	 A	 credo	 like	 Dexter’s	
(above)	 won’t	 galvanize	 anyone	 outside	 the	 legal	
department.	Keep	 it	 simple	 and	direct.	Phrase	 it	
just	as	if 	you	were	talking	to	a	friend.	
	 Here’s	a	good	way	to	start.	Answer	in	50	words	
or	less:	Why	are	you	in	business?	Why	this	product?	
Why	these	customers?	Pick	the	principles	you	live	
by.	Write	them	down.	Then	build	your	credo	from	
the	principles	you	want	your	employees	to	emulate.	
The	 Big	 Company	 examples	 above	 make	 good	
thought-starters.	
	 Now	follow	through.	Once	you’ve	written	it,	use	
your	mission	statement.	Share	it	with	your	employees.	
Post	 it	around	the	office.	Display	 it	at	meetings.	
Distribute	it	to	customers	and	suppliers.	Print	it	
on	your	 letterhead,	purchase	orders	and	invoices.	
Use	it	as	a	direct	mailing	to	all	your	customers	and	
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potential	 customers.	Enclose	 a	 copy	 and	 a	 cover	
letter	explaining	how	it	was	written	and	how	you	
intend	to	live	up	to	it	today,	and	in	the	future.	Its	
omnipresence	will	 imprint	 itself 	on	the	mind	of 	
your	company.	It	should	become	your	company’s	
character,	its	IMAGE.	It	should	influence	every	facet	
of 	your	business.	This	includes	your	marketing	and	
advertising,	which	communicates	your	mission	and	
image	to	your	customers.	
	
Differentiating Your Product 
Whether	it’s	the	bigger	this,	the	faster	that,	or	the	
longest-lasting	other	thing,	finding	that	key	point	
of 	difference,	the	unique	characteristic	that	makes	
people	 want	 to	 buy	 your	 product	 over	 someone	
else’s,	 means	 the	 difference	 in	 winning	 or	 losing	
the	sale.
	 Even	 if 	 there	 is	 little	or	no	difference	 in	your	
product	or	service	and	your	competitors’,	you	still	
need	to	find	something	distinctive.
	 Famous	ad	man,	David	Ogilvy,	first	realized	the	
importance	of 	product	differentiation	back	in	the	
1960’s.	 He	 took	 a	 commodity	 product—gaso-
line—and	managed	to	set	his	client,	Shell	Petroleum,	
apart	from	the	competition	by	simply	identifying	an	
ingredient	found	in	all	gasoline,	and	claiming	it	as	his	
own.	His	ad	campaign	for	Shell,	with	Platformate,	
is	legend.
	 Now,	all	gasoline	back	then	contained	Platformate.	
But	Ogilvy	recognized	the	importance	of 	getting	
there	first.	His	claim	preempted	the	competition.	
And	Shell	became	the	best-selling	gasoline	in	the	
U.S.	It	took	years	for	the	others	to	dispel	the	idea	
that	Platformate	was	unique	to	Shell.	
	 Today,	gasoline	companies	try	to	create	product	
differences	 through	 service	offerings.	Many	have	
combined	 with	 convenience	 stores	 selling	 milk,	
bread,	and	other	household	necessities.	Some	offer	
Speed	Pass	convenience	at	the	pump.	Anything	to	
set	themselves	apart	in	a	commodity	marketplace.
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	 Fortunately,	not	all	of 	us	sell	commodity	products.	
Most	of 	us	sell	products	that	can	be	easily	differ-
entiated.	The	secret	is	finding	that	unique	product	
difference.	Because	it	MUST	be	the	thing	that	you	
advertise.	 Here’s	 how	 to	 identify	 your	 product’s	
unique	difference.	
	 Every	product	has	three	parts:

1. Actual Product
2. Core Product
3. Augmented Product

	 The	Actual Product	is	the	specific	thing	custom-
ers	receive	in	exchange	for	money	(or	barter).	
	 If 	they	buy	shampoo,	it’s	the	liquid	itself.	If 	they	
buy	a	drill	bit,	it’s	the	twisting	piece	of 	hardened	
steel.	 If 	 they	buy	 an	 airplane	 ticket	 on	Midwest	
Airlines,	 it’s	 simply	 the	 ticket	 itself,	 the	piece	of 	
paper	that	promises	a	seat	on	board	the	airplane.

	 The	Core Product	is	the	primary	product	benefit	
the	customer	receives.
	 For	shampoo,	it’s	the	clean	hair.	For	the	drill	bit,	
it’s	the	hole.	And	for	the	airline	ticket,	it’s	the	seat	
from	here	to	wherever.

	 The	Augmented Product	is	the	unique	product	
difference,	the	characteristic	that	makes	your	product	
different,	better	than	anyone	else’s	product.
	 For	the	shampoo,	it’s	the	shiny	hair,	the	tangle-
free	hair,	or	the	dandruff 	control.	For	the	drill	bit,	
it’s	 the	hardened	carbon	steel,	or	the	carbide	tip.	
For	Midwest	Airlines,	it’s	the	first-class	seating,	the	
inflight	champagne,	and	above	all,	the	chocolate-chip	
cookies.
	 Good	 marketers	 promote	 more	 than	 simple	
product	benefits.	Any	shampoo	will	get	your	hair	
clean.	It’s	the	extra	shine,	body,	or	dandruff 	control	
that	makes	it	unique.	That	distinctive	characteristic	
is	what	must	be	promoted.
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	 Midwest	Airlines	doesn’t	promote	the	lowest	fares,	
nor	do	they	emphasize	their	vast	route	system.	Theirs	
is	“The	Best	Care	In	The	Air”	exemplified	by	their	
first-class	service	and	delicious	cookies	served	warm	
during	your	flight.
	 Often,	the	product	difference	can	be	found	within	
one	of 	three	categories:	Quality,	Service,	or	Price.	
Your	product	may	have	exceptional	durability,	or	
special	features,	colors,	sizes,	or	models.	These	are	
all	quality-related	issues.
	 Your	product	may	have	the	industry’s	best	war-
ranty,	the	fastest	delivery	time,	or	an	outstanding	
service	record	if 	anything	ever	goes	wrong.	These	
are	service-related	issues.
	 Price-related	 differences	 include	 low	 price,	
multiple	 price	 points,	 credit	 terms,	 or	 quantity	
discounts.
	 Examine	your	product	or	service	for	those	unique	
characteristics	that	you,	and	only	you,	offer.	
Disregard	the	core	benefits;	your	competitors	offer	
those,	too.	Find	what	makes	your	product	unique,	
and	focus	solely	on	that.
	

The Total Approach
To	understand	the	connection	between	image	and	
advertising,	we	first	need	to	look	at	two	types	of 	
advertising.	One	promotes	a	company’s	product	(or	
service);	the	other	promotes	the	corporate	image.

Product	advertising	is	designed	to	sell	a	particular	
product	for	a	limited	time.	Examples	include:	low	
3.9%	financing	on	your	new	car	through	the	end	
of 	the	month;	get	a	free	toaster	with	your	deposit	
of 	$1,000	or	more,	while	supplies	last.	The	Buy-
a-Kiddy-Meal-get-a-free-toy	ad	you	see	on	TV	is	
a	promotion	designed	to	sell	a	specific	product	for	
a	limited	period	of 	time.	That’s	product	advertis-
ing.

Advertisers	 who	 use	 only	 product	 advertising	
expect	each	ad	to	result	in	an	immediate	increase	
in	sales	of 	the	product	or	service	advertised.	But	
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product	 advertising	 alone	 is	 less	 effective	 if 	 the	
customer	is	unfamiliar	with	the	company	offering	
the	product,	or	 if 	 the	 customer	does	not	have	 a	
clearly	defined	sense	of 	the	product	image.	Most	
large	advertisers	increase	the	effectiveness	of 	their	
product	advertising	by	supplementing	it	with	cor-
porate	image	advertising.

This	 type	of 	advertising	goes	by	many	names:	
image,	 identity,	 the	 “big	 idea.”	 It	 is	 intended	 to	
portray	the	company	in	a	favorable	light.	Or	build	
positive	 feelings	 for	 your	 company’s	 products.	 It	
encompasses	the	set	of 	beliefs	your	customers	as-
sociate	with	your	company.	The	better	the	image,	
the	greater	the	trust	in	your	products.

That	warm,	fuzzy	Little-boy-about-to-meet-his-
baby-brother-enjoys-an-order-of-fries-with-Dad	
TV	spot	 sells	 image:	McDonald’s	 fries	 are	 great	
when	you	have	to	discuss	life’s	little	problems.	The	
advertisement’s	objective	is	to	have	you,	the	viewer,	
associate	traditional	family	values	with	McDonald’s.	
It	 isn’t	 necessarily	 intended	 to	 sell	 French	 fries	
specifically.

Those	 popular	 TV	 spots	 for	 IBM	 featuring	
subtitled	scenes	of 	actors	in	exotic	locales	discuss-
ing	the	global	problem-solving	capabilities	of 	IBM	
computers	are	not	designed	to	sell	a	specific	com-
puter.	Rather,	they	create	an	image.	They	portray	
the	company	as	hero.

That’s	 all	well	 and	good	 for	 the	big	boys,	but	
unfortunately,	a	small	business	doesn’t	always	have	
the	budget	to	execute	separate	product	and	corporate	
image	advertising.	So	it	is	all	the	more	important	
to	ensure	your	advertising	does	both.

I	call	this	the	Total	Approach.	It	begins	with	con-
sistency	from	one	marketing	effort	to	the	next.	For	
instance,	a	uniform	design	relationship.	Same	color	
scheme,	same	logo	art,	same	tag	line.	Same	general	
look	and	“feel”	to	all	your	marketing	efforts.	Even	
if 	a	potential	customer	skims	over	your	magazine	
or	newspaper	ad	without	reading	it	carefully,	the	
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tag	line	or	corporate	symbol	may	register.	The	more	
consistent	your	marketing	efforts	have	been,	the	more	
likely	this	subliminal	association	will	be.

The	most	important	factor	in	the	Total	Approach:	
make	it	easy	for	your	customers	to	recognize	your	
product	at	a	glance.	United	has	the	friendly	skies;	
McDonald’s	has	the	golden	arches;	Keebler	has	elves.	
Each	identifies	the	product	or	service	quickly	and	ef-
ficiently.	Each	jars	the	memory	and	alerts	a	potential	
customer	to	the	product	being	advertised.

The	 first	 step	 to	 achieving	 this	 power	 of 	 as-
sociation	is	to	define	your	position	in	the	market.	
Differentiate	your	firm	or	your	product	or	service	
from	your	competitors’.	Are	your	firm’s	products	
the	most	reliable,	 the	 least	expensive,	 the	highest	
quality,	backed	by	the	friendliest	service?	Your	posi-
tion	should	help	customers	know	the	real	difference	
between	you	and	your	competitors	so	that	they	can	
match	their	needs	to	the	one	that	can	be	of 	most	
value	to	them.

Then,	pick	a	visual	 image	that	represents	your	
market	position.	For	example,	the	Harris	Bank	in	
Chicago	 uses	 a	 Lion	 to	 represent	 strength.	That	
corporate	symbol	appears	on	their	buildings,	their	
signage,	their	brochures,	and	all	their	advertising.	
Dawn	Dishwashing	Liquid	is	positioned	as	a	grease	
cutter.	 Each	 Dawn	TV	 commercial	 ends	 with	 a	
drop	of 	liquid	dispelling	grease	in	a	pan	and	the	
tag	line,	“Dawn	takes	away	grease.”	Simple,	memo-
rable,	effective.

Unfortunately,	 some	 companies	 adopt	 an	 am-
biguous	image.	Like	a	politician	who	is	running	for	
office,	they	seek	to	be	different	things	to	different	
market	segments.	Bad	move.	They	only	succeed	in	
confusing	their	customers.	Whether	it’s	a	newspaper	
ad,	brochure,	or	the	sign	on	your	front	door,	use	the	
Total	Approach	to	establish	instant	recognition	and	
a	consistent	image	for	your	firm	and	its	products.	
Consistent	image	will	lead	to	consistent	profits.
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Name Awareness
Once	you	have	clearly	defined	your	image,	promote	
it	to	customers.	Fix	it	in	their	minds.	It	is	critical	
that	your	customers	and	prospects	know	who	you	
are	and	what	you	stand	for	so	that	you	are	among	
their	choices	when	it	comes	time	to	make	a	purchase.	
Ask	people	why	they	bought	a	product,	and	invari-
ably	they	respond	 “Because	I	heard	of 	it.”	That’s	
name	awareness.

Customers	of 	all	types—whether	selling	business-
to-business	or	to	consumers—often	buy	products	
simply	 because	 they	 are	 familiar	 with	 the	 name.	
How	do	you	acquire	name	awareness?	Start	with	a	
good	name.	Make	it	easy	to	pronounce	and	spell.	
Henry	Bloch	and	his	brother	spell	their	company:	
H&R	Block.

Then,	 repeat	 the	 name	 of 	 your	 company	 or	
product	wherever	and	whenever	you	can.	Put	it	on	
your	purchase	orders,	invoices,	and	other	mailings	
to	suppliers	and	customers.	Outfit	your	employees	
in	T-shirts	 and	 jackets	with	your	 company	name	
and	logo	on	them.	Get	a	sign	for	the	side	of 	your	
car.	Sponsor	a	softball	team	and	be	sure	the	team	
wears	uniforms	with	your	name	on	them.	Frequent	
advertising,	conspicuous	signage,	regular	mailings,	
and	positive	publicity	 in	 the	newspaper	or	other	
media	will	translate	into	“Because	I	heard	of 	it.”
	 One	of 	the	best	ways	to	assure	name	awareness:	
use	a	multitude	of 	tactics	across	a	variety	of 	media	
simultaneously.	For	instance,	every	major	automobile	
company	simultaneously	runs	TV	and	radio	spots,	
mails	brochures	and	product	announcements,	and	
gets	wide	coverage	for	their	new	cars	in	trade	maga-
zines	and	local	newspapers.	They	don’t	expect	you	
to	run	right	out	and	buy	a	new	car	today.	They	just	
want	you	to	include	them	on	your	short	list	when	
you’re	ready	to	trade	in	that	old	DeSoto	for	a	new	
set	of 	wheels.	
	 Make	each	ad	work	harder	for	you	by	supplement-
ing	it	with	other	marketing	tactics.	Newspaper	ads,	
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radio	spots,	publicity,	brochures,	newsletters,	and	
direct	mailings,	all	timed	to	your	industry’s	biggest	
trade	 show.	 Suddenly	 deluged	 by	 your	 company	
message,	your	customers	and	prospects	will	begin	
to	 sense	 a	 leader	 in	 the	 marketplace.	They	 hear	
your	name	on	the	radio,	read	a	story	about	your	
company	in	the	newspaper,	then	see	your	ad	in	a	
trade	magazine.	You	can	bet	they’ll	be	more	prone	
to	read	your	brochure	when	it	lands	on	their	desk.	
They’ll	also	be	more	apt	to	call	on	you	rather	than	
a	competitor	when	it’s	time	to	buy,	and	your	profits	
will	begin	speaking	for	themselves.	
	
Communicating Your Image 

to Customers
So,	you’ve	defined	who	you	are	with	your	Mission	
Statement,	used	that	to	define	your	company’s	image,	
and	now	you	have	decided	to	create	awareness	for	
your	company	through	a	variety	of 	media.	Which	
media	are	best?	Who	designs	your	ad	campaign?	
Who	writes	 the	words?	Who	produces	 it?	Who?	
The	answer	is	either	you,	or	an	outside	agency.
	 Let’s	 consider	 you	 first.	 Anyone	 can	 open	 an	
advertising	agency.	You	don’t	have	to	pass	a	written	
test	or	apply	for	any	special	 license.	So,	why	not	
you?	You	run	a	small	business	now.	Why	not	add	
advertising	to	your	list	of 	responsibilities?	Lots	of 	
small	business	people	do.	With	no	“entry	barrier”	
to	becoming	their	own	advertising	agency,	they	see	
some	of 	the	advertising	on	television	or	in	maga-
zines	and	think,	“Hey,	I	can	write	better	mindless	
drivel	than	that.”	On	top	of 	that,	ad	agencies	mark	
up	everything	they	produce	as	much	as	20%,	they	
charge	15%	commission	on	media,	and	they	don’t	
know	nearly	as	much	about	your	product	or	industry	
as	you	do.	Who	needs	them?	
	 You	do.	Here	are	three	reasons	why:	

1.	An	agency	takes	the	burden	of 	the	production	
process	off 	your	hands	and	makes	sure	everything	
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is	done	right.	Agencies	mark	up	production	be-
cause	they	earn	it.	You	may	know	how	to	write	
compelling,	 persuasive	 ads;	 or	 you	 may	 know	
where	to	contact	a	good	illustrator;	you	may	even	
know	how	to	spec	type,	judge	a	good	chromolin,	
or	read	a	printer’s	blueprint	(or	Vandyke).	But	
it’s	not	likely	you	know	how	to	do	all	of 	these	
things.

2.	You	generally	pay	the	same	price	for	media	whether	
you	use	an	agency	or	not.	Better	to	let	a	profes-
sional	do	the	planning	and	buying	for	you.

3.	The	 pros	 at	 ad	 agencies	 are	 masters	 of 	 their	
specific	 craft.	Your	 lawyer	 or	 your	 accountant	
will	never	know	your	industry	as	well	as	you	do.	
They	know	law	and	accounting.	Likewise,	your	
ad	agency	knows	advertising,	and	how	to	apply	
it	to	your	business.

	
Choosing An Ad Agency

You	have	three	choices	when	delegating	the	advertis-
ing	responsibility:

w	A	full	service	agency
w	An	advertising	boutique
w	A	consulting	service.

	 The	full	service	agency	is	ideal	if 	you	need	full	
service.	 Full	 service	 includes	 marketing	 research,	
media	planning	and	buying	services,	idea	concept-
ing,	copywriting,	layout	and	design	work,	website	
design,	sales	promotion,	and	production	services.	
	 Big	Full	Service	Agencies	generate	some	of 	the	
best	creative	ideas	in	the	world.	Their	advice	and	
counsel	may	be	worth	every	penny	you	pay	for	it.	
	 Unfortunately,	Big	Agencies	like	to	work	for	Big	
Clients.	Their	best	people	work	on	accounts	that	
generate	lots	of 	income.	They	may	do	great	work	
on	full-page	ads	in	Sports	Illustrated.	But	a	quarter	
page	in	Control	Engineering	is	just	not	their	cup	of 	
gin.	So	your	account	gets	sloughed	off 	to	the	new	
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kid	in	the	agency.	You	may	like	the	sound	of 	saying	
you’re	with	J.	Walter	Thompson,	but	the	benefit	can	
often	end	there.
	 If 	 you	 need	 a	 full	 service	 agency,	 go	 for	 one	
that	suits	your	size.	Look	for	a	small,	personalized	
operation	headed	by	one	or	two	pros,	experienced	
advertising	professionals	who	work	on	each	account	
themselves.	They	will	work	closely	with	you	and	get	
to	know	your	manufacturing,	marketing,	and	sales	
needs.	They	can	serve	as	a	source	of 	experience	and	
advertising	wisdom.	In	effect,	you	pay	for	their	tal-
ent,	not	agency	overhead.
	 Then	again,	if 	you	don’t	need	all	the	services	of 	a	
Full	Service	Agency,	you	don’t	need	to	pay	for	them.	
Use	a	Boutique	Agency.	It’s	an	ala	Carte	approach	
that	 often	 works	 well	 for	 smaller	 businesses.	 A	
Boutique	Agency	is	usually	founded	by	one	or	two	
professionals	with	specific	skills.	They	specialize	in	
one	or	two	functions.	That	way,	you	don’t	pay	the	
overhead	for	services	you	don’t	use.	You	pay	only	
for	the	services	you	need.
	 For	example,	you	have	a	dynamite	ad	that	ran	in	
your	local	paper	and	generated	lots	of 	sales.	Now	
you	want	to	expand	to	other	markets.	You	may	only	
need	a	media	buying	service	to	plan	and	buy	the	
most	efficient	newspapers	in	your	chosen	markets.	
Or,	 your	 industry	 has	 only	 one	 trade	 magazine	
that	is	read	by	everyone.	And	you	want	to	continue	
advertising	in	it	exclusively.	You	may	only	need	a	
creative	boutique	to	design	and	execute	a	few	in-
novative	ads	that	will	pull	in	customers.
	 The	third	option	is	the	Independent	Consultant.	
These	are	usually	single-person	operations.	Their	
overhead	is	low,	and	you	can	count	on	their	close	
attention.	The	Independent	Consultant	frequently	
works	with	a	loose	affiliation	of 	similar	one-man	
(or	one-woman)	operations	to	provide	a	complete	
range	of 	services.
	 Sometimes,	 they	can	 lack	depth	of 	knowledge	
in	more	than	one	or	two	functions.	And	they	may	
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try	to	do	too	much,	rather	than	calling	upon	others	
with	more	expertise.	But	if 	you	find	one	with	the	
right	combination	of 	skills,	one	who’s	demeanor	
and	temperament	are	compatible	with	yours,	 the	
Independent	Consultant	may	be	the	most	efficient	
use	of 	your	marketing	dollar.
	 Too	often,	 clients	 choose	agencies	based	upon	
who	 they	 know:	 an	 old	 friend	 from	 school,	 an	
acquaintance	 from	 church,	 or	 his	 regular	 tennis	
partner.	Some	agencies	expect	their	people	to	spend	
a	certain	amount	of 	time	on	the	golf 	course	or	the	
tennis	court	wooing	new	business.	They	even	pay	
for	 the	club	membership.	But	while	your	golfing	
buddy	may	be	a	great	guy,	his	agency’s	ideas	about	
advertising	may	not	mesh	with	yours.
	 Friendship	and	trust	are	important	in	your	agency	
relationship.	But	don’t	choose	your	agency	solely	
upon	that	basis.	You	may	end	up	paying	for	it	in	
the	end.	And	friends	shouldn’t	make	friends	pay	for	
the	relationship.
	 Before	 selecting	your	 advertising	firm	or	 inde-
pendent	consultant,	ask	to	see	some	of 	their	best	
work.	Look	for	experience	in	your	industry.	While	
you	cannot	expect	them	to	be	familiar	with	your	
specific	product	or	service,	look	for	familiarity	with	
your	industry	category.	For	example,	you	can’t	neces-
sarily	expect	them	to	understand	the	manufacturing	
and	distribution	of 	semi-circular	widgets	made	of 	
vacuum-molded	high-impact	titanium	plastic.	But	
you	would	certainly	want	them	to	understand	the	
needs	of 	the	small	manufacturing	business.
	 When	shopping	around	for	an	agency,	don’t	be	
fooled	 by	 glamour.	 Some	 operations	 are	 run	 by	
hot,	ambitious	types	who	are	on	the	make	for	the	
big	time.	They	regard	your	small	account	really	as	
no	account,	merely	a	meal	ticket	until	something	
better	comes	along.	The	work	they	produce	for	you	
is	smart-looking,	flashy,	and	generally	sells	them,	
but	rarely	you.	It	lends	itself 	well	to	full-page,	four-
color	formats,	when	what	you	need	may	only	be	a	
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quarter-page	of 	black-and-white.	Their	demeanor	
is	captivating,	enthusiastic,	and	winning.	They	will	
go	far	in	this	world.	Just	make	sure	it’s	not	at	your	
expense.
	 Better	to	look	for	a	Total	Approach	agency.	Not	
one-shot	flashy	ads.	An	agency	or	consultant	that	
develops	 a	 series	 of 	 ads,	 brochures	 or	 collateral	
pieces	around	a	common	theme	will	likely	build	a	
consistent	image	for	you,	too.	Ultimately,	they	will	
help	you	establish	awareness	and	recognition	in	your	
industry,	and	create	a	strong	association	from	one	
marketing	effort	to	the	next.
	 Agencies	offer	 immediate	experience	and	skills	
you	likely	don’t	have.	You	could	probably	learn	to	
be	a	good	advertiser	through	trial	and	error,	but	it’s	
very	easy	to	waste	a	lot	of 	money	if 	you	don’t	know	
what	you’re	doing.	An	agency	assumes	the	burden	
of 	establishing	awareness	and	building	your	image	
for	you.	
	 Whether	you	do	decide	to	be	your	own	agency,	or	
whether	you	simply	need	to	evaluate	your	agency’s	
work,	 for	 better	 advertising,	 focus	on	 these	 four	
fundamental	areas:	Research,	Media,	Copywriting,	
and	Production.	

	 Research	
The	kind	of 	market	information	that	is	lying	around	
large	companies	just	waiting	to	be	tapped	is	often	
totally	absent	in	small	organizations,	where	execu-
tives	are	long	on	gut	reactions	and	short	on	facts.	
But	listening	only	to	yourself 	can	be	dangerous.	It	
is	 important	 to	 review	your	 company	objectively	
and	impartially.	Begin	by	asking:

	 w	Who	buys	my	product?	Then	ask,	
	 w	Who	else	could	buy	my	product?	Could	it	be	
used	in	another	way	by	other	customers?		
	 w	How	is	it	being	distributed?	
	 w	What	do	my	customers	think	about	my	prod-
uct?	
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	 If 	you	find	your	customers	don’t	think	about	your	
product	often	enough,	you	may	have	an	awareness	
problem.	[for	more	on	Research,	see	Chapter	2]
	
Media 
Once	you	know	who	your	customers	are,	pick	the	
appropriate	method	of 	reaching	them.	This	often	
means	choosing	and	buying	media.	Media	advertis-
ing	is	that	artillery	barrage	before	you	storm	the	
beaches.	It	creates	awareness	and	credibility	for	your	
firm	and	builds	your	image	in	the	minds	of 	your	
customers.		Direct	mail	works	with	your	advertis-
ing.	But	it	often	comes	out	of 	nowhere,	dropped	
on	a	desk	by	a	faceless	 letter	carrier.	Advertising	
in	 the	appropriate	media	can	help	establish	your	
position	 in	 the	 market	 and	 make	 your	 company	
name	recognizable	when	your	sales	people	call,	or	
when	you	mail	out	literature.	[for	more	on	Media,	
see	Chapter	10]

Copywriting 
Copywriting	is	the	basis	of 	all	advertising.	It	con-
veys	your	message	to	your	customers,	presents	your	
company’s	image	to	the	market,	and	establishes	cred-
ibility	and	awareness	for	your	firm	and	products.	It	
must	be	dignified,	informative,	and	noticed.	

The key to good
media buyi ng is

repetiti on

If you’re buying space in a newspaper
or magazine, buy smaller ads and run
them more often. Generally, six is the
minimum number of times an ad
should run in order to create any type
of memorable image in the mind of a
customer. More is better.
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	 The	main	objective	of 	any	ad	or	promotional	piece	
is	to	sell—and	subliminally,	to	convey	a	message	
of 	solidity	and	reliability.	But	first,	it	must	capture	
attention.	If 	it	doesn’t	break	the	boredom	barrier,	it’s	
wasted.	[for	more	on	Copywriting,	see	Chapter	8]

Production
Production	value	is	important.	Even	the	best-written	
ad	will	make	your	company	look	bad	if 	it	isn’t	pro-
duced	well.	Rule	number	one:	don’t	scrimp.	Artists	
take	pride	in	their	work	as	if 	their	creations	were	
their	own	children.	They	aim	to	please	themselves.	
They’ll	work	and	rework	to	achieve	a	 result	 that	
meets	 their	 personal	 set	 of 	 standards.	 Haggling	
with	them	over	price	will	result	in	off-the-top-of-
the-head	efforts.	Your	ads	will	suffer.
	
	
	
	

	
	
	

AIDA
Attention, Interest, Desire, Action

Grab their attention with a strong headline that includes the main
product benefit and, if possible, your company name. Next,
create interest in that single product benefit. Describe it in detail.
Create a desire for it in the mind of your prospect. Use examples.
Finally, close with a call to action. Ask for the order. Tell the
reader how and where to buy your product.
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Ideas—
How to Get Them, 
How to Use Them

Good marketing calls for Ideas	(with	a	
capital	I).	But	where	do	they	come	from?	
How	do	you	improve	your	skills	in	devel-

oping	 them?	How	can	you	 increase	your	creative	
abilities	 and	 powers	 of 	 invention	 to	 move	 your	
business	to	a	higher	(richer)	level	of 	success?	How	
do	you	come	by	great	Ideas?
	 Try	 a	 little	 applied	 imagination.	 Contrary	 to	
popular	 opinion,	 necessity	 is	 not	 the	 mother	 of 	
invention.	Imagination	is.	Imagination	compels	us	
to	new	ideas,	in	our	business,	and	in	our	personal	
lives.	Good	marketing	ideas	begin	with	imagination,	
too.	And	you	don’t	need	to	be	a	creative	genius	to	
come	up	with	compelling	ideas.	It	does	take	hard	
work	however,	just	like	any	other	task	worth	doing	
well.

The Four I’s
You	say	you	can’t	come	up	with	creative	ideas?	You’re	
purely	a	left-brain	analytical	type?	
Not	 necessarily.	 Good	 creative	 ideas	 begin	 with	
good	analysis.	
	 I	call	the	process	the	“Four	I’s”:

     INFORMATION,
     INCUBATION,
     INSPIRATION,	and
     IMPLEMENTATION.
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	 INFORMATION	means	 the	gathering	of 	 re-
sources.	To	come	up	with	a	good	creative	marketing	
idea,	immerse	yourself 	in	information.	All	kinds.	
Trade	 journals,	 competitive	 reports,	 magazine	
articles	 on	 business	 trends,	 even	 your	 company’s	
weekly	inventory	levels.
	 As	an	entrepreneur,	you	likely	have	most	of 	the	
necessary	information	in	your	head.	To	prime	the	
pump,	review	some	data	that	may	seem	unrelated	
to	your	marketing	problem.	Analyze	 it.	Examine	
the	connections	between	seemingly	unrelated	bits	
of 	information.	Write	down	a	few	key	points.	(Our	
minds	retain	the	written	word	ten	times	better	than	
that	which	is	read	or	spoken.)	
	 Then	put	it	away.	Don’t	think	about	it	for	awhile.	
Allow	the	information	to	INCUBATE.	Allow	your	
brain	to	rest.	Think	about	something	else	entirely.	
Go	to	a	movie,	or	tend	to	your	garden.	Your	brain	is	
chewing	on	the	information	you	have	fed	it,	analyzing	
the	problem	while	you	do	other	things.	When	it	is	
ready,	it	will	provide	your	conscious	mind	with	an	
inspiring	idea.
	 Suddenly,	the	muse	strikes:	INSPIRATION.	It	
may	come	while	you’re	driving	to	work.	Or	while	
you’re	 taking	 a	 shower.	 Sometimes	 it	 happens	 in	
the	middle	of 	the	night.	(It’s	always	a	good	idea	
to	keep	a	pad	and	pencil	by	your	bed	for	just	such	
inspirations.	Or	better,	a	micro	tape	recorder.)	Your	
best	ideas	will	frequently	come	without	warning,	
when	you	 least	 expect	 them.	 If 	 you	don’t	 record	
them	immediately,	the	odds	are	strong	you’ll	forget	
them.	Get	the	ideas	down	on	paper,	no	matter	how	
crazy	they	seem	at	the	time.
	 Sometimes,	the	idea	may	only	be	in	the	embryo	
stage.	Save	it	for	later.	You	may	come	up	with	the	
rest	of 	the	concept	in	the	future.	One	client	decided	
to	open	a	discount	carpeting	outlet,	but	didn’t	want	
to	put	the	word	“discount”	in	his	new	name.	So,	
we	sat	and	thought	and	thought	and	wrote	down	
dozens	of 	ways	 to	 visualize	 “discount.”	The	 last	
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one	we	came	up	with	was	a	dollar	bill	torn	in	half.	
Today,	 it’s	 become	 a	 well-known	 symbol	 among	
consumers	looking	for	discount	carpeting.	
	 The	 last	 step	 then	 is	 IMPLEMENTATION.	
An	idea	is	no	good	without	it.	Many	is	the	brilliant	
marketing	idea	that	lies	dormant	and	useless	simply	
because	it	was	never	implemented.	Writing	down	
your	inspiration	is	a	first	step	to	implementation.	
Then,	follow	through.	Just	like	your	golf 	swing,	your	
marketing	idea	won’t	go	as	far	or	end	up	where	you	
want	it	without	follow	through.	
	 Often,	this	may	seem	the	most	daunting	of 	all	
the	steps	to	creating	impactful	promotional	ideas.	
But	after	you	have	your	idea	written	down,	it’s	easier	
to	break	it	into	bite-sized	chunks,	and	to	execute	
each	chunk.	
	

Steal 
Good Marketing Ideas

What	happens	if 	you	need	an	idea	right	now?	You	
don’t	 have	 time	 to	 gather	 information.	 No	 time	
even	for	the	incubation	process.	Not	to	worry.	Try	
resorting	to	thievery,	that	is,	steal	somebody	else’s	
good	idea.	Not	in	the	literal	sense,	of 	course.	Borrow	
might	be	a	better	term.	It’s	true:	there	are	no	new	
ideas,	just	new	interpretations	of 	old	ones.

For	starters,	steal	an	idea	from	this	book.	That’s	
what	it’s	for.	Use	the	concepts	within	these	pages	
and	adapt	them	to	your	product	or	service.	Consider	
creative	ideas	that	have	impressed	you	in	the	past.	A	
clever	TV	commercial,	a	compelling	magazine	ad.	
Think	about	what	you	liked	about	them.	Can	those	
ideas	be	adapted	to	your	product	or	service?

Next,	 try	 thinking	 about	 how	 a	 big	 company	
might	solve	your	marketing	problem.	How	would	
Procter	&	Gamble	advertise	your	product	or	service?	
Or	McDonald’s?	As	the	idea	takes	shape,	adjust	it	
to	fit	your	smaller	budget.

Sometimes,	thinking	about	an	unrelated	business	
can	foster	new	ideas	for	yours.	You	have	a	friend	
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in	another	line	of 	work.	If 	you	wanted	to	help	her	
sell	more	of 	her	product	or	service,	how	would	you	
advise	her?	How	can	you	use	that	advice	 in	your	
own	business?
	

“A Half Bubble Off Plumb”
Sometimes,	 “creative”	 is	 simply	a	matter	of 	per-
spective.	
	 Move	your	imagination	“a	half 	bubble	off 	plumb”	
to	find	that	crazy	idea	that	just	might	work.	When	
you’re	stuck	for	an	idea,	try	looking	at	your	marketing	
problem	from	another	angle.	Ignore	conventional	
logic	and	use	your	imagination.
	 Here’s	a	little	exercise	you	can	try:	

1.	Set	a	problem	for	yourself
2.	Write	down	three	solutions,	totally	unrelated
3.	Mix	up	the	solutions	till	one	strikes	you	as
	 	workable

	 For	 instance,	 let’s	 say	 your	 ad	 won’t	 fit	 in	 the	
space	allowed	by	your	trade	magazine.	Your	design	
is	vertical;	their	space	is	horizontal.	You	can	redesign	
the	ad,	or	shorten	the	copy,	or	simply	eliminate	the	
illustration.	Now	mix	up	the	solutions:	redesign	the	
illustration,	eliminate	the	copy,	or	shorten	the	ad.	
	 Or	try	something	completely	different.	Tip	the	
same	 ad	 on	 its	 side	 and	 change	 the	 headline	 to	
something	like	“We’ll	bend	over	backward	to	serve	
you”	or	“Our	prices	will	knock	you	over.”
	 When	Avon	developed	its	line	of 	cosmetics	and	
related	products,	they	could	have	sold	them	through	
department	stores	and	competed	with	Maybelline	
and	Max	Factor	and	a	host	of 	others.	Did	they?	No.	
They	ignored	traditional	channels	of 	distribution	
and	took	advantage	of 	the	need	for	self-actualization	
among	the	scores	of 	home-bound	women.	Door-
to-door	became	their	means	for	distribution,	and	
their	ticket	to	success.	
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	 Two	 disparate	 ideas:	 the	 need	 for	 part-time	
employment	among	women	ready	to	blossom	into	
their	professional	potential,	and	the	daunting	task	
of 	supplanting	giant	competitors	in	the	traditional	
distribution	channel.	Together,	they	formed	the	basis	
for	Avon’s	success.
	 Here’s	another	example:	I	once	was	compiling	a	
list	of 	ways	to	sell	cars.	On	a	lark,	I	wrote	down	an	
old	retail	gimmick:	“Buy	one,	get	one	free.”	Taken	at	
face	value,	the	concept	could	be	rather	costly	for	the	
dealer.	But	the	client	loved	the	idea	once	we	decided	
simply	to	offer	a	model	replica	of 	the	automobile,	
painted	in	the	color	of 	the	owner’s	car,	with	each	
purchase.	 “Buy	One,	Get	One	Free”	made	 for	 a	
compelling	 advertising	 headline,	 and	 the	 payoff 	
was	an	attractive	offer.	It	sold	a	lot	of 	cars.
	

Testimonials
It’s	a	mistake	to	believe	that	you	and	your	imagina-
tion	are	in	a	little	boat	all	by	yourselves.	You	aren’t.	
Your	customers	can	have	ideas	and	opinions	of 	their	
own.	In	fact,	the	best	ideas	often	come	from	your	
customers.	They’re	called	testimonials	and	they	are	
the	foundation	of 	all	advertising.	Think	about	it:	
the	satisfied	housewife	extolling	the	benefits	of 	Tide	
laundry	detergent,	Arnold	Palmer	and	his	line	of 	golf 	
equipment,	Michael	Jordan’s	shoes,	Ed	McMahon	
peddling	 just	 about	 everything.	All	 are	 examples	
of 	testimonials.	The	customer	thinks,	“If 	it’s	good	
enough	for	Michael,	it’s	good	enough	for	me.”	
	 But	how	can	you	get	your	customers	to	talk	up	
your	 firm?	 Simple,	 ask	 them.	 If 	 they	 believe	 in	
your	product,	they	may	be	flattered	to	endorse	it.	
The	easiest	(and	most	credible)	testimonials	come	
from	your	customers.	A	leading	home	improvement	
company	ran	a	contest	among	its	project	managers.	
The	 manager	 with	 the	 most	 satisfied	 customers,	
evidenced	by	actual	letters,	won	a	trip	for	two	to	
Hawaii.	You	can	bet	every	project	manager	asked	
his	customers	for	a	letter.	And	the	owner	was	no	
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dummy.	 All	 those	 letters	 were	 framed	 and	 hung	
around	the	showroom.	Imagine	the	impact	when	
browsers	came	through.

	Testimonials	from	satisfied	customers	have	many	
uses	in	your	marketing	efforts.	They	add	credibility	
to	your	company	brochure.	Enlarged	and	mounted,	
they	make	an	effective	display	at	trade	shows.	Try	
sending	a	note	to	a	customer	you’ve	been	wooing.	
In	your	note,	mention	something	another	satisfied	
customer,	with	whom	he’s	familiar,	said	about	your	
firm.	The	uses	are	as	endless	as	your	imagination.	
	 What	better	way	to	generate	creative	ideas	than	
to	simply	ask	your	customers?	Let	 them	tell	you	
what	they	like	best	about	your	products.	Then	let	
them	do	your	work	for	you;	let	them	tell	your	other	
customers	and	prospects.	
	 Sort	of 	sounds	like	something	Tom	Sawyer	would	
think	up	to	save	himself 	a	little	work.	He’d	let	Huck	
Finn	do	it.	
	 Very	creative.
	

Designing Your 
Copy Strategy

Advertising	is	a	non-personal	communication	paid	
for	by	an	identified	sponsor.	That’s	the	American	
Advertising	Federation	(AAF)	definition,	anyway.	
But	how	do	the	ads	get	written?
	 Every	advertisement—broadcast	or	print—begins	
with	a	copy	strategy.	This	is	the	memo	written	by	the	
account	service	people	to	the	creative	people	telling	
them	the	purpose	of 	the	advertisement.	Different	
advertising	agencies	use	slightly	different	methods,	
but	they	all	boil	down	to	three	essential	parts:

1.	Primary	Benefit
2.	Appeal
3.	Tone

	 The	Primary Benefit	is	usually	expressed	in	terms	
of 	Q ,	S	&	P.	What	is	the	primary	benefit	you	wish	
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to	communicate	to	your	readers/listeners?	Is	it	the	
quality	(strength,	durability,	convenience)	of 	your	
product?	Is	it	the	service	(personal	attention,	fast	
service)?	Or	is	it	price	(discounts,	free	offers,	credit	
terms)?	
	 Good	ads	convey	one	and	only	one	primary	benefit.	
The	only	ads	that	ever	successfully	communicated	
more	than	one	primary	benefit	were	the	old	Miller	
Lite	beer	commercials	(“Great	taste,	less	filling”).	
	 The	Appeal	is	the	manner	in	which	you	convey	
the	primary	benefit.	There	are	five	major	appeals:

1.	Unique	Selling	Proposition	
2.	Testimonial
3.	Demonstration
4.	Comparison
5.	Slice	of 	Life

	 The	Unique	Selling	Proposition	defines	the	brand,	
it’s	 image,	 and	 it’s	 primary	 benefit.	 It	 frequently	
does	this	using	either	a	critter	or	a	slogan.	The	Leo	
Burnett	ad	agency	is	famous	for	their	slogans	and	
critters.	Back	in	the	1930’s,	when	Leo	first	founded	
the	agency,	he	developed	a	critter	for	the	Minnesota	
Canning	Company	that	embodied	the	brand	image.	
It	became	so	famous	that	the	company	changed	its	
name	to	Jolly	Green	Giant.	Burnett	also	developed	
Tony	the	Tiger,	Charlie	the	Tuna,	the	Keebler	Elves,	
and	the	Marlboro	Man.	Their	slogans	include	“Fly	
the	friendly	skies	of 	United”	and	“You’ve	come	a	
long	way,	baby”	for	Virginia	Slims	cigarettes.	
	 Testimonials	are	the	next	best	thing	to	word-of-
mouth	advertising	(see	above)	and	come	in	three	
types:	celebrity	endorsement,	typical	user,	and	actual	
user.	Celebrities	garner	attention	but	often	cost	more	
than	their	value.	A	typical	user	is	one	who	fits	the	
demographic	 profile	 of 	 the	 product’s	 users.	The	
actual	user	is,	well,	an	actual	user,	one	with	whom	
the	prospect	can	identify.
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	 Demonstrations	work	well	on	television,	occa-
sionally	in	print,	and	not	at	all	on	radio.	Ideal	for	
when	 your	 product	 does	 something	 unique	 (“It	
slices,	it	dices,	it	cuts	through	tin	cans	and	tomatoes	
with	ease”),	demonstrations	show	the	product	in	
action.	
	 Comparison,	like	demonstration,	works	in	visual	
media,	but	not	radio.	Be	careful	when	naming	the	
competitor.	You	offer	name	awareness	to	your	com-
petition,	and	some	consumers	feel	product	bashing	
is	wrong	and	will	buy	the	bashed	product	just	for	
spite.
	 Use	Slice	of 	Life	if 	you	want	your	product	to	
become	a	part	of 	people’s	everyday	habits.	Show	
the	product	 in	 use	 in	home,	 car,	 boat,	 office,	 or	
wherever.	
	 Several	appeals	are	often	used	together.	Slice	of 	
Life	is	often	used	with	Demonstration.	A	celebrity	
may	demonstrate	a	product	in	a	Slice-of-Life	situ-
ation,	followed	by	the	USP	sign-off.	For	instance,	
imagine	 Michael	 Jordan	 demonstrating	 the	 ma-
neuverability	of 	his	new	lawn	tractor	as	he	putters	
neatly	around	a	well-trimmed	yard	with	the	tag	line,	
“Nothing	runs	like	a	Deere.”
	 The	Tone	is	the	manner	in	which	the	Appeal	is	
delivered.	Most	often,	the	tone	deals	with	emotions:	
sex,	fear,	humor.	

Sex:	“Use	this	product	and	have	better	luck	attract-
ing	a	mate.”	

Fear:	“Failure	to	use	this	product	could	cause	you	
undue	hardship”	(often	used	when	selling	insur-
ance	or	security	systems).	

Humor:	Exaggeration	of 	the	primary	benefit	to	the	
point	of 	absurdity.	

	 I	recently	watched	a	Dunkin’	Donuts	commercial	
touting	their	speedy	service.	During	a	police	chase,	
the	crook	stopped	off 	for	a	donut	and	coffee	
(so	 did	 the	 police	 officer	 chasing	 him),	 then	
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continued	the	chase.	Speedy	service	exaggerated	
to	the	point	of 	humor.

By	 using	 humor	 to	 sell,	 we	 create	 a	 bond,	 a	
sense	 of 	 belonging	 together,	 a	 sense	 that,	 “Hey,	
this	guy’s	funny.	I	think	I’d	like	to	work	with	him.”	
Here	are	five	reasons	to	put	humor	to	work	in	your	
advertisements:

1.	Humor	causes	intimacy.	It	breaks	down	barriers	
and	brings	people	together.	The	people	you	like	
best	are	the	ones	who	get	your	jokes.

2.	 Humor	 attracts	 attention.	 It	 can	 make	 your	
advertising	stand	out	amid	the	clutter.

3.	 Humor	 is	 more	 memorable.	 Most	 everyone	
remembers	a	good	joke,	and	enjoys	telling	it	to	
someone	else.	

4.	Subtle	humor	flatters	your	intelligence.	The	best	
joke	 is	 the	 one	 that	 makes	 you	 laugh	 for	 five	
seconds,	and	think	for	ten	minutes.

5.	 Humor	 is	 endearing.	 After	 all,	 we	 would	 all	
rather	 buy	 something	 from	 someone	 we	 like,	
from	someone	who	makes	us	laugh.

	
In	 some	 advertisements,	 a	 more	 staid	 approach	
is	preferred.	This	 is	 sometimes	called	 the	 “Talk-
ing	 Head,”	 where	 a	 spokesperson,	 shown	 from	
the	shoulders	up,	simply	delivers	a	message.	This	
spokesperson	may	be	dressed	in	a	lab	coat	to	lend	
a	degree	of 	authority.	
	 Once	you	have	determined	the	best	copy	strategy	
(Primary	Benefit,	Appeal,	and	Tone),	you	now	have	
to	create	the	ad.	That	begins	with	good	copywriting,	
the	subject	of 	our	next	chapter.
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10 Commandments 
of Good Copywriting

or
Hurry! Learn the 

Truth About How to 
Write Miracle Ads!

You’re on a roll.	You’ve	just	come	up	with	
a	great	copy	strategy	and	several	brilliant	
creative	ideas.	Now	you	need	them	trans-

lated	into	action.	You’ve	decided	to	run	a	series	of 	
newspaper	ads	(or	a	few	ads	in	your	industry	trade	
journal,	or	 a	 few	 radio	 spots	or	 television	 spots,	
or	 whatever)	 based	 upon	 your	 dazzling	 original	
concepts.	
	 Whether	you	use	a	professional	writer	or	do	the	
writing	yourself,	you	want	an	ad	that	will	stand	out	
among	the	clutter.	A	stop-’em-dead	ad	that	your	
customers	will	read,	remember	and	act	upon.	
	 How	do	you	begin?	
	 Follow	 the	 rules.	 Over	 time,	 certain	 edicts	 of 	
advertising	have	evolved.	They	are	the	methods	of 	
copywriting	that	garner	the	greatest	response,	cre-
ate	the	highest	awareness	levels,	and	are	the	most	
memorable.	Yes,	there	are	exceptions	to	the	rules.	
And	 some	 very	 effective	 advertisements	 will	 oc-
casionally	break	the	rules.	But	not	many.
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The First Commandment: 
Start with a good headline

Five	times	as	many	people	read	a	headline	as	read	the	
body	copy.	A	good	headline	is	therefore	worth	80	
cents	of 	your	advertising	dollar.	For	that	80	cents,	
pack	in	your	brand	name,	product	benefit,	and	a	
catchy	appeal	to	your	target	audience.	
	 Don’t	 be	 afraid	 of 	 a	 long	 headline.	 Research	
has	shown	that	headlines	of 	ten	words	or	longer,	
containing	news	and	information,	consistently	out	
perform	shorter	headlines.	Famous	ad	man	David	
Ogilvy’s	best	headline	was	“At	Sixty	Miles	Per	Hour	
the	Loudest	Noise	in	the	New	Rolls-Royce	Comes	
from	the	Electric	Clock,”	(which	prompted	the	chief 	
engineer	at	Rolls-Royce	to	comment,	“It	is	time	we	
did	something	about	that	damned	clock.”)
	 Certain	 words	 or	 phrases	 work	 wonders	 in	 a	
headline:	 how	 to,	 suddenly,	 announcing,	miracle,	
wanted,	advice	to,	the	truth	about,	hurry,	compare,	
etc.	They	may	seem	like	clichés.	But	they	work.
	

The Second Commandment: 
Make your copy interesting

The	purpose	of 	the	body	copy	is	to	convey	your	sales	
message	in	such	a	way	as	to	make	the	reader	want	to	
read	it.	The	object	of 	your	opening	statement	is	to	
compel	the	reader	to	read	line	two;	the	purpose	of 	
line	two	is	to	compel	the	reader	to	read	line	three,	
and	so	on.	My	advice:	write	your	copy	as	if 	you	are	
talking	to	the	person	next	to	you.	She	has	just	said,	
“I	want	to	buy	a	new	gimcrack.	Which	would	you	
recommend?”	Then	tell	her.	Use	the	language	your	
customers	 use	 in	 everyday	 conversation.	 If 	 your	
customers	 are	 electrical	 engineers,	 speak	 in	 their	
language.	If 	you’re	selling	to	the	masses,	beware	of 	
abstract	words	or	complex	sentence	structures.	Not	
“eschew	obfuscation.”	Rather,	“avoid	confusion.”
	 Sometimes,	when	you	need	to	have	a	long	sentence	
to	explain	some	complicated	thing	or	another,	fol-
low	it	with	a	short	sentence.	Like	this.	Forget	about	
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complete	sentences.	Remember	the	way	your	high	
school	English	teacher	taught	you?	With	a	subject	
and	 a	predicate?	People	 don’t	 talk	 that	way.	You	
don’t	need	to	write	your	ad	copy	that	way	either.	
	

The Third Commandment: 
Sell the primary benefit

Look	at	your	product	or	service.	What	sets	it	apart	
from	your	competitors’?	Why	should	I	want	to	buy	
it?	How	do	I	benefit	by	using	it?	As	a	consumer,	
I	want	to	know	what’s	in	it	for	me?	I	don’t	care	if 	
you’ve	been	in	business	since	1919.	Or	that	your	
spanking	 new	 building	 has	 the	 latest	 high-tech	
“state-of-the-art”	(oh,	please)	equipment.	What’s	
in	it	for	me?
	 So	 tell	 me,	 and	 tell	 me	 fast.	 Research	 shows	
readership	drops	rapidly	in	the	first	50	words	of 	
copy,	but	very	little	after	that.	Deliver	your	primary	
message	first	and	do	 it	quickly.	You	may	not	get	
another	chance.
	

The Fourth Commandment: 
Sell only one thing

With	rare	exception	(“Less	filling,	tastes	great,”	for	
instance)	good	ads	present	one	main	selling	idea,	
the	 primary	 benefit	 to	 the	 consumer.	 Joy	 makes	
your	dishes	shine.	Dawn	takes	away	grease.	Ivory	is	
mild	to	your	hands.	All	three	are	Procter	&	Gamble	
products,	yet	each	offers	a	different	primary	benefit.	
P&G	knows	that	trying	to	convey	more	than	one	
idea	in	an	ad	confuses	customers.	So	they	offer	three	
products	with	three	distinct	benefits.
	

The Fifth Commandment: 
Use plenty of facts

The	more	facts	you	tell,	the	more	you	sell.	Research	
shows	an	advertisement’s	 success	 increases	 as	 the	
amount	of 	information	increases.	The	reasoning	is	
simple.	Your	customer	is	not	a	moron;	she	is	your	
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friend.	You	insult	her	intelligence	if 	you	assume	a	
few	adjectives	and	some	simple	slogan	will	convince	
her	 to	 buy	 your	 product.	 She	wants	 to	make	 an	
informed	decision;	she	wants	all	the	information	
you	can	give	her.	OK,	if 	you’re	selling	chewing	gum,	
I	agree	there	are	not	a	whole	lot	of 	facts	that	are	
going	to	sell	more	gum.	But	if 	you’re	selling	hear-
ing	aids,	ceramic	tiles,	dry	cleaning	services	or	drill	
presses,	fill	your	ads	with	facts.	The	more	you	tell,	
the	more	you	sell.
	 You	 may	 face	 a	 situation	 where	 you	 and	 your	
competitors	 have	 similar	 products	 with	 similar	
characteristics.	Rather	than	promote	any	miniscule	
differences	as	unique	product	benefits,	try	using	facts	
to	pre-empt	your	competition.	For	example,	if 	your	
machine	performs	similarly	to	others	made	by	your	
competitors,	advertise	the	safety	features	which	you	
(and	your	competitors)	employ	in	its	construction.	
Or	the	ingredients	which	you	(and	your	competitors)	
use	which	benefit	your	customers.	Your	customers	
will	believe	those	features	unique	to	your	product.	
When	advertising	master,	David	Ogilvy,	wrote	ad	
copy	for	Shell	gasoline	(a	commodity	product	if 	
ever	there	was	one),	he	touted	the	fact	that	Shell	
contains	“Platformate,”	an	ingredient	common	to	all	
gasoline.	But	because	they	advertised	it,	Platformate	
came	to	be	identified	as	unique	to	Shell.
	 Facts	 are	 truth.	They	 can	 be	 trusted.	 And	 so,	
therefore,	can	your	product.	Facts	increase	reader	
identification	and	product	credibility.	Use	them.	
	

The Sixth Commandment: 
Use testimonials

They’re	the	next	best	thing	to	word-of-mouth	adver-
tising.	The	endorsement	of 	a	fellow	consumer	is	more	
credible	than	the	witty	bromide	of 	an	anonymous	
copywriter.	A	well-known	consumer	is	even	better.	
And	not	necessarily	expensive.
	 Say	you	hear	of 	a	celebrity	who	uses	your	product.	
Make	an	offer	of 	free	merchandise	in	exchange	for	
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permission	 to	photograph	him	or	her	with	your	
product.	The	idea	of 	something	for	nothing	appeals	
to	everyone,	even	celebrities.
	 The	late	Burl	Ives	was	a	depositor	at	a	California	
bank	that	was	offering	free	fishing	gear	with	new	
account	openings.	My	client	offered	Mr.	Ives	some	
gear	he	admired	for	the	right	to	use	his	photograph	
in	our	ads.	It	was	a	good	deal	for	both	of 	us.	We	
got	 a	 highly	 respected,	 recognizable	 personality	
endorsing	our	services.	He	got	some	nice	fishing	
gear.	Cost:	about	$100.
	
The Seventh Commandment: 

Thou Shalt not lie
Always	 tell	 the	 truth	 in	 your	 advertising	 and	
promotion.	If 	you	don’t,	you	will	be	punished.	If 	
found	out,	the	government	will	prosecute	you.	And	
consumers	will	penalize	 you	by	not	buying	your	
product	a	second	time.
	 Avoid	 superlatives.	Shun	bombast.	Truth	must	
be	the	number	one	ethic	of 	your	advertising.
You	can’t	 say	your	product	 is	 the	best	unless	 it’s	
been	 tested	 against	 all	 major	 competitors	 and	
proved	reliably	superior.	Unsubstantiated	boasting	
hurts	your	credibility.	No	inflated	claims,	no	lavish	
promises,	 no	 implausible	 statements.	The	 whole	
ad	falls	apart	once	a	shred	of 	disbelief 	enters	the	
reader’s	mind.
	 To	say	yours	 is	 the	best,	you	need	to	prove	 it.	
Some	companies	go	to	great	lengths	to	prove	their	
products	 superior	 to	 competitors’.	 As	 a	 brand	
manager	at	Procter	&	Gamble,	Roger	Smale	spent	
years	testing	an	obscure	toothpaste	called	Crest	until	
he	was	able	to	obtain	a	defacto	endorsement	from	
the	American	Dental	Association.	He	 slapped	 it	
on	the	back	of 	every	tube	(“Crest	has	been	shown	
to	be	an	effective	decay	preventive	dentifrice	when	
used	...	etc.”).	It	propelled	Crest	to	its	number	one	
position,	and	Smale	to	the	Presidency	of 	P&G.
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	 Years	 ago,	when	 I	was	 an	 executive	 at	 the	Leo	
Burnett	Advertising	Agency,	we	filmed	a	television	
commercial	for	Glad	Garbage	and	Trash	Bags.	In	
the	TV	spot,	an	elephant	stepped	on	two	bags	of 	
garbage,	a	Glad	bag	and	a	generic	bag.	(The	generic	
bag	broke;	the	Glad	bag	did	not.)	Before	we	could	
air	this	spot,	we	had	to	prove	to	the	networks	that	
we	had	used	relatively	the	same	garbage	in	each	bag,	
and	that	the	garbage	was	representative	of 	garbage	
found	in	trash	cans	on	the	street.
	 We	did.	It	became	known	as	the	“San	Francisco	
Mix.”	We	 enlisted	 the	 services	 of 	 a	West	 Coast	
research	 firm	 to	 determine	 the	 size,	 weight,	 and	
contents	of 	the	average	trash.	Somebody	actually	
looked	in	several	hundred	San	Francisco	trash	cans;	
counted	the	number	of 	bottles,	cans,	pizza	cartons,	
and	banana	peels;	and	concluded	that	the	“average”	
bag	of 	garbage	consisted	of:

	 —8.3%	metal	products	(cans	and	lids)
	 —12.5%	glass

—3.8%	wood
—12.5%	yard	waste
—25.0%	food	waste
—36.3%	paper	products	(including	at	least	
	 	 one	pizza	box)
—	1.6%	plastic

	 (For	the	test,	we	replaced	the	glass	with	equal	weight	
of 	plastic	so	as	not	to	injure	the	elephant.)
	 You	probably	won’t	have	to	go	to	such	lengths	
to	assuage	the	skepticism	of 	your	customers.	That	
doesn’t	mean	you	can’t	be	enthusiastic	about	your	
product	or	service.	Just	don’t	let	your	enthusiasm	
lead	you	down	the	path	of 	“hyperbole.”	Or	“hyper”	
anything.	
	 While	it’s	an	inherent	tendency	to	believe	your	
product	is	truly	the	best,	your	customers	won’t	un-
less	you	can	back	it	up.	There’s	a	natural	tendency	
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to	look	sideways	at	the	guy	who	simply	says,	“Trust	
me.”
	

The Eighth Commandment:
 Ignore awards

There	once	was	an	orator	named	Aeschines.	When	
he	 spoke,	 people	 said,	 “My,	 what	 a	 wonderful	
speech.”	There	was	another	orator	named	Demos-
thenes,	ungraceful,	with	a	speech	impediment.	Yet,	
when	he	spoke,	people	said,	“Let	us	march	against	
Philip!”	 Aeschines	 got	 admiration.	 Demosthenes	
got	action.
	 The	purpose	of 	advertising	is	to	create	action.	
Not	to	create	notice	for	the	ad	itself.	Not	to	win	
awards.	 Action.	 Advertising	 must	 create	 a	 desire	
for	the	product	or	service.	The	desire	must	be	so	
strong	as	to	compel	a	person	to	go	out	and	buy	it.	
Good	advertising	sells	the	product	without	drawing	
attention	to	itself.
	 Some	 of 	 the	 biggest	 and	 best	 agencies	 ignore	
awards	 completely.	 They	 decline	 to	 enter	 their	
agency’s	work	in	any	awards	contests.	They	believe	
awards	create	a	false	emphasis	on	the	ad	itself 	rather	
than	 the	 product.	They	 also	 believe	 awards	 take	
time	away	from	the	work	their	best	creative	people	
should	be	doing	for	their	clients.	

The Ninth Commandment: 
Tell them where & when to buy
Your	 advertisement	 has	 grabbed	 their	 attention;	
they’ve	read	your	brilliant	copy;	they’re	poised	to	
buy.	Now	what?	
	 Create	 action.	 If 	 you	 want	 them	 to	 buy	 your	
product,	tell	them	where	to	find	it.	If 	you	want	to	
generate	leads	for	your	sales	force,	tell	them	to	call	
for	a	free	brochure.	If 	you	want	them	to	order	your	
product	over	the	telephone,	be	sure	to	include	your	
telephone	number.	
	 Create	urgency:	 “Call	today,	before	we	run	out	
of 	gimcracks	at	this	 low,	 introductory	price.”	Or	
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“Stop	in	our	store	today.	The	sale	ends	at	midnight	
tonight.”	Make	them	act	now,	before	they	move	on	
to	other	things	and	forget	about	your	great	offer.
	

The Tenth Commandment: 
Review your ad for 
three key elements

First,	does	it	have	IMPACT?	Does	it	grab	the	reader’s	
attention?	Does	it	break	the	boredom	barrier?	Most	
newspapers	are	about	60%	advertising;	trade	jour-
nals	often	contain	even	more.	Will	your	ad	stand	out	
and	stop	the	reader	from	turning	the	page?
	 Second,	is	it	on	STRATEGY?	Does	the	ad	com-
municate	the	primary	benefit,	and	only	that	primary	
benefit,	of 	the	product	or	service	being	sold?	Not	
twenty-seven	other	things	you	wanted	to	say,	like,	
“We’ve	 been	 at	 this	 location	 for	 32	 years.”	 (So	
what.)	Or,	“And	try	our	gizmo	product	when	you	
buy	our	gimcrack,	or	our	new	doodads	if 	you	don’t	
like	gimcracks	or	gizmos.”	What	are	you	trying	to	
sell?	Remember,	only	one	benefit	per	ad.
	 And	third,	is	it	HONEST?	Would	you	be	willing	
to	show	it	to	your	mother?
	 You	might	think	following	these	rules	would	make	
for	pretty	dull	advertising—that	it	would	cause	all	
ads	to	look	the	same,	and	that	remaining	within	the	
boundaries	outlined	above	would	limit	creativity.	
	 Not	so.	Consider:	Shakespeare	managed	to	create	
many	interesting	stories	while	consistently	remaining	
within	the	limits	of 	iambic	pentameter.
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Layout and Design
	

There are three basic elements to a 
good ad:
		 	

1.	The	illustration
	 —a	drawing	or	photograph	in	a	print	ad
	 —the	video	portion	of 	a	television	ad
2.	The	copy
	 —in	a	print	ad,	the	type,	including	headline,			 	
	 	 subheads,	tag	line,	logo	etc.
	 —the	audio	portion	of 	a	broadcast	ad
3.	The	flow	 	
	 —in	a	print	ad,	the	layout
	 —the	rhythm	in	a	broadcast	ad

ILLUSTRATING YOUR AD
A	picture	is	indeed	worth	a	thousand	words.	That’s	
because	we	learn	a	vast	majority	of 	what	we	know	
with	our	eyes.	Facts	presented	to	the	eye	and	ear	
are	68%	better	remembered	than	facts	presented	
to	 the	 ear	 alone.	 Using	 photos	 or	 drawings	 in	
your	advertising	will	make	them	better	read,	better	
remembered.	Here	are	a	few	hints	for	making	your	
ads	stand	out	amid	the	clutter	in	newspapers	and	
magazines.

Keep it simple.
Focus	on	one	thing,	one	person,	or	one	event.	Crowds	
bewilder	your	readers.
	
Show your product.
If 	you	sell	a	product	rather	than	a	service,	show	it	
in	the	main	illustration.	Or	show	it	at	the	end.	But	
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show	it	somewhere	in	your	ad.	Let	your	reader	know	
what	to	look	for	when	she	goes	shopping.

Make your visual 
match your headline.
Your	photo	or	drawing	should	telegraph	the	same	
product	benefit	you	use	in	your	headline.	

Use photos.
Photos	sell	better	than	drawings.	And	they’re	bet-
ter	remembered.	They’re	easier	for	your	reader	to	
identify	with	because	they	represent	reality	rather	
than	fantasy.	(Exceptions:	drawings	work	better	for	
humor	or	when	fantasy	is	the	desired	effect.)

Use visuals that 
arouse curiosity.
Years	ago	Hathaway	created	mystery	by	using	a	model	
wearing	a	black	eye	patch.	Their	shirts	became	the	
number	one	brand	using	an	eye	patch.	More	recently,	
Microsoft	uses	the	intense	curiosity	of 	computer	
users	(“Where	do	you	want	to	go	today?”)	to	suc-
cessfully	build	their	brand	image.	
	
Use visuals that 
demonstrate your product.
Master	 Lock	 uses	 a	 vivid	 demonstration	 with	 a	
rifle	bullet	smashing	into	the	product,	but	the	lock	
doesn’t	open.
	
Use visuals that 
show comparisons.
Procter	 &	 Gamble’s	 Cheer	 Detergent	 shows	 the	
dramatic	 difference	 in	 the	 color	 retention	 on	 a	
colorful	 shirt	 after	50	washings	 in	Brand	X	and	
after	50	washings	in	Cheer.

Use visuals to evoke humor.
Cartoons	work	especially	well.	They	have	universal	
appeal	and	often	garner	better	readership	than	pho-
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tographs.	For	Nautilus	Conditioning	Centers,	we	
used	a	cartoon	to	poke	some	lighthearted	fun	at	the	
intimidating	nature	of 	exercise	equipment.
	 One	 more	 thought:	 Research	 shows	 men	 and	
women	 identify	with	 their	 own	 sex	 in	 advertise-
ments.	Most	women	will	ignore	an	ad	featuring	a	
man.	Likewise,	when	you	use	a	photo	of 	a	woman	
in	an	ad,	you	exclude	men.	Use	a	baby.	Babies	have	
universal	appeal,	especially	to	women	over	25	years	
old.	Michelin	tires	make	especially	good	use	of 	this	
technique	with	their	use	of 	babies	and	“So	much	
riding	on	your	tires”	advertising	slogan.
	

Laying Out The Copy
The	copy	in	your	print	advertisement	is	an	important	
part	of 	its	visual	appeal.	Good	design	and	layout	
keep	the	reader’s	eye	flowing	from	one	element	to	
the	next.	No	clutter.	No	confusion.	No	distractions.	
A	good	ad	layout	combines	art	with	motivational	
psychology.	An	ad	that	just	looks	good	is	a	bad	ad.	
It	must	also	sell.
	 Here	are	a	few	tips	for	laying	out	your	copy	so	
that	your	readers’	eyes	follow	your	sales	pitch	from	
beginning	to	end.

w	Put	the	headline	where	your	reader	will	find	it	
first,	 usually	 at	 the	 top	 of 	 the	 page	 (or	 right	
underneath	your	illustration).
w	Your	first	paragraph	should	be	short,	not	more	

than	15	words.	Any	more	and	you	may	scare	off 	
your	reader.
w	If 	you	use	long	copy	(see	 “The	Second	Com-

mandment,”	Chapter	6),	use	lots	of 	bullet	points	
to	break	up	the	paragraphs	and	increase	reader	
interest.
w	 For	 really	 long	 copy,	 insert	 illustrations	 now	

and	then.
w	Every	four	or	five	paragraphs,	use	a	subhead	to	

build	interest.	Sometimes,	a	lazy	reader	will	read	
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only	your	subheads,	so	use	them	to	deliver	the	
substance	of 	your	entire	sales	pitch.	
w	Keep	columns	narrow,	the	way	newspapers	and	

magazines	do.
w	Never	 set	your	copy	 in	 reverse	 (white	 type	on	

black	background).	It	makes	it	harder	to		 	
read,	and	it	will	therefore	be	ignored.
w	Use	lower	case,	like	newspapers	and	magazines.	ALL	

CAPITAL	LETTERS	ARE	MUCH	HARDER	TO	READ.

w	If 	you	are	using	a	coupon,	put	it	smack	in	the	
middle	of 	your	ad	to	maximize	returns.	

	 Most	of 	us	grew	up	reading	textbooks,	newspa-
pers	and	magazines.	We	became	accustomed	to	the	
style	used	by	them	and	find	that	style	easier	to	read.	
Emulate	them.	Use	serif 	type,	narrow	columns,	and	
upper	and	lower	case	letters.	Make	your	ads	easy	
for	your	customers	to	read.
	

Billboards
A	few	brief 	words	about	billboards:	I	hate	‘em.	
	 Billboards	clutter	up	the	highways	and	ruin	what	
might	otherwise	be	a	beautiful	bucolic	setting	along	
rural	routes.	Nevertheless,	they	are	ubiquitous,	and	
you	may	have	occasion	to	use	them.	So	here	goes.
	 All	outdoor	advertising	has	one	thing	in	com-
mon:	your	readers	are	moving.	They	can’t	stop	for	
a	second	look.	A	passing	driver	has	just	five	seconds	
to	read	your	ad.	Five	seconds.	You	have	time	for	just	
one	simple	idea.	Both	the	words	and	pictures	must	
convey	your	product	benefit	simply,	directly,	and	
fast.

—Be	brief
—Use	sans-serif 	type,	as	large	as	possible	(the	

exception	to	the	“emulate-newspapers-and-maga-
zines”	 rule;	 here,	 you	 want	 to	 emulate	 highway	
signage)

—Use	bright	colors
—Use	a	white	background
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	 Follow	these	few	guidelines	and	you	may	not	win	
any	classic	art	awards,	but	you	will	produce	effective	
billboards.	
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 How to Make the 

Most of Media

Now that you’ve honed your copywrit-
ing skills	and	mastered	the	art	of 	layout	
and	design,	you’re	ready	to	delve	into	the	

mysterious	power	of 	media,	the	buying	and	selling	
of 	time	and	space.	Actually,	it’s	not	all	that	mysteri-
ous.	But	it	is	powerful.	
	 Consider	for	a	moment	what	an	embarrassment	it	
would	be	for	your	salesman	to	walk	into	the	office	
of 	a	new	prospect	and	say,	“Hi,	I’m	Joe	Dokes,”	only	
to	have	the	buyer	say,	“Joe	who?”	But	consider	how	
much	worse	it	would	be	to	have	your	salesman	try	
to	recover	by	saying,	“You	know,	Joe	Dokes	from	
the	Time	Tested	Tombstone	Company,”	only	to	be	
met	with,	“Time	Tested	what?”

Your	salesman	 is	 in	 trouble.	But	you’re	 in	big-
ger	 trouble.	Your	 prospect	 didn’t	 recognize	 your	
company’s	name	because	you	don’t	advertise.	Sure,	
you	may	have	sent	him	a	mailing	or	two.	Or	even	
introduced	him	to	your	firm	at	a	trade	show.	But	
that	was	last	year,	or	last	month,	or	even	last	week.	
If 	you	don’t	keep	your	name	around	constantly,	it’s	
forgotten	as	quickly	as	last	year’s	Miss	America.

Media	 advertising	 makes	 your	 company	 name	
recognizable	and	remembered.	It	gives	credibility	
to	your	products,	and	paves	the	way	for	your	sales	
force,	or	your	direct	mailings.

Media	advertising	consists	of 	print	(newspapers	
and	magazines),	broadcast	(radio	and	television),	
out-of-home	(billboards,	buses,	stadiums)	and	the	
newest	form	of 	media:	the	World	Wide	Web.
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	 Newspaper Advertising
Newspapers	are	the	most	frequently	used	media	for	
small	businesses.	They	offer	a	wide	variety	of 	cost	
options,	depending	on	the	size	of 	your	ad.	And	they	
offer	a	high	degree	of 	flexibility,	allowing	changes	
up	to	a	few	days	before	the	ad	is	to	run.	This	is	a	
definite	 advantage	 when	 you	 want	 quick	 results.	
While	magazine	 ads	may	 seem	more	 glamorous,	
magazines	require	long	lead	times.	When	you	commit	
to	the	publication,	it	may	be	months	before	your	
ad	appears	in	print.
	 So,	let’s	say	you	have	opted	to	place	an	ad	in	a	
newspaper.	Now	you	need	to	ask	yourself 	whether	
you’ve	 found	 the	most	 suitable	 setting.	 In	 short,	
will	 the	 paper	 you	 have	 selected	 reach	 the	 most	
prospective	customers	for	the	least	cost.	
	 A	good	way	to	find	out	which	paper	works	best	is	
to	run	a	little	test.	Put	the	same	ad	with	a	coupon	
in	several	newspapers.	Put	a	different	number	on	
the	coupons	 in	each	newspaper’s	ad	so	when	the	
coupons	are	redeemed,	you	can	count	the	number	
of 	redemptions	from	each	paper	and	divide	by	the	
cost	of 	the	ad.	You	will	soon	see	which	newspapers	
work	best	for	your	business.
	 When	testing,	don’t	limit	your	choice	of 	newspa-
pers	to	those	which	you	read	or	your	spouse	reads	
or	the	one	whose	super	sales	rep	is	sitting	at	your	
desk.	
	 The	choices	are	many:
	

—national	newspapers,
—metropolitan	newspapers,	
—weekly	suburban	newspapers,
—shoppers	classifieds,	
—campus	newspapers,
—ethnic	newspapers,
—alternative/underground	newspapers,
—dailies,	weeklies,	monthlies,	etc.
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	 The	paper	you	eventually	select	will	be	the	one	
in	which	you	should	advertise	consistently.	It	is	the	
one	to	which	you	will	commit	the	bulk	of 	your	ads,	
your	money,	and	your	hopes.	So	choose	wisely.	Make	
sure	it	proves	itself 	in	the	coupon	test.
	

Magazine Advertising
Magazines	can	be	an	efficient	means	of 	targeting	
your	audience.	There	are	magazines	covering	virtu-
ally	every	market	you	or	I	can	think	of.	Magazines	
for	 gourmets,	 chess	 players,	 and	 doll	 house	 col-
lectors.	 Magazines	 for	 short	 people,	 tall	 people,	
even	twins.
	 The	beauty	of 	magazines	is	that	they	are	better	
suited	 to	 lengthy	 copy	 than	 any	 other	 medium.	
That’s	because	people	buy	magazines	in	order	to	
spend	time	with	them,	unlike	newspapers,	which	are	
read	for	the	news	and	discarded.	Magazines	engage	
their	readers.	And	your	magazine	ads	may	do	the	
same.
	 Print	advertisements	may	be	best	for	explaining	
a	 lengthy	product	message.	Charts	 and	diagrams	
can	be	used	to	demonstrate	product	performance	
over	 time.	Or	 to	make	 competitive	 comparisons.	
But	newspapers	and	magazines	are	passive	media.	
Advertising	 in	 them	 assumes	 the	 reader	 has	 an	
inherent	interest	in	your	product.	The	readers	will	
frequently	pass	by	an	ad	if 	he	doesn’t	know	he	needs	
your	product.

For	that,	you	need	more	intrusive	media:	radio	
or	television.
	

Radio Advertising
Radio	offers	a	rich	arena	for	the	creative	mind.

The	ear	can	be	tricked	into	believing	there	really	is	
a	ship	(SFX:	fog	horn)	full	of 	people	(SFX:	crowd	
noise)	about	to	crash	onto	the	rocks	(SFX:	crashing	
waves)	and	sink	in	the	shark-infested	waters	(Music:	
“Jaws”	theme).	Unless	little	Johnny	(Boy:	“See	ya	
later,	Mom”)	can	signal	the	ship’s	captain	(SFX:	fog	
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horn)	using	his	trusty	flashlight	(music:	build	to	
crescendo)	with	the	Zappum	long-life	batteries,	and	
save	the	day	(Man:	“Thanks,	Johnny.	You	saved	us.”	
Boy:	“Don’t	thank	me.	Thank	my	Zappum	long-life	
batteries.”	Music:	out).

Radio	can	be	targeted	at	a	specific	audience.	Each	
radio	station	appeals	to	a	very	select	group	of 	listen-
ers.	And	ratings	companies	monitor	exactly	who	is	
listening	when.	So	you	can	pick	your	station	based	
on	how	closely	it	matches	your	target	customers.

But	radio	has	its	limitations,	too.	Most	people	
don’t	 “listen”	 to	 radio;	 they	 simply	 “hear”	 it.	 It	
serves	as	background	noise	while	they	work,	or	while	
they	drive.	So	unless	your	radio	spot	is	extremely	
unique,	and	can	grab	the	“hearers”	and	make	them	
“listeners,”	use	radio	cautiously.
	

Television Advertising
The	most	intrusive	medium	is	television.	You	watch	
a	program,	and	suddenly	the	program	is	interrupted	
by	a	commercial.	So,	you	watch	it,	too.	Oh,	sure.	
There	are	“zappers”	out	there	who	have	discovered	
the	power	of 	the	remote	control,	who	have	learned	
to	“zap”	past	commercials,	switching	channels,	hold-
ing	the	plots	of 	three	American	Movie	Classics	in	
their	heads	at	the	same	time.	Or	trying	not	to	miss	
one	precious	moment	of 	the	dwarf 	who	is	juggling	
daschunds	on	channel	61.	Or	the	exciting	live-action	
daffodil-growing	contest	on	channel	82.	
	 But	the	fact	remains,	TV	intrudes	on	our	lives	
every	moment	 it	 is	 turned	on.	 It	 offers	 the	 best	
opportunity	to	create	awareness	for	your	product	
or	service	in	the	minds	of 	your	customers.	
	 The	cost	of 	television	advertising	is	not	for	the	
weak	 hearted.	 For	 example,	 the	 average	 cost	 of 	
producing	 a	 30-second	 television	 spot	 today	 is	
$370,000.	Gulp.	Take	a	deep	breath.	You’re	probably	
thinking,	“I	can’t	afford	a	1-second	spot,	let	alone	
a	30-second	spot.”	But	that	price	tag	is	deceiving.	
That	 $370,000	 average	 includes	 all	 those	 high-
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priced	beer	and	soft	drink	commercials	featuring	
multiple	scenes	(each	one	must	be	directed	and	shot	
individually),	shot	on	location	(travel	and	lodging	
are	extra),	with	a	cast	of 	many	(each	model	must	
be	paid;	celebrities	often	receive	huge	amounts).	
	 Your	TV	spot	can	be	much	more	basic,	and	less	
costly.	A	simple	message	with	no	on-camera	actors	
can	often	be	produced	for	a	few	thousand	dollars.	
Effectively	written,	your	TV	ad	can	be	very	beneficial	
to	your	marketing	efforts.
	 If 	you	decide	 to	use	 this	powerful	medium	to	
carry	your	message,	here	are	three	simple	guidelines	
to	help	you	maximize	your	effectiveness	and	avoid	
wasting	a	lot	of 	money.
	
1. What you show is more important than what 

you say. 
	 	 Television	 is	 a	 visual	medium.	Research	

has	 shown	 that	 if 	 you	 say	 something	 which	
you	don’t	also	illustrate,	the	viewer	immediately	
forgets	it.	Make	your	pictures	tell	the	story;	the	
only	purpose	of 	the	words	is	to	reinforce	what	
is	shown.	In	short,	if 	you	aren’t	going	to	show	
it,	don’t	say	it.	Here’s	a	useful	test:	try	turning	
off 	the	sound	on	your	TV	spot.	If 	it	doesn’t	sell	
without	the	sound,	you’re	in	trouble.

2. Don’t try to do too much with your 30 sec-
onds. 

	 	 Use	 only	 75	 words	 or	 less.	 More	 than	
that	makes	it	hard	to	comprehend	your	message.	
Make	only	one	(or	at	most,	two)	selling	points:	
(“Schmooze	is	gentle	to	your	hands.	And	now	it’s	
available	at	Dokes	Department	stores.”)	Too	many	
selling	points	in	one	ad	confuse	the	viewer.	

3. Use your product’s name at least three times 
in the 30 seconds. 

	 	 The	average	consumer	sees	over	1,000	com-
mercials	a	month.	If 	you	want	her	to	remember	
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your	product,	show	her	both	the	product	(in	the	
package	you	want	her	to	look	for)	and	the	product	
benefit.	Repeat	your	major	selling	promise	at	least	
twice;	illustrate	it	visually;	show	it	as	a	super	or	
sub-title	on	the	screen.	Remember,	your	primary	
objective	is	not	to	entertain.	It	is	to	make	sure	
your	viewer	remembers	your	product	next	time	
she	decides	to	make	a	purchase.

	 One	other	point:	if 	you	plan	on	using	television	as	
a	part	of 	your	marketing	mix,	retain	a	media	buying	
service.	They	usually	charge	about	6%	of 	the	cost	
of 	your	media	purchase,	but	they’ll	save	you	a	lot	
more	than	6%.	You	may	think	you	can	negotiate	
a	good	deal	with	the	local	TV	station,	but	media	
buying	 services	buy	millions	of 	dollars	 in	media	
every	month	and	have	far	more	buying	power	than	
your	small	business.
	

Cable Television
Cable	TV	is	usually	more	affordable	than	network	
television.	The	numerous	shows	on	cable	today,	like	
magazines,	make	cable	an	efficient	means	of 	targeting	
your	audience.	You	can	pinpoint	your	target	market	
by	buying	ads	on	only	those	shows	which	appeal	to	
them.	Cable	eliminates	a	lot	of 	waste.
	 For	instance,	let’s	say	you	sell	lumber	and	building	
supplies.	You	could	buy	expensive	spots	on	network	
TV	shows,	like	sports	and	movies,	which	appeal	to	
your	target.	Or	you	could	buy	far	less	expensive	cable	
spots	HGTV,	the	Home	&	Gardening	Network.	
If 	you	need	television	to	tell	your	product’s	story,	
cable	is	often	the	most	efficient	use	of 	your	limited	
marketing	budget.
	

Out-Of-Home Advertising
These	are	alternative,	non-measured,	non-traditional	
media.	 Everything	 from	 signs	 on	 park	 benches	
to	posters	 in	public	 lavatories.	You	can	even	find	
advertisements	at	 the	bottom	of 	the	18	cups	on	
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a	golf 	course.	Smack	in	a	30-foot	putt.	Reach	for	
your	ball.	“Enjoy	Pepsi.”
	 Billboards,	 transit	 advertising,	 sports	 stadium	
signage,	and	airplane	trailers	represent	a	little	over	
two	percent	of 	all	media	spending,	and	growing.	
Out-of-Home	media	 can	 target	 your	market	de-
mographically	(e.g.	transit	ads	are	seen	mostly	in	
urban	areas,	stadium	ads	are	seen	mostly	by	18-	to	
49-year-old	males)	or	psychographically	(e.g.	golfers	
relishing	that	30-foot	putt).	They	have	relatively	low	
cost	and	can	be	highly	creative.
	 On	the	downside,	you	can’t	use	a	lot	of 	copy	on	a	
billboard,	airplane	trailer,	or	at	the	bottom	of 	a	golf 	
cup.	There	can	be	a	great	deal	of 	wasted	coverage.	
The	message	tends	to	wear	thin	(commuters	pass	
your	billboard	five	times	a	week).	And	image	can	be	
a	problem	when	your	ad	appears	on	park	benches	
or	lavatory	walls.
	

Reach vs. Frequency
All	media	works	on	the	basis	of 	“reach”	and	“fre-
quency.”	Reach	is	the	percentage	of 	people	that	see	
(or	hear)	your	advertisement.	Frequency	is	the	aver-
age	number	of 	times	they	see	it.	Reach	is	measured	
in	Gross	Rating	Points	(GRP’s).	One	gross	rating	
point	is	one	percent	of 	the	viewing	(or	listening,	in	
the	case	of 	radio)	public.	If 	there	are	100,000	TV	
sets	in	your	city,	one	GRP	is	1,000	TV’s.	
	 A	good	rule	of 	thumb:	to	create	an	impression	
among	TV	viewers,	you	need	to	deliver	a	minimum	
of 	150	GRP’s	per	month	for	at	least	three	months.	
To	introduce	a	new	product,	figure	500	GRP’s	a	
month	for	at	least	the	first	three	months	and	150	
GRP’s	per	month	for	the	three	months	after	that.
	 Reach	 creates	 awareness.	 Frequency	 sells.	The	
subliminal	effect	of 	seeing	an	advertisement	
repeatedly	creates	credibility,	connecting	that	com-
pany	to	that	class	of 	product	in	the	customer’s	mind.	
So,	just	because	you’re	tired	of 	seeing	the	same	ads	
for	your	products	doesn’t	mean	your	customers	are.	
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They	haven’t	seen	them	as	often	as	you	have.	Don’t	
be	afraid	to	run	your	ads	over	and	over	again.	And	
then,	when	you’re	so	tired	of 	them	you	could	scream,	
run	them	again.

It	took	millions	to	develop	the	association	be-
tween	“Kleenex”	and	tissues,	“Xerox”	and	copies.	
But	 that	 sort	 of 	 status	 can	 be	 achieved	 by	 your	
business	through	constant	repetition.	Repetition	is	
important	throughout	all	your	marketing	efforts.	
Use	the	same	theme,	tag	line,	even	the	same	words	
if 	 possible	 in	 your	TV	 advertising,	 your	 prints	
ads,	mailings,	at	trade	shows,	perhaps	even	on	your	
company	letterhead.	
	 Repetition	 helps	 your	 prospects	 remember.	 If 	
you	 place	 a	 big	 ad	 in	 a	 newspaper	 or	 magazine,	
get	reprints.	Mail	them	to	all	your	customers	and	
potential	customers.	Enlarge	them	and	display	them	
in	your	booth	at	 trade	 shows.	Hang	 them	up	 in	
your	place	of 	business.	Feature	them	in	your	direct	
mailings.	

Repeat	your	message	in	your	direct	mailings.	By	
itself,	 your	 brochure	 or	 company	 literature	 may	
lack	 the	 impact	 of 	 media	 advertising.	 But	 when	
they	feature	an	ad	that	your	customers	have	seen	
in	the	media,	it	further	enhances	your	company’s	
credibility	and	adds	to	that	all-important	frequency.	
The	more	often	your	customers	see	your	ads,	the	
better	the	ads	sell.

Target Rating Points

While Gross Rating Points (GRP’s) are a
percent of the total viewing audience, Target
Rating Points (TRP’s) are a percent of your
target audience. If your product is only bought
by women, your TRP’s are measured as a
percent of women watching your commercial.
Always use TRP’s when judging the efficiency
of your media.
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The	media	advertising	creates	awareness,	builds	
your	image	in	the	minds	of 	your	customers.	It	es-
tablishes	your	position	in	the	market.	So	when	your	
direct	mailing	hits	their	desk,	they	recognize	your	
name,	read	your	mailing,	and	respond.	And	when	
your	salesman	calls	on	a	new	prospect,	the	prospect	
may	not	know	his	name,	but	he’ll	know	yours.
	
Flighting and Front Loading
You	can	stretch	your	media	budget	by	Flighting.	
Flighting	means	staggering	your	use	of 	media.	For	
example,	let’s	say	you	can	afford	50	GRP’s	a	week	
for	twelve	weeks	(a	total	of 	600	GRP’s).	Rather	
than	 run	50	GRP’s	each	week,	 consider	 running	
100	every	other	week.	You’ll	achieve	more	impact	
by	creating	the	illusion	you’re	around	all	the	time.	
Viewers	won’t	know	you’re	not	on	the	air	during	
the	off 	week.	They’ll	assume	they	simply	weren’t	
watching	when	your	ads	were	running.	Here	is	how	
flighting	looks	in	graph	form.
	 Another	effective	media	buying	maneuver	is	called	
Front	Loading,	that	is,	heavily	saturating	your	audi-
ence	with	your	message	in	the	first	few	weeks	of 	
your	campaign	and	then	tapering	off.	
	 For	 example,	 using	 that	 same	 600	 GRP’s,	 try	
running	100	GRP’s	during	the	first	few	weeks	and	
25	during	each	of 	the	next	eight	weeks.	

Flighting

150
125
100
75
50
25

week # 1 2 3 4 5 6 7 8 9 10 11 12 13

50 GRPs per week or 100 GRPs every other week
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Here	is	how	front	loading	looks	on	a	graph.

	 A	combination	of 	flighting	and	front	loading	is	
shown	in	the	following	example:

Multiple Impressions
By	combining	a	variety	of 	media—newspaper	ads,	
radio	 spots,	 direct	 mailings—you	 can	 increase	
awareness	 of 	 all	 your	 advertising	 and	 maximize	
your	 efforts.	 If 	 a	 prospect	 hears	 your	 ad	on	 the	
radio,	reads	your	advertisement	in	the	newspaper,	
and	sees	your	ad	in	a	trade	magazine,	he’ll	be	more	
apt	to	read	your	brochure	when	it	lands	on	his	desk.	
He’ll	also	be	more	apt	to	call	you	over	a	competitor	
when	it’s	time	to	buy.	
	 The	more	often	your	customers	see	your	ads,	and	
the	more	diversified	their	exposure	to	your	name	and	
product	benefit,	the	more	apt	they	are	to	purchase.	
Large	 companies	 simultaneously	 runs	TV	 spots,	
newspaper	 ads,	 and	 radio	 spots,	 mail	 brochures,	
dealer	letters,	and	product	announcements,	and	get	
wide	coverage	for	their	products	in	trade	magazines	
and	local	newspapers.	

Front Loading
150
125
100
75
50
25

week # 1 2 3 4 5 6 7 8 9 10 11 12

Flighting and Front Loading

150
125
100
75
50
25

week # 1 2 3 4 5 6 7 8 9 10 11 12 13
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	 So	if 	you’re	contemplating	an	ad	campaign,	make	
it	work	harder	for	you	by	spreading	it	across	several	
media.
	

The World Wide Web
Business	Week	calls	it	“The	most	important	invention	
since	Velcro.”	But	it’s	bigger	than	that.	It’s	bigger	
than	 Saran	Wrap.	 Bigger	 than	 Band-Aids.	 More	
important	even	than	Madonna.	It’s	the	World	Wide	
Web.	And	it’s	the	way	the	world	communicates	in	
the	21st	Century.
	 Think	of 	it.	Your	computer	is	your	Communica-
tions	Center.	Your	telephone,	your	CD	player,	your	
mailbox	(email),	filing	cabinet,	library,	even	your	TV.	
Everything	is	available	on	your	computer	screen.	All	
coming	to	you	through	cyberspace.
	 The	Internet	allows	every	form	of 	Promotion:	
Advertising,	Publicity,	Direct	Marketing,	Personal	
Selling	and	Sales	Promotion.	All	at	the	push	of 	a	
few	buttons.	Businesses	have	been	quick	to	recognize	
the	Web’s	potential.	It’s	the	ability	to	“talk”	on	the	
Internet	with	friends,	family,	and,	most	importantly,	
customers	that	has	given	the	World	Wide	Web	its	
explosive	 growth.	The	 sheer	 excitement	 of 	 real-
time	interaction	with	prospects	and	customers	has	
caused	a	rush	to	the	Web	unseen	since	the	days	of 	
the	Klondike.	
	 The	Web	is	a	whole	new	communications	medium.	
A	new	way	to	reach	your	customers.	Imagine	for	a	
moment	that	your	firm’s	product	or	service	is	water.	
Television	then	is	like	a	hose	spraying	a	crowd,	and	
you	hope	some	will	enjoy	getting	wet.	Direct	mail	
is	like	a	squirt	gun	aimed	only	at	those	who	you	
think	want	to	get	wet.	Marketing	on	the	Web	is	like	
a	pond.	Prospects	can	visit,	dive	in	as	deep	as	they	
want,	swim	as	long	as	they	like.	Your	Web	site	isn’t	
something	people	read,	it	is	something	they	do.
	 It’s	 no	 wonder	 companies	 like	 Miller	 Brewing	
(http://www.millerbrewing.com),	 McDonald’s	
(http://www.mcdonalds.com),	Motorola	(http://
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www.motorola.com),	even	Bob’s	Bed	&	Breakfast	
(http://www.bobsbedandbreakfast.com)	 are	 on	
the	Web.	
	 Worldwide,	there	are	over	60	million	organizations	
with	Web	sites;	most	have	multiple	users.	Currently,	
there	are	over	a	billion	people	using	the	Web,	an	
increase	of 	nearly	8%	per	month	(that’s	“month”)	
since	1995.
	 Like	a	trade	show,	the	Web	may	not	bring	you	
a	slew	of 	sales,	but	you	are	conspicuous	by	your	
absence.
	 Here	are	ten	reasons	to	get	your	company	“Web	
Literate.”

	1.	 Increase	your	visibility
	2.	 Give	a	leading-edge	corporate	image
	3.	 Distribute	information	around	the	globe	
	4.	 Decrease	your	communications	costs
	5.	 Expand	your	market
	6.	 Develop	online	customers
	7.	 Improve	service	for	your	current	customers
	8.	 Update	product	information	instantly
	9.	 Real-time	communications	
10.	 Your	competitor	has	a	better	site	
	 than	yours

	 Somewhere	in	your	firm	there	is	information	that	
is	valuable	 to	people	 trying	to	buy	products	you	
sell.	The	Web	 lets	 you	offer	 that	 information	 to	
the	world	with	unprecedented	speed	and	flexibility.	
Update	price	changes	daily.	Update	product	data	
sheets	instantly.	Send	blueprints	and	product	spec	
sheets.	Add	new	products	to	your	catalog.	Delete	
old	ones.	
	 If 	 that	 isn’t	enough	to	 lure	you	 in	for	a	closer	
look,	the	Web	also	has	multimedia	capabilities.	Text,	
graphics,	video	and	sound.	Users	can	read	about	
your	 product,	 see	 a	 photograph	 of 	 it	 in	 various	
colors,	and	hear	you	talk	about	it.	They	can	even	
watch	video	clips	of 	your	product	in	action.	
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	 Cyberspace	is	the	New	Age	marketing	medium	
that	 offers	more	 than	Old	World	 options.	 So	 it	
requires	new	thinking,	new	strategies,	and	a	new	
approach.	When	you	have	only	30	seconds	to	deliver	
your	message	on	TV	or	radio,	or	can	only	afford	to	
run	a	1/4-page	ad	in	the	newspaper	or	magazine,	
some	information	must	be	sacrificed.	Brochures	and	
catalogs	can	present	longer	messages,	but	these	too	
have	limitations	of 	space	and	cost.	What’s	more,	
none	of 	these	marketing	tactics	offer	your	prospect	
a	chance	to	interact	with	your	company.
	 Your	Web	site	does.	Prospective	customers	tap	
into	your	organization	and	take	the	information	they	
want,	when	they	want	it.	They	educate	themselves.	
Your	Web	site	provides	instant	delivery	of 	promo-
tional	materials	to	a	worldwide	list	of 	self-selected	
prospects	at	a	fraction	of 	the	cost	of 	a	sales	call.
	 While	your	Web	site	can	never	replace	the	face-
to-face	 benefits	 of 	 personal	 selling,	 it	 can	 serve	
as	a	supplement	to	your	sales	force,	reaching	new	
customers,	 expanding	 your	 sales	 potential,	 mak-
ing	your	company’s	products	available	around	the	
world.	Think	 of 	 the	 man-hours	 you	 can	 save	 in	
sales	training,	travel	time,	and	supervision.	Never	
sit	in	your	prospect’s	waiting	room	again.	Never	be	
caught	without	the	latest	catalog	or	price	list.	It’s	
all	on	your	Web	site.
	 Your	Web	 site	 may	 have	 multiple	 uses,	 which	
typically	fall	into	three	categories:

INFORMATION		 	 	ENTERTAINMENT		 	REVENUE

Company	Profile		 	 	 	 	Games	 	 	 	 	 	 	 	 	 	 	Gifts	&	Gear

Employment	Opportunities	 	 	Contests/Sweepstakes		 	 	 	 	Event	Sponsorships

Products		 	 	 	 	 	 	 	 	Trivia		 	 	 	 	 	 	 	 	 	 	Product	Catalog

Charitable	Works		 	 	 	 	Virtual	Tour		 	 	

Feedback

	 INFORMATION	 is	 why	 people	 come	 to	 your	
site.	ENTERTAINMENT	is	why	they	come	back.	
REVENUE	is	revenue.
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	 The	best	Web	site	is	simple	and	straightforward.	
Design	is	crucial.	Just	as	your	sales	staff 	is	the	face	
your	clients	know	of 	your	company,	your	Web	site	
has	only	one	chance	to	make	a	first	impression.	Your	
Web	site	is	the	prospect’s	electronic	visit	to	your	
company.	Think:	 IMAGE.	What	 does	 the	 place	
look	like?	Is	it	user	friendly?	Are	browsers	treated	
as	though	they	are	welcome?	Your	Web	site	requires	
the	same	care	in	copywriting,	graphic	design,	and	
attention	to	detail	as	your	best	advertising	piece,	
product	catalog,	or	trade	show	exhibit.
	 Your	home	page	 is	 the	first	page	of 	your	Web	
site,	the	first	one	a	user	will	see.	Make	it	easy	to	
view,	even	for	the	slowest	connectors.	All	you	really	
need	is	your	corporate	logo,	your	mission	statement,	
and	a	few	small	graphic	icons	that	link	the	user	to	
various	 sites.	 One	 link	 could	 send	 a	 prospective	
customer	to	your	product	catalog;	another	might	
offer	service	and	support;	still	another	might	allow	
users	to	send	email	back	to	your	company.
	 Once	 a	 user	 has	 found	 your	 catalog,	 he	 can	
download	 information	 on	 specific	 products,	 or	
purchase	right	then.	Visitors	can	request	literature,	
order	product,	 enter	your	 trivia	 contest,	or	file	 a	
complaint.	 If 	 literature	 is	 requested,	 you	 have	 a	
contact	name,	address	and	phone	number.	You	can	
add	these	to	your	mailing	list.	
	 Keep	your	whole	Web	site	friendly,	functional,	
and	fun.	Friendly,	because	it	has	to	be	easy	to	use,	
even	for	computer	novices	with	the	slowest	equip-
ment.	Functional,	so	there	is	a	clear	benefit	to	users	
when	they	get	there.	And	fun,	because	that’s	what	
the	World	Wide	Web	is	all	about.
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 Using Publicity 
to Stretch Your 

Marketing Budget

Here’s how to use publicity	 when	 you	
need	 your	 name	 in	 the	 paper	 but	 you	
don’t	want	to	pay	for	it.	

	 As	we	 saw	 in	 the	 prior	 chapter,	media	 can	 be	
expensive.	Publicity	on	the	other	hand	can	be	cost	
free.	 It	 also	 has	 another	 advantage.	 Because	 it	 is	
presented	in	the	press	as	a	story,	it	has	more	cred-
ibility	with	readers	than	paid	advertising.

Remember	the	old	Hollywood	adage:	It	doesn’t	
matter	 what	 they	 say	 about	 you	 so	 long	 as	 they	
spell	 your	 name	 right?	Well,	 that	 may	 be	 great	
for	movie	stars,	but	your	company	needs	positive	
publicity.	Here	are	a	few	hints	to	help	your	firm	
maximize	its	marketing	dollar	and	build	a	positive	
public	image.

Editors	 and	columnists	depend	upon	 industry	
to	 keep	 them	 informed	 of 	 changing	 technology	
and	the	latest	innovations.	You	can	provide	a	vital	
service	by	submitting	that	information	in	the	form	
of 	 a	 press	 release.	 Don’t	 be	 afraid	 to	 attempt	 it	
yourself,	but	try	to	make	life	easy	for	your	editor.	
Summarize	the	important	points	with	a	headline.	
Put	all	the	salient	points	(who,	what,	where,	why,	
when)	up	front,	in	the	first	paragraph.	The	less	the	
editor	has	 to	edit,	 the	greater	 the	chance	he	will	
use	your	material.	

Always	 put	 “For	 Immediate	 Release”	 or	 “For	
Release	(and	the	date	the	story	will	be	current)”	at	
the	top	of 	the	first	page.	Be	sure	to	include	your	
name	and	telephone	number	at	the	beginning	of 	
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the	release.	The	editor	may	want	to	check	certain	
details	 for	accuracy.	Or	she	may	want	 to	expand	
on	your	story.	

According	to	research,	a	story	with	a	picture	is	read	
about	eight	times	more	often	than	one	without.	So,	
send	along	a	black	and	white	photograph	(5”	x	7”	
is	best)	with	the	press	release.	Hint:	when	quoting	
a	person	mentioned	by	name,	always	 include	 the	
person’s	age.
	 Because	 the	editor	 “depends”	upon	that	news,	
it	 must	 be	 accurate.	 And	 it	 must	 not	 smack	 of 	
advertising.	Leave	out	your	company’s	advertising	
adjectives	or	endorsements.	Skip	the	superlatives;	
they	won’t	print	them	anyway	and	they	can	prejudice	
an	editor	against	you.	The	editor	knows	your	press	
release	has	been	prepared	to	benefit	your	company,	
but	it	also	must	benefit	his	readers.
	
WHAT SHOULD BE PUBLICIZED?
If 	 you	 have	 something	 of 	 interest	 happening	 at	
your	company,	send	your	 industry	trade	 journals	
a	press	release.	

The new product
Most	trade	journals	have	a	new	products/services	
section.	It	provides	 information	that	may	be	 im-
portant	to	the	readers.	If 	you	have	a	new	machine	
that	vastly	improves	the	quality	or	delivery	time	of 	
your	products,	you	actually	provide	a	vital	service	
by	 submitting	 that	 information	 to	 your	 trade	
journal	editors	so	they	in	turn	can	publish	it	for	
their	readers.
	
The grand opening
The	new	addition	or	remodeling	also	makes	for	good	
publicity.	Any	time	you	expand	quarters,	send	out	a	
press	release.	Mention	the	greater	convenience,	ad-
ditional	elbow	room,	how	it	will	benefit	the	readers	
of 	the	article,	your	potential	customers.
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The new employee
Adding	a	new	person	warrants	a	press	release.	A	new	
executive’s	first	responsibility	should	be	to	submit	
a	brief 	autobiography	and	picture	(good	items	to	
have	in	the	employee	files	anyway).	They	can	serve	
as	the	basis	for	a	press	release.	The	release	should	
include	who	she	is,	what	she	will	be	doing,	what	she	
is	expected	to	accomplish	(here’s	where	you	slip	in	
the	commercial	about	specific	areas	of 	expertise),	and	
details	about	her	education,	experience,	associations,	
and	family.	Some	publications	have	special	sections	
for	new	faces.	They	are	usually	widely	read.
	
The new customer
When	you	 sign	 a	big	new	account,	 send	 a	press	
release	(with	the	account’s	permission,	of 	course).	
Let	everyone	know.	It’s	one	more	opportunity	to	
put	your	name	before	the	public.	It	also	gives	you	
credibility	in	your	industry.	People	in	related	busi-
nesses	will	think	that	you	must	be	experts	in	that	
field,	or	else	Harry	at	XYZ	Company	wouldn’t	be	
buying	from	you.
	
When nothing else is
 happening, make news 
The	 industry	 “prediction”	 is	 always	 good.	 For	
example,	 “Joe	 Dokes,	 President	 of 	 Okey	 Doke	
Computer	Supplies,	predicts	the	fax	machine	will	
go	the	way	of 	the	dodo	bird	by	the	year	2000.	‘The	
world	will	communicate	via	email,’	said	Dokes.	‘The	
Internet	is	the	wave	of 	the	future.	It’s	faster,	cheaper,	
and	more	accurate...’	etc.	etc.”

	The	secret	of 	this	technique	is	to	make	a	state-
ment	that	is	intriguing,	maybe	even	fantastic,	but	
never	unbelievable.	You	endow	the	quoted	person	
with	instant	expertise.	He	has	made	a	publicized	
prediction;	 he	 must	 therefore	 be	 a	 revered	 seer.	
Everyone	wants	to	work	with	a	company	headed	
by	such	a	renowned	and	respected	sage.
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Another	device	you	can	use	to	break	into	the	media	
is	a	statement	about	the	condition	of 	the	economy:	
it’s	good,	but	it	could	get	worse;	it’s	bad,	but	it	will	
get	better.	Back	it	up	with	a	few	accurate	statistics	
and	the	implications	to	your	industry,	and	you	have	
yourself 	an	interesting	news	release.
	

Choosing A 
Public Relations Agency

There	 is	a	great	deal	of 	publicity	your	company	
can	generate	on	 its	own.	However,	 the	 time	may	
come	when	you	need	expert	advice.	You	may	have	
a	 problem	 at	 your	 company	 that	 needs	 delicate	
handling	in	the	press.	Or	you	may	have	a	need	for	
a	major	article	or	series	of 	articles	on	your	company	
to	bolster	your	prestige	in	the	industry.

A	publicist	or	public	relations	specialist	may	be	
necessary.	If 	so,	choose	one	small	enough	to	pay	
your	company	the	attention	it	requires.	Avoid	the	
revolving-door	agencies,	long	on	promises	but	short	
on	delivery,	where	accounts	come	and	go.	Usually,	
they	send	in	their	big	guns	to	secure	the	account,	
then	turn	you	over	to	an	itinerant	junior	looking	to	
build	his	resume,	or	worse,	a	rank	neophyte.

For	your	small	business,	your	best	bet	is	a	small	
shop	where	the	principals	will	give	you	their	expertise	
because	your	account	is	important.	Your	publicist	
should	have	well-developed	relations	with	the	press	
and	a	track	record	of 	achievement	in	your	specific	
area	of 	need.	A	good	publicist	should	know	many	
editors	on	a	first-name	basis.

One	good	way	to	choose	a	public	relations	firm	is	
to	call	a	few	local	journalists,	editors,	or	columnists.	
Tell	 them	about	 your	 company	 and	 its	publicity	
needs.	Ask	them	who	they	respect,	who	they	like	
to	work	with.

Newspapers	 and	 magazines	 receive	 hundreds,	
sometimes	 thousands	 of 	 submissions	 every	 day.	
Some	editors	have	piles	of 	submissions	several	feet	
high	awaiting	their	perusal.	And	only	35%	to	40%	
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of 	the	average	daily	newspaper	is	editorial.	The	rest	is	
advertising.	So	the	competition	for	space	is	intense.	
A	good	publicist	should	be	able	to	get	your	story	
on	top	of 	the	pile.

Remember,	publicity	gives	you	less	control	than	
advertising.	There	is	no	guarantee	when	or	even	if 	
your	article	will	run.	Your	publicist	may	work	for	
weeks,	even	months	preparing	a	piece,	and	putting	
it	before	the	proper	magazine	and	newspaper	edi-
tors.	But,	reasons	beyond	her	control	may	prevent	
your	story	from	appearing	within	the	time	frame	
you	desire.

Be	patient.	It’s	worth	the	wait.	Because	of 	its	cred-
ibility,	editorial	publicity	is	generally	considered	to	
be	worth	more	than	ten	times	the	same	amount	of 	
space	in	paid	advertising.	And	it’s	an	effective	way	
to	stretch	your	marketing	budget.
	

Be A Good Neighbor
Donate	your	product	or	service	to	a	worthy	cause.	
Neighborly?	Yes,	but	 it’s	also	good	business.	The	
charity	may	mention	your	company	in	its	literature.	
And,	with	a	little	savvy	public	relations,	you	may	
create	an	image	associating	your	firm	with	worthy	
endeavors.

A	client	of 	mine	owns	a	local	dry	cleaning	chain.	
He	faced	a	new	competitor	across	the	street	from	
one	of 	his	stores.	As	part	of 	our	marketing	efforts	
to	check	this	threat,	we	created	a	scholarship	fund	
at	the	local	high	school,	a	$500.00	good	citizenship	
award.	It	serves	as	a	reminder	to	the	community	that	
my	client	has	been	their	neighborhood	dry	cleaner	
for	 many	 years.	 It	 also	 creates	 awareness	 of 	 the	
firm	among	high	school	students,	a	prime	source	
of 	employees	for	this	service	business.

Consider	donating	products	or	services	to	your	
local	public	 television	 station.	You	gain	visibility	
among	viewers	(there	are	many	avid	TV	Auction	
watchers),	and	you	may	pick	up	new	customers	from	
those	who	sample	your	product.
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Review	 the	 charitable	 organizations	 in	 your	
community	that	attract	people	who	fit	your	target	
customer	profile.	If 	they	notice	your	firm	donating	
time	or	services,	they	may	become	your	customers.	
Best	of 	all,	you	champion	an	admirable	crusade.	

And	you	may	get	to	know	some	nice	people.	
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Introducing A New 
Product

Every company needs new products in	
order	 to	 grow.	 Both	 industrial	 customers	
and	consumers	expect	a	stream	of 	new	and	

improved	 products	 to	 suit	 their	 changing	 needs	
and	wants.	
	 Your	competitors	are	certainly	doing	their	best	to	
meet	these	expectations.	If 	you	don’t	too,	you	may	
be	left	behind.	In	a	sense,	it	becomes	increasingly	
risky	for	you	NOT	to	introduce	new	products.
	 There	 are	 three	 compelling	 reasons	 why	 your	
company	needs	new	products:

1.	Your	current	line	will	become	obsolete	(sooner	
than	you	think)

2.	Your	customers	want	to	work	with	companies	
that	use	cutting-edge	technology,	those	that	have	
the	newest	and	greatest	products	to	offer

3.	Your	competitors	are	introducing	new	products	
that	will	replace	yours

	
The Product Life Cycle

Every	product	category	has	a	life	cycle.	This	is	a	
four-stage	 process	 in	 which	 products	 are	 intro-
duced,	grow	in	acceptance,	reach	maturity	 in	the	
marketplace,	and	finally	decline	as	they	are	replaced	
by	alternatives.
	
The	Introductory Stage	is	characterized	by	slow	

growth	 and	 little	 or	 no	 profits.	There	 are	 no	
economies	of 	scale.	The	company	spends	a	great	
deal	of 	time	and	money	testing	the	product,	work-
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ing	out	any	kinks	in	manufacturing,	distribution,	
and	promotion.	

The	Growth Stage	is	characterized	by	rapid	growth	
in	sales	as	the	market	expands.	Cash	flow	increases	
and	some	economies	of 	scale	are	realized.	The	
company	begins	to	show	a	profit.

The	Maturity Stage	is	characterized	by	full	econo-
mies	of 	scale.	The	company	enjoys	peak	sales	and	
profits,	but	begins	to	attract	competition.	Some	
price	cuts	begin	and	margins	thin.

The	Decline Stage	 is	 characterized	by	 increased	
competition.	Softening	sales	and	overproduction	
cause	warehouses	to	fill	up.	Profits	decline	due	
to	further	discounting.	

	 Remember	the	fax	machine?	During	its	heyday	
in	 the	1980’s,	 the	 fax	machine	was	 a	wonder	of 	
technology.	Good	ones	sold	for	$400	to	$500.	For	
the	 first	 time,	 companies	 could	 send	 documents	
across	the	country,	around	the	world,	in	the	time	it	
takes	to	make	a	telephone	call.	Contracts	could	be	
executed	(with	a	fax	signature),	blueprints	exchanged,	
meetings	avoided.	It	was	a	technological	marvel.

The Product Life Cycle

Sales

Profit

Intro Growth Maturity Decline

Chief reason for PLC = change in technology
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	 Just	twenty	years	 later,	many	offices	don’t	even	
have	a	fax	machine	any	more.	You	can	pick	one	up	
at	discount	stores	for	under	$100	(includes	copy	
machine	 capabilities).	What	 caused	 such	 a	 rapid	
demise?	Technology!	Between	digital	scanners	and	
email,	the	fax	is	obsolete.
	

Innovate or Perish
At	the	same	time,	innovation	can	be	risky	business.	
Think	about	Ford’s	ill-fated	Edsel,	DuPont’s	Corfam	
(synthetic	leather),	or	Xerox’s	venture	into	comput-
ers.	Makers	of 	the	French	Concorde	aircraft	never	
recovered	their	investment.	
	 Statistics	indicate	more	than	10,000	new	products	
are	introduced	every	year.	A	majority	fail	in	the	first	
year;	more	than	80%	in	the	first	three.	
	 Despite	 the	risks,	 introducing	new	products	 is	
extremely	 important.	 It	 sets	 the	 pace	 for	 future	
company	growth	and	it	creates	the	impression	among	
your	customers	and	prospects	that	your	company	
is	innovative	and	creative.	
	 If 	not	introduced	properly,	however,	a	new	product	
may	break	the	back	of 	your	company’s	profit	picture.	
Even	if 	your	new	product	is	a	huge	success,	your	
competitors	may	be	quick	to	imitate	it.	
	 Rivals	copy	some	new	products	so	quickly,	that	
the	race	to	be	first	on	the	market	may	take	on	gro-
tesque	proportions.	Several	years	ago,	the	folks	at	
Alberto-Culver	got	wind	of 	a	new	shampoo	being	
tested	by	Procter	&	Gamble.	They	were	so	eager	to	
beat	P&G	to	the	market	with	their	own	version	that	
they	created	a	product	name	and	filmed	TV	com-
mercials	before	they	had	even	finished	developing	
the	product.
	 You	face	a	dilemma:	you	need	to	generate	new	
products,	yet	the	odds	against	success	are	hefty.
Introducing	a	new	product	or	service	to	your	cus-
tomers	requires	planning,	perseverance,	and	guts.	
Three	keys	to	keep	in	mind	to	help	you	improve	
your	odds	of 	success:
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Ø	The	right	product
Ø	The	right	timing
Ø	The	right	people

 The Right Product
It’s	 true	you	only	get	one	chance	 to	make	a	first	
impression.	 Don’t	 blow	 it.	 Make	 sure	 your	 new	
product	or	service	is	the	best	it	can	be	before	you	
foist	it	on	an	unsuspecting	public.	Your	customers’	
attitudes	the	first	time	they	see	or	try	your	product	
will	stay	with	them	a	long	time.
	 A	client,	who	shall	remain	nameless,	ordered	up	
some	impactful	advertisements	and	a	heavy	media	
schedule	for	a	new	cleaning	product	that	had	been	
rushed	through	the	research	and	development	process	
without	sufficient	testing.	
	 The	ads	worked.	The	product	flew	off 	the	shelves.	
And	flew	right	back	to	the	stores	a	week	later	for	
refunds.	The	product	had	separated	into	a	gooey	
mess	disgusting	to	look	at	and	totally	ineffective	as	
a	cleaner.	A	minor	adjustment	in	the	mixing	process	
solved	the	problem,	but	by	then	it	was	too	late.	Our	
credibility	was	 lost.	Customers	never	bought	 the	
product	again	even	after	we	fixed	it.	The	retailers	
were	angry,	too.	They	were	stuck	processing	all	the	
refunds.
	 Proper	research	and	testing	in	the	prototype	stage	
of 	development	will	pay	dividends	in	the	long	run.	
Three	key	steps:

1.	The	product	must	satisfy	a	consumer	need
2.	The	product	must	perform	up	to	or	in	excess	of 	

expectations	under	normal	use	and	conditions
3.	The	 product	 can	 be	 produced	 and	 sold	 at	 a	

profit

	 No	matter	how	well	 you	conceive	 and	execute	
a	marketing	strategy,	if 	your	product	isn’t	perfect,	
it’ll	die.	Introduce	a	poor	product	and,	the	better	
your	 promotion	plan,	 the	 faster	 it’s	 demise.	The	
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sooner	 your	 customers	 hear	 about	 and	 try	 your	
product,	the	sooner	they	discover	whether	it	meets	
their	needs.	If 	 it	doesn’t,	your	terrific	promotion	
plan	will	cause	your	lousy	new	product	to	fail	that	
much	sooner.	Nothing	will	destroy	a	bad	product	
faster	than	good	promotion.
	

The Right Timing
	 Timing	is	important,	too.	Any	number	of 	external	
factors	may	delay	your	introduction.	If 	your	new	
product	is	replacing	an	old	one,	you	may	wish	to	
hold	up	shipments	until	the	old	product’s	stock	is	
depleted.	It	may	make	sense	to	defer	distribution	
until	after	the	big	industry	trade	show.	Or	if 	your	
product	is	seasonal,	you	may	wish	to	hold	off 	until	
the	start	of 	the	selling	season.	
	 When	the	external	timing	is	right,	make	sure	all	
the	internal	pieces	are	in	place	before	launching	your	
new	product.	That	means	your	new	product	is	ready	
for	market	(see	The	Right	Product,	above).	It	also	
means	your	sales	people	are	ready,	your	distribu-
tion	system	is	ready,	and	your	marketing	program	
is	ready.
	 Several	years	ago,	a	client	offered	an	attractive	gym	
bag	free	with	the	purchase	of 	a	new,	but	inexpen-
sive	piece	of 	exercise	equipment.	The	bags	were	to	
contain	literature	promoting	other,	more	expensive	
equipment.	We	bought	heavy	advertising	schedules	
well	in	advance	and	ordered	lots	of 	gym	bags.	But	
by	the	start	of 	the	event,	a	SNAFU	at	the	printer	
left	us	with	no	sales	literature	for	the	first	two	weeks	
of 	the	30-day	promotion.	
	 The	attractive	offer	sold	 lots	of 	the	new,	 low-
margin	 equipment.	 Unfortunately,	 the	 company	
lost	a	bundle	on	the	bags	and	couldn’t	make	it	up	
on	sales	of 	the	higher	profit	equipment	because	of 	
the	missing	literature.	
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The Right People
Out	there	among	the	buying	public	are	people	who	
buy	 stuff 	 simply	 because	 it’s	 new.	They’re	 called	
early	adopters	and	they	are	fascinated	by	anything	
their	 friends	 and	neighbors	haven’t	heard	of 	 yet.	
They	buy	the	latest	shampoo,	the	hottest	new	car,	
the	 intriguing	 new	 gizmo	 with	 the	 cutting-edge	
techno	doodad.	
	 Smart	marketers	love	them.	These	pioneers	are	
the	first	wave	of 	consumers	for	new	products.	They	
can	tell	you	whether	your	introduction	will	generate	
enough	repeat	purchasers	to	make	it	in	this	competi-
tive	world.
	 On	the	other	side	of 	the	spectrum,	you	have	the	
late	adopters.	These	cautious	consumers	don’t	cotton	
to	strangers	and	don’t	trust	anything	they	haven’t	
heard	of.	They	won’t	try	your	new	product	simply	
because	it	IS	a	new	product.	
	 Then	 there	 are	 those	 folks	 smack	 dab	 in	 the	
middle.	They	represent	about	80%	of 	your	target	
market.	They	want	to	buy	your	product,	but	before	
they	do,	they	have	to	be	convinced	it’s	better	than	
what	they	have	now.	They	are	willing	to	listen	to	
your	sales	pitch	if 	it’s	interesting.	But	it	had	better	
be	persuasive.	It	better	tell	them	why	your	product	
is	good,	not	just	that	it	is	new.
	 Target	your	sales	pitch	to	this	80%.	Skip	the	early	
adopters;	they’ll	buy	your	product	anyhow	simply	
because	it’s	new.	And	skip	the	late	adopters,	too.	
They	may	come	around	in	time,	once	your	product	
is	established.	Aim	squarely	at	that	middle	majority.	
And	give	them	solid	reasons	to	buy	your	product.	
	 First,	tell	them	why	new	is	better.	In	your	mar-
keting	materials,	use	words	like	new,	introducing,	
hurry,	how	to,	and	announcing	(see	Chapter	Six).	
Express	enthusiasm,	a	spirit	of 	excitement	in	all	your	
marketing	efforts.	Show	your	confidence	in	the	new	
product	or	service.	Enthusiasm	is	contagious;	your	
customers	will	share	your	excitement	if 	your	reasons	
clearly	define	why	your	new	product	is	better.
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	 Then,	run	big	ads.	Lots	of 	them.	Remember,	no	
one	has	heard	of 	 your	new	product.	Coordinate	
multiple	media	efforts—radio,	newspapers,	pub-
licity,	brochures,	telemarketing,	the	works.	Plan	on	
spending	a	big	chunk	of 	your	marketing	budget	now,	
during	the	introductory	period.	Inundate	your	target	
market	with	your	message.	Subsequent	advertising	
will	be	more	effective	if 	you	have	created	sufficient	
awareness	among	your	prospects.	
	 Legally,	you	have	six	months	to	claim	your	product	
is	new.	After	that,	be	ready	with	phase	two	of 	your	
new	product	introduction.	In	this	phase,	your	mar-
keting	efforts	should	point	out	how	well	accepted	
the	product	is.	Use	testimonials	from	your	pioneer	
users,	those	early	adopters.	Show	how	others	just	like	
those	in	your	target	market	are	already	benefiting	
from	your	new	product.	Maintain	the	momentum	
of 	your	introduction	for	as	long	as	possible.
	 The	introductory	period	is	a	critical	time	in	the	
success	 of 	 your	 new	 product	 or	 service.	 If 	 your	
product	is	right,	the	timing	is	right,	and	you	market	
it	to	the	right	people,	you	greatly	reduce	your	risk	
of 	failure.
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Personal Selling
	

Sales are food. Selling	is	what	you	do	to	feed	
your	company.	To	acquire	your	food,	you	can	
either	hunt	or	you	can	farm.	One	is	far	easier,	

and	cheaper,	than	the	other.
	

Hunting vs. Farming
To	hunt	is	to	seek	new	customers,	to	acquire	them	
in	one	of 	two	ways:	selling	more	products	to	new	
customers	in	your	market,	or	finding	new	uses	for	
the	same	product	in	a	different	market.	
	 Either	way	 is	 expensive.	To	sell	more	products	
to	new	users	in	your	market,	you	can	try	to	con-
vince	non-users	(folks	that	don’t	use	your	type	of 	
product)	that	they	need	to	use	your	product.	Or	
you	can	spend	lots	of 	money	on	advertising	and	
promotion	 to	 convince	 users	 of 	 a	 competitive	
product	to	abandon	the	competitor	and	buy	your	
product	instead.	Marketers	call	this	buying	market	
share.	Prepare	to	spend	big	bucks.	Why?	Consum-
ers	have	inertia.	They	are	often	reluctant	to	change	
their	buying	patterns	unless	firmly	 convinced	of 	
the	benefits	of 	a	competing	product.	It	may	take	
unhealthy	amounts	of 	time,	money,	and	patience	
to	persuade	them	to	buy	yours.
	 Another	method	of 	hunting	new	customers	is	to	
find	new	uses	for	your	product	in	a	different	market.	
This	can	be	even	costlier.	
	 For	 example,	 suppose	 your	 company	 makes	
gooseneck	lamps	for	home	and	office.	You	notice	
that	they	also	work	well	as	a	reading	light	on	the	
piano.	A	virgin	market.	All	sorts	of 	opportunities	
for	new	sales.	But	hold	on.	You	will	need	to	create	
awareness	in	this	new	market.	After	all,	nobody’s	
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heard	of 	you.	You’ll	need	an	advertising	and	pro-
motion	program	geared	to	the	piano	market,	with	
brochures,	catalogs,	and	a	sales	staff 	to	call	on	all	
your	new	customers.
	 In	 short,	 hunting	 is	 costly.	 It	 means	 changing	
people’s	daily	habits	and	customs.	
	 You	do,	however,	have	another	option:	reinforce	
existing	ones.	It’s	called	farming.	To	farm	is	to	grow	
more	 sales	 from	 your	 existing	 customers.	 Much	
easier.	Much	cheaper.	Statistics	show	that	the	cost	
of 	selling	to	new	customers	is	more	than	12	times	
as	expensive	as	selling	to	current	customers.	Think	
about	it.	Twelve	times	more	expensive.
	 When	you	farm,	you	don’t	need	to	create	awareness	
and	credibility	with	your	customers.	They	already	
know	you	and	trust	you.	Cultivate	them.	Sell	more	
of 	your	products	or	services	to	them.
There	are	many	different	 types	of 	 farming.	One	
very	common	one	 I	 call	 rotation	 farming,	where	
the	customer	comes	back	periodically	for	regularly	
scheduled	appointments.
	 For	 instance,	 a	woman	who	owns	 a	hair	 salon	
has	 many	 customers	 who	 stop	 in	 only	 when	 it’s	
convenient.	What	happens	when	they	find	her	shop	
busy	and	can’t	be	fit	into	her	schedule?	If 	it	happens	
too	often,	they	begin	going	elsewhere.	I	suggested	
she	 review	her	 appointment	 book	 and	 call	 every	
customer	 about	 four	 or	 five	 weeks	 after	 the	 last	
appointment	to	schedule	a	new	one.	She	did,	and	
business	increased	over	20%.
	 The	same	works	for	any	business.	If 	you	operate	
a	garage,	schedule	periodic	oil	changes	with	your	
regular	customers.	They’ll	appreciate	the	reminder,	
and	your	business	will	increase.
	 Florists	 can	 use	 rotation	 farming.	 One	 client	
contacted	his	best	customers	and	asked	them	for	
their	wedding	anniversaries	and	spouse’s	birthday.	
He	keeps	the	dates	on	file	in	his	database	and	reviews	
them	periodically.	Then,	shortly	before	each	date,	
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he	calls	them	and	suggests	a	floral	arrangement	for	
the	occasion.
	 Here	are	a	few	other	farming	ideas	to	help	increase	
your	yield.
	
Suggestive Selling
Ever	notice	when	you	go	into	a	fast	food	restaurant,	
they	always	ask	if 	you	want	fries	with	your	order?	
Likewise,	when	you	buy	shoes,	the	sales	person	asks	
if 	you	would	also	like	polish,	or	shoe	trees?	That’s	
suggestive	selling.	It’s	the	easiest	way	to	build	sales.	
Your	customer	is	already	in	a	buying	mood.	You	are	
simply	suggesting	she	spend	a	little	extra	to	enhance	
the	quality	of 	her	purchase.	
	 Suggestive	selling	aims	to	trigger	an	additional	
purchase.	In	other	words,	if 	you	have	already	sold	
‘em	one	thing,	they	trust	you	enough	to	buy	from	
you	already,	so	sell	‘em	something	else	at	the	same	
time,	while	they	are	in	the	buying	mood.

Make	suggestive	selling	an	integral	part	of 	your	
sales	philosophy.	Reward	your	sales	force	for	add-on	
sales.	Offer	bonus	commissions	or	prizes	for	reach-
ing	accessory	sales	goals.	Try	mixing	and	matching	
products	in	your	catalog.	Show	how	different	parts	
work	together:	the	shoes	and	hat	that	go	with	the	
dress,	the	drill	bits	that	work	best	in	the	new	press,	
or	the	special	oil	that	makes	that	drill	press	operate	
more	efficiently.

Your	customers	are	happy	to	have	received	this	
extra	advice.	They	now	know	what	makes	the	item	
they	have	just	bought	work	best.	You’re	happy	be-
cause	you	have	maximized	your	sales	with	the	least	
amount	of 	cost.

Sell accessories 
If 	you	sell	her	a	desk,	suggest	a	matching	chair	or	
lamp.	If 	he	buys	your	accounting	services,	suggest	
financial	 planning	 options	 as	 well.	 If 	 they	 want	
a	microwave,	sell	them	a	cookbook	and	a	service	
warranty,	too.



128  Naked Marketing

	 A	company	I	once	owned	manufactured	uniforms	
for	schools	of 	nursing.	It	was	a	tough	business,	with	
cheap	 offshore	 competitors	 and	 minimal	 profit	
margins.	Where	we	made	our	biggest	 return	was	
selling	those	same	students	sweaters,	stethoscopes,	
sphygmomanometers	 (blood	 pressure	 kits),	 and	
watches	with	glow-in-the-dark	numerals	and	sweep	
second	hands.	We	paid	the	bills	with	uniforms,	but	
we	made	our	profit	from	accessories.
	
Trade up
Last	year,	Larry	bought	a	standard	doodad	from	you.	
This	year,	sell	him	the	deluxe	model.	Once	Larry	
becomes	acquainted	with	your	product	or	service,	
it’s	easier	to	sell	him	on	the	benefits	of 	the	same	
product	with	expanded	capabilities,	a	few	more	bells,	
a	couple	of 	whistles,	and	a	maintenance	agreement.	
Every	year,	your	industry	changes,	innovations	occur,	
equipment	becomes	outdated.	Keep	your	current	
customers	informed	of 	your	company’s	marvelous	
new	innovations	they	shouldn’t	be	without.	Then,	
trade	them	up	next	year.

Incentive selling
It	works.	Free	gifts,	premiums,	and	discounts	all	
serve	 as	 effective	 means	 of 	 building	 more	 sales	
from	your	existing	customer	base.	Try	offering	a	
free	gift	with	any	purchase	over	 a	given	amount.	
Large	 retailers	 of 	 electronics	 and	 appliances	 use	
this	method	effectively.	Imagine,	some	huckster	in	
a	loud	plaid	jacket	is	screaming	“Get	a	bike,	get	a	
bike,	get	 a	bike!	That’s	 right!”	 (Hucksters	 always	
scream	in	exclamation	points!)	“Come	on	down	to	
Ajax	Appliances	 and	get	 a	 free	 ten-speed	bicycle	
with	any	major	appliance!”	It’s	amazing	how	many	
of 	 those	 no-name	 brand	 bikes	 you	 see	 pedaling	
along	on	a	Sunday	afternoon.
	 Distinctive	Coca-Cola	glasses	never	fail	to	attract	
buyers	at	fast	food	restaurants.	Paying	an	extra	fifty	
cents	(cost	to	restaurant,	about	21	cents	each)	for	a	
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collector	glass	you	can	take	home	seems	a	real	bargain.	
Think	about	how	your	business	could	package	its	
product	with	a	sure	winner	to	increase	your	sales.

Special discounts 
Offer	special	discounts	for	larger	purchases.	I	once	
saw	a	farmer	selling	eggs	by	the	side	of 	the	road.	
Her	sign	said,	 “10%	off 	any	purchase	of 	13	or	
more.”	After	inquiring,	I	discovered	she	only	sold	
her	eggs	by	the	dozen.	The	promotion	was	a	sham,	
but	I	bought	two	dozen	anyway	just	because	I	liked	
her	sense	of 	humor,	and	her	marketing	moxie.
	
Complete systems
This	is	the	age	of 	convenience.	People	want	an	easy	
“turnkey”	operation	because	of 	its	convenience.	If 	
your	customer	wants	to	build	a	new	plant,	he	can	
make	all	the	separate	decisions	himself,	hire	archi-
tects,	engineers,	contractors,	legal	staff,	and	so	on.	
Or	he	can	call	you	because	you	offer	all	these	services	
in	one	complete	package.	Even	if 	it’s	beyond	your	
expertise,	farm	out	the	related	services,	but	offer	
the	complete	package.
	 GE	Medical	Systems,	for	instance,	sells	not	just	a	
piece	of 	high-tech	health	care	hardware,	but	a	whole	
set	of 	accompanying	services,	including	instruction,	
canned	software	programs,	custom	programming	
services,	 financing,	 delivery	 arrangements,	 and	
maintenance	and	repair	programs.	
Savvy	 companies	 recognize	 that	 this	 holistic	 ap-
proach	is	a	great	way	to	grow	more	business.

The last word
To	hunt,	or	 to	 farm.	Your	 company	needs	both.	
Hunting	replaces	those	customers	who	decide	to	
change	suppliers,	go	out	of 	business,	or	simply	move	
away.	So	you	will	always	need	to	hunt.	But	farming	
is	still	easier,	cheaper,	and	more	effective	for	growing	
your	sales	and	profitability.	
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	 Whether	 hunting	 or	 farming,	 it’s	 up	 to	 your	
people	to	make	your	sales	quotas.	Your	employees	
answer	the	telephone	and	take	a	customer’s	order.	
They	venture	out	to	call	on	customers.	Or	they	take	
the	cash	at	the	cash	register.	
	

That All-Important 
Sales Force

How	do	you	maximize	the	effectiveness	of 	your	sales	
staff ?	How	do	you	get	them	passionate	about	your	
products?	What	great	elixir	can	you	feed	them	to	
get	them	to	charge	out	on	cold	mornings	and	break	
their	backs	for	you?	The	obvious	answer	of 	course	
is	money.	It	seems	to	be	what	motivates	most	of 	
them	to	sell,	and	to	excel.	
	 But	your	sales	staff 	also	needs	love.	They	spend	
their	days	 amid	 rejection	and	complaints,	 court-
ing	 the	 favor	 of 	 petulant	 purchasing	 agents	 and	
belligerent	buyers.	They	are	often	away	 from	the	
comforts	of 	house	and	laundry	for	long	periods	of 	
time.	Along	with	the	commission	check,	they	need	
the	 ego	 gratification	 of 	 corporate	 recognition,	 a	
symbolic	pat	on	the	back	for	a	job	well	done.	And	
that	recognition	should	be	visible	to	their	peers.
	 A	 sales	 meeting	 is	 an	 opportunity	 to	 publicly	
acknowledge	your	sales	people’s	importance.	They	
need	to	know	that,	while	 they’re	out	there	doing	
battle	with	the	hostiles,	somebody	back	home	really	
does	care	about	what	they	think,	feel,	and	need.	Sales	
meetings	furnish	the	sales	people	with	a	feeling	of 	
belonging,	of 	being	a	part	of 	the	team.	And	the	
fact	is,	they’re	good	business.
	 Once	a	year,	plan	a	big	bash	(banquet,	golf 	out-
ing,	or	field	trip	to	a	supplier,	for	example)	with	
awards	and	some	form	of 	entertainment.	If 	you	have	
lots	of 	extra	money	floating	around	(which	most	
small	 company’s	 don’t),	 hold	 your	 sales	 meeting	
in	some	exotic	locale.	Spend	a	week	at	a	tropical	
resort.	Or	charter	a	boat.	But	for	a	small	company	
on	a	budget,	the	two	most	practical	ways	of 	hold-
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ing	a	sales	meeting	are	to	bring	everybody	to	your	
company’s	hometown,	or	meet	at	the	annual	trade	
convention.
	 The	sales	meeting	at	your	company	has	several	
advantages:	your	home	staff 	gets	a	chance	to	meet	
and	greet	the	folks	in	the	field.	And	the	folks	in	the	
field	get	a	chance	to	tour	the	factory,
see	 the	 products	 being	 assembled,	 talk	 to	 the	
production	department	about	delivery	 schedules,	
review	office	procedures,	and	build	coalitions	with	
the	 various	 department	 heads	 one-on-one.	 Sales	
people	in	the	field	tend	to	think	only	of 	their	cus-
tomers	and	their	commissions.	But	given	a	clearer	
understanding	 of 	 the	 headquarters	 systems	 and	
challenges,	 they	develop	an	 appreciation	 for	why	
orders	 cannot	 always	 be	 shipped	 when	 and	 how	
they	want	them.
	 Meeting	at	the	annual	trade	show	saves	money.	
Most	sales	people	have	to	attend	the	show	anyway,	
so	why	not	get	them	all	together	there	for	your	own	
annual	meeting?	Trade	shows	offer	opportunities	
for	guest	speakers,	industry	experts	already	in	at-
tendance	that	could	add	insight	to	your	meeting.	
Consider	inviting	one	or	two	suppliers	or	industry	
gurus	to	address	your	sales	staff.	While	most	will	be	
happy	to	oblige	without	compensation,	be	sure	to	
reward	them	for	their	time	with	a	token	gift,	nicely	
packaged.
	 Speaking	of 	gifts,	it’s	also	a	good	idea	to	leave	some	
with	your	sales	force.	Some	token	of 	appreciation,	
even	a	T-shirt	or	corporate	coffee	mug,	reminds	them	
that	they’re	loved.	However,	these	tokens	are	not	a	
substitute	for	annual	or	quarterly	sales	awards.	These	
should	be	significant	items,	earnest	expressions	of 	
corporate	appreciation	for	a	job	well	done.
	 Every	sales	meeting	should	have	a	planned	agenda.	
Start	the	meeting	with	a	brief 	(that’s	BRIEF)	speech	
by	the	president	(“Hi	glad	to	see	you	all	here	we’ve	
had	 a	 great	 year	 and	 let’s	 all	 look	 forward	 to	 a	
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great	future	now	here’s	Joe.”)	followed	by	the	sales	
manager.	
	 The	sales	manager	is	like	the	coach	of 	a	football	
or	basketball	team.	Part	teacher,	part	cheerleader,	
part	 confessor.	 Mostly	 motivator.	 His	 speech	
should	 be	 upbeat,	 inspiring,	 action-packed	 and	
full	 of 	 promise	 for	 a	 bright	 future.	 However,	 if 	
the	past	year	has	indeed	been	a	poor	one,	face	up	
to	it	honestly,	explain	how	the	problems	are	being	
addressed,	and	that	you	can	all	look	forward	to	a	
bright,	action-packed	future	full	of 	promise.
	 Pace,	pace,	pace.	Don’t	give	anyone	time	to	develop	
that	glassy-eyed	stare	so	common	among	aggressive	
type-A	sales	people	bored	with	a	program.	Keep	the	
meeting	moving.
	 Agenda	topics	should	include	new	products	or	
services	now	being	offered	by	the	company,	pro-
duction	problems	and	delivery	schedules,	and	new	
advertising	or	other	sales	support.	Allow	time	for	
“new	business”.	Let	your	sales	people	tell	you	what	
their	customers	are	asking	for.	After	all,	they’re	the	
ones	who	see	them	every	day.
	 Your	sales	staff 	can	be	a	tremendous	source	of 	
ideas	for	new	products	and	services,	suggesting	better	
ways	to	serve	your	clients.	And	better	ways	for	them	
to	fill	their	sales	quotas.	A	sharp	sales	woman	at	a	
client	of 	mine	noticed	that	the	three-ring	binders	she	
was	selling	to	office	supply	centers	were	also	being	
bought	by	a	local	photo	studio.	She	investigated	and	
discovered	the	photo	studio	was	selling	the	binders	
as	photo	albums.	We	promptly	dummied	up	some	
literature	aimed	at	the	photo	supply	business	and	
suddenly,	a	whole	new	market	was	born.
	 Invite	 outside	 speakers	 to	 your	 meeting.	Your	
product	manager,	a	vendor,	a	money	manager,	or	
even	an	English	teacher	to	help	polish	sales	letters	
and	presentations.	Your	sales	people	can	benefit	from	
their	expertise.	And	it	shows	that	you	acknowledge	
your	staffs’	importance.	Most	importantly,	it	tells	
them	somebody	back	home	really	does	care	about	
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what	they	think,	feel,	and	need.	It	tells	them	they’re	
loved.
	 Sometimes,	it’s	not	always	possible	to	call	on	every	
customer	 personally.	 Some	 hunting	 and	 farming	
may	need	to	be	conducted	by	mail,	or	fax,	or	via	
email	over	the	World	Wide	Web.	If 	so,	you	need	to	
communicate	your	selling	proposition	with	impact,	
so	your	prospect	doesn’t	toss	out	your	letter	with	
all	the	other	junk	mail	he	receives.
	

Sales Letters with Impact
Suppose	for	a	moment	you’re	sitting	at	your	desk	
and	in	walks	a	man	you’ve	never	seen	before.	He	tips	
his	hat,	greets	you	with	a	proper	“Good	morning,”	
and	says,	 “Valued	customer,	I	wish	to	convey	my	
company’s	deepest	gratitude	for	the	loyalty	bestowed	
on	us	over	the	years	and	which	we	hope	you	will	
continue	to	show	us	in	the	future.”	You’d	probably	
check	your	outer	office	to	see	if 	the	little	men	in	
the	white	coats	had	accidentally	misplaced	this	nut.	
Then,	you’d	simply	toss	him	out	the	door.	
	 Same	with	a	sales	letter	that	uses	such	archaic	lingo.	
Yet,	for	some	odd	reason,	people	think	this	stilted	
language	adds	dignity	and	prestige	to	an	otherwise	
crass	sales	pitch.	Maybe	it	did	30	years	ago.	But	not	
today.	Today,	it	conjures	up	images	of 	clerks	with	
green	eye	shades	and	sleeve	garters.	Probably	not	
the	image	your	firm	wishes	to	present.
	 If 	you	have	something	to	say—and	you	do	or	
you	 wouldn’t	 have	 written	 the	 letter	 in	 the	 first	
place—say	it	straight	out,	simply	and	to	the	point.	
Skip	the	rhetorical	sludge.	
	 Most	business	letters	are	written	for	one	of 	three	
reasons:	to	request	information,	to	provide	informa-
tion,	or	to	sell.	The	first	two	are	easy.	“Please	forward	
information	regarding	your	new	line	of 	gimcracks...”	
or	“This	responds	to	your	request	regarding	case	
discounts	on	gewgaws...”.	
	 But	a	sales	 letter	doesn’t	have	to	be	difficult	 if 	
you	follow	a	few	simple	guidelines.	Over	the	years	
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of 	writing	 sales	 letters,	 and	 teaching	others	how	
to	write	them,	I	have	evolved	a	four-step	process	
(and	a	corollary)	that,	if 	followed,	can	make	writing	
sales	letters	easier	for	you	and	profitable	for	your	
company.
	
Step #1: Grab their attention
Just	 as	 the	headline	of 	 an	 ad	 should	pull	 in	 the	
reader,	so	should	the	opening	of 	your	sales	letter.	
It	may	be	a	catchy	first	line,	an	enclosure,	a	striking	
layout	or	even	an	attractive	envelope.	This	doesn’t	
mean	you	have	to	spend	a	lot	of 	money.	You	simply	
need	 a	 little,	 good	 old-fashioned	 ingenuity.	Try	
these	ideas:	

w	Have	your	printer	crop	one	corner	of 	your	letter.	
Then	open	with:	“If 	you	find	our	competition	
is	 cutting	 corners	on	 service,	 try	our	five-year	
service	warranty	on	 all	 parts	 and	 labor...”.	Or	
“Trying	to	cut	corners	to	make	ends	meet?	Why	
not	call	us	for	a	loan...”
w	Try	a	handwritten	letter.	Have	your	printer	use	

blue	ink	on	yellow	blue-lined	paper.	(Be	sure	to	
use	someone	in	your	office	with	legible	handwrit-
ing	if 	yours,	like	mine,	resembles	the	footprints	
of 	a	gaggle	of 	drunken	pigeons	wandering	along	
the	page.)	Your	message	will	stand	out	from	the	
hundreds	of 	neatly	typed	letters	received	daily.	
If 	you	write	it	in	a	casual	tone,	you	convey	an	
intimacy	sure	to	be	an	attention	grabber.
w	Juggle	the	flow.	To	make	a	particular	point,	indent	

a	few	lines.	Make	one	paragraph	flush	left,	the	
next	flush	right.	Use	bullets	to	make	a	series	of 	
points.	Keep	the	reader’s	eye	moving.
w	Begin	with	a	story,	or	a	problem	you	need	help	

solving.	 Like	 this:	 “Help!	We’re	 drowning	 in	
excess	inventory	and	need	to	make	room	for	next	
year’s	models...”	
w	Use	humor.	Here’s	one	of 	my	favorites:
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	 	 Help!	 Please	 save	 my	 home	 life	 by	
reading	the	enclosed	catalog.	
	 	 My	 husband	 has	 been	 slaving	 over	
it	night	and	day,	working	like	a	dog	and	
treating	me	like	one	in	the	process.	If 	it’s	
not	a	smashing	success,	can	you	imagine	
what	it	will	be	like	to	live	with	him?	
	 	 So	won’t	you	please	read	Joe’s	catalog?	
It	contains	all	sorts	of 	new	products	de-
signed	to	make	your	life	easier	(and	mine,	
too).		
	 	 Sincerely,	
	 	 Judy	Dokes	(Joe’s	wife).

	 Notice	the	catchy	opening	line.	The	reader	im-
mediately	wonders	how	reading	a	catalog	can	save	
someone’s	home	life.	The	number	of 	personal	
notes	to	Judy	that	show	up	with	your	orders	will	
attest	to	the	effectiveness	of 	this	approach.
w	 Gadgets	 grab	 attention.	 Paste	 a	 little	 plastic	

computer	on	the	page	to	announce	your	new	web	
site.	Or	enclose	a	key	(who	can	ever	throw	one	
of 	those	away?)	that	your	prospect	must	bring	
to	your	business	to	see	if 	it	opens	a	special	box	
to	win	a	prize.	By	the	way,	it’s	a	great	way	to	get	
customers	to	show	up	at	your	trade	show	booth,	
too.	Contact	your	local	sales	promotion	and	pre-
mium	merchandising	specialists	and	get	on	their	
mailing	lists.	Their	catalogs	are	likely	to	generate	
all	sorts	of 	attention-grabbing	ideas.

	
Step #2: Get to the point
Tell	‘em	what	they	need	to	know	and	tell	‘em	fast.	
They	may	not	read	all	the	way	down	to	paragraph	
seven	to	find	out	they	can	save	hundreds	of 	dol-
lars	by	ordering	before	the	end	of 	the	month.	Put	
the	primary	benefit,	the	main	reason	they	should	
buy	from	you,	and	buy	from	you	now,	in	that	first	
paragraph.	You	 may	 not	 get	 another	 chance	 to	
hook	‘em.
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	 One	of 	my	favorite	ploys	for	improving	any	sales	
letter	is	to	cut	off 	that	first	chit-chatty	paragraph.	
Try	it	and	see	if 	it	doesn’t	improve	your	next	sales	
letter.	Another	trick:	move	the	 last	paragraph	up	
front.	The	summary	paragraph	is	often	the	best.	Nail	
it	on	top,	where	your	reader	won’t	miss	it.
	 (One	caveat:	If 	you’re	selling	internationally,	pay	
heed	to	the	business	customs	of 	your	buyers’	home	
country.	 It’s	 considered	 boorish	 in	 international	
circles	to	plunge	into	crass	commercial	discussions	
immediately.	 So,	 if 	 you’re	 selling	 internationally,	
use	 that	first	paragraph	as	a	 lead-in,	but	make	 it	
provocative	enough	to	get	your	reader	to	read	the	
next	paragraph,	where	you’re	back	 to	being	crass	
and	commercial.)

Step #3: The rationale
Give	your	customers	a	reason	to	buy.	Better	yet,	give	
two	or	three.	This	is	your	sales	pitch,	the	one	you’d	
make	if 	you	were	standing	on	the	other	side	of 	his	
or	her	desk.	Use	lots	of 	facts.	The	more	facts	you	
tell,	the	more	you	sell.
	 Use	a	list.	They’re	easy	to	read	and	add	eye	appeal.	
For	example:	
	 	 Our	new	gizmos
	 —save	you	money;
	 —last	longer;
	 —are	incredibly	convenient;
	 —make	life	easier	for	Judy	and	me	(see	above).
	 Use	testimonials,	the	next	best	thing	to	word-of-
mouth	advertising.	Your	customers	will	find	it	easier	
to	believe	 the	endorsement	of 	a	 fellow	customer	
over	the	puffery	of 	the	letter	writer.	
	
Step #�: Tell ‘em where & when 
to buy
If 	your	prospect	puts	down	your	letter	before	order-
ing,	you’re	through.	You	must	get	him	to	act	now!
	 Give	 a	 cut-off 	 date,	 or	 some	 imposed	 limita-
tion	to	force	him	to	act	now.	If 	he	feels	he	might	
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miss	out	on	a	great	opportunity,	he’s	more	likely	
to	respond.	“Order	now,	because	this	is	a	limited	
offer	good	only	until...”	works	surprisingly	well,	if 	
the	reason	for	the	cut-off 	 is	compelling,	or	even	
humorous.	For	instance,	 “My	mom	wants	to	use	
the	warehouse	for	her	next	Mah	Jong	Club	meeting,	
so	we	need	to	clear	everything	out	by	next	week!”	
That	kind	of 	personal	 touch	often	works	better	
than,	“Offer	good	through	August	15th”	(when	we	
plan	on	having	an	even	bigger	sale?).

Corollary: 
Always use a postscript
Research	shows	that	the	familiar	“P.S.”	at	the	end	
of 	a	letter	is	read	about	three	times	as	frequently	as	
the	body	copy.	So	use	the	post	script	to	make	your	
point	one	more	time.	

A few more tips: 
w	 Skip	 the	 fancy	 colors	 unless	 you	 have	 a	 very	

imaginative	 idea	 or	 other	 compelling	 reason.	
Paper	stock	and	ink	colors	add	to	the	cost	of 	a	
sales	letter	and	generally	don’t	contribute	much.	
Spend	less	on	creative	production	and	more	on	
creative	thinking.
w	Skip	 the	salutation	unless	you	can	personalize	

each	 letter	 using	 modern	 computer	 database	
techniques.	Nothing	turns	off 	a	prospective	cus-
tomer	quicker	than	“Dear	sir;”	(especially	if 	the	
reader	is	a	woman),	or	“Dear	valued	customer.”	
How	valuable	will	 they	 feel	 if 	 you	don’t	 even	
know	their	name?	
w	Lighten	up.	Everyone	enjoys	a	good	laugh,	and	

humor	sells.	But	keep	it	clean.	Don’t	risk	being	
offensive.
w	Home	readers	need	more	persuasion	than	office	

readers.	The	purchasing	agent	who	will	sign	an	or-
der	in	a	heartbeat	for	thousands	of 	his	company’s	
dollars	will	agonize	for	days	at	his	home	over	a	
$150	lawn	mower.	Brevity	to	the	office,	where	
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the	pace	is	frenetic	and	the	workload	onerous.	
Long	copy,	with	plenty	of 	facts,	to	the	home,	
where	the	tempo	is	more	relaxed.

P.S.	Follow	these	simple	steps	to	make	your	sales	
letters	 more	 compelling,	 readable,	 and	 useful	
for	your	customers.	Most	importantly,	they	will	
generate	more	sales	for	your	company.

	
Mailing Lists

Now	you	have	a	forceful,	compelling	sales	 letter.	
Who	do	you	send	it	to?	From	the	day	you	open	
your	business,	begin	compiling	a	list	of 	your	custom-
ers.	No	matter	whether	you	are	in	heavy	industrial	
equipment,	or	retail	sales,	make	a	list.

Have	 a	 sign-up	 book	 in	 your	 store.	 Ask	 your	
sales	people	for	names	of 	customers.	Glean	names	
from	trade	publications.	Add	potential	customers	
by	recording	all	the	business	cards	you	pick	up	at	
trade	shows	and	conventions.

Guard	that	list	like	the	gold	it	represents.	Keep	it	
up-to-date.	Then,	use	it.	Keep	your	name	in	front	
of 	your	customers	and	prospects	on	a	regular	basis.	
Use	any	excuse:	a	special	sales	event,	holiday	greeting,	
or	my	personal	favorite,	the	newsletter.	Eventually,	
excuses	won’t	be	necessary.	Mailings	will	be	a	natural	
part	of 	your	business	routine.	
	
Make Money From 
Your Mailing List
You	may	even	be	able	to	turn	your	mailing	list	into	
cash.	If 	you	have	a	large	enough	list,	with	specific	
names	and	current	addresses,	you	may	be	able	to	
rent	 it	 to	others.	But	be	 careful	with	 this.	 Some	
people	don’t	 like	having	their	name	tossed	about	
like	so	much	chaff 	in	the	wind.

On	the	other	hand,	it	can	also	benefit	your	list	
members.	Our	company	had	the	names,	addresses,	
telephone	numbers	 (even	 the	height	and	weight)	
of 	 scores	 of 	men	 and	women	 attending	 nursing	
school	throughout	the	country.	This	was	a	list	of 	
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soon-to-be	 upwardly-mobile,	 home-establishing	
medical	professionals.	
	 We	 contacted	 list	 brokers	 to	 see	 if 	 they	 had	
customers	 for	our	 list.	Boy	did	 they	 ever.	Credit	
card	companies,	insurance	brokers,	car	rental	firms,	
furniture	rental	firms,	you	name	it.	Lots	of 	com-
panies	wanted	to	sell	to	them.	We	made	about	ten	
cents	per	name	and	the	broker	made	a	percentage	
when	he	sold	the	list.	
	 Even	though	we	only	had	a	few	thousand	names,	
the	same	lists	were	sold	over	and	over	again.	Great	
effort	was	made	to	keep	this	list	current	because	
it	represented	a	valuable	asset	to	our	firm.	Though	
we	were	in	the	business	of 	manufacturing	uniforms,	
we	made	a	tidy	profit	selling	the	names	of 	our	cus-
tomers	to	others.	And	the	list	members	benefited	
by	being	made	aware	of 	products	they	would	need	
after	graduation.

Mailing	lists	might	just	create	a	whole	new	profit	
center	for	your	company,	too.
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Retailing
	

For many of  us, retailing was our first job.	
Whether	hawking	 sandwiches	 at	 the	 local	
fast-food	restaurant,	or	selling	shoes	at	the	

mall	store,	retailing	is	the	lifeblood	of 	commerce.	
Twenty	percent	of 	all	workers	are	employed	in	over	
1.2	million	retail	establishments	in	the	U.S.	
	 Retailers’	life	cycle	is	similar	to	the	Product	Life	
Cycle	(see	Chapter	Twelve).	Most	retail	establish-
ments	enter	the	market	as	discounters	in	an	effort	to	
buy	market	share.	Over	time,	their	expenses	mount	
as	consumers	demand	more	quality	and	more	service.	
They	add	outlets	and	administrative	workers.	Soon,	
their	prices	have	risen	and	the	next	discount	store	
to	open	begins	to	erode	their	market	share.	
	 The	retail	equation	is	simple.	By	definition,	your	
total	revenue	will	be	the	result	of 	the	total	number	
of 	customers	who	visit	your	store	times	the	average	
amount	each	one	spends.

Visits	x	Average	Check	=	Total	Sales
	

Boost	either	Average Check	or	the	Number of  
Visits,	 you	 increase	your	 sales.	Let’s	 look	first	at	
Average Check.	How	do	we	get	customers	to	spend	
more	when	they	are	in	the	store?
	 Think	 of 	 your	 store	 as	 a	 battleground.	 Every	
inch	of 	floor,	wall	and	counter	space	is	contested	
savagely	by	hundreds	of 	manufacturers,	wholesalers,	
and	distributors.	This	is	the	final	proving	ground.	
Will	your	customer	buy	your	products?	Or	will	she	
walk	away?
	 If 	you’re	a	retail	 store	operator,	 it’s	up	to	you.	
How	effectively	you	display	your	wares	may	be	the	
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difference	between	winning	and	losing	the	battle	
for	your	bottom	line.	
	

Impulse Purchasing
Customers	buy	on	impulse.	Think	about	the	last	time	
you	went	shopping	to	“buy	something	for	dinner.”	
If 	you’re	like	me,	you	probably	left	the	store	with	
four	bags	of 	groceries.	Watch	a	guy	in	a	Big	Box	
hardware	store	sometime.	See	how	much	is	impulse	
purchase,	how	much	is	planned?
	 The	 Point-of-Purchase	 Advertising	 Institute	
claims	that	two-thirds	of 	all	buying	decisions	are	
made	right	in	the	place	of 	business.	Even	if 	that	
figure	seems	a	little	lofty,	retailers	should	take	the	
use	of 	 in-store	 signs	 and	displays	 very	 seriously.	
Here	are	a	few	helpful	tips	on	maximizing	sales	at	
your	store.
	
Signs serve	 as	 silent	 sales	 people.	They	 never	
complain	about	being	overworked,	and	they	don’t	
get	paid	a	commission	either.	They	give	product	
information,	demonstrate	features,	reinforce	your	
advertising	 campaign,	 announce	 discounts,	 and	
actually	generate	sales	all	by	themselves.	
	 Use	persuasive	language	on	your	signs.	Studies	
show	that	key	words	draw	customers:	YOU, EASY, 
SAVE, NEW, ANNOUNCING, GUARANTEED, 
FREE, NOW, SALE.	Not	 terribly	 innovative,	but	
they	work.	A	huge	banner	proclaiming	SALE!	or	
FREE	GIFT!	or	SAVE	40%!	will	convince	shoppers	
that	they	should	buy	from	you	right	now.

Crucial	to	success:	keep	it	simple.	Use	clear	let-
tering,	no	fancy	script.	Short	phrases.	No	commas	
or	periods.	Exclamation	points	are	good!	(But	not	
too	many!!!)
	
Advertising Tie-Ins mean	that	in-store	signs	
and	displays	should	tie	in	as	directly	as	possible	with	
your	advertising,	or	your	customers	may	become	
confused.	Your	ads	 leave	a	subliminal	 impression	
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on	your	customers.	Signs	are	useful	to	awaken	the	
memory	of 	 those	ads	and	help	 lead	to	a	sale.	 If 	
your	 signs	 and	displays	 are	 consistent	with	 your	
overall	creative	strategy,	your	customers’	willingness	
to	buy	will	increase.
	 One	sure	way	to	maintain	consistency	with	your	
advertising	is	to	blow	up	your	ad	into	a	five-foot-
high	poster,	mount	it	and	display	it	in	your	window.	
Display	smaller	versions	throughout	your	store.	It’s	
a	smart	way	to	ensure	that	your	interior	signs	and	
displays	tie	in	with	your	advertising.	Simple,	effec-
tive,	and	inexpensive.	A	winning	combination.	
	
Cross Merchandising means	grouping	simi-
lar	items	together.	In	a	hardware	store,	the	plumbing	
fittings	should	not	be	mixed	in	with	the	electrical	
items	or	the	paint	supplies.	If 	yours	is	a	hobby	store,	
all	the	model	trains	and	accessories	should	be	in	
one	area	of 	the	store,	all	the	radio	controlled	cars	
in	another.	If 	a	person	comes	in	to	buy	a	railroad	
engine	and	sees	 several	new	city	 scenery	displays	
(with	a	sign	saying:	“NEW!	ON	SALE!	30%	OFF!”),	
you	may	pick	up	additional	sales.
	 Sometimes	a	manufacturer	may	offer	elaborate	
displays	for	use	in	your	store.	When	laying	in	new	
stock,	 ask	 the	manufacturer	 if 	point-of-purchase	
materials	are	available.	Most	are	happy	to	comply.	
They	 may	 be	 able	 to	 provide	 you	 with	 banners,	
brochures,	counter	cards,	display	racks,	signs,	post-
ers,	and	more.	All	you	have	to	do	is	ask.	
	
Vertical Displays, Not Horizontal
Too	often	retailers	will	place	a	whole	line	of 	products	
horizontally	(in	rows)	across	a	display	case,	hop-
ing	to	impress	shoppers	with	their	variety	of 	styles	
and	sizes	of 	one	particular	item.	Bad	idea.	Always	
display	vertically.	Line	up	similar	items	top	to	bot-
tom.	Shoppers’	eyes	will	typically	scan	shelves	left	
to	right	at	eye	level	and	see	your	vast	assortment	of 	
items	(all	grouped	together,	of 	course,	with	similar	
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types—see	 “Cross	 Merchandising,”	 above).	You	
increase	your	chances	of 	snagging	their	eyes	(and	
their	wallets)	tenfold.	
	
Let Them Touch We	humans	judge	the	world	
using	 five	 senses.	While	 sight	 is	 the	 most	 used,	
touch	is	the	second	most	important	when	making	
a	purchase	decision.	What	does	the	plastic	(or	cloth	
or	wood)	feel	like?	Are	the	edges	rough	or	smooth?	
How	heavy	is	it?	
	 Items	 under	 lock	 and	 key	 discourage	 buying.	
Shoppers	are	reluctant	to	bother	a	sales	person	to	
open	a	locked	display	case.	Or	they	may	simply	not	
be	willing	to	wait	until	the	sales	person	is	available.	
Unless	 it’s	 easily	 pocketed	 and	 worth	 a	 fortune	
(jewelry,	 for	 example),	 keep	 it	 in	 the	 open.	The	
increase	in	profit	from	additional	sales	will	more	
than	offset	the	loss	from	pilferage.
	
Organize your store shelves 
What’s	drearier	looking	than	a	half-empty,	dusty	
display?	Or	more	wasteful	than	empty	shelves	that	
could	be	featuring	and	selling	your	best	items?	
	 Keep	it	clean.	Nothing	is	less	appealing	than	dust	
and	dirt	on	merchandise.	It	discourages	touching	
(see	above).	And	it	tells	your	customers	you	don’t	
care	about	them.	Restock	your	shelves	regularly.	Bare	
shelves,	empty	item	hooks,	and	vacant	display	cases	
spell	out-of-stock	to	your	buyers.	If 	they	can’t	find	
what	they’re	looking	for	right	away,	shoppers	assume	
it	was	on	the	empty	hook,	or	the	vacant	shelf.	And	
you	lose	a	sale.	
	
Hook Them One Last Time Make	 the	
checkout	counter	the	most	attractive	place	in	your	
store.	After	all,	it’s	your	last	chance	to	sell.	Put	the	
handy	necessities	by	the	cash	register.	In	a	hair	salon,	
it’s	the	shampoo	and	hairbrushes.	If 	you	operate	a	
drug	store,	film,	batteries	and	other	accessory	items	
make	for	great	impulse	purchases.
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	 Let	your	customers	know	they	have	options	when	
paying.	Always	display	credit	card	logos	prominently,	
both	in	your	window	and	at	the	cash	register.
	 In	the	battle	for	customers,	you	need	all	the	am-
munition	you	can	muster.	Follow	these	few	simple	
merchandising	 techniques	and	make	your	 store	a	
more	pleasant	place	to	shop,	a	more	pleasant	place	
to	work,	and	a	more	pleasant	place	to	count	your	
profits	at	the	end	of 	the	month.	
	

The Shopping Experience
Academics	call	it	“atmospherics.”	It’s	the	way	you	feel	
when	you	walk	into	a	store,	its	ambience.	Retailers	
achieve	store	ambience	using	sight	and	sound.	
	 The	look	of 	a	store	sets	the	selling	mode.	We	
learn	90%	of 	what	we	know	by	seeing.	Before	we	can	
learn	anything	with	our	eyes,	we	must	be	interested	
enough	to	look.	Our	attention	must	be	captured.	
	 Use	movement.	Nothing	captures	attention	like	
movement.	Watch	 the	 crowds	 gather	 during	 the	
holidays	as	Chicago’s	Marshall	Fields	sets	up	their	
window	displays.	Hundreds	gather	to	see	the	robotic	
elves,	reindeer,	and	fairy	tale	characters	bob	their	
heads	and	wave	their	arms.	Hobby	stores	run	their	
model	trains	in	the	window	for	the	same	reason.	

Design	your	 retail	displays	 to	attract	attention	
while	still	fulfilling	a	functional	role.	Recess	upper	
shelves,	tilt	lower	shelves.	The	ideal	display	shelv-
ing	should	appeal	to	the	shopper	of 	average	height.	
Lower	shelves	should	be	at	least	30”	from	the	floor	
and,	if 	possible,	tilted	slightly	toward	the	viewer.	
Upper	shelves	should	be	recessed	to	allow	visual	
access	to	the	lower	shelves.	Dirty	shelves	tell	your	
customers	you	don’t	care	about	them.	

Color	has	many	applications	in	display	design.	
It	can	be	used	to	direct	the	eye	from	one	group	of 	
items	to	the	next.	Or	to	divide	items:	the	red	area	
may	be	for	one	set	of 	products,	the	green	area	for	a	
group	of 	different	products,	yellow	for	another,	etc.	
Certain	situations	may	lend	themselves	to	special	
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colors:	black	background	for	high-tech	items,	bright	
colors	for	children’s	products,	or	khaki	for	young	
adult	shoppers.	
	 Sound	plays	an	important	role,	too.	The	music	
playing	 in	 the	background	 sets	 a	 pace	 for	 shop-
ping.	Some	stores	use	frenetic	music	to	discourage	
lingering.	Fast	food	restaurants	want	you	to	get	in	
and	get	out	fast.	Slower	tempos	cause	customers	to	
hang	around,	maybe	make	an	extra	purchase.	No	
sound,	or	noise	irritants,	may	cause	customers	to	be	
turned	off 	to	the	point	they	delay	their	purchase,	
or	cut	short	their	visit	entirely.
	

Building Traffic
We	know	that	if 	we	can	get	the	customers	into	our	
store,	we	can	encourage	impulse	shopping.	But	how	
do	we	build	traffic?	How	do	we	lure	more	customers	
into	the	store?
	 Hold	a	sale.
	 A	sale	is	among	the	top	traffic	builders	for	retail-
ers.	A	sale	brings	in	customers,	moves	merchandise,	
and	helps	cash	flow.
	 Other	reasons	to	hold	a	sale:

1.	Your	competition	is	holding	a	sale	causing	your	
store	to	be	perceived	as	“full	price.”	

2.	You	are	willing	to	accept	lower	profit	margins	
and	make	it	up	in	volume.	

3.	You	want	to	reduce	inventories	and	build	business	
during	slow	selling	periods.	

4.	You	are	trying	to	attract	new	customers.

	 Your	sale	must	be	heavily	promoted	so	as	to	at-
tract	non-customers.	You	don’t	simply	want	to	give	a	
discount	to	the	folks	who	would	regularly	buy	from	
you	anyway.	The	sale	must	bring	in	customers	who	
would	not	have	otherwise	shopped	your	store.
	 Every	sale	must	have	a	reason.	Simply	having	a	sale	
doesn’t	create	the	perception	in	the	minds	of 	your	
customers	that	they	are	getting	a	bargain.	Rather,	
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they	will	simply	believe	that	you	are	overpriced	the	
remainder	of 	the	time.	
	 Here	are	five	reasons	for	a	sale	you	can	use	 in	
your	 store	 to	 bring	 in	 customers	 and	 move	 out	
merchandise:

1.	The	Truckload	Sale,	in	cooperation	with	one	of 	
your	major	suppliers.	Promote	the	sale	through	
media	advertising,	mailings,	and	lots	of 	display	
signs.	The	 customer	perceives	 you	got	 a	 good	
price	 on	 the	 product	 because	 you	 bought	 a	
whole	truckload,	and	you	are	passing	along	the	
savings	to	him.	

2.	The	Down	Time	Sale	is	run	during	your	store’s	
slow	periods	(maybe	it’s	Thursdays;	or	mornings	
before	10am).	Your	“Thursday	Sale”	could	offer	
specials	on	specific	products,	or	a	straight	percent-
age	discount	on	anything	in	the	store.	

3.	Your	Birthday	Sale	offers	a	discount	(say	10%)	
to	any	customer	on	his	or	her	birthday	(or	even	
during	 their	 birthday	 week).	 A	 twist	 on	 this	
idea	is	the	“Birthday	Club.”	Customers	fill	out	
a	form	listing	their	birthday.	Then	a	week	or	so	
before	the	date,	you	send	them	an	invitation	to	
stop	by	for	a	free	product	or	special	discount,	
just	for	them.	

4.	The	Product	of 	 the	Week	 features	 a	different	
product	each	week	at	a	special	price.	You	must	
offer	deep	discounts	on	exciting	products	that	
will	lure	customers	back	to	the	store	week	after	
week.

5.	 Senior	 Sale	 Days	 offers	 a	 senior	 discount	 at	
traditionally	slow	times,	say	one	morning	each	
week.

	 A	sale	is	the	lifeblood	of 	the	retailer.	It	can	reduce	
bloated	inventories,	generate	cash	in	times	of 	need,	
and	serve	as	a	reward	to	your	customers.	And	that’s	
good	for	business.	
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Add Luxury 
	 Despite	an	uncertain	economy,	sales	of 	 luxury	
goods	remain	steady.	The	number	of 	affluent	Ameri-
cans	 (households	with	$100,000	 annual	 income	
or	more)	continues	to	grow,	up	75%	in	this	past	
decade.	
	 Retailers	 have	 taken	 note.	While	 the	 primary	
purchasers	 of 	 luxury	 goods	 (think	 Armani)	 and	
services	 (think	 at-home	 avocado	 wrap)	 remain	
the	truly	rich,	several	retailers	have	taken	ordinary	
items	and	“super-riched”	them	successfully	(think	
$5	Starbucks	Mocha	Cappuccino).
	 Luxury	may	be	a	good	way	to	recession-proof 	
your	company.	Historically,	luxury	goods	weather	
the	dips	 in	 the	 economy	better	 than	mainstream	
goods.	
	 In	 uncertain	 economic	 times,	 consumers	 face	
financial—and	often	emotional—stress.	And	while	
they	may	modify	 their	 expectations	 (put	off 	 the	
purchase	of 	a	new	car	or	second	home),	they	don’t	
change	their	fundamental	behavior.	The	small	indul-
gences	that	got	them	through	the	day	(the	ice	cream	
cone,	the	gourmet	cookies)	before	the	recession	will	
still	be	the	small	indulgences	that	get	them	through	
the	day	after	the	recession	and	into	recovery.	
	 So	how	do	you	adapt	your	product	mix	to	include	
luxury	buyers?	
	 Simply	raising	prices,	of 	course,	could	cost	you	
customers.	But	a	quality	product	with	a	quality	repu-
tation	will	continue	to	be	in	demand	despite	hard	
times.	If 	your	store	offers	a	broad	range	of 	products	
or	services,	offering	several	in	a	luxury	category	will	
help	blunt	the	effects	of 	a	poor	economy.
	 Understanding	the	motivations	of 	luxury	buy-
ers	is	crucial.	According	to	research,	three	distinct	
motivations	fuel	luxury	spending:
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1. Luxury is Functional
Customer	 buys	 it	 because	 it’s	 of 	 better	
quality—it	lasts	longer,	has	more	bells	and	
whistles,	or	is	more	dependable.

	 These	 are	 the	 older,	wealthier	 consumers	who	
are	in	their	peak	earning	years,	empty	nesters	with	
large	 disposable	 incomes.	They	 want	 things	 of 	
enduring	value,	built	to	 last	(“Like	the	good	old	
days”).	They	make	logical	rather	than	emotional	or	
impulsive	decisions	when	they	make	a	purchase.	To	
reach	them,	use	print.	They’re	skeptical	of 	television,	
even	more	so	of 	the	Internet.	Use	lots	of 	facts	in	
your	ads.	Information-intensive	messages	work	best	
with	this	group.

2. Luxury is Reward 
They	buy	luxury	goods	as	status	symbols,	
to	 satisfy	 ego,	 a	 way	 to	 say,	 “I’ve	 made	
it.”

	 These	are	younger,	often	 “new	rich,”	who	buy	
conspicuous	luxuries.	They	are	making	a	statement	
about	who	they	are,	their	level	of 	importance.	Brands	
with	widespread	 recognition	work	well	with	 this	
group.	To	reach	 them,	use	both	print	and	 televi-
sion.	Make	“prestige”	or	“exclusivity”	the	primary	
benefits.

3. Luxury is Indulgence
Buyers	willing	to	pay	a	premium	in	order	
to	 express	 their	 individuality	 and	 make	
others	take	notice.

	 More	 male	 than	 female,	 these	 consumers	 are	
younger	and	frequently	come	from	wealthy	families.	
They	enjoy	the	luxuries	for	the	way	they	make	them	
feel.	Far	more	likely	to	make	impulse	purchases,	they	
respond	well	to	emotional	messages.	Use	ads	that	
promote	the	unique	qualities	of 	a	product.
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	 Having	 at	 least	one	group	of 	 luxury	products	
can	create	an	image	of 	quality	for	your	company.	
It	can	also	help	maintain	your	profitability	during	
lean	times.
	

Gift Certificates
If 	you’re	a	retailer,	gift	certificates	are	a	great	
way	 to	add	another	service	 to	your	business.	
And	a	great	way	to	create	loyal	customers	in	
the	process.	
	 Whether	you	sell	groceries	or	dry	cleaning,	
gift	certificates	should	be	a	part	of 	your	product	
mix.

It	means	your	customer	is	more	likely	to	make	
a	 purchase	 instead	 of 	 just	 shaking	 his	 head	 and	
walking	out	your	door.
	 Best	of 	all,	the	gift	certificate	creates	multiple	
visits,	once	by	the	buyer	and	at	least	once	by	
the	recipient.	
	 Here’s	an	added	bonus:	Cash	Flow!	As	the	
seller,	 you	get	 to	use	money	 received	 for	 the	
gift	 certificate	 until	 the	 recipient	 makes	 his	
purchase.	Sometimes,	 the	gift	 certificate	 isn’t	
redeemed	 for	 ages,	 allowing	 you	 to	 use	 the	
money	indefinitely.
	 If 	there	is	a	downside	to	gift	certificates,	it’s	
that	some	people	will	try	to	counterfeit	them.	
Here	are	some	ways	to	make	sure	you	protect	
yourself 	from	fraud	when	issuing	a	gift	certifi-
cate.

1. Customize it
If 	 you	 get	 generic	 gift	 certificates	 at	 your	 local	

stationery	shop	or	office	supply	store,	beware.	If 	
you	can	find	them	there,	so	can	a	thief.	If 	you	use	
generic	certificates,	be	sure	to	emboss	them	with	
your	corporate	seal	or	logo	(and	limit	access	to	
the	stamp).	The	more	original,	the	less	likely	a	
thief 	is	to	duplicate	it.
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2. Record it
Whenever	 you	 issue	 a	 gift	 certificate,	 be	 sure	 to	

record	it	in	a	log.	Record	the	certificate	number,	
the	buyer,	the	date,	the	amount,	and	the	recipient,	
if 	known.	Then,	when	it	is	redeemed,	match	the	
transaction	against	the	certificate.	

3. Redeem it
Redeem	gift	certificates	for	merchandise	only.	If 	the	

recipient	wants	to	buy	a	39¢	item	with	a	$50.00	
gift	 certificate,	 issue	 a	 new	 certificate	 for	 the	
balance.	The	object	is	NOT	to	drain	your	cash	
register,	but	to	get	the	customer	back	into	your	
store.	You	may	even	wish	to	state	on	the	certificate:	
Redeemable	For	Merchandise	Only.

	
4. Take it
Don’t	 forget	 to	 take	 the	 gift	 certificate	 from	 the	

shopper	who	redeems	it.	You	would	be	surprised	
how	often	retailers	check	the	gift	certificate,	but	
forget	to	keep	it.	

	 These	are	just	a	few	simple	precautions	you	
can	take	to	make	gift	certificates	safe	for	your	
business.	
	 Gift	certificates	allow	you	to	advertise	that	
you	 have	 something	 for	 everyone.	 And,	 they	
can	make	a	lasting	impression	on	your	bottom	
line,	too.
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Inexpensive 
Marketing Tactics 

That Work
 

Big companies have big budgets	and	build	their	
businesses	using	big	tactics.	But	most	small	
companies	don’t	have	deep	pockets	they	can	

pick	when	they	need	to	spend	money	for	marketing.	
If 	yours	is	one	of 	those	companies	that	needs	to	
achieve	stellar	results	on	a	down-to-earth	budget,	here	
are	a	few	low-cost	tactics	that	are	easy	to	implement	
and	offer	surprisingly	strong	returns.	
	

Business Cards
Give	every	employee	a	business	card	with	his	or	her	
name	on	it.	Every	employee.	They	will	feel	appreci-
ated	and	take	great	pride	in	distributing	them.	The	
cards	are	inexpensive,	and	each	one	represents	another	
opportunity	for	your	name	to	be	seen.
	

Collateral Material
Collateral	material	is	defined	as	“all	that	other	cool	
stuff ”	you	get	when	you	spend	money	on	advertis-
ing	 or	 promotion.	When	 you	make	 a	 significant	
purchase	of 	media	space,	say	six	quarter-page	ads	
in	your	industry	trade	magazine,	you	may	have	le-
verage	to	wheel	and	deal	for	extras.	Start	with	rate	
discounts;	always	get	the	best	deal	you	can.	Then	
ask	 for	 a	 few	 “freebies.”	Like	 reprints—maybe	a	
decorative	one	in	brass	for	your	wall.	How	about	a	
poster-size	blowup	of 	your	ad	for	your	retail	store	
or	your	company	lobby?	Or	maybe	a	couple	hundred	
copies	for	mailings?	Radio	and	TV	stations	often	
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have	tickets	to	sporting	events.	Ask	for	two	in	the	
media’s	private	stadium	box.	You	can	use	them	to	
entertain	a	key	customer.

Even	if 	you	aren’t	making	a	significant	purchase,	
most	media	will	offer	perks	to	new	accounts.

Check	the	trade	magazines	serving	your	industry.	
Every	 good	 trade	 magazine	 has	 a	 merchandising	
department.	 In	 it	 are	 hardworking	 individuals	
devoted	 to	 producing	 materials	 to	 promote	 the	
goods	advertised	in	their	pages.	Their	cooperation	
is	boundless	and	inexpensive.	Reprints,	preprints,	
mailing	 lists,	 newsletter	 listings,	 presentations	 to	
industry	buyers,	trade	show	promotions—ask	for	
them	all.	
	

Door Hangers
They	 work.	 I	 know	 that	 sounds	 incredible.	 But	
they	do.	Door	hangers	range	from	the	inexpensive	
black-and-white	variety	to	4-color	mini-brochures.	
High	school	kids	can	blanket	a	neighborhood	in	
an	afternoon.	
	 They’re	intrusive.	They’re	inexpensive.	They	reach	
prospects	in	their	homes.	They	allow	you	to	choose	
your	 customers	 geographically,	 literally	 block	 by	
block.	They	have	no	surrounding	competition	unlike	
direct	mail	which	gets	lost	among	the	other	mail,	
or	your	newspaper	ad	which	has	to	compete	with	
all	the	other	ads.	Door	hangers	get	noticed.	
	 Quick,	inexpensive,	and	profitable.	Go	figure.	
	

Forms
Company	 forms	make	powerful	marketing	 tools.	
Every	 piece	 of 	 corporate	 printing	 is	 a	 potential	
marketing	vehicle.	Each	should	carry	the	corporate	
message.	Invoices,	order	forms	and	order	acknowl-
edgments	sent	to	customers	and	suppliers	are	another	
opportunity	to	implant	your	corporate	logo,	slogan	
or	even	Corporate	Mission	Statement	in	the	minds	
of 	those	you	need	to	reach	most.
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Don’t	forget	internal	communications.	Imprint	
sales	forms,	time	sheets,	and	memo	pads	with	your	
company	logo,	slogan	or	Mission	Statement.	It	cre-
ates	 “esprit	de	corps”	and	reminds	employees	of 	
your	firm’s	guiding	principles.
	

On-Hold Commercials
People	call	your	business	every	day.	Unfortunately,	
some	get	put	on	hold.	You	can	keep	them	waiting	
in	silence.	Or	you	can	plug	into	a	local	radio	station	
and	take	the	chance	of 	having	your	customers	hear	
a	competitor’s	ad.	They	may	even	hang	up	and	call	
the	competitor.

Or	you	can	market	to	this	captive	audience.	When	
callers	must	be	put	on	hold,	play	appropriate	music	
in	between	messages	about	your	products	or	ser-
vices.	For	example,	if 	you’re	a	bank,	communicate	
your	 latest	CD	rate;	a	car	dealership,	brag	about	
your	low	prices;	a	health	care	provider,	explain	the	
benefits	of 	your	services.	Update	the	recordings	as	
frequently	as	necessary.

A	local	recording	studio	can	select	suitable	mu-
sic	for	you,	create	the	customized	script,	produce	
finished	sound	tracks	and	furnish	the	endless-loop	
tape	 and	 player	 for	 considerably	 less	 than	 you	
might	expect.
	

Customer Questionnaire
Research	says	 that	 two-thirds	of 	customers	 leave	
their	 suppliers	 because	 they	 think	 that	 supplier	
doesn’t	care	about	them,	doesn’t	respond	to	their	
needs.	Don’t	 let	this	happen	to	you.	Periodically,	
ask	your	customers,	“How	are	we	doing?”	Make	it	
easy	for	them	to	respond	by	providing	a	stamped,	
self-addressed	envelope.
	 A	questionnaire	serves	several	purposes.	It	identi-
fies	trends,	pinpoints	problem	areas,	and	may	even	
lead	to	a	new	product	or	service	which	hadn’t	oc-
curred	to	you	before.



1��  Naked Marketing

	 A	 recording	 studio	 distributed	 self-addressed	
questionnaires	to	all	their	customers	for	just	three	
months.	 Among	 other	 things,	 they	 learned	 that	
customers	 wanted	 lower	 rates	 and	 longer	 hours.	
Based	on	their	customers	input,	the	studio	decided	to	
extend	their	hours	into	the	evening	with	“off-hour”	
rates.	This	better	leveraged	their	capital	equipment	
and	increased	revenue.	

The	reverse	side	of 	this	simple	postcard	ques-
tionnaire	 had	 the	 company’s	 return	 address	 and	
a	stamp.

	

A Sample Questionnaire

How are we doing?

 We can do better.  Just tell us how.
 Please take a moment to fill out this 
 questionnaire and return it.
 Postage is on us.
 Thanks, from the staff at CPI.

						great   good    fair   poor

 Speed    ®		®		®		®
 Creative Input ®		®		®		®
 Quality    ®		®		®		®
 Courtesy   ®		®		®		®
 Price     ®		®		®		®
 Follow-Up  
 Dubs    ®		®		®		®
 Packaging  ®		®		®		®
 Billing   ®		®		®		®
 Suggestions/Comments
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Sponsor A 
Little League Team

Or	a	bowling	team.	Or	sponsor	a	hole	at	a	charity	
golf 	outing.	Better	yet,	do	all	three.	Be	a	part	of 	
the	community	 in	which	you	live	and	work.	The	
benefits	are	not	altogether	altruistic.	If 	you	sell	to	
local	customers,	team	uniforms	with	your	name	on	
them	are	just	one	more	way	to	create	awareness	for	
your	company.	Further,	the	goodwill	you	generate	
in	your	community	will	make	it	easier	to	hire	good	
employees.	Best	of 	all,	you	have	the	satisfaction	of 	
knowing	you	support	a	good	cause.
	

Uniforms
Mention	uniforms	to	your	employees	and	they	con-
jure	up	images	of 	orange	polyester	jumpsuits	with	
“Judy”	or	“Norb”	over	the	pocket.	Pretty	grim.	But	
consider,	uniforms	can	be	everything	from	simple	
t-shirts	 to	 high	 fashion	 bought	 at	 the	 trendiest	
boutique.	As	long	as	they’re	“uniform.”	
	 Simply	choose	your	corporate	 “style”	and	take	
your	clothes	to	an	embroiderer	(listed	in	your	local	
Yellow	Pages).	Spend	a	setup	charge	of 	$100	to	
$150	to	make	your	company’s	name	and	logo	(It’s	
not	your	employee’s	name	you	want	over	the	pocket.	
It’s	yours!),	then	each	shirt,	jacket,	or	baseball	cap	
can	be	embroidered	for	about	$5.00.	
	 Research	shows	uniforms	work	in	the	workplace.	
The	American	public	favors	the	idea	of 	employees	
wearing	identifiable	apparel	almost	8	to	1,	according	
to	 a	 study	 conducted	 for	 the	 National	 Associa-
tion	of 	Uniform	Manufacturers	and	Distributors	
(NAUMD)	.	

	 Attribute	 	 	 	 	 	 	 	 	 	 %	Mentioning
	 Easier	to	recognize	 	 	 	 	 	 	 	 	 97
	 More	professional	 	 	 	 	 	 	 	 	 73
	 More	neat	 	 	 	 	 	 	 	 	 	 	 	 	 69
	 More	pride	in	their	company		 	 	 	 66
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	 Better	trained	 	 	 	 	 	 	 	 	 	 	 58
	 More	predictable	 	 	 	 	 	 	 	 	 	 53

Whether	yours	is	a	machine	shop	where	heavy-duty	
uniforms	are	worn	to	withstand	dirt	and	frequent	
laundering,	or	a	financial	 institution	where	more	
formal	attire	is	standard,	uniforms	appeal	to	cus-
tomers.	
	 Now	maybe	I’m	a	little	prejudiced.	After	all,	I	
operated	an	apparel	firm	specializing	in	uniforms.	
But	it	makes	sense.	This	is	a	win-win	tactic.	Your	
employees	get	an	attractive	fringe	benefit;	you	get	
a	lot	of 	good	advertising.	How?	Use	your	staff 	as	
walking	billboards.	Put	your	logo	on	baseball	caps,	
t-shirts,	jackets,	golf 	shirts,	the	latest	in	casual	wear,	
or	 any	 kind	 of 	 clothes	 your	 staff 	 likes	 enough	
to	wear	outside	 their	homes.	Best	 advice:	 let	 the	
employees	pick	their	own	“look”	(within	cost	and	
style	limits).	
	 Even	 if 	 your	 company	 name	 never	 evokes	 its	
own	branded	lifestyle	like	Harley-Davidson	(which	
has	acquired	almost	a	cult	following	with	its	logo	
emblazoned	on	everything	from	jackets	and	t-shirts	
to	suspenders	and	sleepwear),	the	benefits	of 	name	
awareness	alone	are	enormous.	Maybe	the	motorcycle	
look	is	not	for	you.	Or	maybe	you	and	your	employ-
ees	have	to	wear	Brooks	Brothers	regularly.	If 	so,	a	
good	quality	casual	shirt	or	100%	cotton	sweater	
with	the	company	crest	tastefully	embroidered	on	
breast,	collar	or	cuff 	may	be	just	the	thing.	Stylish	
apparel	 will	 be	 worn	 proudly	 outside	 the	 office,	
among	your	employees’	friends	and	families,	as	well	
as	at	company-sponsored	events	(trade	shows,	golf 	
outings,	supplier	appreciation	dinners,	etc.).	
	 A	client	whose	computer	programmers	frequently	
spent	many	consecutive	days	in	their	customers’	of-
fices	was	having	trouble	enforcing	a	dress	code.	The	
programmers,	a	creative	and	somewhat	eccentric	lot,	
often	expressed	their	creativity	(and	eccentricity)	in	
their	manner	of 	dress.	Appearance	was	important	to	
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their	credibility.	Because	the	customers’	computer	
departments	 usually	 have	 casual	 dress	 codes,	 we	
shopped	a	few	different	catalogs	and	outfitted	all	
the	 programmers	 in	 khaki	 slacks	 and	 jean	 shirts	
with	the	company	logo	on	the	breast	pocket.	They	
looked	sharp.	My	client	gave	each	employee	three	
shirts	and	two	pair	of 	slacks	and	sold	additional	
pieces	to	them	at	cost.	Both	customers	and	employees	
responded	so	favorably	that	a	few	months	later	we	
added	warm	weather	dark	slacks,	 some	attractive	
sweaters	and	several	other	outfits	(naturally,	with	
the	company	logo	on	the	breast)	to	our	“catalog.”	
At	the	holidays,	all	the	employees	received	a	lined	
jacket	with	the	company	logo	prominently	displayed	
across	their	shoulder	blades.	The	employees	wore	
their	comfortable	but	attractive	clothing	at	work	
and	play,	and	name	awareness	in	their	sales	region	
increased	dramatically.	
	 Uniforms	provide	you	one	more	way	to	get	your	
name	in	front	of 	your	customers.	Your	employees	
appreciate	 the	 fringe	 benefit.	 And	 you’re	 assured	
they	always	look	sharp.	
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Tricks Of The 
Trade Show

	

There are more than 5,600 trade shows,	
conventions,	and	expositions	 in	the	U.S.	
every	 year.	 Nearly	 every	 industry	 has	 a	

major	trade	show.	And	many	local	trade	associations	
sponsor	smaller,	regional	shows,	too.
	 Sometimes,	it	may	seem	like	you’ve	been	to	every	
one	of 	them.	Slogging	your	way	past	booth	after	
booth	of 	blandly	smiling	men	and	women	ready	
to	 tell	 you	 more	 than	 you	 ever	 wanted	 to	 know	
about	their	product	or	service.	But	despite	sore	feet,	
drudgery,	 and	 occasional	 boredom,	 trade	 shows	
can	be	an	extremely	valuable	promotional	tool	and	
source	of 	industry	information:	At	a	trade	show,	
you	can:

—See	new	products	and	industry	innovations,	and	
show	off 	your	own	new	products	or	services;

—Meet	 and	 greet	 prospective	 customers	 face	 to	
face;

—Secure	leads	that	you	can	follow-up	later;
—Develop	names	for	your	mailing	list;
—Socialize	with	buyers	on	an	informal	basis.
	
As	beneficial	as	they	are,	trade	shows	can	also	be	
extremely	expensive	when	you	include	the	cost	of 	
the	space,	transportation,	lodging,	and	the	display	
itself.	(Don’t	forget	the	“opportunity	cost”	of 	your	
sales	staff ’s	down	time.)	Industry	behemoths	spend	
fortunes	on	designing,	building	and	promoting	their	
trade	show	booths.	You	can’t	afford	to.	With	a	little	
planning,	you	can	develop	a	cost-efficient	display	and	
attract	the	most	possible	traffic	to	your	booth.



1�2  Naked Marketing

Building Your Booth
Start	with	the	display.	There	are	three	basic	types:

	 1.	Custom	Design
	 2.	Stock	Display
	 3.	Self-Contained	Unit

The Custom Designed	 unit	 is	 as	 simple	 or	 as	
elaborate	 as	 you	want	 to	make	 it,	 and	usually	
the	most	expensive.	It’s	shipped	to	the	show	in	a	
wooden	crate,	which	must	be	opened,	removed,	
and	 returned	 when	 it’s	 time	 to	 pack	 up.	This	
duty	is	performed	by	extortionists	disguised	as	
exhibit	personnel.	Expect	to	grease	their	palms	
with	cold	cash	if 	you	want	your	crate	delivered	
promptly.	 So	 you	 not	 only	 have	 to	 pay	 for	 a	
custom-designed	display,	you	also	have	to	pay	
for	the	upkeep.

A Stock Display	offers	many	of 	the	benefits	of 	a	
custom	unit	without	 the	 cost.	Display	houses	
will	customize	one	of 	their	stock	displays	with	
your	company	name	and	logo,	paint	it	in	your	
company	 colors,	 and	 add	 lights	 wherever	 you	
want.	Some	stock	units	come	 in	modular	 sec-
tions.	You	can	simply	add	or	subtract	sections	
to	fit	any	exhibit	space.

The Self-Contained Unit	 is	 the	 least	 expensive	
display.	A	small	unit	can	be	carried	by	one	person	
and	set	up	inside	a	half 	hour.	It’s	pre-fabricated	
and	looks	a	lot	like	every	other	pre-fab	display	
at	 the	 show.	 Some	 customization	 is	 possible,	
but	often	looks	tacked	on	rather	than	part	of 	
the	display.

	 Whichever	display	 type	 you	 choose,	maximize	
your	trade	show	experience	by	making	your	booth	
stand	out	amid	the	seemingly	vast	banality	of 	like	
displays.	What	makes	one	booth	more	appealing	
than	the	next?	What	draws	qualified	prospects	to	
your	booth?
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Attracting Traffic 
To Your Booth

You’ve	 spent	 a	 fortune	 preparing	 samples	 and	
printing	 up	 literature,	 you’ve	 sent	 invitations	 to	
all	your	customers	and	prospects,	your	sales	staff 	
is	primed	and	ready	to	smile	and	bob	their	heads	
like	so	many	ceramic	dogs	on	the	back	ledge	of 	a	
‘78	Impala.	And	nobody	shows	up.	No	one	stops	
by	your	booth.	Why?	Because	they	don’t	see	it.	It’s	
drab	decor	is	obscured	by	all	the	glitz	and	glamour	
of 	the	booths	around	it.
	 You	can’t	 convert	prospects	 into	buyers	unless	
you	first	convert	browsers	into	prospects.	There	are	
a	number	of 	ways	to	get	your	booth	noticed	amid	
the	chaos	of 	color	around	you.	First	and	foremost:	
add	eye	appeal.	Colorful	displays.	Blinking	lights.	
Things	 that	 move.	We	 used	 a	 simple	 revolving	
mannequin	wearing	one	of 	our	snazzier	uniforms	
to	attract	booth	browsers.	The	simple	movement	
grabbed	 attention.	Then,	 our	 sales	 staff 	went	 to	
work	once	the	browser	stopped	at	our	booth.
	 Pique	their	curiosity.	Use	big	bold	letters	across	
the	front	of 	your	booth	to	ask	a	provocative	question.	
“How	many	tons	of 	sand	does	it	take	to	forge	one	
Acme	Compression	Tank?”	This	technique	makes	
browsers	want	to	enter	your	booth	area	to	learn	the	
answer.	
	 Or	 stage	a	contest.	A	browser	fills	out	a	 form	
with	name,	company	and	address	(which	you	add	
to	your	data	base)	to	win	a	prize.	“Guess	how	many	
stitches	went	into	our	model’s	uniform	and	WIN	
A	COLOR	TV!”
	

SOME “DO’S AND DON’TS”
Here	are	a	few	more	suggestions	that	can	help	you	
draw	more	customers	to	your	booth,	and	make	them	
more	likely	to	buy	when	they	get	there.
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DO	put	whatever’s	new	where	everyone	can	see	it.
	 After	“Where’s	the	bathroom?”,	the	most	frequent	
question	at	a	trade	show	is	“What’s	new?”	After	all,	
that’s	why	most	people	go	to	trade	shows—to	see	
what’s	new	in	the	industry.	Make	sure	your	latest	
innovation	is	right	out	front	where	your	prospects	
and	sales	people	can	find	it	quickly.
	
DON’T	give	away	a	free	gift	to	everyone	visiting	

your	booth.
It	 attracts	 all	 the	 wrong	 people,	 the	 “booth	

beggars”	who	have	no	interest	in	your	product	or	
service.	The	aim	of 	a	promotion	is	to	draw	traffic,	
but	selected	traffic.	What’s	the	point	in	giving	a	gift	
to	someone	who	has	already	found	your	booth?

DO	offer	a	gift	redeemable	with	coupon.
	 About	a	month	before	 the	 show,	do	a	mailing	
containing	a	gift	certificate,	“redeemable	only	at	our	
booth.”	Then,	offer	something	of 	modest	value	(a	
pearl-drop	pendant	on	a	gold	chain	is	good—works	
for	women,	and	as	a	gift	for	men’s	wives	or	daughters).	
Make	each	holder	sign	the	coupon	before	redeeming	
the	gift.	This	holds	the	prospect	in	the	booth	a	bit	
longer,	giving	you	time	for	a	little	sales	pitch.

DON’T	distribute	catalogs.
	 Trade	show	trash	bins	are	loaded	with	thousands	
of 	 dollars	 worth	 of 	 literature.	 People	 visiting	 a	
trade	show	booth	feel	they	should	walk	away	with	
something.	It	gives	them	a	sense	of 	accomplishment,	
makes	them	feel	they	are	gathering	trade	informa-
tion,	the	reason	for	attending	the	show	in	the	first	
place.	They	fully	intend	to	read	the	catalog	when	
they	return	to	their	hotel	room,	or	office.
	 But	while	intentions	are	strong,	arms	are	weak.	
It’s	 tough	 enough	 dragging	 your	 body	 around	 a	
trade	show	all	day	without	lugging	40	pounds	of 	
literature,	too.	So,	most	hit	the	trash	bin	long	before	
they	are	read.
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DO	distribute	literature.
	 Use	inexpensive	single-sheet	throw-away	material,	
such	as	circulars,	envelope	stuffers	or	ad	reprints.	
Offer	 to	 send	catalogs	 to	prospective	 customers.	
Have	a	batch	of 	catalog	return	cards	on	hand,	ready	
to	be	filled	out.	This	gets	you	names	and	addresses	
of 	hot	prospects	to	add	to	your	data	base	and	al-
lows	them	time	to	look	around	your	booth	while	
you	are	writing	down	the	information.
	
DON’T	 have	 too	 many	 “booth	 sitters”	 in	 your	
booth	at	once.
	 If 	there	are	seven	or	eight	sales	people	in	your	
booth,	and	traffic	is	slow,	send	a	few	out	on	break.	
Too	many	people	in	the	booth	ready	to	pounce	on	
a	prospective	customer	can	be	intimidating.
	
DON’T	let	your	sales	people	set	up	the	booth.
	 First	of 	all,	it’s	tiring,	and	you	want	them	fresh	
when	the	customers	start	rolling	in.	Second,	they	
probably	don’t	have	any	taste	anyway,	and	the	booth	
is	apt	to	look	pretty	grim.	Better	to	have	someone	
back	at	the	office	with	the	talent,	taste,	and	time	
draw	up	a	diagram—a	simple	drawing	of 	what	goes	
where.	It	will	save	hours	of 	work	and	aggravation,	
and	ensure	a	tasteful,	attractive	display.
	
DO	use	islands	and	counters	in	your	booth.
	 They	add	interest,	help	set	off 	special	items,	and	
they	allow	you	to	make	better	use	of 	your	limited	
space.
	
DON’T	use	plush	furniture	in	your	booth.
	 Sales	people	lounging	around	are	a	turn-off 	to	
prospective	customers.	Even	browsers	do	not	wish	
to	break	up	a	party,	and	will	frequently	pass	by	the	
booth.	Functional	 seating,	 yes.	But	not	 the	kind	
that	encourages	lounging.
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DO	use	carpeting	at	your	booth.
	 It’s	useful	for	establishing	boundaries	and,	when	
color-coordinated,	can	add	a	touch	of 	class.	Also,	
it’s	easy	on	the	feet	for	your	sales	people	and	po-
tential	 customers	 who	 have	 walked	 far	 on	 cold,	
hard	floors.

DON’T	eat	or	chew	gum	in	the	booth.
	 It	 looks	 unattractive	 and	 makes	 it	 difficult	 to	
converse	with	prospective	customers.

DO	wear	a	uniform.
	 It	doesn’t	have	to	be	silly	or	uncomfortable.	But	
everyone	working	your	booth	should	share	a	similar	
look,	whether	it’s	the	same	shirt	and	tie	with	matching	
slacks,	or	simply	a	cap	with	the	company	logo.	Make	
it	easy	for	your	prospective	customers	to	identify	
who’s	who.	[See	Chapter	Eleven,	“Uniforms”]

Following	these	few	basic	suggestions	can	ensure	
you	of 	a	crowd	at	your	booth,	and	a	successful	trade	
show	for	your	firm.	
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How to Establish 
Your Marketing 

Budget
	

For sixteen chapters we’ve	looked	at	designing	
effective	marketing	strategies,	creating	potent	
promotional	materials,	and	planning	shrewd	

media	purchases.	So	how	much	is	this	all	going	to	
cost?	How	much	should	you	spend	on	promoting	
your	business?	
	 It’s	an	oft	asked	question.	The	correct	answer	is:	
enough.	How	do	you	determine	how	much	is	enough?	
It	depends.	On	your	industry,	on	your	competition,	
and	what	it	is	you	wish	to	accomplish.	
	 In	general,	there	are	four	ways	to	determine	your	
budget:

♦	Affordable
♦	Percent	of 	Sales
♦	Share	of 	Voice
♦	Objective/Task	(Zero-Based	Budget)
	

Affordable Method 
This	simply	means	you	spend	what	you	can	afford.	
This	method	is	used	by	most	small	companies.	No	
clear	idea	what	those	radio	spots	or	that	newspaper	
ad	are	supposed	to	do	for	their	sales.	No	plan.	No	
strategy.	No	good.	This	is	the	least	effective	way	to	
use	your	limited	resources.	
	

Percent-of-Sales Method
The	percent-of-sales	method	requires	determining	
your	sales	for	the	upcoming	period	and	applying	a	
set	percentage	of 	that	sales	forecast	to	advertising	
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and	promotion.	How	do	you	know	what	percentage	
to	use?	One	rule	of 	thumb:	try	and	stay	right	around	
the	industry	average.	Most	industry	trade	associa-
tions	publish	an	average	promotion	and	advertising	
expenditure	as	a	percent	of 	sales.
	 For	example,	many	business-to-business	advertis-
ers	spend	as	little	as	two	or	three	percent	of 	sales	
on	promotion.	Most	service	businesses	spend	five	
or	six	percent.	Retail	firms	spend	far	more,	as	much	
as	10%	to	20%	of 	sales.	McDonald’s	spends	up	
to	16%	of 	gross	sales	on	combined	national	and	
regional	advertising	and	promotion.
	 An	 industry	 that	 is	 extremely	 status-	 or	 style-
conscious	may	spend	far	more.	A	fashionable	jeans	
manufacturer,	for	instance,	might	spend	as	much	as	
35%	of 	sales	on	advertising.	A	perfume	company	
might	set	its	budget	at	50%	of 	sales	or	more.
	 If 	you	elect	to	use	the	percent-of-sales	method,	
be	 sure	 to	 base	 your	 advertising	 and	 promotion	
budget	upon	future	sales.	Let’s	say	your	company	
has	$3	million	in	sales	now,	but	your	industry	is	
growing	dramatically	and	you	think	you	can	be	a	$4	
million	company	within	the	next	year	or	so.	If 	your	
industry	spends	8%	of 	sales	on	advertising,	budget	
8%	of 	$4	million	or	$320,000	for	advertising,	not	
$240,000	(8%	of 	$3	million).	
	 There	are	always	exceptions	to	any	rule,	and	the	
percent-of-sales	 method	 is	 no	 exception	 to	 that	
rule.	To	increase	your	share	of 	the	market,	you	may	
need	to	spend	a	greater	percent	of 	sales	than	your	
competition.	This	is	called	“buying	market	share.”	
It	means	you	may	have	to	spend	far	more	than	the	
usual	percent-of-sales	to	promote	your	product.
	 Or	if 	you	want	to	introduce	a	new	product	or	
service,	you	can’t	simply	budget	a	percent	of 	sales.	
There	aren’t	any	sales	yet.	In	that	case,	it’s	important	
to	examine	the	total	market	for	your	new	product	
or	service	and	establish	a	reasonable	goal	for	your	
share	of 	that	market.	Then,	use	percent-of-sales	to	
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determine	 your	 base	 advertising	 and	 promotion	
budget.	
	 But	remember,	this	base	is	only	a	bare	minimum.	
Since	no	one	has	heard	of 	your	new	product	yet,	
plan	on	spending	a	significant	premium	in	order	
to	create	awareness.	How	much	of 	a	premium?	A	
good	rule	of 	thumb:	double	your	percent-of-sales	
budget	in	the	introductory	year.
	

Share of Voice Method
This	is	another	way	of 	saying,	“Keep	up	with	the	
Joneses.”	 In	 other	 words,	 match	 whatever	 your	
competitors	are	spending.	
	 In	 order	 to	 avoid	 a	 competitor	 from	 “buying	
market	share,”	you	may	need	to	boost	spending	to	
match	his.	If 	Burger	King	suddenly	boosts	spend-
ing	in	the	Cedar	Rapids	market	in	an	effort	to	gain	
share,	McDonald’s	and	Wendy’s	will	boost	spending	
to	avoid	losing	share.
	

Objective/Task Method
Today,	 the	 Objective/Task	 method	 (sometimes	
called	Zero-Based	Budgeting)	 is	widely	used	and	
favored	by	academicians	and	most	large	companies	
who	possess	the	in-house	talent	to	determine	the	
needs	and	costs	of 	each	task.	The	theory	is,	 “To	
heck	with	past	 sales,	what’s	 it	 gonna	 take	 to	 get	
where	we	wanna	go?”	
	 To	use	this	method,	first	establish	your	sales	goals.	
Then,	 determine	 the	 tasks	 necessary	 to	 achieve	
those	goals	(hence,	the	name	Objective/Task).	Each	
promotional	 tool	 must	 be	 identified	 separately,	
then	combined	with	others	to	determine	an	overall	
budget.	(See	Chapter	5)
	 For	instance,	suppose	a	retail	store	with	$1	million	
in	annual	revenue	wants	to	increase	sales	by	10%.	
It	is	agreed	that,	to	meet	this	objective,	the	store	
must	increase	awareness	of 	its	location	to	residents	
in	a	new	area	not	currently	served	by	the	store.	The	
store	 reviews	 its	 past	 advertising	 and	 promotion	
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budget	and	decides	to	focus	new	direct	mail	and	
publicity	efforts	to	this	area.	Tasks	can	then	be	set	
and	a	budget	determined	as	follows:
	 	
	 	 	 	 	 	 	 	 	 	 Prior Budget  New   Total

•radio	advertising			 	 	 	 	$45,300	 	

•newspaper	advertising	 	 	 			35,200

•production	costs			 	 	 	 					6,500

•direct	mail	(including	production)		 		 	 	 7,600

•localized	publicity		 	 		 	 	 	 	 	 	 4,100

•research		 	 	 	 	 	 	 	 4,300

•10%	reserve	for	contingencies		 	 			10,100	 	 1,300		 	 	 	

	 	Total		 	 	 	 	 	 	 	$101,400	 		$13,000		 $114,400

	
One	big	drawback	of 	the	Objective/Task	method	
is	 that	 it	 requires	 far	 more	 skill,	 judgment,	 and	
research	in	determining	tasks	than	does	Percent-of-
Sales	method.	Your	small	company	may	not	have	
the	 talent	 among	 your	personnel	 to	determine	 a	
budget	using	this	method.	And	you	may	not	have	
the	time	to	devote	to	the	task.	The	extra	time	and	
talent	needed	may	be	too	great	to	make	a	commit-
ment	to	this	method.
	 If 	you	do	decide	to	go	ahead	though,	allow	at	
least	10%	of 	your	budget	for	contingencies.	This	
allows	 you	 to	 monitor	 your	 promotion	 efforts	
throughout	the	year	to	see	if 	the	objectives	are	be-
ing	met.	Then,	if 	they	are	not,	or	if 	they	are	being	
overachieved,	you	can	adjust	the	budget	upward	or	
downward	 within	 the	 limits	 of 	 this	 contingency	
reserve	fund.	The	fund	is	also	useful	for	meeting	
special	circumstances,	such	as	a	change	in	demand,	
a	need	to	counter	a	competitor’s	promotion,	or	to	
simply	implement	a	new	promotional	tactic.	
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Summary
	

If you’re the type of  reader who	 turns	 to	
the	last	page	to	see	how	the	story	ends,	you’ve	
quickly	arrived	at	this	final	section.	You’ve	also	

missed	the	guts	of 	the	story,	which	is	the	true	meat	
of 	marketing.	
	 While	marketing	does	not	have	to	be	difficult	or	
mysterious,	it	is	not	reductive;	it	cannot	be	boiled	
down	to	a	few	glib	and	easy	points	or	phrases.	Mar-
keting	is	an	“attitude.”	An	attitude	of 	thought	and	
creativity,	strategies	and	tactics	that	require	learning	
and	practice.	This	is	marketing	in	all	it’s	naked	glory,	
the	development	of 	an	attitude,	a	mindset,	a	way	
of 	thinking	about	your	business.	It	is	the	message	
this	book	has	tried	to	inspire.
	 If 	you	have	skipped	to	this	chapter	looking	for	
an	ending,	I	can	only	offer	a	beginning,	a	recap	of 	
the	 “attitude”	 of 	 Naked	 Marketing.	 Here	 goes:	
Conduct	some	primary	quantitative	research	at	a	
95%	 confidence	 level	 to	 determine	 demograph-
ics	and	psychographics	of 	your	target	base	within	
quintile	 subsets	 to	 optimize	 your	 objective-task	
budget.	Got	that?	Now,	create	a	balanced	mix	of 	
compelling	promotions	optimized	by	net	revenue	
using	media	designed	to	penetrate	all	possible	target	
markets	for	the	least	cost.
	 If 	you	understood	all	that,	you	don’t	need	this	
book.	If 	it’s	a	mystery	to	you,	don’t	feel	alone.	The	
tendency	to	turn	marketing	into	mystifying	mumbo	
jumbo	leaves	many	grasping	for	meaning.	Let’s	get	
down	to	the	bare	essentials.	If 	you	remember	nothing	
else	from	this	book,	remember	this:	Marketing	is	
the	ability	to	figure	out	who	your	customers	are	and	
what	they	want	so	you	can	give	it	to	them—better,	



1�2  Naked Marketing

faster,	cheaper	than	your	competitors.	This	is	the	
heart	of 	Naked	Marketing.
	 There’s	an	old	marketing	maxim	that	says	“50%	
of 	all	advertising	is	wasted.”	Don’t	believe	it.	It’s	a	lot	
more	than	50%.	Traditional	mass	media	advertising	
is	a	monologue	hoping	to	affect	a	passive	audience.	
No	 wonder	 more	 than	 half 	 of 	 all	 advertising	 is	
wasted.	It’s	amazing	it’s	not	more.
	 Imagine	for	a	moment	that	fully	half 	of 	all	the	
television	 viewers	 who	 saw	 a	 Ford	 Motor	 Com-
pany	commercial	actually	bought	a	Ford.	Or,	were	
even	 interested	 in	buying	a	 car	 at	 all.	 Imagine	 if 	
McDonald’s	 actually	 sold	 a	 cheeseburger	 to	half 	
the	folks	who	watch	each	of 	their	television	com-
mercials.	It	doesn’t	happen.	Ford	and	McDonald’s	
are	huge	companies	with	huge	marketing	budgets.	
They	can	afford	the	inefficiencies	of 	mass	media	
advertising.	Your	small	business	can’t.
	 The	secret	is	to	know	your	customer.	Segment	
your	target	as	tightly	as	possible.	Determine	exactly	
who	your	customers	are,	both	demographically	and	
psychographically.	Match	your	customer	with	your	
medium.	Choose	only	those	media	that	reach	your	
potential	customers,	AND	NO	OTHERS.	Reach-
ing	anyone	else	is	waste.
	 For	example,	with	the	vast	array	of 	new	media	
today,	audience	segmentation	is	easier	than	ever	be-
fore.	A	syndicated	cable	television	show	may	appeal	
to	a	limited	niche,	but	it	just	may	be	a	niche	that	is	
identical	to	your	target.	Trade	magazines	and	hobby	
magazines	appeal	to	very	small	groups	of 	people	of 	
virtually	every	ethnic	or	lifestyle	subdivision.	Some	
direct	sales	and	research	services	can	even	predict	
the	 buying	 habits	 of 	 families	 city	 block	 by	 city	
block.	And	the	Internet	is	viewed	by	anybody	and	
everybody,	from	across	the	street	and	around	the	
world,	with	news	groups	and	search	engines	that	can	
pinpoint	your	target	audience	in	a	cybersecond.
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	 These	media	help	you	maximize	every	marketing	
dollar,	firmly	establish	your	market	niche,	and	avoid	
that	wasted	50%.
	 If 	you’re	not	the	type	of 	reader	to	sneak	a	peak	
at	the	story’s	end	and	you’ve	read	this	book,	you	
should	now	have	an	understanding	of 	this	process	
of 	marketing.	Research	your	customers;	establish	
your	 identity;	 plan	 your	 marketing	 strategy;	 and	
implement	 tactics	 which	 will	 return	 the	 greatest	
net	 revenue.	That’s	 all	 there	 is	 to	 it.	No	mystery	
about	it.	You	now	possess	the	tools	to	build	your	
business.	
	 And	 if 	 it’s	 true	 that	50%	of 	all	 advertising	 is	
wasted,	you’ve	just	improved	the	odds.
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	





	

Glossary
	
	
Backward Channeling
Reversing	 the	flow	of 	materials	 through	 the	dis-
tribution	channel,	with	the	consumer	as	producer.	
Recycling	is	an	example	of 	backward	channeling.	The	
consumer	produces	trash	and	recycles	it	“backward”	
through	the	distribution	channel	so	that	it	can	be	
made	into	useful	products.

Blueprint
Term	 used	 in	 offset	 lithography	 to	 describe	 a	
photo-print	used	as	a	final	proof.	Always	fold	and	
assemble	it	to	show	how	the	finished	printed	piece	
will	look.	See	“Van	Dyke”

Blurb
A	 brief 	 commendatory	 publicity	 notice,	 as	 in	 a	
newspaper.

Body
The	main	portion	of 	the	layout	or	printed	form,	
as	opposed	 to	 the	headline,	 sub-headings,	photo	
caption,	or	tag	line.

Boutique Agency
An	advertising	agency	specializing	in	one,	or	perhaps	
two,	of 	the	five	major	functions	of 	a	full-service	
agency:	media,	research,	graphic	design,	copywriting,	
or	strategic	planning.

Campaign
Similarity	between	one	advertisement	and	another.	
This	could	mean	the	consistent	use	of 	 the	same	
spokesperson	 (the	 Maytag	 repairman),	 the	 same	
demonstration	(a	drop	of 	Dawn	Dishwashing	Liq-
uid	dispersing	grease),	the	same	words	(“American	
Express,	don’t	leave	home	without	it.”),	or	the	same	
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sound	 (the	 musical	 percolator	 which	 advertised	
Maxwell	House	coffee).	A	good	campaign	uses	a	
big	idea	which	illustrates	the	key	benefit.	It	possesses	
an	attitude	which	becomes	the	personality	of 	the	
brand.	In	short,	a	good	campaign	sells	product.

Chromalin or 
Chromalin Proof
A	facsimile	of 	a	 full-color	printed	piece,	created	
chemically	 (from	 chromium...	 hence,	 the	 name),	
used	 to	determine	 the	 accuracy	of 	 colors	 in	 the	
printing	process.

Collateral Material
All	that	other	cool	stuff 	you	get	when	you	spend	
money	on	advertising	or	promotion.	The	media	sales	
reps	offer	collateral	materials—reprints,	posters,	or	
baseball	caps	and	other	free	gifts—as	incentives	to	
choose	their	media.

Competitors
The	bad	guys.	Other	companies	selling	products	
or	services	inferior	to	yours	that	your	customers	are	
lured,	 cajoled,	 coerced,	 or	otherwise	 tricked	 into	
buying	instead	of 	buying	yours.

Creative Director
At	 an	 advertising	 agency,	 the	 person	 in	 charge	
of 	all	aspects	of 	the	character	and	quality	of 	the	
agency’s	work	for	its	clients.	The	creative	director’s	
background	is	most	frequently	either	copywriting	
or	art	direction.

Cross Merchandising
Displaying	together	those	products	which	may	be	
used	together.	Supermarkets	place	the	peanut	butter	
next	to	the	jelly,	the	dip	with	the	chips,	the	salad	
dressings	in	the	produce	section.	Hobby	retailers	
have	all	their	model	railroad	trains	and	accessories	
in	one	area	of 	the	store.
Cyberspace
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A	medium	of 	communication	between	computers	
at	 often	 distant	 locations.	 A	 New	 Age	 medium	
requiring	new	 strategies	 and	a	new	approach	 for	
marketers.	See	“World	Wide	Web”

Doodad
A	product.	See	“Gimcrack”

Entrepreneur
An	 individual	 with	 enough	 skill,	 audacity,	 and	
pluck	 to	organize,	manage,	 and	 assume	 the	 risks	
of 	a	business	enterprise.

Farming
Growing	sales	from	existing	customers.

Flighting
Concentrating	your	advertising	into	bursts,	with	a	
hiatus	 (no	advertising)	 in	between.	 In	broadcast,	
you	might	run	your	ads	for	four	weeks,	then	be	off 	
the	air	for	four	weeks	before	repeating	the	ads.	In	
print,	it’s	skipping	an	issue	or	two	before	running	
the	ads	again.

Forward Integration
A	company	seeking	ownership	of 	its	distribution	
system.	For	example,	a	manufacturer	may	buy	up	
(or	start	up)	retail	outlets	for	its	products.

Four I’s
The	process	of 	creativity:	Information,	Incubation,	
Inspiration,	and	Implementation.

Four P’s
These	are	the	marketing	variables	which	influence	the	
level	of 	customer	response.	They	include:	Product,	
Place,	Promotion	and	Price.	Each	variable	has	several	
sub-variables.	Quality,	features,	name	and	packaging	
are	all	Product	variables.	Discounts,	credit	terms,	and	
allowances	are	all	Price	variables.	And	so	on.
Frequency
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The	number	of 	times	your	audience	hears	or	sees	
your	message,	on	average.	Repetition	aids	retention,	
so	 frequency	 makes	 your	 message	 better-remem-
bered.

Front Loading
Spending	the	lion’s	share	of 	your	media	budget	in	
the	early	stages	of 	your	advertising	campaign.
	
Gewgaw
A	product.	See	“Doodad”

Gimcrack
A	product.	See	“Widget”

Gizmo
A	product.	See	“Gewgaw”

Gravure
High	quality	reproduction	usually	on	rotary	presses	
(also	 called	 rotogravure).	 High	 cost	 of 	 printing	
cylinders	limits	gravure	to	long	runs,	like	mail	order	
catalogs	and	Sunday	supplements.

Gross Rating Points (GRP)
Reach	times	frequency	equals	gross	rating	points	(R	
x	F	=	GRP).	If 	your	message	is	received	in	three	out	
of 	five	homes	in	your	market,	reach	is	60;	if 	each	
home	receives	your	message	an	average	of 	two	times,	
the	frequency	is	two.	60	x	2	=	120	GRP’s.

Headline
Embodies	the	main	selling	point	of 	your	advertise-
ment.	A	headline	is	read	five	times	more	often	than	
body	copy.

Home Page
The	 first	 page	 of 	 your	 web	 site,	 the	 first	 one	 a	
user	sees	when	visiting	your	company’s	address	in	
cyberspace.
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Hunting
Increasing	sales	by	finding	new	customers,	rather	
than	selling	more	products	to	existing	customers.

Iambic Pentameter
A	form	of 	writing	consisting	of 	five	metrical	feet,	
each	foot	having	a	short	syllable	followed	by	a	long	
syllable,	or	one	unstressed	 syllable	 followed	by	a	
stressed	syllable.	Used	almost	exclusively	in	all	of 	
William	Shakespeare’s	writings.

Internet
A	medium	of 	communication	between	computers	
at	 often	 distant	 locations.	 A	 New	 Age	 medium	
requiring	new	 strategies	 and	a	new	approach	 for	
marketers.	See	“World	Wide	Web”

Image
Perception	 of 	 your	 product	 or	 company	 among	
former,	current,	and	future	customers,	employees,	
vendors,	and	the	general	business	community.

Layout
A	rough	sketch	of 	what	the	advertisement	will	look	
like.	Sometimes	called	a	 thumbnail	 sketch.	After	
approval	at	this	stage,	a	more	comprehensive	layout,	
called	a	comp,	will	be	prepared.

Letterpress
Oldest	and	most	versatile	method	of 	printing,	al-
lowing	changes	up	to	the	last	moment.	Used	most	
often	by	newspapers	and	some	magazines.

Lithography
Often	called	offset	because	the	image	is	first	printed	
on	a	rubber	roll,	then	offset	onto	paper.	Combina-
tion	of 	good	quality	and	low	plate	costs	make	it	
attractive	for	many	magazines.
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Marketing
The	satisfaction	of 	needs	and	wants	through	the	
sale	of 	your	products	or	services.

Mechanical
Final	 assembly	 of 	 the	 illustration,	 headline,	 and	
body	copy	prior	to	printing.	

Mission Statement
Defining	your	business	in	terms	of 	your	custom-
ers,	your	employees	and	your	business	philosophy.	
The	statement	answers	the	question:	 “Why	am	I	
in	business?”

Mystique
An	air	or	attitude	of 	mystery	and	reverence	 sur-
rounding	something.	The	bewilderment	caused	by	
marketing	gurus	unable	to	explain	the	fundamentals	
of 	their	craft.

Name Awareness
The	ability	to	achieve	top-of-mind	response	among	
your	 target	 customers.	When	asked	which	brand	
comes	to	mind	in	your	product	category,	prospects	
name	your	product	first.

Net Revenue Projection
The	profit	(or	loss)	projection	of 	each	tactic.	De-
rived	by	deducting	cost	of 	goods	and	the	cost	of 	
the	tactic	from	the	estimated	additional	revenue	the	
tactic	will	generate.

Objective Task
One	method	of 	determining	your	marketing	budget.	
Define	 the	marketing	objectives,	 assign	 the	 tasks	
necessary	 to	 achieve	 the	 objectives	 and	 sum	 the	
costs	of 	the	tasks.

Percent-Of-Sales
Another	method	of 	determining	your	marketing	
budget.	Determine	sales	 for	a	given	period	(usu-
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ally	 one	 year)	 and	 assign	 a	 percent	 of 	 sales	 to	
marketing.

Point Of Purchase (POP)
Promotion	material	placed	on,	at,	or	in	retail	stores.	
May	include	banners,	posters,	streamers,	displays,	
signs	or	racks.	Any	advertising	material	at	the	point	
where	the	purchase	is	made.

Post Purchase Preference
The	consumer’s	level	of 	satisfaction	or	dissatisfac-
tion	following	the	purchase	of 	a	product	or	service	
leading	to	brand	preference.	Satisfaction	is	a	func-
tion	of 	 expectations	 and	 the	product’s	 perceived	
performance.	 If 	 product	 performance	 meets	 or	
exceeds	expectations,	the	customer	will	prefer	the	
product	when	making	future	purchases.

Post Script
A	brief 	 sentence	or	 two	appended	 to	 a	 letter	or	
article.	Usually	read	more	frequently	than	the	body	
of 	the	letter	itself.

Primary Research
Research	performed	by	you,	yourself.	That	research	
which	cannot	be	found	in	the	library,	on	the	Internet,	
in	books,	magazines	or	newspapers.	In	marketing,	
primary	 research	 consists	 principally	 of 	 asking	
customers	and	prospects	what	 they	want.	 It	may	
also	include	what	they	watch,	what	they	read,	what	
they	listen	to.

Psychographics
The	psychological	factors	which	separate	consumers.	
These	include	lifestyle	and	personality	differences.	
People	 within	 the	 same	 demographic	 group	 can	
exhibit	very	different	psychographic	profiles.	Terms	
like	yuppie,	jet-setter,	gay	and	straight	are	all	life-
style	descriptions.	Marketers	try	to	match	lifestyle	
and	personality	when	creating	a	brand	image.	For	
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instance,	Marlboro	cigarettes	appeal	primarily	 to	
men	who	envision	themselves	independent	“cowboy”	
personalities.	Virginia	Slims	appeal	principally	to	
sophisticated	women.

Publicity
Editorial	copy	in	the	media	which,	unlike	advertis-
ing,	has	no	cost.	Because	it	is	presented	in	the	press	
as	a	story,	it	also	has	more	credibility	with	viewers	
than	paid	advertising.	See	“Blurb”

Q,S&P
Quality,	 service	 and	 price.	 Successful	 companies	
determine	which	two	out	of 	these	three	they	will	
offer	their	customers.	High	quality	and	exceptional	
service	justifies	a	higher	price.	A	low	price	is	neces-
sary	whenever	the	quality	 is	 inferior	or	service	 is	
substandard.	Any	company	that	fails	to	offer	at	least	
two	out	of 	the	three	will	soon	be	out	of 	business.	
Likewise,	any	company	that	tries	to	offer	all	three	
will	also	soon	be	out	of 	business.

Quintile Analysis
Categorizing	five	target	markets	(usually	geographic	
areas)	by	sales	volume:	heavy	users,	higher-than-aver-
age	users,	average	users,	lower-than-average	users,	and	
non-users.	Quintile	analysis	of 	a	beer	brand	shows	
heavy	 consumption	 in	 the	 South	 and	 Southeast,	
higher-than	average	consumption	in	the	Northeast,	
average	consumption	in	the	Midwest,	lower-than-
average	consumption	in	the	Southwest,	and	non-
consumption	in	the	Northwest	and	West.

Reach
The	 percentage	 of 	 different	 homes	 (or	 people)	
exposed	to	your	advertising	message.	If 	your	media	
plan	 “reaches”	4	out	of 	 every	5	homes,	 it	 has	 a	
reach	of 	80.
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Screen
Formerly	 called	 silk	 screen	 because	 the	 printing	
stencil	was	made	of 	 silk.	Provides	brilliance	 and	
depth	of 	color	for	short	runs.	Especially	suited	for	
billboards	and	transit	advertising.

Secondary Research
Using	research	compiled	by	others.	The	Internet	
offers	secondary	research.	

Segmentation
The	process	of 	dividing	your	prospects	and	custom-
ers	by	demographic	or	psychographic	criteria.	For	
example,	segmenting	your	target	market	by	male	or	
female	users,	heavy	users	or	infrequent	users,	etc.

Share-of-Voice
A	method	of 	determining	your	marketing	budget	
based	upon	what	your	competitors	are	spending.

Suggestive Selling
Suggesting	additional	items	to	current	customers.	
Offering	accessories,	warranties	or	service	contracts	
when	selling	your	primary	product	or	service.

Target Audience
Those	persons	with	whom	you	most	wish	to	make	
contact,	your	primary	prospects.	Your	target	may	
be	defined	demographically,	psychographically,	or	
both.

Target Rating Points (TRP)
Reach	times	target	percent	times	frequency	equals	
gross	rating	points	(R	x	T%	x	F	=	TRP).	If 	your	
message	 is	 received	 in	 four	out	of 	five	homes	 in	
your	market,	reach	is	80;	if 	just	two	out	of 	every	
ten	of 	those	reached	are	your	target	audience,	target	
percent	is	20%;	if 	each	home	receives	your	message	
an	average	of 	three	times,	the	frequency	is	three.	80	
x	20%	x	3	=	48	TRP’s.
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Testimonials
Testimony	 given	 by	 another	 person	 in	 praise	 or	
support	of 	your	product.	

Theory X
An	authoritarian	management	 approach	where	 it	
is	assumed	employees	dislike	work	and	need	firm	
direction	and	control.	

Theory Y
A	management	approach	where	it	is	assumed	em-
ployees	are	more	committed	to	the	company	and	its	
mission	if 	they	participate	in	the	decision-making	
process.

Theory Z
A	combination	of 	Theories	X	and	Y	where	em-
ployees	are	given	attainable	goals	and	asked	to	offer	
plans	designed	to	achieve	those	goals.

Total Approach
A	combination	of 	image	advertising	and	product	
advertising.	Using	consistent	design	elements,	mood,	
or	message	 in	your	 advertising	 to	 create	 a	brand	
image	while	promoting	specific	products.

Type
The	 style	 of 	 lettering	 used	 in	 an	 advertisement.	
There	are	hundreds	of 	type	styles.	Some	have	serifs,	
short	lines	on	the	tops	and	bottoms	of 	letters.	(This	
is	a	serif 	typestyle.)	Other	typestyles	are	sans	serif 	
(This is sans serif).	

Van Dyke
A	photographic	image,	usually	made	on	inexpensive	
photopaper,	used	as	a	proof 	from	a	negative.	See	
“Blueprint”

Web Site
Your	 company’s	 address	 in	 cyberspace	 where	
prospective	customers	can	tap	into	your	organiza-
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tion	for	information	about	your	company	and	its	
products.

Widget
A	product.	See	“Gizmo”

World Wide Web
The	portion	of 	the	Internet	used	to	display	text,	
graphics,	audio,	and	video	clips.	Accessed	through	
computers	hooked	by	telephone	line,	DSL,	Ethernet,	
or	T-1	lines	into	the	Internet.	This	relatively	new	
medium	offers	a	whole	new	means	of 	marketing	
products	to	customers	worldwide.
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