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Chapter One ï  
 
 

Customers are customers; itôs the marketplace that changes ï  
 
 
 Think of it this way: Your customers are always in the position of needing 

things; always craving and desiring things. Responding to this ógivenô, as a 

businessperson, you maneuver your companyôs marketing and branding operation 

in such a way as to motivate the consumer to want your óthingsô.  

 

 ñWhat do you mean, ómaneuverô my companyôs marketing? Look, I produce 

a product and offer it up to the consumer using advertising and something my 

people call branding and my productôs out there in the marketplace for the 

consumer to purchase. Iôve got good production and distribution and a sales team, 

so whatôs this business about my company having to maneuver its marketingé 

whatever that means?ò 

 

 No modern businessperson would ever come out with such a naïve question 

unless the business being talked about is one of those rare ducks that, from the get-

go, enters the marketplace with a needed product in hand and consumers flock to 

purchase. Sort of like a bottled water dealer in the Arabian desert who has 

positioned his operation on a well -traveled caravan route. 

 

 The idyllic romanticism of óIf I build it, they will come,ô is the stuff of 

dreams. Consumers never change, really, as I will explain later. Consumers are 

always in a state of ówantô and that is our benchmark of marketing and advertising. 

What is in a continual state of change is not the consumer, but the marketplace 

itself. In the old days, newspaper, billboard and magazine advertising was the 

normal way to reach out to consumers. Now, the ónormsô are television, radio, and 

the all-powerful Internet. As a businessperson, you are free to make any legal 

product you so desire, or sell any service you perceive as necessary ï nothing about 

http://www.donmac-ideas.com/
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this concept has changed over the centuries of human enterprise. What has 

changed is the way you market and advertise your product, or service, to the 

consumer. Your business has to have two operational mandates in position in order 

for it to survive: a soli d, internally -understood overall marketing philosophy, and, a 

dynamic marketing capability in operation to respond and answer movements and 

changes in the consumer marketplace. 

 

 Todayôs enterprise has to be adaptable, yet possess a solid constitutional 

core of purpose. Iôll talk more of this later. I said that television, radio and the 

Internet are todayôs norms of advertising communication. Well, let me put it to you 

this way ï if you and your competition are doing the ónormsô, how do you expect to 

beat out the competition? You have to go outside of the norm, you have to do the 

unexpected.  

 

 Hereôs a European health beverage truck: 
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 Howôd you like to see this moving advertisement going down the road? 

Howôd you like to see your product there? The illusi on is amazing in the way that it 

immediately grabs both driversô and pedestriansô attention. Now, I feel confident 

that  BionadeÊ utilizes the conventional means of promotion, advertising on 

television, magazine ads, web presence, and billboards. But, with the truck, the 

Bionade Company went a step further and brought the óbillboardô to drivers and 

everyone else who sees it; no matter where the neighborhood. This wonderful-to-

look-at truck is a perfect example of dynamic marketing advertising.  

 

 The target customers of BionadeÊ will alwa ys get thirsty, and most are in 

search of a healthier drink, and will always have money in their pockets.  But, left to 

the limitations of immoveable advertising mediums ï stationery billboards, 

physical page-contained newspaper and magazine ads, and at home or work 

Internet access, Bionade chose to promote itself in an additional venue, a flexible 

venue: the moving-vehicle advertising platform.  
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 Where to advertise, how much to advertise, and in what way to advertise are 

questions that have vexed entrepreneurs in the 19th, 20th and into the 21st 

Centuries. Nothing changes when it comes to the basic marketing dynamic of 

customers are always customers and businesses have to figure out a way of 

convincing the customer to buy their product or service.  

 

 To get you where I want you to end up, you are now to be indoctrinated in 

the shortest, yet most concentrated, marketing and advertising course that I know 

of. And, seeing Iôve put it together, and written it, I am making sure you get the 

benefit of my nearly half -century involvement , and observations, in the marketing 

and advertising business. Some of what you read is based on a long tenure working 

for a Fortune 100 pharmaceutical company, working for advertising agencies, and 

then, finally, working as a self-employed entrepreneur.  

 

 Never again will those of you who are reading this book ever wonder what 

the hell it is that your enterprise marketing department does. Or, perhaps it would 

be better to say, what your marketing department doesnôt do. 

 

 I want you to keep something in mind, and itôs this: Marketing, itself, is a 

state of mind. Marketing doesnôt really have to exist in order for a business to call 

itself a business while going through the process of manufacturing something, 

servicing something, or selling something. A businessperson can set up an 

operation manufacturing rubber  ducks and thereôs no law that says the person 

cannot make seven million of the ducks. He or she can make as many of the rubber 

ducks as their heart desires ï no problem there ï but if it ever should occur to the 

businessperson that maybe it might be a good idea to sell the damned ducks and 

make some money out of the enterprise, then the world of rubber  ducks in the 

marketplace is thrown i nto upheaval. After all, who needs seven million rubber 

ducks?  
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 Guess what? Thereôs a market out there just begging for rubber  ducks. But 

our manufacturer doesnôt know that. We know it, Bath & Body WorksÊ knows ité 

AvonÊ knows ité but our duck manufacturer doesnôt know it. Why not? Because 

with all her or his  attention focused inwardly on  the manufacturing of rubber  

ducks, our businessperson has become óun-enlightenedô about the warp and woof of 

the marketplace. Our business person has no concept of whatôs going on in the 

marketplace. Our manufacturer has no marketing state of mind.  

 

 You, on the other hand, do. Otherwise, if youôve been motivated to read this 

white paper, or have attended one of the many nationwide marketing achievement 

óformulaô seminars and have not come away with the self-awareness that a new 

marketing beginning  within you and your organization  needs to take place, then 

perhaps you should pursue another livelihood that isnôt market driven.  

 

  

 

Marketing as it should be done  ï  

 

 Todayé right now as you are reading this, there are large international 

business enterprises continually moving and maneuvering their position on the 

marketing field. For some, the movements are well-calculated; for others, the 

movements are a matter of desperate experimentation. 

 

 Procter & Gamble Company is the worldôs largest advertiser. In 2006, 

according to Advertising Age Magazine, the company spent $4,608,000,000 in 

United States advertising, and $8,189,000,000 world wide.  On the Forbes 500Ê 

list, Procter & Gamble ranked 21st in overall earnings. Wal-MartÊ Stores, by 

comparison, is 16th in United States advertising spending, but is 13th in earnings 

according to the Forbes ranking, and Wal-Mart spent $563,300,000 in U.S. 

advertising ï or, one-eighth  of what Procter & Gamble spent.  Iôd say Wal-Mart 

received a pretty good return on its investment. 
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 You know, Wal-Mart really doesnôt have to advertise. Nearly everyone in 

America knows what the retailer stands for: plenty of stores across the country, 

open 24-hours and selling merchandise at the lowest price. Sure, thereôs K-MartÊ, 

TargetÊ, SearsÊ, Big LotsÊ, and a host of others basically doing the same kind of 

business as Wal-Mart, but it  is those stores that have to advertise in order to 

survive in the face of the massive Wal-Mart marketing and branding image.  

 

 Procter & Gamble Company, on the other hand, has plenty of competition 

from UnileverÊ, and others in the retail consumables field, and are compelled to 

relentlessly advertise. Really, what is the difference between a comparably-priced 

jug of Wisk®  versus Tide®  laundry detergents? Perhaps not much to the consumer, 

but everything  to P&G and Unilever, as they battle for (and buy) shelf space in 

supermarkets, and go steps farther by offering in-store price discounts along with 

product coupons. In contrast, Wal -Mart doesnôt have this problem. The have 

dominant control of  the retail marketp lace and total product shelf exposure and 

will position their own label brands right alongside the óbig nameô products. 

 Both Procter & Gamble and Wal-Mart have in place brilliant marketing 

strategies. P&G has not only branded itself as the worldôs largest producer of 

consumables, but has extended its brand down into the entire product line. 

Consumers look for the P&G logo on their jug of Tide®  for reassurance. This is 

especially true when P&G expands their detergent branding to a newly-introduced 

product.  More on the levels of branding later. 

 

Marketing as it shouldnôt be done ï 

 

So, whatôs with FordÊ and the Other Guys  ? 

 

 Ford Motor Company is the fourth largest automotive vehicle producer and 

seller in the United States. The company spent nearly $1 billion in advertising in 

2006, and during the year fell behind GMÊ, ToyotaÊ, and Daimler-ChryslerÊ in 

sales. In 2006, FordÊ hemorrhaged money. The morning of January 25, 2007, 
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reports trumpeted from the morning television n ews: óFord Motor Company 

reported that in 2006, the company lost $12.7 billion dollarsô, and for the first time 

in its 106-year history finds itself in serious, serious financial trouble.  

 

 So, with all the money spent on advertising, why did Fordôs sales plummet? 

Doesnôt the old rule of marketing and advertising apply: spend gobs of money in 

the advertising marketplace and sales will be assured? Nope. It seems to me that 

Ford did not acknowledge that the marketplace was constantly changing. 

Otherwise, why would a motor company continuall y market and promote gas-

guzzling trucks, SUVôs along with so-so mileage cars, when at the same time, 

gasoline prices were hovering near the $4 dollar-a-gallon range? 

 

 Beginning around October 2006, when gas prices were daily on their way up 

to new, unheard of levels, and through November and into December 2006, why 

was Ford preparing to introduce truc ks and SUVôs with still -lousy mileage? Ford 

has been late to realize that the marketing field had changed, thanks to Wall Street 

oil speculators and O.P.E.C. During 2006, it was made painfully apparent that 

vehicle owners in the United States wanted an escape from the high price of 

gasoline. Realistically, the only way that could be done was for American drivers to 

move over to vehicles from ToyotaÊ, HyundaiÊ, NissanÊ, HondaÊ, KiaÊ, etc. 

that offered higher gas mileage. And, Americans did just that.  

 

 Thus, the question begsé how is it that Asian car manufacturers are ever so 

much the quicker to spot a shifting market trend and tactically adapt to it? How is 

it GMÊ and Ford are so slow on the uptake regarding buyers WANTS, and the 

Asians and Germans are so quick, not only to realize the fuel price situation, but 

even quicker to react to market demands? In the case of automobiles, consumers 

want vehicles that will squeeze the living daylights out of a gallon of gas. How that 

is done, precisely, is of little concern to car buyers. The majority of those people 

who queue up at a filling station have two questions in their minds: óHow come gas 

costs so much?ô followed by, óHow come this #@!+#! SUV of mine canôt give me 

more miles to the gallon?ô 
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 Late night show host, Jay Leno, said it best one night during that time in 

2006 when gasoline prices in Los Angeles were at their highest ï over $4.00 a 

gallon ï ñHey, Kev?! Do you know what óSUVô stands for?ò ñNo, Jay. What does 

SUV stand for?ò ñSUV stands for Suddenly Useless Vehicle.ò 

 

 óSuddenly Useless Vehicleô. Within a simple joke, GM, Ford, Daimler-

Chrysler have their SUVôs and large trucks categorized as useless, gas-guzzling road 

monsters. It was not uncommon to learn of two -car families leaving their larger 

vehicles in the driveway, while necessary commuting was done in the vehicle with 

the better gas mileage. óSUVôé what a disastrous position for a companyôs branding 

to find itself.  Not being a company that quits easily, Ford is in the process of getting 

in on the ócross-overô vehicle market. I sincerely wish them well in this venture, but 

they are late-comers to a marketplace that has been dominated by the Asian auto 

makers for the last four years. 

 Not only domination in  the marketplace, but domination of the advertising 

arenaé the Asians rule! Toyota truck commercials came out swinging, ready for a 

marketplace brawl. Or, as U.S. Chief Marketing V.P. James Farley put it: ñNo more 

subtly in our truck advertising.ò  

 

 The first truck commercial shown during SuperBowl XLI (2007) was one for 

a Ford extended cab model. All sorts of amazing graphics where incorporated 

where an óexploded viewô of the truck  smoothly came together as the announcer 

walked and talked the sales message. Very impressive graphics, but basically a 

multimedia show and tell.  

 

 Toyotaôs two truck commercials for the Tundra, by contrast, were 

elaborations on a single theme: a fully cargo loaded, hauling to-the-max Tundra 

would climb an amazing incline and then óteeter-totterô down the incline, speeding 

towards the literal end of the road  - a dead end of impending crash disaster. We 

saw the Tundra make the climb, and then go downhill towards disaster when, 

suddenly, the driver hits the brakes ï all four disk  brakes gripped the large rotors. 
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And, the truck, and its load, stopping without veer ing or jack-knifing. Really 

amazing. 

 

 Toyota has delivered trucks that are logically configured (8-foot-long cargo 

beds for sheets of plywood and drywall), tougher suspensions and stronger engines. 

Their commercials show this. What is it that Ford, DodgeÊ and ChevroletÊ trucks 

show us in their commercials? A bunch of yahoos driving through mud pits,  pools 

of water, off-road chewing up the countryside and not much else in the way of  

common sense logic that will persuade a truck-buying consumer to part wit h $30-

50,000 of hard -earned money.  In the South, from what Iôve seen over the years, 

very few consumers would ever take their expensive trucks off road and risk soiling 

them with mud or (heaven forbid) scratching the paint! The folks down here like 

tough trucks, but they are very hesitant about getting tough with their trucks.  

 

 

 One other observation regarding brand loyalty:  Toyota has a powerful 

marketing point that equates to gold: Toyota factories in the U.S., are hiring 

automotive workers; Ford is fi ring them.  

 

 The marketplace is continually changing because of economic and social 

events-pressures. The advertiser that is slow to grasp marketplace reality will be 

slow to make profits. Case in pointé. 

 

Microsoft Vista ®  -   

 Iôm not going to get into depth on Microsoftôs introduction of its new 

operating system, Vista, because itôs an on-going story thatôs going to unfold for the 

rest of the year 2007, through the process provide us all with some of the juiciest 

marketing and advertising foibles that should be very entertaining and revealing. 

 

 On January 30, 2007, Microsoft , after two years of fanfare, finally let loose 

what it claims to be the best, most feature-laden, secure, operating system ever. 
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Trouble is with Vista ®  is multifold: There are four primary versions of it, along with 

upgrade versions for Windows XP®  operating system users. Both the upgrades, and 

the primary versions, are expensive. According to countless independent third-

party tests, there is really no compelling reason to upgrade from Windows XP SP2. 

 

 Add to this Vistaôs inability to embrace a large number of computer 

peripherals (printers, scanners, cameras, flash-memory sticks, etc.), nor can it 

embrace many of the utility and CD and DVD-burning applications. In my case, Iôve 

tested and learned that Iôll also have to replace one of my video cards because the 

cardôs on-board memory is too low. Vista requires 128 Mb RAM on the card. Also, a 

minimum of 1 gigabyte of system RAM memory, but experts suggest a minimum of 

2 gigabytes. And, if you plan on doing some serious computer gaming, or working 

with all of the Adobe Creative Suite®  applications simultaneously open, youôd be 

better off investing in a new computer that has an Intel Ê Duo Core®  or Quad 

Core®  processor.  Actually, according to my gut feel and in conjunction with nearly 

every computer authority  Iôve read, youôd be better off investing in a new computer 

with Vista preinstalled  instead of enduring costly hardware upgrading .  

 

 From a marketing and advertising point of view, I think the Microsoft Vista ®  

marketplace introduction represents a colossal headache. But, not so for 

Microsoftôs competition.  

 

 AppleÊ on the spot! Apple markets hardware, first, and a proprietary 

operating system, OS X, second. Apple computers can run Microsoft Windows XP®  

along with XP ï scripted applications; WindowsÊ-specific computers canôt run 

Apple applications. So, sensing the dire straits and angst many Microsoft users are 

presently in, hereôs what came through my e-mail today:  
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 What Apple has done is provide us with a perfect example in observing that 

the basic nature of customersô needs and wants do not change, but it is the 

marketplace, itself, thatôs suddenly deviated after January 30, 2007, and Apple was 

at the ready to capitalize on Microsoftôs problem. Thatôs dynamic marketing! 

 

Marketingé brandingé? 

So, what is this óbrandingô business? ï  

 

 In many circles, the term óbrandô and óbrandingô can be difficult to describe; 

often so elusive to define in a simple declarative sentence as it is to pick up a drop 
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of mercury with our fingers.  The term has become a kitsch term in the marketing 

and advertising industry , and often misses its true meaning. 

 

 Wikipedia.orgÊ the Internet encyclopedia describes a brand  ñéas a 

collection of images and ideas representing an economic producer, more 

specifically, it refers to the concrete symbols such as a name, logo, slogan, and 

design scheme. Brand recognition and other reactions are created by the 

accumulation of experiences with the specific product or service, both directly 

relating to its use, and through the influence of advertising, design, and media 

commentary. A brand is a symbolic embodiment of all the information connected 

to a company, product or service.ò Got that? 

 

 Larry Light, Ch airman-CEO of ArcatureÊ, a management-consulting 

enterprise that advises companies on how to create, build and manage brands, 

says, in a column that appeared in the November 6, 2006, edition of Advertising 

Age magazine ñé the new brand design world demands broader and deeper 

collaboration between marketing, design and product development. We need to 

abandon the out-of-date traditional role of brand management developing the 

brand strategy and then handling the strategy over the wall to design management 

and product development. Brand design requires the creative input of designers 

and product developers at the beginning of the strategic marketing process. Brand 

design means  these functions must become fused into one integrated process in 

order to achieve the goal of creatively designing innovative approaches to 

differentiated brand experiences.ò That makes more sense. 

 

 As an advertising man all of my professional life, I now declare that the 

advertising industry is populated with  a disturbingly large crowd of Yahoos. They 

are, in the main, undisciplined, unprincipled, and the majority of their output is 

situated between unproductive and unprofitable. Much of todayôs advertising is 

nothing more than junk. In coll aboration with the advertising Y ahoos are company 

marketing people who have lost all aspects of good judgment (after all, theyôre 

paying for the crap). As of this writing, the hot buzz word for the marketing and 
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advertising industries is óbrandingô. Branding ófirstô; everything else in the form  of 

marketing and promotion, second. This is air-head thinking.  

 

 ñBranding isnôt a substitute for solid product strategyò is the header 

on a letter to the editor of Advertising Age Magazine . The letter from Geraldine M. 

Zingapan, Carrier relations, Iris Wireless,  appeared in the January 29, 2007 

edition.  

 

 Ms. Zingapanôs letter commented on an Al Riesô article that ran in Ad Age 

regarding the fortunes of Motorola and its Razr ®  cell phone. She wrote: ñI see a 

persistent flaw in your analysis that can be summed up in one idea: Brand is the 

panacea. And once again youôve applied this frame-work to dissect Motorolaôs ills 

when clearly the culprit is lack of producer strategy.ò 

 

 What Ms. Zingapan says next is a brilliant example of the ómarketplace 

always changingô principle : ñI wonder if you (Al Ries) have noticed how volatile 

market shares are in the mobile-handset industry and are aware of what drives this 

volatility. Sony Ericssonôs market share in 2006 has gone up at the expense of 

Samsung. Within one year, the third-place player becomes fourth. Nokiaôs market 

share went down in 2005, the year Motorola came out with Razr, but has climbed 

back up now that Razr sales are not as robust as before. Brand has nothing to do 

with volatility ï one or two phone models did the trick for Sony Ericsson.ò 

 

 Then comes Ms. Zingapanôs lesson on smart marketing and marketing 

research, and where Motorola failed to see how the marketplace and customer 

wants had fallen into a pattern of predictability. She continues, ñI wonder if you 

also know that the handset-replacement cycle is much shorter now than before. In 

the past, it took people three years to replace their handsets; now that is down to 

one year. Thus, if you bought a Razr in 2005, you surely would not buy another 

Razr in 2006. Motorola did not launch a groundbreaking new phone in 2006 that 

made consumers want  to replace their old phones. It was still coasting on the 
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success of Razr, which was so last year. Yes, it is the product strategy that hurt 

Motorola in 2006.ò 

 

 Ms. Zingapan ended her letter with a zinger that would make any real world 

marketer cringe: ñMr. Ries, you really have to broaden your perspectives on these 

matters, as well as do a more thorough investigation of the business environment 

than you currently do ï especially in consumer electronics. Let me repeat: Brand is 

not the panacea for a companyôs ills.ò  Thank you, Ms. Zingapan of Iris Wireless! 

 To reinforce Ms. Zingapanôs opinion, hereôs a quote from the 03 February 

2007 issue of the International Herald Tribune  ï ñMotorolaôs fortunes plunge 

as Razr loses must -have statusò by Brad Stone: ñéBut the cell phone business 

is still relatively young, an d Motorola is learning a cruel new lesson about 

consumer tastes in phones. An industry that has focused more on microchips, 

screen size and data speed is finding that it has more in common with the fashion 

business. Today, a phone's value reflects not so much what it can do, but whether it 

is the envy  of friends and colleagues.ò (I emphasized the word óenvyô, because I 

will be referring to it later in the final section of this paper dealing where I will 

provide expanded descriptions of óbrandingô.)  

 Further in this white paper, also,  I will detail for you how marketing is 

supposed to structure itself and how itôs supposed to function in a dynamically -

changing marketplace. But, right now, let me mention a genuine brand name, and 

how the manufacturer behind t he name strategically moves and controls its 

marketplace. 

 

 Iôm sure youôve heard of STIHL®  tools. Have you noticed that STIHL tools 

are not  sold in Wal-MartÊ, Ace HardwareÊ, Home DepotÊ or LowesÊ Home 

Improvement stores? Also, Iôll bet that you werenôt aware that STIHL takes out full -

page advertisements in the Wall Street Journal  where the company proudly 

proclaims that  their products arenôt sold at the named retail outlets, but further 

declares that STIHL  tools will never be sold in those stores. As far as I am aware, 
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STIHL  is the only tool company that advertises this way. Theyôre quite proud of 

their marketplace stance. Why would a company adopt such a position? 

 

 STIHL has maneuvered themselves into the brand óspotlightô in such a way 

that when viewed by consumers, the consumers see not only the STIHL logo, but 

way beyond the logo. What becomes obvious to a purchaser of a STIHL tool is that 

behind the tool, and the company logo on the tool, is a manufacturing and 

customer service operation thatôs the envy of any commercial enterprise. 

 

 You have to go to an authorized STIHL dealer to purchase one of their tools. 

Not just a dealer, but a dealer thatôs publicly represented by a full capability sales 

and service shop that can handle any problem that arises with any of the STIHL  

tools. World wide, thatôs 30,000 dealers! 

 

 Because of their high degree of quality, STIHL tools are guaranteed to last 

longer than any other brand in the marketplace. In STIHLôs words directly from the 

companyôs website: ñWhen you think of STIHL, you think of old -world care and 

concern ï the handcrafted work of skilled artisans from times past. It is an attitude, 

a dedication to quality that has made STIHL power tools the most dependable on 

the market and one of the reasons STIHL products have earned quality awards 

throughout the years.ò Customer service, customer assurance. 

 

 If you are in search of ways to design your business or company web site, I 

suggest you visit the STIHL site at www.stilh.com  and see what a class presentation 

is supposed to look like. To reinforce the visual identification of the STIHL tool 

line, the web site has incorporated the same color scheme and presents an overall 

clean look. Everything presented for public consumption by STIHL has the 

ócompany lookô. There are no confusing, dissimilar logos; no variations in colors; all 

the product line is manufactured with the same duo -tone colors. The service outlets 

have the same signage, and the sales and service personnel in those outlets only 

wear company-sanction uniforms.  

 

http://www.stilh.com/
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é and another sterling example of 

   core -to -surface branded imageé  

 

 Another óclass actô marketer and óbranderô is www.bionade.com, the 

company responsible for the fantastic truck graphic you saw earlier. BionadeÊ is a 

young company located in Germany thatôs an offshoot of a private beer brewery. 

The Bionade product is non-alcoholic, blended in various fruit flavors and done so 

using a completely organic fermentation process. The company has grown to 

national status and supplies its product to hotels, restaurants, as well as 

supermarkets and throughout a beverage distribution network. Bionade is poised 

to launch into the international  marketplace. Go to the site and look at the product. 

  

 See how crisp, clear and colorful it comes across? The site layout, graphics 

and especially the photos make Bionade®  look healthy. The same branding image 

that was projected on in the truck photo. I tôs a themed brand presentation: the 

company is the product ï the product the company. The photo on the next page 

makes you want to drink the product!  

 

http://www.bionade.com/
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 I think by now you should be in halfway decent possession of the concept of 

todayôs marketing: Keep one eye on the needs and desires of the customer, keep the 

other eye on the field of marketing combat. If you are capable of doing this, then 

you will most assuredly succeed.  For you and your company, this moment  of 

enlightenment is dynamic!  You have been apprised of the dismal situation of most 

marketing   todayé youôve been taught and shown where most of todayôs marketing 

and promotional  efforts fall short and, some, outright fail. N ow, you have been 

positioned on the path to further marketing enlightenme nt. This is, indeed, a 

dynamic marketing  benchmark occasion for you.  

 

 The concept of marketing that I will give y ou is dynamic and yet so logical. It 

is revolutionary, and yet, it is so damned commonsense in its approach and 

application that in its sub lime simplicity, it is ubër  dynamic!  I am going to 

enlighten you how to prepare the marketplace to fit YOUR companyôs needs and 
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conditions in which to functio n and profit. You will promote your business, or 

company, in the marketplace in such a way as to communicate, immediately, to 

your customers not only your product, but the company that stands behind the 

product.   

 

 ZDNet, the Internet technology news service, conducted an interview with 

one of Google.comôs founders, Sergey Brin. In response to a question about 

Googleôs ability to maintain its carefree, hip ógood timesô look, Brin had this to say: 

 

 ñWhat is not apparent from the outside is the set of rigorous systems and 

processes that we use to manage our growth while maintaining this entrepreneurial 

zeal.ò  

 Google was touted in January 2007 by Fortune  Magazine as the best 

company in the world to work for . So, we can deduce from Mr. Brinôs statement, 

the companyôs marketing plan is not only in place, but so is their branding image. 

 

 

 

Chapter Two ï  

 

A definition of Marketing .  

 

 Marketing is first and foremost an enterprising frame of mind 

adopted by a company coupled with their willingness to project their 

philosophy into the marketplaceé and have the resources to actually 

carry it out. Until a companyôs management makes the decision as to 

whether or not they desire to cast a long shadow across the 

marketplace, the companyôs eventual successful presence will remain 

semi-transparent and the company and its products ill -defined in the 

publicôs mind.  
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 Back in the days when company marketing executives, along with their 

advertising surrogates, used to genuinely cogitate about the companyôs entire 

marketing philosophy, marketing direction, advertising to carry the company in 

that direction, and the nurturing and growing of the customer base, there was some 

powerful stuff going on. Very powerful.  

 

 During the 1950-60ôs, the giants of advertising lived in the enchanted land 

known as Madison Ave. Hereôs an example of one of those powerful giants, Bill 

Bernbach, speaking:  

 

 ñA very, very big prospect once said to me, óWhat would you say, Bill, if you 

were told exactly where to put the logo and what size it would be?ô I had 

$10,000,000 riding on my answer, and I said, óI would say we are the wrong 

agency for you.ò  

 

 Agency copywriter guru, Leo Burnett had this to offer: ñIf you donôt get 

noticed, you donôt have anything. You just have to be noticed, but the art is getting 

noticed naturally, without screaming or without tricks.ò 

 

 Or, just for wonderful candor, thereôs David Ogilvyôs words, ñMany people ï 

and I think I am one of them ï are more productive when theyôve had a little to 

drink. I find if I drink two or three brandies, Iôm far better able to write.ò  

 

 Thatôs my kind of copywriter. 

 

 Do you think for a New York second that the kind of television 

advertisements we presently see for Dairy QueenÊ and HardeeôsÊ, where 

unkempt and grossly sloppy young men work their way through enormous, drippy 

and outright obscene burgers (Ugh!) has any comparison to the past successful 

advertising employed by the likes of IBMÊ, General FoodsÊ, Procter & GambleÊ, 

AppleÊ and RIMÊ (BlackBerry® )? No way, Leo Burnette! 
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 If you are new to the marketing game, or have worked within a single 

company to the point where you are marketing-myopic, you may not have picked 

up on the fact that todayôs marketplace projection-marketing ( i.e. advertising ) has 

become something thatôs akin to a video game where, in too many cases, a habitat 

for smart alecks and brainless humor. Have you noticed this? Please say you haveé 

please! Hereôs a sample of what Iôm talking about: http://www.donmac -

ideas.com/mainSections/Commentaries/Commentary -Turbo-Volkswagen-

debacle.html. 

 

 I t is well known within serious advertising circles that over the past century 

marketing coupled with its spokes-organ, advertising, has resorted to the creation 

of óprettyô, yet meaningless logos and sloganeering that often times doesnôt measure 

up to the status of a great tag line. It is true today that advertising for many 

formerly reputable c ompanies and their products has sunk to the bottom of the pit 

of absurdity. Theyôve done this because thereôs been a school of thought that in 

order for the pro duct message to span the American marketplace, the consumers 

want to be continually entertained by the advertising they see on television, and 

now on the Internet . Fact is, depending on which age, sex, income, and lifestyle 

demographic a company desires to appeal to ï and ideally sell to ï the marketing 

and advertising for that company may target people who are under-educated, have 

no style or comportment , and who are amused by the basest humor. Thus, if a 

companyôs advertising is crass and crude, that is how the company, itself, may very 

likely be perceived by the public. Even though the companyôs management and 

employees see themselves in a redemptive light, the public has the opposite view. 

 

 Television advertising sets the rules and lays the groundwork for all other 

forms of a companyôs advertising and promotion that is to follow. See that 

attractive woman selling soap on television? Well, we can look for her in the 

companyôs magazine and Internet advertising. Look for her standing as a point-of-

purchase display in drug and grocery stores. Look for her on the end caps. For 

some arenas of consumer retail advertising, if a television ófaceô grabs hold of 

consumers in a favorable way, that advertising personality can literally change the 

http://www.donmac-ideas.com/mainSections/Commentaries/Commentary-Turbo-Volkswagen-debacle.html
http://www.donmac-ideas.com/mainSections/Commentaries/Commentary-Turbo-Volkswagen-debacle.html
http://www.donmac-ideas.com/mainSections/Commentaries/Commentary-Turbo-Volkswagen-debacle.html
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course of companyôs marketing and promotional direction. Itôs called óreacting to 

market pressures and market whimsô. Itôs a good tactic, but a lousy strategy. 

 

 An example of this happened in 1998, when a little girl, Hallie Eisenberg, co-

starred with NASCARÊ driver, Jeff Gordon in Pepsi-ColaÊ television ads. Little 

Hallie was an instant hit with America and she became an advertising star, albeit, if 

only for a year. If your company, or enterprise, is lucky enough to have a Mr. 

Whipple ® , or a Mr. Clean® , or a Bob Villa, then all the better for you. But if it takes 

a ópersonalityô to bring success to your company, and in so doing, shape your 

marketing philosophy, then your company had best be prepared for 

disappointment. Consumers can quickly become disenchanted with a personality 

and yesterdayôs hero becomes todayôs forgotten person of the ô15-minutes of fameô 

club. Personality, or gimmicky, advertising is no way to run a  solid marketing show. 

Actually, itôs quite stupid. 

 
Instead, build an Intelligent Ma rketing foundation  ï  

 
 After reading this paper , you should never again proceed down the 

marketing road blissfully ignorant  about what does and what doesnôt work. Never! 

 

 Market -I -Culture©  ï or in other words, the practice  of growing a consumer 

market base founded on a solid marketing principle thatôs driven by intelligence .  

  

 Every company should have in operation its own óMIAô. Not CIA ï Central 

Intelligence Agency ï but an MIA: Marketing  Intelligence Agency © . Here comes 

my cardinal rule: Nothing should be undertaken in the name of Marketing that 

would otherwise be recogni zed as ignorance. What I am saying is, everything that 

takes place under the aegis of Marketing must be intelligently planned, thoroughly 

researched and intelligently implemented. When your company comes to this 

realization, it will be dynamic enlightenment  overall and throughout!  It will be an 

epiphany for your company and its market ing staff. 
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 Because all marketing decisions should be substantiated by marketplace 

intelligence, and all forward projection of product or service advertising should be 

based on shared company-wide intelligence, the company will then become what it 

should have been in the first place: a unified organic marketing dynamic . A true 

power in the marketplace of commerce. 

 

 To get to this state of marketing cognizance, you, your marketing people, 

your entire company(!)  must move and plan intelligently. No marketing initiative 

should ever be unleashed without the constraints of accountability. All marketing 

forays into the commercial arena must be able to account to management where 

the initiatives were directed, to whom they were directed, and how did the target -

prospect consumers react to the marketing and advertising initiatives.  Marketing 

must never operate in a vacuum. It must be held accountable, it must generate 

marketplace and product data, and it must be able to translate that data into solid, 

well-conceived advertising and promotion initiatives and campaigns.  

 

How your com pany, or business, is publicly perceived ï  

 
 Why should anyone purchase your products, or hire your services? Would 

you honestly take money from your pocket and buy whatever it is you are selling?  

If not, why would you expect the public to do so?  

 

 When your companyôs sales representatives first approach prospective new 

customers, here is an idea of what they run into during the initial  meetings and 

sales presentations: The prospective customer sits in his/her chair and looks your 

sales reps directly in the eye and says: 

 
ñI donôt know who you are. 

 
ñI donôt know your company. 

 
ñI donôt know your companyôs products. 
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ñI donôt know what your company stands for. 

 
ñI donôt know your companyôs customers. 

 
ñI donôt know your companyôs record. 

 
ñI donôt know your companyôs reputation. 

 
ñNow ï what was it you wanted to sell me?ò 

 

 These lines of copy, written by David Ogilvy,  appeared in national business 

publications  for McGraw-Hill Magazines in the 1960ôs. Old by the calendar, 

perhaps, but brilliant  and still  devastating as the message applies to all businesses 

and companies today. 

 

é and Marketing isé? 

 
 It has not escaped my attention that there will be many reading this paper 

who have NOT had a formal education in the subject of marketing. There are those 

people who began their careers in sales, or accounting, and over time have found 

themselves smack dab in the middle of ósomethingô called marketing . Others of you 

may have jumped right off the end of the pier with your start -up business and ï so 

far ï itôs been successful. That is, youôve been making a profit. You do what you do 

and think of nothing else other than getting consumers in through the front door 

and having them carry your product (or services) back out the door. Youôre good for 

the short term.  Donôt look now, but a ógood thingô invites competition. 

 

 Then again, there are those of you who may have been formally educated in 

marketing, but may have either forgotten w hat was taught, or were at the ball game 

the day marketing class was in session, or, you actually remember what you were 

taught, came into the real world and practiced what you were taught and, with your 

competition now beating in your brains, what you were taught was for naught.  
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 So, letôs set out to clear away the gunk, do away with the misimpressions and 

misunderstandings, throw light into the shadows of ignorance, and define what it is 

Iôm talking about here. 

 

 Marketing, the concept ï not the word ï the concept embraces marketing 

functions . What you are about to have described may surprise you. These 

definitions have  been active within Fortune 500  companies for the last 40 years. 

What follows is wired into American corporate thinking. Letôs begin with: 

 

1) Product Development . Companies that are marketing oriented expect 

their marketing people to decide what products should be produced for 

specific marketplaces, product quality, functional or emotional design, style 

and BRAND name. Usually, in the case of consumer goods, marketing 

management makes the product decisions: what to bring to market and how 

to promote it. For goods and services that are tailor-made, such as industrial 

goods and installations, marketing most likely  does not take the lead and 

will defer to the pressures of  marketplace; promoting  items that have been 

asked for, or where thereôs a necessity. 

 

 Marketing can also take the initiative and introduce to market a 

product thatôs unique, or it can be reactive  to a market need thatôs already 

existing. For example, a marketing department promotes an easily portable 

and inexpensive bidet (initiative ï questionable American market need); or 

promote a more attractive and economical toilet paper (reactive ï 

addressing an established need).   

 

2) Pricing ï You canôt sell product unless you know how much to charge. 

Somebodyôs got to set a price and its up to marketing management to answer 

the question, ñShould we set our price above or below the competitionôs?ò 

ñWhat kinds of discounts should we give to the middlemen who handle our 

product?ò In the industrial sector, price is often negotiated with individual 
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customers and marketing personnel have to be on top of their game and 

thoroughly familiar with production and other costs. 

 

3) Buying ï Often called Purchasing or Procurement, Buying is a necessary 

component of every marketing transaction. Products are purchased either by 

ultimate or industrial consumers for their own use or by middlemen for 

resale.  A companyôs buyers select from an assortment of goods, determine 

what quality and quantity to purchase, select sources of supply, and 

negotiate the terms of purchase.   

 

 Wal-MartÊ will serve as an example for me to further expand on a dynamic 

 of marketing, in this case the reduction of wholesale shelf item pricing, and 

 the reciprocal effect such a marketing decision has on Wal-MartÊ suppliers. 

 If  the worldôs largest retailer decides to lower the price on its line of riding 

 lawn mowers in order to combat Lowes and Home Depot, that decision will 

 have a powerful effect outside of the Wal-Mart Company itself. A ripple 

 effect will originate from Wal -Mart and then spread out to all of its 

 suppliers, and if the retailer decides to keep the pressure on with its reduced 

 pricing, in short order the lawn mower manufacturers will be asked to sell 

 their products to Wal -Mart at a lower price than previously contracted for. I 

 refer to this physical effect as Dynamic of Marketing Reciprocity.  

 

4) Personal Selling ï Selling is the personal presentation of goods, services, 

or ideas of commercial value to an individual or group of individuals. ALL 

businesses must perform the selling function whether itôs done face-to-face, 

or on a web site, telephone, or via advertising . The Marketing Department 

oversees and coordinates its efforts with the companyôs Sales Department. 

 

5) Advertising and Promotion ï Advertising is the physical manifestation 

of company and product promotion. Advertising is not synonymous with 

Marketing. Advertising is a separate part of the marketing function. It 

amazes me just how many business people today do not know this.  
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 [Also, note that Advertising and Public Relations (PR) are NOT one in the 

same. Advertising is the mass presentation of salable commodities to either a 

specific targeted audience, or to a generally universal audience. Advertising 

carries out its function of communicating utilizing all or any one of the 

following: telev ision, radio, newspapers, direct mail, events, billboards 

(stationary and moving), the Internet, e -mail, and both in -person word of 

mouth or Internet word -of-mouth:  blogs. óWord of mouthô is also called óviralô 

marketing ï the message spreads from person to person in the same way as 

would a viral disease. Marketing is a science, and sometimes an art. Advertising 

is an art, and oftentimes proves as evidenced by the products it produces, that it 

is not an exact science. There is a skill to producing advertisi ng that works, and 

it continually stuns  me how many people participating in advertising have 

neither the skills nor the awareness they lack the skills. More amazing is the fact 

that an advertising agencyôs clients will actually pay for the junk  that supposed 

to sell their product.   

  

 Thereôs an interesting Buddhist saying that conveniently applies to todayôs 

dismal lack of advertising maturity and intelligence:  

 
 ñWhen it comes to Buddha-nature ( enlightenment ), there is no difference 

 between an enlightened man and an ignorant one. What makes the 

 difference is that  one realizes it, while the other is ignorant of it.ò  

 

 You would be held in rapt amazement if you knew how many nascent 

advertising campaigns for major, brand -familiar products are su ddenly, 

inexplicably,  trashed by upper management. In a rapture of self-delusion, the 

advertising agency casts a spell over a companyôs lower-level marketing people 

with an off -the-wall idea and everyone is dancing the dance of irrational 

exuberance. Safeguards and cautious dialectic are cast aside. A very expensive 

campaign is created ï major production costs are amassed. Nobody at the lower 

levels are the wiser. Upper management is kept in the dark until the óGreat 

Presentation.ô 
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  Then, one day, comes the big ódog and pony showô to upper management. 

The campaign is presentedé upper management is flabbergasted. Shocked! The 

agency people along with the companyôs lower-level marketing personnel 

immediately assume the roles of hapless ducks who have been hit on their 

heads. Upper management órealityô bursts the shared fantasy of both the agency 

and the companyôs lower marketing management.  Far fetched melodrama on 

my part? Nay! This exact thing happened in the Spring of 2006, with the Dr 

Pepper®  soft drink l ine: ten ready-to-go television commercials were suddenly 

deep-sixôd by the companyôs upper management. No public explanation was 

offered.] 

 

6) Sales Promotion and Merchandising ï Implementation  of this 

function involves the development of such tools as point-of-purchase 

displays, window displays, free samples of products, product exhibitions at 

trade shows, news releases (often times classed as PR releases) about 

products. As an important side note, Public Relations ï while it serves to 

beat the drum about a product ï is also called upon to blunt or turn public 

wrath if the product fails in its performance (GM Ê air bag failures; 1986 

FordÊ: FirestoneÊ tire debacle) or causes injury. Having a ótop gunô PR 

person on the company payroll is a smart move especially if the product is 

food, or has anything to do with medicine or infant goods.  

 

7) Physical Distribution ï A company can talk all they want about their 

products ï they can promote the hell out of them ï but if the company canôt 

deliver the goods to market on time, the game is up. Transportation of 

goods, storage of goods and inventory management are critical to any 

company selling a commodity. Also, if the goods are targeted for the retail 

market,  then there has to be in place a way of collecting inventory thatôs 

become outdated, returned by the consumer, or just didnôt sell ï and making 

sure proper billing procedures are in place so stores receive proper credits 

and sales incentive points. 
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8) Market ing  Research and Information Management -  NOTHING, 

but NOTHING is sold without you knowing where it went, who made the 

purchase and at what price the purchase was made. Itôs up to the Marketing 

Research arm of the Marketing Department  to know whatôs what and who 

did what with a companyôs product. This information is vital to any company 

or service because a product cannot be manufactured and distributed in a 

marketplace vacuum. As Iôve mentioned, a company or business needs some 

form of  a Marketing Intelli gence Agency ï MIA ï and that, for all intents, is 

the purpose and prime responsibility of Marketing Research : the intelligent 

assessing and distribution of sales and market information.  óFeedback 

managementô, one could say, without the winks, shrugs, or, guesses.  

 

9) Credit management and financing ï How important is this area  of a 

companyôs operation? Talk to the guys selling cars and ask them how many 

vehicles would move off the lot WITHOUT credit management and all kinds 

of innovative financing in place. Car dealers, especially, know thereôs really 

not a lick of difference ï technologically ï between a BuickÊ Lacrosse®  and 

a MercuryÊ Grand Marquis ® , and that most purchases are initially 

triggered by visual emotion and the new car smell. But after time, when the 

ambrosia of the ónew car highô wears off and money enters the picture, 

customers are quickly intrigued and excited by the assortment of financing 

options available. Financing is a powerful marketing and advertising tool. 

Think here of órebatesô, óno money downô, óanyone with lousy credit can have 

a carô, óAPR of Zero percentô, etc. When Marketing, Marketing Research, 

Advertising, Sales Promotion , Sales and, Finance are brought together to 

promote a producté all I can say is, ñWatch out competition!ò 

 

 In a nutshell, thatôs Marketing as weôve come to know it. What is absent 

within the institutionalized  structure of Marketing is thereôs nothing mentioned 

about immediate consumer demand pressure; Iôll call that ICDP. A current 

example of ICDP is the surge and clamor for all kinds of hand -held 

communications devices. Even though manufacturers like AppleÊ, RIMÊ 
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(BlackBerry® ), PalmÊ (Treo® ), LGÊ (assorted cell phones) and others, 

innovate and produce exciting products to satisfy the volatile teenage and 

college-age demographic, it is actually those teens and young adults who are 

calling the marketing shots. I WANT  IT ! I WANT IT NOW! IôD BETTER GET 

IT! and, IôVE GOT MONEY!!! (Get the message, marketing departments 

everywhere?) Make no mistake about this. Today, the consumer drives and 

influences the marketplace, and in many commodity areas of production, 

manufacturers are scrambling to respond.  Cell phone demand is a perfect 

illustration of where the  consumer is forcing companies, businesses, 

distributors and manufacturers to do the shifting  to accommodate the customer 

and adapt all marketing and advertising and sales systems to meet that demand. 

 

 Hereôs something you may not be aware of, and it has to do with computers 

as we know them today. August 12, 1981, IBMÊ sold and distributed the first 

practical desk-top computer for business use; the IBM PC (Personal Computer). 

It was basically a glorified typewriting -word processing system that allowed the 

user to store data both on a floppy disk and on an internal hard drive. If files 

were to be shared, a floppy disk became the messenger. Then, in 1984, two or 

more of the IBM desktop units  (IBM Personal Computer/AT ® ) could be hooked 

together over a thing (concept) called an Ethernet, and this enabled a guy in one 

office to share data files with a gal in another office. (At that time, we didnôt yet 

have e-mail.) The A/T was plagued with networking problems; so along came 

the second-generation ñIBM Personal System/2® . 

 

 I mention this because, from a practicable office-use point of view, there was 

no pressing demand for the IBM desktop computer to advance further in its 

technology. As it stood, the IBM desktop, coupled with the newly -conceived 

Hewlett -Packard single color inkjet printer, was sure a heck of a lot better than 

the huge beast of a word processor at that time, the WangÊ CRT-based system. 

Still, though, there was really no pressing consumer need to expand and 

innovate further the  óbusiness-utilizedô desktop computer. 
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 Almost simultaneously, along came Ralph. H. Baer, the inventor of a simple 

computer/television -based game called, ñPong®ò and he quickly  perfected a 

version that could operate on an IBM platform  personal computer. Everything 

having to do with desktop computers immediately began to change. Computer 

usage began to expand from the business office, and into the American home.  

 

 Next came the ever popular ñMario Brothers ®ò from Nintendo in 1983, a 

spin-off from Donkey Kong ® . Computer consumers no longer were satisfied to 

wait for an IBM Ê, CompaqÊ, or AppleÊ, to come forward and tell them what 

tomorrowôs computer innovations would offer. Quite the opposite. Over night, it 

became the consumers who were demanding of the manufacturers  they 

produce faster computers, better operating systems, color monitors, faster video 

cards, faster gaming cards, huge amounts of RAM memory and hard drive 

storage, so consumers could run and play heavily-demanded fast-action, high-

definition, interactive video games  that began to sprout like toadstools in a 

damp yard. In the base analysis, computer users demanded yesterday ï and 

demand today, as they will demand tomorrow ï to be fed newer computer 

concepts, dynamic software operating systems and applications, along with 

more power and convenience with which to use and manipulate those concepts. 

In a quaint way, I might say that the inmates are now running the asylum.  Yeté 

if you employ the methods of dynamic marketing  you can control and 

manipulate the óinmatesô in the marketplace. People like to spend money, so 

letôs help them spend it in our direction. Control the marketplace. Right ? 

 

So whatôs S.W .O.T.? 

 

 ñWhatôs what?ò No, thatôs whatôs S.W .O.T.?  

 

 Youôve got to learn this stuff when acquiring a formal  marketing education . 

Youôd have been taught  the acronym stands for, Strengths, Weaknesses, 

Opportunities, Threats  - analysis. Itôs old school stuff, but not only does the 
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concept work well on a military battlefield, but works brilliantly in the world of 

a companyôs operation and marketing.  

 

 I want you to see if you can pick up on a missing ingredient within a 

component of the acronym as I now discuss S.W .O.T. 

 

 S.W .O.T analysis is a simple, effective technique that will  access a 

companyôs internal  strengths and weaknesses along with external  opportunities 

and threats. The goal of S.W.O.T analysis is to help a business, or organization, 

to identify strategy -related factors that can have a major effect on operations 

and profits. This is relative. Not all critical factors will have an equal effect on an 

enterprise, and itôs the job of the S.W.O.T. analysis to identify problems and 

positives. Itôs a simple technique, but a tough job. Expect to see lots of finger 

pointing go ing on during the analysis process. 

 

 Hereôs an example of how it worked for General ElectricÊ way back during 

the halcyon years of the famous Jack Welch. In 1981, GEÊ was concerned about 

slow growth and hired (unknowingly) one of the future -best corporate 

commanding officers ever to come upon the American industrial scene. Mr. 

Welchôs S.W.O.T. analysis of GE showed that: 

 

Internal Strengths  were ï Quality products in many consumer and 

industrial markets. Respected name among buyers of its products. Financial 

power. Technical leadership in many sectors. 

 

Internal Weaknesses  were ï No clear strategic direction. Bureaucracy and 

many layers of management. Low annual increases in productivity. Two thirds 

of revenues came from slow-growth businesses. Weak in truly global 

businesses. 

 

External Opportunities  were ï High -technology and service sectors 

growing rapidly. International markets growing. U.S. government more lenient 
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in cooperative joint ventures. Company technologies can provide new products 

for new markets. 

 

External Threats  were ï Existing markets facing many changes. Foreign 

firms have lower production costs. Sales gains by competitors in its established 

markets. Main markets growing slowly.  

 

 Notice above that I underlined, ñNo clear strategic direction.ò What was GEôs 

Mission Statement? Apparently, Mr. Welch wasnôt aware of one; because there 

wasnôt an acknowledged mission statement in place. 

 

 A mission statement is nothing other  than a pronouncement as to why your 

company, business, service, or organization existsé and what it hopes to 

accomplish. The mission statement, in order to manifest, needs a strategic 

direction. And, for our purposes here and now, Iôm talking about a clear 

marketing strategic direction.  If your company, knows where it wants to go, 

clearly defines the direction it wants to t ake and the objectives to be 

accomplished, then the companyôs entire manpower force will be positively 

oriented and motivated to accomplish the task. This statement holds true when 

applied to a companyôs marketing philosophy and implementation.  

 

 Previously, I asked you to keep an eye open for a missing component within 

the S.W.O.T.  acronym. Iôm not going to have you answer, because itôs a loaded 

question. Iôll save some time here and tell you that thereôs something missing 

under ñExternal Threatsò and itôs this: 

 

 The greatest External Threat that exists for your company, or organization, 

or your sole-proprietorship business is : if there exists no clear path of ease for 

customers to select, order and pay for your products , sales will fall flat . If 

customers have to work in ordering merchandise from your company, or have 

to work to obtain information or services, your enterprise is destined to crash 

and burn. Believe me, if you cannot make the entire selection-ordering -
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payment-and delivery process easy for your customers, guess what? Your 

competition down the street is eagerly licking their chops  and waiting to EAT 

YOUR LUNCH!  

 

 Furthermore, let me repeat and reinforce what Iôve said before: ñIt is 

important to understand that you must focus on ma rketing  instead of just 

selling if you desire to ensure your presence in tomorrowôs marketplace.ò 

 

 An objective S.W.O.T. assessment, coupled with solid, realistic improvement 

implementation, will be the dynamic explosion  for you and your company.  

 

 For the sake of this writing  letôs assume you and your companyôs team have 

had their epiphany after the S.W.O.T. analysis. Gathered around the large table 

in the company conference room, everyoneôs feeling puffed up and satisfied that 

together youôve identified problems and figured out how to fix themé most of 

them. The vexing problems that didnôt have easy solutions readily at hand were 

the ones that remain most vital to remedy:  

 

 First, ñHow do we get our marketing philosophy projected into the 

marketplace?ò  

 

 Then, ñHow do we advertise óusô?ò  

 

 Then, ñHow in hell do we find customers in the first place?!ò 

 

 Then, ñOnce we find them, how do we get them to buy from us?ò 

 

 Then, ñWeôve got competition out thereé will consumers want to buy from 

us?ò 

 

 Then, ñOur competition does negative advertising against us. Will 

consumers trust us? What do consumers think of us?ò 
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 Then, ñWill consumers have any confidence in our company and our 

products?ò 

 

 Tough questions, and admittedly, they deserve just as tough answers. 

 

 Until the questions are answered, there exists a thing I call the Assurance 

Gap.   

 

 I define this particular assurance gap as the lack of trust on the part of  the 

buyer that develops into an inability  to determine whether  a  companyôs 

products or services are  better/worse/different than any of the others  in the 

marketplace.   [Sound familiar to the McGraw-Hill  advertisement?] 

 

 Our solutions and methods here at DONMAC ideas! regarding the Assurance 

Gap is to place you and your company into a position where your entire 

marketing thrust ensures that the buyer is able to discretely single out your 

companyôs products and services from your competitionôs. To accomplish this 

mission, you and your company must learn how to better, and smarter, market 

yourselves in order to make the indelible impression on the minds of your 

customers that your company is the automatic one they reflexively  turn to when 

they need the products you sell. And, the only way itôs going to happen is at that 

point in time when your customers 1) know you have what they want, 2) know 

you are selling it for a fair price, 3) know they can easily purchase or order it, 4) 

know that if they need help in selecting and ordering, they will promptly get 

help, 5) know the checkout and payment system is fast and thorough, and 6) 

know they can trust your company, your employees, and the quality of the 

products you sell. Thatôs it!  

 

 There is, though, one sticky detail lefté   
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 ñHow do we go about effectively  marketing our  company and advertising 

our products?ò 

 

 Okay, letôs talk about the process of branding your company and the 

advertising and promotion of your products  ï let us now implement the 

dynamic marketing message. 

 

 

 

Chapter Three  ï  

 

Getting óThemô to See Us as We See Us  ï  

(Marketing in Motion, or as I call it , Advertising and Promotion!)  

 

 Know something? Those customers out there ï they always remain the same 

ï  that is, they will always be consumers because they always have money to 

spend. Some things will never change. Itôs you, the marketplace entrepreneur 

who has to possess the desire to change and accommodate the consumer; or you 

will perish!  

 

 I stress the word, desire. You who own and run companies; you who work in 

companies and you who sell the companiesô products; you who own your own 

business ï product or service ï itôs YOU who must have the will  and the 

wherewithal to change the field of opportunity if you are to sustain your 

consumer base and beat out the competition . You are the one who must do the 

changing. Not the consumer. The consumer, by virtue of being the money 

bearers, should never be told to do any changing. Thatôs their individua l 

decision to make. But, as intelligent marketers, itôs your desire and decision as 

to how clever and inventive you will have to become to persuade consumers to 

reflexively  do business with your company. To get your customers to this level 

of marketing, th ere will be no room for the Assurance Gap to exist. 
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 Remember, advertising is but a marketplace projection of an enterpriseôs  

overall marketing philosophy. Your advertising must unmistakably project the 

power of your company along with the power of the products you sell. If 

consumers sense the power  of your product s when they see your advertising, 

see your company and product logos, listen to your radio ads and view your 

television commercials, and, in an enlightened moment sense that you, your 

company and your products are the genuine article... the real dealé then you 

have crossed the river of distrust; bridg ing the Assurance Gap. You will have 

gained the consumerôs confidence and entered his or her purchasing DNA. You, 

as a marketer, could ask for no better spot to be in. How sweet it is! 

 

 But now, Iôve got to get you to that ósweetô spot. 

 

 A restaurant owner with plenty of advertising ideas and little money for 

advertising purchased the largest fish bowl he could find, filled it with water and 

put it in his window, with a sign reading:   

 

This bowl is filled with invisible Paraguayan goldfish.  

 

 It required two policemen to keep the pavement in front of the window 

cleared. 

 

 Instead of standing in front of the wind ow looking at invisible fish, Iôd like 

you to go stand in front of a mirror , and take a look at yourself. The reflected 

image youôre looking at is one way you see yourself. The other way you envision 

your óselfô is in your mind. Unless you happen to be the paragon of objectivity, 

the image you see in the mirror will be different from the one you see in your 

mindôs eye. And, if the truth be told, how you perceived yourself in the mirroré 

well, that was done with charitable eyes. The guy down the street would have 

picked up on it, but your eyes never noticed the two-inch long hair coming out 

of your right ear. Going a step farther, how you see your óselfô in your mind isé 

wellé believe me, no one else sees your Superman costume. 
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 As I am wont to do, I like to offer a contemporary analogy that illustrates my 

point. Do you ever watch the television talent program, American Idol ® ? If so, 

youôve very likely come to a conclusion held by most rational adults who do 

watch it: there is an epidemic of mass-delusion going on out there!   

 

 Young people (and some not-so-young who try to disguise their true age) 

have a one-shot opportunity to convince the judges they are potential star 

material. By my reckoning, eight out of ten contestants couldnôt sing their way 

out of an open bag. Not to be cruelé they are absolutely the worst singers ever. 

The thing is, though, the eight butchers of what we know as music havenôt a clue 

as to whatôs real and what they perceive as real. Itôs evident that an occasional 

lousy contestant is putting on a lark ï knowing they really canôt sing ï and just 

go along with the regime in order to get their short blip of televised fame. 

Probably to win some sort of bet. 

 

 But, itôs the remaining lot of losers who are pathetic. They actually believe 

they can sing, that they have talent, that they have a stage presence. Then, 

within minutes, these people are compelled to come to grips with the 

declaration they have no talent. What follows next is where the pathos enters.  

 

 To the person, the losers are stunned. They cannot accept the judgesô 

proclamation  they have no talent. Their friends, all this time, have been telling 

them they have talent. Their families have been saying the same thing. It 

appears that during the course of their short lives, no one has spoken up and 

revealed the truth to these kids. There must be a program going on in America 

today where the young adults are never to be told, óNo! You have no talent!ô  

 

 Well, sure as shootinô, the Idol  judges tell them. Then, we watch a series of 

amazing personality melt -downs. Some contestants cry. Some cry and beg for a 

second chance. Some cry, beg, and then transform themselves into demons and 

curse out the judges. When the mental melt -downs leave the audition room, 

their friends and families rec eive them with hugs and tears in a state of 
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astonished disbelief. Thereôs more cursing of the judgesé while shouting, óThe 

judges donôt know what they are talking about!ô, and how the judges have blown 

their  opportunity to crown the órealô American Idol.  Finall y, the dismissed 

contestant (along with  family and friends) leaveé cursing all the way out the 

door, and sometimes out onto the street.  

 

 To think ï the entire charade, and its accompanying embarrassment, could 

have been spared the lousy singer if only at one point in their life of self -

centeredness someone would have spoken up and said, ñYou stink!ò 

 

 Self-perception. Companies and businesses also have a problem with it. 

They see themselves one way ï and it may be the correct way - yet the consumer 

sees them another way. I call this phenomenon  the óWe isô versus the publicôs 

perception of óYou areô. Assuming you conducted an objective SWOT analysis, 

I will accept your  internal marketing perception  as fact, and not self-delusion. 

Make sure, now. Youôre positive that your management didnôt devolve into a 

pool of patronizing , marketing self-congratulation ? I hope not. 

 

 Your internal marketing dynamic  is everything you do in your business that 

makes you valuable to your customers and also gives you that all -important 

competitive edge in the marketplace. It encompasses all of your skills, your 

passion, your systems, your human resources, and the way you conduct your 

business. The marketplace reality is how customers and prospects perceive your 

business. These are the ideas and impressions consumers get from your media 

advertising, your direct mail advertising, your public relations and your indirect 

communication with them. Indirect communication ? That would be mainly 

word of mouth advertising from third parties. Also, the consumersô friends, 

relatives or Internet  chat rooms, social gathering portals, and, blogs. 

You cannot leave the task of molding your companyôs public, branded image in 

the hands of others. For most of you, the following  is true: No one knows your 

business as well as you do. And, just as true is this statement: Very few of you 
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know how to properly go about publicly projecting your company and 

products in a favorable light.  

 

 Your entire business ï suppliers, manufacturing, sales, delivery, billing 

and accounts receivable, customer service and any other function necessary to 

keep your operation up and running ï must be choreographed by your 

marketing philosophy and thrown into motion by the combined effor ts of your 

marketing, advertising, sales and distribution operatives.   

 

 Thatôs for starters. The internal image of your company must match the 

public reflection.   

 

 When a consumer drives up to a StaplesÊ store, the first thing that greets 

them is a store that looks virtually the same as other Staples stores in 

Washington, DC, Columbia, SC, or Memphis, TN. Storefront identity and 

omnipresence; thatôs Staples.  

 

 Upon entering a StaplesÊ store, the customer sees staff wearing the Staples 

red t-shirt; managers wear a white, pin-striped shirt. Itôs that way across 

America. The customer is familiar with the same basic internal layout of the 

store, whether it an Atlanta Staples or a Boise Staples. No matter which store 

the customer visits, he or she will soon spot the Staples Easy®  button display 

racked near the front of the store; the immediate connection with Staplesô 

television advertising campaigns. 

 

 You see one Staples store, youôve seen them all. In addition, y ou see one Best 

BuyÊ store, and likewise, youôve seen them all. Same goes for StarbucksÊ, 

Barnes & NobleÊ, National RentalÊ, WendyôsÊ, Burger KingÊ and nearly 

every other Fortune 500 retail operation s. When I say óMcDonaldsÊôé you get 

the picture. Thatôs what you want to happen in your customerôs mind when he 

or she hears or sees your companyôs name. So, how do I get you and your 

customers to that stage? Letôs begin by activating your companyôs marketing 
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process.  [First, let me advise that if your company does not have a clear idea as 

to its marketing philosophy, mission, or means of implementation, I urge you to 

contract for the services of a professional marketing consultant who has a firm 

grasp not only on classical marketing protocol, but also on the latest methods of 

marketing research information technology. It will be money well spent.]  

 

 

 

 

Chapter Four ï  

 

Letôs market the smart way! 

 

 ñUhé precisely, WHO is it you are marketing to? Who are your customers? 

Any ideas?ò 

 

 Thereôs the wonderful choral presentation in the opening of Meredith 

Wilsonôs Music Man ©  where all the traveling salesmen are on a train and in 

response to the mythic rumors flying around about Professor Harold Hill, the 

anvil salesman stands and begins singing, ñHill wonôt sell anything in River City 

because he doesnôt know the territory. Youôve got to know the territory !ò To 

that I say, no truer words have ever been spoken when it comes to selling. And, 

may I also add, the same goes for marketing and advertising. You have got to 

know  the territory, along with the  folks who live and purchase goods there. Of 

course, in Professor Harold Hillôs case, he quickly learned the territory!  

 

Enter (stage left:) The Marketing Research Department  ï  

 

 Itôs the people in the Marketing Research (the companyôs óMIAô) function 

who are going to tell your companyôs advertising arm where to aim and fire  

their promotional arrows. Marketing Research has one clear mission, and that 
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is to tell your companyôs management exactly who is buying your products, 

where they are buying your products, how much they are paying for your 

products, whether or not they are happy with your products , why they like your 

products, and, would they again purchase your products.  

 

 Properly-functioning Marketing Research organs will often go farther and be 

able to tell management when the customer made the purchase, and if they are 

really good at what they do, Marketing Research will be able to give a full profile 

on the customers who purchased your companyôs products. óFull profileô 

meaning, the customerôs annual income, education, occupation, their personal 

likes in cars, perfumes, clothing, television programs, sports, foods, insurance 

companies, recreation, travel destinations, health spas, and whether or not the 

consumer shops at EbayÊ, AmazonÊ, and at any other major Internet store.  

What size home the consumer lives in, how many children they have, their 

hobbies, how many pets they have, how many cars are parked in the driveway. 

Boats, snow mobiles, campers, power mowers, gardening tools, and so on. 

 

 The Marketing Research people in your company will clearly define your 

target market, what that market thinks of your products and your company 

overall. Marketing Research will be able to provide the rest of the Marketing 

Department  with projections in buying trends and predict increased sales. I 

repeat: Marketing Research is your companyôs MIA ï Marketing Intelligence 

Agency. Use them correctly, treat them well. They will earn everyoneôs trust and 

confidence if they know how and where  to get the right data. 

 

 Based on data acquired by Marketing Research, which is then turned over to 

company management ï specifically the Director of Marketing ï cogent, sound 

logical advertising and promotion decision s can begin to be formulated in 

conjunction with a solid sales plan and customer service support initiative. If 

this is beginning to seem like a military operation, that  is because in a way, 

marketing  is a military operation.  I am prepari ng you to go to war with your 

competition and, really, letôs not have any talk about limited offense, half-
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hearted measures, and, the taking  of prisoners. I want your company to win the 

battle, and Iôm counting on your companyôs Marketing Research assets to give 

us an exquisitely detailed map of the battlefield, the strength of the competition 

and the buying attitude of the consumer. 

 

 If your company is not large enough to have an internal Marketing Research 

arm, you can hire out this service to many qualified specialists in the field. 

Ideally, though, I advise first inquiring of whomever you hire to collect your 

marketing data, whether they collect data for any of your competitors. For 

obvious reasons, I canôt advise going with a marketing research operation that 

would be placed in the position of divided loyalties.  

 

 [An acquaintance of mine, during the early 1970ôs, made the discovery that 

the New York advertising agency handling his pharmaceutical companyôs 

marketing research, advertising and promotion w as also handling the same 

duties for three of his companyôs competitors. When questioned about this, 

agency management said they segregated all accounts so that the óleft hand did 

not know what the right hand was doingô. Oh, right! It was shortly thereafter, 

upon my friendôs recommendation, that his company broke off all business with 

the advertising agency and initiated a major move: his pharmaceutical company 

installed their own in -house creative department to handle all advertising and 

promotion al effort s. The Creative Department worked hand -in-hand with the 

companyôs Marketing Research Department, and the two departments were 

under the overall responsibility of the Vice -President of Marketing. Result: All 

advertising campaigns and sales promotion efforts were drastically improved 

and effective. In addition, production costs were greatly reduced; yet the quality 

of the finished product was superior to the previous agencyôs.  The departmentôs 

response figures for direct mail programs to both physicians and hospital 

pharmacists were in the unheard of 80-to-90 percentile.]  

 

 Marketing Research data ï and outside vendor coordination: Make sure 

your company has someone on staff who understands what Marketing Research 
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is about and how to interpret the vendor-supplied data. Be mindful, also, 

whether or not the outside research agency is doing the job for a fair price. 

 

 Ideally, your company has a person (or department) on board who 

understands how to use marketing research data. In most establishments, that 

person would be the Director of Marketing and Advertising. Or, if your 

company is large enough, there may be two people assuming those roles, and 

they would be supported by a number of  assistants. Whether together as a 

team, or as a single person, the Marketing and Advertising people have to plot 

the course for the companyôs future advertising and promotional offensives.  

 

 In conjunction with top company management, the Marketing Director will 

orchestrate an overall grand strategy that will promote b oth the company, the 

companyôs brand image and its product line. That strategy will begin the most 

significant  transformation process in your companyôs history; a process where 

the internal image  and the public reflection  meld into a single and unified 

marketing reality  that I refer to as cohesive, dynamic marketing. Or, for the sake 

of this writing , the convergence of your companyôs marketing assets into a 

single, powerful consumer thrust. As a result of dynamic marketing,  consumers 

will   have no doubts about the meaning of your products, or the company 

behind those products. This calls for a grand strategy on the part of company 

management, but once that strategy is in place, and company employees are 

cognizant of it, and brought into ité I have to tell you in all confidence, it will 

definitely work.  With dynamic marketing  in place and operational, driven by 

solid, effective managerial leadership, your company will take command and 

control of the marketplace  battlefie ld. 

 

 Let us say that you now have a master marketing strategy, one thatôs heavily 

based on your Marketing Research data. The next person to be heard from will 

be your companyôs Advertising Director and his or her team of professionals. 
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Enter (stage righ t): The Advertising Department ï  

 

 Again, if your business is not large enough to warrant an actual Advertising 

Department, such services can be contracted with an outside agency. The real 

nice thing is if you have an internal advertising executive who knows what he or 

she is doing, that person can go on the Internet and find excellent sources of 

advertising supply. Thereôs copywriters available, along with graphic designers, 

photographers, print houses, presentation media people and packaging 

designers. If the ad exec knows their beans, the Internet-based freelance 

vendors can deliver the goods and do so without the huge agency mark-up. Two 

sources of supply in this regard are Guru.com and Elance.com. 

 

 If your companyôs ad exec doesnôt have either the experience, or the 

confidence, to work with various suppliers over the Internet, there resides 

with in the Internet the option of working with a single advertising shop  (or, 

creative group) thatôs smaller than a full-blown advertising agency, but capable 

enough to deliver a complete promotional package that includes copywriting, 

design, graphics, photography, printing, packaging, in -store signage, displays 

(both point -of-purchase and convention-trade show), video presentations, 

along with  whatever else your companyôs advertising and promotional needs 

are. My group, DONMAC ideas!  is one such example: www.donmac-ideas.com . 

 

 I could be brash and claim that after having r ead this white paper, youôd be 

informed enough to be your own di rector of advertising, but  in all seriousness, 

unless you know the technicalities of the graphics business, the ins and outs of 

the professional photography business, what run-of-press, and pre-press means 

in the printing business and what paper stock conversion means in the direct 

mail business, the media and convention businesses, you are best advised to 

leave that stuff to someone whoôs experienced in the trade.  

 

 Your companyôs advertising  and promotion needs can also be farmed out to 

a local advertising service. The advantage to this option is that your companyôs 

http://www.donmac-ideas.com/
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internal advertising manager will have face-to-face contact with the group thatôs 

producing your promotional materials , can speak openly and candidly, and 

together, they can plan all advertising campaigns. Watch out for a couple things 

in this kind of business relationship : Over-priced creative services, and 

numerous additional job -related surcharges. Keep this in mind -  if an 

advertising agency does anything regarding your companyôs advertising and 

promotion ï anything at all  ï thatôs outside the scope of a campaignôs contract, 

or the agencyôs yearly retainer-contract, your company will be charged a 

surcharge of up to 25 percent or more for each request and task. Make sure your 

companyôs legal counsel reads the fine print of any advertising, promotional, 

display company, radio and television station, or public relations contract. It 

may be, instead, more economical for your company to handle its advertising 

and promotion in -house with the hiring of some key, talented, and loyal people. 

 

 If you plan to place ads for your products in magazines ï or, as itôs known in 

the trade, journal advertising ï contact your target publications and ask them 

for a rate card. Today, the rate card can sometimes be found on the 

publicationôs web site, but not always. Now, hereôs a wonderful trade secret. If 

you handle the insertion process of your companyôs advertising into the 

publications  yourself, you usually will qualify for the óagency discountô. If an 

advertising agency places your ads with magazines, itôs the agency that would 

get the discount while, at the same time, the contract you have with the agency 

stipulates you are to also pay them for placing your ads. So, in the end, the 

agency profitably makes out with the discount from the magazines, while at the 

same time, makes a profit from you for placing your ads (service fee). Nice. 

Money from both directions.  

 

 By placing your own journal ads, you are acting as your own advertising 

agency. Cool. There is one thing you do want to seek out in earnest ï either 

from a publicationôs web site or from printed literature ï and thatôs a report on 

the publicationôs effectiveness at what they do. Letôs just see how good óXYZô 

publication is at reaching your companyôs intended target audience. Does the 
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magazine deliver results in keeping with your expectations? Does their 

marketing research data support their claims? This marketing data proof should 

also be requested from radio and television stations ï networks ï and 

newspapersé if you plan on advertising with any of these mediums. Ask around 

of your business and industry contacts, ñIs óXYZô publication any good?ò 

 

 Question: Why would any company not want  to create its own advertising? 

Why use an ad agency?  

 

 Answer: Because not everyone is capable or qualified to create their own ads 

and ad campaigns. They lack the necessary confidence. Ad agencies know 

people, have connections, know how to get things started, carried through , 

finished , and delivered. Ad agencies can produce stunning four-color print 

advertising campaigns, design and manage the fabrication of convention 

displays (and get the materials where they are supposed to go and set them up), 

and ohé is anyone in your company qualified to produce a quality, classy-

looking  video advertisement? Or, even write a radio ad?  Do you know how to 

advertise on the web? I could continue relating the advantages of going with an 

ad agency, but you get the idea.  

 

 The key point here is this: If your company is not large enough to support an 

internal advertising group, then turn your advertising and promotion over to an 

agency, or creative group, who has a track record for promoting goods and 

services similar to those you make and sell. Donôt go to an agency famous for 

promoting VersaceSM fashions, along with other rag industry clients, and expect 

them to properly promote your hand tools , pneumatic hammers and power 

cutting tools. It may well be worth the expense to your company to pay a 

qualified advertising agency to handle your product promotion while your 

company concentrates on the aspects of manufacturing, product development, 

production, distribution and sales.  This is a decision your company will have to 

make for itself; a decision based on good advice and wisdom on managementôs 

part  and, perhaps, consultation with outside, knowledgeable sources. Ask to see 
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documented proof from an agency that their ads have worked for their clients 

and were a major factor in cultivating a consumer base and product recognition.  

 

 Visit the agencyôs offices. Expect the grand tour. If you are not computer 

savvy, take along a friend who knows, and can advise you about computer 

graphics, page-making programs, and desktop publishi ng. Make sure the 

agency is technically up to speed. How easy is it for you to talk with the agency 

personnel? Do they talk to you in solid business terms, or do they constantly 

lace the conversation with kitsch trade  terms such as óviral marketingô, 

óbrandingô, or SEO - Search Engine Optimization and not provide explanation s?  

 

 Watch it if the agency plies your people with gifts, meals, trips, etc., in order 

to win your business. Itôs bad business ï you never want to feel indebted. Also, 

it will lead to Income Tax problems.  

 

Enter ( again, stage left) ï Sales Promotion and Sales Departments ï 

 

 The Sales Promotion personnel are advertising department emissaries and 

promotion planners who work in conjunction with the Sa les force. Sales 

Promotion members go out into the field with the Sales team to help promote 

products at trade shows, conventions, major product-sponsored events, or at 

clientsô open houses. The Sales Promotion department is the bridge between 

Advertisingôs creativity and the Sales Departmentôs pragmatism. Sales 

Promotion devises sales tools and other support material that will assist the 

Sales team in winning sales, while at the same time maintaining the companyôs 

existing clients. 

 

 And, of course, without a Sales team, your company isnôt going to be around 

for very long. Sales brings in the money.  
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 Mark Twain once edited a paper in Missouri. One of his subscribers wrote in 

saying he had found a spider in his paper and wanted to know whether it meant 

good luck or bad. This is was the authorôs answer:  

 

 ñOld Subscriber: Finding a spider in your paper was neither good luck nor 

bad luck for you. The spider was merely looking over your paper to see what 

merchant is not advertising so that he can go to that store, spin his web across 

the door and lead a life of undisturbed peace ever afterward.ò  

 

 Keep this truism in mind: Members of a companyôs sales force, when 

detailing a product to a customer, promote the product and the company more 

effectively than any conventional form of advertising . Your sales team is your 

most powerful advertising tool!  

 

 ñBut,ò you say, ñmy business isnôt large enough to have a formal sales team. I 

mean, itôs me and five other people who answer the phones, stand behind the 

counter and run this operation.ò 

 

 Okay, let me introduce you to your óSales Teamô ï itôs your Customer Service 

person. You DO have a Customer Service person, donôt you? Of course you do. 

Your Customer Service person is ANYONE who answers the phone, or calls a 

customer, waits on a customer, or responds to a customer-generated e-mail. 

Customer Service = Sales . Next, Iôll elaborate on the area of Customer 

Service, because it is so important to your business success. 

 

Customer Service = Sales . 

 

 We know this as fact: DellÊ Computer was built on three main pillars: a) 

provide a product that is reasonably priced, can be assembled fast, and shipped 

free; b) have in place a generous product warranty and repair system; c) a viable 

customer service network. 
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 A few years back, Dellôs letter ñCò became troubled and lapsed into counter-

productivity. Dell shipped Customer Service off-shore, and immediately a 

problem with communication arose. A Dell customer in Bangor, ME, could not 

make himself understood to a Dell Customer Service representative in 

Southeast Asia. Result: Dell customer does not purchase next computer from 

Dell. 

 

 I know of a fellow who wanted to get a couple of the green plastic hard drive 

mounting strips  for his  currently promoted and distributed  Dell Dimension 

computer. The fellow called Dell Customer Service and asked for the parts and 

their cost. Talking with someone who my friend  discerned to be located in India 

took over 30 minutes as he attempted to communicate his want of the rails to 

the person on the other end of the line. At the end of this communication 

debacle, my friend was told that the parts were no longer available. Imagine, 

plastic hard drive mounting st rips no longer available! 

 

 My friend , who really needed the mounting strips, waited a few minutes and 

again called Dell Customer Service, and was connected to a man located in 

Ecuador (he knew this because my friend asked the manôs location). Again, a 

communicati on problem ï even with my friend  supplying the part number. 

Again, my friend  and the chap in Ecuador could not understand each other. The 

result of this call ended up with the Dell customer service man saying that he 

did, indeed, locate the plastic parts and that they would cost my friend  $70 to 

get two of them! Thanks, but no thanks, said my friend . 

 

 Phone call number three to Dell Customer Service ï the followi ng day ï and 

this time my friend  chatted with a charming lady from Thailand (again, he 

asked as to location). The upshot of this 20-minute conversation was that the 

part was still listed as active, but stock was depleted and re-supply wouldnôt be 

for another six months!   
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 In utter frustration, my friend rang off.  It then occurred to him to get on 

over to EbayÊ and look around. Within one minute, the mounting strips were 

located with two sets of the strips being offered with a ñBuy It Nowò option. The 

fellow got his strips for $6.00 plus $3.89 S/H. Bada Boom! for Ebay. Boos for 

Dell. 

 

 Dellôs corporate and large business clients made it known they would no 

longer stand for the dismal state of Dellôs Customer Service and threatened to 

break off business with Dell and talk to Hewlett -PackardÊ, IBMÊ and SunÊ. 

Guess how fast Dell opened Customer Service centers in the United States and 

Canada that would receive C-S calls exclusively from business customers?! 

 

 I cannot stress this enough: Your companyôs Customer Service is vital to 

your companyôs continued success. Customer Service can win you new 

customers, but more important, Customer Service can keep your existing 

customers happy as they continually re-order, or if C-S screws up, say óbye-byeô 

to your established accounts and your predicted in -coming money flow. 

 

 What your company, or business, stands for is projected to the public by 

your Customer Service people. Management should mandate this and the C-S 

people must fully understand and carry it out.  

 

 Understand, also, that Customer Service is not put into place merely to 

handle problems. In all reality , Customer Service is the other óedgeô of the Sales 

sword. Customer Service personnel are in the key position of selling extras to 

the on-line, phone, over-the-counter and e-mail customers.  For example, a 

customer purchases a Dell computer through a Customer Service agent and 

over the span of five minutes has been invited to purchase all kinds of óadd-onsô 

for the computer. In the  retail  business, itôs called óUp Sellingô.  
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 For many consumers who finish the process of ordering a computer, thereôs 

a feeling of gushy satisfaction, euphoria ï the perfect time for the Customer 

Service person to make their move.   

 

 ñOf course, Mr. Brown,ò the C-S person quickly follows up, ñyouôll want to 

protect your new Dell computer from viruses and spy wareé can I place óXYZô 

antivirus on your order? óXYZô also comes with a really great utilities  feature 

that keeps your computer running smoothly !ò Usually, the customer says, 

ñSure!ò  

 

 ñAnd, Mr. Brown, you may want to consider a new Dell printer thatôs 

perfectly matched to your new computer. For today only, Mr. Brown, the printer 

is priced at $35 with free shipping. May I put you down for one?ò Indecision 

followsé. 

 

 Sensing Brownôs hesitation, the Dell C-S person quickly moves on to other 

offers and deals and warranties extending beyond one year, Internet connection 

deals, etc. ï listing them all, including the offer of a Dell credit card which can 

be immediately activated and would take on the current computer order .  

 

 ñYeah!ò responds Brown, and goes for it. 

 

 ñNow, Mr. Brown,ò continues the C-S representative, ñare you sure you donôt 

want to take us up on the printer offer? It is a great deal.ò Brown ï thanks to his 

new credit account ï is much more amenable to the offer and goes for it. 

 

 ñMr. Brown, your new Dell computer comes with a 17ò flat panel monitoréò 

Of course Brown knows this ï after all, he just ordered it ï but what follows 

catches him off guard. ñé but for today only, Mr. Brown,ò continues the C-S rep, 

ñyou can have a 20ò flat panel monitor for only $75 additional. Wouldnôt a 20ò 

monitor be wonderful when watching DVD movies on your computer?!ò The 

Customer Service person let fire with a ótrigger wordô: MOVIES! The ómagic 
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wordô got to Mr. Brown and for a ómereô $75 extra, heôll have a gang-busters 

monitor on w hich to see his favorite movies!  

 

 ñYes!ò shouts Brown. 

 

 ñMr. Brown,ò continues the Dell Customer Service óSales Aceô, ñdo you like 

sports?ò  

 

 ñYes!ò answers Brown.  

 

 ñDo you like to play sports computer games?ò  

 

 ñYes.ò Brownôs enthusiasm is clearly discernable to the C-S person. 

 

 ñAs your new computer now stands ï with its present components ï you 

may want to consider a more powerful  graphics card that will give you the 

fastest action and responseé AND the best color for your computer gamesé. 

what do you think, Mr. Brown? Weôve got the best and most powerful n-VidiaÊ 

513 Mb graphics card priced at $295 if you order it from us right now!  

Regularly, Mr. Brown, thatôs a $595 card. Just imagine what your MOVIES will 

look like with such a powerful card! What do you think, Mr. Brown? Should I 

put you down for one?ò  Hesitation on Brownôs part. 

 

 ñOh, Mr. Brown, did I mention that your new Dell credit card  has no interest 

charges for a year? Isnôt that something, Mr. Brown?!ò 

 

 That did it, for Brown. ñGive me one of those graphics cards!!!ò Then the hot 

and lathered Brown goes one better and asks, ñShould I have more RAM 

memory?ò 

 

 ñI can do that for you, Mr. Brown. Four  gigabytes would do nicely, Mr. 

Brown.ò 
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 ñYeaaaaah,ò sighs Brown, who is by now drooling  in delirious anticipation . 

 

 This little scenario is representative of óUp Sellingô and itôs something that is 

normally done by your companyôs Customer Service team. Itôs being done all the 

time throughout all industries , and itôs being done continuously. Good 

Customer Service involves not letting a viable consumer get away without an 

óUp-Sell deliveryô. 

 

 

 

 

Chapter Five  ï 

 

Marketing and Adver tising Tactics, Techniques , 

Education,  and s ome ñSo, thatôs how they do it!ò 

 

 Itôs been about six months since Mr. Brown ordered his Dell computer, and 

he wants to order another DVD burner. So, he goes to phone Dell Customer Service 

but has trouble finding the number. Customer Brown resorts to going to Dellôs web 

site and locates THE Customer Service phone number. The following conversation 

takes place: 

 

 ñHi, this is Dell Sales. I am Jason, how can I help you?ò 

 

 Brown begins that he wants to order another DVD drive but wasnôt exactly 

sure what he should ask for, when Jason gently interrupts.  

 

 ñSir, it is okay. I know what you are looking at, I can see whatôs on your 

monitor, and I know what Dell computer you are calling about. You say youôd like 
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to order another  DVD drive but are unsure of the right drive for your model 

computer? Oh, by the way, how do you like your Dell?ò 

 

 ñWait a minute! Brown fires back. ñAre you guys monitoring my phone 

lines?! How the heck do you know what I am looking at?ò 

 

 Jason calmly explains, ñMr. Brown, it is okay and really very simple. Dell has 

over 5000 different toll -free lines and over 5000 different web pages and each web 

page has a different toll free number. If you call in, up comes the picture of that 

screen and we know exactly what you are looking at.ò 

 

 Isnôt that marvelous? The tools Dell and Jason have at their disposal? Now, 

Iôll ask you this, if the multiple toll-free lines work for Dell, might  not the same idea 

work for your company? 

 

 What if youôve already a branded phone number, that is the name is the 

number and the brand i s your web site, like 1-800 -Bowlers? Well, how about 

having a few extension numbers for the callers to punch in? An internal computer 

set-up can be configured to act as both switcher in addition to  storing and printing 

out all of the extensions, so you know where the calls are coming from. Then, 

thereôs no need to purchase a bunch of toll-free numbersé but, make sure your 

switching operation is up to par.  

 

 On ó1-800ô Customer Service calls, thereôs a question as to whether an 

automated answering and routing machine should be utilized, or should an actual 

person be answering the phone. 

 

 Thereôs a valid argument that if your company has numerous departments 

and sub-departments, and the phone traffic is heaviest during the day, but 

continues 24 hours, you may wish to consider a machine. During the normal work 

day, you may also want to have in place a back-up person to handle the caller who 

finds no phone menu solution. This is something thatôs in place within 
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organizations such as the U.S. Veteranôs Administration. And, to an unfortunate, 

mismanaged degree with many of our banks. When it comes to banks, think of on-

hold music playing the Rolling Stones and ñI donôt get no satisfaction.ò 

 

 Then, thereôs the other side of the argument ï the one that Dell embraces ï 

answering machines and switchers donôt efficiently  óUp Sellô customers. People do.  

While it is true that to have a Customer Service team in place, if your companyôs 

scheme of doing business supports it, pony up the money for salaries plus sales 

commissions and see if it isnôt worth the gamble.  

 

 Of course, we know that all phones cannot be immediately answered all the 

time. Hence, the need for the óon holdô message. Reallyé some of them are just so 

bad. According to statistics, 75% of callers to the average business are put on hold 

for an average of 45 seconds or longer. Read this as 45 seconds for your company to 

educate your prospective, or current, customer. Forty -five seconds available for a 

well-crafted sales story to be funneled into the callerôs ear. What a golden 

opportunity! A captive audience.  

 

 That said, it astounds me how many companies do not grasp the value of the 

45 seconds. They do not understand the tactic of engage the caller and hook them; 

the hook being education about the company. Hereôs what most businesses dish out 

ï this one from Bon Ton Pool & Surface Cleaning: 

 

 ñThank you for waiting. We apologize for the inconvenience and are 

working as  quickly as possible to take your call.ò 

 

 Why didnôt they go one step farther and add, ñOne of our customer service 

representatives will be with you in (dead air here) five minutes.ò Yeah, like Iôm 

going to wait and listen to your dreadful, droll, deadly numbing  music. Definitely 

no consumer education going on with that one. Worse, the message does not verify 

to the caller theyôre even talking with Bon Ton  Pool & Surface Cleaning. 
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 How about this one:  

 

 ñThank you for calling Bon Ton Pool & Surface Cleaning; Syracuseôs most 

trusted pool  cleaning service. A representative will be with you shortly. Bon Ton 

can handle all your r esidential and commercial pool -cleaning needs. We also offer 

pool furniture and cover  cleaning as well as ceramic tile and grout clea ning. And, 

with over 30 years of experience, weôve earned the reputation as the best in the 

business. Your call is important to us. Thank you for holding and weôll be right 

with you.ò 

 

 Right! So, Bon Ton thinks itôs hot stuff and theyôve been in business since the 

invention of dirt. The óceramic tile and grout cleaningô is informative, but the 

education message is still insufficient. 

 

 What do you think about  this one: 

 

 ñHi, this is Jackson Endive, founder of Bon Ton Pool & Surface Cleaning. I 

want to thank you for calling us. I know no body likes to have a dirty pool or 

coping, but when you do, you can rest assured calling Bon Ton is the right thing 

to do. 

 

 ñWhile Iôve got you a minute, Iôd like to tell you why our customers love 

doing business with us so much. Itôs simple. Weôve eliminated the two  biggest 

frustrations they normally have when doing business with pool and surface 

cleaners: Waiting around for the  cleaner to get to your home or business is 

usually the number one frustration. Have you ever heard of this before: óWeôll be 

there sometime between 8:00 and 2:00.ô? Most people have better things to do 

with those six hours  than wait around for the pool  cleaner to arrive.  

 

 ñWhen you call Bon Ton, weôll give you a guaranteed appointment window 

of two hours or less. In other words, weôll narrow the time that weôll be there to 

less than 120 minutes, and if we miss the appointment time, the cleaning is 
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absolutely free, no matter how long it takes for  us to complete it. But, donôt expect 

to get that free cleaning. Weôve only missed our promise four times since 1993. 

With Bon Ton, we guarantee that you wonôt be waiting around for us to arrive. 

 

ñThe second major frustration you might face with most other carpet cleaning 

companies is that they always seem to quote the job low and then come in later 

with a higher bill after the work  is completed. At Bon Ton, youôll never pay more 

than the original quote. ò  

 

 Much better, donôt you think? Very good education going on with that one.   

 

Some advertising nitty -gritty, and other points ï  

 

 Before it gets away from me, I want to briefly cover a couple of aspects of 

advertising and sales promotion procedures and concepts that are important. To 

begin, let me mention the all -powerful branding word, óLogoô. Yes, your businessesô 

logo. Itôs a Greek word meaning, ówordô. Do you have a genuine, well thought-out 

logo that projects your marketing philosophy ? Or, do you have a ógraphic tattooô 

that does nothing more than identify you and your company as someone who 

plunked down good money for a worthless graphic bauble? Does your logo spread 

YOUR word in the marketplace? 

 

 Ohé struck a nerve, did I? Good! 

 

 A business logoé a company logoé is so important in communicating an 

organizationôs market brand identity and philosophy to consumers, extreme care 

and thought must be given to its creation. A businessesô logo was never meant to be 

some kind of graphic design exercise in cleverness. Yet, look today, especially in the 

electronics, computers and communications marketplace at how similar their logos 

are. If a business has anything to do with modern technology, it seems their 

company logo has incorporated (and this, again, seems to be todayôs mandatory 
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rule of the road ) the swish path of an orbiting electron, or electrons. And, going 

farther just to be identified with technology, a large number of logos incorporate 

the color scheme of orange, white and turquoise in differing proportions of 

application. Itôs as if these companies are asking, ñIf we donôt imitate our 

competition, how else are we to be noticed and brand -associated?ò Well, instead 

of copying the competition, how about trying something original , professional-

looking , well-researched and demographically-targeted?  

 

 Developing your companyôs logo is not an occasion to become flippantly 

creative. Research the field of existing logos. Assign someone the task to do this; 

then set out to the actual graphic designé a design that is founded on, and 

indicative of, your companyôs dynamic marketing philosophy. If you canôt do the 

graphic art  yourself, hire a qualified  logo designer, otherwise when it comes time to 

print your magnificent creation, the printer will  shrug his shoulders and say, ñThe 

graphic fileôs no good. I canôt use it.ò  

 

 Once the logo is designed, please have the company lawyer do further 

research to be sure no one else has one like it or uncomfortably similar.  

 

 Think this is a ónon-issueô in your case? Whether your company is large or 

small, you have got to be certain you are not infringing on someone elseôs logo. 

Look here! Dateline: The Wall Street Journal , January 11, 2007: Page 2, Column 6, 

above the fold, the headline read: 

 

ñCisco Sues Apple Over iPhone Name .ò 

 

 Apple, IncÊ -  spending billions in development of the worldôs most 

advanced entertainment cell phone, and taking  the name óiPhoneô, created not only 

a logo, but an entire graphic format around the device, and then developed an 

entire  marketing, branding, advertising and promotion al campaign around the 

device ï only to find out that some one in the marketing  department ( and also toss 
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in the company lawyers here) came up with an alleged, purloined  name that Cisco 

SystemsÊ claims to be their property? Unbelievable!! 

 

 Still think logo design and unique product names is a simpletonôs game? 

Even the maker of the worldôs most unique computing and communications 

devices has screwed up royally and faces either a Cisco SystemÊs law suit (seems 

Cisco has for some time had a product named óiPhoneô from their LinksysÊ 

division), or to avoid any court action, Apple is going to have to cut Cisco one heck 

of a big check! A running reportage that appeared in the Inter national Herald 

Tribune  on 24 January 2007, has Cisco Systems CEO, John Chambers, saying that, 

ñWe told Apple for five years, óThis is our trademark. Weôll license it to you, but it 

is ours. All we ask is that people respect our trademarks and our intellec tual 

property. We would have traded that for just interoperabilityé.ô or the ability of 

the Apple phone to work smoothly with Cisco products.ò  

 

 09 February 2007 ï Zdnet.com news reported that third party patent and 

trademark attorneys stated that Cisco Systems did not have a right  to the iPhone 

name. Ciscoôs lawyers rebut the claim. The lawyers are going to battle it out.  

 

 22 February 2007 ï Computerworld.com reports that ñApple, Cisco settle 

iPhone dispute ï Now, both companies will be able to use the name.ò ñCisco and 

Apple have agreed to óexplore opportunities for interoperabilityô in security and 

communications technologies for consumers and business usersé.ò I guess the 

lawyers settled the issue. 

 

 Dear reader, trademark and logo research on your part is mandatory. Due 

diligence will keep your company out of a lawsuit. 

 

 And, talk about jumping into the barbeque of stupidity ï to really heat 

things up, just try using óMcDonaldôsÊô as your company name (even if your name 

is McDonald!) or come within a country mile of infringing on the graphic design of 
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the Golden Arches® . There will be no place on the face of the earth for you and your 

company to hide from McDonaldôs lawyers! 

 

 Going back to Dell for a moment. When I see the Dell logo, I already know 

the company thatôs behind the logo. I know through the purchase and use of their 

computers and I know, more so, because of the informative and educational 

advertising ï both television and in print ï that Dell continua lly pushes my way. 

They indoctrinate me, they educate me and they do it continuously. óContinuouslyô, 

óContinualô. Key words. KEY words! 

 

 The Dell logo, the Dell philosophy of selling us hot, new computers at a good 

price, the free shipping and free upgradesé the Dell warranty é all those things are 

seared into our consciousness because of a never-ending dynamic marketing 

thrust, powerful advertising, branding, promotion al programs, and customer 

service óUp Sellingô. Dellôs marketing philosophy is to deliver to consumers the best 

computer experience for the money, and everything having to do with their 

company reflects that ï right down to the Dell logo.  We consumers óknowô Dell. 

Thatôs where you want your company to be: to be óknownô and trusted both by your 

consumer demographic and throughout the marketplace. You want dynamic 

branded marketing  driving your business modus operandi ; you want to own and 

control the marketplace. You want it all!  But, at the same time, you want to be 

acknowledged by the consumer as the best in the business! 

 

 Fully aware of how the consumer views the Dell product, and because the 

companyôs sales have been sagging in the face of Hewlett-Packard competition, on 

January 31, 2007, semi-retired founder, Michael Dell, returned to the helm of the 

company to run operations. The name, óMichael Dellô is a trademark in and of itself. 

The name is as good as gold, having the same marketability and attention-getting 

power as do the names, Steve Jobs and Bill Gates. When we see the Dell logo, we 

now think of Michael Dell, and in the same moment, we can think of aggressive, 

power marketing programs and advertising campaignsé and strong CEO 

management leadership. 
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Getting the idea ou t there ï  

 

 Do me a favor ï actually, do yourself a favor ï and before you let fly with any 

advertising and promotion campaign  and go prime time, first test it out. See if itôs 

got wheels. Ask yourself these questions: 

 Does the campaign make sense? Does it educate consumers about our 

products and our company? Does the product(s) being promoted actually answer a 

consumer need or desire? Would the consumer be motivated to purchase our 

product as a result of reading, (viewing and/ or listening ) to the ad? After going 

through the ad, will the consumer know more not only about the product, but us as 

a company? Is the ad going to stop consumers and compel them to read it through? 

Does the ad guide the consumer through the selection and purchasing process? 

Does the logo register with the consumer?  Something to think about, isnôt it? 

 

 Hereôs a suggestion ï something a quality advertising agency would do for 

you as a client ï test the ad. Come up with some facsimiles, insert them into your 

trade or consumer magazine of choice and then have a marketing research person 

try the ad out on your companyôs target audience. See what the response is. The 

marketing research person will ask crafted questions that will provide you with t he 

answers to valid considerations regarding the success, or failure, of the 

advertisement. It sure beats going into production with the ad, then into magazine 

insertion, only to later find out after the publication hits the street that your 

companyôs advertisement was a bomb. 

 

 

Chapter Six ï  

Getting your ads noticed !  

 

 You do realize that the actual sales story of any advertisement is contained 

in the ógutsô of the ad ï that part known as the óbodyô? So, whatôs the headline for?  
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 Thereôs an acronym weôve been using in the advertising game since the 

advent of modern advertising theory. Itôs A.I.D.A.  No, thatôs not Verdiôs grand 

opera. It actually stand for A ï Attention, I  ï Interest, D  ï Desire, - A ï action. 

Your advertising has got to get the consumerôs attention . The advertisement has to 

penetrate the disconnect fog that humans walk around in. The customer, at any 

time of day, is very likely walking around in a fog. So preoccupied with their 

thoughts, they drive in a fog, and are so foggy, they forget the names of people 

theyôve just met. Many conduct business in their portable fog. (It travels with 

them.) You could tell some of these folks that their skivvies are on fire and with a 

foggy response that is likened to being pleasantly numb, theyôd say, ñWhaaaaé.?ò 

We at DONMACideas! refer to this state of customer consciousness as their 

autopilot  mode. Yet, itôs these folks who have the money. Yep, those are our target 

consumersô. But what about the óautopilot fogôé? 

 

 So, how does our advertising punch through the ófogô? How do we get 

consumers out of their autopilot  mode and into the óhands-on-the-wheelô mode of 

focused attention? To do this, we advertisers use a headline to lead off our ads. 

Headlines are not only for advertising pieces, but also serve as marvelous ólead-insô 

on the front covers of our sales representativeôs selling pieces. 

 

 In the 1970ôs, Rolls-RoyceÊ hired the greatest copywriter of all time, David 

Ogilvy to write and design a full page ad to run in  magazines geared towards rich 

buyers. The advertisementôs component make-up was a study in Claude Hopkinsô 

(founder of óScientific Advertisingô) made-to-order formula  for  ad building ï 

meaning, the ad should entice and educate the consumer. The advertisement 

pictured a Rolls-RoyceÊ Silver Cloud®  parked in front of a stately mansion and 

began with this headline: 

 
ñAt 60 miles an hour the loudest noise in this new  

Rolls -Royce comes from the electric clock.ò 
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 The subhead, or what is referred to in the journalism trade  as the óbridgeô 

part of the story , read: 

 
ñWhat makes Rolls-Royce the best car in the world? There is really no magic 

about it ï it is merely patient attention to detail,ò says an 

eminent Rolls -Royce engineer.  

 [After the ad had run in magazines, copywriter Ogilvy  visit ed the Rolls 

factory in England and spoke with the lead engineer about the ad. The engineer 

reflected on the advertisement and phlegmatically said to Ogilvy, ñWe really must 

do something about that clock.ò] 

 

 The remainder (the body) of the ad was made up of thirteen numbered , 

detailed reasons why one would want to purchase  a Rolls. Precisely, 607 words. It 

was a bang-up job of educating the consumer.  Later on in his career, David Ogilvy, 

wrote copy for Mercedes-BenzÊ, and the same format was present: a headline that 

stopped the reader, next, a transition copy bridge, then followed by body copy that 

explained the car and the Daimler -BenzÊ Company ï all this thoroughly educating  

the consumer. The same was true when Ogilvy wrote copy for Good LuckÊ 

margarine, and the same true when he wrote an ad entitled: ñGuinnessÊ Guide to 

Oystersò. The consumer knew just about everything necessary concerning oysters 

and, of course, Guinness Stout® . 

 

 Oh, before Mr. Ogilvy wrote his copy for the Rolls-Royce ad, he spent three 

weeks reading everything he could about the mechanics of the automobile; thus, 

what he wrote, he crafted based on knowledge. That is precisely what you want to 

do when you create your companyôs advertising. Not only knowledge of your 

product and its manufacturing process, or your service and its processes, but also 

knowledge of your consumer demographic ï its likes, dislikes, needs and desires. 

 

 Let me add something else about Mr. Ogilvy, Rolls-Royce and Mercedes-

Benz. The astute reader may have picked up on a curious thing: how could Ogilvy 

write copy for Rolls, and then write copy for the competition, Mercedes? Well, 



 65 

hereôs an interesting story that clearly exemplifies what Iôve been talking about all 

through this paper: a companyôs marketing and branding philosophy, and the 

advertising of that philosophy.  

 

 When David Ogilvy took on the Rolls-Royce account, and after he had 

studied and educated himself as to the quality built into the  car, he then could 

honestly and objectively write the copy for the advertisement. It was only later, 

after Rolls-Royce company decided to ótrim backô on their quality, and experienced 

quality control problems that became known to the public, that Ogilvy p arted ways 

with the company. He said that in all honestly he could not imply quality in the 

Rolls advertisements when, in reality, it was not there. So, David Ogilvy dissolved 

his agencyôs relationship with Rolls-Royce. It wasnôt so much a case of Ogilvy 

violating Rollsô brand image, but his own and his agencyôs if he continued creating 

ads for what he knew to be at the time a substandard product.   

 

 One last word of advice from Mr. Ogilvy, ñIf all advertisers would give up 

flatulent puffery, and turn to the kind of factual, informative advertising which I 

have provided for Rolls -Royce, KLM Royal Dutch Airlines, and Shell, they would 

not only increase their sales, but they would also place th emselves on the side of 

the angels. The more informative your advertising, the more persuasive it will 

be.ò ï (Confessions of an Advertising Man ï David Ogilvy)  

 

 I realize that of this may be new to the reader, so let me briefly provide a 

more detailed definition of A.I.D.A.  

 

ATTENTION!  ï Punch though the consumerôs autopilot fog with an attention -

getting statement. In an advertisement, itôs usually the headline, or a powerful 

photograph or other graphic.  

 

INTEREST!  ï Once youôve interrupted and engaged the prospect, you have to give 

information that allows them to logically understand how and why you ï or your 

product, or service ï will solve their problem , or satisfy a craving. Why the 
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consumer should buy the product (whatôs it going to do for them?); and further 

educate the consumer about your company and what it stands for. The óInterestô 

propels the consumer into wanting the product.  

 

DESIRE!  ï Aha! The ófogôsô lifted, and the consumerôs hands-on awareness mode 

is engaged. Pass candy in front of a childôs eyes and youôll see the same look as the 

one on your customerôs face. If your product advertisement is built correctly, youôll 

see the same look of desire in the prospective customerôs eyes; the look of having 

been seduced. DESIRE is King! 

 

ACTION!  ï Okay, youôve got your customer in their óhands-on pilot modeô and 

theoretically youôve sold your product. Your advertisement has worked greaté so 

far. Now, what do you want the customer to do? Youôre going to have to tell them.  

 

 If you do not tell the customer what to do after theyôve read or viewed  your 

advertisement, the ad will fail  and youôve wasted your promotion dollars. Make the 

consumer an offer , and then tell them what to do to take advantage of the offer. 

 

 Another way of looking at the Offer  can be illustrated by two commercial 

television advertising campaigns -  the same product but at 20 year intervals. Of 

course, Iôm referring to ChryslerÊ automobiles. When Lee Iacocca, 20 years ago as 

CEO of Chrysler, took to starring in television ads for the company, he always 

stressed ñthe dealò. Whatôs the deal? Whatôs in it for the Chrysler customer? Or, as 

Iôd put it, Whatôs the Action  Offer? 

 

 In 2006 , and a couple of CEOôs later, Dr. Dieter Zetscheé óDr. Zôé took a 

page from Iacoccaôs book and starred in the mid-year Daimler -Chrysler AG 

television ads; just like Lee. But unlike Iacoccaôs sales pitch, óDr. Zô didnôt offer óthe 

dealô. After a couple of the ads ran ï and audiences were only óentertainedô by the 

charming Dr. Z ï Chrysler executives saw their error and slipped in a trailer ódealô 

message to each ad. It was obvious the tack-on was an after thought. In all of the 

ads, Dr. Z, himself, never mouthed the words, ñHereôs the deal for our customers.ò 
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Whereas in his ads, Iacocca always pushed the ódealô. Dr. Zôs ad campaign was soon  

shelved. 

 

 All right, now! In your advertisement  youôve gotten the consumerôs 

attention, youôve created interest in your product, so much so that desires swells up 

in the consumer, you now want the consumer to do something. Youôve motivated 

the consumer with an offeré now they must take Action !!!   

 

 Whatever you offer your prospects and tell them what to do , in the process 

of consumer compliance,  you also want to collect valuable info rmation. M ake it so 

they are in the least way inconvenienced  in their process of supplying you the vital 

information that youôll need for the company marketing research people. If you 

want the prospect to phone a toll-free number, make it so there is seldom a busy 

signal, and that there is a quick pick-up and cordial welcome. 

 

 If you want the prospect to send in a BRC (business reply/response card), 

design the card so itôs easy to fill out, easy to write on, and PLEASE leave adequate 

space for realistic addresses and telephone numbers to be entered.  One other 

thingé have your BRCôs printed óPost Paidô; otherwise your card will stand a 

snowballôs chance in hell of ever being returned. Not at 39-cents a stamp it wonôt 

(as most consumers do not have lower-priced postcard stamps handy). Again, I 

have to stress that whether you are considering BRCôs, or, more formal survey 

forms, forms on your company web site, or a clip-out fill -in coupon from a journal 

ad, it is imperative that the responding consumer fin ds it easy to fill out the form .  

 

 

Donôt shoot down  the óideaô person!  

 

 Either in the company of advertising agency personnel, or within your 

companyôs own creative group, there will be blue-sky sessions, also known as 

brain -storming for p romotional ideas. These open forum dialogs usually are the 
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foundation for new advertising , sales promotion, and, direct mail campaigns. If a 

company is lucky, there will be at least someone in the gathering who Iôd categorize 

as an óoriginal thinkerô. When prompted, this person will sometimes come forth 

with radical ideas. Crazy ideas, maybe. Off-the-wall ideas. Ideas, though, not  to be 

lightly dismissed. If your company conducts óblue sky sessionsô, and there is in 

attendance an abundant crop of naysayers, tell them to pipe down and encourage 

óMr.  or Ms. Off-the-Wallô to open up and contribute. Some of the best advertising 

ideas are given life this way. Although, perhaps in the end, the naysayers may win 

the day, but a truly original idea will find a way to re -surface. 

 

 At one time when working for a major pharmaceutical company, I was part 

of a division-wide marketing strategy meeting discussing remedies for sagging 

antibiotic sales. After a couple of hours of the same old tired ideas going around 

and around the table,  I offered, ñWhy donôt we promote our products directly to 

the patient? Weôd list illnesses and symptoms ï at a superficial level, of course ï 

show the product and then encourage the consumer to consult with their doctor 

about our drugs.ò It was getting late, and we all were starving. Oh ho! I struck a 

nerve and was immediately chastised by the Vice President of Marketing, who 

loudly said,  ñThe pharmaceutical industry does not directly advertise to the 

patient! What are you thinking?! This company will never advertise directly to 

the patient. Our customers are the doctors and pharmacists.ò That was in 1966. By 

1986, when that particular corp oration -division of the main company was closed 

due to abysmal sales, television advertising for pharmaceuticals direct-to-the-

consumer had been introduced . Now look at what television pharmaceutical-direct -

to-consumer advertising has become ï a multi -bill ion dollar industry! P erhaps, if 

the upper management seated around the table had acted on my suggestion, the 

company would still be in business. Donôt shoot down the idea person. 

 

 

Help is at hand ï (And now, a commercial break.)  
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 It has been mentioned that I am aware of the fact that some of you do not 

have any background in the practice of formal marketing  procedures. Yet, in many 

respects, you are ahead of the game because what you are learning from this white 

paper allows your new marketing thinking to begin with a clean slate. At this point, 

you should have a good grasp of the concept of merging your companyôs dynamic 

marketing branded capability so that it jibes with your customerôs perception and 

understanding of your company and your product or service. 

 

 I am also aware that despite the ideas presented here concerning self-

advertising, that perhaps you, or your company, cannot see your way clear to 

physically engage in the art of advertising and promotion; y et, you are leery about 

retaining  an advertising agency. Well, help is at hand. The team at DONMAC ideas!  

has a full palate of resources that can give your business the dynamic promotion 

tools that it needs.  

 

 Many who are reading this paper are in search for a viable marketing and 

advertising group that can put together for your company great advertising and 

sales promotion tools. Definitely, the best copy writing your dollar can buy.  Here, 

let me introduce you to the DONMAC ideas!  team: http://www.donmac -

ideas.com/mainSections/Resources/Resources-1.html.  Granted, we are a small 

team, but we are very good at what we do. And, just think, your advertising budget 

wonôt be diluted by supporting a personnel top-heavy agency.  

 

 It is quite reasonable on my part to assume youôd feel comfortable in 

allowing DONMACideas!  to work with you, and guide you, in your marketing, 

advertising, and promotional efforts. That is precisely why we offer the services we 

do on our web siteôs Services page: http://www.donmac -

ideas.com/mainSections/Services/WhatWeOffer.html  .  In some situations it 

would be better for your business to proceed with what we know rather than your 

becoming involved in the mechanics of the unfamiliar world of marketing -

advertising. We at DONMAC ideas!  also have direct access to the best marketing 

and advertising talent in the field  and we call upon this outside resource to 

http://www.donmac-ideas.com/mainSections/Resources/Resources-1.html
http://www.donmac-ideas.com/mainSections/Resources/Resources-1.html
http://www.donmac-ideas.com/mainSections/Services/WhatWeOffer.html
http://www.donmac-ideas.com/mainSections/Services/WhatWeOffer.html
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formulate  and implement the promotional solutions our clients need. Work with 

usé weôre nice people to knowé and weôll treat you right. 

 

Tricks of the Trade (and other great stuff to know!) ï  

 

 Weôre now at the real fun part of the paper where I fire from the hip and let 

fly vignettes of actual happenings and nuggets of advice. Here goes! 

 

Advertising  ï Youôve got to get the consumerôs attention. Your advertisement 

may thoroughly educate the reader regarding the nuts and bolts of your product 

and your company. Problem is, nobodyôs taking the time to read your ad. Chances 

are, your advertisementôs headline is weak. It is not unusual that an advertisement 

copywriter can produce great body copy, while at the same time, a vapid headline. 

Some advertising agencies ï and all major newspapers ï have óspecial peopleô who 

are tasked with the job of writing headlines. These are not the same people who 

write ads or newspaper stories; no, these are people who represent a fresh set of 

eyes, and who have the training and awareness that marketing -advertising-

newspaper headline origination is both a science was well as inspired art. 

Headlines are meant for one reason, and one reason only, and that is to get the 

consumerôs Attention  and jar them out of their  autopilot fog mode of awareness 

and into their  hand-on mode of focused attention. 

 

The Almighty Powerful Web Site  -  If your company does not have a web site, I 

am left to presume your company manufactures buggy whips. And, while there are 

one or two remaining buggy whip makers out there, somewhere, even they 

probably have some kind of web presence. 

 

 Magazine circulation is diminishing faster than you can type a long URL into 

your browser. On a per-unit basis, non-trade magazines cost too much at over-the-

counter retail prices. Trade magazines, on the other hand, often times are not 

purchased by the targeted reader; the magazines are complimentary. Doctors, 

software writers, computer network people, automotive mechanics, and just about 
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every other professional walk of life will receive bundles of complimentary 

magazines. Sounds like a great deal for an advertiser, doesnôt it? Magazines with a 

companyôs ad finding its way into the hands of target consumers. Trouble is, the 

magazine may end up at the targetôs address, but may never be read by the target . 

 

 This is a major problem with medical, pharmaceutical advertising in 

journals (magazines). The doctors seldom read the journals. They donôt have the 

time. (Too many insurance forms to fill out ; too many patients to see.) Therefore, 

some mighty expensive product advertising goes down the drain. Big bucks wasted. 

 

 I shouldnôt have to say this, but the world today prefers to jump onto the 

Internet to find out what they want to know. If I say to you find me some 

information about the FordÊ Crown Victoria ®  car, where are you going to access 

that information? Are you going to start rummaging through newspapers and 

magazines that are not at your immediate disposal? Drop by a Ford dealer?  No! 

You are going to get onto the Internet, go to the Ford web site, and within seconds, 

thereôs plenty of photos and text about the Crown Vic. 

 

 Immediate ! The second most powerful word used in advertising today. The 

most powerful is FREE !  óImmediateô is whatôs known at its basest level as 

customer desire-craving fulfillment. Customers want stuff NOW! The Internet gets 

pretty close to fulfilling a customerôs óNOWô. The Internet is where your business 

has to be. You cannot avoid reality any longer. If you want your companyôs 

marketing projection to be where  the money is, youôve got to become web-involved. 

Show me a printed journal ad, or a direct mail piece, that does not have a web 

address included, and Iôll show you a business doomed to the Land of the 

Forgotten. 

 

 The marketing immediacy of the Internet so overwhelms the lethargy of 

journal advertising there is no comparison. Iôm talking apples and oranges here. 

There is no exclusivity here. Use both mediums to your best advantage. Best BuyÊ 

does. They have a powerful web presence, and at the same time, will have a weekly 
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supplement in nearly every Sunday newspaper across America. The same holds 

true for Wal -MartÊ, TargetÊ,  SearsÊ, Circuit CityÊ and anyone else selling the 

same merchandise as Best BuyÊ. If you need assistance in creating a web presence, 

and coordinating it with your conventional advertising program, my team is ready 

to help you out. Just go to DONMACideas!  http://www.donmac -ideas.com and 

weôll get the ball rolling.  

 

 

 Oh, another thing. Youôll notice that I alluded to a businessesô printed 

advertisement carrying a óweb addressô. Notice, also, that I did not say ócarriesô a 

companyôs óHome Pageô web address. Nah, if youôve got a promotional deal going 

and you want people to get involved in your offer, donôt send them to your home 

page. People get there, and thereôs a tendency for them to become distracted and 

wander from your main promotion sales message. You want the customer to 

approach via a Landing Page, or sometimes referred to in web business as a 

ósqueeze pageô.  

 

 

 A buggy whip journal ad appearing in óHorse and Outlawô magazine includes 

within the body of the text this web address: www.buggywhips.com/ho  . When 

readers type in the web address, they will be directed to a Landing Page   specially 

crafted for óHorse and Outlawô readers, i.e. the ó/hoô URL suffix. The landing page 

will solicit at a minimum the visitorôs name and e-mail address; and at the most, 

solicit a full name, mailing address, telephone number, e-mail address and óneedsô 

information.  And, just why would a visitor be willing to fill in the Landing Page  

form? Because youôve placed a blazing FREE  report (or merchandise) offer smack 

dab in front of their eyes. ñJust give us the information we want, and youôll get 

THIS!ò Once the information is filled in by the visitor, they click a button that says 

something like, ñSubscribeò, and then directly underneath the button, ñClick for 

your Free Buggy Whip report!ò. [Donôt use óSubmitô on the button. It sounds like a 

shouted order of surrender and submit .] 

 

http://www.donmac-ideas.com/
http://www.buggywhips.com/ho
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 Hereôs my cardinal rule regarding business web sites: Get the visitor -

prospectôs contact information as fast as possible without crossing over the line of 

appearing crass , pushy, or stupid. Instead, entice the information with class, 

cleverness and style, and your efforts will pay off.  

 

 Please contact us at DONMAC ideas!  and weôd be all too happy to go into 

depth about web marketing business with you, show you how it works, and show 

you how it can really pay great dividends.  

 

 Another major ï and I mean really  important  ï benefit of a company web 

site is that the site allows your marketing and advertising ideas access to a public 

testing venue. Float a marketing theme, or advertisements, on your web site and 

see how the public reacts. Make it easy for site visitors to enter óFeedbackô. In fact, 

you can offer a short marketing survey that will allow your visitors a chance to tell 

you what they think of the advertising. And you, on the other hand, can work it so 

you get the visitorôs contact information. Again, more survey compliance will be 

realized if thereôs a free appreciation offer. 

 

To Educate your consumer base, you may wish to think óNewsletterô ï  

 

 Depending on your advertising budget, it will be your choice of either a 

printed or a virtual (e -mail) formatted newsl etter. Why a newsletter?  It allows you 

to continually  educate your consumer audience with information both about your 

products and your company. Thereôs a familiar saying, ñOut of sight, out of mind.ò 

You donôt want that to happen to your business. Not so good. One remedy is a 

timely n ewsletter. 

 

 An e-mail newsletter in both web HTML format and AdobeÊ Acrobat®   PDF 

for downloading is a mighty powerful sales tool. Thereôs also CD-format 

newsletters. A printed newsletter , though, may be more preferable if your customer 

demographic is not tech-savvy and has little, if anything, to do with the Internet. A 
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newsletter will be in front of your customerôs eyes as per the schedule you set forth. 

Only a product calendar is in front of you r customer more often.  

 

 The newsletter can (and does) serve three purposes. The first is the most 

blatant in that it is full of overt product and company promotion. For newsletter 

purposes, we refer to this as óEducationô. The second mission for the newsletter, is 

to promote current and on -going offers, FREEBIES, discounts, coupons, 

opportunities  and Offers. The third, and very important, mission of a newsletter is 

just that: news. Company news that further explains the organization and tells 

about any societal philanthropy on the companyôs part is out-and-out óperfectô 

Public Relations. 

 

 Some of you may have the misimpression that Public Relations is mainly 

something that has to be called upon in the event of a company, or business, 

accident or product failing.  Damage Control! ñQuick!ò shouts Mr. CEO, ñGet Jones 

from PR up here! An entire lot of our pasta sauce is infested with e. coli and itôs 

right now on the store shelves! Get Jones!!ò 

 

 Public Relations is your companyôs low-key marketing bridge to th e buying 

public. The department (or collateral function) has a real person representing your 

company. This person stands in front of television cameras for interviews, attends 

trade shows, prepares the company newsletter, and if crap hits the fan, the PR 

officer stands before the public, takes the heat and diffuses the situation 

(hopefully).  If done correctly, PR can result in  happy consumers, a powerful image 

in the marketplace overall, and big buck profits.  

 

 Newsletters educate your consumers, and in a most rewarding but subtle 

way, reassure customers that your company is alive and well when the newsletter 

arrives in the mailbox on schedule. E-mail newslettersé heck, I personally canôt get 

along without them. Immediate updating, expanded company, marketing and 

product updating,  advertising testing, continual  offers and store coupons ï you 

canôt get it much better than that. To paraphrase an expression they have in one of 
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Floridaôs cigar-making centers, Ybor City, ñDonôt talk to us about life without 

cigars.ò Well, donôt talk to modern America ï or the world, for that matter ï about 

life without e -mail. Itôs here, itôs everywhere, itôs e-mail, and itôs your business 

newsletterôs new, powerful tool! Use it! 

 

 You do not have to beat consumers over the head with heavy-handed, rapid-

fire,  crass commercialism sometimes called spam  e-mail advertising. Spamming is 

now illegal in many Internet circ les and the major search engines (GoogleÊ, 

YahooÊ, AskÊ, MSNÊ, and others, have anti-spam countermeasures in place. 

Additionally, software and operating system manufacturer Microsoft Ê has anti-

spamming measures in place, as do the FirefoxÊ and OperaÊ browsers. Antivirus 

software programs like those sold by SymantecÊ and McAfeeÊ also incorporate 

anti -spam features. So, howôs one to get consumer information and addresses for 

an e-mail subscriberôs list? 

 

Answer: Ask for it.  

 

ñAsk and it shall be given youò ï  

 

 Purchase name and address lists of viable prospects and send out a mailing 

of inf ormation -gathering post cards (post-paid, of course). Make sure thereôs a 

FREE offer emblazoned on the card, and of course, ask for the respondentôs e-mail 

address. And, donôt forget the Landing Page or ósqueeze pageô web address I 

mentioned earlier. 

 

 Does your company attend trade shows and conventions? Have cards at the 

ready for visitors to fill out. Make sure they get a reward for filling out the card; try 

using for example, discount coupons for the restaurant across the street from the 

convention  hall. Free product samples. Or, have a prize raffle; the winner to be 

picked from a container full of filled -out information cards.  
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 [Joe Girard, the worldôs greatest car salesman, used to promote himself with 

his business card. This in itself is not unusual. But, Joe would go to Detroit  sporting 

events and whenever a touchdown was scored, or a baseball home run hit, confetti 

would fly through the air covering the fans. One guess whose business cards 

comprised some of the confetti?  Joe let fly  with thousands of business cards 

throughout the sport ing year. You can do the same, but make sure your web site 

and e-mail address is on the card. An awful lot of people nowadays purchase their 

cars first with an Internet search, and then visit a dealer. In fact, my present car 

was ónegotiatedô for via the dealerôs web site. 

 

 How good a salesman was Joe Girard, you ask? Anyone who has sold cars 

for a living will appreciate what comes next : Joe Girard sold on average six 

Chevrolets a day, five days a week, fifty weeks a year, for nearly 30 years! Iôll let you 

do the math.]  

 

 No matter which advertising medium is used, it is imperative that your 

companyôs Landing P age web address is prominent. Obviously, a radio commercial 

presents a different consumer response challenge. In radioôs case, have your 

prospects call a 1-800 -NUMBER! for their FREE  copy of your business report. 

Make it an easy-to-remember number. Keep in mind that  the majority of  your 

respondents will  be using a cell phone; and out of that group, some will attempt to 

dial the number while driving their car! Letôs not help get them killed, but instead, 

get connectedé to your company. If you can lock up a short, clever Internet domain 

name that will comm unicate quickly and easily in a radio commercial, use it in 

conjunction with a phone number. For example:  

 

ñGet your FREE bass boat catalog NOW by calling 1-800 -699 -BASS  

or go to BASS.com!ò 

 

 If you know how to use radio advertising, then you know how to m ake 

money appear out of thin air. Pardon the semi-pun. But, I learned of a neat trick 

the other day when I took my car into the dealerôs service department. The 
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supervisor said, ñExcuse me, Sir. Could you please step out of the car for a second?ò 

The man sat in my seat and immediately began pressing all of my radio pre-set 

keys. I said, ñWhat are you doing?ò The service man said, ñI am just writing down 

all the stations you listen to so we can get an idea of what stations to advertise on.ò 

Isnôt that amazing?! On the spot, real-time marketing research!  

 

 Use your imagination. Youôll figure out a way to get consumer information, 

or youôll hire a service that does just that. Theyôre called consumer survey 

organizations. For a price, these folks will get the information you need. It may be 

an army of people with clipboards in a shopping mall, or something more 

sophisticated like a computer display kiosk thatôs wirelessly connected to a data 

storage facility that allows immediate access for the sponsoring client (that would 

be your company).  

 

 Also open to your companyôs web site promotion is the option of advertising 

on the Internet. Banner ads, subscription -placed ads, FlashÊ movie ads, along 

with text ads can be purchased for placement in both search engine and various 

other web portals; such ads are referred to as óhostedô ads. The ads are bait to lure 

site-visiting consumers into your companyôs primary web presence, and on their 

way through the portal, you get the visitorôs vital information. Righté?! 

 

 Internet advertising is a specialized field and requires a good understanding 

of just whatôs going on with Internet commerce. I wonôt get into the subject now, 

but if youôd like to consider advertising via the Internet, call and talk with  us. We 

can helpé and we very likely will keep you from wasting your advertising dollars. 

Weôll advise you as to which web locations would be profitable for your business, 

and which locations will do nothing more th an take your advertising dollars and 

give nothing in return. Ask us! In telligent web advertising is a major  way for your 

company to go. Just make sure, always , that your  landing page is only one or two 

clicks away from your hosted ad. Three or more link cl icks and your site visitors 

will become aggravated, or bored, and dart off somewhere else.  
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 Here, Iôll repeat myself, to say that your Landing Page  presentation must be 

cleanly designed and worded, carry a FREE  offer to entice the visitor, quickly gets 

the information , and just as quickly passes the visitor onto the next page where you 

want them to go. 

 

  

Wait a second! Whatôs that you mentioned earlier é a CD newsletter?!  

 

 Aha! Caught it, didnôt you! Yes, I did mention the concept of a CD 

newsletter. Using the CD format in which to convey your businessesô marketing and 

promotional ideas  is made to order in getting your companyôs message to the 

consumer who spends a lot of time driving. Your AUDIO newsletter just may be the 

medium that gets the word in edgewise to the busy customer and prospective 

customer. A message-filled CD newsletter has a powerful advantage over radio 

when addressing a car-driving customer: you wonôt be fighting with someone elseôs 

commercials. Just by inserting the CD, the prospective customer will have 

demonstrated a willingness to listen to your companyôs message. 

 

 ñYes, great idea, buté how can I get the prospect to actually 

play the CD? ò 

 

 Test it! Take your top 100 customers and send them a direct -request, 

clearly-worded note, along with your CD newsletter with its hand -written label  ï 

ñTest, in-vehicle, drive-time onlyò, and a ñtoll-free number.ò The note should say 

something like this:  

 

ñGood day, Mr. Redstone, 

 
 ñIôm John Peterson, owner of Monarch Tool & Die Company, and I would 

personally  appreciate it if youôd do me a big favor and play this óTestô CD. Of 

course, you can play it at your leisure, but seeing that itôs only 20 minutes long, 

why not listen as youôre driving about? Itôs a great time to play it.  
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 ñMr. Redstone, my companyôs employees, and myself, certainly appreciate 

your business, but I wonder if I can ask you to call us at the toll -free number and 

do a mini -survey and just tell us what you think  about Monarch Tool & Die, th e 

company itself , and our products. What do you think of this CD?  Would it have 

been easier for you to do business with us, the company you are now with ,  if you 

had this inf ormation right from the beginning  so you could make more informed 

purchasing decision s?ò 

 
 ñMr. Redstone, when you call 1-800 -MONARCH and take our survey, to 

show our appreciation for your time, Iôll personally see to it that you receive a 

special gift I had  designed for our best customers.   

 

 ñThank you, and have a great day , Mr. Redstone.ò 

 

 Mr. Redstone, like most respondents, will say, ñYes.ò 

 

 Good! Now, you next start sending out the CD newsletter to your NEW 

customers; the customers who are not quite yet customers. Prospects.  Again, test 

it.  Test 100 of the CDôs. Thatôll average about $150 out the door - $1.50 a shot ï 

ventured to find out t hat your CD newsletter idea is a winner, or needs further 

work. The concept is solid. The presentation of your companyôs dynamic marketing 

message may need some copy finessing. Then again, maybe not!  

 

 You knowé if your business is involved in the  country club golfing, 

recreation and vacations, and touri sm industries,  it may be better to put your 

newsletter on DVD. Youôll want to get plenty of gorgeous photos and video shots 

and sales presentations into the prospects hands, eyes and ears.  

 

 As for producing your  audio CD newsletter, with inexpensive software (youôd 

probably like to edit out that  coughing fit), you can record right there at your 

computer, or into a micro -cassette recorder and then into the computer. No big 

deal. I do suggest though, you find someone on staff with a good recording voice. 




