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Chapter One 1

Customers are customer s; itds the mark

Think of it this way: Your customers are always in the position of needing
things; always craving and desiring things. Responding to this6 g i vagean 6
businessperson, you maneuver yourcompany 6 s mar ket i ng and brandi

in such a way as to motivate the consumertowanty our Ot hi ngso.

AWhat do you mean, Omaneuyv &ooldlpmogucec o mpanyd
a product and offer it up to the consumer using advertising and something my
peopl e cal l branding and my productds out ther
consumer to purchase. |l 6ve got good producti
so whatos this business about my company hayv

whatever that means?o0

No modern businessperson would ever come out with such a naive 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 ike a bottled water dealer in the Arabian desert who has

positioned his operation on a well-traveled caravan route.

The idyllic romanticism of o&6I1f | buil d it
dreams. Consumers never change, really, as | will explainlater. Consumers are
awaysina st ate of 0 walebcbmaik of dharketing dnd adwertising. r
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
nor mal way to reach out to consumers. Now, t
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 necessaiy nothing about
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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 solid, internally -understood overall marketing philosophy, and, a
dynamic marketing capability in operation to respond and answer movements and

changes in the consumer marketplace.

Todayds enterprise has to be adaptable, vy
coor e of purpose. | 6| llsaidtheat tetevision, radio amdthet hi s | at er
Il nternet are todaydés norms of advertising co
thiswayii f you and your competition are doing t|
beat out the competition? You have to go outside of the norm, you have to do the

unexpected.

Her e 6 s a he&althrbevpraga muck:



Howéd you | ike to see dgohgdswnth@ersadhh g advert.
Howéd you | ike to sTaeilusianisamapingndhe way thatiher e ?
i mmedi ately grabs both driversdé and pedestr.i
that BionadeE utilizes the convention al means of promotion, advertising on
television, magazine ads,web presence,and billboards. But, with the truck, the
Bionade Companywe nt a step further and brought the
everyone else who sees it; no matter where the neighborhood. This wonderfutto-

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

The target customers of BionadeE will always get thirsty, and most arein
search of a healthier drink, and will always have money in their pockets. But, left to
the limitations of immoveable advertising mediums 1 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.



Where to advertise, how much to advertise, and in what way to advertise are
guestions that have vexed entrepreneurs in the 19, 20t 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 | want you to end up, you are now to be indoctrinated in
the shortest, yet most concentrated, marketing and advertising course that | know
of . And, seeing | 6ve put it topedeither, and wr
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 againwill 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 d o e sdo.6 t

I want you to keep something in mind, and
state of mind. Marketing doesndét really have
itself a business while going through the process of manufacturing something,
servicing something, or selling something. A businessperson can set upan
operation manufacturingrubber ducks and t hereds no | aw that
cannot make seven million of the ducks. He or she can make as many of the rubber
ducks as their heart desiresi no problem there 7 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 erierprise, then the world of rubber ducks in the
marketplace is thrown into upheaval. After all, who needs seven million rubber
ducks?



Guess what ? T hoettherdjsst baggingdar rkibddr ducks. But
our manufacturer doesnodt &BodpWorksthlan o wdVei tké ow
AvonEknows i té but ouer ddaed&s mayuibt@Besauset .
with all her or his attention focused inwardly on the manufacturing of rubber
ducks, our businessperson has becomeaun-enlightenedbabout the warp and woof of
the marketplace. Our business person has no concept ofv h astgding on in the

marketplace. Our manufacturer has no marketing state of mind.

You, on the other han deendotivated®drénethisvi se, i f
white paper, or have attended one of the many nationwide marketing achievement
oormula 6seminars and have not come avay with the self-awareness thata new
marketing beginning within you and your organization needsto take place, then

perhaps you should pursue another livelihoodt hat 1 sndét .mar ket dri ven

Marketing as it should be done |

T o d angkt 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 desperae experimentation.

Procter & Gamble Company is the worl dods |
according to Advertising Age Magazine, the company spent $4,608,000,000 in
United States advertising, and $8,189,000,000 world wide. On t he For bes 500E
list, Procter & Gamble ranked 23t in overall earnings. Wal-Mar t E St ores, by
comparison, is 16" in United States advertising spending, but is 13" in earnings
according to the Forbes ranking, and Wal-Mart spent $563,300,000 in U.S.
advertising 7 or, one-eighth ofwhatPr oct er & Gambl e -Magent . | 6d

received a pretty good return on its investment.



You know,Wal-Mart really doesndédt have to advert
America knows what the retailer stands for: plenty of stores across the country,
open 24-hours and selling merchandise at the lowest price.Sur e, t-Martbhs K
TargetE, SearsE, Big LotsE, and a host of ot
business as WatMart, but it is those stores that have to advertise in order to

survive in the face ofthe massive WalMart marketing and branding image.

Procter & Gamble Company, on the other hand, has plenty of competition
from UnileverE, and others in the retail con
relentlessly advertise. Really, what is the difference between a comparablypriced
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 doesndét have this proble
dominant control of the retail marketp lace and total product shelf exposure and
wi | | position their own | abel brands right a
Both Procter & Gamble and Wal-Mart have in place brilliant marketing
strategies. P&G has not onl vy pboduaenafed it sel f
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.

Mar keting as it shiouldndot be done

So, what 6s Ewandthe Ofher 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 GM E , ToyotaE , and Daimler-ChryslerE in
sal es. I n 2006, FordE hemorrhaged money. The



reports trumpeted from the morning televisionn ews : 6 For d Mot or Compar
reported that in 2006, the company lost$12.7bi | | i on dol | arsé, and f ¢

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

So, with al/l the money spent on advertisi
Doesndt t h marketingland advergising dpply: spend gobs of money in
the advertising marketplace and sales will be assured? Nopelt 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, S U V @lang 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 truck s and S WUtM-doasy mwileagd?? 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 NromadbByoHakemByukKidak E

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

Thus, the question begsé how is it that A
much the quicker to spot a shifting market trend and tactically adapt to it? How is
it GME and s&stow dn 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 ¢
costs so muctth¥yg féHolwowe me t his #@ +#! SUV of
more miles to the gallon?d



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 highesti over $4.00 a
galloni nHey, Dkoew2!u know what 6éSUV6 stands for ?o0
SUV stand for?06 ASUV stands for Suddenly Use

6Suddenly Useless Vehicled. Wi thin a simp
Chrysler have their SUV06s and I|-gurzipgroadr ucks ¢
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. 6 SUV6é what a disastrous mgsition
to find itself. Not being a company that quits easily, Ford is in the process of getting
i n on t-beedbdébruvebicle market. | sincerely wis
they are late-comers to a marketplace that has been dominated by the Asian ato
makers for the last four years.

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

arenaé the Asians rule! Toyota truck commerc
marketplace brawl. Or, as U.S. Chief Marketing V.P. James Farleypt it : ANO mor ¢
subtly in our truck advertising. o

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 o6expl oded vi e wotogetherdstheanounoec k Ssmoot
walked and talked the sales message. Very impressive graphics, but basically a

multimedia show and tell.

Toyotads two truck co,oycentrasivetes f or the Tu
elaborations on a single theme: a fully cargo loaded, hauing to-the-max Tundra
would climb an amazietergt oitntcel rion ed oawind tthhee ni néctlei r
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 i all four disk brakes gripped the large rotors.



And, the truck, and its load, stopping without veering 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 t hi sa.ndWhCehte virso | iett Et hatu
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. | n t he South, from what | 6ve s
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 hasa 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 economicand social
events-pressures The advertiser that is slow to grasp marketplace reality will be

slow to make profits.Case i n pointé.

Microsoft Vista @ -

| 6m not goinpthoogeMi cnbsofleds introduct.i
operating system, Vgeimag $Hdercmaysehatods gaing
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 Vistads inability to embrace
peripherals (printers, scanners, cameras, flash-memory sticks, etc.), nor can it
embrace many of the utilityand CDandDVD-bur ni ng appl i cati ons. | n
tested and | earned that 16l also have to repl:
c ar d ésardaneamory 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®*a ppl i cati ons simultaneously
better off investing in a new computer thathas an IntelE Du o ®@roQuax
Core® processor. Actually, according to my gut feeland in conjunction with nearly
every computer authority | 6 ve, re@awdd be better off i1 nvest.i

with Vista preinstalled instead of enduring costly hardware upgrading.

From a marketing and advertising point of view, | think the Microsoft Vista ®
marketplace introduction represents a colossal headache. But, notso for

Mi crosoftds competition.

Appl eE on t he s pbatdiareAfipsh ane a proprietarg t s
operating system, OS X, second. Apple computers can run Microsoft Windows XP®
along with XP i scripted applications; WindowsE-s peci fi ¢ computers car
Apple applications. So, sensing the dire straits and angst many Microsoft users are
presently in, hereosmaltoday: came through my e
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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.

Wi ki pedia.orgE the | nter brenl fiedracsy cal opedi 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, prGotdhatet or service. o

Larry Light, Ch airman-CEQ of ArcatureE , a managementconsulting
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
Agemagazinei € t he new brand déomwmadeganddeeperr d demands
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

di fferenti at ed HWhatnmkies moxesensei ences . 0

As an advertising man all of my professional life, | 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 unprofitahb
nothing more than junk. In coll aboration with the advertising Y ahoos arecompany
marketing people who have lost all aspects of good judgment( af t er al |l , t heyo
paying for the crap). As of this writing, the hot buzz word for the marketing and

13



advertising industriesi s O0br andi ng 0 evergthirg elseiinthg formfofi r st 6 ;

mark eting and promotion, second. This is air-head thinking.

ABranding isndt a substitut e isthemeadsrol i d pr
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. Zingapano6s | et t er Gadiderthatean in ddAgen an Al
regarding the fortunes of Motorola and its Razr ® cell phone. Shewrote:il s ee a
persistent flaw in your analysis that can be summed up in one idea: Brand is the
panacea.And once again youa®éwoer ka ptpol ideids stehcits Mortaomme

when clearly the culprit is lack of producer strategy. o

What Ms. Zingapansaysnxt i s a brilliantplaecexampl e of
al ways cyriaciplg:infngd&onder 1 f you (Al Ri es) have
market shares are in the mobile-handset industry and are aware of what drives this
volatility. Sony Er i @hasgmdup atitha exprease ofs har e i n
Samsung. Within one year, the third-p | ace pl ayer becomes fourth.
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 &s nothing to do

with volatility T one or two phone models did the trick for Sony Ericsson.o

Then comes Ms. Zingapandés | esson on smart
research, and where Motorola failed to see how the marketplace and customer
wants had fallen into a pattern of predictability. She continues, il wonder i f 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 consumerswant to replace their old phones. It was still coasting on the

14



success of Razr, which was so last year. Yes, ig the product strategy that hurt
Mot orola in 2006. 0

Ms. Zingapan ended her letter with a zinger that would make any real world
marketer cringe: i Mr . Ries, you really have to broader
matters, as well as do a more thorough investigation of the business environment
than you currently do 7 especially in consumer electronics. Let me repeat:Brand is

not the panacea f dhankyoucMs.Zmgapan @ kis Wireléss! . 0

To reinforce Ms. Zingapanodos opinion, her e
2007 issue of the International Herald Tribune T A Mot or ol ads fortunes p
as Razrlosesmust -h av e s tby BradsStone:i @utthe cell phone business
is still relatively young, and 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 nuch what it can do, but whether it
is the envy of friends and colleagueso( | emphasi zed the word 6env
will be referring to it later in the final section of this paper dealing where | will

provide expanded descriptions of &édbranding6.

Further in this white paper, also, | will detail for you how marketing is
supposed to structure itsel finadymamicalp-w 1 t

(@
(7]
(7]
c

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.

|l 6m sur e vy ouo0v®tooseHave gou noficed3hatl SHIHL tools
are not soldin Wal-MartE, Ace HardwareE, Home DepotE or
| mprovement st orheast? yAd usaowae tha8TIHL thkestout full-
page advertisements in the Wall StreetJournal where the company proudly
proclaims that their products a r e sofd &t the named retail outlets, but further

declaresthat STIHL tools will never be sold in those staes. As faras | am aware,
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STIHL is the only tool company that advertisesthisway.They 6 r e qui te proud

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

STIHL has maneuvered themselves into the
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 servi ce ovpdangdcommerncialterteaptise.s t he e

You have to go to an authorized STIHL dealer to purchase one of their tools.
Not just a dealer, but a dealer thatodos publi
and service shop that can handle any problem that ariseswith any of the STIHL
toos. Wor |l d wide, thatdos 30,000 deal er s!

Because of their high degree of quality, STIHL tools are guaranteed to last
|l onger than any other brand in the marketpl a
companyo6s we b s ihinkeof STIRHLNWoe thinkyfmld -world care and
concern’i 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

t hr oughout Custoreer sewieeycastomer assurance.

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

suggest you visit the STIHL site atwww.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

6company | ookd. There are no confusing, diss
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 thosmutlets only

wear company-sanction uniforms.
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€ and another sterling example of

core-to-surface branded I mageée

Anot her o6cl ass act 6 wwwbidnade.eom,thend O6br ander

company responsible for the fantastic truck graphic you saw earlier.Bi onade E i s
young company | ocated in Germany thatds an
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?he site layout, graphics
and especially the photosmake Bionade® look healthy. The samebranding image

that was projected on in the truck photo. It s a t hemed brand present

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

makes you want to drink the product!

17
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| think by now you should be in halfway decent possession of the concept of
todayds marketing: Keep one eye on the needs
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 t odayé youbve been taught and shown whe
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 | 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 ubér dynamic! | am going to
enlightenyou howtopr epar e t he mar ketplace to fit YOUF
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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.combs founders, Sergey Brin. |
Googlebs ability to maintain its carefree, h
AWhat 1 s not apparent frgaoussystemsandit si de i s

processes that we use to manage our growth while maintaining this entrepreneurial
zeal . 0

Google wastouted in January 2007 by Fortune Magazine as the best

company in the world to work for . So, we can deducd r o m Mr . Brindbs state
the companyé6és marketing plan is not only 1in
Chapter Two 1

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
phil osophy into the marketplaceé and h
carry it out. Until a companyds manage
whether or not they desire to cast a long shadow across the
mar ket pl ace, t he sococesgiubpnesericswilleemaimt u a l
semi-transparent and the company and its products ill -defined in the

publicbs mind.
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Back in the days when company marketing executives, along with their
advertising surrogates, used to genuinely <co
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.

Duringthe 1950-6 0 6 s, t he gi ant sinteefenchadteddandt i si ng | i
known as Madi son Ave. Hehoseposerfal gians,Bid mpl e of o

Bernbach, speaking:

AA very, very big proocMmdctwoaun de yoai ¢ atyq B
were told exactly where to put the logo and whatsize i t woul d be?d | had
$10, 000,000 riding on my answer, and | said,

agency for you. 0O

Agency copywriter guru, Leo Burnett had thistooffer: il f you dondt get
noticed, you dondét have anyt hihegrtisgéting j ust h

noticed naturally, without screaming or with

Or, just for wonder ful c¢andiovra,nyt hoeeroepd se Da
and | think | am one ofthem i ar e more productive when theyo

dri nk. [ find if [ drink two or three brandi

That s my kind of copywriter.

Do you think for a New York second that the kind of television
advertisements we presently seeforDai r y Qu ekeanrEd Eaendise
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 IBME , General Food< , Procter & GambleE |
AppleE and RIME (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 t odnarkefing (i.enadvektisingphas ce pr o]
become somet hi ;mayiddogane Where, intiod nmanytcases, a habitat

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

pleaselHer ed6s a sampl e of th/Avww.dodrmac t al ki ng about

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

debacle.html.

It is well known within serious advertising circles that over the past century
marketing coupled with its spokes-organ, advertising, hasresorted to the creation
of oOprettyd, yet slogarearingtchlagds ofltego s iameds doesn
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. Theye vteharoea&s tihe esnthaicachool of
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 toappeal toi and ideally sellto i 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 humorThus, if a
company6s advertising bwthecompanyg itselfnmbyvery ude, t h
|l i kely be perceived by the public. Even thou

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 companyds advertising and promot.
attractive woman selling soap on television? Well, we canlook for her in the
company6s magazine and I nternet adv-effti sing.
purchase display in drug and grocery stores. Look for her on the end caps.For
some arenas of consumer retail advertising,

consumers in a favorable way, that advertising personality can literally change the
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course of aokpanwmwgsamd promoti onal direction

mar ket pressures lnhds margedd whaentsibc, but a |

An example of this happened in 1998, when a little girl, Hallie Eisenberg, co-
starred with NASCAdJBEnPepsiCwd ra,E X eflfe vGesri on ads.
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 Opersonalityé to bring success to your com
marketing philosophy, then your company had best be prepared for
disappointment. Consumers can quickly become diserchanted with a personality
and yesterdayds hero pbeceoemas oniiontivatgedsd 1dbfo r fgaome ¢
club. Personality, or gimmicky, advertising is no way to run a solid marketing show.

Actually,i t 6s qui te stupi d.
Instead, build an Intelligent Ma rketing foundation T

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

marketing road blissfully ignorant about what does anbdevavhat does

Market-I-Culture® 1 or in other words, the practice of growing a consumer

mar ket base founded on a sol i dinmigenkeet i ng pri

Every company should have in operation its own MIA 6 Not CIA T Central
Intelligence Agency i 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 | am saying is, everything that
takes place under the aegis of Marketing must be intelligently planned, thoroughly
researched ard 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 marketing staff.
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Because all marketing decisions should besubstantiated by marketplace
intelligence, and all forward projection of product or service advertising should be
based onshared company-wide intelligence, the company will then become what it
should have been in the first place: a unified organic marketing dynamic . Atrue

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 acmuntability. 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 T

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?

Wheny our ¢ o mp a apyeSestatigea first appraach prospective new
customers, here is an idea ofwhat they run into during the initial meetings and
sales presentatons: The prospective customer sits in his/her chair and looks your
sales reps directly in the eye and says:

Al dondt know who you are.
Al dondt know your company.
Al dondt know your companyods
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Al dondt know what your company star

Al dondt know your companyds custon
Al dondt know your company®ds recor
Al dondturkmowpyamyds reputation.

ANoiwwhat was it you wanted to sell n

These lines of copy written by David Ogilvy, appeared in national business
publications for McGraw-H i | | Magazi ne 9ldbynthe talerelar,1 96 0 6 s
perhaps, but brilliant and still devastating as the message applies to all businesses
and companies today.

e

€ 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
t hemsel ves smack dab i n t hmarketingddthesofgdu 6 s o me't
may have jumped right off the end of the pier with your start -up business andi so
farii t s been successful. That i1s, youbve been
and think of nothing else other than getting consumers in through the front door
and havingthemcar ry your product (or services) back

the shortterm. Don 6t | ook now, but a égood thingé i n

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, |l et 6s set out to cl e &misimpreasionstaide gunk,
misunderstandings, throw light into the shadows of ignorance, and define what it is

|l 6m tal king about here.

Marketing, the concept i not the word T the conceptembraces marketing
functions . What you are about to have described may suprise you. These
definitions have been active within Fortune 500 companies for the last 40 years.

What follows is wired into American corporate thinking. Let 6 s begi n wit h:

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 doesnot take the lead and
will defer to the pressures of marketplace; promoting items that have been

asked for,orwher e thereds a necessity

Marketing can also take the initiative and introduce to market a
product thatods weactvete, aomar ketanebd t hato
existing. For example, a marketing department promotes an easily portable
and inexpensive bidet (initiative 7 questionable American market need); or
promote a more attractive and economical toilet paper (reactive 1

addressing an established need).

2) Pricing T You cand6t sell product unless you kn
Somebodyds got to set a price and its up
the question, fAShould we set our price ab

A Wh a t s & disgcalints should we give to the middlemen who handle our
product?06 In the industrial sector, price
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3)

4)

5)

customers and marketing personnel have to be on top of their game and

thoroughly familiar with production and other costs.

Buying 1 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 ¢ o mp any 6 sctfomwareasssrtment df goods, determine
what quality and quantity to purchase, select sources of supply, and

negotiate the terms of purchase.

Wal-Mart E will serve a sfurthen expardsompdyramié or me t
of marketing, in this case the reduction of wholesale shelf item pricing, and

the reciprocal effect such a marketing decisionhasonWatMar t E suppl i er s
ft he worl ddéds | argest retailer decides to
lawn mowers in order to combat Lowes and Home Depot, that decision will

have a powerful effect outside of the WalMart 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. |

refer to this physical effect as Dynamic of Marketing Reciprocity.

Personal Selling 1 Selling is the personal presentation of goods, services,

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

busi nesses must perform the se-olffaceng funct
or on a web site,telephone, or via advertising. The Marketing Department

oversees and coordinates its efforts with

Advertising and Promotion T 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 salablecommaodities 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.6 Wor d of mout hdé i s al so
marketing i the message spreads from persona® 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 bythe products it produces, that it
is not an exactscience.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
t hat an advert i swilagually pag forahe furkk thatlsuppgoset

to sell their product.

Thereds an interesticongniedtydgpi sessapi hodal

dismal lack of advertising maturity and intelligence:

AWhen it Boddha-@auret(@nlightenment), there is no difference
between an enlightened man and an ignorant one. What makes the
difference isthat oner eal i zes it, while the other is

You would be held in rapt amazement if you knew how many nascent
advertising campaigns for major, brand -familiar products are suddenly,
inexplicably, trashed by upper management. In a rapture of self-delusion, the
advertising agency cast s -levelsgketindpeaple er a c on
with an off -the-wall idea and everyone is dancing the dance of irational
exuberance. &feguards and cautious dialectic are cast aside. A very expensive
campaign is createdi major production costs are amassed. Nobody at the lower
levels are the wiser.Upper management is keptinthedarku nt i | t he O60Great

Presentation. 6
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Then, one day,comesthe bi g 6dog and pony showb6 to uf
The campaign i s presentedé upper management
agency peopl e al ong wlevelmarketngpersanmlp any 6 s | owe
immediately assume the roles of hgpless ducks who have been hiton their
heads. Upper managementdeality 6bursts the shared fantasy of both the agency
and the companydés | owe rFarfeaiched melodramgpaorma na g e mer
my part? Nay! This exact thing happened in the Spring of 2006, with the Dr
Pepper® soft drink | ine: ten ready-to-go television commercials were suddenly
deepsi x6d by the c¢ompanyNO6publiogxgapationmasn age ment .
offered.]

6) Sales Promotion and Merchandising i 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 releagesbout
products. As an important side note, Public Relationsi while it serves to
beat the drum about a product 1 is also called upon to blunt or turn public
wrath if the product fails in its performance (GM E air bag failures; 1986
FordE : FirestoneEt i re debacle) or cawuad PR ury.
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 i A company can talk all they want about their
products 1 they can promote the hell outofthemi but i f t he company
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,t hen t here has to be in place a way of
become outdated, returned byiandmekingons umer
sure proper billing procedures are in place so stores receive proper credits

and sales incentive points.
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8)

9)

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 w
Research arm of the Marketing Department t o0 k now wladtwilbos wh a't
did what with a companyds product. This i
or service because a product cannot be manufactured and distributed in a

marketplace vacuum.As | 6 v e meampanyon sinessreeds some

form of a Marketing Intelli gence Agencyi MIA i and that, for all intents, is

the purpose and prime responsibility of Marketing Research : the intelligent

assessing and distribution of sales and market information. 6 Fee d b a c k

ma n a g e noeencou say,without the winks, shrugs, or, guesses.

Credit management and financing I How important is this area of a

company 6s ?dgkeorthe guysoselling cars and ask them how many

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

of innovative financinginplace.Car deal ers, especially, kn
not a lick of difference i technologically i between a BuickE Lacrosse® and

a MercuryE 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 6édnew car highoé wears off
customers are quickly intrigued and excited by the assortment of financing

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

Think here omobegebdowsd, O awoedibcarchavei t h | ou
a car o6, OAPROof eZer oWp eMakdilegtR&search,n g ,

Advertising, SalesPromotion, Salesand, Finance are brought together to

promote a producté all Il can say is, fAWat
I n a nutshell, thatds Mar Weatisabsgntas weodve
within the institutionalized st ructure of Marketing is ther
about immediate consumer demand pressure; |l 611 call that | CDP.

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

communications devices. Even though manufacturers like AppleE , RIME
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(BlackBerry®), PalmE (Treo®), LGE (assorted cell phones) and others,

innovate and produce exciting products to satisfy the volatile teenage and

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

calling the marketing shots. | WANT IT!IWANTITNOW! | 6 D BETTER GET

IT! and, |l 6VE GOT MONEY! ! (Get nshe message,
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.

Herebds somet hi ng vy o uandité&as townwmwith doreputarsvar e o f
as we know them today. August 12, 1981IBM E 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 beame the messenger. Then, in 194, 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
of fice to share data files with a gal in ar
have email.) The A/T was plagued with networking problems; so along came

thesecondgener ati on Al BM ®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 beastof aword processor at that time, the WangE CRT-based system.
Still, though, there was really no pressing consumer need to expand and
innovate furtherthe 6 b u s tunt @ sl slegk®EicoOmMputer.
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Almost simultaneously, along came Ralph. H. Baer, the inventor of a simple
computer/television-b ased game @al & rdglicklyddfectedia
version that could operate on an IBM platform personal computer. Everything
having to do with desktop computers immediately began to change. Computer

usagebegan toexpand from the business office, and into the American home.

Next camethe ever popular iMario Brothers ®6from Nintendo in 1983, a
spin-off from Donkey Kong®. Computer consumers no longer were satisfied to
wait for an IBM E , CompadE , or AppleE , to come forward and tell them what
tomorrowbs computer i nn othwagpositenGvermghtyit d of f er
became the consumers who weredemanding 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 playheavily-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 and
demand today, as they will demand tomorrow i 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, | might say that the inmates are now running the asylum. Yet é
if you employ the methods of dynamic marketing you can control and
mani pul ate the O6inmatesdé in the marketpl ace

| et 6s hel p t hem s p€omtblthe marketplace. Right2di r ect i on.

So whaWOGT.S

AfWhat 6 s wthlaaw?has S\EEsO.T.?

Youodve g ahisstufowhéneacguiring a formal marketing education.
Yo u dale been taught the acronym stands for, Strengths, Weaknesses,
Opportunities, Threats -anal ysi s. |l tés old school stuf

31



concept work well on a military battlefield, but works brilliantly in the world of

a companyods omarketingti on and

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

component of the acronym as | now discussS.W .O.T.

S.W.O.T analysisis a simple, effective technique that will access a
c o0 mp a imtgri@ak strengths and weaknesses along withexternal opportunities
and threats. The goal of SW.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.W.QT aalysihteidentidylpronbems anch e S
positives. ltés a simple technique, but

pointing going on during the analysis process.

Herebds an example of how B waybaockrdkiegd f or
the halcyon years of the famous Jack Welch. In 1981, GE 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.
We | ¢ hVB.G.T. &alysis of GE showed that:

Internal Strengths were i 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 i No clear strateqgic direction. Bureaucracy and

many layers of management. Low annual increases in productivity. Two thirds
of revenues came from slowgrowth businesses. Weak in truly global

businesses.

External Opportunities werei 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  werei EXxisting 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 | wundeadtiingmhto iwde GIE®asr
Mi ssion Statement? Apparently, Mr. Welch we
wasndt an acknowledged mission statement ir

A mission statement is nothing other than a pronouncement as to why your
company, business, service, &opestor gani zati or
accomplish. The mission statement, in order to manifest, needs a strategic
direction. And, for our purposeshere and now, | 6ncleral ki ng abou
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, thenthe company 6s ent i wilebe pogitvglyo wer f or c e
oriented and motivated to accomplish the task. This statement holds true when

applied to a companyds marketing philosophy

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

the SW.O.T.acr ony m. | 6m not going t cealbadede you ar
guestion. |l 611l save some time here and tell
under fAExternal Threatso and itds this:

The greatest External Threat that exists for your company, or organization,
or your sole-proprietorship business is: if there existsno 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 processeasy for your customers, guess what? Your
competition down the street is eagerly licking their chops and waiting to EAT
YOUR LUNCH!

Further mor e, |l et me repeat and reinforce
important to understand that you must focus on ma rketing instead of just

selling if you desire to ensure your preser

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

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

For the sake of thiswritingl et 6 s assume you and your com
had their epiphany after the S.W.O.T. analysis. Gathered around the large table

i n the company conference room, everyoneods
together yodio6preolldemsg idndke figured out how t
them. The vexing problems that didndt have

the ones that remain most vital to remedy:

First, iHow do we get our marketing phil osophy

mar ket pl ace?0

A

Then, AfiHow do we advertise 6usod?o0

Then, AfHow i n hell do we fliond customers i

The®Oncieg we find them, how do we get them

Then, AWebve got competition out thereé w

Then,AiOur competition does negative adverti:

consumers trust us? What do consumers think of us?0
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Then, AwWi || consumers have any confidence

products?o0

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

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

Gap.

| define this particular assurance gap as thelack of trust on the part of the
buyer that develops into an inability to determine whether a companyo6s
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
Gapis 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
companyo6s products and ser Vvioacesplishthe m your c
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 theyreflexively turn to when
they needthepr oducts you sell. And, the only way
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. Thatos it

There is, though, one sticky detail I efté

35



AHow do we effgcovelyrbadketing our company and advertising

our products?o
Ok avy, |l et 6s tal k ab o yourcanpany gndtilec ess of br a

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

dynamic marketing message.

Chapter Three 1

Getting 6Themd WeBeeBxie Us as

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

Know something? Those customers out therei they always remain the same

T thatis, they will always be consumers because they always have money to

(@)
(2]

spend. Some t hi ngs yau, thd marketplaeerentrepheaenrg e . |t
who hasto possess the desire tachangeand accommodate the consumer; or you

will perish!

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

companies and you who sell the compani es?é6

o
—_—

businessi product or service T it& YOU who musthave the will and the

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

consumer baseand 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 tolndvidbad do any che
decision to make. But, as inteligent mar ket er s, i tdés asour desi
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 Gapto exist.
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Remember, advertisingisbuta mar ket pl ace projection of
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 thepower 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 thegenuine article...t he r eal deal é t hen
have crossed the river of distrust; bridging the AssuranceGap. You will have

gained the consumer 6s confidendOBA Jaud ent er e

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

But now, |l 6ve got to get you to that Oswe

A restaurant owner with plenty of advertising ideas and little money for
advertising purchased the largest fish bowl he couldfind, 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, | 6 d | i ke

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

i mage youdre | ooking at i s one way Yyou see
your Oself6é is in your miparagon oflbhjéctevitys y ou harg
the image you see in the mirror will be different from the one you see in your

mindébs eye. And, if the truth be told, how
well, that was done with charitable eyes. The guy down the street wouldhave

picked up on it, but your eyes never noticed the twainch long hair coming out

of your right ear. Going a step fwBd&ther, hc

w e | lelkevebme, no one else sees your Superman costume.
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As | am wont to do, | like to offer a contemporary analogy that illustrates my
point. Do you ever watch the television talent program, American Idol ®? If so,
youbve very | ikely c¢ome rational adultswhodol usi on hel

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

Young people (and some notso-young who try to disguise their true age)

have a oneshot opportunity to convince the judges they are potential star

mat erial. By my reckoning, eight out of ter
outofan open bag. Not to be cruel é they are a
The thing is, though, theeight b ut cher s of what we know as m
as to whatodés real and what they perceive as
lousy contestant is puttingonalarkT k nowi ng t hey riamlusty canodt
go along with the regime in order to get their short blip of televised fame.

Probably to win some sort of bet.

But , i t 0 singtototlosersawmmaarerpathetic. 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 losersarest unned. They cannot accept t
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 nevertobetoldd6 No! You have no tal ¢

Wel | , sur e aldol jsdpes teltthem.dhen, ivdhweatch a series of
amazing personality melt-downs. Some contestants cry. Some cry and beg foa
second chance. Some cry, beg, and then transfornthemselvesinto 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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astoni shed dimdree iedr. siTmg r @fé shobtieg, jh@dge s é& wh
judges dondt know wh dtandhbwethe judgesehaveldowlk i ng abc
theiropportuni ty t oAmerican\wdal. Rinhllg, thé distmesded

contestant (alongwithf ami 'y and friends) | eaveé cursirt

door, and sometimes out onto the street.

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

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

1
)

centerednesssomeonewoul d have spoken up and sai d,

Self-perception. Companies and businessesalso have a problem with it.
They see themselves one way and it may be the correct way - yet the consumer
sees than another way. | call this phenomenon the 6 We viersuéthepu bl i c 6s
perception of 6 Y o u . &Agswening you conducted an objective SWOT analysis,
I will accept your internal marketing perception as fact, and notself-delusion.
Make sure,enpwsi Youérthat your management d

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

Your internal marketing dynamic is everything you do in your business that
makes you valuable to your customers and also give 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. Themarketplace 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 consumer sdé fri enct
relatives or Internet chat rooms, social gathering portals, and, blogs.
You cannot leave thetaskofmoldn g your companyds pimbl ic, br
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 statementVery 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 1 suppliers, manufacturing, sales, delivery, billing
and accounts receivable, customer service and any other function necessary to
keep your operation up and running i must be choreographed by your
marketing philosophy and thrown into motion by the combined effor ts of your

marketing, advertising, sales and distribution operatives.

That 6 s f orheingetna image of gour company must match the

public reflection.

When a consumer drives up to a Staple& 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

omni presence; thatoés Stapl es.

Upon entering a StaplesE store, the customer sees staff wearing the Staples
red t-shirt; managers wear a white, pin-st r i ped shi rt. |l t6s that
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 StaplesEasy® button display
racked near the front of the store; the i mmed

television advertising campaigns.

You see one Stapl es s tnaddidon yygusecdredess een t h
BuyE store,and | i kewi se, youdOve seen tEem all. Sa
Barnes & NobleE , National RentalE,  We riEd Buéger KingE and nearly

every other Fortune 500 retail operations. When | sag&§gddgddonal ds
the picture. Thatods whatugbomeants monbdawpen
or she hearsorseesy our companyo6s name. So, how do |

customerstothatstage?L et 6 s begin by activating your ¢
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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, | 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 1

Letds market the smart way

AUhé preci sel y areWwiketing te? Who areyyouucustomers?

Any ideas?0

Thereds the wonderful <chor aMeregith esent ati on
Wi | s Musi@ Blan © where all the traveling salesmen are on atrain and in
response to the mythic rumors flying around about Professor Harold Hill, the
anvil salesmanstandsandb e gi ns Hiddi mwgo,ndfi sell anythinc
becausehed e s n 6t know t h egotttokmow the terntoyy. ! & oUd Vv e
that | say, no truer words have ever been spoken when it comes to selling. And,
may | also add, the same goes for marketing and advertising. You havegot to
know the territory, along with the folks who live and purchase goodsthere. Of

course, 1in Prof es s oquicky earned thie teHitory!l 6 s case, he
Enter (stage left:) The Marketing Research Department |
Il t6s the peopl e i n (tthhee Marnkpethigechop FReVE eAadr)c h

who are going to tell your camgndfiey 6s advert

their promotional arrows. Marketing Research has one clear mission, and that
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is to tell your companyé6és management exactl
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
onthe customerswho purchased your companyé6és product
meaning, the «cust oeducatios ocaupatianaHheir persooad me |,
likes in cars, perfumes, clothing, television programs, sports, foods, insurance
companies, recreation, travel destinations, health spas, and whether or not the
consumer shops at EbayE , AmazonE , 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, andso 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. |
repeat: Mar ket i ng Resear ch iisMarkebinginteligensegp any 6 s MI
Agency. Use them correctly, treat them well. They willearneveryme 6 s t r ust anc

confidence if they know how and where to get the right data.

Based ondata acquired by Marketing Research, which is then turned over to
company managementi specifically the Director of Marketing i 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 seemlike a military operation, that is because in a way,
marketing is a military operation. | am preparing you to go to war with your
competition and, really, | etds,hafet have any
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hearted measures,and, the taking of prisoners. | want your company to win the
battle, and | 6m counting on yourogivempanyos
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, | 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 canét adviseomtlat ng with

would be placed in the position of divided loyalties.

[An acquaintance of mine, during the early
t he New York advertising agency handling hi
marketing research, advertising and promotion w as also handling the same
dutiesf or t hree of his companyds competitors.
agency management said they segregated all
not know what the right hand was d&oi ngd. OF
upon my friendbés recommendation, that his <c
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 efforts. The Creative Department worked hand -in-hand with the
companyb6s Marketing Research Department, ar
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 Tshuep edreipaoarr ttnoe ntthoe
response figures for direct mail programs to both physicians and hospital
pharmacists were in the unheard of 80-to-90 percentile.]

Marketing Research datai 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 maybe 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, tlke Marketing and Advertising people have to plot

the course for the companyds future advert:i

In conjunction with top company management, the Marketing Director will
orchestrate an overall grand strategy that will promote b oth the company, the
company6s bandits droduchlineg Tehat strategy will begin the most
significantt r ansf or mati on process in your company
the internal image and the public reflection meld into a single and unified
marketing reality that | refer to as cchesive, dynamic marketing. Or, for the sake
of this writing , the convergenced Yy our ¢ o mp a nagsetsintomar ket i ng
single, powerful consumer thrust. As a result of dynamic marketing, consumers
will have no doubts alout 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
cognizantofit, and brought into ité | Iteaibe to tell
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 battlefield.
Let us say that you now have a master marketing st r ategy, one that

based on your Marketing Research data. The next person to be heard from will

be your companyodés Advertising Director and
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Enter (stage righ t): The Advertising Department |

Again, if your business is not large enough to warrant an actual Advertising
Department, such services can be contracted withan 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 supp!l yavailablé elongWite graplicpdgsignelis,t e r s
photographers, print houses, presentation media people and packaging
designers. If the ad exec knows their beans, the Internetbased freelance
vendors can deliver the goods and do so withoutthe huge agency markup. Two

sources of supply in this regard are Guru.com and Elance.com.

| f your companyds ad exec doeendét have ei
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,
creativegroup)t hat 6 s smadull-blevn adiventising 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,
alongwithwh at ever el se your companw@meedsadverti si

are. My group, DONMAC ideas! is one such example:www.donmac-ideas.com.

| could be brash and claim that after having r ead this white paper, youdd be
informed enough to be your own director 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

| eave that stuff to someone whoods experienc

Your ¢ o mgvertrsipgdbasd peomotion needs can also be farmed out to
a | ocal advertising service. The advantage
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internal advertising manager will have face-to-f ace contact with the
producing your promotional materials , can spe& 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

adverti sing agency does anything regarding vy
promotion 7 anythingatall it hat 6s outsi de the scope of a
or t he agency écoantrackeyour tosnpanyevill beichmaed a

surcharge of up to 25 percent or more for each requestand task. Make sure your
companyo6s | egal counsel reads the fine prir
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 magazinesi or , as i tds know
the trade, journal advertising i contact your target publications and ask them

for a rate card. Today, the rate card can sometimes be found on the

publicationbés web site, but not al ways. Nov
you handle the insertion process of your coc
publications yourself,y ou usually will qualify for the
advertising agency places your ads withmagazines, it 6 s t he agency t h;

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
agencyprofitably 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 either

from a publicationds web isintde tdhratforsom preipmft
the publicationds eflbec tueveémow gosddo X6 Zwhat t he
publication is at reaching your companyos i
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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 i networks i and

newspapersé i f you plan on advdaskarousd ng wi tF

of your business and industry contact s, Nl s

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 connectiors, know how to get things started, carried through,
finished, and delivered. Ad agencies can produce stunning fourcolor 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),
andohé i s anyone in your company qualified tc
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 yas 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 similartothos e you make and s ejfamousbondt go t
promoting Versaces™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
gualified 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
makeforitself; a deci si on based on good advice an
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 agencyods offices. Expect the gr
savvy, take along a friend who knows, and can advise you about computer
graphics, pagemaking programs, and desktop publishing. 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 kitschtradet er ms such as o6vir al mar k¢

0br andi n g 8earchoEnging @pdmization and not provide explanation s?

Watch it if the agency plies your people with gifts, meals, trips, etc., in order
to win your busi né gos nevelwandts febl mdkbtdd.uAtsd, n e s s

it will lead to Income Tax problems.

Enter (again, stage left) i Sales Promotion and Sales Departments |

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
clientsdé6 open houses. The Sales Promotion o
Advertsi cirreqpgd i vity and the Sales Department.
Promotion devises sales tools and other support material that will assist the
Sales team in winning sales, while at the s

existing clients.

And, of course, without a Sal es team, your company i s
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 |l uck or bad. This is was the authords a

A Ol d Sub s cimgiabpalerin ydar papdr was neither good luck nor
bad luck for you. The spider was merely looking overyour paper to see what
merchant is not advertising so that he can go to that dore, spin his web across

the door and | ead a |ife of undisturbed pea

Keep this truisminmind: Member s of a companyds sales f
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!

ABut, 0 you say, fAimy business isndét | arge
mean, itds mrepeoplewhodnswereghe phones stand behind the

counterandr un t hi s operation. 0

Okay, |l et me introducéiyods wouyoCusodtBamkes
per son. You DO have a Customer Service pers
Your Customer Service person is ANYONE who answers the phone, or calls a
customer, waits on a customer, or responds to acustomer-generated e-mail.

Customer Service = Sales . Next, | OGelalborate onthe area of Customer

Service, because it is so important to yourbusinesssuccess.
Customer Service = Sales

We know this as fact: DellE 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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Af ew years baclo, bRelalmiés tiretutbd re di @-n d

productivity. Dell shipped Customer Service offshore, and immediately a
problem with communication arose. A Dell customer in Bangor, ME, could not
make himself understood to a Dell Customer Service representativein
Southeast Asia. Result: Dell customer does not purchase next computer from
Dell.

| know of a fellow who wanted to get a couple of thegreen 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 marocated in

Ecuador (he knew this because my friendaskedthemand s | ocati on) .

communicati on problem 1 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 Servicei the followi ng dayi 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

apse

Agai

part was still listed as active, but stock was depleted andres uppl y woul dnoét

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 EbayE and look around. Within one minute, the mounting strips were
located with two sets of the strips being offeredwi t h a ABuy |t Nowbo
fellow got his strips for $6.00 plus $3.89 S/H. Bada Boom! for Ebay. Boos for
Dell.

Del | 6s c or p obusness clients shadé itknogrrethey would no
longer stand forthed i s mal state of Dell s Customer
break off business with Dell and talk to Hewlett -PackardE , IBME and SunE .

Guess how fast Dell openedCustomer Service centers inthe United States and

Canada that would receive GS callsexclusively from business customers?!

0 [

Se

|l cannot stress this enough: Your company

your companyds continued success. Customer

customers, but more important, Customer Service can keep your existing
customers happy as they continually re-order,orif C-S s cr ews dbpy,e 6s ay

to your established accountsand your predicted in-coming money flow.
What your company, or business, stands for is projeded to the public by
your Customer Service people. Management should mandate this and the CS

people must fully understand and carry it out.

Understand, also, that Customer Service is not put into place merely to

0b

handle problems. In all reality , CustomerSer vi ce i s the other Oed

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 Servie agent and

over the span of five minutes has-obhsén i

for the computer. Inthe retalbusi ness, UiSebbkiogbl ed o0
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For many consumers who finish the process
a feeling of gushy satisfaction, euphoria i the perfect time for the Customer

Service person to make their move

AnOf cour se, MES. pBerroswonn, oq utihcek IG/ f ol | ows up,
protect your new Dell computer from virusesandspywar eé can | pl ace 6
anti virus on your order ? 0 XV\Ytdites fedtuseo0 c o mes w
that keeps your computer running smoothly! 6 Uswual ly, the cust ome

ASurel! o

AAnd, Mr. Brown, you may want to consider
perfectly matched to your new computer. For today only, Mr. Brown, the printer
i's priced at $35 with free shipping. May I

foll ows é.

SensingBrownd s hesi t at i-Soperson quitcky mbves oh to @her
offers and deals and warranties extending beyond one year, Internet connection
deals, etc.i listing them all, including the offer of a Dell credit card which can

be immediately activated and would take on the current computer order

AYeah! 0 r e s,modmygaesforB.r own

ANow, Mr o BoownnpBesephes€ntative, fare yo
want to take us up on the printer offer? 1t i s a gr e aitthadkst@his 0 Br own

new credit accounti is much more amenable to the offer and goes for it.

AMr. Brown, your nneens Dweiltlh cao mip7udt efél acto p an e
Of course Brown knows this 1 after all, he just ordered it i but what follows
catches him off guard. fAné but forSrepday onl
Ayou can have a 200 flat pahel Woohdnhoét &o020
monitor be wonderful when watching DVD movieson your computer ?! 0

Customer Service personletf i re with a 6é6trigger word6é: MO
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wordodéd got to Mr. Brown and f or-buasterd mered $7E

monitor on w hich to see his favorite movies!

Yes! 0 shouts Brown.

=]

i Mr . Brown, 0 continues the Dell Cust omer

sports?o

ifYeS8 anBrowa.r s

fiDo you like to play sports computerg a me s ? 0

AYeBr owno6s e n cleadydiscarealie to the C-S person.

AAsS your new c 0 mipwth it presanbocompsrterasn d/cu
may want to consider a more powerful graphics card that will give you the
fastestactionand r e s p o n s bedtcoloNf@ yourlcanputer gameseé .
whatdo you think, Mr. Brown? Wedveidiglbt t he b
513 Mb graphics card priced at $295 if you order it from us right now!
Regul arl vy, Mr . B r o wast imagiheavhad your IOVES %8 car d.

look like with such a powerful card! What do you think, Mr. Brown? Should |

put you down for one?o0 Hesitation on Br own
AOh, Mr . Br entonthat ybur dew Dell oredit card has no interest
chargesf or a year? | sndét that something, Mr. B

That did it , rheooneoBhosewmphicsitdedso€hen the hot
and lathered Browngoesone better and asks, AShould I |
memory?o
i | dodhat for you, Mr. Brown. Four gigabytes would do nicely, Mr.

Brown. O
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AYeaaaaah, 0 si ghs @&waoolng mdelirimus anticipationb.y n o w

This |little scenario I s representative of
normally done by your companyds Customer Se
time throughout all industries , and itods eouslygsoalone cont.i

Customer Service involves not letting a viable consumer get away without an

dJp-Sell deliveryd

Chapter Five 1

Marketing and Adver  tising Tactics, Techniques :

Education, andsome @A So, thatodos how they

I t 6s been absneeMr Biown omered hihBell computer, and
he wants to order another DVD burner. So, he goes to phone Dell Customer Service
but has trouble findingthe nu mber . Cust omer Brown resorts t
site and locates THE Customer Service phone nunber. The following conversation

takes place:
nHI this is Dell Sal es. I am Jason, how

Brown begins that he wants to order another DVD drivebut wasné6t exact
sure what he should ask for, when Jason gently interrupts.

ASi r , ayltknowwhatydu are lookingat,] can see whatdos on
monitor, and | know what Dell computer you are calling about. Yousayy ou 6 d | i ke
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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 Ike your Dell?0

AWait a minut e! Brown fires back. ARAre yo
lines?! How the heckdoyouk now what | am | ooking at?bo
Jason calmly explains, fAMr. Brown, it is

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 | ook
|l snét that marvel ous? The t omn$al® Ndwe | | and
I 611 ask you t hifreglinesworktfonell, might ot tipelsame tdeal |

work for your company?

What i f youbve already a branded phone nu
number and the brand is your web site, like 2800 -Bowlers? Well, how about
having a few extensionnumbers for the callers to punch in? An internal computer
set-up can be configured toact as both switcher in addition to storing and printing
out all of the extensions, so you know where the calls are coming from. Then,
thereds no need t o -peenuamb e bus édakéosurayotsr of t ol |

switching operation is up to par.

Ond-8006Cust omer Service calls, therebdés a qu
automated answering and routing machine should be utilized, or should an actual

person be answering the phone.

Thereds a valid argument that i f your com
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 backup person to handle the caller who
finds no phone menu solution. Thi s i s somet hing thatods in pl a
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organi zations such as the U.S. Veternands Adm
mismanaged degree with many of our banks. When it comes to banks, think of on-

hold music playingthe Roll i ng St ones ansdathils fdaocntéito ng.edt n o

Then, thered the other side of the argument i the one that Dell embracesi
answering machi nes eficredly & Wp t &sdelers Peable dod t
While it is true that to have a Customer Service team in place, if your compary6 s
scheme of doing business supports it, pony up the money for salaries plus sales

commi ssions and see if it isnét worth the ga

Of course, weknow that all phones cannot be immediately answered all the
time. Hence, the neegefoReadalhleydonomel| did meesm
bad. According to statistics, 75% of callers to the average business are put on hold
for an average of 45 seconds or longerRead 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 th

opportunity! A captive audience.

That said, it astounds me how many companies do notgrasp 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.

T this one from Bon Ton Pool & SurfaceCleaning:

AThank you for waiting. We apologize for

workingas qui ckly as possible to take your <call .o

Why didndét they go om@nstep bdbartbest amer a
representatives will be with you in (dead air here) five mi nutYeesa.ho, | i ke | 6 m
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
t o t he c advénalkingtwithdgndlonePool & SurfaceCleaning.
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How about this one:

AThank you for calling Bog, T8pwr Roaobke&s Smo
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, webve earn
business. Your <call i's I mportant to us Than

with you. o

Right! So,BonTont hi nks i tdéds hot stuff and theyouve
i nvention of dirt. The o6éceramic tile and gro

education message is still insufficient.
What do you think about this one:

AHiI , Jatksos Endive, founder of Bon Ton Pool & Surface Cleaning. |
want to thank you for calling us. | 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.

AWhil e | dve got you youwhyiounaustanersiovéd | i ke t o
doing business with us efinunatedithetwo biggesbs si mpl e.
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
there someti me between 8: 00 and 2: 00.067? Most

with those six hours than wait around for the pool cleaner to arrive.

AWhen you c,alwe®@loln giome you a guaranteed :
of two hours or | ess. Il n other words, weoll

less than 120 minutes, and if we miss the appointment time, the cleaning is
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absolutely free, no matter how long ittakesfor us t o compl et e it . But ,

to get that free cleaning. WeoOwvieeel®®l v mi ssed

WithBonTon, we guarantee that you wonodt be wait.i

AThe second major frustr atothercarpgtoeaninmi ght f ace
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. AtBonTon, youdl | never pay

than the original quote. 0

Much better, dondt vy ationgoihgiomwt?thatame.y good e

Some advertising nitty -gritty, and other points T

Before it gets away from me, | want to briefly cover a couple of aspects of
advertising and sales promotion procedures and concepts that are important. To
begin, let me mentionthe all-p o we r f u | branding word, O6Logo0.
logo.l t 6s a Gr eek wo rDoyomiaeeraiganygnge, wéllthoughd dut
logo that projects your marketing philosophy ? Or, do you have a@raphic tattoo 6
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 | ? Good!

A business |l ogoé a company | ogoé is so im
or g ani znatket lmrand identity and philosophy to consumers, extreme care
and thought must be given to its creation. A
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 hasanything to do with modern technology, it seems their
company logo has incorporated (and this, again, seems to bet o d amarmddatory
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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 turquoisein differing proportions of

application. | t 6s as i f these iddmpanidonddr ¢ mag lait eg ,0
competition, how else are we to be noticed and brand-a s s o ¢ i Weill,eéndt€ad

of copying the competition, how about trying something original , professional-

looking , well-researchedand demographically-targeted?

Developingyour company6s | ogotobesomaftppantgn occasi o
creative. Research the field of existing logos. Assign someone the task to do this;
then set out to the actual graphicdesigné a desi gn that is founded
i ndicative of, your companyodosl dyyate camadtr ke o
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,i T h e

graphicf i | eés no good. I candt wuse it.o

Once the logo is designed please have the company lawyerdo further

research to be sure no one else has one like it or uncomfortably similar.

Think t hi-iss 3 swacagemVdhather your company is large or
small, you have got to be certain you are no
Look here! Dateline: The Wall Street Journal , January 11, 2007: Page 2, Column 6,

above the fold, the headline read

ACi sco fple©geriPone Name .0

Appl e,-spemdingbi | | i ons in devel opment of the
advanced entertainment cell phone, andtakingt he name O6i Bhooomg 6, <cr ea
a logo, but an entire graphic format around the device, and then developed an
entire marketing, branding, advertising and promotion al campaign around the
devicei only to find out that some one in the marketing department (and also toss
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in the company lawyers here) came upwith an alleged, purloined name that Cisco

SystemsE cl ai ms t2dnbelevalilehei r property

Still think | ogo design and unique produc
Even the maker of the worl dds most unique co
devices has screwed upoyally and faces either a Cisco Systent s law suit (seems
Cisco has for some time had a prd&duct named
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,

AWe told Apple for five years, O6This is our
is ours. All we ask is that people respect our trademarks and our intellec tual

property. We would have tr adebrtheabdityof f or | ust
the Apple phone to work smoothly with Cisco

09 February 2007 i Zdnet.com news reported that third party patent and
trademark attorneys stated that Cisco Systemsdid not have a right to the iPhone

name. Ciscobs | awV{heawyers aebgairig totbdttie itau. a i m.

22 February 20077 Comput erwor |l d. com reports that N
iPhone dispute i Now, both companies will be able tousethename . 6 A Ci sco and
Apple have agreed to Oexplore opportunities
communi cations technologies for consumers an

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 i to really heat

thingsup, justtryusi ng 6 ME&EDPomaal gdsr compaougynameame (eve
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 McDonal dés | awyer s!

Going back to Dell for a moment. When | see the Dell logo, | already know
the company thatdéds behind the | ogo. I know t
computers and | know, more so, because of the informative and educational
advertising T both television and in print T that Dell continua lly pushes my way.
They indoctrinate me, they educate nyebdb,and th
6Continual OKEYWoed$y wor ds

The Dell logo, the Dell philosophy of selling us hot, new computers at a good
price, the free shipping and freeupgrad e s é t he Del |l warranty ¢é al |
seared into our consciousness because of a neveending dynamic marketing
thrust, powerful advertising, branding, promotion al programs, and customer
service aUmDeddIlblsi mpd ket i ngeripdonsumersthebesy i s t o
computer experience for the money, and everything having to do with their
company reflects that i right down to the Delllogo. We consumers O0Oknowdé D
That 6s where you want youranctrostedothpyybuo be: t o
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 consumeras the best in the business!

Fully aware of how the consumer views the Dell product, and because the
companyo6s sales have been-Packagdgompaition,on t he f ac
January 31, 2007, semtretired founder, Michael Dell, returned to the helm of the
company to run operations. The name, OMichae
The name is as good as gold, having the same marketability and attentiongetting
power as dothe 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 ideaou tthere i

Do me a favori actually, do yourself a favori and before you let fly with any
advertising and promotion campaign and go prime time, firstt est it out . See
got wheels. Ask yourself these questions:
Does the campaignmake sense? Doest educate consumers about our
products and our company? Does the product(s) being promoted actually answer a
consumer needor 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 theselection and purchasing process?

Does the logo register with the consumer? Somet hi ng to think about,

Her ebds a issomgethmgatquabtynadvertising agency would do for
you as a clienti 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 company6s target audi
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

C 0 mp a n ye@tisementwasa bomb.

Chapter Six 71
Getting your ads noticed |

You do realize that the actual sales story of any advertisement is contained
i n the 0g utthatpartkdowntak tbe dwdy® So, what 6sr?t he head
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Thereds an acronym webve beenethesi ng i n th
advent of modern adJyBA tNosthatbgot h®¥ergdi 66t gs and
opera. It actually stand for AT Attention, | T Interest, D i Desire,- A1 action.

Your advertisinghasgot t o get t latentiono The advedise@®ent 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

theydbve just met. Many conduct business in t
them.) You could tell some of these folks that their skivvies are on fire and with a

foggy response that is likened to beingp | easantly numb, theydédd say
We at DONMACideas! refer to this state of customer consciousness as their

autopilot mode.Yet , it b6s these f ol k shosewawreourttasgete t he mo

consumersBut what auwplotf ogloe ?6

So,hov does our advertisingdgowdoweght t hr ough t |
consumersout of their autopilot mode andinto the 6 h a fontthe-w h e enbdé of
focused attention? To do this, we advertisersuse a headlineto lead off our ads.
Headlines are not only foradvert i si ng pieces, but alisros&er ve

on the front covers of our sales representatived selling pieces.

| n t he RAI®RoPcéEshired the greatest copywriter of all time, David
Ogilvy to write and design a full page adto run in magaznes geared towards rich
buyerss. The adverti se me nupasasudynmpGlande Hdpkingta k e
(founder of 0 Sc i madato-drdercfornfulh oe ad buildsng h g 6 )
meaning, the ad should entice and educate the consumer. The advertisement
pictured a Rolls-RoyceE Silver Cloud® parked in front of a stately mansion and
began with this headline:

n At 60 mil es audestnoise in this heay |

Rols-Royce comes from the electric ¢
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The subhead, or whatis referredto in the journalismtrade as t he o6bri dgeéb

part of the story, read:

iWhat mak e-®RoyReothe best car in the world? There is really no magic
aboutit Ti't i s merely patient atthention to det
eminent Rolls -Royce engineer.
[After the ad had run in magazines, copywriter Ogilvy visited 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, fiWe real |l y mus

do somet hing about that cl ock. 0]

The remainder (the body) of the ad was made up ofthirteen numbered ,

detailed reasons why one would want to purchase a Rolls. Precisely, 607 words. It

was a bangup job of educating the consumer. Later on in his career, David Ogilvy,

wrote copy for Mercedes-BenzE , 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 andthe Daimler-BenzE Companyi all this thoroughly educating

the consumer. The same was true when Ogilvywrote copy for Good LuckE

mar garine, and the same true wh&rGuittdo wr ot e a
Oysterso. The consumer knew just about every

and, of course, Guinness Stouf.

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 automobik; thus,
what he wrote, he crafted based on knowledge. That is precisely what you want to
do whenyoucreateyourc o mpany 6s advertising. Not only Kk
product and its manufacturing process, or your service and its processes, but also
knowledge of your consumer demographici 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,
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herebds an interesting story tthlkangaboutalar |y exe
through this paper: a companyds marketing an

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,
afterRolls-Royce company decided to 6trim back©d on
guality 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 agencyods rel-Boyckeohskwapn@tt bBoRmuks a case
vi ol ating Roll sé brand i mage, but his own anoc

ads for what he knewto be at the time a substandard product.

One last word of advice from Mr. Ogilvy, a | f al | advertisers wou
flatulent puffery, and turn to the kind of factual, informative advertising which |
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

b e 1 (@onfessions of an Advertising Man 1 David Ogilvy)

| realize that of this may be new to the reader, so let me briefly provide a

more detailed definition of A.l.D.A.

ATTENTION! T Punch though the consumeré s a u fog with anattention -
getting statement. | n an advertisement, itdéds wusually th
photograph or other graphic.

INTEREST! TOnce youbve interrupted and engaged t
information that allows them to logically understand how and why you i or your
product, or service i will solve their problem , or satisfy a craving. Why the
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consumer should buy the product(wh at 6 s it goi ngandfathed o f or t he
educate the consumer about your company and what it standsforThe &6l nt er est 6

propels the consumer into wanting the product.

DESIRE! T Aha! The 6fogbsd | ift eadhawaemessmbdee consur
is engaged. Passcandy infrontohh chi | dds ey ¢hesamelodk ag thes 6 | | see
one on your cudtfomernnds pfradaact advertisement
see the same | ook of desire in the prospectd:i
been seduced. DESIRE is King!

ACTION! T Okay, youbve got your-oocupgitloomer moded hamn
t heoretically youdve sold your product. Your

far. Now, what do you want t he ctelldsherommer t o d

Ifyoudonottellthe cust omer what teaeadlooviewddtyaur t hey ov
advertisement, thead willfal and youbve wasted your promot i c

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
cour se, | 6 m r ef e utamobiley. When Le@ kacoyca, POyears aga as
CEO of Chrysler, took to starring in television ads for the company, he always
stressed Whated d etahea.tdéesali?n it f or tOhas Chrysl e
| 6 d pPMhta tidtActian Ofer?

In2006, and a couple of CEOO6s | atea, Dr. Di e
page from |l acoccads boeyeakDamlerdChsdleaAGr ed i n t he
television ads; just |ike Lee. But wunlike 1| a
deal 6. Af ofthe adaarand and pudienceswereonly6 ent er t ai nedd by

charmingDr.Zi Chrysl er executives saw their error
message to each ad. It was obvious the taclon was an after thought. In all of the
ads,Dr . Z, himself, never mouthed the words, i
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Whereasinhi s ads, |l acocca alDway Z6pu alled atmpea i @de a

shelved.

All right, now! In your advertisement youbéve gotten the consume
attention, youbve created interest in your p
inthe consumer,you now want the consumer to do somet |

the consumer with an offeré now t heyActomd!'t t ake

Whatever you offer your prospects and tell them what to do , in the process
of consumer compliance, you also wantto collect valuable information. M ake it so
they are in the least way inconvenienced in their process of supplying you the vital
i nformation that youdll need for the company
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 pusiness reply/response card),
desi gn t h eeasy#ofrfildoutseasy to writeson,and PLEASE leave adequate
space for realistic addresses and telephme numbers to be entered. he other
thingé have your BRCO0s printed O6Post Paidd; ot he
snowball 6s chance in hell -ceftsaestarapi tbeviom@tr et u
(as most consumers do not have lowe-priced postcard stamps handy). Again, |
have to stress that whether you are consider
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 .

Donét gdwo ahe 61 d peason!

Either in the company of advertising agency personnel, or within your
companyo6s own derewllte blue-skygsessiong also known as

brain -storming for p romotional ideas. These open forum dialogsusually are the
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foundation for new advertising , sales promotion, and, direct mail campaigns. If a

company is lucky, there willbeatl| east someone in the gatherin
as an o6original t hihisgeesoniwil soWétimes cogme forthpt e d

with radical ideas. Crazy ideas maybe. Off-the-wall ideas. Ideas, though, not to be

l i ghtly di smissed. I f your company conducts
attendance an abundant crop of naysayers, tell themto pipe down and encourage

Mr. or Ms. Off-the-Wall6to 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 com pany, | 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 ideasgoing around
and around the table, | offered, A Why donét we promote our pr
the patient? Wedd | i 9 tataisdpdrficia eveleofcoumseid sy mpt om
show the product and then encourage the consumer to consult with their doctor
about o uhwad getiirgy $ate,cand we all were starving. Oh ho! | struck a
nerve and was immediately chastised by the Vice President of Marketing, who
loudlysaid, " The phar maceuti cal i ndustry does not ¢
patient! What are you thinking?! This company will never advertise directly to
the patient. Our customers are the doctors and pharmacists. 0 That was in 1966. By
1986, when that particular corp oration -division of the main company was closed
due to abysmalsales, television advertising for pharmaceuticals direct-to-the-
consumer had beenintroduced . Now look at what television pharmaceutical-direct-
to-consumer advertising has becomei a multi -bill ion dollar industry! P erhaps, if
the upper management seated around the table had acted on my suggestionthe
company would still be in business.Donét shoot down the idea pe

Helpisathand T (And now, a commercial break.)
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It has been mentioned that | am aware of the fact that some of you do not
have any background inthe practice of formal marketing procedures. Yet in many
respects, you are ahead of the game because what you are learning from thighite
paper allows your new marketing thinking to begin with a clean slate. At this point,
you should have a good grasp othe concept ofmergingy our ¢ o mymamicy 6 s
mar keting branded capability so that it jibe

understanding of your company and your product or service.

| am also aware that despite the ideas presented here concerningelf-
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 tam at DONMAC ideas!
has a full palate of resources that can give your businesshe 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, weare a small

team, but we are verygood at what we do. And, just think, your advertising budget

wonodét be diluted by s-bepwapgntyi ng a personnel t

It is quite reasonableon my parttoassumey oudd f eel comfortabl e
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 onourwebs i tSerdices pagehttp://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
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formulate and implement the promotional solutions our clients need. Work with

usé webre nice people to knowé and webll tre

Tricks of the Trade (and other great stuff to know!) |

We 6 r e atthereal fun part of the paper where | fire from the hip and let

fly vignettes of actual happenings and nuggets of advice. Here goes!

Advertising T Youbve got to get the consumerds atte
may thoroughly educate the reader regarding the nuts and bolts of your product

and your company. Probl em i s, nobodyds taking the ti me
are, your advertisementods headline is weak.
copywriter can produce great body copy, while at the same time, a vapid headline.

Some advertising agenciesi and all major newspapersi have O0speci al peopl
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 awarenesshat 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 taget the

C 0 n s u Meentidrs 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, |
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 overthe-
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 | i ke a great deal for an a
companyb6s ad finding its way into the hands

magazine may end up at maymheeerlteeaddthedasgeta ddr es s,

This is a major problem with medical, pharmaceutical advertising in
journals (magazines). The doctors seldom rea
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.

|l shoul dnét have to say this, but the wor
Internet to find out what they want to know. If | say to you find me some
information about the FordE Crown Victoria® car, where are you going toaccess
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,

thereds plenty of photos and text about the

Immediate ! The second most powerful word used in advertising today. The
most powerfulis FREE!' 6 | mmedi at ed i s whatdéds known at it
customer desire-craving fulfillment. Customers want stuff NOW! The Internet gets
pretty cl ose to fNOWBOThe Ihtérmetys waerecyousbiusinese r 6 s
has to be. You cannot avoid realityanyl onger . I f you want your <co
marketing projection to be wheret he money i s, yoweldinvelvegg ot t o b
Show me a printed journal ad, or a direct mail piece, that does not have a web
addr ess i ncl uwyodabusanesd dobnied tb thetanaof the
Forgotten.

The marketing immediacy of the Internet so overwhelms the lethargy of
journal advertising there is no comparison.
There is no exclusivity here. Use both mediums to your best advantage. Best Buf
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 forWal-Mar t E, Target E, SearsE, Circuit CityeE
same merchandiseas Best BuyE. |l f you need assistance
and coordinating it with your conventional advertising program, my team is ready

to help you out. Just go to DONMACideas! http://www.donmac -ideas.comand

w e l@ét the ball rolling.

Oh, another thing. Youdll notice that | a
advertisement carrying a oOweb adarmresmsso6. Noti
companyb6s OHome Paged web address. Nah, i f vy
and you want people to get invoybwloge i n your

page. People getthereandt her e6s a tendency for them to b
wander from your main promotion sales message. You want the customer to
approach via aLanding Page, or sometimes referred to in web business as a

0squeeze pagebod

A buggy whip journal ad appearing in 6Hor

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 aLanding Page specially

crafted for O6Hor sdethd ©OUhbawORLesdiEfsx. The
will solicit at a mini-maladdreds;eandatithe mdstor 6 s name
solicit a full name, mailing address, telephone number, e-mailaddressand O0needs 0
information. And, just why would a visitor be willing to fill in the Landing Page

form? Because youé&REE repdréocneercchaadisd) bffarsmackg

dab in front of their eyes. AJust give us th
T HI SOnae the information is filled in by the visitor, they click a button that says
something like,i Subscri beo, and then di iCekforl y undern
yourFree Buggy Whip report! obuttof. Dsoimdstikease o6 Subnm
shouted order of surrender and submit.]
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He r e % ardinal rule regarding business web sites: Get the visitor -
prospectoés contact information agsghelinedft as po
appearing crass, pushy, or stupid. Instead, entice the information with class,

cleverness and style, and your efforts will pay off.

Please comtact us at DONMACideas'and wed6d be all too happy
depth about web marketing business with you, show you how it works, and show

you how it can really pay great dividends.

Another major i and | mean really important i 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 visitorstoeh er O Feedback©6. I n
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 visitords cont acompliancefwdbemat i on. A
realized if therebs a free appreciation offe
To Educate your consumer base, you imay wi sh

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. Ther eés a familiar saying, AOut
You dondét want that t o hogpooléneregmedyigaour busi ne

timely n ewsletter.

An e-mail newsletter in both web HTML f or mat and Ad®RDEE Acrob
for downloading is a mighty powerful salestool. Th er e 6 s -foamats o CD
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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newsl etter wil/ be in front of your customer

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 OEdattaer,asti ond. T
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
aboutanysac i et al phil ant hr opy o pandohuet cbopneprafneycétsd p &

Public Relations.

Some of you may have the misimpression that Public Relations ismainly

something that has to be called upon in the event of a company, or business,

accident or product failing. Damage Control! #n Qui ck! 6 shouts Mr. CEO,
from PR up here! An entire lot of our pasta sauce is infested withe.coliand it 6s
right now on the store shelves! Get Jones!! 0

Publ i c Rel at i on slowi-ksy margeting bricige topha buyirdy s
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 canresult 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-ma i | newsl ettersé heck, I pe
along without them. Immediate updating, expanded company, marketing and
product updating, advertising testing, continual offers and store couponsi you
canodot get it mu Topardpbrase a expréssicn theythdvaimone of
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F1 or i danakingceantgrs Ybor City, f Do n 6t abbualifekvithbub u s

cigars. o Well , don ot ortheivddld, forchatmattere ir abouA me r i ¢ a
life withoute-ma i | . |l t6s here,-mai 6s ewndusmasdesr gpouirt 6s
newsl etterds new, power ful tool! Use it

You do not have to beat consumers over the head with heavyhanded, rapid-
fire, crass commercialism sometimes calledspam e-mail advertising. Spamming is
now illegal in many Internet circ les and the major search engines( Go o g | e E
YahooE, Ask,E,a nviS Navearti-spam countermeasures in place.
Additionally, software and operating system manufacturer Microsoft E has anti-
Sspammi ng measures in place, as dadnttirbse Fi ref o
software programs like those sold by Symante& and McAfeeE also incorporate
ant.-spam features. So, howds one to get consum

anemai | subscriberos |ist?

Answer: Ask for it.

AAsk and it shalli be given youbo

Purchase name and address lists of viable prospects and send out eailing
of inf ormation -gathering post cards (post-pai d, of cour se) . Make sur
FREE offer emblazoned on the card, -maihd of co
address.And, donotLanflimgiPggedor t bequeeze pdged web ad

mentioned earlier.

Does your company attend trade shows and conventions? Have cards at the
ready for visitors to fill out. Make sure they get areward 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 worldbés greatest car
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 basebaliome run hit, confetti
would fly through the air covering the fans. One guess whose business cards
comprised some of the confetti? Joelet 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 adealer. In fact, my present car

s al

was Onegotiatedd for via the deal erds web si

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 averagesix

Chevrolets a day, five days a weekfifty weeks a year, fornearly3 0 year s'! | 61

do the math.]

No matter which advertising medium is used, it is imperative that your

companyd kanding P age web address is prominent. Obviously, aradio commercial

presents a different consumer response chall

prospects call a 2800 -NUMBER! for their FREE copy of your businessreport.

Make it an easyto-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!
get connect edé (fyoucamnmlock up@ shorp dewey Internet domain
name that will comm unicate quickly and easily in a radio commercial, use it in

conjunction with a phone number. For example:

AfnGet your FREE bass boat ¢ a8@0I-699-BAEOW by
or go to BASS.com! o

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, | learned of a neat trick

the other day when | took my car into the
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supervisor said, AExcuse me, Sir. Could you
The man sat in my seat and immediately began pressing all of my radio pre-set

keys. | said, AWhat amanyai doifMmlg?a&amTjhes tseww|
all the stations you |isten to so we can get

| sndt t hg@'tOn themspoy, lieattime marketing research!

Use your imagination. Youob6ll figure out a
or youboll hire a service that does just that
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 |i ke a computer display Kkiosk
storage facility that allows immediate access for the sponsoring client (that would

be your company).

Also opentoyourcompany 6 s web si t ¢he gptioo ohadvertising i s
on the Internet. Banner ads, subscription-p| aced ads, FlaosghE movi e &
with text ads can be purchased for placement in both search engine and various
otherwebport al s; such ads ar e Theadsarebaietdluré o as 0 h«
site.vi si ti ng consumer sprimarytweb presamage, acdomipea ny 6 s

way throughthepor t al , you get the Wiigihttceer?2ds vit al i

Internet advertising is a specialized field and requires a good understanding

of just whatdéds going on with Internet commer
but 1 f youdd | i kiegviathe Ioternetsdalidaedrtalkavidhvus. We i

can helpé and we very Ilikely wil!/ keep you f
Weodll advise you as to which web | ocations w

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 clicks and your site visitors
will become aggravated, or bored, and dart off somewhere else.
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Her e, I 61 1 repeat LayingePade preserdation mystbe hat you
cleanly designed ard worded, carry a FREE offer to entice the visitor, quickly gets
the information , and just as quickly passes thevisitor onto the next page where you

want them to go.

Wait a s ec osthdtyoWheatioried earlier € a CD newsletter?

Aha! Caught it, didnot cogcepudfaCDe s, I di d me
newsletter. Using the CD format in which to convey your businesse® mar ket i ng an
promotionalideasi s made to order in getting your <corm
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 messagefilled CD newsletter has a powerful advantage over radio
when addressingacardr i vi ng customer: you wonodét be fig
commercials. Just by inserting the CD, the prospective customer will have

demonstrated a willingness to |isten to your

AYegreatidea, but é h o w getteprobpectto actually
play the CD? 0

Test it! Take your top 100 customers and send them adirect-request,
clearly-worded note, along with your CD newsletter with its hand -written label 1
A T eia-wehicle, drive-timeonlyoand a-f fié e | h urhemete showld say

something like this:

A Go o d, Md. Redstone,

Adm John Pet efMomarch Toa &DieeCGompany, and | would

personally appreciate it bpfavouddndopimay athi s 0Tes
course, you can play 1t at your | eisur e, but
why not | isten as you@attmetbplayvti ng about ? 11t0s
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A Mr . Redstone, my s anthipyaatif,\cértainlyappetiatey e e
your business, but | wonder if | 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 information right from the beginning so you could make more informed

purchasing decisions? 0

AMr. Redst one, -800HVEONARLCIH and taka buf surtey, to
show our appreciation for yourtime, | 61 | personally see to it t

special gift | had designed for our best customers.

A T h an kanyghaue a great day, Mr. Redstone.o

Mr. Redstone, like most respondents,wi | | say, fAYes. 0

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 CD6s. That 6131.50aehmti age about
ventured to find out t hat your CD newsletter idea is a winner, or needs further
work. The concept is solid. dyhaicparkettgnt ati on
messagemay need some copyfinessing. Then again, maybe not!

You knowé i f yiovelved irbthesountry dub goifisg,
recreation and vacations, and touri sm industries, it may be better to put your
newsletter on DVD. Youd Ivdnt to get plenty of gorgeous photos and video shots

and sales presentationsinto the prospects hands, eyes and ears.

As for producing your audio CD newsletter, with inexpensive software (y o u 6 d
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. | do suggest though, you find someone on staff with a good recording voice.
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