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Foreword

Entrepreneurs of small town Americawho are
searching for to answers to their advertising needs
will really appreciate The Small Town Advertising
Handbook. The Madison Avenue marketing experts,
or want-to-be experts, write most of the popular
advertising books. Unfortunately for the small town
business owner these national advertising gurus
focus on corporate America, which is far removed
from the advertising needs of small business. Many
traditional corporate theories and concepts of
advertising that they discuss in their books are
potentially useful for small business; however, they
don’'t quite hit the mark. Tom Egelhoff recognizes
thisand in this book shows how certain advertising
theories can be made to work in small town
America. Heillustrates and interprets the unique
aspects of advertising in small towns as well as
demonstrating a clear understanding how small
town consumers think. Tom has that innate sense of
how small town culture influences people’s pur-
chasing decisions and that small town consumers
respond somewhat differently than urban and
suburban America.

In the last ten to fifteen years there has been a
revolution occurring in the advertising and market-
ing industry. There have been debates about
whether advertising is art or science. It's consid-
ered science when an ad is based upon well-re-
searched theories. It isconsidered art, on the other



hand, when a creative ad emotionally grabs the
consumer’s attention at the gut instinct level. Tom
recognizes that you need to use allittle of both—
science and art. He says to focus more on consum-
ers emotions, but at the same time don’t forget to
use the science side of advertising: 1) inform them
about your product, and 2) provide a persuasive
message highlighting the benefits of your product.

A second revolution has been ‘ Relationship Market-
ing.” Relationship Marketing says you must learn
more about your customer and then personalize
your product and advertising message so it meets
the individualized needs of each customer. In
addition, Relationship Marketing should leave the
customer, after their buying experiences, feeling as
if they’ ve been treated as a friend and not just
another customer. This supposed new marketing
approach is not new to small town America. Con-
sumersin rural Americawant to be treated in a
neighborly manner and have the assurance sales
people will be honest with them. Neighborly trust
and other essential characteristics of rural Ameri-
cans are things Tom truly understands and points to
their importance in advertising. He saysyou need
to first learn who your potential customers are.
Then delve into how they will think and feel about
your product, focusing heavily on the emotional
aspects. With this knowledge, he says only then can
you create the kind of ad messages that will sub-
stantially increase sales.



Rationale for why a particular advertising strategy
worksis helpful and insightful. Tom shares his
rationale as to how and why certain small town
advertising strategies work so well. Hisrationaleis
based upon years of extensive experience in retail
sales and his intimate knowledge of small town
consumers. With his keen sense of small town
consumers, he shares examples and stories that
make clear the rationale behind each of his sug-
gested small town advertising strategies. Thisisa
major strength of this book because few advertising
and marketing authors possess this kind of small
town consumer insight.

An important focus of Tom's book is avoiding
waste in advertising. Waste is caused by the use of
misplaced or inappropriate ads, which leads to a
poor return on your advertising dollar. Small town
businesses have small advertising budgets, which
means advertising errors or waste can be much
more costly as compared to larger businesses. Tom
recognizes this important concern, but also recog-
nizes money must be spent on advertising if your
businessisto grow and prosper. The key, he says,
isto treat advertising as an investment and not just
another expenditure on your income statement.
Whether you call it an investment or an expendi-
ture, you're still faced with the question,

“How do | get the best return on my advertising
dollar?’ Tom saysthe key isto test and monitor
your ads. Determine whether the ad is selling
sufficient product to offset your ad costs and pro-
duce sustainable business profits. Many would say



that’s nice, but | can't afford the time nor the cost to
measure the effectiveness of my ads. Itisjust too
complicated. Tom counters this opinion by demon-
strating inexpensive, easily implemented testing
methods that will measure your ads' performance.
And, you don’t need a marketing department or
marketing consultant to carry out his testing meth-
ods. Interms of constructing ads, he shares with
you inexpensive ways to create ad campaigns and
shows you how to work with media sales people so
that you get what you need at a price you can
afford. In addition, he reviews how to effectively
use tried and true advertising methods, such as
direct mail, and gives good suggestions on the use
of new advertising mediums, such as internet web

pages.

To conclude, Tom Egelhoff’s book is easy to read,
providing a cookbook list of common sense adver-
tising that will help you spend your advertising
dollar more wisely. Each year as a consultant, |
advise numerous small business owners. You can
be sure | will be recommending this book to them
for their advertising needs. Those of you question-
ing whether your advertising investment isreally
working, | suggest you turnto Tom'’s book as well.

George Arimond, Ph.D.

Small business consultant and Professor,

University of Wisconsin — La Crosse
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Why You Need This Book

The Small Town Success Series

After | wrote my first book, “How To Market,
Advertise And Promote Your Business Or Service
In A Small Town”, | discovered that | had just
scratched the surface regarding the needs of the
small business owner. | decided that there are at
least ten topics that small business owners need to
master in order to be successful. As aresult this
book isthe second in what will be called “ The
Small Town Success Series’ of books.

As the title suggests this volume of the series will
deal with advertising. Advertising is aways a hot
topic at my seminars and workshops. So | felt
advertising should be the first in the series because
that is where the biggest mistakes are made and the
most money wasted.

Asasmall business owner you have spent many
many hours developing your craft and learning your
industry. Now that you are finally in business the
time has come for you to get your message out to
the masses and you suddenly find yourself having to
learn one more area of business. The purpose of this
book is to make that leap into the advertising world
alittle easier.

11



Real World vs. Theory

| also wrote this book so that you don’t have to read
it cover to cover in order to be familiar with how
and where to advertise. You may never find the
need to do magazine advertising. If that's the case
you can skip that chapter. Or, you may know radio
and newspapersinside out but you feel thetimeis
right to branch out into TV.

So keep in mind that as you read this book you will
find two things:

One, that | may repeat rules or opinions that you
have read elsewhere in the book. You may ask,
“Why repeat these things throughout the book?”
The reason is that not everyone will read every
chapter and | feel that there are certain ideas that
must be adhered to in order to prevent mistakes. |
would rather sound like the proverbia broken
record than take the chance that you might miss
them elsewhere in the book.

Two, | aways tie my opinions and methods to real
world examples. You won’t find much theory in this
book. It's not a textbook it's a guide to help you
evaluate how and where to do effective advertising.

Where to Start

If you read my first book, “How To Market, Adver-
tise And Promote Your Business Or Serviceln A
Small Town”, you would know that we start with
what | call the “business resume”. Before you can

12



advertise anywhere you need to decide what your
real message is going to be. Thisnot only includes
your products and services but who you are as well.

For example, if you are new in business you might
not want to talk about your limited time in business.
If you have been in business many years then you
would certainly want to bring that message out. If
you are a people person who never meets a stranger
then you might want to be the “friendly” business.

If you are not a people person then perhaps your
expertise or knowledge of new technology would be
the stronger message to promote.

Keep in mind that there is much more to advertising
than just the product or service. Your advertising
message is asking customers to put their faith and
trust in you as well as your products or services.
Thisis one reason advertising takes time to work.
People need to see your messages over a period of
time in order to be convinced that you are a credible
firm.

Doing Your Homework

You have two choices in advertising. Having some-
one create it for you, or, doing it yourself. In this

book we will cover alittle of both. But the point to
remember here is that you should take advantage of
services that are included in your advertising costs.

For example, when you take an ad to the newspaper
they will more than likely create the ad and include
the cost of the creation in the initial cost of the ad.

13



This may vary from town to town so, ask if they
don’t mention it.

In order for them to do the best possible job of
creating your ad they need the best possible infor-
mation you can bring them. Define your target
market as specifically as you can. Your target
market is a description of the customers who are
most likely to buy from you. You should know their
age, income, martial status, TV shows they watch
and radio stations they listen to.

The more you know about your target market the
easier it isto place your advertising in the correct
media with the correct message that speaks just to
them.

| strongly suggest that you read chapter three on
“Why People Buy” to give you some direction in
creating your advertising message.

The most common advertising mis-
takes

In my opinion there are two major advertising
mistakes that small business owners make. Mistake
Oneisadvertising in the wrong place. Thisisjust a
total waste of money. | would rather you put it in an
envelope and send it to me so | can put it to amore
worthwhile use.

Mistake two isto pull the advertising too soon. |
can't tell you how many business owners | have
talked to over the years that told me they ran ONE
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newspaper ad that didn’t pull anyone in so newspa-
per doesn’t work for them. It takes time for adver-
tising and marketing to work. They are like seeds
planted in afield. They need sun, water and sunlight
to grow and produce. It's the same with your adver-
tising. You must expose your message to as many of
the right people as often as you can afford to.

Investment vs. Expense

Thisisthat broken record message | told you about
earlier. You are going to hear this over and over
throughout the book.

In order for your advertising plan to work it must be
an investment rather than an expense. By that |
mean it must produce more revenue in paying
customers than it costs to produce and run the ad.
Your customers should pay for your advertising...
not you. The more business you do the more adver-
tising you can afford and the stronger your business
becomes.

Don’t Forget Emotion

When it comes to making decisions we would all
like to believe that we are logical human beings
who assess the facts and come to an intelligent
decision. Guess what? We don’t do that.

We are emotional beings. We act on our emotions
and not our logic. | know that someone reading this
book bought a CD to get just one song. | know that
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someone reading this book bought one product over
the other because of the color of the packaging.

We make emotional decisions and create logical
arguments to support that decision.

How Do You Know Your Advertising
Is Working?

You have written your check for your advertising
(which sure feels like an expense by the way). So
how do you know if it's working? Your ads should
contain a*“ key” that will let you know. In a newspa-
per, for example, you might have “BC 6/02” in the
corner of acoupon. That would tell you that the ad
came from the Bozeman Chronicle June of 2002. A
“BG 6/02” would tell you the coupon came from
the Billings Gazette June of 2002.

A “call to action” is planted in the ad to make the
customer act. Come to your store, call the 800
number, bring in a coupon, request a brochure or
some other reason to make contact with you.

When the customer responds to your ad you now
have a method of evaluating how effective each
mediaisin producing paying customers. You can
count the numbers of coupons received, number of
brochures mailed out, phone calls, etc.

The key will alert you to mediathat is working well
and mediathat isn’t. More on how to use keys arein
the various chapters for each type of advertising.

16



What This Book Will Not Do For You

This book will not do the work for you. You are the
one that must do the homework and make the
decisions. What this book will do is give you some
guidance in what to consider and what to think
about before you spend your hard earned advertis-
ing dollars. It's better to NOT have an opportunity
and be prepared than to have an opportunity and not
be prepared.

Sooner or later your opportunity will appear. The
hard work to perfect your craft and the countless
hours of learning and struggling will finally pay off
and customers will slowly begin to find you and
your business will begin to prosper.

| like to think that those Olympic Gold Metal
winners standing on that podium hearing their
national anthem being played are replaying the
hours and hours of work it took to get to that po-
dium. Thereis no greater feeling than the feeling of
success that you yourself created by your own
efforts.

This book will prepare you for that day.
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Section One:
Small Town Advertising 101

Chapter 1.
Why Your Advertising
Isn’t Working

Small town advertising isn't as easy as most people
think. Most small towns are generally limited to two
principal media...radio and the local newspaper. TV,
though sometimes available and used on occasion,
is often cost prohibitive for many businesses.

The problem with small town advertising is often
the same as big city advertising. It isn't the form of
media, it's the message along with how and to
whom it's delivered.

What do you want your advertising to
accomplish?

You started your business because you studied and
learned your craft or skill and wanted to offer it to
others. | would never dream of coming into your
place of business and telling you how to run it. |
don't have the expertise you do. When it comes to
marketing and advertising, many small business
owners don't have the expertise to do it correctly or
economically.
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| will never understand why business owners take
advice from unqualified strangers before they trust
their own instincts or consult an informed reputable
source. | have overheard business people ask com-
plete strangersin movie linesif they should adver-
tise on the screen between movies. Forget demo-
graphics, target market and product positioning. |
guessif the stranger said yes, the business owner
would make the deal with the manager after the
movie.

Advertising generates traffic to your business. You
need to generate a certain amount of income to keep
your doors open. How many customers does it take
to do that each day? How much must each spend?
Who are they and how do you reach them?

Learn The Ways Of A Tiger

In my first book, (“How To Market, Advertise And
Promote Your Business Or ServiceIn A Small
Town”) | talk about a college professor who told a
story about a big game hunter. He wanted to shoot a
tiger. He asked the local “wise man” of the tribe
how to do it. The wise man replied, “To catch a
tiger, learn the ways of atiger.”

In case you missed the point of that story, let me
rephrase it. “To find your customers, learn the ways
of your customers.” You must know who they are
and how they find information before you can
advertise effectively.

20



Make a choice

S0, you have two choices to make. One, hire an
advertising and/or marketing company, if oneis
available and you can afford it. Or, if that is cost
prohibitive, do it yourself. At this site we deal with
alot do-it-yourselfersfrom al over the world.

Where do | start?

When you started your business, hopefully, you
constructed a business plan. If you don't have
one...get one. Links to two good ones are on the
links page of my web site, or try www.sba.gov on
the Internet. Your business plan should have out-
lined why you think you have a viable business and
who your customers are and how you intend to
reach them.

If you are anew business you don't really have a
customer base to analyze. One place you can look
for help is trade magazines. Look for success stories
of peoplein your industry and call them up. Ask
them how they advertise and where? What promo-
tions work? Who is their ideal customer?

Let'slook at some advertising basics and how they
work and don't work.

The “Fab Four” of advertising

Advertising was originally designed to accomplish
four things:
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1. To provide information about your company to
your customers.

2. To create an image of the company for your
customers.

3. To provide sales leads to the company or sales
force.

4. And most important of all...to sell.

Advertising isusually sold at a"cost per thousand"
readerg/listeners that the advertising reaches. |
prefer to buy advertising at a"cost per customer.” If
| spend $50.00 on an ad and it produces three
customers who spend $10.00 each, what happened?
| just lost $20.00. My advertising stops being an
investment, and becomes an expense.

Track your ads to save money. Where are people
coming from? How did they find you? What made
them find you?

As| go through each of the four types of ads the
guestion to keep in mind is, "What do | want my
advertising to accomplish?"

Let'slook at each one of the "Fab Four" and the
mistakes most businesses make when they take on
the job of in-house advertising manager.

Information Advertising

Thisisthe most common type of advertising and
the most often abused. Companies buy ad space and
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fill it with, “me”, “me”, “me” The customer isn't
interested in you. The customer is interested in what
benefits them. (More on thisin: “Why Customers
Buy” in Chapter 3) Thereis nothing wrong with
showing off your company in a positive light. Just
be sure you are talking with the customer's needsin
mind.

Image Advertising

Thisis another passive form of advertising. Thereis
nothing wrong with keeping your name in front of
potential customers or creating an image. Most
common mistake here is a big headline, too much
text and no room left to display the logo, company
name, phone or web site at areadable size. The
message overpowers the purpose. If you arerealy
out to build a name, run several small ads with just
the logo or company name and the phone. Put as
many as you can in sections you know your target
market reads.

Lead Generation Ads

Many companies produce an image ad or an infor-
mation ad and expect it to act as alead generation
ad. In most cases, they are very disappointed.
What's usually missing? A “ Call To Action””
Something that motivates the customer to act. Make
acall, return a coupon, enter a contest, get valuable
information, visit the web site or physically come to
the store. Make them act now! Fear of lossis more
powerful than expectation of gain.
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Ads That Sell

Thisiswhere copywritersreally earn their keep
with big companies. You and | are not big compa-
nies. Writing ads that sell is an art. Can you write
one? Sure you can — and how to do that will be
covered later in the book.

What's missing from most ads? The company never
asks for the order. The biggest single reason people
don't buy is because no one asks them. | know that
sounds ridiculous but it's true. Make sure your ad
asks the customer to take action and buy your
product.

Even after 30 years of placing ads | still cross my
fingers and look to the heavens for guidance. But
onething | have learned over the yearsis that when
ads do fail it isusually because | made a mistake.
Here'swhat | look for now:

1. An ad will never work if it doesn't grab the
attention of the reader. The headline must do it'sjob
by making the reader stop and consider the ad.

2. An ad will never work if the message doesn't hold
the attention of the reader that the headline worked
so hard to attract. There must be benefits to the
reader or they will move on.

3. An ad will never work if it doesn't ask the reader
to act. Successful ads must cause an emotional
reaction. Make acall. Return acard. Bringin a
coupon. There must be acall to action.
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What this chapter means to you

In order to make your advertising pay for itself, you
must know your objectives. What do you want your
advertising to accomplish? Design ads that match
your company objectives. Ads should produce
customers.

Track your advertising. Ask every customer how
they found you. Keep track of where customerslive,
how much they spend, what products they buy, how
often they buy and most important...why they don't
buy. Follow up and ask them.

25



Section One:
Small Town Advertising 101

Chapter 2: How To Find Your
Target Market

Have you ever been to a sold-out baseball game?
Look at the whole stadium. There are three kinds of
fans: 1.) Home team, 2.) Visiting Team, 3.) People
who could care less which team wins. Within the
home team fans are: 1.) Fanatics, 2.) Rabid, 3.) Fair
weather fans and probably a couple of more.

The point is, that in that stadium we can, by obser-
vation, identify some of those fans. Can't we? They
wear the team colors, they cheer when the team
does something good. If we are selling a product
related to the home team these people are our (target
market) customers. They are most likely to buy our
product.

Study TheAvailable Groups: Not every group is
your target customer. Study their ages, education,
household income, occupation, TV shows they
watch, children and so on. What do they want or
expect from your business? Where and what do they
buy now? Why do they buy that? Reduce each
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group to abasic customer type that would have a
need for your product.

Create Groups That Match Up To You : Each
group of your potential customerswill be composed
of people having common characteristics of some
kind. Age, income, education, etc.

What's the competition up to? Are your competi-
tors successful in the marketplace? If so, Why?You
must know what works in your market. Keep track
of their ads. What ads and promotions do they run
over and over? How do these promotions relate to
your customers groups? You need to “steal” market
share from your competitors.

Sort the market: Your primary market should be
people you can reach easiest and cheapest with the
greatest expectation of ROI (Return on Investment).
Don't waste your time and energy on those who
“might” buy from you if conditions are exactly
right. Identify your best market and go after it.
Secondary markets can be courted later as your
budget permits.

Look at your top markets: Take the top markets
and do an in-depth analysis of each. What are the
common characteristics we talked about above?
Who do they think is the top businessin your field?
The more you know about each, the easier it will be
to create a plan to reach them.

What Works?: “How did you hear about us?’
works wonders in finding out what specific message
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brought the customer in. Studies show if people
hear about your business four or more times they
perceive you to be a creditable business. Find out
what advertising is working for you and build on it.

Test, Test, Test: Any successful marketer will tell
you that testing is a necessary evil of business.
Make an offer and record the results. Make an offer;
compare the results to the first offer and so on. (See
Chapter 11: “How To Test Your Advertising”)

Make sure you can do what you say you can do:
How many customers must you see to make asale?
Face to face, on the phone, by mail, or storefront.
Can you deliver customer service to that number of
people? If | sall fifty books aday on my web site
that means | have to process 50 orders aday. That's
pretty easy. An hour’'swork. If I sell 500 or 5000,
then what? | need afew more computers, more
employees to answer the email and process all the
orders and a shipping department. . Are you ready if
your business becomes that good?

Choose M arkets Carefully: It's not how many
markets you can identify and open — it's how many
you can profitably market to and service. Markets
are aways going to be evolving. With the web, who
knows where we're going and how fast and what it
will cost. Keep on top of what's happening in your
marketplace.

Once you've identified your target market the next
step is trying to understand why they buy.

28



Section One:
Small Town Advertising 101

Chapter 3:
Under standing Why
Customers Buy

Several years ago the Frito-Lay Company released
some research findings that revealed some surpris-
ing facts. Customers could detect differencesin
potato chip thickness of .008 inch. (That's 8 thou-
sands of an inch) So why isthat important? Their
customers rejected the chipsif they weren't of the
proper thickness. They also know that customers
prefer a chip that breaks under approximately four
pounds of pressure per square inch.

The psychology of the buyer

"The human being is awanting animal and rarely
reaches a state of compl ete satisfaction except for a
short time. As one desire is satisfied, another pops
up to take its place. When thisis satisfied, still
another comes into the foreground and so on. Itisa
characteristic of human beings throughout their
whole lives that they are practically aways desiring
something."

Psychologist - Abraham H. Maslow, Motivation and Personal-
ity, 3rd.Ed., New York Harper & Row, 1970, pg. 7
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What do buyers want?

Answer that correctly and you can step directly into
Bill Gates league. Since the beginning of time
sellers have agonized over this question. Here are a
few of the most popular things buyers are looking
for:

Security - Monetary gain, freedom from financia
worry.

Self-Preservation - Safety and health-for-self and
family.

Convenience - Comfort, more desirable use of time.
Avoidance of Worry - Ease of mind, confidence.

Recognition From Others - Social status, respect
ability, the wish to be admired.

Self-Improvement - Spiritual development, hunger
for knowledge, intellectual stimulation.

If your product or service can provide one or more
of the above for a customer, chances are you will
make asale.

Notice anything about the above list? How many of
the six items listed are based on emotion and how
many are based on logic? If you answered all six are
based on emotion, you would be correct. Everyone
of the above items, except for self-preservation, is
not a genuine need but something to make us FEEL
more comfortable.
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The more different we are the more we are the
same.

The most amazing thing about small town
marketing.com, my web site, is the amount of
traffic | receive from countries around the world.
The site has received visitors from 105 countries
and the list has been steadily increasing.

Each country hasitsreligious beliefs, culture and
traditions, but when it comes down to commerce,
the exchange of goods and services for something
of value, seems to be the same the world over.

In my guest book (Number #18 on my web site) isa
Bulgarian business owner that visits this site for the
free articles that, he feels, help hisbusiness. | am
sorry to admit that | am ignorant of the cultures,
traditions and history of Bulgaria, but | am pleased
to find that many business practices are the same no
matter the country. This means that increased
commerce between countries could make wars
unprofitable. Many people would not want to shoot
potential customers from the other army.

Self-Image: The window to the wallet
Each of us has three self-images:

Thereal us- Thisis how we present ourselves to
us, amost no one see thisimage initsfull state,

How we would like to be - The “in an ided
world”, I'd be thinner, taller, better looking, etc.
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How we believe others see us - Perhaps a more
correct way of saying thisis, "It's only a matter of
time until they find out I'm not qualified for this
job."

Does it seem possible that our self-image might
affect our buying decisions? Of course. A large part
of the world economy is based on image. Clothing,
cosmetics, health and fitness just to name a few.

A large portion of familiesin the United States
work more than one job. Both husband and wife
work. Not because they want to, but because they
haveto if they don't want to give up two cars,
vacations, nice clothes and all the trappings of the
American dream. Buyers don't look at reality when
making a decision.

Does that sound like a strange statement? We are
not driven by reality but rather our own perception
of redlity. It'strue and let me try and prove it to you.

The Coke Test

In the 1980's Coke changed its formulato be
sweeter to compete with Pepsi. Coke had changed
the formula several times before. The problem was
they told us about it this time. Coke received 12,000
calls per day from pleading customers to save the
Coke they've grown to love. Did Coke give up the
cause? No. They did something even dumber than
telling us they changed the formula. They decided
they would prove to us WE were wrong. The new
Coke was better tasting.
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They held taste tests around the country. Almost
250,000 people took part. One percent of the total
US population tried New Coke. And what did the
taste tests show?

1. New Coke
2. Pepsi
3. Old Coke

The tests showed that we loved New Coke. New
Coke beat out both old Coke and Pepsi. No Contest!
The management of Coke was ecstatic. They had
made the right decision after all. Then the sales
figures came in. And what did they show?

1. Old Coke
2. Pepsi
3. New Coke

Even though we knew it tasted better, and proved it
to ourselves, we would not admit it was better. New
Coke was a dismal failure. You know the rest of the
story. They tried to keep both on the market for a
short time and New Coke died a natural death.
Killed, not by reality, but by our perception of
reality. Bury it next to the McDLT, The Arch Deluxe
and hot aerosol shaving cream. (Ref: “ Secret Formula”
by Fredrick Allen @1994 1SBN #0887307515 - pgs. 388-425)

The decision making process
S0, how do customers make buying decisions?
CEO's of mgjor Fortune 500 companies would like
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you to believe that customersidentify their problem,
seek out product information, weigh the advantages
and disadvantages, and select the best product that
meets their needs for the price requested. Ain't logic
great? Or they buy the box with the bright colors.
Or aslogan they like or because of the spokesper-
son.

As | write this chapter, | have Lynyrd Skynyrd's
Greatest Hits playing in my computer. Am | abig
fan? Do | love thisentire CD? No. | bought it
because it has two songs on it that | do like. Two of
13 songs. Was that logical ? Two songs for $12.95
and eleven free? Now that’slogical... | likeit. | feel
better.

Several years ago | bought a Kawasaki motorcycle
because | read in Sports Illustrated® that Dick
Butkis (pro football linebacker for the Chicago
Bears) had one. | didn’t even consider another
brand. Another logical decision? Did | fit the CEO
profile outlined above?

|s there some way that we can find what customers
really want or need?

How to find what your customers
really want or need?

Wouldn't it be great to have a crystal ball we could
look at and see into the minds of our customers?
Every need and desire of every customer would be
neatly laid out for usto address. We could instantly
fulfill every customers wishes time after time. Our
customer service would become the stuff of legend.

34



S0, isthere such acrystal ball for the small business
person? Let'sfind out...

Consider The Source

A few years ago | worked as asalesrep for amovie
distributor in LosAngeles. | called on small, neigh-
borhood video store owners and sold them video
movies. These stores would be within amile of each
other, or in some cases, right across the street. |
would go into one store and al they wanted was the
latest comedies. “My customers just want com-
edies’. “They won't rent that other stuff”. 1 would
go across the street and, “ Give me action-adventure
movies’. “I couldn't give away a comedy in this
store”. Why the difference in customer preference
injust afew hundred feet?

The difference wasn't in the customers of the stores,
it was the owners of the stores. The comedy store
owner loved comedies and recommended them to
al his customers. The action-adventure owner did
the same. The customers who liked each, over time,
became regulars at the store that fit their preference.
The store owners literally created their own target
markets.

The question is, Can this type of promotion work in
other types of businesses? Consider the following:

What's Your Opinion Worth?

If you aren't typical of your target market, it doesn't
really matter what you think. Just because you aren't
the target market doesn't mean a market does not

35



exist. | have never purchased a Michael Jackson or
Madonna CD. Should they stop singing and get out
of the music business? No. Could | séll their records
to customers even though I'm not afan?You bet |
could.

The first message of this portion of the chapter is:
Don't start believing every customer thinks like you
do. They may have totally different opinions and/or
tastes regarding your products and services. They
may want your product but they may need to re-
ceive that message in an entirely different way than
you would. Simply because we are all different and
are affected by different influences.

Learn From The Mistakes Of The Big
Guys.

Xerox is afairly large company. Inventor of the
laser printer, the computer monitor, the computer
mouse and icons on the screen. When Steve Jobs
(co-founder of Apple Computer) visited the com-
pany he came away with an idea for a new
compuiter...the Macintosh.

The Mac got off to agreat start. In fact, the 1984
Super Bowl TV commercial announcing the Mac, is
considered by most advertising experts as the
greatest commercial ever made and it only appeared
once. Apple started to grow, went public, and threw
Steve Jobs out.

John Sculley, formerly of Pepsi, took over. Against
the advice of one of his maor software suppliers, he
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decided that Apple would not license its operating
system as IBM had done. The result? Sales of
Macintosh started to decline over the next few years
because IBM clones were everywhere and available
for less money.

Sculley had failed to notice an important lesson a
few years before. The battle between JVC, the
inventor of the VHS videocassette recorder system
and Sony, champion of the beta format. What isthe
similarity you ask?

Virtually every expert agreed that beta was the
better of the two systems. Yet over avery few years
the VHS format dominated the home video market.
Why? Because JV C choseto licence it’s products to
RCA, Panasonic, Quasar, Phillips, Fisher, Hitachi
and General Electric, just to name afew. Sony kept
betato itself, positive that the superior system
would win out.

But what Sony discovered was that they were
outnumbered in the marketplace ten to one. In
addition, VHS offered the emotional benefits people
wanted. Eight hours of recording time instead of
just two. Twenty-four hour recording capability
with VHS rather then twelve for the beta. People
who bought beta found most of their friends and
neighbors owned VHS rather than beta. Eventually
Sony tried to licence the Beta system but it was just
too late. So let’s get back to Apple.

1998, Sculley is gone Steve Jobs is back, the operat-
ing system is being licensed and Apple has shown a

37



profit for four straight quarters. Sixty percent of all
web pages are created on the Mac as are virtually
every newspaper and magazine in the United States.

Oh, the software supplier who suggested that John
Sculley license the Mac operating system back in
19867...Bill Gates. Luckily for Bill that didn’t
happen or there would be no need for Windows. It
was invented in 1986 by Jobs.

Become a student of business in general and use the
mistakes of othersto your advantage.

Learn About Customer Needs From
The Inside Out

Who is more in touch with your customers than the
people who deal with them one-on-one, day in and
day out? Start your customer research within the
company.

Problem: Management is often thin-skinned about
negative feedback. Employees are sometimes
reluctant to bring problems to managements atten-
tion because they feel they may be blamed for
mishandling the customer or situation.

Solution: Create an environment where complaints
are taken as a “suggestion for overall company
improvement” not for casting a*“finger of blame”.
Talk to your employeesin groups of two or more
and ask some of the following:

1. What are the two complaints you hear most often
from our customers?
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2. What are the two positives you hear most often
from our customers?

3. From the customers point of view, what isthe
single worst thing about our company?

4. From the customers point of view, what is the
single best thing about our company?

5. What policies would you change that would keep
customers from going to our competitors?

6. What polices would you change that would make
us more customer friendly?

7. What would it take to get a customer to refer
othersto us?

Next, put employees and key customers together
and ask the customers the same questions. Are the
answers the same? In most cases they won't be. This
exercise can be areal eye-opener to both employees
and customers.

Conduct Exit Polls

This doesn't mean did you vote Republican or
Democrat. When | worked with Circuit City, the
largest electronicsretailer in the U.S,, we always
did exit polls of customers.

Some of the questions we wanted to know were;
1. What brought you to the store today?

2. Did you find what you were looking for?
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3. Did someone greet you and offer to help?

4. Weas the person knowledgeable and friendly?
5. Was the product selection adequate?

6. Did you make a purchase?

You get the idea.

Thisistheideal place to find unhappy customers.
Unhappy customers, if asked, will provide chapter
and verse of their unpleasant experience. Let them
talk and learn and improve from the experience.

How do your customers compare you
to your competition?

Problem: Customers who have never been in your
business before will compare you to your competi-
tion. Customers will have preconceived notions
about your industry. They not only look at your
industry, but they also compare you with unrelated
businesses. They may compare a carpet store
service with arestaurant's service. | know that
doesn't make sense but we are creatures of emotion
not logic.

Solution: Learn the art of listening to customers. |
know you think you do but most people prepare
what they are going to say next rather than listen to
what the customer is saying. Also, make sure you
know what things you are listening for. Customers
have an indirect way of telling you if they had a bad
experience someplace else.
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How to get customers to talk to you.

Ever try to carry on a conversation with someone
who speaks a language you don't speak?You draw
pictures, do charades, sign language and hope that
somehow the message is getting through. What a
relief when an interpreter shows up.

Sometimes we feel we need an interpreter to com-
municate with some customers even with acommon
language. There are people who have a hard time
describing what they are looking for or explaining
their problem to us.

When talking to your customer, please don't compli-
cate the problem by using “industry language” .
Industry language is aword, acronym or phrase that
is peculiar only to your business or industry. You
use them day after day. They become second nature
to you. Remember how strange they sounded when
you had to learn them.

Xerox isgreat at this stuff. Instead of “single-sided”
or “double-sided” copies, they use “simplex” and
“duplex.” A stapler isa“finisher.” Paper weights are
“throughput.” Would you like an “interposer”,
“foreign interface”, “heat-duct kit”, or “printer
enablement kit” on your copier? Even Xerox people
don't know what half that stuff is. So, how can the
customer be expected to understand these strange
terms?

Talk as though you were explaining to your grand-
mother. Each time you make a presentation or show
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aproduct, it should be like the very first time. Keep
It Smple.

Make sure you are reaching the customer by asking
open-ended questions from time to time. Don't say,
“Do you understand?’ Instead, “Bob, how would
you use this feature at your house?’ Be quiet and
listen.

If there is one message in this chapter to take with
you, it isto communicate with your customers as
often as you can. Use customer focus groups,
customer advisory boards and exit polls. Use a
shopping service to shop you or your competitors.
Make it easy to complain or compliment your
company and its people. Train employeesin the
phrases to listen for to head off problems. Empower
employees to solve customer complaints quickly.

If all elsefails, Smile.
What this chapter means to you

The point is, no one really knows how the customer
decides. Some may be logical. Some are emotional.
You have to ask. Why did you purchase this prod-
uct? Communicate with customers and get feed-
back. Follow-up after the purchase and sow the
seeds for future sales. The better you understand
your customers, and why they buy, the better your
advertising message will communicate to them.

You will be speaking the customers language and
they will reward you with sales and profit.
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Section One:
Small Town Advertising 101

Chapter 4.
What MakesA Great Ad?

Now that we have a better understanding of why
customers buy and what they are looking for we can
more easily understand what goes into the makeup
of agreat ad. In my opinion, after you read this and
the previous chapter, you will probably know more
than most ad reps that will be trying to help you.

Isthat aslam of ad reps? No, it's smply afact of
life that selling advertising is atough job with a
long learning curve and a high turn over of person-
nel.

So before you sit down with your advertising rep it
is very important that you understand the combina-
tion of what makes customers buy and what makes
agreat ad go together so you can create a message
that will bring in customers and make your business
profitable.

So what are the components of a good ad? What
really attracts customers attention? The product or
serviceis certainly part of the attraction, but how
exactly does that happen?
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Great Ads Don’t Just Happen

Here are some suggestions on what makes a great
ad from John McWade of Pagel.ab, acommercial
design firm, in Sacramento, CA. Visit hisweb site
at: www.pagelab.com.

1. Surprise The Customer. Can you state an
ordinary message in an unusua way? Not comedy
necessarily, but differently. Magicians use *“ misdi-
rection” to accomplish magic tricks. They have us
looking in one spot and they are doing something
elsein the other spot. Commercials done this way
are the ones we talk about at work the next day.

2. Keep It Simple. Don't let the design or the
presentation of the ad overpower the message. The
whole purpose of any ad isto get your message to
your customer in the simplest way possible. The
ideais the most important part of the ad. Don’t
make the customer work to find it.

3. Get Your Customer Involved. Shock me, make
me mad, make me happy, make me cry — but don’t
bore me and leave me cold. Remember our emotion
discussion from the previous chapter? Your cus-
tomer needs to have areaction to your advertising.

4. Create Curiosity. Isn't the real purpose of an ad
to make me want more information? How can you
grab your customers attention and hold it? How will
your ad make that customer seek out more info
about you and your business or service?



5. Great AdsHave A Call ToAction. They create a
need in the customers mind. They demand are-
sponse to the ad. They are like an unanswered
question that must be resolved.

6. A Great Ad MakesYou Draw Your Own
Conclustion. Isn’t the strongest conclusion the one
we draw ourselves? An ad that brings your customer
to aconclusion is a powerful ad. It makes the
customer think and then act.

7. The Headline And The Image Work Together
To Tell The Story. The headline should never tell
you what isin the picture. Only what you don’t see.
A picture of someone using your vacuum cleaner
sees clean carpets, ease of use, time savings. The
headline and picture together create the story that
make a customer act.

8. Great Ads Never Brag. Yellowstone Harley-
Davidson® in Belgrade, Montana, population
3,000-4,000, used to have a billboard on the edge of
town proclaiming, “The largest Harley-Davidson®
deder in Belgrade!” They are not only the largest,
and only dealer in Belgrade, they are the only dealer
in over a hundred miles. Just afact, not abrag. To
thisday | can’t understand why they took that
billboard down.

9. They Are Always Well Executed. They have

good design that doesn’t overpower the message.
The message should never get lost in the design.

They have sharp photos, good typefaces, etc.
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10. And most important of all — Great Ads Sell.
Isn’t this the whole reason for having an ad in the
first place? An ad can look great and still not sell
anything. In advertising, what you say is as impor-
tant as how you say it. What good is an ad that wins
award after award if it doesn’t sell? Ask for the
order.

How To Write A Successful Ad That
Sells

A large segment of the world's popul ation watched
the Super Bowl last January. Studies show that
many people tuned in just to watch the commer-
cials, not the game. The Today Show, the following
Monday, featured a person who actually rates the
commercias as to which were the best.

Thereislittle danger that you and | as small busi-
ness owners are going to do Super Bowl advertising
any time soon. But we can learn from the Super
Bowl exercise by learning some techniques that will
work for small town businesses.

What Goes Into Designing A Great Ad
That Sells?

Great ads do variety of things. They inform, they
educate, but most of all they make us react some-
how. And most important of all...they SELL. What
good is an ad that winsawall full of awards but
doesn't increase business? In my opinion, not much.

Great ads don't always feature the product. Do the
frogs in the Budweliser® ads make you want to run
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out and buy beer? Nike's message isn't, “Buy
shoes’, it's“Just do it!” They suggest that people
who have done it wear Nike® shoes when they do it.

The Steps To Writing Great Ads

You don't just sit down at atable and write a great
ad. Just like anything else worthwhile, it's a step-by-
step process. Here's where to start.

Assemble the facts and fallacies about your busi-
ness. What types of headlines and ads are your
competitors running? What sets you apart from the
competition? What special skills, services do you
offer? What are your weaknesses? Do a business
resume as outlined in Chapter Two of “How To
Market, Advertise and Promote Your Business Or
Service In A Small Town.” (If you don’t have the
book the first two chapters are free on my web site
at: www.smalltownmarketing.com). Write alist of
everything you can think of about your business and
services a customer should know.

Organize the information. Your first instinct may be
to throw your hands up in frustration at the amount
of information you have to put in the available ad
space. Look at all the information, what's really
important? What is profitable? Why should some-
one buy your product or service? Don't worry, it'll
all come together later, | promise. What you are
really doing is reacquainting your subconscious
mind with the factsit will use to create your ad.
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Do Some Trial Runs.

Try to think like your customer. What are they
looking for? What needs do they have you can fill?
Experiment with a couple of headlines. Would these
attract your customers? Do the headlines create
interest? Combine a headline and avisual. Do they
work together? What's the best way to present your
product? Perhaps you need a copy-only ad. This
part may also be frustrating, but hang in there. Just
keep experimenting.

Take A Break.

Forget this ad creating stuff entirely. Go play golf,
watch amovie, read a book or play with the kids.
Don't think about this ad. While you are relaxing
your subconscious is working on the problem. Itis
trying every conceivable combination of headlines,
pictures, copy and message. When it finds the
correct combination, you will suddenly be hit with a
bolt of ingpiration. The ideafor the ad. You are a
genius. Pat yourself on the back. Thisisthe process
for al great ideas.

Tweak It, but not too much. Remember, you are just
hit with inspiration you still have to put it all to-
gether. Pick afriend or relative or your best cus-
tomer and pretend you are talking just to them when
you write your copy. Don't drive yourself crazy
trying to get it absolutely perfect. Thereisno
perfect ad. Anyone who creates them always wishes
they had done one more little adjustment. Getting it
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out and working is the most important part. All your
advertising is going to evolve over time.

Good News! It gets easier. That’s right, the more
you do it the easier it gets. Over time you will
develop a sense for what works in advertising and
what doesn't. You will find yourself paying more
attention to your customers and their comments and
suggestions. You will start to hear phrases that
would make good headlines. Be patient. You must
learn to crawl before you can walk.

What this chapter means to you

Keep in mind how important advertising really is.
You are speaking directly to customers. How impor-
tant is that? Do you have friends that started out as
customers? Thisis avery important function of
your business. Many people reduce it strictly to
dollars and cents.

| won't argue the point that cost is an important
factor. However, don't lose site of the fact that small
town advertising should not be to the masses. Itisa
one-on-one conversation with friends in your
hometown or neighborhood. | seem to notice that
the larger the company, the less the one-on-one

message.

Learn from the big guys but don't fall into the trap
of using an impersonal product or service message.
Remember, you are talking to your neighbors even
if they're al over the world.
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Section One:
Small Town Advertising 101

Chapter 5: How To Develop A
Successful Ad Campaign

In case you missed it the single key word in the
abovettitleis"successful.” It's no problem to de-
velop an advertising program for any business.
Anyone can do it. What separates success from
failureis doing it correctly. That's what we want to
explore in this chapter.

In the previous two chapters you learned what
makes great ads and why customers buy. Now we
are ready to look at creating a successful ad pro-
gram. Here's how to put what you leaned to work.

One of the major problems most small businesses
encounter isthat advertising often takes some time
to work and we live in aworld of “instant gratifica-
tion”. You are entirely too impatient to wait for the
advertising seeds to grow paying customers. You
want to plant the seeds in the morning and have a
full crop by mid-afternoon. That rarely happensin
business. Customers need time and exposure to your
business before making the decision to do business
with you.
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The other part of the advertising time equation is
that your competitors are also attempting to reach
your customers with their message. Some are going
to decide to shop there instead of with you based on
their competitive advertising message.

Others may not need your product today but are
planning on it down the road. They may begin
looking at ads far in advance of their actual pur-
chase. If you aren't there they are going to miss your
message. A consistent advertising message must be
available to your customers.

Begin by reviewing the basics

The basic essentials of marketing and advertising
are defining your products or services and matching
them up with customers who will benefit by using
those products or services. These customers are
generally referred to as your “target market.” The
people most likely to buy your product because they
fit aprofile of your ideal customer.

To begin, make alist of every product and service
you offer. If you own a hardware store you don't
need to list every nut and bolt. Use category listings
if individual products are too numerousto list. Next,
what are the benefits of each product or category?
The benefits should suggest atype of person or
persons who should like this product. What is their
age group? Male or female? Education? Income?
Life-style?You're product benefits should appeal to
some of these groups.
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Next try to construct a profile of your idea cus-
tomer for each product.

Capitalize on who and what you are

Here is another advantage small town businesses
have over their big city counterparts. That advan-
tage is that people get to know you. You can prob-
ably call most people who come into your business
by name. You know them and they know you. When
customers are comparing identical products the
decision of where to purchase often comes down to
the person they feel most comfortable dealing with.

To take further advantage of this, take a page from
some of the bigger advertisers. Dave Thomas of
Wendy's® Fast Food Hamburgers seemed like a
plain ordinary guy just like us in his commercials.
McDonalds® couldn't do the same thing with owner
Joan Krock.

Often the “personality” of your businessis one of
its strongest assets. Useit to the fullest.

Next, I'll explore some of the most important
essentials of a successful advertising program.

Go to school

No, | don't mean go down to the local college and
get a marketing degree. What | mean is become a
student of your business or industry by observing
the things that come across your desk on adaily
basis. For example, start a“swipefile’. Thisisafile
of advertising ideas that you like. They can be for
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any type of business. If you like the layout, or the
typefaces, the colors, type of paper, specific word-
ing or whatever; save it in your swipe file. When
the time comes to construct your advertising mes-
sage pull these out and use the best of what you've
been saving.

In addition, collect all advertising you can that is
done by your competitors so you'll always know
what they're up to.

Stress the “bennies”.

Hereis the other statement you are probably sick of
hearing over and over. “When logic and emotion
come into conflict, emotion always wins’. We buy
based on emotion — then create alogical argument
to support our decision. If you don't believe that's
true go down to the local grocery store and find the
"mouse flavored" cat food. Isn't that logical that cat
food should be made out of raw mouse? Or birds?
Logical yes. But most people who do the shopping
would be repulsed by handling it.

Benefits sell products and services. (See: “Under-
standing Why Customers Buy”) People don't buy 1/
4" drill bits to own them and display them over the
fireplace. They buy them because they want a 1/4"
hole. They want the benefit of the drill bit. Find and
stress your benefitsin al your advertising.

Use the pros if you can

Most small towns don't have advertising or market-
ing agencies, and many small town business owners
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couldn't afford the services even if they were avail-
able. But if you fall into the category of those who
can then give them all the ammunition you can for
them to work with. They know the advertising and
marketing game better than you do. You know your
business better than they do. It'sa give and take
exchange of information. The more help you can
give them about the benefits of your products and
services the better they can design a campaign that
will be successful.

You must test but not everything

Thereal expense of advertising comesin finding
out what works and what doesn't. Sometimes this
takes a series of ads over aperiod of time with
different offers to different target markets. This
expense makes the identification of your target
market crucial. You must keep testing to a minimum
SO your costs don't get out of control.

The larger your market is the more mainstream
media you can advertise in. For exampleif you are
inarura areaand sell farm machinery; why adver-
tise in the city newspaper that reaches the entire
town who are not your customers? Direct mail or
farm machinery magazines might be less expensive
and more effective.

Never advertise anywhere unless you have a reason-
able expectation that your target market will seeit.
If they don't it'snot atest, it’s just awaste of capi-
tal.



Build your business on satisfied cus-
tomers

Some of the very best advertising you can ever hope
to get is word-of-mouth advertising. Thisisone
satisfied customer telling afriend or relative how
good your business is. When you have a satisfied
customer, ask them for the name of someone else
that might benefit in the same way they did from
your products or services. Your current customers
are the most powerful advertising tool you have.

Use them to the fullest.

What belongs in your ads

Most ads are composed of the same basic parts.
First; the headline — this is designed to attract the
attention of the reader and hopefully suggest they
read further. Second; a subhead — usually are-
enforcement of the headline further defining the
information to come and stressing the benefits to the
customer. Third; the copy or body of the ad. Thisis
the meat and potatoes of the ad. Benefits, Benefits,
Benefits. Don’'t overdo this part by being too wordy.
This part should also have a*“call to action” for the
customer. Make a phone call, come down to the
storefront, bring in a coupon. Something that will
cause the customer to make contact with you.

You must be able to track your adver-
tising

How can you possibly know if your advertising is
successful unless you have some method of tracking
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the number of people it bringsinto your business?
You must be able to track or “key” where the
advertising was placed. For example: a newspaper
coupon might have the initials of the paper and the
date as a small code in one of the corners of the
coupon. A Bozeman Daily Chronicle ad running the
first week in August 2000 might be BC 8/1/00. The
Billings Gazette during the same time period might
be BG 8/1/00. The code would be the “key”.

If it’'s not a print ad, how do you track it? Have
them call a specific number. Ask for a specific
person. Ask for free information. “1’m calling to
have you send me your free report on Montana Real
Estate Law.” Always ask each and every customer
how they found you. If they come in with an ad for
a product make a note of it.

If you can cross reference your invoices with your
advertising “keys’ you can tell how much in real
revenue your advertising is really producing. Then
you will have a base reference for the “cost of
advertising to produce a customer”.

Once you have established that cost you can refine
the ads to produce more revenue and you' Il have a
comparison to evaluate it against. Each time the
business revenue grows the cost per customer
should drop slightly. Why? Because, by testing and
refining your ads, you are reaching more of your
target market with less advertising because you are
doing al your advertising in the right places with
the right offer. Fewer adsin the right places will
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produce more customers than alot of adsin the
wrong places.

With proper tracking you will know very quickly if
that coupon is being returned, or the phoneis
ringing. With that information you can refine the
ads and the message in the correct mediato produce
a higher return.

What this chapter means to you

Advertising can truly make or break a business. It's
money going out with an expectation of return.
When it goes to the wrong place there is no return --
it'san expense. But when it isin the right place then
it becomes an investment. And just like a strong
stock it makes more than it costs.

In review, it all boils down to three important
points.

1. Define your target market and how to reach them;
and ...

2. Know your product benefits and promote them in
your ads;

3. Know how to track and evaluate your advertising.

Developing a successful advertising program is not
always easy but it can be done. Do your homework
and learn about your products and customers and
your chances of success will be much higher.
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Section One:
Small Town Advertising 101

Chapter 6:
How To Create Your Ad Plan

As| have said many times, the focus of the Small
Town Success Series of books is to help the busi-
ness owner (including home based businesses) in
small towns and/or small markets do their own
marketing and advertising. As much as the so-called
“marketing experts’ would like to disagree with me,
you and | both know that operating abusinessin a
small town or small market is nothing like alarge
city. Take away their multimillion dollar advertising
budget and many Fortune 500 CEO's would have a
hard time creating an ad campaign for the average
small business.

Start by knowing what advertising is

Thisis going to sound like a broken record to some
of you who have read every page so far, but adver-
tising has to be an investment, not an expense. It
must produce more business revenue than it costs.
Advertising can never be an expense.

Does advertising work immediately? Not always.
Studies show that your customers must see your ad
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at least 9 times before they consider you a credible
business. And, since they miss every third ad, you
must run 27 ads in order for them to be exposed to
the 9. Depending on the size of your town and the
media available, you may be able to get by with
less. Useit asarule of thumb until you know for
sure.

Also, keep in mind that you are not as interested in
the * cost per thousand” that advertising costs as you
areinthe “cost per customer” is producesin rev-
enue. You don’t want an expense, you want an
investment.

You want to create a plan that is tailored to your
business while at the same time tailoring it to your
individual small town or market. There are a thou-
sand things that make each small town different.
What works great in one may fail miserably in
another.

The Four Basic Advertising Ques-
tions

Begin developing your advertising plan by asking
yourself the following four questions.

1. Why are you advertising? What do you expect
your advertising to accomplish?

2. Who isyour target market? Who are the custom-
ersmost likely to buy your product or service?

3. What is your advertising message? Benefits,
Benefits, Benefits.
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4. Where and how often should you advertise?

By answering these four questions you will develop
the direction your advertising may take. If you have
adirection you can set the necessary goals to make
your campaign a success. Let's deal with each
guestion one at atimein greater detail.

Hereis where you establish your advertising goals.

1. What do you want your adverting
to accomplish?

For example, you might be a new business and you
just need to get the word out. Or, you may want to
attempt to “steal” customers from your competition.
You may want your advertising to reinforce your
businessin the minds of current customers and
retain their loyalty. And last but not least, you may
want to promote a sale for immediate profits. You
may want your advertising to do all of the above or
even more that | haven't listed. The point is—
before you can create any ad campaign you need to
have agoal of what you want that advertising to
accomplish.

Once you have your goals specified, prioritize them.
Advertising works best when you develop these
goalsone at atime.
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2.Who is your target market? Who are
the customers most likely to buy your
product or service?

Once again, advertising has maor advantages in
small towns. Advertising that is directed at every-
body rarely succeeds. Great advertising is directed
at one person. Pick your very best customer and
tailor your message directly to that person. They
should tell you, “When | heard your ad | thought
you were talking directly to me.”

Who isyour idea customer? Where do they fit in
the following categories?

1. Age, gender, income, address (good side of town
vs. bad side of town)

2. Are they aware of your business?Your products?
Your services? Are they loyal to you or your com-
petitors?

3. Needs and desires. What specific benefits do they
want that you provide? How can you fill their needs
better than someone else?

3. What is your advertising message?

Hereiswhere advertising in asmall town becomes
more complicated. If you are a new business you
have some work ahead of you.

In small towns, if people don’t know you, they are
sometimes alittle “skeptical” at first. It takes alittle
time for them to warm up to you.
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If you are an established business, people in your
town have formed a “perception” of who and what
they think you are. Unlike big cities, people in small
towns talk to each other. They will carry your
message, right or wrong. If you want to make a
change in your business, that may be tough. It’s not
easy to change amind that's already made up.

Broken record time again. People do not buy prod-
ucts based on comparing the facts and making a
logical decision. People buy products based on
emotion and create alogical argument for that
position.

If your advertising only presents the logical facts
about your product with no emotional benefits your
advertising will be an expense. (See Chapter 1
“Why Your Advertising Isn't Working”)

4. Where and how often should you
advertise?

Perhaps a better question would be, “Where should
| not advertise?” The answer to that question is—
Don't advertise anywhere unless your target market
isthere. If you aren't reaching your target market
you are wasting your advertising dollars.

How often will be determined by the success of
your ads and your budget. If your plan is done
correctly, then advertising should pay for itself. It
should produce more income than it costs.
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If it is done incorrectly you won't be able to do it for
long because it becomes an expense you won't be
able to absorb for long.

What this chapter means to you.

Asyou can see, small town advertising is alittle
different animal. It’s like an aquarium. The larger
the aguarium (i.e. the large city), the more mistakes
you can make and the fish survive. The smaller the
aguarium the fewer mistakes it will tolerate and the
fishdie.

The other small town problem is testing marketing
or advertising. In small towns your competitors are
very aware of everything you do. They can react
very quickly to any advertising or testing that you
try.

The most important areas. Know your target
market and customers, know your town and its
idiosyncrasies, know your product and its benefits
and know your local media and how to useit. No
one said it would be easy, but armed with the
knowledge of how to use advertising you can be
very successful at alow cost.
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Section One:
Small Town Advertising 101

Chapter 7:
How To Do Market Research
In A Small Town
or Small Market

Market Research: What is it?

First aquick definition of market research. Market
research is gathering, recording and analyzing
information about your products or business. Mar-
ket research can be used to get information about
pricing, customer service, delivery, new products
and customer behavior and buying habits.

What will market research tell me?
1. Who current and potential customers are.

2. The demographics of your customers (age,
income, education, etc.).

3. Your customers buying habits.
4. If your customers want your products or services.

5. If your pricing isin line with customer expecta-
tions and other markets.



6. How your advertising and promotions are work-
ing.

7. How customers see you as a business (your
businessimage).

8. How you compare to your competition in the
eyes of your customers.

How can | profit from market re-
search?

If it is done correctly and accurately it can prevent
costly mistakes. Done incorrectly, it can end your
business. Let me show you two examples of how
market research can make profitsin one case or
create losses and damage image in the other. I'll
apologize in advance for using two large corpora-
tions as examples. | just use them for name recogni-
tion.

Example One: In the early 1960's Volkswagen was
the leader in small car sales. Until that time most
American automobiles had been “small tanks” with
fins and lots of chrome. Ford’s challenger to
Volkswagen had been the Ford Falcon. Ford was
concerned because Falcon sales had begun to
decline. Ford could have assumed that customers
just didn't want small American cars. Two other
American manufacturers were experiencing the
same kind of sales decline.

Ford turned to market research and found some
surprising facts. While Falcon sales were on the
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decline, young adults were requesting sport options
such as bucket seats and special interiors. There was
amarked increase in the sales of these options. So
market research led a young Ford engineer to design
and introduce, in 1965, ... the Ford Mustang. This
car crushed al existing sales records up to that time.
Who was that young engineer who headed up the
Mustang project? Lee lacocca.

Example Two: McDonads. What would | do for
bad marketing examplesif it wasn't for these guys?
Do any of the following ring abell? The McLean
burger, salad bar, McDLT, The Arch Deluxe? All
were dismal failures. | can’t begin to guess what
types of market research they were using.

McDonads market iskids...period! If the kids come
so will thelir parents. They have spent the past 40
years establishing a kids market. Playgrounds out
front. Disney movie promotions. Happy Meals with
toys... the list goes on and on.

The last major success for this company was the
Egg McMuffin breakfast sandwich and possibly the
McRib in some areas. Compare McDonald's mar-
keting to Wendy's. No playgrounds at Wendy's. No
kids in Wendy's commercials (rarely anyway). Adult
fare at low prices. Wendy's has successfully identi-
fied its market (through market research) and is
successfully capitalizing on it.
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Where do | start?

First determine what you want to find out from your
research. Here are three areas to consider:

Internal research - Information available from
within your company about your company.

External research - Information available from
outside your company. What your competitors are
doing. Changesin your industry that may require
company changes. Trade magazines and industry
associations.

New or Primary Research - If there is no compa-
rable information available and you start from
scratch. Thisiswhat | did with my book, “How To
Market, Advertise and Promote Your Business Or
Service In A Small Town”. There were no other
books on small town marketing available anywhere
that | could find. So | had to do my research from
scratch.

What is the small town marketing
research process?

Here are the types of things you must know to do
effective market research.

What is the problem?You must define what your
problem is. Thisis the most important step of the
process. Poor customer traffic? Poor sales? High
cost of sales? Too much competition?
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Is research the answer? Is the answer to the problem
in theinterna or external information? Isfree
information already available? Have studies of this
problem aready been done by trade magazines or
industry associations? Can you adapt them to your
business? Do you need to start from scratch?

What are the objectives of the research?You may
have one objective (Who is my target market?) or
severa objectives (How do customers perceive each
of my products?).

What kind of data do you need? Customers age,
income, buying habits? Or, where do customers
come from, what advertising is working?You must
define what you are looking for.

Next, design a sample of questions that will gather
the information in a controlled way. Each person
must be asked the same questions under the same
conditions in the same way for the test to be accu-
rate.

Here are three ways to gather infor-
mation:

Mail Survey: Expect an average of 15% return
depending on what kind of incentive thereisto do
the survey. In asmall town give adiscount if they
return the survey in person to your business. You
can pick up extrainformation. Keep it short for
higher response. Always include a postage paid
return envelope. Mail is poor at gathering specifics
about your business and finding reasons why people
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do what they do. Lowest return but least expensive
in asmall market.

Telephone Survey: Expect about 70% (keep calling
until you get it) A hundred phone calls equal s about
1,000 mailings. Better control of the questioning
and more detailed collection of information. Next
lowest in cost.

Personal interview: Expect about 80%. Advan-
tages — longer survey and more detailed questions.
You can show the product or service. Customers can
sample the product. Products can be compared to
competition. Thisis the best method for finding
why customers do what they do. Disadvantages —
Most expensive unless you do it yourself. Where
can you ask the questions to insure an unbiased
“across the board” control group?

What are some low-cost market re-
search techniques | can do myself?

Here are a couple of things you can do to find out
about your customer base.

Check license platesin your parking lot: Herein
Montana, the numbering on license plates tell what
county the car isfrom.

Telephone numbers: Gather numbers from checks,
credit card slips and delivery information. Phone
prefixes will tell cities and sometimes geographic
areas of your customers.
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Key your ads and coupons: Check the effective-
ness of your advertising by using akey inthe ad to
tell you where the customer saw it. For example:
The ad might say, “Ask for Joe”. This would mean
it came from the newspaper. “Ask for Jim” would
mean a magazine. “Ask for Jerry”, would be radio.

Communication is always the key in
good research.

Communicate with customers. Every customer and
every phone call should get a“How did you find
us?’ Use“small talk” to gather information. Instead
of “May | help you?’ which invites arobotic “no”
answer. Instead ask “open-ended” questions that
can't be answered with just a simple yes or no.
“What product(s) may | direct you to?’
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Section One:
Small Town Advertising 101

Chapter 8:
How To Choose The Right
Advertising Media For Your
Business Or Service

Advertising is by far the most difficult and most
costly part of any business operation. But if you've
gone thought the previous chapters the puzzle
pieces should be starting to fall into place.

If you've correctly identified your target market,
then the next logical step isto advertise in the
correct media where they will find you.

What forms of advertising are avail-
able?

There are many differences between advertising
options in small towns as opposed to large cities.
Your small town may not have a newspaper, TV
station or even radio. So your options to choose the
media of advertising that will reach your target
market may be limited in many respects because it
has to come from outside sources. Become a student
of your local advertising. Start listening to radio
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stations you don’t normally listen to. Who is adver-
tising there and why do you suppose? Small towns
are going to have certain restrictions big cities
aren’t but you still have some advantages.

Here are some amazing facts. In Americatoday
there are:

— SiX mgjor television networks

— Over 12,000 magazines

— 15,000 newsdletters

— 2,000 newspapers

— 6,000 radio stations

— Over 7,000 cable systems

— Your fax machine receives 10 ads a week

— 5,000 prime web sites (Fortune 500 & others)
and millions more being added each day.

— If you aren't already, you will be receiving about
100-120 advertising emails each week.

— Your dinner will be interrupted at least twice a
week by atelemarketer.

— And, the average American will receive about 3
pieces of “junk mail” every day of the year.

With all of the above sources the average person
receives about 3-5,000 advertising messages per
day. That tranglates into about $3,500 for every
man, woman and child each and every day.
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Asyou can see, even though the various medias
may not be available to you locally your customers
are still receiving advertising messages from all
sorts of competing products and services. All you
have to do isfind away to make yours stand out
from all therest.

What to know before you buy

To determine the right media to purchase there are a
few questions you need to ask yourself:

What isyour true message? — What exactly do
you want customers to know and how is your
advertising going to make them react? I's your
advertising designed to promote your business name
or isit designed to bring customersto your place of
business? Remember point two in the first section.
Is your message emotional or logical? Are you
selling a car with four doors? (A logical feature) Or
are you selling the convenience of getting the kids
and dogs in and out of the car easily? (An emotional
benefit.)

Who and whereisyour target market? — If you
are selling farm equipment are your customersin
town or on the farm? Right. On the farm. So why
waste advertising dollars that reach towns people
who are not your target market even though that
media may also reach your target market?

Cost per thousand? — Remember point one?
Advertising must aways be an investment never an
expense. Media salespeople are going to talk to you
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in terms of cost per thousand. Thisisthe per person
cost it takes to reach their audience. Notice | said
“their audience” which may not necessarily be
your target market. So how does my farm analogy
from above fit in here? What you should be con-
cerned with is cost per customer. How much does
advertising cost to bring atarget market customer
into your place of business? Cost per thousand is
immaterial if most of the audience is not your target
market. The cost per customer would probably
make this advertising too costly for a satisfactory
return on your advertising investment.

Are you beginning to see why it's easy to waste
money by advertising in the wrong place? It's easy
to place a newspaper ad, TV commercial or radio ad
and hope it reaches the right people. In most cases if
you haven't done your homework it won't.

Thisisn’t rocket science but it does require some
thought and study to work effectively.

Which forms of media are best in
small towns?

These will of course vary depending on the size of
the town and media that are available to you. It will
also vary depending on the size of your target
market within your sales area. In many cases the
size of your town or market will have alot to do
with the forms of media you choose.

For example, if we use the farm equipment analogy
from above, you don't want to advertise to the
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people of the town who are not your customers. You
want to reach rural customers who farm for aliving.
So in this case | would recommend direct mail. |

can target rural routes with fliers or postcard mailers
just for that market for much less than a newspaper
ad or radio spots.

If | had arestaurant or retail store where both the
rural and local community are my customer base
then I'm going to have to go with media that reaches
the most people at the lowest cost per customer.
With newspaper or radio thereis still going to be a
percentage of their audience who are not my cus-
tomers. But, the number is usually small enough
that it still makes economic sense to use them.

What if you own a shoe store in Brooklyn, New
York? How far are customers going to travel to buy
your shoes? Even with the best shoe sale in history
you might be lucky to get customers from Queens
or Staten Island. Direct mail or ads in neighborhood
papers would work better than KABC Radio or the
New York Times.

The most important part of media selection comes
down to the percentage of your target market in the
total population of your town. Any funds you spend
to reach non-customers is money wasted.

First, identify your target market with the market
research techniques in (Chapter 2 & 7) and then use
the most effective media(s) that reaches the majority
of your paying customers.
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Section One:
Small Town Advertising 101

Chapter 9:
How To Work With
Advertising Salespeople

I've talked to thousands of small business owners
over the past 35 years and they all have one thingin
common. They hate salespeople. Ok, maybe “ hate”
istoo strong aword, but most consider salespeople
an interruption to their work and few have a product
or service that the owner really wants or needs.

The exception is the salesperson who has demon-
strated over time that they provide a product or
service to the business owner that is really worth-
while and profitable.

Which brings us to advertising salespeople. If these
folks are doing their job correctly the business

owner should be going to see them and calling them
on the phone instead of the other way around. Why?

If I came into your business on aregular basis and
sold you $20.00 bills for adollar each would you be
glad to see me? Would you want to see me alot?
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Would you spend alot of one dollar billsif you
knew you were going to get a $20.00 for each one?
| would venture to guess your answer would be an
enthusiastic YES.

WEell, guess what? That's exactly what an advertis-
ing rep is supposed to do. Once again, advertising
must be an investment. It must never be an expense.
| know it sure feels like an expense when you write
the check, but if it's done correctly it should pay for
itself and then some. How to make that happen with
your sales rep iswhat we are going to talk about in
this chapter.

Do advertising reps have an agenda?

Does your advertising rep fall into the category of
scenario above. Are you getting a $20.00 return for
each advertising dollar you spend? Some of you
might say yes but I'll bet most of you have no idea
what your ROI (Return On Investment) is for your
advertising. The reason you probably don’t know is
because you don’t know the questions to ask and
how to evaluate the effectiveness of your media
salesperson.

Do advertising sales reps have an agenda? Of
course. They are salespeople who are expected to
perform by selling. They have a certain amount of
space or time to sell and they are expected, by
management, to sell that or they are unemployed.
That's true of any salesperson in any field.

Thisisn't abad thing, it's smply afact of life and
when you are purchasing advertising you need to
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keep this fact in mind. The sales rep wants to sell
you space or time but at the same time they know
that if the advertising isn’t successful you will not
continue to do it. They have a month to sell their
guota and at the end of the month they start from
scratch again. They only have the information you
give them about your products and services to
create your concept. But in many cases neither they
nor you put a plan in place to measure how the
investment is really producing fruit in the form of
profits.

What to look for

Every profession has good and bad peoplein it.
Some are there to make the sale and that's all; while
others truly want to help your business and form a
long term relationship that’s profitable to both you
and the rep. When you meet with your rep they are
going to cover such things as rates, demographics,
formats, size, color, location, sound, visuals, promo-
tion and incentive packages. While some or all of
these are important there are some other areas to
consider.

Here'salist of afew things| want my ad rep to
consider when dealing with me:

Is your current advertising producing
a satisfactory level of gross sales?

If not, it'stime for achange — IF advertising is the
reason. Again, you need to have a method in place
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to track and measure the effects of advertising and
I’ll review that in aminute.

Are you receiving consistent results from your
advertising? Is your advertising producing the levels
that you want over the long haul ?

Can your business grow in the current marketplace?
In many small towns, increasing the amount spent
on advertising may not pay off because the smaller
population will not produce enough new customers
to offset the cost of increasing the number or size of
your ads.

If the business can grow from advertising isthere a
way to set a measurable objective for the advertis-
ing?You should never spend money on any form of
advertising unless you have some way to track and
measure the results.

Are there external forces that might be affecting the
success of your advertising? For example, your ads
may be bringing customers into your business but
an unpleasant clerk may be sending them right back
out the door again without a purchase.

What the above points bring out is the difference
between the sales rep working for themselves and
working for you. These will hopefully inspire other
points that fit your particular business that | haven't
thought of .
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What to ask for

In order for advertising of any kind to be successful
it must bring paying customersin your door. To
make sure that happens you need to have some way
of telling which customers are at your business
because of advertising or from some other source.
To accomplish this we use a process called “keying
your ads’. In other words there must be a key from
the ad that we can attach to each customer that uses
it

For example, in the case of a coupon, it's pretty easy
to track. If they bring in the coupon we can track
where they came from (the coupon) and how much
in sales the coupon produced. But what if it'sa
radioor TV ad? They can't bring in the radio or TV.
So we have to find another way to key those ads.
One of the easiest is to give them some premium or
some form of valuable free information . It might be
“10 Things You Should Know BeforeYou....” (Use
your product name here). It might be “10 Things
You Should Know Before You Pave A Driveway.”
Anyone asking for the free info came from that ad.

The more competition you have the better this
method works because customers are looking for
“expert” advice. Anyone providing that information
is perceived as an expert and has aleg up on the
competition.

Your media rep may have other methods that have
worked for them in the past that can be adapted to
your situation.

80



Advertising evaluation

Almost every business | know stands behind their
product or service. Why should the advertising
media be any different? | know you are going to
remind me that abig part of advertising is testing to
see if the message and media are the right onesto
reach your target market and you would be correct.
Thereistesting to find successful advertising
methods that work with your business. But if the
media consultant feels that you would benefit from
their ad plan for your business | think they should
put their money where their mouth is.

Here are some pretty amazing statistics. Sixty
percent of businesses that were advertisingin a
particular media 12 months ago are no longer there.
And 50 percent of the media salespeople who called
on those businesses 18 months ago are gone. These
may be more or lessin small towns because the
avenues of advertising are often limited. But one of
the many advantages of small townsis you know
other owners. Why not conduct your own poll. Ask
other ownersif they are satisfied with the results of
their advertising efforts. If not, why not? If they are
then what’s being done right?

Many advertising mediawill offer all sorts of
incentives and packages for advertising with them.
Trips, cars, boats, etc. If my ad rep can help me sell
more books, I'll give THEM the boats, trips and
cars. It would be well worth it.
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Demographic Information.

Your mediarep can be very helpful with demo-
graphic information about your small town newspa-
per. One of the things they generally point out is the
days of the week that sells the most papers. In most
towns it's Sunday and Wednesday. Wednesday is
usually the food issue with al the grocery coupons.
Thereis often asmall premium to place adsin these
issues. This can vary from paper to paper.

Knowing which days are the biggest sellersis
certainly good information, but those days may not
be the “most read” days. In our local paper, herein
Bozeman, Montana, I'm told the Monday edition is
the most read day of the week. Would you rather be
in the most bought or the most read? And guess
what, it's cheaper to be in that issue.

Make the most of free publicity.

For most businesses, there comes atime when you
will receive some kind of quote or write up in the
local paper. When that time comes try to purchase
an ad in the same section of the paper containing all
the information about your business that will not be
included in the quote or article.

Include things like services offered and yearsin
business. Store hours and phone and of course, don't
forget your web site address. People who see your
guote see you as an expert in your field. Your
business reputation is further enhanced by the
presence of your ad.
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Advertising account reps should be knowledgeable
about their industry, and they should also take the
timeto learn alittle about your business and should
be accountable for the results they are expected to
produce. If you find a good one you are very fortu-
nate.

What this chapter means to you

The most important thing to always keep in the
back of your mind isthat every salesperson has
their own goals and desires and they need you to
achieve those goals and desires. Thisisn't abad
thing. It's what salespeople have done since the
beginning of time. You just need to be prepared to
make decisions based on your business and your
instincts, not pie in the sky promises. When Eve
sold Adam on eating the apple she had her own
agenda.

Make sure the salesperson knows that you are going
to insist on some way to evaluate this advertising
effort. Now, don’t run one newspaper ad and when
no one comes in dismiss newspaper advertising as
not working. Ads need to run for alength of time
before they produce the desired result. Customers
need to see or hear your ad at |least nine times
before they give you credibility and they miss every
third one. | would recommend at least 27 ads for a
minimum test.

Asarule of thumb | would give your advertising
anywhere from three to six months to start generat-
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ing income. That may seem like along time and a
large expense and it may be. But keep in mind once
your advertising starts working it will repay that
three to six months very quickly.



Section One:
Small Town Advertising 101

Chapter 10:
How To Know When And
When Not To Advertise

When it comes to advertising, small town business
owners are sometimes overwhelmed. Who is my
target market? Where are they? How much should |
spend on my advertising? Will my advertising
work? What should my ad say? The questions are
endless. But, except for a sale, the one question
seldom asked by business ownersis WHEN should
| advertise?

Are there times a business shouldn’t advertise? Yes.
Always remember that advertising must pay for
itself. It must generate enough salesto pay for itself
and produce a profit for the company. If that doesn't
happen then advertising becomes an expense and
creates a drain on the business bank account.
Sooner or later this drain with put the company out
of business.

So, when are the times to advertise and when are
the times not to advertise?
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The times when you should advertise

Advertise when most of the total market isyour
target market. A market composed of the same
people can change from one period of timeto
another. A good exampleis a seasonal business.

You will never see ski ads during the summer in
Montana. During the winter however it's a different
story. Skiers are skiers year around. What makes the
difference is winter and snow. They only become
your target market during the winter. It would be
cost prohibitive to run many ski ads in the summer.
A golf shop might do just the opposite.

Advertise when your target market uses one or
two of your only primary media. Most small
towns don't have 20 radio stationsor 6 TV stations
like mgjor cities do. Most consider themselves
lucky to have one or two radio stations and asingle
newspaper. If your target market listensto or reads
these two primary media, and your businessis not
seasonal, then you need to be here as often as you
can.

Advertise when itsthe only way to reach your
market. An example of this might be a home-based
business. You have no store front, no vehicles with
signs around town. Other than word of mouth, there
IS no other way to reach your market effectively.

Advertise when you need to build your company
presence. New businesses must begin to establish
their company name. Unless your product is truly
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unique, most businesses promote the company first
and the product second. One reason it isdonein this
order isthat your products and/or services may
change as your business evolves. A strong company
name will endure even if some products and ser-
vices don’t. You would aso want to consider adver-
tising when introducing your company to a new city
or town. The company must stand behind the
product. The most important asset of any company
is the companies own good name.

Advertise when you are introducing new prod-
ucts or services. Your customers have perceptions
of the products and services you carry. It can be
very difficult to get a new product off the launching
pad without some introductory advertising to alert
your customers to the new line.

Advertise when you can afford it. Please don't
misunderstand. As stated above, advertising must be
an investment. Just because you have some extra
money doesn’t mean that it's ok to advertise just for
the sake of advertising. Make sure you are in the
right place at the right time with the right message
to the right people.

Advertise when the competition does. Have you
noticed that McDonalds, Wendy's and Burger King
all advertise on every station every day? Why? Will
we ever forget McDonalds? The answer isyeswe
will. Take the time to analyze competitive advertis-
ing. What are they saying? What's the message? I
they are running poor ads in the wrong places don't
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follow blindly and place ads there too. If you feel
their advertising is effective and is hurting your
business then you need to make the decision to be
competitive in advertising as well as products.

Advertise when the competition doesn’t. Your
competitor will stop advertising for two reasons.
One, it isn't working. Or two, it isworking so well
they make the mistake of thinking it's no longer
necessary. Either way it's a benefit to you. If it's
number one then you have an opportunity to move
some customers from your competition because
your name is constantly heard by the target market
instead of your competitor. If it's number two,
customers who can’t get taken care of are going to
be looking for an alternative where they can be
helped. You should be that alternative they are
looking for.

Times when you should not advertise

Do not advertise when the available media does
not reach your target market directly. In many
rural areas the newspaper is considered town news
not farm news. The farmer may get his news from
farm journals or radio. Your advertising starts
becoming an expense if you're in the paper and the
farmer you want to reach doesn't read it.

Do not advertiseif it’snot cost effective. Thisisa
no brainer but many businesses don’t track advertis-
ing to seeif it really is producing customers and
paying for itself. You should never advertise any-
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where there is not at |east a 75% expectation that it
will return more profit than it costs.

Do not advertiseif you can’t doit right. | can't
tell you the number of business owners who have
told me that they ran one ad that produced no
customers. So, to them newspaper or radio advertis-
ing doesn’t work. You must be prepared to run ads
that cover the geographical areayou need in con-
junction with the proper numbers of repetition.

Do not advertiseif your product requiresfaceto
face contact or extensive demonstration. If your
product needs to be demonstrated or requires
lengthy explanationsit is going to be difficult to
advertise it effectively. You could do a half-hour
infomercial if you can afford it or do product demos
at malls or grocery store if that’s where your target
market will seeit. Once the public becomes familiar
with the product then consider more conventional
advertising.

Do not advertiseif you can't keep up with your
competition. Many companies are very successful
against major competitors simply by being the best
at what they do. Don’t use up your budget trying to
“keep up with the Joneses’. One more time,
Advertising = Investment, not expense. Most small
town grocery or hardware stores would have a
problem trying to match Wal-Marts ad budget.

However, perhaps your advertising budget won'’t
allow you to match them ad for ad. If that’s the case
then match them for aday or half aday. The people
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who see or listen to both ads will have the percep-
tion you are just as good as the big guys.

Do not advertiseif it doesn't look professional.
Some business owners who have some computer
knowledge can create their own advertising. Some
of itisvery creative. Most of it isnot. Thisisyour
image. How important isit?Your imageisthe
wrong place to cut corners. Seek professional help
to create a concept. You can take it over later after
learning how to do it.

What this chapter means to you.

The overwhelming message in this articleis:
“Advertising must be an investment.” Do not
advertise anywhere it costs you money. Yes, | know
there will be a payment for the advertising but that
ad must make more than it costs. If it doesn't....pull
it.

Don't let people talk you into any advertising that
you are not at least 75% sure it will work. If you
can't be 75%, at least make sure that it is reaching
your target market and that it is cost effective. One
way to make sure isto key your ads.

An ad “key” is some clue that lets you know where
the customer came from. There should be a call to
action in the ad. “Bring in this coupon.”, “Call our
toll-free number”, “ Ask for operator 23" a coupon
or free offer returned to your business will let you
know how effective your ad is. Aslong asit's
making you money let it run. If it is not making
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money, AFTER A REASONABLE TRIAL, pull it
and move on.

Stay Within Your Ad Budget

If you're in business sooner or later you're going to
be asked to purchase a*“ sponsor ad”’. These are a
newspaper ideafor creating or promoting an exist-
ing civic project. Another example might be buying
an ad in the high school year book.

There is nothing wrong with buying these ads. They
support good causes but seldom reach your total
target market. The thing to keep in mind is that
doing alot of these can eat into your advertising
budget. A twenty dollar ad every month will be
$240.00 at the end of the year. $240.00 can buy alot
of advertising.

Be selective when you pick these ads. No business
can support every worthy cause.
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Section One:
Small Town Advertising 101

Chapter 11:
How To Test Your Advertising

A business owner is supposed to have said, “I know
that 50% of my advertising isworking. I’m just not
sure which 50%".

For you to know what is working and what is not
you must know how to evaluate your advertising. Is
it really producing customers? Are they buying or
looking and walking? I's the advertising paying for
itself and making a profit? In this chapter | will
explore the ways to test advertising so you can
answer these questions.

Get it right the first time

If you are new in business you probably haven't
placed alot of ads yet. Let me save you alittle
frustration. Rarely do even experienced ad agencies
get it right the very first time out. Not to say it
doesn't happen but it's extremely rare. So don't be
discouraged if your early efforts don't bear immedi-
ate fruit. After all, if it was easy you wouldn’t need
this book.

Advertising takes time. Remember, you are trying
to develop along term relationship with the cus-
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tomer. Friendships and rel ationships take time to
develop... be patient.

If you think this sounds discouraging just keep in
mind that testing and being able to evaluate your
advertising will make it effective in a much shorter
time. It's much more economical and efficient than
just placing ads without a plan and hoping some-
thing happens.

How to create a plan to evaluate your
advertising.

The success or failure of any plan, advertising or
any other, comes down to a strict definition of what
you want the plan to accomplish. Yes, | know we
want more business but it must be more specific
than that.

For example: Do you just want to generate more
traffic in your business? Do you want to increase
the dollar amount of each sale? Do you want to
attract a better quality customer? Do you want to
reduce the cost of bringing a customer to your
business?

Your first response might be al of the above. If so,
put them in order of importance and let's begin
there.

How do you start the plan

If you are familiar with medical testing you may
have heard the term, “control group”. A control
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group is aknown entity. It's the best we've been
ableto do so far. Even if your advertising isn’'t
working, thiswill still be your control group.

So, we have an ad that’s working or not working.
Start with that and test against it. If it's a newspaper
ad you might try testing the identical ad on radio
and evaluate any change. If the radio ad is more
successful, then that becomes your new control

group.

Caution: Keep in mind that a one-time good re-
sponse may be just afluke. Look for consistent
improvement before you make the new group the
control group.

How to format your test

Many years ago | attended a seminar in San Diego,
Cdlifornia given by King Schools. They produced
and advertised a video package to help pilots get
their licenses and instrument ratings.

They ran two tests of an ad in magazines in two
different parts of the country. One test priced the
packages at $199.95 and the other at $249.95.
Which one do you think would pull the most cus-
tomers?

The lower price right? Wrong. The higher priced
course pulled more customers than the lower price.
Why? Because people felt that to offer so much for
so little there must be some kind of “catch”. The
customers felt there must be something wrong to
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offer it for such alow price. People are happy to pay
the price if you can make them see the value.

Don't feel compelled to only test price. Remember,
people are not shopping exclusively for price, they
arereally looking for benefits that will make their
life better is some way.

Asyou can see, knowing your customers can play a
large part in the success or failure of your advertis-
ing. The better you know them the easier it isto find
the message that works and the fewer tests you'll
have to do.

Can | test too much?

You can test too much and that’s what you'’ Il want
to avoid. The purpose of testing isto do as few as
possible and learn from the results to make the
testing pay off in the long run with profitable
advertising.

Here are some testing guidelines to keep in mind
when you design your test packages.

Testing can be an ongoing process. How many
times has your brochure or business card been
changed? That’'s aform of testing that never ends.

Don't try to test everything at once. It'stoo
difficult to keep track against the control group.
Find one item that you really think would make a
difference to your customers and just test that.
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If you are using direct mail to test you need about
100 responses for the test to really give you a good
example. Test about 5,000 names and hope for a 1%
to 2% response=100. (See Chapter 23 “Direct Mail:
Why It Works And How To Use It” and Chapter 24
“Direct Mail: Formulas for Success’)

Try telemarketing to test before you spend bigger
bucks. A hundred phone calls will get as good a
result as 1,000 mailers.

In asmall town there is a chance that people who
receive different offers may compare notes and
wonder what's going on. Be honest and tell them
you are testing some advertising ideas — they will
understand. Always honor whichever offer the
customer wants. Also, always provide the customer
with the item at the lowest price being tested. If you
have a storefront you can test new products with an
“unadvertised in-store specia”. Do a survey of your
in-store foot traffic and get their immediate feed-
back.

Tests can be expensive. Only use them to test the
important things. Test the “ offer”, the “message”
and the “format” and usualy in that order.

The test may reveal some negatives about your
business. Learn from these numbers and make the
necessary corrections.

Always “key” your ads. That's the next item I'll
discuss.
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How do | know my advertising is pull-
ing customers?

To know if your advertising isrealy pulling cus-
tomers you need a way to track the ads. We do that
by “keying” the ads. Thereis something in the ad
that will alert us as to what media the ad comes
from.

For example: If it's a coupon in the newspaper or
direct mail, you can imprint asmall code in one of
the cornersto let you know what newspaper or
mailing the ad came from. BC 6/02 might mean the
Bozeman Chronicle - June 2002. We would then
start an advertising file and collect these coupons
and compare them to rate of sale and whether or not
they produced paying customers.

If it'sradio or TV, you can have them ask for a
product or person. “Call now and ask for Jim or
extension 123.” Some keyword to let people who
answer the phone to record this as an ad response.

Some additional thoughts on testing
advertising.

Thereal secret of testing advertising is knowing
your customers. The better you know them the
easier and cheaper your testing will be.

After al, the purpose of advertising isto reach the
right people with the right message at the right time.
Knowing who they are is the most important part of
that equation.
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Section One:
Small Town Advertising 101

Chapter 12:
How To Use Six Common
Types Of Advertising

Mistakes in advertising can be costly to small
business. For this reason many business decide
either not to advertise at all or to be very conserva-
tive with their ads. However, using the right “type’
of advertising, with the right message, can cut the
cost of advertising by making it more effective.

Not every business will use all six types of advertis-
ing. Which type you use will depend on what your
message is and the end result you wish to accom-
plish.

The six types of advertising are:
1. Company Image Advertising

Which is more important, the company or its prod-
ucts or individuals? In asmall town or market, this
can be avery important question. For example, your
insurance agent might be a personal friend. You will
buy your insurance from him/her regardless of the
company they represent. In another example, you
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may purchase alot of goods at your local Wal-Mart,
instead of local merchants, because of their low-
price advertising message.

If you are a new company you may want to begin
by establishing the company name first and the
products and services later. This also works for
company name changes. In the 1980’s | worked
with avideo chain in San Diego, California called
Video Library. Our advertising strategy was to
promote the company name rather than promote the
movies we rented. We placed small box ads (about
1.5" x 1.5") throughout the San Diego daily paper
that ssimply said, “Video Library - xx Locations’.
They started in 1980 with one store and by 1986
they had 43. Video Library was the most recognized
name in video in San Diego at that time.

2. Name Brand Advertising

If there is one company in operation today that
understands the importance of brand names, it has
to be Procter and Gambl€®. Tide® laundry detergent
isfar and away a number one best seller and has
been for several years. When the dishwasher ap-
peared on the scene they could have very easily
created “ Tide For Dishes.” Capitalizing on awin-
ning product name. But as we all know, that think-
ing doesn't work.

Instead of using the established name “Tide®”, they
created a new name that became just as strong in
dish washing, “Cascade®” . Another favorite —

99



Ivory Soap®. When you hear the name alone, you
know the product.

Kraft®, on the other hand, has a bunch of products,
but only one true winner. Philadelphia Cream
Cheese® has about 70% of that market. Also notice,
the Kraft name is hardly noticeable on the package.
Their Velvetta® brand of cheese might be another
winner. Kraft makes jams and jellies, Smuckers® is
number one. Kraft makes their own brand of may-
onnaise, but Hellman's® is number one. Are you
starting to get the picture? Kraft also makes another
successful brand name, “Miracle Whip®”’. Again,
the name of the product overpowers the name of the
company.

A brand name creates a perception in the customer’s
mind that becomes very strong. It’s that strong
perception every advertiser strives for. Would you
buy Pennzoil® Cake Mix? Why not? They're a good
company aren't they?

Do you see how ridiculous that sounds? It fliesin
the face of our perception of Pennzoil as an ail
product. It's dramatically out of place as a cake mix.
There is nothing stronger than a good brand name.
If you develop one, put it everywhere you can
afford to.

3. Advertising A Service Instead Of A
Product

Advertising servicesis one of the most difficult
types of advertising. You don't have a tangible
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product you can put in someone’'s hand. They can’t
touch it, fedl it, seeit or smell it. It must often be
explained as well as demonstrated.

One of the best examples of service advertisingisa
carpet cleaner. They come in, run some machinery
over your carpets and leave. Nothing tangible is | eft
behind. Except clean carpets.

Service advertising is most often emotional adver-
tising. Carpet cleaners don't sell clean carpets. They
sell health to the infant crawling on the floor. They
sell pride that people can visit a beautiful clean
home.

4. Business-To-Business Advertising

Many businesses never have the need to deal with
the public at all. For these businesses, advertising in
the newspaper, radio or TV would be a waste of
time and money. You will find these companies
using direct mail or placing ads in trade magazines.

For a complete listing of trade magazines ask for
the “Encyclopedia of Periodicals’ at your local
library. Also, ask to see the “ Standard Rates and
Data Service” directory. These will have listings
and rates of trade and industry publications you can
advertisein.

5. Co-Op Advertising

Co-Op advertising in one of the best ways for the
small business owner to get the message out. In this
type of advertising the manufacturer absorbs a
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portion of the cost and can also supply all the
artwork for the ads.

There are some pitfalls to be careful of when deal-
ing with co-op advertising. Every company wants
their business portrayed in the best possible light.
To that end, they will be very strict about how and
where you place your advertising. Before they OK
the co-op money, they will want to approve all ad
copy, pictures, size, placement and use of logos. If
you place an ad without approval you run the risk of
violating one of the guidelines and absorbing the
entire cost of the ad.

The media you choose will want payment for the ad
within a month at the most. You may not receive
your co-op money for several months. Make sure
you get reimbursement procedures in writing and
can live with them.

An aternative to teaming up with a manufacturer is
to team up with another local business. You can
share production costs for brochures or other
printed materials and put each other’s couponsin
your respective businesses. Pizza parlors and video
stores are naturals to work together.

6. Public Service (PSA’s) Advertising

If your company can sponsor a charity event, PSA’s
are agreat way to promote your company in a
positive light. Most media are required by licensing
agreements with the FCC to provide a certain
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amount of time or space to benefit their local com-
munities.

Some of the downsides of PSA’s. Don't expect to
see your ad on “ West Wing” or some other prime
time show. PSA's are often placed in off-times. |
don’'t want to paint everyone with a broad brush
here, some media are better than others. Just be-
cause you request a PSA, doesn't mean you'll get it.
Media has alimited amount of space or time for
PSAs.

You might get abreak if you are currently advertis-
ing in the media of choice. It might also help if your
organization buys a small amount of time or space
to run with your PSA’s.

What this chapter means to you.

The type of message and your target market will
often dictate which type of advertising to use. Some
companies will use more than one. Some will use
several depending on the situation. Let’s al'so keep
in mind the pros and cons of advertising.

There are two basic advantages to advertising. One,
it's the best way to get a message out about a new or
existing product or service. Two, it can actually
lower the cost of a product to the consumer by
increasing sales which can result in reduced produc-
tion costs.

The bad side of advertising isthat it can create an
artificial need for unnecessary products and ser-
vices. Every Christmas the mainstream media
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creates the toy of the season. One year it's “Tickle
Me, EImo®” the next it’sthe “Furbee®. Don't even
get me started on “ Star Wars®.

The point is to keep an eye on the message you
want your target market to receive. If you can, test
some of the six types of advertising with various
offers and messages. Find the type that works for
you and work it.
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Section One:
Small Town Advertising 101

Chapter 13:
How To Schedule
Your Advertising

Whether you are a new business or old business
proper scheduling of your advertising is crucial to
your business success.

Choosing The Right Medium

In many small towns the methods of advertising
may be limited. There may not be aradio station or
newspaper available. If that is the case then how are
other businesses in your community getting their
message out? My hometown of Bozeman, Montana
has alocal newspaper but a good percentage of the
town also receives the Billings, Montana paper.
Billingsisthe states largest city...88,000 strong.
Many smaller cities around Bozeman and Billings
advertise in those papers. Most do not. Why? In
some cases it's a matter of expense. In others...the
target market isn't there.

Once you have found the medium that most of your
target market is seeing try to dominate that medium.
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(See Chapter 8). In other words, be there as much or
more than your competitor. This may be difficult or
impossible at first but as your business grows you
will be able to “invest” more money in your adver-
tising.

Let's make a deal

If | purchase your product shouldn't | have arealis-
tic expectation that the product will work? | think
so. Shouldn’t | expect the same from my advertising
rep? Shouldn't | expect that if | purchase advertis-
ing from them and give it areasonabletrial | should
expect results? Is that unreasonable? Again, | don’'t
think so.

Usually the lowest price for advertising is commit-
ting to a twelve-month contract. Most new advertis-
ersdon’t like doing this. Why? Because if the
advertising doesn’'t work you are committed to
twelve months of it and then advertising becomes
an expense. And that is exactly what we do not
want.

Try thisinstead. Ask your rep to draw up a contract
for twelve months of advertising with an option
after the four months | recommended earlier. If at
the end of four months the advertising has proven
not to be either producing paying customers or at
least growing the business it can be terminated with
no increase in rate. Why should you pay full price
for something that isn't working? If the salesrep
felt that your product was not a good fit with their
medium they should not take the contract. They
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should also expect their medium to perform for you.
They should want you as along-term advertiser. If,
at the end of the four-month period, the advertising
is successful you should expect to not only continue
it, but increaseit.

Don't stop advertising too soon.

Let’s go back to our stock market example for a
moment. Would you buy a stock and sell it the
moment is went down? Probably not. The nature of
the stock market isto go up and down over time.
Thetrick isto pick stocks that rise over the long
haul.

The same is true of advertising. You can't place a
single ad in the newspaper or on radio and deter-
mine advertising doesn’'t work if that single ad is
not successful. Advertising takes time to produce
results. People need to be exposed to your ad over a
period of time for it to be successful.

If you are using radio | would suggest scheduling
ads every week for at least four months. And at |east
three out of every four weeks after that. Sounds like
an expense doesn't it? Many small town radio
stations are very inexpensive. If you can’'t do what |
suggest then do as much as you can. Aslong as you
are reaching your target market and have a product
or service they want they will come.
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When should you run your ads?

| do aweekly local radio show every Tuesday
morning on KMMSAM 1450 here in Bozeman,
MT. | record promos for the show but we don’t play
them on the days of the show or the first few days
after. Why? It's afull week before the show ison
again. We start the promos usually on Friday and
run them all weekend up to Monday evening.

In the early 1990’'s | worked for Circuit City. They
were the largest electronicsretailer in the United
States. They did a billion dollars more per year than
their nearest competitor and did it with fewer stores.
Every Thursday through Sunday, Circuit City had a
salein every department. The bulk of their ads were
scheduled during those days.

So the question for you is, what day or days of the
week should you advertise? For the answer to this
one you need to go back to your target market.
When do they shop? What are your big sales days?
What are your slow days? Do you do more during
the week than on weekends? Are you even open on
weekends? How about evenings?

If you are having a weekend sale you might want to
follow the Circuit City example. If you are trying to
keep your company name out there then you might
want to spread your ads throughout the week in-
stead. Some during the day and some at night.
Grocery stores have run their food ads on Wednes-
day for years. This gives shoppers three daysto clip
coupons make alist and hit the store over the
weekend. Most sales last aweek or more. Although
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some run just one-day specials. Use your radio ad to
direct customers to your newspaper ad and coupons.

Knowing your customers and your business will tell
you when customers are most likely to see your ads.
Ask customers how they found you. Give them a
reason to contact your business.

What's Your Competitors Advertising
Budget?

Are you spending enough on advertising to keep up
with your competition? Are you spending too
much? Do you know how much your competitor is
spending on their advertising? Is there away to find
out?Yes, thereis. This method will give you a
rough estimate of your competitors advertising
budget.

Start a competitive advertising file on all competi-
tors. Clip al print ads. Record al radioand TV ads.
You may need friends and employees to write down
the times and dates that they heard or saw your
competitors ads. Once you have assembled all the
advertising spots you contact the various media reps
and ask for a quote on each ad package. This should
give you arough idea of how much the competition
is spending.

Additional idea: Check business receipts daily
during heavy competitive advertising. How was
your business affected?
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What this chapter means to you

Thereal secret to successful advertising is now and
will always be... knowing whom your target cus-
tomers are and how to reach them. You must sched-
ule your adsto your customers schedule in order for
them to be seen.

| realize that's somewhat simplistic but it can be
done and it's easier in asmall town than alarge city.
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Section One:
Small Town Advertising 101

Chapter 14:
The 10 Most Common
Advertising Mistakes Small
Town Businesses M ake

As| travel the county giving seminars and work-
shops to small town business owners the most
common question | get is how to advertise both
effectively and inexpensively. Sometimes you can
combine the two, but in most cases advertising is
either effective or inexpensive but rarely both.

Most business owners are experts at their industry
or service but novices when it comes to putting their
message out to customers. Thereis certainly noth-
ing wrong with that. Most people couldn’t walk in
off the street and run your business so why should
anyone expect you to somehow be an expert in
advertising and marketing?

Advertising and marketing takes study and input
from people who know that industry. If you are
going to do you own advertising, and most small
business owners do, then you need to know what to
do and not to do. So, here are the top ten mistakes |
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see most often By avoiding these you should be able
to advertise both effectively and inexpensively.

Mistake #1 - Not knowing if your ad-
vertising is working.

Thisis by far the biggest error most small business
owners make. They just throw advertising in the
local paper or on the radio and hope and pray it
works. In many cases they have no idea how to
track results and adjust their advertising efforts to
be more productive.

Solution: Key your ads. Put something in each ad
that will alert you to the fact that the customer is
doing business with you because of your ad. The
most common key is a coupon. If the customer
returns the coupon that is akey that the ad is work-
ing. No coupons redeemed meansthe ad isin the
wrong place or the coupon offer is not what custom-
ersare looking for.

Another way isto educate the customer and make
you an expert at the same time. Ask customers to
call, write or stop in for afree brochure of the “13
Things You Should Know BeforeYou Buy Tires'.
The response to the brochure will give you an idea
or how many people ask for the brochure and how
many are transformed into customers.
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Mistake #2 - Testing, Testing and
more testing.

| am afirm believer that if something isworking
leave it alone. Advertising in small towns s not
seen by everyone every day. The fact that the ad
may seem old to you may not mean it’sold to
others. Many people are seeing it for the first time.

Did you look for tire ads in the paper today?
Chances are you didn’t unless you needed tires. So
if you didn’t look are the ads old to you? Probably
not.

Solution: Because of competition and the genera
economy times and attitudes of customers change. It
isimportant to test new products and services from
time to time. Just remember that you can’t be all
things to all people. Your advertising should project
afamily theme, which I'll cover in amoment. Make
sure that you keep the consistent look of your
business with your testing.

Mistake #3 - When to advertise

On your first day of business did you advertise?
Chances are you had a grand opening, balloons,
radio, TV, newspapers, contests and anything else to
attract customers to your business. Can you keep
thiskind of advertising up all year long? Chances
are you can't. So when should you advertise?

Here, in my opinion, the big mistake is spreading
advertising out evenly over the entire year. A con-
stant amount spent each month in the same places. |
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know that’s the easy way to budget your advertising
expense, but remember, we don’t want advertising
to be an expense we want it to be an investment. In
the stock market we want to sell high and buy low.
Do the same with your advertising.

Solution: If you budget consistently what are you
going to do in case of an emergency?Your competi-
tor runs a big promotion. Will you have the fundsto
combat it?Your industry gets some bad publicity.
Will you have the funds to defend your company?
Asyou can see there are times and events that may
affect how and where you advertise during the year.
Make sure you keep alittle in reserve to combat any
adverse condition that may occur. (See: Chapter 10:
“How To Know When And When Not To Adver-
tise”)

Mistake #4 - Advertising in the wrong
place

| love KMMS-AM 1450 here in Bozeman. Talk
radio. Soif | loveit I’'m sure my customerslove it
too, so that’'s where I'll advertise. Sound familiar?
That logic might be right but generally it isn’t.

Solution: Get to know your customers as much as
possible. Create a survey for them to fill out. Ask
them what radio stations they like. What newspa-
pers or magazines they like. You need to construct a
profile of your target market. Then the advertising
media can match you up with the right stations or
the right sections in the newspaper.
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Mistake #5 - Not staying unique

One of the most crucial mistakes small business
makes is not sticking with what made them success-
ful in thefirst place. Does the infamous adult
sandwich “Arch Deluxe” from McDonaldsring a
bell? Can you still buy one? It’s gone from their
menu. Why? Because it was McDonalds pathetic
attempt to gain the “adult” market. That’s not their
market. You don’'t put a playground in front of an
adult restaurant. McDonalds has always been a
family restaurant. Trying to pull adults awvay from
Wendys was a major mistake.

Solution: Instead of changing, strengthen the niche
that has gotten you where you are. My book is on
small town advertising. Should | suddenly start
writing books for Microsoft and IBM? No, that’s
not my strength of expertise.

Solution 2: Positioning your business away from
your competition and making it unique keeps your
business strong.

Mistake #6 - How you look to your
customers

Small town businesses seem to throw any kind of
advertising out there for customersto find. I’'m sure
there are several mgjor companies | could show you
that you could recognize with just the company
colors. Could you recognize a Campbell’s Soup can
without the company name? Sure you could. Cus-
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tomers, over time, begin to feel comfortable with
the look and feel of your advertising.

Solution: Create avisual image for your company
and stick toit. Logo, colors, and even the language
of the messages should have the same ook and feel.

Mistake #7 - Poorly planned promo-
tions and events

Several years ago when George Bush #41 was
running for President he planned a campaign stop
here in Montana. Unfortunately for George his aides
picked the opening day of hunting season to stop by.
Needless to say George spoke to very small crowds
during those stops.

Solution: Plan ahead. Find out what's happening in
your neck of the woods before investing in a pro-
motion that may bomb.

Mistake #8 - Forgetting the folks who
got you there

Many businesses spend so much time trying to

attract new customers that they forget the loyal

customers who made them successful. I’'m sure
you've al heard that it takes six times as much

money to attract a new customer than it doesto
keep an existing one.

Solution: If you keep customer lists or customer
accounts and haven't heard from some of themin a
while make some calls and find out what they’re up
to. Are they unhappy for some reason? I's your
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competitor giving them better service or a better
product? Maintaining contact shows each customer
that you are interested in retaining his or her busi-
ness.

Mistake #9 - Listening to the wrong
people

When it comes to advertising everybody iswilling
to give you advice. And, because you feel that you
know so little, you' re willing to take everything at
face value. Most media sal espersons are honest hard
working people. Some, however, are just out to sell
you ads. If you think you want to be somewhere
they are more than happy to sell you the time or
spaceto be there. After al, it'sjust atestisn’t it?

Solution: The best advice | can give you isto ask
what other businesses similar to yours have pur-
chased advertising. You can’t call direct competitors
but sometimes businesses that are in the same
industry will be willing to shareif their advertising
isworking. For example, a wedding photographer
might check with a wedding planner or florist. Pay a
visit to the library and look in the Yellow Pages for
other cities comparable to yours. Call people there
who are in your industry and pick their brain about
how and where they advertise. Call successful
people who appear in articles in trade publications.
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Mistake #10 - Concentration on prod-
uct features instead of benefits

So many ads | seejust talk about what a product
has, not what it does. No one ever buys a product
for the featuresit has. Do people buy a1" drill bit
because they want the bit? No. They buy it for the
1" holeit will give them. That's the benefit.

Solution: Evaluate every product and service you
offer. What is the real benefit of each to the cus-
tomer? Are you showing these benefits in your ads?

What this chapter means to you.

The advice | usualy give to new businesses or those
who are having problems with advertising is think
before you act. Make sure you have identified your
target market. Make sure the media you have
selected will reach that market. Take one last ook at
your message or offer. Doesit really say what you
mean?

Are you showing your customer the benefits they
will receive from your products or services?

And, last but not least, learn from the mistakes of
others. Watch what advertising works and what

doesn't work in your town. What are others doing
that you can adapt or change to fit your business?

Remember, advertising amost always works when
it'sdoneright... and almost always fails when done
wrong. Do it right.
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Section One:
Small Town Advertising 101

Chapter 15:
Advertising: AreYou L egal

If the time has finally come for you to begin adver-
tising your businessin print or other media, there
are severa pitfalls awaiting you if you don’t adhere
to certain legal procedures. If you can use an
advertising agency, part of their responsibility to
you is to make sure you don’'t put anything about
your business out in public that isillegal. If you
can't afford an agency, or just want to do it your-
self, here are some points to keep in mind.

What is a Sale?

From the customer point of view, asaleis atempo-
rary event. It has a start date and end date. Sales
rarely last over 30 days. Most are weekends or even
one-day sales are common. The start and end dates
must be clearly listed in the ad. If you are having a
Going Out Of Business Sale (Heaven forbid) some
states require you to register with alocal consumer
protection agency, and you may be required to get a
permit to have your sale.
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Note: Not alegal issue but a possible money saver.
Don't just make the last day of the month the end of
the sale. For example: In 2002 July ends on a
Wednesday. If you end your sale on July 31st, that
means no sale traffic in your business on Thursday,
August 1, Friday, August 2nd. Even if you extend
the sale to customers physically in your business on
those days your advertising says the sale ended on
Wednesday. If your competitors are running a
corresponding sale, the smart ones, will end theirs
on August 2nd and steal two days worth of business
from you or four daysif you are open weekends.

Save, Save, Save

We've all seen the ads, “ Save up to 50% during our
store wide widget sale!” You cannot offer or claim
to offer a* percent off” of a product unlessa“sig-
nificant” amount of the product was sold in your
store at the full retail price. Or areasonable com-
parison product exists at a competitors business and
is reasonably near the full retail price. You must
also show the full retail price you sold the product
for originally compared to the sale price.

We have the lowest price - Guaran-
teed!

No business can legitimately claim to have the
lowest priceson all itemsin the store al the time.
You must prominently display the terms of your
“low-price guarantee” and how you intend to match
or better competitive prices. When | was a sal esper-
son at Circuit City (the electronics retail giant) we
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gave each customer a copy of their “low-price
guarantee” when we greeted them. It gave complete
details on how the guarantee worked. My guarantee
for the books and articles on my web site which can
be found at (www.smalltownmarketing.com) is very
simple — if you're not satisfied with this or any of
my books after 30 days, you get your money back,
Nno questions asked.

T's and C's: Terms and Conditions or
Disclaimers

Before you offer awarranty or guarantee on a
product or service you carry, you must spell out
completely the terms and conditions under which
you will honor that guarantee or warranty. Any
conditions for free merchandise, free services or
credit must also spell out the conditions to the
customer. Car dealers may offer afree gift for atest
drive. In many cases the driver must be 25 or older
and must prove they can afford the car before the
free gift will be delivered.

We are so much better than the com-
petition

If you say you're better, you better be able to back it
up in writing and variable proof. We have a Harley
Davidson dealer in Belgrade, Montana, just 8 miles
from Bozeman. Belgrade is around 8,000 popul a-
tion. As you drove into Belgrade there was a huge
billboard that proclaimed, “Yellowstone Harley-
Davidson, The largest Harley-Davidson Dealer in
Belgrade.” It's True. They are aso the only dealer
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in Belgrade. Saying you're big, wonderful or great
IS so generic it's seldom challenged. It’s the specific
comparisons you need to watch.

If you feel your competitors are violating any of the
above, and most of you probably will, contact your
local Better Business Bureau or comparable service.
(For the Better Business Bureau on the world wide
web: See: www.bbbonline.org) Seeif any com-
plaints have been made against them and what
action has been taken. Add your complaint to the
list and ask them to investigate the complaint. It's
usually in their best interest to stop what they are
doing rather than face an investigation and adverse
publicity.

If you are in doubt about your advertising, consult
an attorney. It's well worth the money. Have him
look at your yearly campaign if you have one.
Remember, honesty is always the best policy.
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Section One:
Small Town Advertising 101

Chapter 16:
Advertising 101
Some Final Thoughts

If there is one single mistake small town businesses
make more often than any other it’s, “Whatever is
left over, we'll use for advertising”. Without enough
money put aside for advertising your sales can go
down and you suddenly have less and less for
promotion.

When do you advertise the most? For most busi-
nessesit’'sthefirst day of business. Don’t you have
a Grand Opening, balloons, flyers, ads, on-site radio
stations, contests, and prizes?

Did the income from sales pay for
that?

No, it didn’t. You advertise most when you need
business. You advertise more when you don't.

An average cost of advertising isusually 1 to 5% of
gross sales, which can vary according to location,
local advertising rates, and industry. Car dealers
need more advertising than funeral homes.
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To be successful, your advertising must provide a
consumer benefit or solve a problem. The product
or service you are offering must be tied directly to
that benefit or solution. And, in order to make the
sale, the consumer must want that benefit or solu-
tion.

The benefit or solution must be distinctly communi-
cated through media advertising. In other words, be
clear, forget the advertising glitz and make sure the

messageisn’'t lost in the ad.

A small-budget advertiser doesn’t have the “deep
pockets’ to develop big advertising campaigns.
Sometimes you need to break the rulesto be no-
ticed. Avis® did it by admitting they were “Number
2’ inthe car rental business and that campaign took
them from sixth place to second place. When they
stopped that campaign they dropped back to sixth
again. In the past few years they have tried to go
back to it.

Budget conscious advertisers must achieve top
results for their advertising dollar. Expand your
dollars by adopting some of the ideas in this book.
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Section Two:
Advertising
Media 101

Types
Of
Advertisng Media
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Section Two: Advertising Media
Newspapers 101

Chapter 17:
What You Should Know Before
You Place A Newspaper Ad

In many small towns, the newspaper may be the
only available form of advertising media. And, if
you're like most small business owners, you don'’t
have an unlimited advertising budget. So, if you
decide to use the newspaper to get your message
out, it’s very important that the advertising decision
you make returns the results you desire at a cost you
can afford.

Learn the terminology going in

Every industry hasit’s own language. The problem
isthat if you don’t work in that industry the termi-
nology might as well be aforeign language. Indus-
try terms accomplish two important things for the
businesses that use them. One is good the other is
bad.

The good part is that reputable businesses don't
want to confuse the customer. They want to demon-
strate knowledge and educate the customer in the
language so the customer has a clear understanding
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of the benefits being offered by the product or
service. This education of the customer arms them
with the ability to spot the unscrupulous or unethi-
cal businessperson.

The bad part is that some businesses use industry
jargon to make the customer feel uncomfortable by
asking for clarification of the terms. They also use
the customers' lack of knowledgeto jack up the
price of the products or services.

What are some of the things you need
to know?

The newspaper measuring system: Probably one of
the most confusing parts of newspaper advertising
is their measuring system. You may have heard the
term, “column inch”. You might suppose that a
column inch is one inch wide or tall. You would be
wrong on both counts.

Here's how it works. First | must explain the units
of measure that newspapers use. Even though they
call them column inches only part of the measure-
ments are in inches.

Newspapers use three units of measure. “Picas’,
“Points” and “Inches’. They are leftovers from the
days of manual typesetting. Let me define each one.

Pica - One picais one sixth of aninch. Six picas =
OnelInch

Point - There are 12 pointsin apica Six picas X 12
points = 72 Points. On your word processing pro-
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gram - 72 pt typeis 1", 36 pt typeis 1/2", 18 pt type
is1/4", 9 pt typeis 1/8". The most common typing
size 12 pt typeis....? Can you figure it out from the
above information? (The above measurements may
vary from typeface to typeface but should be pretty
close most of the time.)

Inch - For those of you on the metric system, we're
sorry. Aninch isan inch only in Americaand
newspapers.

To make it even more confusing newspapers have
an unusual way of writing these measurements. For
example: 1p would be one pica, 6p3 would be six
picas 3 points. The points will never be more than
11. If they go to twelve we have another pica.

You've got to know what you're buy-
ing

Before you can evaluate ad space you must be able
to visualize how big it really ison the pageand is
the cost worth it. OK! Try and stay with me here
because thisiswhere it really gets complicated. As
mentioned above the common term is “column
inch”.

The confusing point is that newspapers use points
and picas for width and common inches for height
and call them both “inches’ or “column inches’
when they are not. They are not trying to be decep-
tive; they have been stuck with these measurements
for centuries. Almost since printing began.
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Hereisthe rule. The number of columns (in points/
picas), times the height of the ad in inches = Total
column inches. For example: 2 columns x 3 inches
= 6 column inches. OK? How big isthisad? If you
said six square inches (2" x 3") you would be
mistaken. It is actually approximately 12 square
inches. HUh???? How did that happen?

Here's how: Newspapers are usually 6 columns
wide (again, this may vary from paper to paper
based on its physical page size). Classified ads may
jump to 9 columns per page.

Columns are most commonly measured in 12p (12
picawidth). What isapica? 6 picas=1" remember?
S0, a12p (12 pica) column is actually 2" wide. So,
two columns would be approximately 4" wide, not
two. 4x3 equals 12 square inches.

Here is how newspapers usually
measure column inches

Some common newspaper ad measurementsin
width:

One column (wide) - 12p (12 picas) = 2" wide

Two columns (wide) - 25p (25 picas, not 24, that
would be too easy) = 4.25" wide

Three columns (wide) - 38p6 (38 picas, 6 points) =
6.4375" wide

Four columns (wide) - 51p6 (51 picas, 6 points) =
8.625" wide
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Five columns (wide) - 64p9 (64 picas, 9 points) =
10.8125" wide

Six columns (wide) - 78p (78 picas) = 13"

Use the widths shown above times the height you
want your ad to be inches to give you the actual size
of your ad. Thiswill give you a better ideaif the
gpaceis large enough to tell your story or maybe a
smaller size would be more economical.

What are the various ways to buy ad
space?

Usually there are two. Either you commit to spend-
ing a specified dollar amount over a period of time,
usually ayear or six months, or, by how frequently
your ads appear in the paper.

For example: Let’'s say the newspapers basic cost
for adisplay ad is $7.25 per column inch. So an ad
12p (12 picas wide or two inches) by three inches
tall would run $43.50. 2 columns (12p) x 3 inches =
6 column inches x $7.25 per column inch = $43.50.
If you commit to running an ad every week for 52
weeks your per column cost might go down to
$5.75 per column inch.,

| personally like the first option the best. It has alot
of advantages over the other. First, it allows you to
set ayearly advertising budget and use it as you
like. The more ads you commit to, the lower your
“column inch” or ad space will cost. If you commit
to say $5,000.00 per year ($417 per month) you
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would pay $5.50 per column inch. It's a saving of
only .25¢ per column inch but it adds up over a
yearstime.

What happens if there is a sudden change in your
industry and you need to advertise more heavily?
You will be able to do it more economically and in
larger ads than with a frequency agreement.

You can lock in the price for the entire year with
both optionsif you commit to ayear of frequency.
Advertising increases will have no effect on you but
could increase costs for your competitor if they are
buying ads on a short frequency basis.

See your ad, as it will actually be
printed.

When you decide to have an ad made, the advertis-
ing representative will bring you a*“ proof” of the
ad. It isusually your ad on a piece of paper sur-
rounded by white space. It looks great on paper but
how will it look in the paper with other ads and
stories next to it?

The best way to tell isto cut your ad out and get a
recent copy of the newspaper. Paste your ad over an
existing ad of the same size. How does your ad look
on the page? Does it stand out? Isit easy to read?
Do you have too much information? Too little? Is
the message |ost among the other ads and stories on
the page? Sometimes an ad that looks great by itself
is horrible in the finished newspaper.
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How to use photographs in newspa-
pers

Too Dark: A photo in anewspaper is much differ-
ent from a photo in a magazine. Newsprint absorbs
alot of ink. It reproduces black (the primary color
for many years) very well. The more black thereis
in aphoto the less detail the ink will pick up. For
instance, a photo of your building taken in shadow
may have great detail in the photo but may look like
abig black box when reproduced in the paper.

Too Light: By contrast, light spots in photos re-
ceive no ink creating large areas of white with no
detail. A photo taken in bright sunlight with alot of
white may be unrecognizable.

Use a professional: | know you have seen terrible
photos in newspapers. How you and your business
look is critical to the success of your ad. Try to use
professional photographers whenever possible.
Their job is knowing how to use light and contrast
to the best advantage. They will probably suggest
black and white film as opposed to the color pic-
tures you would take with your Instamatic. It may
seem like an unnecessary expense when you get the
bill, but a good photo can make all the difference
between success and failure of your ad.

Color: Is it worth it?

In oneword, yesit is. Estimates vary but color can
improve the response to your ad as much as 40%
over ablack and white ad. It doesn't have to be an
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expensive full color ad. Just a splash of red or green
can draw the reader’s attention.

We see color everywhere in our daily lives. Use it
whenever you can.

Put emotion in your ads

“When logic and emotion come into conflict,
emotion ALWAY Swins’. If you don't believe that,
take me down to the grocery store and show me the
“mouse flavored” cat food. Maybe the “ sparrow
flavored” would be easier to find. Isn’t that the
logical flavor for cats? The emotional flavors are
“Savory Chicken In Cream Sauce”.

The features of the product may attract the con-
sumer but the benefits will sell it. Never run an ad
with features only. Every feature must have a
benefit for the customer or it’sjust a waste of ad
space. It makes us “FEEL” safer, happier, healthier,
or improved in some way. Generally our lifeis
somehow better with your product than without it.
We will trade the money for the product to be better.

Make sure you “KEY” your ads to
evaluate them

Key your ad? What does that mean? It smply
means that you need some way (aKey) to tell if the
person who makes a purchase contacted your
business because of your newspaper ad.

The most common key is a coupon. “Bring this
coupon in and receive...!” If you advertisein several
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area papers then you can key each coupon. For
example: | run a Christmas ad the first week of
December in the Bozeman Chronicle, The Billings
Gazette and The High Country Independent Press.
My Chronicle might have a small code in the corner
of the coupon - BC12/02 - That means Bozeman
Chronicle - First week of Dec.

If | get alot of coupons from one paper, what does
that tell me? It tells me my target market just might
be reading that paper instead of the other two. |
would want to do a couple more tests before |
reduce ads though. But keys can help me evaluate
the success or failure of an ad campaign.

Other keys might be: “Mention this ad for free gift”,
“When you call ask for extension 414" . “ Ask for
Jim the expert”.

Cost per thousand or cost per cus-
tomer

Newspapers and the Internet always want to express
advertising rates as numbers. Your rate is usually
based on a per thousand readership. Twelve thou-
sand people subscribe to the XY Z Daily Messenger.
So what? If they aren't my target market why should
| waste my money advertising to them?

Suppose you sell feed to farmers. The local paper
has 80% of its readership in town, not in the rural
areas. Are you going to sell alot of feed to townies?
Only 20% of this paper is your customer. Eighty
percent of your ad dollar will not reach your market.
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You might be better off in some little farm journal
that reaches 80% of the farmersfor alot less.

How much advertising does it take to attract a
customer? If | run a$100.00 ad and it produces two
customers who spend $35.00 each...what happened?
My newspaper ad just became an expense not an
investment. On the other hand if it produced 25
customers that spend $35.00 each... what happened?
My advertising is paying for itself. It isnow an
investment that makes areturn just like a good

stock on the stock market.

Daily/Weekly newspaper strategy

Newspapers have a very good handle on how many
papers they sell and how many are read. In the case
of our paper in Bozeman, MT the biggest selling
days are Sunday and Wednesday (food ads). They
are also the ones with the most pages.

However, according to the paper itself, Monday is
the most read day of the week. It's also the smallest
paper of the week with the fewest pages. Should |
be in the most sold or the most read? Which do you
think would produce the best results?

What makes a good newspaper ad?
1. Usesimple layouts.

One big picture works better than several small
pictures. Avoid cluttered pages whenever possible.
If you find yourself on a page with only two or
three other ads that would be the ideal location.

135



(Layouts that resemble the newspapers editorial
format are also well read.)

2. Always put a caption under a photograph.

Readership of picture captionsis generaly twice as
great as that of body copy. Isn’t our eye drawn to
photos? We want to see what the actionisor if we
know the person pictured.

3. Don’'t be afraid of long copy.

The people who read beyond the headline are
prospects for your product or your service. Consider
long copy if you have acomplex story to tell, many
different product points to make, or an expensive
product or serviceto sell.

4. Avoid negative headlines.

People are literal minded and may remember only
the negatives. Sell the positive benefits in your
product. Look for emotional words that attract and
motivate, like free and new and love. Even though |
have stressed alot of emotion in your advertising,
keep it positive. Negative bashing of the competi-
tion rarely works in advertising. Tell them why you
are good rather than why the other guy is bad.

5. Don’'t be afraid of long headlines.

Research shows that, on the average, longer head-
lines sell more merchandise than short ones. Why?
Because they expand the meaning of the message to
create interest. “Acme Golf Club Sale - One Day
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Only” is better than “ Golf Sale”. How long? Seven-
teen words or less.

6. Usea striking visual.

After the headline, a striking visual in the most
effective way to get the reader’s attention. Remem-
ber in Chapter 4 we talked about the visual and
headline combining to tell astory? Try for story
appeal—the kind of visual that makes the reader
ask: “What's going on here?” And even more
important—“How can | get inon it?’

7. Photographs are better than drawings.

Research says that photography increases recall an
average of 26% over artwork. Photos are real. We

put ourselves in the place of the people who arein
the pictures. We see ourselves using the product.

8. Look at your advertisement the way it will
appear in print.

Beautifully mounted layouts are deceptive. The
reader will never see your ad printed on high gloss
paper, with a big white border. It's misleading for
you to look at it that way. Paste it up on an actual
page and see how it looks along with other stories
and ads.

9. Develop a single advertising for mat.

An overall format for al print advertising can
double recognition. One format will help readers
see your advertisements as coming from one large
corporation, rather than several small companies.
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People will become accustomed to seeing your
“family theme” throughout your advertising.

10. Yes, Size does matter.

Newspaper ads comein all shapes and sizes. And
like most things in life, we, as human beings,
respond to certain shapes and sizes.

Given the choice between a space one column wide
and six inches high and one that is three columns
wide and two inches high pick the wider of the two.
Long narrow ads are often hard to read.

The exception might be if you are making the ad
look like a newspaper story. In that case the ad
would be the same width as the normal newspapers
news columns.

What this chapter means to you

Asyou can see thisis asubject with alot of facets.
The advertising costs | used above are just esti-
mates. Costs will vary from place to place and
country to country.

There are some real advantages to small town
newspaper advertising. Most of al, small town
newspapers depend more on local ads for their very
existence than large city newspapers. If abig city
loses a couple of advertisersit’'snot abig dedl. If a
small town newspaper loses a couple of advertisers
the paper suddenly gets smaller. The smaller it gets,
the lessit’s read,until it isn't there anymore.

138



| always say atown with a paper, even a bad paper,
is better than atown with no paper. So, support your
local small town or neighborhood “rag”. You'd
miss them if they weren’t around.
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Section Two: Advertising Media
Newspapers 101

Chapter 18:
Creating An Ad That Sells
(It All StartsWith
The Headline)

Each year advertising associations pass out award
after award for ad “design” excellence. | would ask
you this question, “Would you rather have an
award-winning ad...or an ad that sells?’ If you
happen to be new to business, the answer isthe
latter. An Ad That Sells!

Adsthat sell get the customers attention and create
action. That attention usually is the result of a good
headline. Here are some rules of thumb | use when
writing headlines.

Headline: It all starts here. If you don’t have a
headline or some message that makes the reader
want to go on and read the rest of the ad it’s over for
you. Your customer will be moving on to the next
ad.

Think: Does the headline create a thought process
inthereader? If it'satire ad, does it make me want
to get up, go to the garage and check my tires?
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Benefit: Does the headline have a benefit that will
help me or solve my problem?

What’s The Question?: If your headline ask a
guestion, isit alegitimate question? Don’t use
“stupid” questions like, “Do you really enjoy paying
more for car insurance?’ That's stupid, it insults
your customer’s intelligence. “Why pay more for
car insurance than you need to?’, would be better.

How-To?: Customers answer ads for three reasons,
the product solves a problem, makes our lives easier
or saves time and money. If you can find a customer
who needs some “know-how” you'll have asale.

Subhead: The function of agood subhead isto
create atransition between the headline and the
body of the text. Check newspaper stories. You have
an attention grabbing headline, then some smaller
text with more “teaser text” to lead you into the
main text of the story. Your ads and brochures
should use the same techniques. Don't have a
headline, then an illustration, then body text, with-
out some subtext to gently lead the reader.

Keep long headlines together: Don't break up
long headlines with illustrations or graphics; it
makes the message harder to pick up.

Talk to your customer: Pretend your headlineis
talking to asingle individual not the entire North
American Continent.
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Relateto thetarget market: You may place adsin
different mediums that will be read by different
target markets. Make sure the headline istalking to
the correct target group. An auto ad in Sports
[llustrated would be different than the same ad in
Vogue.

No Headline?: Never run an ad without a powerful
headline.

Don’t get too creative: Headlines should be
horizontal. Slanted or vertical headlines have not
shown any increase in ad response. Keep it ssmple.
Remember, it's the message, not the messenger.

Test Your Headlines. If possible test one or more
of the previous “hot buttons’ in different media
Find the one that produces the best resuilt.

Use quotes when possible: You will increase
attention by 28% by using a quote over a conven-
tional headline.

How Long IsLong? Keep headlines to seventeen
words or less.

RESIST USINGALL CAPS: ALL CAPSARE
HARDER TO READ AND THE MESSAGE
CAN BE LOST.

It's the equivalent of yelling. Use upper and lower
case for easier readability. The above headlineis
also 16 words just to give you an idea of how long
islong.
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Be Careful With Reversed Type: Reversed typeis
white letters on a black background. It's ok for
some ads. Therule hereis...Don’t use reverse type
in type sizes small than 18 point. 24 point or moreis
better. Small reversed typeisvery hard to read.

Can you read this 12 point type comfortably?

Remember, it’s the message not the messenger.
Use agood attention-getting headline mixed with a
good product message to the right target market on
aconsistent basis and watch your business grow.
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Section Two: Advertising Media
Newspapers 101

Chapter 19:
How To Make Your
Newspaper Ad Stand Out

Every time you run a newspaper ad, you are not
only competing against your own industry competi-
tion but also every other ad on the page. Each ad is
trying to attract the attention of the reader as they
turn the pages. Here isalow cost, easy way to make
your ad stand out.

Most newspapers in major cites are printed in 12-
point type. However, many newspapers in small
towns may be printed with larger type because they
have less content. Larger type will make the paper
bigger and fill the pages. (See: Chapter 18 How To
Create An Ad That Sells)

In major cities | would advise you not to use type
equal to or smaller than 12 pt in your ad. The
smallest type should aways be larger than the
smallest type in the paper. In asmall town newspa-
per however, using a dlightly larger type can reduce
the content of the ad too much. So in that case you
can use adlightly smaller type and still be noticed.
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The point you want to remember is that our eyes are
trained to look for variations in anything. We look
at a horizon and our eyes are drawn to movement,
changesin color or size. In the case of newspaper
ads, a contrast of weight (the size of type) may be
just enough for you to stand out from the others
who try to match the typeface on the page.

Also, keep in mind that the person usually creating
the ads are the newspaper people themselves who
tend to feel comfortable using the same size type for
ads and copy. Force them out of that comfort zone
and make your ad a noticeable variation.

Try and get a good spot in the paper if
possible.

| think most people are aware that where your ad
appears in the newspaper can have a great effect on
how your ad pulls customers. For example, if you
areaCPA, you' |l want to be in the financial section.
TV’'sand Satellite dishes... the sports section. But
where should your ad appear on the pages of that
section?

You are usualy at the mercy of the editor or layout
person, but if you are a consistent advertiser the
newspaper may make an effort to help you position
your ad for agreater return.

Newspaper Ad Position

To avoid being unhappy with the placement of your
ad, make sure you will be in the correct section of
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the paper. Economy, sports, editorial, etc. In some
cases you may be able to pay extrafor special
placement of your ad. The best placesto be in the
paper, best to worst, are:

1. Page 2 or 3 of the news section,

2. The back page of any section (except classified
ads),

3. Thefirst three pages of any section (except
classifieds),

4. Pages 4 and up in the news section.

Some Extra Thoughts On Newspa-
pers

Newspapers have good and bad features. Here are
some things to think about before you place that
first ad.

Speed: Radio and the internet are faster to change
but for the most part newspaper ads can be pro-
duced quickly and influence your customer immedi-
ately.

L ocal markets. Many small markets have some
form of daily or weekly newspaper. They are one of
the best waysto reach local and small markets
within larger cities.

Sections: If you' re a stockbroker you can bein the
business section, shoe store the family section,
grocery store the food section. Be where your
customers are!
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Budget: Newspapers have ads in avariety of sizes
that can fit most small business budgets. Sizeis
important but look in your local paper and see
which ads seem to stand out more than others. You
can spend less on asmaller ad and still be noticed.

Be careful of ...

Short life: Sometimes they’ re on the bottom of the
birdcage by 10:00 am. Even worsg, if someone
misses the paper one day, they miss your ad. With
newspapers you must use repetition. You don’t have
to be in the paper every day but you should bein it
on the most read days. Your rep can tell you the
readership of each day of the week.

Ad placement: Where's agood place to have your
ad? How about next to the daily horoscope. Even
people who don’t believe in it check it often. But,
even if you request that location, you may not get it.
Your ad can be lost among others on the page. And
always keep in mind that your target market must
be there too.

Demonstration: If your product’s story is best told
visualy, newspapers have some real restrictions.
Even photos require a larger ad to make them
visible. TV might be a better buy here or if space
permits use a series of still photos or before and
after shots.

It’s newsprint: The quality of newspapers print
compared to magazines leaves alot to be desired.
The paper used is called newsprint paper. To pro-
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duce that kind of quality, on good paper, the daily
paper would cost upwards of $5.00 or more per day.
If picture details are critical then you might want to
consider using a printed insert in the paper.

Do It Yourself?

If you have the ability and hardware, you may want
to create your own print ads. If you do, here are the
things | do when | create an ad:

First, start with all the elements that must be in the
ad. These include: your logo, address, phone num-
ber, web site and any other items that mention name
recognition. After | have those in place, | can then
see how much space | have left for the message.

Next, | want to combine a strong visual with avery
brief, but powerful, headline to capture attention.
The purpose of the ad is not to make the sale, the
purpose of the ad is to entice the customer to call,
come by or contact you in some way - that “call to
action” | keep talking about. Until that happens the
sales process cannot begin.

| al'so want to stay about 1/8th to 3/8ths inch away
from the edge of the ad. Why? Because | know my
ad may be clumped in with alot of other ads and
thislittle area of white space will help my ad stand
out from the others. You don’t really need a border
using this technique either. The white space will act
as anatural border. Don’t feel you have to fill every
available inch of space with your message. The
same is true in brochures and business cards. These
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items aren’t intended to make the sale. Their pur-
poseisto aert the customer to your business or
service and educate them about a need they might
not know they had.

Color?

If you can afford color, useit. If you can’t afford it,
do the best you can for now. Four color ads get a
much higher response than ads with no color at all.
One or two colors are always better than just black
and white. At least consider pricing color when
talking with your mediarep.

Caution: Sometimes color will only be used in
certain sections and on certain pages of your local
paper...be careful of placement of your color ad.
Remember, above al you must be reaching your
target market, otherwise you are wasting your
money.

Size?

Make your ad as large as you can afford. Hereis
where advertising and marketing is an investment.
If you go with the size ad you can afford now, you
are safe. Advertising isnot arisk for you. But if you
go with alarger ad you should receive more calls
and more business and the ad still paysfor itself. |
would suggest you go with an ad one step above
what is comfortable for you. If you find it's not
working after an adequate testing time you can
aways reduce it.
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Better placement and value

Many local businesses like the weekly TV section.
In San Diego, this section was filled with construc-
tion people, advertising home remodeling and room
additions. The TV section stays around all week
while the rest of the paper ended up in the trash.

Regional Sections

In Montana, the Billings Gazette is available in
most citiesin the state. The Gazette often includes a
regional section in their paper for Bozeman, Butte,
Missoula, and other cities around the state. The
regional sections may be available at alower price
but mostly contain club and organization news of
little interest to most readers. You may not get the
biggest bang for your buck in these sections. Con-
tact non-competing businesses that are currently in
these sections and see what kind of responses they
are experiencing. However, if your competition is
consistently there you should assumethead is
working because they would probably not be wast-
ing their money advertising where it’s not produc-
ing income.

Special Events Sections

Many newspapers have special events sections
during the year. Car shows, boat shows, bridal fairs,
home improvement, etc. Before placing ads in these
get acopy of the previous years edition. If it's
mostly ads, with some stock articles asfiller be-
tween those ads, it’s probably not a good investment
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of your advertising dollar. Again, check with some
of the businesses that advertised there last year and
get their feedback.

Advertising Inserts

Take an 8 1/2 x 11 piece of paper, create an adver-
tising piece and have the newspaper include it as an
insert with the paper. It's dramatically cheaper than
an ad of the same size in the paper and can be color,
or at least on colored paper. You can aso have it
included in certain newspaper routes. If you are
selling a high-ticket item you may want the flyer to
only go to the more affluent parts of town. Your
flyer will stay around long after the paper isin the
birdcage.

Final thoughts on newspapers

Not every small town has a great paper. But, even
with their weaknesses, the newspaper is agreat buy
in most small markets and small towns for most
companies.
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Section Two: Advertising Media
Radio 101

Chapter 20:
How To Make Radio
Work For You

If you' ve ever made a cross-country car trip you
know when you are listening to a small town radio
station. They just don’t have that slick big city
sound and delivery. | don’t mean they sound like
hicks, but thereis a small town feel to the whole
station no matter what the format.

Keep thisin mind when it comes time to buy radio
advertising. Local listeners are used to that “small
town sound”. If your commercial istoo slick and
too polished it may have that big city feel and
actualy turn locals off rather than entice them to
come on down to your business.

In small and medium sized towns radio can be a
real bargain. Even so that doesn’t mean being on
radio will generate instant sales for your business.
Like any other form of advertising and marketing
there are do’s and don’ts that apply. Here are afew
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tips to consider before making the plunge into radio
advertising.

Radio formats

Radio formats are all over the board. Talk radio,
easy listening, rock, country, new age, rap -- the list
goes on and on. Which should you be on? Look at
yourself. What stations do you listen to? Why?
Thereis a specific sound you like and that’s what
you listen to. Follow me here for thisis very impor-
tant.

The sound of your commercial should not deviate
from the sound of the station. What do | mean by
that? Would you try and sell season ticketsto the
symphony on a heavy metal rock station? Would the
sounds be contradictory? Would the listeners tune
out the symphony or even have any desire to at-
tend?

The point to keep in mind isyou may have to create
different ads for different stations. If your budget
won't allow the expense, consider using the local
DJto read your copy live during the show. The
listeners will be used to the voice and it will give
your spot certain credibility. Thiswill not work with
stations that are run by computers and have no live
DJs. If that’s the case you may have to make a
custom spot for these stations.
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Whom do you want to reach

The bottom line in any advertising is not how many
people you reach, but how many buyers you reach.
There's adifference. Radio stations work in demo-
graphics. Nothing wrong with that. Each station has
aprofile of their average listener. An audience may
be males, 24-50, college educated, etc. That may be
the people you want to reach but are they active
buyers?

Stations also rely on ratings. Ratings are studies
taken at various times of the year and stations base
their advertising rates on numbers of listeners
during these “rating periods’. You may have heard
of the “May Sweeps’ that TV does. Stations also do
their heaviest promotions during these “ sweeps’ to
inflate the listenership.

In Bozeman, M T, my hometown, we have 12
stations that reach around 50,000 listeners. The
most popular are the talk radio station and the
modern country station. If I'm selling Cadillac’s,
which should I choose? Ratings and demographics
aren't much help here are they? But what if the talk
radio audience has a yearly income in excess of
$60,000 and the modern country is only $20,000.
Now which station would you choose? Seg, it really
doesn’t matter who’'s number one but who reaches
the target audience you want to reach and who have
the bucks to buy your product.
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Cost Per Thousand? Cost Per Cus-
tomer?

Radio costs are based on cost per 1,000 listenersto
aparticular show. What we are more interested in is
the cost per customer. How many customers will
our spots bring in and how much will they buy.
Three spots at $10.00 each ($30.00) produce one
customer who spends $20.00 at our store. What's
that worth? A $10.00 lossis what it's worth. It really
doesn’t matter how many we reach, only how many
buy and can we profit from the advertising.

Don't do it yourself

How many times have you heard a car dealer or
store owner trying to do his or her own commer-
cials? Usualy it's something they think isreally
funny but turns out to be just plain dumb. Or it's
obvious they are just reading copy. It's not their
own words and it sounds robotic. Why people do
thisis beyond me. You run a professional organiza-
tion have a professional radio image. If you don’t
have the talent to do it have the experts do it. They
don’t try to do your job, don’'t do theirs.

Cost to be on the air

What should it cost to be on the radio? Herein
Bozeman, MT spots can go for as little as $3.00. In
large cities the costs are out of reach for the average
small business. Most stations will base costs on
where they are in the ratings versus other stations.
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Top stations usually command the most. (See:
“How To Buy Radio Time” in the next chapter)

Radio: A Public Relations Tool?

The talk radio station here in Bozeman, gives 20
minutes of free time weekly for a business to pro-
mote their product or service. It's called the “Busi-
ness Spotlight”. If your town doesn’'t do it you
might suggest it to your local station. Stations may
read copy of news items about your company
during their newscasts. Many will not accept PSA's
(Public Service Announcements) for afor-profit
business, but if you buy airtime they sometimes
miraculously show up.

Send the station news director or public affairs
director “sound bites’ (aterm for short one liners
that Ross Perot made famous). They aren’t going to
use a fifteen-minute tape of anything you haveto
say so edit out your best thoughts and use those. If
you're doing something in public, let them know,
they may want to cover it and report on it later. Edit
tapes of speeches to highlight the points you want to
cover.

Provide hard copy (paper) transcripts, which they
may read on the air instead of your tape. Cover all
bases. If you can set up aweekly call-in show do it.
Most listeners are loyal to their stations and your
business will have instant credibility. Perhaps you
can open and close something like afarm market
reports show. CPA's, medical, attorney’s, al are
naturals for cal-ins. Theideais create customers.
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People will feel they already know you from your
show.

Here in Bozeman, Montana we have some of the
best skiing in the world. Local resorts capitalize on
this by doing ski report updates on the radio. Each
morning they come on and give the snow levels and
conditions at the slopes.

At the end of the report isanice little advertising
tag to increase business. Is there some information
you can giveto listeners in your town that would be
of interest? Maybe a stockbroker could give daily
market reports. A florist could give little known
holidays each month for sending flowers such as
“National Pet Your Cat Day.” People remember
these little tidbits of information and remember you
for providing them.

Additional ways Radio can work for
you.

1. Useradioto stretch thelistener’simagination.

Voices and sounds can evoke mental pictures.
Customers can mentally see themselves benefiting
from the use of your products and services. Famous
radio commercial creator Stan Freeburg told of
draining Lake Michigan and filling it with hot
chocolate then having a plane fly over and drop a
giant marshmallow. Show me any other media,
other than radio, where that could be done more
vividly or inexpensively.

157



2. Listen for a memor able sound.

What will make your commercial stand out from the
clutter? Offer a distinctive voice, a memorable
jingle, asolution to the listener’s problem. Herein
Bozeman we have Kleen King Carpet cleaners. A
poll of residents would say we al hate their jingle
but everyone says they remember it.

3. Present an idea.

It is difficult to communicate more than oneideain
atelevison commercial. Inradio, which is subject
to more distraction, it is nearly impossible, Be direct
and clear with your message and state your com-
pany name at the beginning and at the end.

4 Select your audience quickly.

If you'rein agroup of commercials at the top of the
hour, ask to be the first commercia in the chain.
Listenerswill still be focused on the show and you
can keep their attention.

5. Mention your brand name and your promise
early.

Commercials that do so get higher awareness. It
heightens awareness if you mention the brand name
and promise more than once.

6. Capitalize on events.

Exploit the flexibility of radio to tiein with fads,
fashions, news, events, or the weather.
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7. Useradio to reach teenagers.

Teenagers don’t watch much television. They do
listento alot of radio. Media experts say it's the
best way to reach teens. Some say it's the only way.

8. Ask listenersto take action.

People respond to radio requests for action. They
call the station to exchange views with the disc
jockey. Don't be afraid to ask listeners to call now,
or writein, or send money.

9. Make use of radio’s merchandising services.

Associate your business with a popular on-air
personality; sponsor promotions such as contests
and giveaways.

Last, but not least, Money Savers

Compare the costs of a 30 second spot against a 60
second spot. One 60 second spot is usually only 20
to 30% more than a 30 second spot. Use 60’'s when-
ever possible. It may be possible to trade product
for advertising time. They need electrical work,
painting, heating and cooling.

Stations are always looking for promo items and
giveaways. They may trade for all or part of your
time.
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Section Two: Advertising Media
Radio 101

Chapter 21.
How To Buy Radio Time

When it comes to small town advertising, one of the
most effective is radio. Many small towns don’t
have newspapers or TV stations but many have
radio stations. And local residents listen to those
hometown stations and react to the advertising
presented.

The good news is that most small town stations are
abargain when it comes to the cost of advertising
versus larger cities. And like most things we talk
about here, small town radio advertising must be
done differently than large cities.

In order for any advertising medium to be success-
ful it must follow basic advertising and marketing
guidelines. It must be the right message, presented
to the right people (your target market), at the right
time.
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The major advantages of radio

The major advantage of radio isit’'s everywhere.
Our cars, bathrooms, bedrooms, kitchens and the
workplace. Try to find ajogger without aradio and
a headset. No other medium reaches so many
people in so many different places.

Here are some advantages radio offers that you may
be able to adapt to your business:

Its efficient: You can monitor the efficiency of your
ad dollars and see the results of your efforts.

Itsflexible: You can change your message and time
schedules for ads with relative ease.

It haslow production costs. Unlike TV or print
ads the cost of producing aradio spot is much less.

Itslistenersareloyal: If you have the right target
listening to your station they are more likely to stay
with that station. Few people listen to more than
two or three radio stations. In small towns it may be
just one.

It can be anywhere: It can sell you a product in the
shower. What other medium can do that?

Each day radio reaches 77% of Americans. Every
age bracket registersin the high 90's as weekly
listeners. Keep in mind that your local stations
numbers may vary depending on the size of your
town.
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Things to think about when buying
small town radio time

If I were advising you on buying timein L.A. or
New York, one of the first things | might ask you to
consider is something called “drive time’. Most
large cites have people commuting to work by car
or public transportation and many carry radios with
them to pass the time while stuck in traffic. For
advertising thisisatruly captive audience.

But, small towns rarely have traffic jams. Unless
you want to call four or five carslined up at a stop
sign atraffic jam. Chances are in a small town you
have a small retail area and alarge rural area of
farmers and ranchers. Guess what.... farmers and
ranchers don’t commute to work. When they wake
up they are there.

Let’s go back to “drive time” for just a second.
Drivetimeisusually considered 7:00 am to 9:00 am
in the morning. Some areas may also consider 3:00
pm to 6:00 pm as drive time. Small town people
may not be in their cars during these hours but it
doesn’t mean they aren't listening. Many are read-
ing the morning paper and listening to the radio at
the same time before the long 10 minute commute
(walk) to work.

On the other hand the “drive time” for farmers and
ranchers may be as early as 4:00 am. Combining the
two drive times we suddenly have a four-hour block
of time to reach both “townies” and farmers. That’s
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alarge block of time to place commercials. So how
do you know how many ad spots to purchase?

How many spots should | buy?

Most mistakes in radio advertising is buying too few
spots and/or playing them at the wrong times. To
some business people it comes down to a matter of
cost. How can | get the MOST spots for the LEAST
amount of money? This s flawed thinking. Cost
shouldn’t even be a consideration. Why? Because
we expect our advertising to PAY for itself. Remem-
ber, it's an investment not an expense.

One ad rarely sparks a buying decision. Usually we
must be exposed to several ads over aperiod of time
unless we have an immediate need and we just
happen to hear the commercial at the right time.
Advertising builds customers over periods of time.

Radio should not be purchased in spots. Instead buy
blocks of time. Your commercia played several
times over a short period of timeis better than your
commercia played fewer times over along period
of time.

SBA (Small Business Administration)
Radio Guidelines: | agree to a point

The SBA suggests the following. Buy ablock of 42
commercias. These would be played on Tuesday,
Wednesday and Thursday. Three spots between 7:00
am to 9:00 am and four spots between 3:00 pm and
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6:00 pm for two weeks. (Seven spots per day x 6
days = 42 spots).

Thisisexcellent advice for the larger citiesand |
agree fully. The only areathat | would advise you to
make adjustmentsisif your target market is the
rural community or farmers or ranchers. If you area
feed store or implement company farmersarein
different places at different times of the year. Dur-
ing planting season they are on the tractor from
dawn to dust and even longer and the radio is their
only companion. Same with harvesting season. You
may want to vary your ad times to accommodate
thisgroup if they are your market.

Concentrated advertising gives you one other
advantage. It makes your business appear larger
than it really is. Thereis a perception among cus-
tomers that companies that do alot of advertising
are successful or they couldn't afford to advertise. |
can hear what your saying next. “ Companies that do
alot of advertising are also overpriced to pay for
that advertising”. | won't deny that some of that
thinking istrue but | think if you ask people if Wal-
Mart is over priced most would say no. High price
talk comes more from word-of-mouth than from a
perception of the cost of advertising.

| aso feel that in rural areas people listen to the
radio more in the morning and during the day than
at night. Most people are TV people in the evening
and radio people in the morning. Chances are you

164



wake up to aclock radio rather thanaTV on a
timer.

My budget is too small | can't afford
42 spots.

Many small businesses don’'t have alarge advertis-
ing budget which is the whole reason for this book
in the first place. For many it takes every cent just
to purchase inventory and meet the payroll. The real
purpose of advertising is not just to spend money
but also to grow your business.

The key isto be consistent. Most of uslisten to
radio at the same times each day. If you can only
afford one spot per day play it at the same time on
the same days week after week. At least you will be
reaching the same customers who listen during that
time. Remember each listener you reach has a
“gphere of influence” of 250 other people that they
know. As your business grows try and add more
spots.

Some stations will work with new customers by
offering more spots than you pay for. Ask for “new
advertisers specials’. Also seeif you can be placed
at the end of PSA's. Such as “ This message brought
to you as a public service by... your name”. The
production costs of PSA’s are donated to the PSA by
the station. There should be little or no production
cost in adding atag line for your business. This
would give you one more exposure during the
broadcast day and may actually show up during
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high rating hours and it shows potential customers
your community evolvement.

What's bad about radio?

With all the advantages of radio is there adown side
to using it? In many small towns, for cost and reach
(meaning people listen to it) it's pretty hard to beat
but there are some drawbacks to consider. After all

if I’ve shown you anything so far it's that no adver-
tising mediais perfect. Here are the negatives of
radio.

Short Shelf Life: Unlike newspapers and maga-
zines, once the commercia airsit’s gone forever.
It's not around to refer to later. Radio requires lots
of spots on different stations and at different times
to reach the majority of the listeners.

Visuals: If your customer needs to see your product
to appreciate it then radio is very limited. However,
you could use radio to direct the customer to a
product demonstration at your place of business.

Listener loyalty: Thisisatwo edged sword. Radio
isavery competitive market. In Bozeman we have
severa stations for all of the Gallatin Valley. Most
listeners are very loyal to their stations. For the ad
reps that’s a good thing. Your customers are going
to be there. They seldom stray to far for too long.
But to reach the mgjority of listenersit may be
necessary to advertise on several stations instead of
just one or two.
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Broad Range: If you're selling to business owners,
for example, your message will be largely ignored
by all nonbusiness listeners. Business information,
stock market, even sports can be very boring to
some people. Pick your sponsorships and advertis-
ing of shows carefully.

Background: Many listeners have the radio on at
work at alow volume for background music and
never hear your commercial. Your message is just
additional noise to help pass the time.

What makes a good radio ad?

A radio message usually has three major compo-
nents:

1. An attention getting introduction. Distinctive
music, sound effects or “jingles’ can accomplish
this. Somethings that jolts the listener into paying
attention.

2. The main message of the commercial which
should create interest in the product or service; and

3. A cdl to action. “Come down today.” “Buy
Now!” Etc.

Check out the available stations

Do alittle homework. Locate the listings of radio
stations in your area and start listening to them. Pay
particular attention to who is advertising on what
station. Does the “tone” of the commercia fit the
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station? You might not find acommercial for the
upcoming symphony season on arap station.

How can you match your ad to your
target market?

When picking a station you will need to match your
target market to the station. Here are some ways to
doit:

From your target market profile, when is your target
market most likely to be listening? Do they go to
work early? Do they work nights? Weekends?

Match your product to the stations programming.
For examples, Cadillacs and investment shows,
lawn mowers and garden shows.

Radio Ad Placement
The best placement for radio ads (best to worst) are:

Morning and evening drive time: On the way to
and from work, you have a captive audience sitting
in traffic with the radio as a diversion.

Weekend mornings: Sit down with a cup of coffee
and the paper, and flip on the radio to catch up on
the weather, news, ski reports, etc.

Work hoursfor certain kinds of stations: Jazz,
easy listening, and classical stations are used as

background music in many businesses. Although
thisis not the ideal place to put your ads they still
receive exposurein alot of retail establishments.
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Specialty Shows: Can you tie your product into a
theme show? For instance, your camping equipment
to an outdoor show or your car painting business to
acar show.

Guidelines for Radio

Here are afew additional pointersto keep in mind
when using radio.

1. Running several commercials per day over a
period of weeks is better than spacing them out over
aperiod of months. People will continue to remem-
ber you for atime even when you’ ve stopped your
ads. But don’t stop them too long. After atime
people will forget you.

2. If you'rein agroup of commercias at the top of
the hour, ask to be the first commercial in the chain.
Listenerswill still be focused on the show and you
can keep their attention.

3. Ask to have your commercials placed in the
middle of the show rather than the beginning or the
end. Once the program ends the listener may turn
off the radio and go do something else.

4. If one of the announcersiswell respected in your
community you might want to ask for them to read
your commercial live. This practice continues the
“tone” of the program and is more likely to keep the
listeners attention. For more information on how to
use radio (See: Chapter 20 “Radio: How To Make
It Work For You”)
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What this chapter means to you

1. Make sure you have identified your target market
and are advertising to the right people on the right
station. If you are advertising to the wrong people
you are wasting your money.

2. Just because you like a particular station doesn’'t
mean your target market does. You may love rock n’
roll and they’re listening to classical.

3. Ask for deals or guarantees. Most stations aren’t
going to guarantee that your advertising may work
but they may offer you additional free spotsif you
get asmall response from your initia ads. It's
certainly worth asking for.

Radio can be a great media and can do wonders for
your business. If you've been considering it but
were afraid to commit the money to do it, now’s the
timeto go for it.

In most cases | think you'll find it will pay off for
you and your business.
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Section Two: Advertising Media
Radio 101

Chapter 22:
How To Do Radio & TV
I|nterviews And M ake
TheMost Of Them

Sooner or later the time will come when you are
asked or will ask to appear on radio or TV. It may
be a business promotion, an advertisement or an
interview about your industry. I1t's amost as bad as
public speaking and most people fear that more than
death itself.

If you do haveto be onradio or TV here are some
pointersto make it easier:

1. Try to put the fact that you aretalking to or
being seen by thousands of people out of your
mind. You can’t see them so for al practical pur-
poses they do not exist. Talk to the interviewer or
pretend you are talking with your best friend and
letting everyone el se eavesdrop.

2. Prepare. Usualy your fear is of the unknown.
Make sure you have good notes and give the inter-
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viewer alist of questions that you want to talk
about. Don't let the interviewer surprise you with
guestions you are not prepared to answer.

Seeif the interviewer will let you visit the station a
few days in advance of your appearance. Seeif you
can observe someone else's interview and see how it
goes with him or her and what you can expect when
it'syour turn.

If you are doing the interview on radio by phone
from your home or office do it on your feet. |
always think and speak better moving around.

If it's portable try to bring your product with you.
Even onradio. It's easier to talk about your product
if it’sright there where you can touch it and see it.
The interviewer will also have a better understand-
ing of the product.

Most importantly be yourself. Don’t use any words
you don't use in your everyday life. Using big
words doesn’'t impress anyone and most listeners
and viewerswill be ableto tell if you don’t use
them regularly.

3. Dress appropriately. Yes, even for radio where
they can’t see you. Dress as you would want your
customersto see you. If that's awhite shirt and tie
then do it. You will feel more at ease in your normal
work dress. For TV, depending on the circum-
stances, a coat and tie may be necessary evenif it's
not your normal dress. Remember, you are repre-
senting your business and you want to do that
looking and sounding your best.
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If other interviews are being done at the same time,
let someone else go first. Reason?: They will
arrange the lights and sound and all the settings
with the first person. Minor or no adjustments will
be made for all the others. You will be made to sit
there longer and there is a greater chance of your
anxiety increasing. Let someone else be the test
subject. When it’s your turn sit down and knock it
out.

If you are being taped for playback on the station at
alater time and feel you didn’'t do well, ask if you
candoit agan. If they have the time they may let
you. After al they want a good presentation too.

Radio and TV can do great things for your business.
| know it's natural to be fearful but try and put that
aside. Exposure is the name of the game in business
and the more you can generate the better your
business will be.
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Section Two: Advertising Media
Direct Mail 101

Chapter 23:
Direct Mail: Why It Works
And How To Use It

Suppose you were area estate agent and every
morning when you walked in your office there
would be alist of people on your desk who are
ready to buy a house. They qualify for the credit,
have the down payment and are ready to buy. All
you need to do is show them your listings.

Would that make your life easier? What would alist
like that be worth to you? Well, that’s sort of how
direct mail works.

Who is most likely to buy?

Asfar as| know, no such list exists. But what does
exist isadirect mail list that will tell you, based on
past history, surveys, industry studies and collected
information, a profile of the person most likely to
purchase a home.

The most likely home buyer might be X years old,
ismarried, has X children, makes X dollars per
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year, has X years of education, favorite pastimeis
X, hobby is X, favorite car is X and so on.

Junk Mail: Don't ya love it?

Junk mail. Unwanted mail that fills your mailbox
day after day that you must sort through to get to
thereal mail...the bills. Did you ever stop and
consider, “How did | end up on this mailing list?’
“Why are they sending this stuff to me?’

Why? Because you fit the profile of the person most
likely to purchase that product based on past experi-
ence. Does your neighbor receive the same junk
mail you do? Except for the Publishers Clearing
House mailing probably not. Why? Because you are
different from your neighbor. You have a different
model car, different clothes, different hobbies and
interests. They may receive mailings on outdoor
products and you receive mailings on books and
indoor hobbies. They golf you hunt and fish. They
like beer, you like wine.

How Did | End Up On This Mailing
List?

The three most popular means of getting on mailing
listsare: Using a credit card to purchase something
or filling out awarranty card when you buy a new
product. Third most popular is a magazine subscrip-
tion.

Do you have an American Express® Card? Ameri-
can Express allegedly keeps 450 pieces of informa-
tion on each cardholder. Each time the card is
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processed, you decide, by your purchases, which
sales offers will be included with your next hill.

Direct mail ismgjor business. More money is spent
each year on direct mail than al other forms of
media combined. Why? Because it when it is done
correctly... it works.

How does direct mail compare with
other advertising?

Let’s suppose that one of the magazines your target
market reads is Time Magazine®. As asmall busi-
ness you probably aren’t going to advertise in
Time®. But humor me to make this point. You want
to place afull-page ad in Time. Cost: $75,000. Let’s
say, for this exercise, that Time has 500,000 sub-
scribers. So, our message is going to reach 500,000
people, right?

Well, it won't reach the people who just read a
portion of the magazine that doesn’t include your
ad. It won't reach the people who go right past your
ad looking for something else.

| aso said that Time is ONE of the magazines your
target market reads. Actually your demographics
only fall within asmall cross section of the total
Time readership. Your target market might be ages
18-45. Times age demographics might be 18-65.

Your market isin there but it is a portion of the
overall demographic. You are wasting your money-
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reaching people between the ages of 46 and 65.
They are not your customers.

Why does direct mail work?

It's efficient and cost effective. If your research and
profile of your target customer is correct you have
eliminated contact with unqualified customers.
Huh?What does that mean?

Each time you refine your mailing list you eliminate
more and more non-customers. Every non-customer
you eliminate lowers the cost of the mailing.

For example: My target market might be left
handed Italians, who live in towns of less than
9,714 people, in two story houses, on the south side
of the street, own female Clydesdale horses and are
married to women named Inga. Does this list elimi-
nate most of the population?Yes it does. But why
would | want to spend aton of money on conven-
tional advertising hoping to reach this small market
segment?

If | want to reach homeowners, why would | waste
money advertising to renters? Don’t you do some-
thing like this now with your current ads on the
radio and in the newspaper? Are there “ special”
radio stations renters can’t hear that | could adver-
tise on? Newspapers renters aren’t allowed to read?

The more | know about my customer, the easier
they are to reach and sell. The more unqualified
customers | can eliminate from my list the lower my
advertising cost becomes.
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Why does direct mail work in small
towns?

Thisisreally ano brainier. Direct mail really
becomes an effective weapon in towns with a
population of 50,000 or less. The smaller the town
the better. In atown of 50,000, how many potential
customers do you have? Let's say it's 20% for this
exercise. The other 80% are the wrong age, don't
need your product, deal with your competitor or
don’t buy from you for a variety of reasons. It's sort
of the old 80-20 rule. 80% or your business comes
from 20% of your customers.

Twenty percent of 50,000 is 10,000 potential cus-
tomers. Do you mail to all 10,0007 No. These are
only potential customers. How many fit the exact
profile of your ideal customer? The people who buy
from you now and keep you in business. It may be
8,000 or it may only be afew hundred. But that’s
who gets your offer.

How to use direct mail in small towns.

If you are aregular reader of my web site, you've
heard me say many times, the purpose of any ad is
either to promote name recognition of the business
or a“call to action.” By call to action, | mean, bring
in a coupon, make a call, come down to the busi-
ness, etc.

My favorite is postcards. Give the customer a
reason to hang on to your postcard. A drawing,
valuable coupon or some other reason to keep it.
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Here are avariety of reasonswhy | like postcards so
much:

1. Everybody looks at them. You have 3 seconds to
make your point.

2. They are aminiature billboard.
3. They make perfect coupons.

4. People who would never think of picking up a
letter off your desk think nothing of picking up a
postcard and reading it.

5. Your message is exposed to many people as it
travels through the mail and around the office.

6. At .20¢ (as of this printing but threatening to go
up) they are a penny more than bulk mail and go
first class.

7. At .20¢ you can do small-specialized mailings
without having to qualify for bulk mail. No presort-
ing or bundling.

8. Add “Address Correction Requested” to your
return address and undelivered mail will be returned
by post office with new addresses updated free.

9. In black and white on colored card stock they are
inexpensive to produce.

10. Mail 500 or more with presorted bar coding and
nine digit zip and the postage can go down as low
as .13 cents. (Check with post office for exact
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pricing and restrictions. These may have changed
since this book was printed).

11. Even with printing and postage, costs can often
be less than newspaper or radio in small towns and
small markets.

Some Additional thoughts on direct
mail

1. Make sureyour offer isright.

More than any other element, what you offer the
consumer — in terms of product, price, or premium
— will make the difference. Consider combinations
instead of single units, optional extras, different
opening offers, and commitment periods. Freeisthe
most powerful offer you can make, but beware of its
attracting lookers instead of buyers.” Buy One—Get
One FREE” is more powerful than “50% OFF".

2. Demonstrate your product.

Offer afree sample, or enclose asampleif you can.
Sampling is the most expensive promotion in
absolute cost but is often so effective that the
investment is quickly paid back with alarger busi-
ness base. If you measure response on a profit per
piece mailed, it sometimes pays to spend afew
more cents.Caution: The population of your town
or market may not make this economical.

3. Usethe envelope to telegraph your message.

Direct mail must work fast or it'sin the trash. Your
envelope has only seconds to interest the prospect

180



or go unopened into the wastebasket Make sure you
have avery good offer on the outside of your
envelope.

4. Have a copy strategy.

Like any other advertising medium, direct mail will
be more productive, if you decide in advance, the
important issues of target audience, consumer
benefit; and support, tone, and personality. While
your promise should relate specifically to your
product, experts say the most potent appealsin
direct mail are how to make money, save money,
save time or avoid effort. Or to say it another way
— emotion.

5. Grab thereaders attention.

Every beginning copywriter in direct mail learns the
AIDA formula. The letters stand for the ideal
structure of asales letter: attention (your headline),
interest (your subhead), desire (your body copy
expressing benefits), and a(call to) action. Look for
adramatic opening, one that speaks to the reader in
avery personal way.

6. Don’t be afraid of long copy.

The more you tell, the more you sell— particularly
if you're asking the reader to spend a great deal of
money or invest time. A Mercedes-Benz diesel car
letter was 5 pageslong. A Cunard Line letter for
ocean cruises was eight pages long. The key to long
copy isfacts. Be specific, not general. Make the
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letter visually appealing. Break up the copy into
smaller paragraphs and emphasi ze important points
with bold text or handwritten notes. Including
several piecesin adirect-mail packageislike
receiving severa little presents to open and often
improves response.

7. Don’t let thereader off the hook.

Leave your readers with something to do, so they
won't procrastinate. It's too easy to put off a deci-
sion. Use action devices like a yes/no token to be
stuck on areply card. Involvement is important.
Prod them to act now. Set afixed period of time...
such as ten days. Or make only alimited supply
available. Make it extremely easy for the reader to
respond to your offer. But always ask for the order.

8. Pre-test your promises and headlines.

Don't guess at what will appeal to the reader. There
are many ways to sell your product benefits and as
many inexpensive testing methods. Avoid humor,
tricks, or gimmicks. It pays to be serious and help-
ful.

What this chapter means to you.

The main thing to remember about any advertising
isthat nothing works in every situation. Direct mail
isnot the end-all answer to all advertising problems
and may not be the best option for your business.

Compare costs and possible effectiveness of al
types of advertising. Advertising is always a test
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and direct mail requires more testing than most
other types of advertising but when you get it right
and are sending it to the right audience with the
right message it is very effective.
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Section Two: Advertising Media
Direct Mail 101

Chapter 24.
Direct Malil;
Formulas For Success

Just in case you missed it in the last chapter, more
money is spent on direct mail advertising than all
other forms of advertising combined. Why? Be-
cause, when it’s done correctly, it works.

How do you do it correctly, you ask? For direct mail
to be effective, three things have to happen. First,
you need agood list to mail to. The mail must go to
the people most likely to want your product or
service. You probably wouldn’t put McDonalds®
coupons in aWeight Watchers® mailing.

Second, there must be an offer that your customer
will want to respond to. As one of my tips above
points out, “Buy One, Get One Free”, works better
than “50% Off.” Also fear of lossis more powerful
than expectation of gain. “Limited Time Offer”,
“Respond Now” or “Don’t miss Out On Big Sav-
ings’.
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Third, you must take advantage of the postal rates
the USPS (United States Postal Service) offers. You
can dramatically cut mailing costs by designing
your mailing piece to fit specific mailing regula-
tions. Always check with the post office before
designing any mailing piece. Also, don’'t assume
your marketing or advertising agency knows the
regulations. Many don't.

S0, you may be considering using direct mail to
promote your business. The question usually is,
“Wheredo | start?’ Let’s start by knowing exactly
what you want your mailing to accomplish.

| want a certain amount of revenue

We all want our adverting to produce income but at
times you may want to achieve a specific amount of
income.

If | was afarmer and wanted to harvest 100 bushels
per acre, there are a minimum number of seeds |
have to plant to have a chance of accomplishing
this. | know not every seed | plant is going to
germinate and grow.

Direct mail is no different. There are a certain
number of mailing pieces that have to be sent to
realize the revenue you want. In order for this
formulato work, three things are needed.

First, the amount of revenue you want your mailing
to achieve.
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Second, your closing ratio. 100 customers see the
product, 50 buy it, and your closing ratio is 50%.

Third, you will need to estimate the response rate.
Most successful direct mailing produce a 1% - 2%
response. That’s successful ? 98% of the people
don’'t respond to the mailing? Trust me, if you get
2% or better with your mailings and your closing
ratio is 50%, you’ Il make agood living.

Hereisyour formulafor computing number of
direct mail pieces needed to produce a specific
revenue amount.

To Achieve A Revenue Goal of $10,000 if the
average sale is $50.00

Average sale = $50.00

X closeratio = 50%

X response rate = 1%

divided into Revenue Goal ($10,000)
= Number of Direct Mail Pieces
Needed Would be:

$50.00 x 50% x 1% = 0.25

divided into 10,000 = 40,000 pieces

Let’s suppose you can improve your response rate
just 2% with a better offer. If you can, you only
need to mail 13,333 pieces.
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If your mailing was a postcard at .13¢ per card you
save $3,466.00 in postage to achieve the same
$10,000 in revenue. That's the way to do direct mail
right.

| want to make a specific amount of
profit

Most of us arein business to make a profit. In most
cases you may think the marketplace determines
your profit. With direct mail you can generate profit
and it paysfor itself.

In this formula, you need to add your profit margin
to the mix. For this example we'll use a profit
margin of 25%.

Let's adjust your above formulato the following:

To Achieve A Profit Goal of $10,000 if the aver-
age saleis $50.00

Average sale = $50.00

x profit margin = 25%

X closeratio = 50%

X response rate = 1%

divided into Profit Goal ($10,000)

= Number of Direct Mail Pieces Needed
Would be:

$50.00 x 25% x 50% x 1% = 0.0625
divided into 10,000 = 160,000 pieces
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Let’s again suppose you can improve your response
rate just 2% with a better offer. If you can, you only
need to mail 53,333 pieces.

If your mailing was a postcard at .13¢ per card you
save $13,866.00 in postage to achieve the same
$10,000 in profit.

How can | determine the gross and net profit
from amailing?

The success of adirect mail campaign isvery
simple to determine. If it costs more than it pro-
duced, it'safailure. If the oppositeistrueit’'sa
success. Advertising should never cost a company
money. It should always produce revenue. Here are
the formulas to compute gross and net profit on a
mailing.

To Compute Gross Profit of Direct Mail Cam-
paign

Average sale = $50.00

X close ratio = 50%

x profit margin = 25%

x number of mail pieces = 10,000

X response rate = 1%

= Gross Profit

Would be:
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$50.00 x 50% x 25% x 10,000 x 1% = $625.00
Gross Profit

To Compute Net Profit of Direct Mail Campaign
number of mailing pieces = 10,000

x average sale = $50.00

X closeratio = 50%

X response rate = 1%

x profit margin = 25%

minus cost of direct mail campaign

(Il use $1000.00 - | did my own design and copy-
ing)

= Net Profit

Would be:

10,000 x 50 x 50% x 1% x 25% -$1,000 = $-375.00
Net Profit

What happened? This mailing campaign was a
failure. It lost $375.00 more than it produced.

Asyou can see, losing money in direct mail adver-
tising is possible and perhaps even probable if you
don't follow the rules. The first two formulas may
demonstrate that your businessis not ready for
direct malil. If it is, make sure you have a current
mailing list and a good offer.
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Once again, when it comesto direct mail, small
towns have a definite advantage over large cities.
First, the list is usually smaller. For example, in a
town of 25,000 your customer base may only be
10% (2,500 people).

Mailing postcards to 2,500 potential customers,
even at full first class postage of .20¢, is only
$500.00.

If you mail to this group 4 times ayear, you are
looking at postage costs of $166.66 per month. This
should be affordable for most small businesses. If
addressed properly the post office will charge
considerably less.

If you use mailing lists to promote your business
then you know the list brokers usually have mini-
mum amounts of names you must buy. Usualy its
3,000 to 5,000 at atime. Don't feel you have to mail
all those names at the same time.

You can break them up into smaller mailings over a
period of time to keep costs under control. You can
also use the profits from the early mailing to finance
the rest if your offer and response is good enough.

If it isn’'t you still have enough namesto send a
revised offer to some different people and try to
improve response.

CAUTION: People move at the drop of a hat. Your
list will start to become stale the day you get it. Do
the additional mailings as quickly as you can to take
advantage of the most names.
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What this chapter means to you.

Direct mail is an excellent way to keep your name
in front of customers. Use it consistently to keep in
contact with your customers. Each mailing may not
produce immediate revenue but over the long haul,
it will produce the most important product your
business needs... customers.
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Section Two: Advertising Media
Direct Mail 101

Chapter 25:
How To Know If You Can Sell
Your Product By Direct Mail

| talk about direct mail on my web site and at my
seminars and workshops because it is one of the
most successful and inexpensive ways to market
your product...if it's done correctly. Those last four
words are the key.

Most industry experts say that a one to two percent
response is an indication of a successful campaign.
So, when you decide that you want to sell your
product by direct mail how do you know how much
to mail? (See: Chapter 24 Direct Mail: Formulas
For Success) And, can you make any money?

You'll want to start with asmall test mailing. |
usually recommend 5,000. It is small enough that it
won't bankrupt you and large enough to give you a
sizable number if you get a one to two percent
response. (1% = 50, 2% = 100 responses). Thiswill
also give you a guide as to costs of the mailing for
the response that is returned.
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For example, let's say you mail 50,000 offers. You
get a 1% or 2% response. (1% = 500, 2% = 1000
orders) Your product sells for $14.95 (You gross
$7,475.00 or $14,940.00) what happens when you
deduct the expenses. Printing, postage cost of list
etc. If each mailer cost just .50¢ your expenses are:
$25,000.00. You just lost $11,000.00.

To make this successful one of three things must
happen.

1. You must sell the product for around $30.00,
2. You must cut the cost of the mailer, or

3. You must increase the response from 1% to 2% to
at least 2% to 4%.

Numbers one and two are the most likely but num-
ber three can be the most effective. The better your
mailing list the higher your response rate will be.
Provided of course, that you have a good product
and a good offer.
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Section Two: Advertising Media
Direct Mail 101

Chapter 26:
How ToWrite A
Direct Mail Letter

Most advertising experts agree that, if done cor-
rectly, direct mail isthe best way to sell any thing to
anyone. Why isit so successful ? Because direct
mail uses arifle approach rather than a shotgun
approach. If | shoot arifle at atarget | haveto be
precisein my aim. Thetarget isvery small. If |
shoot the target with a shotgun | have a better
chance of hitting the target but alot of my shot also
misses the target. So those pellets are wasted be-
cause they missed the target. The sameistruein
direct mail advertising.

The more closely you can target your market and
reach them with your advertising message the better
your result will be. AlImost any other form of adver-
tising you can name uses the shotgun method.
Direct mail isthe only form of advertising that you
can send to exactly who you want to reach. You can
send one piece or amillion. Let me show you how
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different advertising methods compare to direct
malil.

Direct mail comparison

Compare direct mail in asmall town to newspaper
advertising. Let’s say you're advertising farm
equipment. While most farmers receive the newspa-
persfor crop reports and other agricultural informa-
tion, the residents of the town do too. The town’s
people could care less about farm equipment be-
cause they are never going to purchase it. Yet you
are spending your advertising dollars to reach them.

With direct mail you could target specific farmers or
specific rural routes. Your response should be
higher and your cost might be less depending on
local newspaper rates. But at any rate your cost per
customer should be lower. Notice | didn’'t say cost
per thousand; | said cost per customer. For more on
this see: (Chapter 23: Direct Mail: Why It Works
And How To Use It) Now that you know alittle
about direct mail let’s talk about your direct mail
|letter.

Always begin with a good first im-
pression

Wouldn’t you want to dress your best when making
asalescall on anew prospect? Most of uswould
answer yes. In the case of adirect mail letter you
are not physically making the call but your mailing
pieceis. So your mailing piece should make the best
impression it possibly can. In this case we are
usually talking about your letterhead.
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It doesn’t have to be expensive but should be well
done. It can be black and white or color and should
be on a nice paper. | would recommend a nice white
linen stock. Resist using colored paper for letter-
head. Basic white will usually get the best results. |
realize that you are probably tempted to use a cheap
paper because of the size of the mailing but remem-
ber afew new customers should pay for the cost of
the mailing. Including the better paper.

Whom are you mailing to?

Microsoft Word and WordPerfect both have a
feature called mail merge. What this means is that
each letter can be personalized to the personiit’s
addressed to. Instead of Dear Occupant or Dear Sir
or Madam, it will say Dear Mr. Smith or Dear Mrs.
Jones. Response is usually higher when personaliza-
tion isused. If you are not able to do this for some
reason try and be as specific as you can in generic
personalization. “Dear Gallatin County Voter” for
example.

Why should they read your letter?

Ever have a person start talking to you and right
away you wish you were somewhere else? The
reason you want to be somewhere else is because
they have not captured your interest in what they
are talking about. It's the same with your direct mail
letter. The first paragraph must contain information
they need or want which grabs their attention
immediately or your information is destined for the
wastebasket.
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In many cases a question works well. For example,
“May | show you how your company islosing
money each month with your current widget sup-
plier?” Or you might use an industry statistic. “Were
you aware that 8 out of 10 businesses fail because
they do just one thing wrong?’ | would probably
keep reading to find out what that one thing is and
am | doing it wrong.

What are the bennies?

Every product has a feature or features. But in order
for your direct mailing to be successful you must let
people know what the benefit of each featureis.
Keep in mind that afeature iswhat a product has; a
benefit iswhat a product does. One of the most
powerful benefits a product can offer is conve-
nience. A handsaw will cut a board but a skillsaw
can do the same job in one-tenth the time. The
convenience of speed outweighs the additional
expense of the skillsaw.

The fact that a car has four doors doesn’t mean
much unless you can trandlate that into a benefit to
the car buyer. The fact that it's easier for the kids to
get in and out of the car may be a benefit. The fact
that you transport your grandparents from time to
time and it's easier for them to get in and out may
be a benefit. It may be easier to get your three dogs
in and out of the car. A real estate agent may need to
show multiple houses to afamily of four. Who
wants to climb over seats all afternoon? Stress
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benefits to your customers over and over in your
letter and in your brochure.

Use the power of a third party to re-
enforce your message.

Has afriend ever recommended a movie or agood
book to you? Chances are they have. We are much
more comfortable trying something if we are famil-
iar with someone else who recommends that prod-
uct. Many products use a spokesperson to deliver
the selling message. We may not actually know the
famous movie star but we often feel that we do.
And, if we like the person we may very well buy the
product based on the testimonial of the star.

In small towns there are stars too. Many small town
business people are well known in the community.

If you have done work for these folks ask them for a
testimonial letter. If they don’t know what to write
about your business then offer to write it for them
and just have them sign it. If you’ ve done a good
job people are happy to tell others.

Here are some ways to make things
stand out in your direct mail letter.

Many people will just open your letter and look at
it. For these people you need away to make the
important parts of your letter stand out to them. The
most common way isthe use of bold lettering that
makes text stand out from the text around it. Bold
and atouch of color will also be noticed. Pick your
phrases wisely when doing this. They should be
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short and sweet. Consider just bolding parts of
sentences like my example above to get the reader
started.

Here are a few things that | suggest
you don’t do.

Avoid using all capital letters except in headlines.
And even there | would use them sparingly. Do not
underline words unless you are using typewriter
typefaces. Underlining was the only way people had
to emphasize text when using the old style type-
writer. Use bold instead.

Be careful using reversed text. Reversed text would
be white text inside a black box to make it stand
out. Don't use reversed text in all capsunlessit’s
only one or two words. Never used reversed text in
sizes lower than 18 points. It will be difficult to
read.

| like your message so what do 1 do
now?

If your direct mail letter has done a good selling job
the next part is to ask the customer to do something.
Thisis commonly called, “acall to action.” What a
call to action doesis ask the customer to do some-
thing now. Don’t wait. Make a phone call, mail in
the card, stop by the store, redeem a coupon call our
toll free 800 number, visit our web site and so on.

Most people are more afraid of fear of loss then
expectation of gain. So you might want to add,
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“limited time only” to your offer. Or put an actual
date when the promotion ends. Or perhapsadis-
count on the first 500 orders received. There must
be a reason to make the consumer act now and not
procrastinate.

This is one of the most important
parts of any direct mail letter.

A percentage of your customerswill go right to the
bottom of the letter to see who wrote it. And right
below that is the postscript or PS. asit's commonly
known. The PSis another chance for you to restate
your offer and another call for action. “Order the
new improved widget before Jan 1st and receive
your free gift”. The postscript is one of the most
powerful tools you can use is your direct marketing
letter and is amost always read.

What this chapter means to you.

All of the elements above are certainly important
but I’ ve saved one more for this section that is aso
important. When you write your letter, picture one
customer in your mind and write a personal letter to
that person. What would you say to them if they
were here in person? What important parts would
you like them to know about your business or
product?

The second part to remember is that people are
emotional not logical. Remember our rule. When
emotion and logic come into conflict emotion
awayswins.
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When you write your letter don’t forget to speak in
terms of feelings and avoid the cold hard facts of
features without benefits.

You'll want the facts in there but expressthemin a
warm personal manner, not a cold impersonal way.
Stress the benefits of the features— not just the
features.
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Section Two: Advertising Media
Yellow Pages 101

Chapter 27:
Yellow Pages. Pros& Cons
(How To Do Your Ad
The Right Way)

The most popular way to find a service or business
on alocal level in the United Statesis by far the
Yellow Pages. “Let your fingers do the walking”,
saysit al. If you think you don’t use the Yellow
Pages that much, put it in the basement for a month
and see how many times you reach for it. If you are
in aservice business: carpet cleaning, plumbing,
carpentry or a contractor or electrician you'll get a
lot of calls from the Yellow Pages.

For some unknown reason, the term Yellow Pages
was hever copyrighted by anyone, so you seeit used
by all sorts of local telephone directories. Here are
some of the strengths and weaknesses of the Yellow
Pages:

Strengths of the yellow pages

Buyers: By the time a person getsto the Yellow
Pages, they are already sold; they are looking for
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the place to buy. Make sure your salespeople know
how to field these phone calls.

Credibility: Most fly-by-night companies don’'t go
to the time and expense of aYellow Pages ad. If a
company has aYellow Pages ad, there is a percep-
tion, that the company is probably honest and

capable.

Classifications: If your business wears many hats,
you can advertise under several headings. For
example, a company that sells copy machines may
also sell fax machines and would want to be under
both listings and increase your customer base. You
should be under any heading your target market is
likely to look for.

Free copy: Every person and business in your
selling area that has a phone gets a free copy of
your ad. Yellow Pages are used by 89.9% of all
adults. It gives you total market coverage.

Twenty-four hoursaday: It'sready to go and if
you're a 24-hour business, customers are ready to
buy.

Cost: The cost per thousand is relatively low
compared to other media. (Remember to track cost
per customer in your ad). Extends the reach of other
media: “See our ad in the Yellow Pages under
widgets.”

Yellow pages weaknesses
Naked to theworld: | turnto your Yellow Pages ad
and there you are— with ALL your competitors.
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Thereisachance | might call acompany with a
bigger ad than yours, or one that says they provide
the specific service | need.

Long lead time: You need to have your ad ready
almost six months before the new phone book
comes out.

No Updates. Change of address, phone, new
services, discontinued services? Sorry, no update
until the new phone book comes out. Heaven forbid
if you did anything wrong or there is atypo. You are
going to be there for along time.

No Coupons:. | was working with avideo company
in San Diego at the beginning of the video rental
boom in the early 1980’s. We made the major
mistake of putting a two-for-one movie renta
coupon, with no expiration date, in our Yellow
Pages ad good at any of the 15 stores we had at that
time. Thiswas during the early days when the
average rental price was $5.00 per night. People got
coupons out of phone booths, offices; no phone
book in the city was safe. For almost 18 month we
gave away thousands of dollarsin free movie
rentals. It was avery painful lesson. Before you
start to feel too sorry for them, they did go on to
build 42 stores in San Diego and eventually sold the
chain to Blockbuster Video for $12.5 million.

How to do your ad the right way.

One of the most important pointsin al my books
and articles are trying to finds ways to save money
on advertising. Thisis not one of those places.
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When you contact your Yellow Pages Rep, they are
going to tell you that the design of the ad will be
included in the price of the ad. This may vary from
one areato the next, but it's generally true. What's
the problem? “I’m saving money on graphic design
charges, aren’t 1?7’ Yes, you are but...

Here's the problem. All your advertising pieces
should have arecurring “theme” or family resem-
blance. Same colorsin the logo, same typefaces in
the brochure as in the newspaper ads and flyers.
When you create an image for your business, that
image should be expressed accurately in “all” your
advertising materials. Your Yellow Pages ad should
be one of your most viewed forms of advertising.
Any deviation from your theme might confuse your
customers. Ads designed by the Yellow Page de-
signerstend to look alike. Check your own copy.
Look at your competitors. Don’t you notice certain
sameness?

So, do it right, and have the same people who
designed your business cards, brochures and other
materials, create your Yellow Pages ad. Save money
by having your designer create pieces of ads, in a
variety of sizes that can be assembled as needed for
any ad at no additional cost. If you are the designer
of your advertising then you end up saving on your
OWn Services.

If you are the designer, make sure you lay the ad out
with the important thingsfirst. Thisisamedia
where people go mainly to use the phone. Your
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Yellow Pages ad is designed to do one thing—get
people to call you on the phone or come to your
place of business. So what are the most important
components to put in the ad? Start by making alist
of what absolutely, positively has to bein your ad.
Don't create a great message that |eaves no room
for the phone, logo, address, web site or other
essentials. Remember, we want acall or avisit from
our customer. Use the ad to create curiosity; don't
ask the ad to close the sale for you.

Use theserules for all of your advertising and watch
your salesimprove.

What this chapter means to you.

| think the consensus hereisclear. If you can afford
to bein the Yellow Pages, do it. When | first opened
my marketing business in 1985, the profit from my
first call paid for my Yellow Pages ad for the year.
However, | placed alarger, less expensive ad in a
regional Yellow Pages and never received asingle
call from that ad. I’'m not saying don’t advertise in
regional books, but you may want to ask similar
businesses how their ads are doing.

When in doubt, do what | did...Test an ad and find
out. If it works next time buy alarger ad. Two good
Yellow Pages resources to help you design and buy
ads that work are:

“Advertising In The Yellow Pages’ by W.F. Wagner, and
“Getting The Most From Your Yellow Pages Advertising” by

Barry Maher.
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Section Two: Advertising Media
Magazines 101

Chapter 28:
How To Advertise in Magazines

Almost every kind of business has some kind of
magazine devoted to it. It never ceases to amaze
me, as | travel around the country giving advertising
workshops and meeting business people, the variety
of trade magazines that are available to small
business.

To be successful in this form of advertising you
need to become a student of magazine advertising.
Start tearing out ads you like and collect them for
the time when you will design your own magazine
ads. Make alist and collect the ads of people in
your industry who advertise consistently. If they
keep advertising then something is working for
them. Study their ads and message. What are the
benefits they are stressing to their customers?

Magazines are usually classified by content, geogra-
phy (Montana Magazine), and whether they are
business-to-business, specia interest or for general
public consumption.
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Why advertise in magazines?

Long life: As| mentioned above, some magazines
stay in doctor’s offices for years. Your ad stays
there with it. Great for name recognition. | was the
member profile in Costco Connection® magazine in
March of 2001. | am still selling books from that
appearance more than ayear later.

Narrow Target Market: If you have a narrow
target market, thisis an excellent way to reach those
people. They are seeking out this type of informa-
tion and will pay more attention to the ads. In fact
many will go looking through these ads for suppli-
ers and industry specific products.

Versatile: Have you ever scratched off aspot in a
magazine to sample a perfume fragrance? Ever seen
afold-out in a magazine? Special inks? Heavy
paper? There are alot things magazines can do
other media can’'t or won't. However keep in mind
that magazines are going to be more costly than
many other types of advertising. So make sure you
follow our 75% expection rule; the ad must produce
more money than it costs or you shouldn’t be there.

Credibility: The magazine itself can give you
credibility. Remember Good Housekeeping® Maga-
zine? Every company wanted the Good Housekeep-
ing Seal Of Approval on their products. Some
magazines have excellent reputations and an ad
transfers that reputation to your company in the
eyes of some loyal readers.
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What are_the reasons not to advertise
In magazines?

Long lead time: It takes awhile to get your ad to
the magazine. To advertise my web site for Christ-
mas, I’ll need to have the copy in by the beginning
of September at least. And I’ m not sure what
www.smal ltownmarketing.com will look likein
December. It could be very different than it looks
today.

High Cost: Many national magazines are price
prohibitive. A full page-four color national ad in
“Peopl€®” can exceed $100,000 per page. Many
national magazines produce regional issues and
those rates, though still high, are more reasonable
for small business. TV Guide® is agood example of
amagazine that offers regional advertising. If your
target market is there it might be an excellent value.

Size and Color: Magazines offer great color quality
(for aprice, usualy high) that other media can’'t
touch. You will never see magazine color in news-
papers for example.

Limited Space: Magazine editors don’t want the
ads to overpower the content of the magazine.
Except in the case of “Peopl€®” special issues where
the ad pages often outnumber the content 2to 1. It’s
easy for your ad to be lost in popular magazines
because they are crowded.

L ow frequency: Monthly magazines are only 12
per year. You may need to have other advertising in
place to reinforce your magazine advertising.
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If it'swrong it’swrong for alongtime: If you
make amistake in your ad such as an incorrect
price, you may be defending yourself on the phone
to irate customers for months. Even a correction or
retraction in afuture issue may not undo the
damage.

Where are the best places to be in
magazines?

The best places to put your ad in a magazine, best
to worst, are:

1. Theinside front cover,
2. The back cover,
3. Thefirst few pages of the magazine,

4. Directly across from the cover story or the
feature story,

5. Theinside back cover,

6. Thefirst 25% of the magazine,
7. The next 50% of the magazine,
8. Thelast 25% of the magazine.

These may vary from magazine to magazine. One
way to find out what's successful in magazinesis
to look at back issues. If the same companies keep
showing up in the same spot month after month,
you know it must be working.
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Once companies find a spot that isworking for them
they do not want to give up that spot. Let your ad
rep know that when the contract for the spot you
want becomes available to call you and give you the
opportunity to place your ad there or at least to bid
onit.

What this chapter means to you

If you can afford magazine advertising, especially
in color, it can be very rewarding for your business.
You'll find alist of magazinesin the “ Encyclopedia
of Periodicals’ at your library. Contact the ones
you are interested in and ask them to send you an
“advertising rate kit” This should contain pricing
and the demographic information pertaining to the
magazine.

Magazines stay around along time as opposed to
other media and has the power to be the most
professional and eye catching presentation. Thereis
also the prestige factor for appearing in certain
magazines which will give your business some
credibility.

Your target market may tend to hang on to the
magazine because of the articles. When this hap-
pens they hang on to your ad too. People often loan
articlesto their friends and family so you can expect
more visibility than just the original owner of the
magazine.

Don't forget to include address, phone number, web
site, email, fax number etc. Always make it easy for
the customer to reach you.
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Section Two: Advertising Media
Television 101

Chapter 29:
How ToAdvertiseOn TV

Most small towns don’t have local television sta-
tions. However, I’'m going to cover this area be-
cause the time may come when your business
reaches a size that you' || want to advertise on one of
the stations that reaches your community.

Thetelevision industry is the most powerful means
of reaching mass numbers of customers quickly.
The larger your target market the less expensive
television becomes. Car dealers, appliance dealers,
fast food are all big users of TV. Even narrow
markets can be reached if the show and audience
are properly matched. Just be sure the numbers of
viewers are there to produce enough customers to
justify the costs.

Inradio, as| mentioned earlier, people tend to stay
with one station most of thetime. In TV, people
“channel surf” through the endless selections until
they find something that interests them. This vast
selection of choices makes it even more critical that
you correctly identify your target market and be on
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the right stations at the right times to maximize
your effectiveness and get the most bang for your
buck.

The power of TV and how to use it.

For many people TV istheir principle form of
entertainment. And with the current popularity of
DVD movies and cable people are watching more
than ever.

Not everyone reads the paper, or magazines, but
almost everyone watches TV some portion of
every day, either for entertainment or news or just
relaxation.

Learning and education channels take us al over
the world and show us aworld we could never
imagine. TV can reach and influence better than
any other advertising medium.

For a product that requires some kind of demon-
stration, education or instruction, TV isyour
medium. Could magazines and newspapers have
sold the HulaHoop aswell as TV did? TV edu-
cates faster than almost any other media.

Stimulate the senses

Radio is sound, newspapers and magazines are
visual. TV combines not only sight and sound but,
depending on your imagination, taste, touch and
smell. TV can stimulate our senses like no other
media. It can make us laugh, cry, sing and scare us
to death al within an hour or two. The old “ Wide
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World of Sports’ show every week would show us
the “thrill” of victory and the “agony” of defeat.

Make your own local celebrities.

TV creates personalities. Most of us recognize our
local car dealers on the street from their TV ads. We
almost feel asif we know them because they arein
our homes on aregular basis. You can create a
personality for your business or products too. Use
local DJ's or create a spokesman from your com-
pany. Put them in front of the public for awhile and
“poof” they are famous. At least in your local area.
Dol redly need to mention “Mr. Whipple” here? If
you forgot who that is then you might want to go
squeeze your Charman® and maybe it will come
back to you.

Show them your brand.

Got a package design that you' d like people to start
looking for? TV again is your best bet. Show people
what they should be looking for in their stores. In a
very short time you can have even a new package
seem like an old friend.

When and why would you not use
TV?

TV isexpensive even in small local markets. Pro-
duction costs, time, locations, ideas, reshoots all add
to the expense. One way to save money on TV
advertising is to use national ads that have already
been made at corporate expense and add your name
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(called a“tag” or “tag line”) and address at the end
of the commercial.

Check with your suppliers and sales rep about these
ready made commercials and use co-op advertising
money paid by the supplier to help pay part of your
advertising expense.

Like radio, once the message is played, it's gone.
Newspaper’s and magazines keep your ad around a
little while but with TV your commercial is gone
and the next message is on the way. However, with
VCR’sit can be seen again when the tapeisre-
played and can be passed along to others. Many
people will record movies even with commercials
and keep for those nights when there is nothing on
their 500 + channels.

With the hundreds of channels and thousands of
commercias your message must be played over and
over again to get through the maze of information.
Over and over trandates into a pretty good expense
very quickly.

What makes a good TV ad

Earlier in the book | talked about the Apple® TV ad
shown during the 1984 Super Bowl. Most advertis-
ing agencies agree that it was the best commercial
ever made. What made it so good?

It didn’t show the product but it created a curiosity
that swept across the nation. The next day everyone
was asking what this new computer was all about.
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Even though it was only shown once itsimpact is
still being felt dmost 20 years later.

All good movies have a beginning, middle and an
end. It's the same with TV. Get the viewers atten-
tion, tell the story, reaffirm the message and call for
some kind of action. Thisis also an excellent way to
send them to your web site or to call your toll free
number and order right now. Does “Operators are
standing by” sound familiar?

The Power of TV

1. The picturemust tell the story. After al itisa
visual media. Try thistrick. Watch your commercial
with the sound turned off. Is there a message there
even without the words?

2. Look for akey “visual”. A good test of aTV ad
is; could you take a single frame from your TV ad
and make a magazine ad, brochure or flyer from it?
A strong visual coupled with an attention getting
headline. If you can then the image is successfully
telling the story.

3. Grab the viewer’s attention. The first 5 seconds
of your commercial are crucia. Analysis of audi-
ence reaction shows either a sharp drop or a sharp
rise in interest during thistime.

4. Be single minded. A good commercial is uncom-
plicated, direct. It never makes the viewer do alot
of mental work. Longer commercials should not add
copy. A 60-second spot tells the same story as a 30-
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second one, with more |eisure and detail. And—
best of all— you can use repetition within the
commercial.

5. Register the name of your product in the
customers mind. Too often, a viewer will remem-
ber the commercial but not the name of your
brand. Thisis a problem particularly with new
products. Showing the package on screen and
mouthing the name is not enough. Take extra pains
to implant your product name in the viewers mind.

6. The tone of your advertising must reflect
your product personality. If you are fortunate
enough to have a product with an established
brand image, your advertising must reflect that
image. It takes dedication on the part of advertiser
and agency to build a brand personality, Discipline
yourself to reject advertising that conflicts with it.

When you launch a new product, the very tone of
your announcement commercia tells viewers what
to expect. From that moment on, it is hard to
change their minds. Once you have decided on a
personality for your product, sustain it in every
commercia. Change campaigns when you must,
but retain the same tone of voice.

7. Avoid “talky” commercials and usethe
power of the visuals. Look for the simplest, and
most memorable, set of words to get across your
consumer benefit. “Winston tastes good — like a
cigarette should” is still remembered even though
it hasn’'t been used for over 30 years.
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Every word must work hard. A 30-second commer-
cial usualy alows you no more than 65 words, a
60-second commercial twice that amount. Be
specific. Pounce on clichés and superlatives. A
strong visual coupled with an attention getting
headline. Try this—When you ask for 10 words to
be added to a commercial, decide which 10 you
would delete to make room for them. Keep it
simple, snappy and concise.

What are the dangers of placing TV
ads?

Chances are you will be placing you own ads on

TV. This can be a dangerous activity for your
business. It isn’'t that TV is more difficult than print
or radio — the problem is the cost of a mistake. One
mistake — your message in the wrong place or
wrong target market — can be much more expen-
sive than other media.

With more and more channels coming on board
every day it is much more critical that you identify
your target market as specifically as possible. This
isthe one media that you definitely can’t afford
mistakes.

Thisis one of the best reasons to contact someone
in your industry who knows how to place thiskind
of advertising. Check the yellow pages for towns
like yours around the country and call successuful
people inyour industry and ask when, where, what,
why and how their TV advertising is working.
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Follow the lead of people who are successfully
doing what you want to do in TV advertising.

SomeTV ad tips

The most economical form of TV advertising is
“gpot” advertising. For example, you might sponsor
the weather segment during the news. The weather
is brought to you by... and you get alogo shot and
your web site, phone and address. Less than five
seconds or so but people become used to you
sponsoring the weather and your advertising starts
paying off in customers that think of you when they
need your type of product or service.

Keep in contact with your local salesrep for up-
coming special programming that might attract your
target market. Local sportsisagreat way to get
some exposure for your business. Don’'t wait until
your local team is ready for the Championship game
to buy your spots. Make a deal at the beginning of
the season that if the team reaches the finalsand TV
coverage is planned that you will commit to a
certain number of spots. That way you'll be locked
in and others will be locked out.

Run ads several times over a period of weeks
instead of months. People need that constant re-
enforcement of your message for your advertising
to be effective.

Try and run commercialsin the middle of the show
rather than at the end of one show and the beginning
of another. At the end of shows people rarely stick
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around for the commercials. They are off to the
fridge or bathroom or perhaps channel surfing.

Vary your ads for better response

If you are going to run severa spotsin the same
evening or during the same show, have two or three
variations of the same commercia ready so the
audience won't get bored seeing the same message
over and over. Thisis going to add to the cost of the
overall ad campaign but will be worth it if you are
planning on running alot of ads.

Television advertising is an investment just like any
other form of advertising. And you should measure
it the same way. How many paying customers
paying your average price are going to have to walk
in your storeto make TV effective?

Thereisno reason to fear TV anymore than any
other media. Just learn the pros and cons like any
other form of advertising and use it to your advan-
tage. It's one more weapon in your advertising
arsenal.
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Section Two: Advertising Media
Internet 101

Chapter 30:
Should A Small Town Business
Have A Website?

| stopped for lunch at one of my favorite restaurants
recently. | usually take advantage of thistimeto
catch up on some reading. Forgetting to bring
something with me | picked up a copy of our local
Mini-Nickel®. In your part of the country it might
be called the PennySaver® or some other name but
it's mostly ads for cars, boats, property or folks that
have something to sell.

As| looked through theissue | did what | usually
do, look at the ads and see how they are done from
an advertising and marketing standpoint. As |
looked closer | began to notice that many of the
local businesses had web site addresses.

| suppose the natural Internet responseis, “What
does aloca small business need with aweb site?’
“It's not like they’re going to do businessin Swit-
zerland.” Then it hit me. We are so conditioned by
mass media advertising that the Internet is only
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composed of high profile companies that average a
million hits or more per day. We don’t think of Joe's
Shoe Store needing a wedsite.

The Internet is just one more weapon in our adver-
tising and marketing arsenal. What's wrong with
using the Internet to reach your target audience of 5
to 10 thousand people? You don’'t need millions of
hits per day to put your business in cyberspace.
And, for what the Internet can do for you far out-
weighs the expense. Let's ook at the reasons why.

Does your business belong on the
Internet?

Once again we keep coming back to one of the
principle reasons for this book and my web site.
Small towns are not the same as big cities. Let me
give you some common questions “experts’ ask
when deciding whether a business belongs on the
net. And the reasons why, in some cases, they
simply don’t apply to small towns.

Printing Costs. Many large companies send out
tons of paper in the forms of brochures, reports and
other printed materials. Most small town businesses
are just trying to keep the doors open and rarely
have alarge printing budget. The net can make
sense for many small town businesses because you
can put afull color brochure and tons of informa-
tion that would cost a fortune to print and mail.

Customer Service: One of the great things about
small towns isthat people take care of problemsin
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person. You go down to the store or business and in
many cases you'll talk to the business owner
themselves. Large companies want to cut costs by
eliminating personal contact because alive person
is expensive. If someone can be directed to a FAQ
(Frequently Asked Questions) page instead of to a
live person then the company saves money but
loses a customer contact.

If you're Microsoft and receive thousands of calls
then that might make sense but it doesn’t in a small
town. | would prefer to take my problem to the
owner and in most small towns | can. | would not
recommend virtual customer service instead of
personal customer servicein asmall town.

Direct Mail: If you are aready selling your prod-
uct by direct mail then the net might make sensein
certain instances. If you aren’t but think you could
then do your homework. You may need additional
credit to increase your inventory. You certainly
have to become knowledgeable regarding post
office mailing regulations and costs.

You need areturn policy as well as customer
security of credit card information. Here again the
small town plays a part. If you are asmall or home
based business and you try to compete with direct
mail houses you are going to lose. Unless you have
avery unusual product that is patented or very
difficult to copy. Direct mail houses know every
trick in the book. They are always going to be
cheaper and are going to be able to advertise more
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than you will. We have had at |east one store herein
Bozeman, Montanathat closed its doors and now
sells exclusively on the net. Fitchner Chevrolet in
Laural, Montana (Population 6800) isthe number
one Corvette dealer in the United States. How do
they do it? They are the undisputed Corvette author-
ity on the Internet.

Keyword: Can your business be described by a
single word? In asmall town it may or may not
matter. Why? Because you may not need to reach
the whole world...just your part of it. The name of
your business may be well known in your county
but unknown to the rest of the world. Who cares?
They aren’t your target market. If you're a car
dedler you probably aren’t going to sell many in
France.

Direct Sales To Customers: Thisisthefirst onel
totally agree with. If you sell direct to local custom-
€rs you can give your business a boost by being on
the web. Customers don’t always trust salespeople
initially. A web site often gives customers a since of
comfort and confidence about your business. After
all you are willing to go to the expense of putting
your company name and reputation out there for all
to see.

These are just afew of the things you should con-
sider before jumping into cyberspace. I'm sure
you'’ ve probably heard others.
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Small town web site advantages

The Internet isn’t for everyone. There are some
businesses that can really improve businesses while
others don’t see much in the way of increased
business. Here are some of my reasons for small
town businesses to consider aweb site.

There is no other mediathat I’m aware of where
you can produce 4-color information about your
business so inexpensively. It re-enforces the cred-
ibility of your business. It’s hard to find Fortune 500
company advertising on network TV that doesn’t
have aweb site address in the ad. Having aweb site
often gives the impression of a quality company.
Even people who are not on the net will have a
higher level of respect of your company.

You can provide company history, products, ser-
vices and testimonials that provide away for new
customersto find out about your company quickly
and easily. No other media can be changed so
quickly. If you need to react to something your
competitor's are doing you can do it in a matter of
seconds.

Use other mediato direct people to your web site.
For example, you don't havetimeto list all sale
itemsin aradio ad but you can direct listenersto a
complete list of sale items with pictures on your
web site.

Each day more and more people are tuning to the
Internet to find products and services. You can
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research prices, services and companies with more
information than any yellow pages ad.

Small town web site disadvantages

There are alot of positives of small town web sites
but there is also adownside. Here are some reasons
to think twice before going on line.

Cost: The more you can do yourself the better it is.
| do my site myself and that saves me quite a bit.
Internet Service Providers will charge $30.00 to
over $100.00 per hour for site design and mainte-
nance. However in many small towns people are
creating terrific web sites as a home based business
and may be far more economical than similar
servicesin large cities.

IsInternet accessreadily available in your area?
In the Gallatin Valey, where | live in Montana,
there are about 60,000 people. According to local
studies 77% of that 60,000 has Internet access either
at home or at work. If you arein arura areawith
low Internet activity it may not be advisable to have
aweb site. You would be better served to advertise
in other media. But with almost a million new web
sites being added each day the world is becoming
more and more connected.

Time: If you want to have a quality site and main-
tain and update it yourself that is going to take some
time. | spend about 30-40 hours aweek maintaining
my web site. Reading, research, searching and
creating pages and keeping things as current as |
can. Not to mention writing books.
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Legal: With aweb site you may be dealing with
credit cards. You will need a policy to insure your
customers' security. On my secure order page, credit
card numbers go directly to the bank and not my
web site. | never see acustomers' credit card num-
ber. If you are shipping products you will need to
become familiar with both mail order and postal
laws. You will also need away to deal with returns
and ways for customers to reach you if they have a
problem.

What does it take to make a local web
site successful?

After checking the advantages and disadvantages of
cyberspace, you may have decided a web site might
be right for your business. Here are some things that
will help you make a successful local web site.

If | were to say Amazon.Com what item comes
immediately to mind? Right...Books. Amazon.com
is probably the largest online bookseller. But if |
had asked that question in 1994 you would have
probably said ariver in South Americaor a very tall
jungle woman.

The point of this exercise is that Amazon went to
great lengths to make that name synonymous with
books. Can the same thing be done with a small
town website? Yes, and the good newsiis... it's even
cheaper as a rule because you have fewer people to
reach and more ways to reach them.
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If you are already advertising your businessthen it’s
asimple process to add your U.R.L. (Universal
Resource Locator) web site address to all your
current advertising. Business cards, |etterhead,
delivery trucks, and answering machine should all
carry your web site address. Yes, don’t forget your
answering machine so after hours customers have a
place to go to find out about you when you are
closed.

Start networking your sales area. Meet as many
people as possible and let them know you have a
web site. Have business cards made up introducing
your site and pass them out and put them in every
local bill you pay every timeyou pay it. If you're
not a member of your local Chamber of Commerce
then join. Groups like this are a great way to make
contacts with people who can help grow your
business. Make sure you include your email address
in al advertising. Thisis an easy way for customers
to request information after hours. Put an announce-
ment in your local paper about your new web site.

Some things to consider before going
on line.

First and foremost, is your competition there? What
kind of site design do they have? What services and
products do they offer? How are you the same?
How are you different?

Want to know when your competitor changes their
site? Have the folks at www.spyonit.com keep an
eyeon it and email you when there are any changes.
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Would you like to know who is linked to your
competitors web site and driving traffic to their site?

Here are three sites that will give you a good idea of
who your competition is linked to. Just enter the
competitor's URL for afull report.

http://www.linkpopularity.com
http://www.linkpopularitycheck.com
http://www.marketleap.com/publinkpop/
Don’t forget your ad budget

Your online presence is going to create an expense
until it begins producing additional paying custom-
ers. Redo your business and marketing plans to
address this new option and create your online
marketing strategy. What are your online objec-
tives? Are you going to be informational only?Are
you a“virtual storefront?’

If you are planning a web site that requires updating
on aregular basis you are going to have to budget
some time to accomplish that. If you are going to
have your ISP (Internet Service Provider) update
your site then you are going to incur some added
expense for that service.

An excellent way to attract and keep customersis
with an email newsdletter that customers can sign up
for on your site. You send them important informa-
tion about your company’s products or services on a
weekly, monthly or even quarterly basis. People are
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always looking for information about various
industries and you have a never-ending supply of
information from associations and trade magazines
that you use in your business.

Should you consider an online store-
front?

We've all heard the stories of small companies that
made a killing on the net.What you don’t hear about
isthe millions and millions who don’t. Would you
like to know if your storefront ideawill work? How
about a comparision of search engines and which
might be best for you? For this type of information
visit http://www.marketingexperiments.com. These
folks actually set up storefronts online and sell real
products and track the results over months and
sometimes years. The basic outlines of the studies
are free but the real nuts and bolts are a monthly
subscription for amodest cost. It's very informative
if you want to sell products on the net.

Things to remember about the look of
the site — Site Design.

Navigation of the site should be simple and easy for
the viewer. My web site has over 300 pages and you
can go anywhereon it in four clicks or less. Make
sure the “home” pageis easily accessible from
anywhere on the site. You can also give customers
the option of “text only” if they have older systems
and don't need the graphics and other bells and
whistles.
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A fast loading page is imperative. If the customer
doesn't see something happening on the screenin
less than 15 seconds they are likely to leave. If your
page loads slowly talk with your Internet Service
Provider and see if they have any suggestions about
speeding up the loading of your pages.

Photos sell. So does color. Make sure photos are
clean and clear. Use a professional photographer
whenever possible and let them know the finished
product will be on the net. Try and resist being your
own photographer. The worst offenders of this
“rule” are Bed & Breakfast sites. | rarely see good
photos on these sites. Don’'t forget to have real live
people in the pictures enjoying your products.
Imagine pictures of Disneyland® with empty rides.

Remember, you are showing off your business. This
is not the place to cut corners. You have a certain
theme or look for your business. You may have
company colors, typefaces, logos and other ways
for customers to recognize your business. Don't
forget to carry these over onto your web site.

What this chapter means to you.

There is no question that the Internet is going to
have an impact on the world economy in the com-
ing years. Whether the Internet will be beneficia to
your business or not is anyones guess. You are the
only one who can answer that question.
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One deciding factor may bethat if your competitor
is successful on the net you may belong there too.
How do you know?

Few people will leave asite up if it'slosing money
or they are unable to tell that it’s paying its part of
the advertising budget. If your competitor is online
month after month it's usually because it’s produc-
ing income or the cost of keeping it there is mini-
mal.

The other deciding factor may be that each day
more and more people are turning to the net to
research products and services to buy. Often a
search on the net is faster and certainly has more
information than the yellow pages.

Isthe net for you? It’s your call.
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Section Three:
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Advertising
EXxtras
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Section Three:
Advertising Extras

Chapter 31.
Home-Based Business: How To
Get BusinessTo ComeTo You

Being a home based business | know the problems
you face when starting your business. In most cases
you have limited funds and that means you have to
do something we all hate to. You must go out into
the real world and “sell” what you do to others. A
large number of great business ideas fail each year
because the businessperson cannot or even worse,
“will not” go out and sell.

The good newsisyou don't really need to go out
and sell your business or service. There are practi-
cal waysto get the word out at low cost and entice
customersto come to you instead. The upsideis
that you will always have customers. The downside
is attracting more business than you can handle.

The first steps

Before you can attract people to your business you
need to be prepared for your customers. It’s not
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going to do you one bit of good to attract customers,
only to find when they arrive, that you are not a
professional business.

Before you can attract people to your business you
need to make sure that whatever the customer sees
puts your home based business in the best light.

Here are a few things to consider:

If customers are coming to your home to purchase
products or arrange for your service:

1. Your homeis now a storefront. Make sure the
yard and front of the house are well groomed. Grass
cut weeds pulled. How your home looks will give
the customer a positive or negative impression of
who you are and how you will do business.

2. Kids: We dll love them. They are the future of
the world but the have no business interacting with
customers. Train them to go somewhere else or
arrange for someone to be there to care for them
while you take care of business. Just because you
are comfortable around kids doesn’t mean everyone
is.

3. Pets. Almost as bad as kids. Cat boxes and dogs
that come out barking or sniffing customers do not
make a good impression. If customers are coming
make sure the house doesn’t smell like a kennel and
keep animals confined away from customers.
Always check with customers before hand if pos-
sibleto let them know you have pets. Many people
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are subject to allergies and may have serious medi-
cal reactions to some animals.

4. Clean house: If you must take the customer
through other rooms in the house to get to your
office make sure those rooms are as clean and fresh
smelling as possible. Bathrooms must always be
spotless for customers. Most will not ask to use
them but at least one eventually will. Be prepared.

5. Your office: Make sure your office is clean and
organized. We've all walked into business offices
and seen piles of papers everywhere. | always have
anegative impression of businesses that ook like
this. Clutter and mess don’'t demonstrate a well-
organized person. The customer may feel that their
job could be lost in the shuffle.

Getting customers to come to you

“Build a better mousetrap and the world will beat a
path to your door.” Unfortunately thisisrarely true.
Unless the world can find out about your mousetrap
it will ssimply sit on your workbench with no cus-
tomersto buy it.

So how do you get customers to come to you
without going out and meeting strangers?

Thefirst step is promoting your business with those
you know. Your friends and family. The biggest
mistake most new businesses make is they fail to let
the most important people know what they are
doing. These are the people who know and love you
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and would be happy to tell their friends about you
and your business.

Take a piece of paper and make alist of everyone
you know. No exceptions. It doesn’t matter how
well you know them. These are the people that will
do your sdlling for you. They will talk about your
business to others they know.

Contact everyone on your list and give him or her
two or three business cards and explain to him or
her all about your business. They will be the base of
your referral network.

Establish a “niche” market

The more specialized your businessisthe less
competition you will probably have. The better you
are at producing a specialized product or service the
more in demand your business will be.

Most home-based businesses are built because the
business owner has found something that is missing
inlife. A new product or service that no one else has
thought of. In my case, marketing and advertising is
full of experts on avariety of niches. My web siteis
the only one I’'m aware of that deals with small
businessin small towns. Small town marketing is
my “niche” To establish your niche ask yourself the
following questions:

1. What skillsdo | bring to the business? What do |
do best? Who are the people who need what | do the
most? Your target market.
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2. Isthis niche large enough or is the demand high
enough to make the profit | want to make? Isthisa
hobby that makes alittle money or do | want it to
eventually replace my current jobs income?

Become an out source for other busi-
nesses:

A medical transcriptionist for a hospital may branch
out and start their own transcription business. The
hospital may be willing to give that person the
overflow during busy periods. The transcriptionist
may also recruit business from other nearby hospi-
tals.

Are there businesses that may be willing to pass
their overflow over to you and your new business?
It never hurts to ask.

Become a marketing expert

Most business people are not great salespeople but
the successful ones are usually good marketing
people. Take the time to learn about marketing.
There are several helpful articles and links on my
web site at www.smalltownmarketing.com that will
help you do this.

Most important things to know in no
particular order.

1. Your target market: Who isyour ideal cus-
tomer? See: (Chapter 2: “Target Market: Who They
Are And How To Find Them”)
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2. Position: How you position your product or
service? See: http:/Mmww.smalltownmarketing.cony
position.html

Some additional thoughts on getting
customers to come to you.

If | were forced to define business successin one
word that word would be “communication.” All
business success is geared to communication with
the customer. How, where, and when you communi-
cate with your customers is the key. Communicate
with your family, friends and neighbors in any way
you can think of and let them know what you do
and how well you do it. Then let them go out and
spread the word.

Do that and they truly will beat a path to your door.
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Section Three:
Advertising Extras

Chapter 32:
Save Money Using
Co-op Advertising

If you've been in business long enough to have
developed arelationship with vendors and suppliers
then it may be time to consider co-op and/or co-
branding advertising. These two methods will help
you advertise your products at alower rate by
having another entity picking up part or in some
cases all of the advertising expenses.

Let me begin by defining each term and then I'll
deal with how to use each one individually.

Co-Op Advertising: In thisform of advertising a
retailer would promote a specific brand of merchan-
dise that the store carries. A clothing store might
promote a designer brand of clothing. Since the ads
would be designed to sell more of that brand of
clothing then the manufacturer will pay part or al
of the advertising costs. In some cases the manufac-
turer might produce al the ads with a spot in the ad
for the store name, hours, phone, €tc.
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Co-Branding Advertising: One of the most com-
mon forms of this kind of advertising is a brand of
soft drink promoting the NutraSweet® sweetener. In
alocal small town it might be as simple as the local
video store teaming up with a pizza shop and giving
out each other’s coupons. Usually co-branding
creates an additional benefit for the consumer. The
pizza buyer would receive a two-for-one movie
rental coupon with the pizza or the movie renter
would get a $2.00 off on their pizza order.

Asyou can see there are advantages to both kinds.
And sometimes they can be used together. So, let’'s
look at each one in more detail and how to make
them work for you.

Co-Op Advertising: Two rules to know

The two things you need to know right off the bat
about co-op advertising. One, is that most vendors
are not going to come screaming to you that they
have co-op money available.

And, two, it may take awhile for you to get your
co-0p money. These payments sometimes seem to
take forever to work their way through the approval
system. But once you begin using co-op on aregu-
lar basis even though it may be six months later
your monthly checks should start showing up.

Pin your vendor down about when to expect pay-
ment and get it in writing if possible.
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Make the contacts

Thefirst step in your quest for co-op money isto
contact everyone who supplies you with products
and find out what their co-op procedures are.

Usually they are going to be pretty strict. Their logo
has to be a certain size, perhaps certain colors, and
other restrictions. Before going to the expense of an
ad make sure you submit it to the manufacturer and
get their written approval before placing it. Or seeif
they have pre-made ads with a space for your store
name, address, web site and phone.

Don't for get to check with your local media. Radio,
TV and other media often give co-op if they are
featured in your ads as well. After all they advertise
too.

Know the rules and follow them

| mentioned this above but | should enforce it more
strongly here. These folks will not give you any
money if you stray even slightly outside their
guidelines. They are extremely strict and you must
follow every instruction to the letter or you give
them an out not to pay you. It's not that these
companies are out to get you to pay for their ads but
they want their business presented in the best light
possible.

Bottom line. Get everything and | mean everything
in writing. And submit copies of all ads and ap-
proval documentation with your co-op request for
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payment. Thiswill also speed up your payment in
Some Ccases.

Don't forget why you're doing this

Yes, you are promoting a brand name but don’t
forget that the principle reason for the ad is to make
the customer contact your business. Your spacein
the ad may be limited so make sure that your busi-
ness information is displayed as prominently as
possible. The whole reason for the ad is to get
business for you not the manufacturer. If you get it
so will they.

The more you give the more you get

Keep accurate records of how much product and
how much co-op you use. If your co-op is success-
ful then the company may increase their share of the
money they share with you. They may also give you
discounts on product. The more you buy the more
they will give you to grow your business.

Know where the breaks are. In some cases you may
get more co-op money if you go up one more level
on your orders. The added expense will probably be
much less than the cost of the advertising and the
increased businessit will produce.

Take the bull by the horns

If you check with your suppliers and they do not
offer co-op advertising perhaps you need to make a
proposal and show it to them and ask them to
consider starting a co-op program. The worst thing
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that can happen isthey may say no. But they may
also say yes.

Co-Branding: Rules to remember.

Thefirst and most important rule: You are
hanging your name out there with someone else.
You must be sure that they are above reproach. If
they have a scandal or public relations problem it
suddenly becomes your problem too. So if you have
reason to believe that a“ 60 Minutes’ camera crew
may show up on your doorstep then this may not be
a company that you want to do business with.

Your customer base is going to be affected by any
aliance you make. So make sure that any company
you deal with has the quality and service that your
customers are accustomed to.

Who benefits?

Before entering into any relationship you must feel
confident that it is mutually beneficial to both
parties. And the products or services offered must
provide a worthwhile benefit to both parties. What
if your customersreally like your side of the ar-
rangement but the other side is resistant after awhile
and decides to end the relationship?

Some things you'll need to consider are: Isthisa
long term or short-term arrangement? Do both
companies have the ability to supply needed prod-
ucts and services equally? Are both companies
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strong financially in case of economic problems or
slow sales periods?

Get it in writing

For most people in small towns a handshake is
probably enough for a binding agreement. For most
of us our word is our bond. But | have noticed that
there are attorneysin small townstoo. So just to
make sure that there is no misunderstandingsit’'s
aways agood practice to write down what each
party is going to do. You may not have to have a
lawyer involved but if it's a substantial commitment
it never hurts.

It's a partnership

Make sure you can get along with the person you
are co-branding with. You are in essence creating a
mini-partnership and both of you will haveasay in
advertising and other financial concerns. The up
side isthat a successful mutual respect may be your
reward along with your business profits.

Set goals and objectives

What is expected from this joint venture? Sales
objectives must be set and met that are agreeable to
both parties. A method of measurement must be set
up that will demonstrate the success or failure of
this program. Cross training of sales people may be
necessary so they understand the pros and cons of
both businesses.
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What this chapter means to you.

Asyou can see each of these two methods of adver-
tising have some good and bad parts that may or
may not fit your business. The co-op advertising
should help the small storeowner and the co-brand-
ing the larger company.

The best feature of both is that there is more expo-
sure of your business at alower cost and one of my
goalsisto keep advertising costs low but profits
high. Co-op advertising is a great way to test adver-
tising at half the cost plus the co-op advertiser has a
track record of testing the co-op ads they use.

So take advantage of this “free” money and put it to
good use as you build a successful small town
business.
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Section Three:
Advertising Extras

Chapter 33:
TechniquesTo Get
Your Advertising Noticed

For years | heard the old Playboy magazine joke
about people buying the magazine to read the
articles. I am one of those people who pick up
magazines to read the ads. | am aways looking for
ways to make ads stand out from the crowd. |
especially like scanning our local paper for some
interesting advertising twist.

Use Photos whenever possible.

Over the years I've noticed one of the most effective
attention getting ideas is to use your portrait in your
ad. I’'m aways drawn to photos and | think most of
us are too. Why? We want to know if we know the
person. Who are they? What is their business? It'sa
secret that real estate and insurance people have
known for years but few other professions use the
tactic. Add a picture to your next ad and see the
results for yourself.

247



How to get noticed by the media.

Sooner or later you are going to need to generate
some publicity for your business. When that time
comes you are going to play alittle game with the
media. The difference between legitimate publicity
and free advertising isavery fine line.

Please don’t misunderstand; thisis not a game of
deception. No oneistrying to pull a“fast one” on
the other. Regardless of the mediatype, they are
looking for a“news angle.” If you are news, you
will appear in the media. If you are not, you won't.
The mere fact you are having a sale, is not news.

Here are some tips so you, and the media of your
choice, can work together and both go home happy.

How to work with your media choice.

Each media has an audience. The editors' purpose
isto reach that audience with interesting articles and
information. One of the most effective ways to
promote your businessisalocal tie to anational
event that is currently making news. If thereis news
making changes in your industry, let the media
know that you are available as alocal authority on
the subject.

Reach theright people. In big cities, a newspaper,
radio or TV station may have a news editor, food
editor, finance editor and sports editor. Nothing
upsets them more to receive a press release that has
nothing to do with their area of interest. In a small
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town the editor may also double as the reporter and
news presenter. Make a ssmple phone call to the
media of your choice and ask for the name of the
person you need to contact.

Make sure they can reach you. The editor may
have questions or need additional information about
your business. Make sure you include all necessary
information on how to contact you.

Get Their Attention. Why do you read a newspa-
per story? Probably because of the headline. Start
your news release off with an attention getting
headline. Instead of “New advertising book an-
nounced by local author” try something like, “New
book details advertising plan for business ownersin
small towns.” Make your news valuable.

Include the essentials. Design your story asif it was
apyramid -- with the most important information on
top supported by the rest of the information on the
bottom. Make sure you include who, what, when,
where, how and why in the first two paragraphs of
the release.

Proofread and spell check. Do | really need to
include this? Don't let bad grammar; typos and
misspellings derail your story.

Two hundred wor ds. Keep your release to two
pages (approximately 200 words) or less. If you
can't tell your story in that amount of space change
it. Mark Twain once said, “1’d have written you a
shorter letter but | didn’'t have the time” Take the
time to make it short and concise.
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Don't be discouraged if the media decides not to
use your story. They have alimited amount of space
and/or time. If at first you don’t succeed -- try, try

again.

How to get national exposure for your
business

For most small businesses the likelihood of showing
up inthe Wall Street Journa® or Inc. Magazine® is
pretty remote. But it’s not impossible.

Once again, the small town has the
advantage

In big cities, news of local interest has to compete
with news from the entire world. In small towns,
including small neighborhoods in big cities, local
newspapers are often the only real source of newsin
the community. A small or neighborhood paper
would cover alocal school board race extensively
while the story would be ignored by a major news-

paper.

We all try to keep up with national and international
events that shape the world. However, in the day-to-
day operation of small businessin small towns, the

rest of the world hardly exists.

Yes, | know that from time to time the price of
sugar, rubber or some other import in aforeign land
can affect local small businesses, but for the most
part small business exists within its own defined
geographic boundaries.
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S0, testing local newspaper, radio, direct mail and
TV, if affordable, are going to be your best bets for
small town exposure to your customers. It’s often
easier to get news releases into local papers than
national ones because the people making the deci-
sion are your neighbors. People you know who have
avested interest in your success.

How does national exposure happen?

In many cases national exposure happens by acci-
dent. Someone is talking about your product or
service to someone else and that person has the ear
of amagjor publication or electronic media.

In other cases the businessperson took a chance and
contacted the media with a press release at the right
time with the right message.

Sometimes the exposure can be negative. Consumer
Reports® found and ranked your product dead last in
a comparison test. Are you ready for the negative as
well asthe positive?

Where do you start?

The best place to start iswith you. Is there some-
thing about your product or service that is* news-
worthy?’ If there is, the best place to take that
information is to your own industry.

Almost any industry you can name will have some
kind of national association tied to it. These associa-
tions will have trade magazines, journals or at the
very least, a newdletter. You can find alisting of
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trade magazinesin “ The Encyclopedia of Periodi-
cals’ at your local library.

How do professional PR Agencies do
it?

Professiona public relations firms know who and
how to contact the necessary people to insure the
best chance of your news release being picked up
for astory. How do they keep track of al the news-
papers, magazines and journals?

Your local library should have a copy of the (SRDS)
Standard Rate and Data Service Directory. Listings
like “Business Publications” will list hundreds of
magazines and newspapers you can contact with
your story. If you need alisting of newspapers and
magazines immediately, check www.ecola.com or
www.allnewspapers.com.

Two other sources are, “Bacon’s Publicity Checker”
and “The Editor & Publisher International Year-
book.” These two are not always available in small
town libraries but might be brought in by request.
Check with your local librarian.

Do the research.

What is being printed about your industry now? Do
you know? One way to find out is to contract a
“clipping service.” Clipping services read every-
thing. They clip out articles about subjects you have
specified. Along with the articles they will com-

252



monly attach, the media circulation, the date it ran,
and the name of the media

This can give you a good handle on what is of
interest to readers about your industry.

Don’t forget the local media

If you are fortunate enough to be featured in na-
tional media, don’t forget to let the local media

know about it. Small towns love it when locals

make the “big time.”

Also be sureto let employees know about your
national exposure. It will add to their self-esteem
that they are working with a company with national
or international recognition.

Don't forget important contacts of your business.
We have more confidence when we think we are

dealing with amajor player. It's OK to blow your
own horn about your success.

PR firms and negative publicity

There may come atime in your business when you
need to hire a PR firm. This usually happens be-
cause something negative is happening in your
business. Lack of sales or some other catastrophe
has sent business into a downward spiral. The PR
firms jobisto pull you out.

In the event that this happens, make sure you arm
the PR people with everything they need to do the
job. Don't hold back any negatives about the com-
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pany. Sooner or later the mediawill discover the
negatives and you will find yourself in worse shape
than before.

Public Relations is a business of persistence. Keep
sending the information out. If you really have a
worthwhile product or service, someone will even-
tually see it and you're on your way.
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Section Three:
Advertising Extras

Chapter 34:
Some Final Thoughts
On Advertising

In these final pages I'd like to address some of the
intangibles of advertising a small business. Some of
these things you will have control over and some of
them you will not.

No matter how big or small the company there are
usually three components that they both havein
common. They have a product or service, they have
amarketing department and they have a sales force.
In the case of the small or home based business the
marketing, production and sales force may al be the
same person... you.

Heading off a major problem

But as your company grows you may have a sales
force and someone doing the adverting and/or
marketing for you. And this can create the same
problem for you that it creates for large companies.

What is that problem you ask?
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The problem is that suddenly you have three sepa-
rate entities often going in opposing directions. And
in most cases they will try to operate independently.
So why isthat so bad? Aren’t you delegating the
responsibility to others who are hopefully qualified
todoit? Yes... and that’s another part of the prob-
lem.

Communication is the key to making
your advertising work.

Hereis a hypothetical example of what I'm talking
about. When you were doing the advertising and
sales you knew the product inside and out. Did all
the things | preached for you to do. Become a
student of your industry. There is nothing about the
widgets you carry that you don’'t know. And that’s
the way you aways advertised your company.

Now all of a sudden — along comes expansion. At
last you have the need to hire salespeople. The
problem is that they are not a students of the indus-
try. They do not know widgets inside and out. They
know how to sell but thereisalearning curvein
becoming proficient about your products.

If your advertising talks about the expertise of the
sales staff just like it always did what will happen?
Your customers will discover very quickly that your
crack staff doesn’t know the product very well and
your advertising takes on an air of deception.

Marketing and sales and production must all work
together in order for advertising to be effective.
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Advertise the strengths of your business and keep
the weaknesses under wraps until you can overcome
them.

Keep personnel informed of your
marketing and advertising plans.

A salesperson often finds that an ad is running when
acustomer comes in looking for the item. How
would that make you feel as a sal esperson? Embar-
rassed? Uninformed? Unimportant? All of the
above?

Every ad you place should have employee input if
possible. Do they feel comfortable about what you
are saying in the ad? They are the people who are
going to be your customers first contact. Your
advertising should take advantage of your employ-
ees strengths not the opposite.

Show them the respect they deserve by arming them
with the information they need to not only make the
sale but provide the service you want your custom-
ersto receive. If it's anew product have the supplier
or vendor come in and give a short class or provide
instructional videos if available on the product

Your advertising brings them in but your employees
take it from there. Once again thisisincluded in the
investment part of your advertising. You are invest-
ing in yourself and your employees too. A sale must
be made in order for your advertising to pay for
itself. Your employees are there to enhance your
advertising.
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Don’t confuse marketing with ad-
vertising.

To agreat many people marketing and advertising
are synonymous with each other. But they are vastly
different. A ssmple demo might be:

My business card is advertising. Who | decide to
giveit to is marketing. The more business cards |
give to the right target market the more business I
receive.

Another way of saying thisisthat marketing creates
value. Advertising tells the story of that value to the
right people at the right time in the right way.

|dentify the value of your product or service first
and you will find it much easier to create the mes-
sage (don’t forget the employee input) for the right
mediato reach your best customers.

| hope you have found the message in this book
helpful. A book on advertising could easly be
10,000 or more pages. Thereis alot to know about
advertising and this book only scratches the surface.
But | hope that you will use this information and
become a student of advertsing. It'sreally in your
best interest to do so. It truely is one of the secrets
to your success. Best wishes and good luck.

© 2003 Eagle Marketing/ Small Town Marketing.Com
PO Box 271 » Bozeman, MT 59771-0271
406-585-0219 or toll free 888-550-6100

email: tommail @smalltownmarketing.com
website: http://www.smalltownmarketing.com
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Order Form

Did you Enjoy this book? Then you'll want to order Tom
Egelhoff’sfirst book in the small town success series.

“How To Market, Advertise And Promote Your
Business Or Serviceln A Small Town”

| SBN# 0-9671055-01

Only $19.95 per copy

This book contains a 10 Point marketing plan to put your
small business on track.

Order by phone Toll FREE 888-550-6100

Order from the web site: Only $14.95
www.smalltownmarketing.com

Or mail the information below with Check, Money
Order or Credit Card Information.

Name

Address

City State Zip
Credit Card #

Exp.Date _ Phone

Please DO NOT email credit card numbers. It's not a secure method. Thank You.
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