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STREET FIGHTER


MARKETING


SOLUTIONS






INTRODUCTION

HOW THIS BOOK HELPS YOUR BUSINESS




It must sometimes seem like you are being hit from every side; whether it’s big-box retailers, internet competition, skyrocketing overhead, or a glut of competing businesses, the pressures push you up against the wall. What you desperately need is a war chest of proven ideas, strategies, and tactics that will help your business not only survive but really prosper! That is what Street Fighter Marketing Solutions is all about.

In the current hypercompetitive, advertising-polluted environment, you pay more and get less for your marketing dollar, which means that it costs you more to attract customers than ever before. Yet you are likely putting the majority of your marketing dollars into some form of local mass advertising. You might use your daily newspaper or other print media; local broadcast or cable television; radio; billboards or other outdoor media; and, most likely, you’re in the yellow pages. Each one of these traditional advertising media has suffered an erosion of its effectiveness. This downward trend coupled with the ever-increasing proliferation of marketing choices is likely to continue.

Realizing that your local mass media has lost some of its muscle, you’ve probably experimented with other forms of marketing, such as the internet, direct mail, telemarketing, sponsorships, local neighborhood marketing, event promotions, PR, and even handing out pens, coffee cups, T-shirts, and can cozies with your logo on them. Despite all this investment in your marketing, you’ve probably not been happy with your results.

There is a solution. It’s a marketing approach that looks at traditional advertising media through different eyes. It also makes use of alternative methods of marketing and advertising to help you beef up your results. This new approach was not developed in an ivory tower at any major university or mega ad agency. It’s a product of the street—not Wall Street, but Main Street. It’s called Street Fighter Marketing.

Street Fighter Marketing, or Street Fighting, for short, is any efficient, measurable, and low-cost delivery method of an effective message that influences a buying decision culminating in a sale.

In some respects, Street Fighting turns marketing back a half century or more to a time when marketing was less inefficient, costly, and confusing. To overcome the increasing inefficiencies of modern marketing, the boundaries between all of these related subsets of marketing (advertising, promotions, public relations, sponsorships, direct mail, sales, and so forth) must become blurred.




Street Fighter Marketing is any efficient delivery method of an effective message that influences a buying decision culminating in a sale.





You’ve no doubt heard the term “one-to-one marketing,” which is a good first step. But the Street Fighter approach is more aggressive and suggests a totally integrated, individualized approach to attracting and keeping customers. Street Fighter Marketing is the next generation of marketing, developed to combat the deluge of marketing pollution that gets between you and your customers. This is a neighborhood-by-neighborhood, grassroots, in-your-face, take-no-prisoners type of approach that can more accurately be called One-On-One Marketing.

Street Fighter Marketing Solutions provides you with a detailed examination of numerous advertising and other marketing tactics. First you’ll explore the current and future problems; the reasons that traditional advertising media just isn’t giving you the bang for your buck it once did. Then you’ll learn solutions to the problem; how to modify, mold, and manipulate traditional advertising methods while supplementing or supplanting them with alternative, novel, and lower-cost/higher-reward marketing techniques. In this way, you will become less dependent on the media but still have it available in your arsenal when the numbers makes sense. You will reach this position by applying your newfound tactical skills in an innovative strategic way that helps you develop the ideal combinations and applications of advertising for your business. The end result is to create a marketing program that costs you much less per each generated transaction. In short, to deliver you more results with your marketing money.









1

THE PROBLEMS WITH THE FUTURE OF MARKETING




What is the best form of advertising? This question is asked more times than any other at our Street Fighter Marketing seminars and workshops. At the risk of sounding evasive (or like an adult diaper), the answer is “Depends.” Nearly every form of advertising can be effective, and every form of advertising can be a total waste of your money. It depends on a number of different factors that are specific to your situation. Those variables include your type of business, your marketplace, your position in the marketplace, your brand equity, the season, your product lines, and so on. It’s like asking a doctor which drug is the best. It depends on what the ailment is, what other drugs you’re taking, what other conditions you have, and your overall health.

I would also like to point out that the question itself is flawed. What should be asked is, “Which form of marketing is best?” Advertising is just one part of marketing. Marketing also includes many other tools, like public relations, telemarketing, sales, direct mail, sponsorships, the internet, and a host of others. To continue with the doctor analogy, drugs are just one of the tools at a doctor’s disposal. She can also recommend surgery, physical therapy, psychotherapy, nutritional counseling, and exercise or other types of behavior modification. The solutions recommended to a given patient depend on the specific needs of that patient.

Unfortunately, media salespeople often like to play doctor but have one treatment regardless of the problem. And they all want to perform a special surgical procedure called a “cashectomy.” It’s often done without a proper diagnosis and administered without anesthetic—the three-martini lunch notwithstanding. As a result, in spite of administering a costly remedy, you suffer the same ailment.

Most advertising and marketing have become less effective because the consumer has become increasingly immune to them. While the advertising media is charging more to deliver messages, those messages are less likely to get noticed and remembered. A study by Yankelovich Partners, an American marketing-services consultancy, found that 65 percent of people now feel “constantly bombarded” by ad messages, and 59 percent feel that ads have very little relevance to them. Almost 70 percent said they would be interested in products or services that would help them avoid marketing pitches. Think about that: 70 percent of consumers will spend money to avoid being bombarded with the never-ending proliferation of marketing messages.

“It has been calculated that the average American is subjected to some three thousand advertising messages every day,” wrote the authors. “If you add in everything from the stickers on cars to slogans on sweatshirts, and the ads in newspapers, on taxis, and in subways, then some people could be exposed to more than that number just getting to the office. No wonder many consumers seem to be developing the knack of tuning out advertising.”

“Consumers are getting harder to influence as commercial clutter invades their lives,” says a report by Deutsche Bank. It examined the effectiveness of TV advertising on twenty-three new and mature brands of packaged goods and concluded that in some cases it was a waste of time, not to mention a waste of money. Although TV advertising would lead to a short-term incremental increase in volume sales in almost every case, there was a positive cash return on that investment in only 18 percent of cases. Over a longer term, the picture improved, with 45 percent of cases showing a return on investment. The study concluded that ‘increased levels of marketing spending were less important than having new items on the shelf and increasing distribution.’”1

Let’s examine more closely the reasons that marketing and advertising dollars are rapidly becoming less and less effective. We’ll look at two different areas. The first will be the traditional mass media. The second will be a variety of nonmedia-oriented marketing approaches that many businesses attempt to use to increase their overall effectiveness.

TRADITIONAL ADVERTISING MEDIA

The Daily Newspaper

In most markets, the daily newspaper is a primary advertising medium for all types and sizes of local businesses. Despite the major mergers, the increased cost of newsprint, and the downsizing of news staffs, the big problems from an advertiser’s standpoint are these:




Problem: Newspaper circulation is down, yet advertising rates go up.






	Circulation continues to decline annually.

	Advertising rates increase annually.

	Competition increases from alternate sources for news, sports, business, entertainment, and promotion delivery.

	An attitude of superiority has developed with an inferior service.



According to an article published by Jouralism.org, a media-research organization:

Newspaper circulation is in decline. The root problems go back to the late 1940s, when the percentage of Americans reading newspapers began to drop. But for years the U.S. population was growing so much that circulation kept rising and then, after 1970, remained stable. That changed in 1990, when circulation began to decline in absolute numbers. And the problem now appears to be more than fewer people developing the newspaper habit. People who used to read every day now read less often. Some people who used to read a newspaper have stopped altogether. Today, just more than half of Americans (54 percent) read a newspaper during the week, somewhat more (62 percent) on Sundays, and the number is continuing to drop.2


With circulation declining and readership habits such that your ads are less likely to be seen by readers, you’re working with a less efficient medium. Combine that with ever-increasing advertising rates, and it’s easy to see that local businesses are spending more money to reach dramatically fewer potential customers. Despite this bleak forecast, there are still times that it might make sense to use newspaper advertising. Even then, however, the managements at the newspapers act as if they had the same monopolistic power in the marketplace as they once enjoyed several decades earlier. This attitude forces local businesses to seek alternative forms of advertising even after initially considering using the local newspaper.

The Consumers’ Choice Award in Indianapolis, Indiana (www.ccaindy.com), is a client of ours who has used newspaper advertising successfully for many years. Every year, it would publish a full-color tabloid insert in all of the newspapers in its markets, including the Indianapolis Star, promoting the winners of its award. The licensing fee for participating in the program included a quarter-page ad in the tabloid. After several years of the Consumers’ Choice Award increasing the number of pages of its insert, the Star decided that it wanted to sell the advertising directly to the winners and would not permit the Consumers’ Choice Award to publish its insert like it had in years past.

What the management team at the Star didn’t realize was that most of the participants in the program did not usually buy newspaper advertising. But since it was included in the licensing fee, they were happy to take advantage of it. As a result, the Consumers’ Choice Award took that newspaper budget of around $50,000 and used it to purchase advertising time on local television. (This budget will likely double in the next few years.) Much to its delight, the TV campaign made a much bigger impact than the inserts ever did. So even if the Star offered to allow the insert again, it would have to drop the price dramatically for the Consumers’ Choice Award to consider such a move, based on the newfound return on the marketing investment, or ROMI.3

Several of the licensees had never used television advertising before. As a result of this experience, some moved big portions of their marketing budgets from purchasing print to purchasing broadcast space.

Broadcast Television

Local television stations have been a powerful advertising medium to many local businesses over the years. But unlike the daily newspapers, there has been and continues to be some competition among the four major networks and several of the local independent stations. And like the daily newspapers, local television audiences have been eroding at the same time that spot rates have increased. Broadcast television has lost audience to cable, satellite TV, video gaming, and the internet. Remote-control units and digital video recorder (DVR) services like TiVo allow television viewers to avoid viewing commercials.

A survey released by the Association of National Advertisers (ANA) and Forrester Research found that:

78 percent of advertisers feel that traditional television advertising has become less effective in the past two years. The survey also found that marketers are exploring emerging technologies to help bolster their television advertising spending.


Key highlights of the ANA/Forrester survey include:


	Almost 70 percent of advertisers think that DVRs and video-on-demand will reduce or destroy the effectiveness of traditional thirty-second commercials.

	When DVRs spread to thirty million homes, close to 60 percent of advertisers say that they will spend less on conventional TV advertising.

	Advertisers are also looking at alternatives to traditional TV advertising and will spend more of their advertising budgets on: branded entertainment within TV programs (61 percent); TV program sponsorships (55 percent), interactive advertising during TV programs (48 percent), online video ads (45 percent), and product placement (44 percent).4




Like the newspaper, local television attracts fewer viewers but charges more, and the viewers that it gets are less likely to even see your commercials. Television still has the power to reach a lot of people, but to get any kind of return, you’ll have to think like a Street Fighter.

Cable TV

Local cable television was a great way to supplement a local broadcast TV schedule. For more modest budgets, it was an affordable way to take advantage of sight, sound, and motion in your advertising. At a local level, it could allow you to be on a number of different national television programs. It was affordable, which allowed you to buy enough frequency to get your message remembered. But just as cable television is starting to come into its own as an effective advertising medium, it is being challenged:

Though cable television remains the predominant technology for the delivery of video programming, cable’s share has fallen from almost 100 percent a decade ago to about 75 percent of pay TV subscribers. This is due to competition from direct broadcast satellite TV service, which first became commercially available in 1993. Today almost 22 percent subscribe to a satellite service.5


Radio

Radio stations have been very good at combining promotional opportunities with their standard programming. Radio is also the most flexible of the mass advertising media. One of the biggest problems with getting results from radio is that there are just too many choices: choosing the right station (usually based on format like country, talk, top 40, etc.), at the right day-part, with the right number of commercials (frequency), for an effective duration of time (schedule), with the right message (creative). Then you have to factor in what other media and marketing approaches you are using along with it (media mix). Plus, there’s one element that often gets overlooked, and that’s the cost to reach each member of the listening audience. This element is generally expressed as the Cost Per Thousand (CPM; “M” stands for one thousand here). In comparing stations, you need to know what you’re paying to reach each one thousand listeners of your target audience. Just because a station is rated number one doesn’t mean that it’s number one for you. Too often, the biggest mistake local businesses make with radio is buying too little too often to really make it work. Even if you figure all that out, you have to come up with a message that gets the job done for you.

In the face of all those choices, radio may be also suffering from an erosion of its audience. A local radio now competes with satellite radio, audio CDs, DVDs, iPods, cell phones, and global positioning system (GPS).

Bridge Ratings recently did a study to see what effect MP3 players are having on radio listenership among twelve-to eighteen-year olds. Not surprisingly, people who owned players have tuned in less since the purchase of their MP3 player. They also mention in an earlier study that listeners are listening to a wider variety of music genres, forcing radio stations to change their programming.6


Yet radio is perhaps the most affordable of all the major mass media, and it’s one of the most flexible as well. But just because you can afford to buy it doesn’t mean you are going to see a return on your investment. We’ve had attendees at our seminars tell us that they tried radio, and it didn’t work for them. Their assumption was that radio doesn’t work. In fact, they didn’t use the medium correctly to get results.

Outdoor Advertising

Due to the increasing restrictions for new billboards by most communities, there is a shrinking amount of good inventory in outdoor advertising. Limited supply means that you’ll probably pay a premium for it. Even with some of the other outdoor alternatives, like wrapped buses, mall posters, phone kiosks, taxi tops, and truck side panels, your message has to be painfully simple to work. For that reason, outdoor advertising is generally better suited to national advertisers with a high degree of existing brand awareness. For local advertisers on a limited budget, it’s often too costly and too limiting to get a return. The cost of the production alone (usually a full-color vinyl covering) can cost as much as a month of exposure.

Yellow Pages Directories

It’s not uncommon for a small business to devote half its advertising budget to yellow pages advertising. This used to be a must-buy for any type of local, community, or neighborhood service company. When there was a problem—your furnace was broken, your toilet was backed up, or you had to get your grease trap cleaned at your restaurant—you usually let your fingers do the walking. But this approach has changed with the proliferation of directories and web-based or cell-phone-based alternatives.

Yellow pages advertising was always expensive, but often a necessary evil. Plus, its sales force often approached your business like storm troopers, using scare tactics to get you to buy and buy big. And once you made a decision, you were stuck with it for an entire year.

Weeklies, Tabloids, and Other Miscellaneous Print Advertising

Many options exist: local magazines and suburban newspapers; specialty publications and Pennysaver; and bowling sheets, church or school bulletins, and event programs. These options are not really what I would consider major mass media, but they are often part of the media mix. In reality, this type of advertising is the proverbial black hole of marketing. It sucks up a lot of marketing dollars, and what is returned is often a mystery.

NONTRADITIONAL MARKETING

Now that we’ve looked at the traditional advertising media, the next area that needs to be explored covers the nontraditional forms of marketing that can eat up huge chunks of your budget.

Direct mail

In 2004 American businesses spent $52.5 billion advertising their products and services using direct mail. Households received 144.5 billion pieces of mail. Direct mail advertising spending increased 8 percent in 2004, outpacing the growth in newspaper, radio, and total advertising spending.7 That’s a lot of money to spend on “junk mail.” Yet, with the ever-increasing sheer volume of direct mail advertising, it becomes increasingly challenging to get your potential customers to respond to your mail piece.




Media is not enough. You need to supplement it or replace some of it with more efficient alternative forms of marketing.





There are three different reasons why your direct mail advertising is more likely to bypass the reader on its way to the recycling bin (not necessarily in this order):


	A weak, untargeted, out-of-date mailing list;

	A poorly written and produced mailing piece;

	Lack of proper research and testing.



A local business is more likely to shoot from the hip with a direct mail campaign, using what we often refer to as the “spray and pray” approach. Street Fighters, on the other hand, know that direct mail can be powerful if the effort is taken to ensure that it is done properly. The reason direct mail is not used more is because there is no one knocking on your door to sell you the service. With newspaper, radio, yellow pages, TV, and other mass advertising, there are sales forces that proactively go after your business. They make it easy for you to buy. That is not the case with alternative forms of marketing. You have to initiate various programs like direct mail. Can you imagine a sales call from the postal service?

Internet

The internet is new, exciting, necessary, and can end up causing you to waste tens of thousands of dollars. This new-age marketing tool is so new that the rules, the tools, and the metrics are being rewritten on a weekly basis. A Street Fighter Marketing Solution will likely include some use of the internet. The key is balancing your greatest possible return against your investment in both time and money.

There are many different ways of sinking your marketing dollars down this electronic well. A really good, functional website can end up costing a small fortune to develop. Once you get it started, it often takes on a life of its own. It requires more and more updating and maintenance. Every little change and improvement costs more money.

Other marketing avenues include spam, pop-ups, banner ads, blogs, e-commerce, and e-zines. Just as new avenues for sending advertising messages via the internet open up, companies develop software to block those messages. There are sponsored links on Google, MSN, Yahoo, and other search engines or browsers where you pay per click (PPC). There are unique URLs and other sites to help you promote and sell, including eBay, Amazon, and Overstock. As a Street Fighter, you will learn which of these online approaches make the most sense for you.

Telephone Marketing and Telemarketing

This once powerful tool has been significantly dulled by new laws. Do-not-call lists, caller ID, “call blockers,” and cell phones that create less reliance on landlines have sent this marketing powerhouse into the outhouse. Yet there are still opportunities. Regardless of the difficulties, some form of telephone marketing is usually an efficient way of beefing up your marketing.

Local companies usually don’t think about the inbound element of telephone marketing. You can spend money on all of these marketing programs to motivate a customer to call you, but if that inbound inquiry is fielded unprofessionally, you can lose those potential customers even with the advertising doing what it’s supposed to do. Answering machines, voice mail, automated call attendants, and interactive voice response (IVR) systems are just as frustrating as talking to an inept, undertrained, disinterested receptionist.

A Street Fighter knows that you have one shot at a potential customer when that person calls your business. This point of first contact is critical, yet it is often the weakest link in the marketing chain for most businesses, large and small.

Selling

Selling and marketing don’t get along. The sales force and the marketing staff are usually at odds in many organizations. A Street Fighter, however, views the sales staff as one more marketing tool. A Street Fighter also recognizes that in smaller companies there may not be a person with the title of “salesperson.” But there are people in nearly every business who must do some kind of selling as part of their responsibilities. The selling function is oftentimes the final step in the marketing process of getting that customer to buy for the first time. Asking for the order can be as elaborate as getting the final paperwork that closes the deal on a dozen jumbo jets, or it could be as simple as “Would you like fries with that?” It’s all selling.

Consider this example: Many years ago, while working for a small advertising agency, I convinced my father into letting me do a small direct mail campaign to promote the family business: an office coffee service. I created a direct mail campaign with a series of mailers. The photography, layout, design, and printing were done on trade for coffee, so that there was little out-of-pocket cost except for the mailing list and postage. I then used some eye-catching headlines, including: “My Coffee Is Worth Beans” and “Use My Bunns Free.” (Bunn was the brand name of the coffeemaker my father used.)

The mailers generated several inbound inquiries. One was from a major mortgage company that used sixteen boxes of coffee a month. My father’s largest customers at that time used only five boxes of coffee a month. This campaign had created a lead of significant size. My father made the phone calls, answered some questions, and gave some prices, but he never followed up. He wasn’t a salesman. They never called back, so the opportunity just faded away. Did the advertising work? It did in the sense that it generated a good lead. However, an overall marketing campaign, which must include a sales effort and a follow-up, wasn’t implemented at all. Consequently, the total program failed. The bottom line is that the integrated marketing program did not end up providing a return on the marketing investment, even though the investment was very small in real dollars.

Now consider an example from an industry that focuses on its salespeople: Jeannie, our office manager, went shopping for a midsize four-door sedan. She told each salesman that with only two kids, it was important to her to have a car that seated six people, but she did not want a minivan. Five of the six salesmen kept trying to sell her a minivan. “They wouldn’t listen to me,” she said. “I told them I did not want a minivan, but as soon as they found out I was a mother of two, they kept pitching me the minivan.” The dealership that ultimately got the sale was the one where the salesmen listened to what she wanted and never mentioned anything about a minivan.

Advertising Agencies

Ad agencies deal with both the media and the creation of the message. They usually like to think of themselves as full-service marketing companies. The message of your marketing is just as important as the delivery of that message. You’ll spend a certain amount of money getting that message out to your potential buyers. That investment can generate many new customers or none, depending on how effective the message was.

The problem with small local advertising agencies is that most of them dream of being large national advertising agencies. It’s a creative business, but sometimes the creativity gets in the way of the selling message.

Consider how advertising messages are recognized by the advertising industry. It’s not based on the return on investment to the client. The advertising is evaluated by several different advertising organizations. The two most prominent award programs are the Clios and the ADDYs.

The Clios seem to focus more on a national and international level, whereas the ADDYs also have a strong presence in local communities. When you get a pitch from an advertising agency, one of the first things it touts are the awards it has won. But what does winning these awards mean to your bottom line? Go to the Clio Awards website. It says:

The essence of Clio: to recognize the people and programs at the ever-changing vanguard. As the industry progresses, the Clio Awards has evolved, recognizing the new dynamics of the ad marketplace and rewarding the work that is leading the industry forward.


Now go to the website for the the American Advertising Federation ADDY Awards. The ADDYs are the advertising industry’s largest and most representative competition, attracting over fifty thousand entries every year in local ADDY competitions. Its website says:

The mission of the ADDY competition is to recognize and reward creative excellence in the art of advertising.


Notice that nowhere in these descriptions of their awards does it mention any kind of return on investment.

Also, consider that the most award-winning and memorable campaign of the 1990s was “Got milk?” Yet milk consumption went down every year from 1990 to 1999.

To be fair, there are many good advertising agencies. Some are good for specific types of clients. Accountability for the results of the advertising should be first and foremost in their minds.

The Message Must Reflect Reality

One other problem is that an agency can come up with a wonderful slogan, but that doesn’t mean that what happens at the point of sale reflects the message sent. I’ve been to a Radio Shack and got no answers to my questions. I’ve been to a McDonald’s where they couldn’t have cared less if I smiled. Sprint keeps touting “free and clear.” I’m a Sprint PCS customer, and I know firsthand it’s certainly not free, and many times the signal is not clear. And one of the most annoying missteps comes from the car companies that market to women but then have salesmen at the dealerships treat women poorly.

From the agency, to its corporate client, to the point of the final sale, the message has to be consistent and accurate. Just because something is presented in advertising doesn’t make it true in the real world, which is why there is a distrust of advertising.

As a subset to advertising agencies, there are all those vendors that market their unique services. These include production houses, animators, jingle writers and producers, photographers, graphic artists, copywriters, and so on. Each pushes his own service. The account executive working for a jingle company is selling jingles. Do you need a jingle? Could the jingle money be used more effectively elsewhere?

The same goes for your logo. Most logos used by local businesses don’t make any sense. I’ve seen hundreds of random designs that have no meaning. The business owners are proud of their logos. Nonetheless, like any other form of marketing, a logo has to do a job. It has to help sell.

Co-op Advertising

Free money is being wasted. It’s yours for the taking. Companies that offer co-op advertising plans for their products cover the retail spectrum, from cars to computers to cosmetics. There is $50 billion available in co-op funds, plus over one thousand manufacturer programs that reimburse 100 percent of your qualified advertising expenditures, according to the Co-op Advertising Programs Sourcebook. But according to the Yellow Pages Publishers Association (YPPA), a significant amount of this money goes unused. Many retailers fail to use available funds because they are unaware of them or believe that qualifying for them would be too difficult.8

Publicity

The most common misconception is that publicity is free. It’s not. It is true that there is no cost paid to media for the placement of a message, but there are other costs to create news releases and collateral material, and time is needed to pitch the story to the press.

Having said that, publicity can provide great value compared to traditional advertising. The downside is that you have no control over the message. In spite of its advantages, publicity is an overlooked opportunity for many local businesses. Time is the issue. You don’t have the time or know-how to suggest a newsworthy story to the press, and the opportunity is lost. You can hire a PR firm to do it for you, and more times than not, you won’t get your ROI (return on investment). The news media is besieged by countless requests, and on a local level, you have a finite number of decent press outlets for your stories.

The biggest advantage of getting a story is that it is more credible than advertising. The news is the very reason people read publications, and watch or listen to the news. If you can become part of the news, you potentially make a big impact. But reporters are not interested in providing your business with free advertising. Street Fighters know how to present their story idea so that a reporter will be interested. Street Fighters also work publicity into their overall marketing programs. And this integration provides leverage that yields an impressive multiple on your invested marketing dollars.

Conventions, Tradeshows, and Exhibitions

These events are a major expense for many companies because they involve all the different types of corporate communications. The most involved is the annual convention. Generally, once a year, a company will bring in its frontline people. That could be its franchisees, store managers, dealers, and agents, along with vendors and the corporate support people. It is an opportunity to introduce new ideas, procedures, products, and services. It also is used to fire up the troops and help different groups network. With the massive cost of one of these events, it is critical that companies and organizations demand a much higher return on their investment. The major wastes are:

Big-name Celebrity Keynote Speakers

A former sports star or coach, national newsperson, political personality, or movie star costs a lot of money. Having one present will create buzz at your event. Is that the best use of your marketing dollars? Granted, Terry Bradshaw is an entertaining speaker. Lou Holtz is a powerful speaker. But other than some generic sports-related teamwork, overcoming-obstacles, goal-setting stuff, their message has no direct value to a business audience. Do General Norman Schwarzkopf’s stories about motivating his troops really have a direct bearing on motivating your troops? Or, more to the point, could that six-figure cost be put to a more effective use?

Boring Industry Speakers

They may be able to present the right information, but if the audience is asleep, are you really getting your ROMI (return on marketing investment) for having your attendees in that breakout session?

Big-name Entertainment

A convention is an opportunity to inform, teach, train, excite, and motivate employees, dealers, vendors, and franchisees. Exposing them to information does not get them to remember or act upon that information. If you bring in Huey Lewis and the News for your Saturday night entertainment, it will get talked about. But what will your attendees leave with? How will they better sell, market, promote, and bring in new customers after singing along with “I Want a New Drug”?

A Street Fighter will plan each event from beginning to end so that her business will get maximum results for the least amount of money. You can still offer maximum entertainment value and at the same time reinforce your critical messages.

Consumer Shows

Local businesses spend a lot of money participating in these specialty shows. They may include car shows, home shows, lawn and garden shows, boat shows, and so on. In theory, they’re a great way to get many would-be buyers to come see your booth and learn about your products and services. But what is the return? First, you have to look at all the expenses connected to participating in the show. The booth fee is only a small part of it. If you want electricity, you have to pay a union person to plug in your cord. Then, there’s the added cost of transporting all your stuff to the site, the cost to staff the booth, and the costs of having a compelling, eye-catching display and giveaways at your booth.

Now, in spite of all the time and expenses of participating in a show, most participants have no strategy for turning the thousands of lookers into buyers. Of course, some will have a free drawing so they can generate a database with the information they collect, but, all too often, they don’t convert that effort into sales. According to the Center for Exhibition Industry Research, 88 percent of exhibition attendees did not receive follow-up phone calls in 2000. Trade shows can be effective only if the opportunities are followed up.

Sponsorships

A lot of money is spent on local sponsorships. It could be for sporting events or fund-raisers. There’s usually some media exposure, and logos are displayed—plus my favorite, the T-shirt with twenty-seven tiny logos all over it. Most sponsorship money is a total waste. Often, because it supports a local worthy cause, the ROI is not held to the same standards as traditional advertising. Perhaps this is because the money comes out of a different budget. As a Street Fighter, you need to examine each potential sponsorship opportunity and structure the arrangement so that you can maximize the return. If you’re not getting buying customers from your involvement with a sponsorship, your money should be put elsewhere.

Advertising Specialties and Promotional Products

According to the Professional Products Association International, promotional products make up a $17.3 billion industry. That’s a lot of tchotchkes. These items can be anything that can carry a logo or slogan, from caps to cups, keepsakes, coasters, clocks, combs, clips, chairs, and a million other types of crap. Yes, they can help customers remember your business name or give you something to talk about at your trade show or sales call. But unless you incorporate your giveaways and getaways into your overall Street Fighter Marketing strategy, they’re just trinkets, toys, and trash. For most small businesses, it may cost only a few hundred here and there, but it adds up and, if not used effectively, squanders valuable resources that could be more readily used to bring customers in the front door.

FINI

These are some major problems with marketing, and they’re going to get worse. In the near future, the traditional advertising media will become less cost effective for most average businesses. The nontraditional marketing approaches will become increasingly difficult to adapt and manage. You’ll be besieged by throngs of salespeople touting stats that prove their station, publication, or cyber offers will bring you business. To make your marketing and advertising money work smarter, you’ll need to reevaluate all of your marketing. Though it’s impossible to start with a clean slate, you can start with a fresh focus called “zero-based marketing.” Look for alternatives and supplements in places you never thought of before. You’ll need to examine different and unique approaches to marketing that all work synergistically while seamlessly functioning within your operation. Now that you see most of the problems, you can start working on your Street Fighter strategies, plans, tactics, and solutions. That’s what this book is about.
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