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Which Wolves Are  Outside Your Door?


Dan Kennedy

 



 



 




The recession they claim was over years ago? Big box retailers and discounters? They are losing their war with online discounters—are you? Are you dealing with increasingly fickle customers? Rising costs at every turn? Maybe you have tried mimicking what you see big, national companies do with mass advertising and are finding the effectiveness of traditional media eroding, the promise of new media seductive but then disappointing.

The local small business is a special being. It cannot thrive trying to be a simple, small-size version of big national chains. The strongest, most profitable small businesses are owned and operated and promoted by people who rely predominately on what Jeff calls “grassroots” marketing done at the street level, by direct connection, integrated with the customers, their community, and their daily activities. This has its parallel in politics. Speaker of the House during the Reagan era, Tip O’Neill famously said, “All politics is local.” In politics, they say someone is good at “old-fashioned retail politicking,” by which they mean organizing volunteers at the local level; getting  every door knocked on; getting groups together in people’s living rooms for meet-and-greets; getting signs up in lots of yards; having presence at every local festival, fair, high school football game; creating visible association with local officials and celebrities. You might think this is no longer important in today’s high-tech age with its proliferate plethora of media, with Facebook and Twitter, with Skype, and so on—but you would be wrong. All of that has become useful, but it has proven unable to replace grassroots work by a grassroots organization as well as candidates themselves.

I occasionally do a little political campaign consulting myself and know some of the big dogs in that field. Recently, an under-30 wunderkind in the field pointed at his magical, mystical phone and said, ruefully, I think resentfully, “Despite everything in here, the guy with the most yard signs and bumper stickers still wins.” So, one of my big pieces of advice for local small-business owners, local practice professionals, and local salespeople is the same today as it was 35 years ago when I began giving it: Get up every morning and act as if and organize as if you were running for mayor. It’s what Jeff refers to as becoming “mayor” of your local neighborhood or community.

The local small business is a special being. It can easily be eaten by all the wolves at its door if not for a special bond with a sufficient number of customers, clients, or patients who remain immune to seduction by all competitors, who consider themselves to be in a monogamous relationship with their dry cleaner or Main Street store or restaurant, requiring them to be faithful. This presents you with both opportunity for advantage—in creating an asset no big company, big box retailer, or distant discounter can match—and huge hazard, because in many respects this can be the only sustainable advantage available to you, and if you fail at it, you fail entirely. I happen to be a “customers for life” guy. In my own businesses, working  indirectly with about a million and directly with about 25,000 small-business owners annually, I call those who discover me and then never leave my “Lifers,” and I have many with 7, 10, 15, 20, even 30 years’ longevity. In my private marketing consulting copywriting practice, over 85% of all clients repeat, return periodically, and remain in ongoing relationships. Although I admit this next statement is backed by imperfect science, it appears as best we can tell that the small-business owners in over 200 different product and service niches and categories actively using my methodology enjoy substantially higher customer retention, lifetime customer value, and referral value than the averages and norms of their industries. The gist of this, one of my Renegade Millionaire System Principles, is: While most business owners get a customer in order to make a sale, we make a sale to get and keep a customer. This makes the kind of grassroots marketing described in this book all the more important, because the asset at stake is relationship, and that is a very personal, person-to-person thing.

I’ll admit, in many ways, the grassroots marketing approach presented here turns the clock back a half a century or more, to a time when advertising was less costly, confusing, and inefficient, when marketing was more direct, when the local merchant and professional had real relationships with their customers. In some ways, many uses of modern media try to simulate this. We advocate returning to it.

I’ve been in the advertising business my entire life, and, off and on, have worked with some big-name, big corporate clients, but my preference is for aiding the small-business owner with more relationship-based marketing. My co-author, Jeff Slutsky, has perfected what he calls One-On-One Marketing™ as a means of customer connection. Even when he or I work with national franchisors and franchise organizations or chains, we both strive to guide the individual franchise owner or manager to  act as if he owned a local business in a smal1 community, and to engage in grassroots marketing at that level—not to rely on brand name or the parent company’s big advertising campaigns. Regardless of what kind of business you own, if you’ll do the same—if you’ll make real grassroots marketing an integral part of your business—you will thrive while others struggle, prosper far more than others in the best of times, and create unique, sustainable advantage.

In this book, we first examine what’s wrong with broad-brush uses of traditional and new advertising media and the common mistakes to divorce yourself from. This is important to break free of the ingrained tendencies to “advertise when you need more customers” and to copycat what you see the bigger dogs doing—both hard-to-break habits, both strategically inappropriate and unprofitable for the local small business. Then we proceed with laying out a different approach specifically engineered for the local small business.

Candidly, most marketing books are written very broadly, in hopes that big companies will buy them by the bushel load. This is not such a book. It has been written exclusively for you, the local small-business owner. Unfortunately, a lot of marketing books are written by academics, by big corporate executives, by inexperienced theorists, none of whom have Main Street smarts drawn from actually starting, growing, and running businesses or being on the street, sleeves rolled up, working side by side with business owners. This is not such a book. Its inclusion in my famous No B.S. book series is earned precisely because it cites no academics, turns its back on big corporations, brooks no theoretical ideas, nor panders to any reader’s hope for “easy buttons” or simplistic solutions to complex problems and opportunities. It is, in fact, no B.S., and consequently, it may not make us a lot of friends in the advertising community, and it may present you with information you’d rather not accept and work  you’d rather not have to do. But it will tell you the truth. The unvarnished, unsweetened, unabashed truth.

The local small-business owner is in the fight of his life. Many categories are shrinking by the day: clothing stores, bookstores, gift shops, hardware stores, restaurants, even professional practices, and more. A Darwinian thinning of the herd has been underway in recent years for many reasons: some driven top down from Washington, DC, but others well within the control of the business owner. Business owners lost touch with their customers and communities and forgot all about grassroots activities, and by doing so, left themselves vulnerable to distant and online discounters, big box retailers, and every imaginable kind of competition as well as to recession. Yet, at the same time, in every category, in big cities and small towns, some independent, local small businesses have thrived and grown stronger, have managed to protect their profitability, and have even driven bigger competitors out of their neighborhoods. The strong prosper, so this book is not merely about getting customers, it is about strength.

My co-author Jeff Slutsky is a dedicated champion of small business, at work with such businesspeople, at the grassroots level, day in and day out. He is a smart analyst, ingenious problem solver, a sales expert, and a kindred spirit with me in blunt truth-telling.

I’m proud to welcome him to the No B.S. book series, to present his work here, and add a few contributions of my own.

The local small business is not only a special being, it is a noble being. If you are a local small-business owner, entrepreneur, private practice professional, or salesperson, we believe you are engaged in a noble calling.





 CHAPTER 1


Back to the Future  What REALLY Works in Advertising, Marketing, and PR


Jeff Slutsky

 



 



 




We begin with a look at the poor condition of advertising and marketing today, and the problems it presents to the local small-business owner. We face facts. We accurately assess the advertising and marketing landscape. We determine where we are, so that we can get to a better place.

I’m often asked, “What is the best form of advertising?” as if there could be one superior to all others, suggesting that such an answer would solve the business owner’s needs, even if it existed. It doesn’t and it wouldn’t. There is no best. The answer is that 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, your overall health, etc.

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.

Media reps like to play doctor, but have one treatment, regardless of the illness. Unfortunately, after their recommended procedure is over, and in spite of administering a costly remedy, you still suffer from the same ailment.

Most advertising and marketing has become less effective because the consumer has become increasingly immune to it. So, while the advertising media are 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% of people now feel “constantly bombarded” by ad messages and that 59% feel that ads have very little relevance to them. Almost 70% said they would be interested in products or services that would help them avoid marketing pitches. Think about that. Seventy percent of consumers will spend money to avoid being bombarded with the never-ending proliferation of marketing messages.

“The Harder Hard Sell,” published in the June 24, 2004, issue of The Economist, cited a Deutsche Bank report that stated  consumers are getting harder to influence due to an invasion of commercial clutter in their lives. The report examined the effectiveness of TV advertising on 23 new and mature brands of packaged goods and concluded that in some cases it was a waste of time and, of course, money. Although in the short term TV advertising would lead to an incremental increase in volume sales in almost every case, there was a positive cash return on that investment in only 18% of cases. Over a longer term the picture improved, with 45% 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.”
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NO B.S. GRASSROOTS MARKETING INCONVENIENT TRUTH #1

Advertising is not the only answer to a need for customers or sales. Advertising may not even be the best answer. Advertising relying on out-of-context of marketing fails more often than not. And the least effective advertising, shunned by consumers, is advertising lacking personal relevance to those customers.

 



Much disappointment, frustration, and failure can be traced to the fool’s mission of finding a single, simple solution to a complex problem or opportunity.

—Dan Kennedy



So what are 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.




Branding Gone Wild 

Before you even begin to consider how to advertise, you need to determine the message you want to share with the consumer. Smaller local and regional businesses have taken a lesson from the major corporations on branding. Yet, when they execute their tactics based on the brand strategy, they often get bogged down in insignificant minutia that doesn’t impact the value of the company or drive sales.

There seems to be a lack of common sense when applying corporate brand strategy to the grassroots level. I think the reason is that marketing people generally have pretty healthy egos and they want to make themselves out to be more important or smarter than they really are. We ran up against this, head-on, when working with a client on some very simple promotional tactics that easily would have driven some sales and brought in new customers. It was a franchise company and the marketing director of the franchisor was invited to the meeting where we introduced the various grassroots concepts. The marketing director’s biggest concern about the promotion was the typeface that was being used. Fonts are important. But the company had so many other areas where the brand was not being reinforced properly. This type of inconsistency is very common. Even if everything is perfectly consistent right down to the typeface, sorry, but a logo doth not a business make! The small-business owner has to be very careful of copycatting big corporations’  obsessions about their brand image, because they are committed to it for many reasons other than impact on sales or importance to customers. The big companies have stockholders’ and Wall Street bankers’ perceptions and opinions to worry over, concern over franchisees’ morale, a need to impose discipline on far-flung operations, and other agendas that you do not have. Yes, brand and image matter, but they can’t be permitted to dominate your approach or get in the way of implementing grassroots marketing. And they definitely cannot be seen as the basis for a successful local business.




Traditional Advertising 


Daily Newspapers 

In most markets, the daily newspaper has long been a primary advertising medium for all types and sizes of local businesses. In addition to the major mergers, the increased cost of newsprint, and the downsizing of news staff, the big problems from an advertiser’s standpoint are these:1. Circulation continues to decline annually.

2. Advertising rates increase annually (based on cost-per-subscriber basis).

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

4. An attitude of superiority has developed with an inferior service.



With circulation numbers in the toilet and the remaining readers less likely to pay attention to your ad, 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, there are still times when it makes  sense to use newspaper advertising. Even then, however, the management at the newspapers acts as if they had the same monopolistic power in the marketplace 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.

Use of the newspaper can no longer be an automatic, habitual choice for any business. But it can’t be ruled out by a business either. Even though readership quantity has declined and the cost commanded to reach the remaining readership has risen, the issue is one of relevant quality: Who is reading the daily newspaper? Is that reader your ideal client? For example, Dan tells me that free-standing inserts in the local daily newspapers is still one of the top three media used by the nearly 100 seven-figure income-earning leading financial advisors he works with on an ongoing basis, because their avatar clients are 59- to 72-year-old married couples of moderate affluence, retired or nearing retirement, with traditional values. They subscribe to, share, and read the newspaper. On the other hand, auto dealers who still invest an inordinate percentage of their ad budgets in big, full-page, car-and-price newspaper ads hoping to bring the 20- to 40-year-old car, minivan, or SUV buyers are likely to miss a lot more that they could be reaching.


Broadcast TV 

Local TV stations have provided 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 between the four major networks and several local independent stations. Just like the daily newspapers, the local TV audiences have been eroding at the same time that spot rates have increased. Broadcast TV has lost audience to cable, satellite TV, video gaming, and the internet. Remote control units and  DVR services like TIVO allow TV viewers to avoid viewing commercials.

Like newspapers, local TV attracts fewer viewers, but charges more, and the viewers that they get 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 No-B.S. Marketer.

Just as with newspapers, broadcast TV can no longer be an automatic, habitual choice for any business. In both these cases—newspapers and broadcast TV—there are many kinds of local businesses staying there out of habit, or because their direct competitors are there, so they’re afraid not to be there with them, or because simply buying space and time is easy. Some are staying put for these reasons and even increasing the amounts spent to get the same results they got a few years before, for less money. This is staying put for all the wrong reasons.


Cable TV 

Local cable TV emerged as 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 TV programs. It was affordable, which allowed you to buy enough frequency to get your message remembered. But, just as cable TV became really valuable as an effective advertising medium, it, too, is being challenged. Broadcast Engineering magazine reports that though cable TV remains the predominant technology for the delivery of video programming, cable’s share has fallen from almost 100% a decade ago to about 75% 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% subscribe to a satellite service.


Radio 

Radio stations have been very good at combining promotional opportunities with their standard airtime 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), at the right day part, with the right number of commercials (frequency), for an effective duration of time (schedule), with the right message (creativity). 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). In comparing stations, you need to know what you’re paying to reach each 1,000 listeners of your target audience. Just because a station is “number one” doesn’t mean it’s number one for you. Too often, the biggest mistake local businesses make with radio is they buy 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.

One last problem: geography. Many local small businesses using radio reach large numbers of listeners who live and work too far away or migrate to and from work and home by routes that make the advertiser extremely inconvenient to patronize. If the advertiser has a true destination business—like the local zoo or a truly unique and exceptional restaurant—that’s one thing; if he has three dry cleaner stores, or a chiropractic clinic serving a cluster of neighborhoods, it’s another. Advertisers who deliver services or send sales agents to homes or businesses enjoy a very different dynamic with radio advertising than do retail shops and restaurants. Advertisers who offer goods at their physical location(s) but also via an online store also have a different kind of opportunity with radio advertising than those who must get a  customer to their physical location. In the face of all those choices, radio is also suffering from an erosion of its audience. Local radio now competes with satellite radio, audio CDs, DVDs, iPods, cell phones, and GPS. Even with somewhat of a renaissance due to live streaming on the internet, radio can’t deliver the audience size it once did.

Bridge Ratings recently did a study to see what effect MP3 players are having on radio listenership among 12- to 18-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 audiences are listening to a wider variety of music genres, forcing radio stations to change their programming.

Yet radio is perhaps the most affordable of all the major mass media, and it’s one of the most flexible as well. So, despite its drawbacks, and because of its virtues, radio is one of the few mass advertising media I tend to recommend to the majority of local business owners as something they need to at least aggressively experiment with. In our seminars, I frequently hear attendees say that they’ve tried radio and insist it doesn’t work for their kind of business, despite proof of continuing use by exactly their kind of business. It is not as simple as writing a commercial and buying time. In fact, because the commercial is so short and so creatively restricted, the commercial itself is less important than the overall advertising strategy and the grassroots marketing the radio advertising supports.


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 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. Even the cost of the production (i.e., 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 of 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-based alternatives including services like Angie’s List, Yelp, Craig’s List, Four Square, and specialized mobile apps.
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NO B.S. GRASSROOTS MARKETING INCONVENIENT TRUTH #2

It doesn’t make sense to promote your Yellow Pages ad in your other advertising. Why would you direct a potential customer to the only medium that puts you directly next to all of your competitors?



Yellow Pages advertising was always expensive, but often a necessary evil. Plus, their sales forces 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 penny savers; and bowling sheets and 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.

My co-author, Dan Kennedy, cautions business owners about too quickly abandoning this “old media,” though, especially for emergency-response kinds of businesses and/or when aiming at consumers age 50 and up, and certainly 60 and up.




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.


Internet 

The internet is sexy, exciting, explosively growing, and for most, necessary, but can still cause you to waste tens of thousands of dollars. The proliferation of online marketing media is so new and so subject to constant rapid change that the rules and the metrics are being rewritten on a weekly basis. A grassroots marketing solution will almost certainly 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 No-B.S. Marketer, you will learn which of these online approaches makes the most sense for you.


Telephone Marketing and Telemarketing 

This once powerful tool has been significantly dulled with new laws. Do-not-call lists, caller I.D., blocked calls, and cell phones that create less reliance on land lines 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 the fielding of that inbound inquiry is unprofessional, 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, under-trained, disinterested receptionist.

A No-B.S. Marketer 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 No-B.S. Marketer, however, views the sales staff as one more marketing tool. A No-B.S. Marketer 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 that 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 to let me do a small direct-mail campaign to promote the family’s office coffee service. I created a direct-mail campaign with a series of mailers. The photography, design, layout, 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 coffee maker my father used).

The mailers generated several inbound inquiries. One was from a major mortgage company that used 16 boxes of coffee a  month. My father’s largest customers at that time only used 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 their salesmen: Jeannie, our office manager, went shopping for a midsized 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 says. “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 salesman 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.


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 could care less if I smiled.

From the agency, to their 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, copy writers, 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% 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.




Publicity 

The most common misconception is that it’s 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. 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.
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