Advertising and marketing
- your workable solution.

Lists/Guides/Forms
Examples/illustrations    Costs/Prices - ranges
Introduction 

Legal issues

Your past

Future dreams

The opportunities - reality
Research – Surveys and feedback

SWOT

Positioning and differentiation

The name

The logo

Business cards and brochures – developing the personality

The website – live interactivity

Developing our database – relationship marketing

Newsletters – working the contacts

Speaking – becoming an authority

Selling – developing word of mouth

Advertising

Design and impact
Creative
Reach and frequency

The media
Marketing
The 4P’s
· product
· price

· place

· promotion

IMC

Advertising

Direct Marketing

Personal Selling

Public Relations and Publicity

Sales Promotions

Consumers

Socioeconomic to psychographics
Business to Business

The channels – incentives and selling

Your Advertising Plan

Your Budget
ROI and other measures
Final thoughts

Introduction

PART ONE

Legal issues

Business

Company

Trade Practices
Other issues
Your Past

Your interests

Your skills

SWOT – an introduction
Future dreams
International

National

Local

Technology
The opportunities – reality
Skills required

Employment to contracting to partners
Business structure
Finance

Research – surveys and feedback
Know the customer
Know the competitor

Getting their help
SWOT

Strengths

- the details

Weaknesses

- the details

Opportunities

- the details

Threats


- the details

Positioning and differentiation

Establishing your niche

Becoming the specialist
Top of mind

The name

Who is the company – full name

What is their clothing – business and pleasure

The logo

A simple image
Related to the name

Related to the personality

Related to the 4P’s

Business cards and brochures – developing the personality

The first important tool

Developing the detail

The website – live interactivity

The entire being

Making it work for you

Mass marketing and one-to-one

Developing our database – relationship marketing

Using technology

Outlook and email – using the tools

Adding value

Newsletters – working the contacts

The giving of wisdom

Becoming an essential source of knowledge

Developing trust

Speaking – becoming an authority

Being proactive

Giving solutions

Extra-ordinary profits

Selling – developing word of mouth

Client selection

Timing

The process

PART TWO

Above and Below the Line

Explanation

Advertising

Newspaper

Magazine

Radio

Television

Outdoor

Cinema

Internet

Merchandising

Design and impact

Cost of colour
Fonts

Photographs

Use of celebrities

Creative

Art

Branding

Short and long-term

Return on investment
Reach and frequency

Impact

Target market
Past, present and future customers
The media

Memory

Placement

Negotiations

Media combinations
Marketing

Profitable selling

Personal selling

The 4P’s

Global competition

Relating to IMC

· product

Horizontal and vertical integration

Packaging

· price

Psychology

Discounting and sales
· place

Being everywhere

Channel promotions
· promotion

Advertising introduction
PART THREE

IMC

Bringing it all together

Advertising

Informative and enlightening

Developing the connection
Short and long term development

Direct Marketing

Improving the margins

New technologies

Relationship marketing

One-to-one

Personal Selling

Research and development

The start of a lifelong friendship

Public Relations and Publicity

Building the bank

Good publicity and PR

Bad publicity and PR

Sales Promotions

Competitions and …

Tailoring to the database
Being fresh

PART FOUR

Consumers

Tailoring the product

Fulfilling their other needs – cooperation

Socioeconomic to psychographics

Knowledge and power

Concept development

Going with the gut

Business to Business

Business press, magazines
Conferences
Exhibitions

The channels – incentives and selling

Getting others to sell
Your Advertising Plan

Preparation

Get every ones input
Your Budget

One month to five years
Character development

Being the leader

ROI and other measures
The financials

Testing creative and ongoing effectiveness
Final thoughts
From the name to the logo, through to IMC and ROI

Where to from here?

· these last two sections have direct links to the website.

· all other sections have examples within the text that are further enhanced in the website

· the website also has interactivity enabling the user to develop a costing for creative and media strategies – from a business card to a brochure to a website to a newspaper or magazine advertisement to a radio or television commercial or a comprehensive campaign.

Introduction
This book – theory in practice – a workbook

Why a book and a website – how to use the website

New technology has changed the way we should think about advertising and marketing
IMC and one-to-one

Integration and networking

Tailoring and the importance of information

PART ONE

What do you want to achieve?

What are you capable of achieving?

Understanding commitment

Responsibility

Being on target – life and in business.

Being cost effective – ROI

Measuring effectiveness – other tools – linked to campaign development
Legal issues

Accounting
Human Resources

Tax
Business

Names
Websites
Company

Accounts
Marketing
Trade Practices

Advertising

Prices
Other issues
Triple bottom line

Corporate governance

Morals and ethics

Your Past

Parents, brothers and sisters, education and the neighbourhood
Basis of skills and interests

Specialists and generalists

Your interests

Sticking to the knitting
International expertise

Global networks
Your skills

Work and money
Leverage

24/7

360º
SWOT – an introduction

Wisdom comes from thought, knowledge and experience
Building the future

Delegating new projects
Future dreams
International

Is benchmarking important?

Never aim too low

Be awarded
National

Taking the leaders position
Enjoying the pressure

Helping
Local

Training – standards
Auditing – reporting systems

Ethics – getting the system right
Technology
Investing in the future
Building our solutions

Empowerment
The opportunities – reality
Cheats and crooks
Governments and politics

International alignment
Skills required

Attitudes required
Perfection
Employment to contracting to partners
Loyalty and flexibility
Building the assets

Portfolios and credentials
Business structure
Planning for growth
Retaining control
Finance

Leverage
Research – surveys and feedback
Seeking knowledge
Designing effective forms
Creating effective incentives

Developing the network

Enhancing the long term relationship
Know the customer

Past, present and future
Servicing their ever changing demands

Product research and development

Investing in their future
Know the competitor

Understanding the industry
Where is the economy going

Differentiation

Positioning
Getting their help
Industry standards
Industry awards

No boundaries
SWOT

Changing parameters
Three dimensions
Strengths

- the details

Methods of analysis
Weaknesses

- the details

Methods of illustration
Opportunities

- the details

Social

Environmental
Threats


- the details

Financial

Political
Positioning and differentiation

Name to logo to slogan
The personality

Our friends

Their networks
Establishing your niche

Our essence
Creative diversity

Developing new markets
Becoming the specialist

Investing in knowledge
Educating the market
Top of mind

Helping the press
Giving them direction

Leading society
The name

One hundred years time
Simplicity

Branding ingredients
Who is the company – full name

Moving forward

Step by step
What is their clothing – business and pleasure

Building
New wings

Re-branding
The logo

Money
Desired response

The tools

Brainstorming
A simple image

Mediums of display
Merchandising

Slogans
Related to the name

Colours
Faces

Style

Marketing

Advertising
Related to the personality

Consistency
Research findings
Related to the 4P’s

Design

IMC

Business cards and brochures – developing the personality

Mandatories

Our options
The costs

The first important tool

Our face
Memorable differences
Everlasting and groundbreaking style

Developing the detail

Perfection takes a little time
Surveying the unknown
The website – live interactivity

Essential investment
The entire being
Mission statement

The detail

Testing
Making it work for you

New ideas
Global networks
Another profit centre

Mass marketing and one-to-one

Selling
Supply and demand

Supply line management
Developing our database – relationship marketing

Welcoming
Information availability

The campion team
Using technology

Security
Personal touch

Outlook and email – using the tools

Into the future
On the road
Adding value

Theory
Practice
Newsletters – working the contacts

Template development
The giving of wisdom

Value of information

Regular irregularity
Becoming an essential source of knowledge

Value of links
Value of design
Developing trust

Psychology
Practicality
Speaking – becoming an authority

Giving and receiving
Being proactive

Associations and Chambers
Getting a laugh

Giving solutions

Relying on knowledge
Needing more

Extra-ordinary profits

Leadership
Margins

Consulting
Selling – developing word of mouth

The family
Client selection

Leverage
Today’s cash cows
Timing

Position Position Position
Longevity
The process

Strategies
PART TWO

Development
Implementation
Above and Below the Line

Considerations
Explanation

Facts

Financials

Advertising

Reason
Information
Methods
Cartoon

Celebrity

Real life

Scientific

Testimonials

Newspaper

Options

Disadvantages

Advantages
Magazine

Options

Disadvantages

Advantages
Radio

Options

Disadvantages

Advantages
Television

Options

Disadvantages

Advantages
Outdoor

Options

Disadvantages

Advantages
Cinema

Options

Disadvantages

Advantages
Internet

Options

Disadvantages

Advantages
Merchandising

Options
Disadvantages

Advantages
Design and impact

Quality talks
Cost of colour

Life
And space

Flow
Fonts

Diverse messages
Photographs

When essential
Use of celebrities

Why?
Creative

Cost efficiency
Art

Collectables
Business
Branding

Campaign development
Short and long-term

Growing together forever
Return on investment

Objectives

Quantify

Line items
Reach and frequency

Technicalities
Old rules
Impact

Placement

Coordination
Editorial
Target market

Micromarketing
Image development

Relevant data
Cost effectiveness
Past, present and future customers

Competitors

Politicians

Media

Community
Time and changing roles

The media

Their objective
Our objective
Memory

Research
Sociology
Placement

Making the offer

Prices
Negotiations

Demand and supply
Reality

Media combinations

Being proactive
Building our empire
New profit centres

Marketing

Product life cycle

Ranking the objectives
Departments

Profitable selling

Variable margins
Profitable focus

Externalities
Personal selling

Face to face
Consumer

Corporate

Computers
The 4P’s

Yesterday, today and tomorrow
Tomorrows developments

Global competition

Testing new waters
Physical differences

Social challenges

Marketing considerations
Relating to IMC

Advertising

Direct or database marketing
Public relations and publicity

Sales promotions
· product

Listening and learning
Bottom up

Direction
Horizontal and vertical integration

Product uses
Time and place

Usage outcomes
Packaging

Design integration
Being fresh

New offers
· price

Consistency
Recall

Value
Psychology

Research
Locations

Advertising
Discounting and sales

Why?

When?
· place

24/7

Sales management
Being everywhere

Empowering the seller
Channel promotions

Sales promotions
Merchandising
· promotion

Managing the options
Advertising introduction

Building the asset
PART THREE

Communications
Effectiveness

Goals

Measurement
IMC

Strategy and the real world
Present marketplace

Effective strategies

Bringing it all together

Competitive advantage
Advertising

Special opportunities

Cost comparisons

Targets
Informative and enlightening

Daydreaming and future-mapping

Funny business

Effective advertising
Developing the connection

Image

Copy
Facts
Short and long term development

Bursting and other media strategies

Cycles

Mini campaigns

Direct Marketing

Database marketing

New parameters
Improving the margins

Surveys
Post

Telephone

Email
New technologies

Digital

Discs
Relationship marketing

Facts
Process
One-to-one

Examples
Personal Selling

Systems
Perfection
Research and development

Seeking ideas
Idea development

Effective investment
The start of a lifelong friendship

The cycle of life
Aging together
Public Relations and Publicity

Being prepared

Corporate socialising

Friends and favours
Building the bank

Credits and debits
Remaining in debit
Good publicity and PR

Writing Press Releases
Launches

Other news stories

Getting on film
Bad publicity and PR

Emergencies

Ongoing rectification
Sales Promotions

Legality

Objectives
Options

Returns
Competitions and …

Cooperating
Leverage and mainstream
Tailoring to the database

Keep on target
Being fresh

New ideas
PART FOUR

Complex issues
Consumers

Life cycles
Our various hats

Generational consistency

Underlying beliefs
Multiculture
Tailoring the product

Increasing returns

Niche markets
Instigating demand
Fulfilling their other needs – cooperation

Soul mates
Socioeconomic to psychographics

Criteria

Relevance

Connections
Knowledge and power

Design
Text
Concept development

Testing
Perfection
Going with the gut

Moving forward
Business to Business

Structure

Systems

Compatibility
Business press, magazines

Marketing
Advertising

Other opportunities
Conferences

Building

Investment
Returns
Exhibitions

Building

Investment

Returns
Other opportunities

Considerations
The channels – incentives and selling

Distribution
Management

Marketing

Advertising
Getting others to sell

Incentives
Management

Marketing

Advertising
Your Advertising Plan

The Ad Company Guide
Preparation

Desired returns

Frequency of analysis
Get every ones input

Meeting targets
Your Budget

Marketing
Advertising
One month to five years

IMC

Campaigns
Character development

Remaining fresh
Being the leader

Giving others responsibility
ROI and other measures
The details
The financials

Understanding

Daily
Weekly

Monthly

Cycles

Managing
Testing creative and ongoing effectiveness
Market Research

Other aspects

Investment

Integration
Research and development

Final thoughts
The website
From the name to the logo, through to IMC and ROI

The website
Where to from here?

The website
· these last two sections have direct links to the website.

· all other sections have examples within the text that are further enhanced in the website

· the website also has interactivity enabling the user to develop a costing for creative and media strategies – from a business card to a brochure to a website to a newspaper or magazine advertisement to a radio or television commercial or a comprehensive campaign.

