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John Wannamaker once said

“I know half of my advertising dollars are wasted. I just wish I knew which half!”
The Advertising and Marketing Workbook.

Introduction

This book – theory in practice – a workbook, with examples and details of costs involved and returns expected.
Why a book and a website – how to use the website – help to plan and implement.
New technology has changed the way we should think/enact advertising and marketing.
*Chart – history of marketing and advertising – to IMC and one-to-one/relationship marketing.
IMC and one-to-one – new truths – and the future?
Photo montage – many companies many ways.

What is marketing?

*Examples with some time and cost illustrations.

Why advertise?

Examples with some time and cost illustrations.

Integration and networking – working with the industry and the technology – leverage.
Tailoring and the importance of information – profiting from knowledge.
*Example – three companies – small, medium and large.
PART ONE – CORPORATE REALITY
What do you want to achieve?

Chart – three people - their short and long-term goals – SME owner, MNC marketing manager, mid-sized company manager.
What are you capable of achieving?

Understanding commitment – ownership &/or long-term strategies.
Responsibility – family/staff – corporate governance – general public.
Being on target – life and in business.

Being cost effective – ROI, and other measures.
Measuring effectiveness – other tools – linked to campaign development/market research.
Chart with examples – financial and non-financial.
Chapter One

Legal issues – fix - *
Accounting – international, national standards – creativity and packages. Also consider advertising and marketing expenses, theory and practice.
Human Resources – laws and costs – employ or not?
Tax – a cost of profitability – minimise cost or maximise revenue?
Business

Names –  psychology, the process and desired thoughts.
Examples explained.

Websites – essential investment – needs, short and long-term.
List with costs – examples.

Company

Accounts – industry assistance/book-keeper/accountant – and the bank. Normal accounting practice.
Marketing – initial research needs – some cost considerations.
Time line and cost/investment examples.

Trade Practices

Advertising – Section 52 and related sections and cases.
Prices – Recommended Retail Price and other essential knowledge.
Chart with examples.

Other issues
Triple bottom line – explain – the future?
Examples.

Corporate governance – relevant laws and rules.
Morals and ethics – a changing society – changing commandments?
Chapter Two

Business
Your Past

Parents, brothers and sisters, education and the neighbourhood.
Basis of skills and interests – what are you best at – want to be recognised for?
Specialists and generalists – being able to relate your expertise – still needing to be a generalist.
Your interests

Chart with examples and photo montage – people and their companies.
Sticking to the knitting – need to continually be recognised as the expert in your field.
International expertise – our global village – the conference and exhibition scene.
Global networks – establish yourself.
Your skills

Work and money – margins and new business.
Leverage – working with others – developing a team.
24/7 – never a holiday!
360º - cover everything.
SWOT – an introduction.
*Chart with example of an SME and the main points.
Wisdom comes from thought, knowledge and experience.
Building the future – business considerations.
Photo montage of needs being met.

Delegating new projects – management systems and processes.
Chapter Three

Planning
Future Dreams
New space – filling the empty page with profitable ideas – selections/time/cost considerations.
International

Photo montage and statistics – failure or success – what is the difference?

Is benchmarking important?

Never aim too low – need to be globally competitive.
Be awarded, recognised and sought after.
*****Advertising and marketing awards – examples and links – international/national/local.
National

Take the leading position – strategies and the process.
*Examples of some of the strategies.

Enjoying the pressure – health in mind, body and soul – human and business.
*Examples of good programs/processes.

Helping – the need to give and receive.
Local

Training – standards – cost, investment and staff retention.
Auditing – reporting systems – accounting and security, respect, publicity.
Ethics – getting the system right – social and community responsibility.
Technology
*Photo montage – cause related marketing.
Investing in the future – other considerations.
Building our solutions – why outsource?
Empowerment – building assets and profiting/leveraging them.
Chapter Four
The marketplace
The opportunities – reality

Cheats and crooks – trust and security – another investment.
Governments and politics – doing business.
International alignment – politics – making the right choices.
Skills required

Attitudes required – life long battle – health/capacity.
Perfection – only chance of survival – markets cycle and medias frenzy.
Employment to contracting to partners
*Chart  examples and links.
Loyalty and flexibility – the changes in a persons life – giving them flexibility.
Building the assets – employees – but retaining control and ownership – giving new challenges.
Portfolios and credentials – the company’s assets – marketing the strengths.
Business structure
Planning for growth – focus on future opportunities – process.
Finance

*Chart with examples and links

Leverage – listing the finance options and the risk/return reality.
Chapter Five
Market Research
**Examples and links – the methods/cost/companies – and associations.
Seeking knowledge – what is essential – focus.
Designing effective forms – getting the information – process.
Creating effective incentives – developing positive PR – developing the future.
Enhancing the long term relationship, network – the public/consumers – word of mouth.
Know the customer

**Photo montage – the consumer, demand and product development.
Past, present and future – just like the employee – they are our business – we must understand.
Servicing their ever changing demands – and using technology.
Product research and development – enhancing profitability.
Investing in their future – sales and marketing – departmental battles.
Know the competitor

Understanding the industry – defining the industry – who, what is the, a competitor.
Where is the economy going – global to local – cycles and investments – financing.
Differentiation – owning a niche, top of mind.
**Chart and examples – with photo montage.
Positioning – theory and practice.
Getting their help
Industry standards – from following to setting.
**Search engines – links and to industry – ideas.
Industry awards – being realistic.
**Examples – effectiveness awards.
SWOT

Changing parameters – need to update – and get others to workshop.
Three dimensions – all considerations.
Strengths

- the details

Methods of analysis – with illustration.
Weaknesses

- the details

Methods of illustration - examples.
Opportunities

- the details

Social – some new complexities.
**Examples.
Environmental – profits to be made in setting new boundaries – risk/return.
**Photo montage.
Threats


- the details

Financial – our network and global competition – needing to be the best.
Political – realities of aligning with others – being dependent.
Chapter Six

Positioning and differentiation

Positioning and differentiation – theory and practice.
***Examples – sociology and psychology.

Name to logo to slogan – building the meaning – retaining the focus.
The personality – who, what and where – what to leave behind?
Our friends – family and neighbours.
Their networks – cost effective research.
Establishing the niche

Essence – and soul – meaning – mission statements.
Creative diversity – using the mediums – being aware of the complications.
Developing new markets – a number of strategies – advertising and marketing considerations.
Becoming the specialist

Investing in knowledge – retaining the leading position.
Educating the market – extra-ordinary profit margins to be developed.
Photo montage with explanation.
Top of mind
Theory and practice – research and reality.
Corporate Identity – the image.

Giving image personality – staff and direction.

Helping the press – our publics – all seven of them.
Leading society – the entirety.
***Research

Chapter Seven
Branding
The name

One hundred years time – do you have the right stuff?
Simplicity – and adaptability.
Branding ingredients – an explained list.
***Examples and explanations.
Who is the company – and nick names.
Moving forward – the product life cycle.
Step by step – and the ability to redevelop or diversify or acquire.
What is their clothing – business and pleasure

Building – colours and styles – who are the friends – joint ventures, partnerships, associations.
Re-branding – frequency – some research, reality.
The logo
Money – vital investment – consider the numerous medias.
Photo montage.

Desired response – cool, smooth, classy, classical – psychology and the Corporate Identity.
The tools – colours and fonts and shapes – charts with explanation.
Photo montage.

Brainstorming – the process and expectations.
KISS
*Some of the websites – the process, pitfalls.
Merchandising – opportunities abound – financial returns – the research.
Slogans – vital detail – giving life – psychology and words.
*Examples explained.

Related to the name

Colours – reproduction – considerations of cost.
*Cost illustration.

Marketing – other Corporate Identity needs.
Examples with cost illustration.

Advertising – spreading the word cost effectively.
Examples with cost illustration.

Related to the personality

Research findings – effective advertising – cases – examples and links.
Related to the 4P’s

Examples and photo montage

4P’s – and Corporate Identity.
IMC – and the 4P’s and Corporate Identity.
Business cards and brochures – developing the personality

Mandatories – legal needs, other considerations.
Business card options – brainstorm the staff – email towards selection.
***Photo montage – business card options.

The costs – two sided to laminate, colours – potential stages of development.
***Chart with examples with cost estimates – linked to the website.
Brochures – are they required – the website as an interactive brochure.

*****Photo montage – brochure options - templated.

Brochure options – costs – considerations.

*****Chart with examples with cost estimates – linked to the website - templated.

The first important tool

Some of the rules – layout.

Our face – memory, recall, connection with advertising research – frequency.
Memorable differences – rules are made to be broken – other opportunities.
Photo montage – classics and new rules.

Everlasting and ground breaking style – classics, to refreshing art – need for perfection.

Photo montage – some of the failures.

Developing the detail

Perfection takes a little time – thoughts need time – consideration and research testing.
Surveying the unknown – ask others who you do not know – see how you feel – gut and commitment.
Chapter Eight
Profiting from technology

The website – live interactivity

*****Examples with cost estimates – linked to website – templated.
Essential investment – where to stop – profitable steps.
The entire being

Essential elements - mission statement – to profile, clients, accounts – advertising research.
Photo montage – examples.
The detail – languages and expenses – timelines.
Testing – ongoing development and interactivity.
Making it work for you

New ideas – adding value and seeking assistance.
Global networks – making the website work – developing the right global connections.
Another profit centre – budgeting for and obtaining desired returns.
Mass marketing and one-to-one

Internet advertising – some initial thoughts and creative realities.

Selling and marketing – philosophical thoughts and departmental realities.
Supply and demand – some new rules sue to technological advancements.
Supply line management – just the basics – and some examples.
Photo montage of examples and practice.

Developing our database – relationship marketing

Welcoming – the prerequisite – to storage of essential data.

Information availability – lists and the costs – expected returns – some examples.

The campion team – staff coordination and moral, retention, incentives and external opportunities.
Using technology

Security – essential consideration – cost realities.
Illustration citing options

Outlook and email – using the tools

Advertising and marketing considerations – some time and cost considerations.
Cost of some examples – with line items provided.

On the road – sales based tools – cost of the options.
Theory and practice – research and relationship marketing – with some advertising examples.
Examples with costs – linked to the website.
Newsletters – working the contacts

Template development – some of the options – the process and the cost.
*****Photo montage with cost explanation - templated.

The giving of wisdom

Value of information – giving an offer – response rates – research with examples and cost.
Regular irregularity – constant variety – advertising and marketing should be interesting – entertaining or funny – that is another matter – research – effective advertising – profitability.
Becoming an essential source of knowledge

Value of links – on the website and free offers, connections.
Value of design – originality – need to continue with Corporate Identity development.
Examples with  links – new style, new ideas – engendering success.
Developing trust

Psychology – steps toward trust – advertising and marketing – the process.
Consumers – purchasing behaviour – theory and practice – advertising and marketing – research.

*Examples illustrated – link to website.
Practicality – making sure there is logic to your advertising and marketing strategy.
Examples – short and long-term time lines – with costs – expanded on the website.

Chapter Nine
Leverage
Speaking – becoming the authority

Giving and receiving – developing the asset – intangible and intangible.
Research and examples – time and cost.

Being proactive

Associations and Chambers – being sought after – the Company’s standards.
Giving solutions

Relying on knowledge – make others dependent on the company – examples.
Needing more – they seek the company’s services.
Photo montage of examples.
Extra-ordinary profits
Leadership – other champions within the team – enhancing the sources of revenue.
Margins – improvement through advertising and marketing – examples expanded in the website.
Consulting – the objective – follow the process – new standards – new markets.
Selling – developing word of mouth

The family – and developing the network – other sources of distribution – advertising and marketing.
Client selection – a profitable process
Today’s cash cows – and long term success – locating the companies and the industries – economics.
Timing

Position Position Position – location and design – some media truths – just an introduction.

Research illustrated – expanded in the website.
Longevity creative campaigns – why think long-term – advertising and marketing strategies.
*Research illustrated – expanded in the website.

The process

Strategies – association and cooperation – cost benefit analysis.
Examples with photos – link to websites.
PART TWO - INVESTING
Development – expected returns – some measures – and some research.
Websites and articles – expanded on the website.

Implementation – timelines and costs – and accounting for the advertising and marketing.
Chapter Ten
Advertising – a start

Above and Below the Line

Considerations – the options, with expectations and developmental opportunities.
**Chart with examples, timelines and costs – expanded on the website.
Explanation

Facts – expenditure and expected returns – strategic justification.
Examples and charts with websites and link to web with greater detail.

Advertising

Reason – greater detail than before – research and explanation.
Photo montage – with links to web for detail.

Information – but where is the offer – response – urgency – return on investment.
Methods – examples of call to action – language and the target market and the stage of decision making – theory and practice – research.
Examples and explanation.

Cartoon – when, where and why – with examples and explanation of research.
Celebrity – when, where and why – with examples and explanation of research.

Real life – when, where and why – with examples and explanation of research.

Scientific – when, where and why – with examples and explanation of research.

*Chart with advantages and disadvantages – and cost estimates

Testimonials – when, where and why – with examples and explanation of research.

Others – when, where and why – with examples and explanation of research.

Photo montage of historically great examples.

Chapter Eleven
The media

Newspaper

Options and strategies – research and examples – costs illustrated.
*****Examples with website link explained – ability to design and send.
Disadvantages – list with examples.
Advantages – list with examples.
Photo montage.

Magazine

Options and strategies – research and examples – costs illustrated.

*****Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Photo montage.

Radio

Options and strategies – research and examples – costs illustrated.

***Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Photo montage.

Television
Options and strategies – research and examples – costs illustrated.

***Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Photo montage.

Outdoor

Options and strategies – research and examples – costs illustrated.

***Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Photo montage.

Cinema

Options and strategies – research and examples – costs illustrated.

***Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Photo montage.

Internet

Options and strategies – research and examples – costs illustrated.

***Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Photo montage.

Chapter Twelve
Creative tools
Design and impact

Quality talks – positioning and investment – returns concerns – service concerns – ease of entry.
Photo montage.

Cost of colour

Examples with costs – linked to website with job cost, accounts.

Fonts

Tools – list of the creative tools and the costs – charge fees and job cost examples.
Examples explained – style and positioning.
Diverse messages – niche markets, brand sizes, co-branding – new opportunities, new messages.
Examples explained and linked to the website – greater detail.

Photography
Technology – the various options – examples and costs – justification.

Examples – with cost estimates – to other websites.
When essential – advertising and marketing objectives.
Creative

Cost efficiency – focus on profits – time management – but no mistakes – getting others to look.
Comparison of good and bad – mistakes.

Art

Collectables – history will allow a legend to be reused.
Examples – and explain why they are so good.

Business – of advertising and marketing – returns, selling, and the client.
Branding

Campaign development – planning department – what are they all about?
Short and long-term

Growing together forever – advertising and marketing – an essential investment – the advertising agency – and the product life cycle.
*Chart – history and the present – the future?

Return on investment – facts and figures relating to the various industries.
Objectives – of the various industries – reality and examples.
Line items – of the various marketing promotions functions.
*Examples linked to the website with the job cost details.

Chapter Thirteen
Measuring effectiveness
Reach and frequency

Technicalities – the language, meanings and what is needed.
Examples explained with website detail.

Old rules – new technology, new measures and new standards – capabilities.
Information availability – examples explained – linked to website detail.

Impact

Placement – research – examples with costs.
Coordination – the process.
*Departmental structure – the chart with functions explained.
Editorial – working to create advertorials or tailor other advertising, marketing solutions.
Photo montage with examples explained.

Target market

Micromarketing – and using computers with socio-economic and psychographic data.
*Explain with examples – linked to website with details and costs.

Relevant data - cost effectiveness of information, the desired strategy and market research.
*Photo montage – where is the media going – the future.
The medias objective –  our objective – is their compatibility – coordination and new ventures.
Media combinations

****Schedule examples – campaign examples – effective – research – linked to website details.

Being proactive – media want help and ideas – making other jobs easy.

Building our empire – making them dependent upon us – other opportunities.
New profit centres – retaining focus – brand development options.

Chart the brands future – with examples.

Memory

*Research – with examples – link to journals – details on the website.
Sociology – and how important is the research – making things happen – efforts and returns.
Placement

Making the offer – getting what you want – price negotiations – demand and supply.

*Research and examples – links.
Chapter Fourteen
Marketing and the 4 P’s
Marketing

Product life cycle – and some of the other theories relating to the brand.
*Examples and illustrations.
Ranking the objectives and developing the timeline and budgets – focus.
Departments – what is the right structure – the advertising, marketing and selling process.
Profitable selling

Variable margins – note some of the industries and the percentage of sales that are spent on advertising.
Examples of the industry advertising and volumes – recommend changes – expand in the website.

Profitable focus – the advertising returns – research – why are there these variations.
Externalities – history – economics – cycles – advertising and marketing strategy.
Strategic options charted with potential results – percentages and the numbers game.

Making things happen – difference between success and failure – quotes, examples.

Personal selling

Face to face – methods – strategies – why one and not the other – research and examples.
Photo montage – success and failure – expand with the website.

Consumer – their objectives – advertising, marketing and selling – strategies and examples.
Corporate – explain the similarities and differences – new process – size, complexity – strategies.
*Chart the various corporate selling methods – how does advertising and marketing fit in.

Computers – their importance in the advertising and marketing selling process.
The 4P’s

Yesterday, today and tomorrow – how have they changed – each elements importance.
*Photo montage of the changes.
Tomorrows developments – know what we are going to have to achieve.
Global competition

*Statistics on the MNC’s growth and control - examples – global versus local.

Global versus local – the research – advertising and marketing strategies.
Testing new waters – advertising and marketing strategies – the process.
Physical differences – people and their habits – need to adapt?
Example – Japanese physical changes – changing food – new Western civilisations?

Social challenges – and the 4P’s – human desire and associating with it – need for growth, change.
Marketing considerations – making constant improvement – it is a process – advertising is the key.
Relating to IMC

*Examples of how advertising and promotions has been the key to change – satisfying needs.
Advertising – and wants – the offer – the options – but giving an offer is vital, essential.
Photo montage of offer options – link to website with research detail.

Direct or database marketing – recent changes and the internet – advertising and the website.
The direct challenge – why mass market – returns and memory – failure can be avoided – tailoring.

*Direct failures – examples and explanation – research expanded in the website.

Public relations and publicity – the options – the objectives – the challenges.
Sales promotions – brainstorming and cooperation – a launching pad – other options.
Chapter Fifteen

The product

Product or service
Listening and learning – market research and surveys – development and testing.
Bottom up – consumer testing and usage – demand and how much they are willing to pay – for what.
Direction – who makes the choices – consumers and management – marketing and sales – other options.
Horizontal and vertical integration

*Illustration with some examples of new opportunities – local to national to international.
Product uses – understanding the consumer – obtaining new ideas – and advertising, promotion.
Time and place – relating to the media schedule – other choices.
Packaging

Photo montage – and the links to advertising and promotion – also cost considerations.
Design integration – making the Corporate Identity work – parameters – practicality, cost.
Being fresh – what is the brand image – status – but always doing it our way.
New offers – change and our need to change – advertising and marketing also changes – compatibility.
Chapter Sixteen

Price

Price
**Research and examples linked to psychology – and the website for details, journals.

Consistency – vital to place a value on the brand – this should not change – adding value strategies.
Recall – positioning in the industry – expected value – advertising and marketing strategies.
Value – what is value – a service – ability to use other elements to effect positive change.
Psychology

*Change of price – when, why, how – expected reactions – sales, profits – research – details in the website.

Photo montage of the various methods of advertising such change – explain.
Advertising – and promotions – methods – and consumer developments.
Discounting and sales

Why – past, present and future – what are the marketing strategies – long term profitability.
When is the best time – industries and consumers – differences – contrarians – ability to own the market – examples – with explanation – link to website.
How to advertise these strategies – new philosophies require new designs and solutions.
Examples need to be linked to the website – with details.
Chapter Seventeen

Place

Place

24/7 – taking messages and responding – with the right details – within the day.
Telephones – computerisation and humanisation – service and advertising.

Sales management – programs and skills – behaviour models – research – linked to website.
Photo montage – different shops different people and different techniques – examples.

Being everywhere

Empowering the seller – ability to entice, ability to research – adding value – long term profitability.
Channel promotions

*Chart – give detailed options/ examples, latest technological advancements and the future.
Sales promotions – to point-of-sale – ways to generate greater returns – endless, but design and place
Merchandising – the ability to integrate with the sales promotions and the place.
Chapter Eighteen

Promotion – finish/fix
Promotion

Photo montage – famous campaigns – their longevity, diversity and simplicity – the essence.
Managing the options – and the politics – integration and leverage – some of the complexities.
Advertising introduction

Below the line – examples and research with some of the advantages and disadvantages.

Above the line – examples and research with some of the advantages and disadvantages.

Building the asset – versus building short term sales – objectives and reality.
Objectives – what are our targets – allocating the resources and getting the results.
Management - 
PART THREE - FOCUS
Communications – theory on learning – effective communications – interactivity and using technology.
Effectiveness – measuring and improving – setting new benchmarks – and the future, competition.
Measurement – market research – who is leading and who is learning.
Examples – the logical steps produce results – but are there rules – the future?
Chapter Nineteen
IMC and advertising
IMC - illustrate
Strategy and the real world – economics, finance and cycles, competition, the workforce and standards.
Present marketplace – change and making a difference – leading the way.
Effective strategies – and advertising and marketing - 
Competitive advantage – the point of difference – being special – making others feel special.
Advertising

Special opportunities – but always being on target – effectiveness.
Cost comparisons – and expected returns – reach and frequency – impact – long term returns.
Targets – who and when – what do they think – needs and wants – back to the basics.
Chart with some basic strategies and examples – link to website.

Informative and enlightening

Daydreaming and future-mapping – creative strategies – more processes – evaluation and processes.
Chart with examples and photo montage.

Funny business – and sex sells – timing/strategic flexibility – what does the brand and consumer need.
Effective advertising – the product life cycle – need to be fresh, and impact – advertising/marketing.
Developing the connection

Image – note the theory of eyes and flow – and colour retention – the research, linked to website.
*Examples of the research findings – illustrated with advertising – give costs/results.

Copy – theory and research – illustrated with examples – linked to the website.
Photo montage – length and shape and size – rules – impact and retention – image.

Facts – quotes, pictures – or an offer/incentive – what is of relevance?
Short and long term development

Bursting and other media strategies – options – what is appropriate when – cost comparisons.

***Chart with illustrations – and research linked to the website.
Cycles – mini campaigns – constant development and change – just like life.
Chapter Twenty
Direct Marketing
*Photo montage – highlighting the past and the problems – such low returns – creative strategy!
Database marketing – what should be expect – one-to-one marketing – the rules – processes.
New parameters – new skills required – examples and illustration of the results – fact and figures.
Improving the margins

Surveys – options and examples with an indication of results – linked to website for costing examples.
Post – changes, have developed new rules and desired changes – creative coordination – associations.
Telephone – systems, technology, DM and where to take telemarketing – opportunities.
***Research needs to be presented with examples and linked to the website.

Email – and 3G – what should be advertising, how should we be marketing – the potential – challenges.
New technologies

Digital – how does this effect the process, the results, financial returns – paradigm shifts?
Discs – DVD, mp3, storage and security – what else do we need to know – opportunities?
Illustration of how some of the new technologies can help advertising be more profitable.

Relationship marketing

Time – this is the problem – people and retaining – retention – business and consumer – when is best.
Process – and where does it fit into the advertising and marketing pie.
One-to-one

***Photo montage and examples with some results – linked to the website.
Chapter Twenty One
Personal Selling
Personal Selling – advertising and marketing connection – options and examples – new strategies.
Systems – with the help of technology – the road, referrals, and the meeting – some thoughts.
Perfection – and learning from life – prior to making mistakes.
*Photo montage of some of the mistakes – suggested solutions.

Research and development

Seeking ideas – surveys and the flow of information – putting the right systems in place.
Idea development – another process – the steps – the expected costs and the need to use others.
Chart illustrating the process and other skills/people required – linked to website.

Effective investment – managing the costs and the development.
The start of a lifelong friendship

The cycle of life – and other jobs they can help with as they move through life.
Chapter Twenty Two
Public Relations and Publicity

Public Relations and Publicity – and advertising and marketing – when  and why – costs?
***Examples and the costs – research and effectiveness – linked to the website.

Cause related marketing

Triple bottom line – the new mantra – advertising and marketing – how to boost the profits.

Being prepared – others are, and will constantly attack and destroy – emotions!
Corporate socialising – essential to making business easy – establishing the reputation.
**Photo montage – the process – some examples of how it can be effective.
Friends and favours – West and East – different systems – accounting, culture and ethics.
Building the bank

Credits and debits – explain with examples – planning for the worst – and other solutions.
Remaining in debit – practice – and advertising and marketing – cost linked to website.
Good publicity and PR

Writing Press Releases – how to get them published – how to write – options – solutions.
**Options and examples – what are the success factors – explain.
Launches – more options – and others – process and expectations – examples.
Getting on television, radio, or in the press – what do they need and want – and giving more.
Bad publicity and PR

Emergencies – some of the examples and the solutions – being prepared - examples.
*Ongoing rectification – advertising and marketing – coordination – expectations and examples.
Chapter Twenty Three
Sales Promotions
Sales Promotions – how important are they – research and illustration – assist IMC.
***Examples and cost linked to the website.

Legality – some of the laws – change from location to location – points to keep in mind.
Objectives – different campaigns – different strategies and results – when and why?
Options – and a consideration as to who else should be involved – expected results.
Tailoring to the database

Keep on target – the process and the competition – other considerations.
Being fresh

New ideas – trial and error and advertising and marketing – market research.
Merchandising

Options and strategies – research and examples – costs illustrated.

***Examples with website link explained – ability to design and send.

Disadvantages – list with examples.

Advantages – list with examples.
Competitions, tests of knowledge and …

**Photo montage of some of the options – examples linked to the website – with research.
Cooperating – is it important to have sponsors – or retain control.
Leverage and mainstream – making sure of the success – and long term benefits – IMC.
PART FOUR – PROFITS
Complex issues – planning so far in advance and the changing market – options and flexibility.
Chapter Twenty Four
Consumers

Life cycles – needs and wants change – so does ones style, tone and methods – moving together.
*Examples – male, female – geographic locations, education, physicality – what is appropriate?
Our various hats – advertising and marketing – consistent – or localised – who’s village?
Generational consistency – do we change – research – the family – mothers and fathers – Herzberg.
Underlying beliefs – moving back to nature, with technology in hand.
Multi-culture – the surroundings – moving with the mass, and the niche – IMC.
Tailoring the product

*Examples – what should remain the same – what should change – chart, research – website link.
Increasing returns – and long term strategy – objectives – who’s?
Niche markets – people and boxes – does it fit – what is the answer?
Instigating demand – new business, new products – IMC – some options.
Photo montage of the options and how they flow – IMC – link to website for detail.

Fulfilling their other needs – cooperation

Soul mates – strengths and independence and weakness – resolving the change – patches and IMC.
Socioeconomic to psychographics

List comparison – people and boxes – products and boxes – research and the website.
Criteria – how to know what to apply – trail and error – too expensive – other solutions.
Some poor examples – spotting and resolving prior to implementing.

Relevance – and the link to effective advertising – media and creative.
Connections – what is important – the parameters – setting the objectives and returns.
Knowledge and power

Design – who gets what – freedom and empowerment – control and order – the connection to IMC.
Company hierarchy – information and security – governance – IMC – some examples explained.

Concept development

Testing – rules – needs and wants – getting the truth or what you want – or the boss needs – long term.
Perfection – what is expected – process and coordination – other opportunities – seeking the unknown.
Going with the gut

Moving forward – what knowledge is essential – risk and return – IMC – what and where to invest?
Chapter Twenty Five
Business to Business

Structure – industry to industry – management – the differences – and IMC.
Systems – working with them – strategies and processes – the importance of the business press.
Compatibility – alignment of the structure and the objectives – otherwise – solving the problems.
*Making most of the differences – examples and results – theory linked to the website.

Business press, magazines

***Examples of some of the effective advertising and costs linked to the website.
Marketing – new thoughts and opportunities – rules and expectations – the future.
Advertising – being different though relevant – the only challenge – timing – and complications.
Conferences

Building – need to be involved; need to be presenting, developing leadership roles.
Investment – and being involved with associated conferences – the network spreads.
Returns – short and long term profits – developing new business.
Examples of some of the important exhibitions – website references and cost estimates.
Exhibitions

Building – like conferences, but more general – consider the promotional material.
Investment – spread the network as far as possible – word of mouth.
Returns – development – horizontal, vertical integration – advertising and marketing considerations.
Other opportunities – Local, national and international – and publicity.
Considerations – on the company versus in the company – investment versus income – some of the advertising and marketing considerations.

**Photo montage and examples of this dilemma.
The channels – incentives and selling

Distribution – consumer products and other services – today and tomorrow – change.
List with examples – give an indication of costs involved – advertising and marketing.
Management – matching the resources to the suppliers – simplicity.
Marketing – internal and external considerations – some of the opportunities.
Advertising – internal and external considerations – some of the opportunities.
*Photo montage of examples and the cost of these – linked to the website.

Getting others to sell

Incentives – some of the best strategies – industry considerations – being original – all the time.
Management – professional, perfect, and flexible – advertising and marketing challenges.
Marketing – control or self managed – product life cycle and the industry, personality.
Advertising – the plan – making it happen – working with them – both ways.
Photo montage – with examples and costing linked to the website.

Chapter Twenty Six
Production

Specialists – terminology and the basics – an overview – why use specialises – the future.
***Photo montage of the specialists – websites and costing – examples.
Print
The materials – and the reasons – image, quality – time and cost – the options.
Paper – purpose – advertising and marketing considerations – other thoughts.
Other stock – old and new – the realities – quantity – some examples.
Film

Digital realities – today and the future – essentials – flexibility – costs and opportunities.
Cost v Quality – advertising and marketing considerations – IMC and time – the plan.
Chart with examples linked to website – justify with reasons.
New challenges

Every job is different – the process – questions – answers and direction – examples.
New technologies

The need to be new – having to be purchased – demanded – advertising and marketing realities.
Chapter Twenty Seven

Finance

Your Budget – considerations – examples of plans and expected quality.
*Photo montage of the budget results and the expected quality – examples on the website.

Marketing – where to spend – questions, answers and direction – other considerations.
Examples with cost  - link to the website with details.
Advertising – where to spend – questions, answers and direction – other considerations.
Examples with cost  - link to the website with  details.

One month to five years

IMC

Campaigns – when to allocate what – the variation with explanation.
*Examples – photo montage – linked to website with detail.
Character development

Remaining fresh – social developments being welcomed – the special fund and disaster management.
Being the leader

Giving others responsibility – project management – process and advertising/marketing.
ROI and other measures
The details – some of the formulas that are considered – other realities.
*Examples linked to website – with photo montage.
The financials

Understanding – explain the terminology and the advertising and marketing considerations.
Daily – what do we need and when – industry and cycles – some of the complexities.
Weekly – what do we need and when – industry and cycles – some of the complexities.
Monthly – what do we need and when – industry and cycles – some of the complexities.
Cycles – knowing what to look for – advertising and marketing examples.
Managing and other considerations – problem solving.
Testing creative and ongoing effectiveness
*Chart with options and examples – with links and photo montage.
Market Research – explain the details with examples of when and why – cost.
Other aspects – so much to learn – research journals and examples – linked to website.
Investment – when and how much – knowing when to cut the losses – run with the wind.
Integration – to the creative and media process – other questions.
Research and development – examples of the process – cost – results.
*Photo montage with list linked to the website for details and explanation.

Chapter Twenty Eight

Internationalisation

The global village – some of the global trends and future realities.

*Photo montage with advertising and marketing global examples – link to websites.

Budgets decisions – where by who for what reasons – their circumstances – the effects.

Politics – some of the complications – how can we control our future – processes/systems.

Legal considerations – questions to answer – relating to IMC and the local needs.
Culture – what is important – decision making process – advertising – industries.
*Photo montage of the culture, the brand and advertising – explain good and bad.

Local v Global – research – no right nor wrong – answers provide the direction.
*****Journals websites and some relevant case examples – details on website.

IMC – some cases and projection into the future – technology can help the system, process.
Marketing considerations – follow on from IMC – more specific questions – greater depth.
Advertising considerations – follow on from Marketing – more specific questions – greater depth.
*Photo montage of the good and the bad – explain and give some web site addresses with details.

The future and other thoughts – research and testing – consultants and advice – direction and the plan.
Chapter Twenty Nine

A few more thoughts.
The website – what to associate with – independence and credibility.
From the name to the logo, through to IMC and ROI

The website – how much to invest – the stages of development – targeting the returns.
Where to from here?

Chapter Thirty
Your Advertising Plan

Your Advertising Plan – an outline and guide to the objectives.
The Ad Company Guide – explaining the reasons why – with examples.
***List with examples to website for detail.
Preparation

Desired returns – today and tomorrow – the process – making it happen.
Frequency of analysis – what is essential, managing the information – publicity.
Get every ones input

Meeting targets – and other incentives.
The advertising/marketing plan.

1. Company name  _________________________________________________ 

2. Meaning of company name ________________________________________

3. Product/brand ___________________________________________________

4. Industry category ________________________________________________

5. Geographic region  _______________________________________________

6. Geographic niche ________________________________________________

7. Pricing strategy __________________________________________________

8. Positioning/distribution strategy _____________________________________

9. Product strategy _________________________________________________

10. Promotion strategy – initial thoughts  ________________________________

11. Proposed changes/developments ____________________________________

12. Internal strengths and weaknesses ___________________________________
13. External opportunities and threats ___________________________________

14. Main competitors ________________________________________________

15. Their target market _______________________________________________

16. Our point of difference. ___________________________________________

17. Our competitive advantage _________________________________________

18. Our target market ________________________________________________

19. Target’s characteristics  ___________________________________________

20. Target’s  - name and family’s characteristics ___________________________

21. Our logo – changes required? _______________________________________

22. Tag line – changes required? _______________________________________

23. Slogans meaning _________________________________________________

24. Our opportunities - advertising/marketing/sales ________________________

25. Distinctive packaging/design features ________________________________

26. Point of sale opportunities _________________________________________

27. Sales promotions opportunities _____________________________________

28. Relationship marketing, networking opportunities ______________________

29. Direct marketing opportunities ______________________________________

30. Public relations opportunities _______________________________________

31. Advertising needs – mandatories ____________________________________

32. Media and creative needs - integration - initial thoughts __________________
33. Outline the creative strategy ________________________________________
34. Expected creative production budget - 

	Month
	1
	2
	3
	6 mths
	1 year
	2 years

	Brochures
	
	
	
	
	
	

	Direct marketing
	
	
	
	
	
	

	Public relations
	
	
	
	
	
	

	Sales promotions
	
	
	
	
	
	

	Website/Internet
	
	
	
	
	
	

	Magazines
	
	
	
	
	
	

	Newspapers 
	
	
	
	
	
	

	Outdoor 
	
	
	
	
	
	

	Radio
	
	
	
	
	
	

	TV
	
	
	
	
	
	

	other -
	
	
	
	
	
	

	other -
	
	
	
	
	
	

	Budget Total
	
	
	
	
	
	


35. Outline the main media opportunities ________________________________
36. Outline the media strategy _________________________________________

37. Media plan.

Expected year’s media marketing budget - 

	Month
	1
	2
	3
	6 mths
	1 year
	2 years

	Brochures
	
	
	
	
	
	

	Direct marketing
	
	
	
	
	
	

	Public relations
	
	
	
	
	
	

	Sales promotions
	
	
	
	
	
	

	Website/Internet
	
	
	
	
	
	

	Magazines 
	
	
	
	
	
	

	Newspapers 
	
	
	
	
	
	

	Outdoor
	
	
	
	
	
	

	Radio
	
	
	
	
	
	

	TV
	
	
	
	
	
	

	other - 
	
	
	
	
	
	

	other -
	
	
	
	
	
	

	Budget Total
	
	
	
	
	
	


38. Integrated Marketing Communications - mandatories and desires __________
39. Creative needs -

New logo ____________________________________________________________

New tag line __________________________________________________________

Advertising storyboard (illustrate potential advertisements)
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