
 
 

ON-TARGET 
 

Creating an Effective &  
Cost-Efficient Advertising Program 

 
 
 

 

Ronald A. Heider, 
President of Heider Marketing & Advertising 



On-Target – Creating and Effective and Cost Efficient Advertising Program                              hmaads.com 

On-Target…© Ronald A. Heider ● 2014 

 
2 

 
   

Who we are: 
 
A marketing management company specializing in automotive advertising. 
 

HMA’s Mission: 
 
To turn all those ordinary consumers into your customers as we craft, execute and 
manage a campaign that works to build and solidify your brand while simultaneously 
driving leads, inquiries and ultimately sales. 
 

We’d like to connect with you! 
 
Let’s have a conversation and discuss a few ideas that might help you increase the 
volume of leads, traffic and sales you’re currently experiencing.  
 
 

 
 
 

VISIT OUR WEBSITE TO LEARN MORE 

 

http://www.ronheider.com/schedule-a-consultation/
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An Introduction to On-Target 
 

 
What exactly is On-Target?  The pages that follow are quite simply a 
compilation of articles (written for and published by local, regional or on-line 

business journals) on the subjects of advertising, marketing and media.  
 

As you review these pages, you will find relevant, useful and practical guidance 
for your marketing program.  No theory or philosophical ideas: Just proven 

concepts that work for any industry.  
 
The strategies provided will help you create a marketing program that will 

consistently work to attract inquiries, generate leads and increase your sales 
and market share. 

 
As you have undoubtedly encountered many definitions and purposes for 

advertising, consider the words of Sergio Zyman (former CMO for Coca-Cola): 
 

 

“The sole purpose of advertising should be to 
sell more of your stuff to more people for more 

money.” 
 

 

If your program fails to deliver customers and generate revenue, what good is 
it?  The strategies put forth in this writing follow the ideal of selling more 

products and services to more people, for more money and selling them more 
often.   

 
As once told me, “It’s not about spending more, just being smarter.”   
 

I hope this helps you be smarter. 
 

Ronald A. Heider 
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Chapter 1 

 
  A Look Back at Advertising & Media 

 
“The greatest thing to be achieved in advertising is believability, 

and nothing is more believable than the product itself.” 
- Leo Burnett 

 
Once upon a time they said TV would replace the movies.  Movies actually became 
better.  The motion picture industry couldn’t take its audience for granted any longer.  

People had a choice, and the movies responded with blockbusters that needed the big 
screen, and movies and TV learned to co-exist.   

 
When Cable TV came along, they said newspapers were doomed.  People could get up-

to-the-minute news all day, every day.  That didn’t happen either.  Just like the 

movies, newspapers had to get better, leaner, more efficient, and more responsive.  
Many folded, but many “re-invented” themselves and are found on-line only. 

 
Which leads us to the Internet.  Radio has sound, and the “theater of the mind.”  

Newspapers have tangibility.  TV has visual and audio, and “feeling”.  And the Internet 
seems to have it all, plus it’s a two-way street, making it by far the most democratic 

medium to date.  Everyone can be a publisher, performer, or critic.   
 

Marshall McLuhan’s proposition that the medium is the message rings particularly 

meaningful in marketing.  To a great extent, the medium actually creates new product 
categories, as it creates new markets.   The “Infomercial” didn’t exist before television. 

Some products just naturally relate more to a particular medium.  In addition, it’s 
always wise to go where your competition isn’t. 

 
Some mediums have a natural affinity for each other.  Before television, the 

newspaper-radio combination sold a lot of automobiles for local dealers, and, to tell 
the truth, it’s still a pretty good combination.  Today, with information becoming the 

product, the Television-Internet combination sells a lot of learning. 

 
None of the “old” mediums have disappeared.  People still read books, magazines, 

newspapers; they still go to the movies, listen to the radio, watch television, and 
occasionally, actually talk to each other.   

 
Word-of-mouth still ranks as the most powerful advertising, although the Internet can 

sort of do that, too.  However, as with real (as opposed to virtual) word-of-mouth, 

customer comments cut both ways. 
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Since the beginning of time, people have done what pleases them.  They are drawn to 
what they’re comfortable with, and that doesn’t change overnight.  As long as we make 

our proposition easy, comfortable, and beneficial, our marketing efforts will still bear 
fruit, provided, of course, we have a good product, treat the customer right, and get 

their attention. 
 

Back in the days before television, the mantra was there were three advertising devices 
that always get attention: babies, animals, and kissing couples.  Look at media 

advertising today, and you’ll see things haven’t really changed all that much. 

 
The Internet has become the showroom.  Powerful and pervasive as it is, it still 

depends on the outreach mediums to tell people that your store exists – what it is, 
where it is, and why they should go there.  What, Where, Why – It all sounds very 

familiar.     
 

The possibilities of the Internet are new, exciting, and seemingly endless.  It is 

becoming a video medium to rival TV.  Some advertisers have forsaken traditional 
mediums in favor of all-Internet marketing, which seems extreme.  After all, you still 

need to drive eyeballs to your website and give them a reason to go there.   
 

The Internet is important, but is it the do-all, be-all?  Maybe, but the real goal is still 
to drive customers to your store, your product, your service, and if newspaper, radio, 

TV, bus cards, direct mail, skywriting, or the Internet can deliver people who believe 
you have something of value to them, all the rest becomes academic. 

 

The Internet can do so much.  It’s easy to focus on the technology, and lose sight of 
the goal.  Business owners who fell in love with their computer systems have been 

known to go out of business because they thought if they got the technology right, 
everything else would take care of itself.  It would be a mistake to put the Internet 

before your advertising.   
 

It’s like those award-winning ad campaigns that don’t produce profits.  In marketing 
101, they call that sub-optimizing.   

 

After all is said and done, we find that the basics never change.  
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Chapter 2 

 
Why Most Campaigns Fail 

 
“Advertising is the very essence of democracy.  An election goes on 

every minute of the day where customers determine the leader.” 
- Bruce Barton 

 
Advertisers always ask the question “what will make my campaign successful”? 
 

Before answering, let’s define and understand what advertising is.  According to 
Webster, the definition of advertising is “to tell about or praise (a product, service, etc.) 
publicly, as through newspapers, handbills, radio, etc., so as to make people want to 
buy it”. 
 

Most advertisers focus on the first part…telling people about their product or service.  
This is why most advertising fails.  Telling your story alone won’t make people want to 

buy. 
 

There are two sides to the purchasing coin…logic and emotion.  The decision to buy is 
made on the emotional level first, and then backed up with logic.  Most advertising 

provides the consumer with plenty of logical reasons but little to no emotion.    

 
Do your ads convey emotion?  Are you reaching deep into the hearts of those coveted 

customers? If you want a successful campaign, create ads that appeal to the emotions. 
 

Another reason why campaigns fail is that most ads are filled with clichés.  When it 
comes to advertising, a cliché is defined as a statement every marketer makes but no 

one believes.  Have you noticed that every advertiser has the best selection, the 
absolute lowest prices and world-class customer service reps & sales staff?   

 

Rather than loading your ads with clichés, consider using words that are powerful, 
colorful, descriptive and relevant.  Create your ads from the customers’ point of view, 

not yours.  If you want a successful campaign, stop using meaningless clichés. 
 

Many ad campaigns fail due to advertisers putting too much information and too 
many different thoughts in their ads.  This is a 2-part problem: (1) the ad contains 

more than one major theme and (2) there’s just too much information in the ad. 

 
Part 1: A clear, single message delivered with real emotion will beat the ad filled with 

competing messages every time.  What’s your message?  Why will people want to buy 
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from you?  When you load your ad with multiple messages,   you confuse the 

consumer.   Confused consumers don’t buy. 
 

Part 2:  Putting too much into the ad.  This is typically a result of the advertiser 
saying “if I don’t provide lot’s of different products to choose from, that prospect might 
not visit my store.  He/she might not be interested in product A, B or C, so I’ll make sure 
I tell them about product D, E and F.”    
 

Once you start loading your ad with long lists, you’ve lost the interest and attention of 
the consumer.   Non-interested consumers don’t buy. 

 
Do your ads consist of a simple, clear message?  Or do your ads contain a long list of 

products & services that no one will remember?  If you want a successful campaign, 
simplify your message. 

 
Often, many advertisers will attempt the use of sound effects to gain the attention of 

potential customers.  Sound effects can work if they’re relevant to your 

product/service and used sparingly. 
 

Here’s an example of how NOT to use sound effects.  Several years ago, a very 
promotionally-driven carpet cleaning firm opened their radio ads with irrelevant, 

highly agitating sound effects.    
 

One ad in particular opened with a police siren (too loud, too long and painfully 

distorted), followed by the police officer yelling through his loud speaker “pull 
over…where are going in such in hurry?”  The drivers’ response was: “but officer, I’ve 

got to get to a phone so I call ________ Carpet Cleaners…..”   The entire series of ads 
were irritating and irritated consumers don’t buy.  

 
The most successful advertisers communicate with their customers by crafting their 

message so that they deliver useful & relevant information.   If you want a successful 
campaign, don’t irritate the customer. 

 

Finally, placing different messages on different mediums will reduce your response 
rates.  Many advertisers will put one message on TV, another on radio and yet another 

in print.   
 

What you want to strive for is synergy in your advertising.  True synergy is when 1 
plus 1 equals 3.   

 
The most successful advertisers will place the same message across every media 

channel they use.  The result is synergy and a greater response to the offer.  Ad & 

media people call this integration.  If you want a successful campaign, integrate your 
message. 

 
By making a few adjustments to how you craft your ads, you’ll see an increase in 

inquiries, leads generated and ultimately, higher sales volumes. 
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Chapter 3 

 
Common Sense Advertising 

 
“Advertising is a simple phenomenon in terms of economics.   

It’s merely a substitute for a personal sales force.” 
- Leo Burnett 

 
Do you use common sense to advertise your business?  Using common sense & 
conventional wisdom is one of the most common mistakes. If using common sense was 

the right thing to do, more businesses would be wildly successful. As it is, 85% of new 
businesses fail in the first 5 years (US Dept. of Commerce).   

 

 

Dun & Bradstreet reports:  “Of the small businesses that fail, 90% 

do because of lack of skills and knowledge on the part of the owner.” 
 

 
Many retailers and small business owners like to practice D-I-Y advertising.  Do you 

know enough about advertising to develop, execute and manage a campaign that will 

be successful?   Answer these questions and see how you score. 
 

● Question # 1: Do you know the difference between advertising and marketing? Most 
people think they’re the same.  

 
According to Webster, marketing is “all business activity involved in the moving of 
goods from the producer to the consumer” while the word advertise is defined as “to tell 
about or praise a product/service publicly…so as to make people want to buy it.” 
 

In other words, marketing is the process or system you use to get in front of 
customers.  Advertising is the actual message you deliver to them. 

 
● Question #2: Do you know what the most important element in an ad is?  Most 

businesses typically think that it’s increasing the awareness of their company name. 

“Make sure my name is mentioned at least 3 times in every ad”.   
 

Your company name is only important to existing clients. Prospects don’t care what 
you call your company; they want to know which of their problems you can solve and 

the benefits you can provide them. 
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● Question #3:  Who should you tailor your ads for, you or the consumer?  Common 

sense would dictate that your ads should be focused on you.  Offer a list of hours, 
locations, great service, low prices, convenient parking…  Sound familiar? 

 
Consumers don’t care about you.  They only care about themselves.  Your ads should 

answer the question of “why”?  Why should I go to your store?  Why should I give you 
my time and spend my money with you?  This can be a touchy subject with most 

advertisers.  You may not like what your customer sees.  Is your selection really as 
good as you think it is?  Do you truly provide the best customer service?  Are you 

actually as good at what you do as you think you are?  

 
Look at your product or service through the eyes of the consumer.  Then ask yourself 

why would the consumer want this, need this, or even care about this.    Successful 
advertisers craft their ads so that they answer the customers question of why.  

 
● Question #4:  Do you know where the real profit potential is in your business? Too 

many business owners think it’s the product they sell to new customers. Your real 

source of profit is all the additional products and services you could be selling to your 
current customers. 

 
You’ll find it more economical to communicate with current customers than always 

trying to win new ones.   Have you ever calculated what it costs you to win a new 
customer?  Have you run the numbers to see the cost of retaining a current customer?   

 
Focus your attention on creating a great experience for your current customers.  

They’ll spend more and you’ll be surprised at how many new customers show up.   

 
● Question #5:  Which media strategy is best?   

 
(A): Use the shotgun approach and buy lots of different mediums   

 
OR 

 
(B): Focus your budget and dominate a specific medium 

 

Common sense says “buy lots of different mediums so no one misses me”.  The most 
successful advertisers make sure they dominate one medium before adding another.  

This point is critical.  Your media plan needs to be structured around the domination 
method.  This method dictates you dominating one particular medium before adding 

another.  Can’t dominate the whole medium?  Start with one radio station or one local 
news program.  As business increases, add to your media plan.  Only after you 

dominate one particular medium should you look at others.  

 
● Question #6: How many different messages should you put in your ad? 

 
Most advertisers want to list benefits A, B and C, followed with D, E and F.  Common 

sense would say “the more you tell, the more you sell.”   
 

The most successful advertisers realize that simplicity will generate more leads and 
sales than ads filled with a laundry list of items, features, benefits and price points. 
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● Question #7: When and how often should I advertise?   
 

Common sense would tell you when you need more customers.  Has an ad sales rep 
every told you “only go hunting when the ducks are flying?”  This strategy proves to be 

costly, in-efficient and frustrating. 
 

Successful ad campaigns are very similar to a hot-air balloon.  It takes tremendous 
effort, time and energy to fill the balloon and get it in the air.  In time, the balloon 

takes flight and begins to soar high above the trees for all the townsfolk to see.  Once 

aloft, small burst of energy keep the balloon full and high in the sky. 
 

Build a successful ad campaign is like that hot-air balloon.  You exert time, energy 
and money to build your name and tell potential customers what you have to offer and 

why they should choose you.  It’s starting to work as people are becoming familiar 
with you and are responding to your offer.   

 

At this point, many businesses turn off the flame that fed the balloon (advertising) and 
quickly return to the ground.  It may be a few weeks or a few months but the process 

starts all over again as your river of new customers slows to a trickle.   
 

This process soon proves very expensive as it takes great effort to raise high above 
those pesky trees (a.k.a. your competitors).  

 
Rather than turn off the flame, the most successful advertisers choose to continually 

feed the balloon with short, consistent bursts of energy keeping themselves high above 

the trees for all to see.   
 

They enjoy the benefits of a campaign that consistently delivers new customers and 
keeps their current customers coming back for more.  These advertisers also discover 

that it’s far more cost efficient to feed the balloon with short bursts of energy on a 
consistent basis. 
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Chapter 4 

 
Build Your Brand, and They Will Come 

 
"In advertising... not to be different is virtually suicidal." 

-- William Bernbach 
 
 

If you're not building a unique brand identity ... your business could fail.  

 

Bold words, but hear me out.  Each day, consumers are bombarded with countless 
marketing messages. Having a brand and message that is unique will help break 

through the clutter.  A unique brand identity is essential to getting and keeping your 
customer's attention and loyalty. A powerful brand helps pave the way to a successful 

and profitable business. 
 

Make the decision to actively build your brand.  By virtue of just being in business, 

you end up with a brand identity whether you build it or not. The difference is that 
when you work on building your brand, you have the opportunity to guide your 

customers in developing an identity that you would have preferred to have. 
 

Brand building and positioning is not something that you do to your business, 
product or service -- it's what happens in your customer's mind.  You have the power 

to influence your customer's perception of your business, product or service. With 
effective brand marketing, you can position yourself ahead of your competitors. 

 

A Few Brand Building Quotes and Tips from the Godfathers of Branding: 
 

• "Every advertisement should be thought of as a contribution to the complex symbol -
- the brand image. You now have to decide what 'image' you want for your brand. 

Image means personality. Products, like people, have personalities and they can make 
or break them in the market place." -- David Ogilvy 

 
• "General advertising is Cyrano. He comes under your window and sings; people get 

used to it and ignore it. But if Roxanne responds, there's a relationship. We move the 

brand relationship up a notch. Advertising becomes a dialogue that becomes an 
invitation to a relationship." -- Lester Wunderman 

 
• "To establish a favorable and well-defined brand personality with the consumer, the 

advertiser must be consistent. You can't use a comic approach today and a scientist in 
a white jacket tomorrow without diffusing and damaging your brand personality." -- 

Morris Hite 
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• "If you ever have the good fortune to create a great advertising campaign, you will 

soon see a competitor steal it. This is irritating, but don't let it worry you; nobody has 
ever built a brand by imitating somebody else." -- David Ogilvy 

 
• "There's no secret formula for advertising success, other than to learn everything you 

can about the product. Most products have some unique characteristic... and the 
really great advertising comes right out of the product and says something about the 

product that no one else can say. Or at least no one else is saying." -- Morris Hite 
 

Branding is serious business.  Your brand simply cannot support itself on attractive 

logo images and font usage alone. The biggest mistake businesses make is focusing on 
the visual aspect of brand identity without first establishing the brand framework, 

which contains: the company's position, unique selling proposition (USP) and 
marketing message. 

 
Brand is defined as a "name, term, sign, symbol or design, or a combination of them 

intended to identify the goods and services of one seller or group of sellers and to 

differentiate them from those of other sellers”. While the brand image must be both 
powerful and visually distinctive within the mind of the consumer, businesses must 

first determine the most important component of the brand definition: how to 
“differentiate from those of other sellers”. 

 
Your company's position and USP are the frameworks that must be defined first. Once 

you have established your position, move onto developing your tag line (if applicable) 
and key marketing messages. Both your tag line and marketing messages are 

extensions of your position and USP content. The marketing message must articulate 

the value your company will provide to the customer. Your marketing message must 
confirm your credibility, connect to your target market, motivate the buyer and set the 

stage for brand loyalty and evangelism. Once you have completed your content 
foundation, you are then able to develop the aesthetics of your brand. 

 
Branding allows you to create a visual picture of your company within the customer's 

mind. Be sure to strategically think through the visuals and marketing content. 
Similar to the ongoing strategy associated with positioning, your brand images and 

content must be clearly defined throughout all corporate communication. 

 
A successful brand position must satisfy three conditions: it must be unique, 

compelling and credible. Linking your brand with a compelling customer need in a 
unique way is a good start. However, many companies falter in the implementation 

phase when credibility is proven or refuted.   
 

Just saying it doesn’t guarantee customers.  You must deliver on the promise your 

brand makes or you’ll witness the migration of your customers to your competitors.   
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Chapter 5 

 
Understanding Those Buzz-Words 

 
“Advertising is the lubricant for the free-enterprise system.” 

- Leo Arthur Kelmenson 

 
Every industry has its own jargon: Words and phrases unique to them.  Listed below 

are a few buzzwords you’ll hear from ad & media people and what they mean as they 
relate to your success. 

 
• USP – Unique Selling Proposition.  This term was coined decades ago and is still 

relevant.  Creating your USP is arguably the most important element in your 
campaign. 

 

Your USP is simply this:  What is truly different about you?  Just being different isn’t 
enough.  Your difference or uniqueness needs to be meaningful to the consumer. 

 
Here’s where it gets cloudy:  Brand marketers would define your USP as it relates to 

your core identity, your values, and your mission.  Direct marketers would say it’s all 
about the product and the offer you make. 

 
Either way, your USP needs to be different from every one of your competitors and 

have real meaning to customers.  That’s why it’s unique.  Work hard on this one and it 

will serve you well.      
 

• TOMA – Top of Mind Awareness:  Top of mind awareness is achieved when you own 
the space that your product or service occupies within your prospects mind.  

 
Your goal must be to create an awareness of who you are and what you offer. So, when 

your prospect is ready to buy, they think of you. 
 

How do you achieve TOMA?  The best way is to stay in touch.  If you don’t constantly 

remind people who you are, what you have to offer and why they should choose you, 
they will forget.  Be fun, different, creative, informative and consistent. 

 
• Brand Equity: These are the associations made by your customers.   

 
Why is brand equity important?  When you increase your brand equity, your 

customers will be willing to pay you more for your products and services than they 

would pay a competitor.    
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If you’ve been successful in creating great experiences for your customers, your brand 

equity will increase.  Customers will trust you more, shop around less and prove more 
profitable for you.  

 
 • Cost Efficiency:  This relates to the cost of buying ads and is used to see which 

media is more efficient.  The goal is to buy as efficiently as possible. 
 

How does this work?  Once you’ve established your budget, your media sales rep will 
generate a suggested schedule.  The media that provides the greatest amount of reach 

and frequency for the lowest cost is more efficient.  

 
• Cost per Point (CPP):   Used primarily in TV and radio ad buys, this is simply what 

it will cost you to reach 1 percent of a given audience.  The best use of CPP is to 
measure which media is more efficient.   

 
If using the CPP method, make sure those competing for your business are given a 

level playing field.  Same demos, similar qualitative and programming.   

 
• Cost Per Thousand (CPM):  What it will cost you to reach 1,000 people.   

 
If you’re deciding between different mediums, this will be a truer measurement.  CPM 

can be used with radio, TV, newspaper, direct mail, outdoor and so on. 
 

• Share of Voice:  SOV refers to how many ads you have purchased in relation to all 
of your competitors.   Here’s a very simplistic example:  If your business category as a 

whole buys 1,000 ads per week of which, 100 of those are yours, your SOV is 10%.   

 
When is SOV important?  If you’re in a highly competitive and heavily advertised 

industry, you’ll need a greater SOV. 

 

 

As you develop your ad campaign, the most important questions you 
need to answer start with the word WHY. 

 

 

● Why should consumers put you on their shopping list?   
 

● Why should they care what you’re telling them? 

 
● Why should they give you their money? 

 
Answer the WHY questions and the rest will fall into place. 
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Chapter 6 

 
Get to Know the 5 Types of Customers 

 
“There is only one boss:  the customer, and he (or she) can fire 

everyone in the company by spending their money somewhere else.” 
- Sam Walton 

 
Advertisers are faced with the issue of trying to find new customers on a daily basis. 

Most are obsessed with making sure their advertising, displays, and pricing all 
"scream out" to attract new customers.  This focus on pursuing new customers seems 

prudent and necessary.  Unfortunately, it can wind up hurting you.  
 

Rather than attempt to reach everyone, focus your efforts (and your advertising) on the 

20% of your customers who make up the vast majority of your sales and profits.  This 
idea of focusing on your best customers should be seen as an on-going strategy. To 

better understand this, here is a break down of shopper types: 
 

● Loyal Customers: While they represent less than 20% of your customer base, 
they make up more than 50% of our sales and close to 80% of your profits.  

 
● Discount Customers: They shop your store frequently, but make their 

decisions based on the size of the markdown.  

 
● Impulse Customers: They do not have buying a particular item at the top of 

their "To Do" list, but come into the store on a whim. They will purchase what 
seems good at the time.  

 
● Need-Based Customers: They have a specific need to buy a particular item.  

 
● Wandering Customers: They have no specific need or desire in mind when 

they come into the store.  These are your “I’m just looking.”  

 
To truly grow your business, focus your time and resources on the loyal customers, 

and merchandise your store to leverage the Impulse shoppers. The other three types of 
customers will find you as a natural by-product of your on-going advertising 

campaigns.  
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Here’s a further explanation on the five types of customers: 
 

Loyal Customers: Communicate with these customers on a regular basis.  Speak to 
them through your advertising as well as by telephone, thank you notes via the mail, 

email, etc. These are the ones who can influence your merchandising decisions.  
 

Nothing will make a loyal customer feel better than soliciting their input and showing 
them how much you value it. You can never do enough for them.  The more you do for 

them, the more they will do for you. 

 
Discount Customers: This category helps ensure your inventory turns over and helps 

with cash flow. This same group, however, can often wind up costing you money 
because they are more inclined to return product.  

 
Impulse Customers: This is the segment that we all like to serve. There is nothing 

more exciting than assisting an impulse shopper and having them respond favorably 

to our recommendations. Target your displays towards this group because they will 
provide you with quick sales, cash flow and healthy profit margins.  

 
Need-Based Customers: This category is driven by a specific need. When they enter 

the store, they will look to see if they can have that need filled quickly. If not, they will 
leave right away. They buy for a variety of reasons such as a specific occasion, a 

specific need, or an absolute price point.  
 

While difficult to satisfy, they can become loyal customers if they are well taken care 

of. Salespeople may not find them to be a lot of fun, but, in the end, they can often 
represent your greatest source of long-term growth.  

 
*NOTE:  Need-Based customers can easily be lost to Internet sales or a different 

retailer. To overcome this threat, positive personal interaction is required, usually from 
one of your top salespeople. If they are treated to a level of service not available from 

the web or another retail location there is a strong chance of making them loyal 
customers. For this reason, Need-Based customers offer the greatest long-term 

potential. 

 
Wandering Customers: For many stores, this is the largest segment in terms of 

traffic.  They also make up the smallest percentage of sales. Keep in mind that 
although they may not represent a large percentage of your immediate sales, they are 

a real voice for you in the community.  
 

Many wanderers shop merely for the experience it provides them. Shopping is no 

different to them than it is for another person to go to the gym. Since they are merely 
looking for interaction, they are also very likely to communicate to others the 

experience they had. Wandering customers cannot be ignored, but the time spent with 
them needs to be minimized. 
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Chapter 7 

 
Targeting the Right Consumer 

 
“Nobody counts the number of ads you run; 

They just remember the impression you made.” 
- William Bernbach 

 
Much has been said regarding targeting your advertising to the right people.  Count 
how many times you’ll hear your friendly media sales rep say, “The secret is to reach 
the right people, and our people are the right people for you!” 
 

The logic of reaching the right people is extremely appealing, mainly because it’s 
common sense.  The problem with advertising is that it often defies common sense.  So 

who do you target?  According to Myers-Briggs, there are 2 main types of consumers:  

Transactional and Relational.  Consumers are split evenly with 50% preferring a 
transactional style of purchasing and 50% preferring a relational transaction.   

 
Characteristics of the Transactional Shopper: 

(1) Transactional shoppers focus on today’s transaction and give little or no 
thought to the possibility of future purchases. 

(2) Their only fear is paying more than they had to pay.  Transactional shoppers 

look at price above all else. 
(3) They enjoy the process of comparing and negotiating and will most likely 

shop several stores prior to purchasing. 
(4) Transactional shoppers do their own research.  They rely on Consumer 

Reports and not your sales staff to provide them with expert information. 
(5) Because they enjoy the process, transactional shoppers don’t consider their 

time and expense spent shopping to be part of the purchase price.   
 

Characteristics of the Relational Shopper: 

(1) Relational shoppers consider today’s transaction as one in a long series of 
future purchases.  The product they want (or need) today is not as 

important as making sure they have found the right store to buy from. 
(2) Their only fear is that of making a poor choice.  Relational shoppers will 

purchase as soon as they have confidence. 
(3) Relational shoppers do not enjoy the process of shopping and negotiating.   

(4) They look for experts they can trust and rely on for information. 

(5) Their time (and expense of shopping) is considered as part of the price. 
(6) Once they are confident that they have found the “right place to buy”, 

relational shoppers will most likely become repeat customers. 
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The following is an example of a Transactional VS. Relational purchase: 

 
Ten shoppers leave their home intending to purchase the same product.  Five of these 

shoppers are transactional, the other five are relational.  The price of the product they 
seek is $100.00. 

 
Transactional shoppers spend the day visiting multiple stores before making their 

decision to buy.  They ask lots of questions and then leave.  Once they’re done 
comparing, these shoppers will return to one store to make one purchase.  Since 

transactional shoppers enjoy negotiating, we can safely assume the sales reps 

provided substantial discounts to make the sale happen. This leaves a score of 
frustrated sales people without a sale and lower profit margins for the stores that 

made the sale. 
 

Compare that with the five relational shoppers who visited their favorite stores, made 
their purchases, and returned home satisfied they have made a good choice.  The 

following charts will add further clarity to what happened: 

 

TRANSACTIONAL Consumers Purchases 

Shopper Stores Visited Dollars spent Gross Profit 

#1 3 $ 70.00 $ 20.00 

#2 2 $ 80.00 $ 30.00 

#3 5 $ 65.00 $ 15.00 

#4 3 $ 75.00 $ 25.00 

#5 5 $ 70.00 $ 20.00 

Total # of visits made: 
18 

Total Purchases:  
$ 360.00 

Gross Profit:  
$110.00 

 
RELATIONAL Consumers Purchases 

Shopper Stores Visited Dollars spent Gross Profit 

#1 1 $ 100.00 $ 50.00 

#2 1 $ 90.00 $ 40.00 

#3 1 $ 100.00 $ 50.00 

#4 1 $ 100.00 $ 50.00 

#5 1 $ 90.00 $ 40.00 
Total # of visits made:  

5 
Total Purchases:  

$ 480.00 
Gross Profit:  

$ 230.00 
(* Above figures assume cost of goods are 50% of the suggested retail price.) 

 
The Business Research Yearbook reports that 72% of gross profits earned come by 
relational shoppers with 28% of gross profits earned from transactional shoppers.  

78% of all store visits were made by transactional consumers and only 22% by 

relational consumers. 
 

When it comes to advertising, the majority of ad dollars are spent on promoting sales 
events (and/or price & item).  These campaigns always attract transactional shoppers.  
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Chapter 8 

 
12 “B’s” for Effective Advertising 

 
“When asked about the power of advertising in research surveys, 

most people agree it works, just not on them.” 
- Eric Clark 

 
Advertisers continually ask “how do I create a successful ad campaign”?  These 
principles will make your program effective and dollar-efficient. 

 
• Be different.  The very first thing you should do is take a look at what your 

competition is doing, and start doing something else.  Place your ads on different 
mediums, create a unique and different message, employ a different style of message 

delivery, and create a different image. 

 
If you want to stand out from the crowd, you have to be different.  Huge gains can be 

felt quickly when you look, act and talk in a manner that is different from your 
competitors. 

 
• Be familiar.  People buy what they know and are familiar with.  They also buy from 

the places they know and trust.  You can become familiar and trustworthy by 
implementing a campaign that makes you familiar. 

 

• Be emotional.  All decisions are emotional.  It’s either need or greed.  Talk to the 
heart of the consumer.  Make them want you.  Speak in their terms.  Step inside your 

prospects shoes and find out what moves them.  
  

• Be the leader.  Look and act like a leader.  When you present your company as the 
leader, prospects will think that you are.  Always be proactive and don’t react to 

tactics used by your competitors. 

 
• Be consistent.  Next to creating the most compelling message possible, consistency 

is the strongest force in advertising.   
 

• Be decisive.    Decide in advance what you’re aiming for.  You’ll never reach your 
goal if you don’t know what the target is.  Are you expecting your ads to bring 

customers in tomorrow, or generate calls, or capture names, create goodwill, build an 
image…?  What do you want tomorrow, next month or next year?   
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• Be focused.  You’ll never sell everyone and you can’t (nor do you need to) reach 

everybody.  Focus your efforts on in-market prospects.  Spend some time researching 
and defining who they really are and target them.  Imagine yourself in a room filled 

with 100 people.  10 have the desire and means to buy what you’re selling.  The other 
90 don’t.  Who do you talk to?  Don’t waste your time and money. 

 
• Be memorable.   The goal of advertising is to draw attention to you, the advertiser, 

not the advertising.  Are your ads advertising or entertainment?  Will consumers 
remember you?  If you can’t name the advertiser, what good is the ad?   

 

• Be informative.  Package your ads as useful, relevant and meaningful information 
the consumer can actually use and relate to.  The most effective advertising doesn’t 

look like an ad at all.  The non-ad contains useful information your prospects are 
interested in.  Tell them what they want to know, not what you want to say. 

 
• Be positive.  Why waste time bashing the other guy when you could be convincing potential 
customers that you are the better choice?  Ads that focus on the negative traits of competitors rarely 
generate the desired response.  In fact, when you tell consumers that your competitors are guilty of 
some poor practice, deep down they’re thinking you might be guilty too.  When even plant that 
seed?   
 
Remember the old line that says “people love to buy but don’t like to be sold.”  Make your company 
the place people love to buy from. 
 
• Be Simple.  Resist the temptation to load your ads with multiple messages and offers.  Complex 
thoughts, a laundry list of details, lots of product offerings and price points will have the audience 
tuning out in less time than it took for you to read this line.   
 
• Be ready.  Many advertisers sweat and fight over the details of the ad campaign 

behind closed doors.  They’ll then give the OK and those charged with implementing it 
go to work.  The ads hit the airwaves and consumers respond.  Only the front line 

employees don’t have a clue what’s going on.  Make sure you keep everyone on your 
team informed.   
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Chapter 9 

 
How to Creating Ads that Will Attract More 

and Better Customers 

 
“Regardless of the moral issue, dishonesty in advertising 

has always proved unprofitable.” 
- Leo Burnett 

 
First, the good news:  You don’t have to spend more money to get better results.  Now, 
the bad news:  You can spend yourself into bankruptcy if your message is weak or 

meaningless. 
 

What you spend and the results you get are not necessarily connected.  You can spend 

the same for poor results as you would for great results.  The difference is based on 
what you put into your campaign before you implement.  Successful advertisers plan 

ahead and get better results. 
 

Use these tips to get better results from your campaign without spending more money.  
 

• Develop your competitive advantage.  Take time to answer the following 

questions.  They will help shape your competitive advantages and enable you to stand 
out from your competition. They may be related to price, location, professional skills, 

responsiveness or your own personality.  
 

● Why do people buy from you?  
● What do you really do for your customers?  

● How are you better than your competition?  
● What special skills or advantages do you have?  

 

 
People buy from you because you do something for them no one else does. Understand 

this and you've taken the first step to create a better campaign.  
 

• Identify your target market. Focus on people who value what you do. Your 
strengths will help you focus on who will most value your service or product.  

 
For example, if your location is your strength, target your message on the customers 

who desire a convenient location.  To get an idea of who your target market is, look at 

your current customers. Or, look at your profit margins to decide which type of 
customers to focus on.  
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Stop wasting dollars trying to be all things to all people.  Focus on people who place a 

high value on what you can do for them. These will be your most loyal and profitable 
customers. 

 
• Create a meaningful message.  This is, without question, the most important 

element in your advertising.  Crafting a message that is compelling, persuasive and 
delivered to the heart will overcome poor production quality and a weak media 

schedule. 
 

Unfortunately, the opposite is also true:  The greatest media schedule and the slickest 

production will fail when combined with a message that doesn’t resonate with 
prospects.  Your message needs to make your prospects want to do business with you.  

Engage the imagination and tell the customer what they want to hear.  Speak in 
language they understand, not your industry jargon. 

 
• Set out to dominate the media.  You’ve analyzed your strengths, you know who 

your customers are and you’ve created a message that targets the emotions and will 

persuade people to want to buy from you.   
 

Now it’s time to buy ad space / air time.  You have multiple choices here:  TV, radio, 
outdoor, direct mail, newspapers and so on… 

 
Buying ad space can be pretty intimidating.  While the media section that follows gives 

much greater detail, here are a few guidelines for you to follow: 
 

(1): Pick one medium to start with, and stick with it.  After you’ve reached the point of 

diminishing return, then you can look to add different mediums. 
 

(2): Set a budget for your campaign. Resist buying what sounds good.  Stick to your 
budget, and buy the ad space that makes sense for you, not the ad rep. 

 
(3): Balance your desire of getting the most exposure possible with an equal dose of 

effectiveness.  Big audiences often equal big dollars.  Make sure you have the dollars 
needed to maintain a minimum level of frequency.  

 

(4): Buy ads that reach your targeted group.  Ad reps like to bundle packages that 
includes ad space you normally wouldn’t buy.  Don’t waste your money.  Those extra 

ads will fail to deliver the people you’re looking for.  
 

(5): Unless your budget is unlimited, you need to choose delivery vehicles that focus 
your message.   For example, if you have a single location retail store and you know 

90% of your customers live within two miles of your store, focus your message on 

people who live within two miles of your store.  
 

(6): It’s also important to not cut your campaign short.  NO campaign will deliver 
instant customers that prove to be the loyal & profitable.  You need to understand 

your sales cycle and plan your campaign on that history.  For example, if people tend 
to buy your product one time each month, don’t expect a big return until after a full 

month of message delivery. This gets even more complex with professional services. 
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Chapter 10 

 
How to Make Your Ads Memorable 

 
“Next to Christianity, advertising is the greatest force in the world.” 

- Ray Locke 

 
What makes a memorable TV commercial, product design, or marketing campaign? 

Why do you listen to certain politicians or business leaders, and glaze over at the very 
mention of others? It's all about the message.  

 
When a piece of communication is to the point, relevant, worthwhile, and compelling, 

it moves people to action.  Moving people is not magic--it's all about effective 
communication. You can make your ads memorable and can achieve effective 

communication.  Just make sure every message you put out there passes the four C 

test. 
 

● Comprehension.  Does the audience get the message, the main idea, and the point? 
What does the message instantly communicate? Can the audience play the message 

back? This confirms that they "get it" and the first C is working.  
 

Here are three tips for better comprehension: (1) Make the message clear and sharp. 
(2) Repetition helps. Tell them what you're going to tell them; next, tell them; and then 

tell them what you told them. (3) Keep it simple--don't go too deep. 

 
Many advertisers fail at this, especially national marketers.  They believe their ad is 

more of an art form and consumers need to work at “getting it.”  Make no mistake…it 
is NOT the consumers job to figure out your message.  It’s your job to deliver a 

message that is easily understood and motivates people to action.   
 

● Connection.  Making a connection means not only that the audience "gets it," but 
that it resonates with them, has meaning and significance for them, and triggers an 

emotional response--excitement, passion, joy, happiness, etc. When connection is 

there, it will spark new behaviors and actions.  
 

A connection can be made when you decide to speak in terms and jargon the 
consumer understands.  Your message needs to be relevant, timely and meaningful.  

Ads loaded with clichés and what the advertiser wants to say will fail. 
 

● Credibility.  The audience needs to believe who is saying it (the brand or 

messenger's voice), what is being said, and how it is being said. Otherwise, any 
connection begins to break down--immediately.  
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Credibility is critical because the audience may completely understand a 
communicator's message and even connect with it on an emotional level, then 

promptly turn around and say that coming from this particular source -- they aren't 
buying it.  

 
● Contagiousness.  In communications, contagiousness is a good thing. You want 

your audience to catch the message and spread it around. Think of the last time you 
saw a TV ad that was so funny or clever that you discussed it with your friends, found 

yourself reenacting it, or repeated the slogan in conversations. That's contagiousness.  

 
To be contagious, a message has to be energetic, new, different, and memorable. It 

should also evoke a vivid emotional response, have "talk" potential, motivate the target 
to do something, and elicit a demonstrable reaction. 

 
Apply the 4-C test to every ad and piece of communication you send out.  To be honest 

with yourself, you might want to test a few of your competitors and their ads.  As you 

look at their messages, ask yourself the following:  Did you instantly get it? Did it 
evoke an emotional response? Was it or the messenger believable? Did you feel like the 

message "stuck" and made you want to react in some way? 
 

If your ads pass the 4-C test, you’ll be well on your way to creating ads that are 
memorable.  And that will lead to greater leads, traffic and selling opportunities. 
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Chapter 11 

 
Media 101 

 
“An ad which is not run will never produce a sale.” 

- Leo Burnett 

 
Question:  What’s the best medium to use for your advertising?   

 
Answer:  The one you use consistently. 

 
Every advertising medium has unique strengths and weaknesses.  Your decision of 

where to spend your ad dollars should be based on your goals, trading area, target 

market and budget. 
 

Virtually any medium can drive customers through your doors provided you have the 
right message and deliver it consistently.  The following provides a few strengths & 

weaknesses of most used mediums. 
  

 BROADCAST TELEVISION: 
 

Strengths:  (1) Reaches the highest volume of consumers as a single medium; (2) 

Covers your entire trading area; (3) Allows for a high degree of creativity; (4) Ads can 
cause an “emotional” response; (5) Your message is audible even when the viewer is 

out of sight.  
 

Weaknesses:  (1) No tangibility.  Once your ad has aired, it’s gone.  (2) Good 
production costs money.  Yes, there are cheap ways to produce your ad but remember, 

you get what you pay for.  (3) Time…it takes time to create your ad.  (4) Purchasing air 

time can be confusing. 
 

 RADIO: 
 

Strengths:  (1) 2nd highest reach medium.  (2) You can target specific demographic and 
lifestyle groups.  (3) Builds a high level of frequency.   (4) Can influence the thoughts 

of the listener.  (5) Can communicate time-sensitive information and change the 
message frequently and rapidly. 

 

Weaknesses:  (1) No tangibility.  Once your ad has aired, it’s gone.  (2) Fragmentation:  
You’ll have too many stations to reach the masses (*no radio station reaches over 15% 

of the local population).  (3) Tune-Out.  Listeners tend to have 2 or 3 favorite stations 
and they will push the button if bored. 
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 INTERNET:  
 

Strengths:  (1) Reach - the web is the fastest growing and 3rd highest reach medium.  
(2) Tangibility:  consumers can see you, your products & print your information.  (3) 

The only truly interactive medium.   (4) Engages multiple senses:  sight and sound.   
Weaknesses:  (1) It’s tough to build a one-on-one relationship with someone on the 

other side of a computer screen.  (2) The playing field is leveled and puts more 
products into “commodity” status.   

 

(3) E-mail marketing is getting tougher as in-boxes are bombarded.    (4) Consumers 
still need to know you exist.  Search engine optimization & sponsored links are great 

BUT consumers still need to hear from you across other channels. 
 

 NEWSPAPERS:  
 

Strengths:  (1) Reach - ability to reach the mass market as a single media source.  (2) 

Tangibility - consumers can take your ad with them.  (3) Visual Impact - your message 
can be seen and digested.  (4) Detail -newspapers can include detailed information. (5) 

Rapid implementation - your message can appear a few days after copy approval has 
been granted. 

 
Weaknesses:  (1) Readership & distribution is declining.  (2) Younger demos do not 

read the daily newspaper.  (3) Virtually impossible to create an emotional bond with 
readers.  (4) Inability to target specific demos & lifestyle groups.   

 

 BILLBOARDS – OUTDOOR: 
 

Strengths:  (1) One of the very best mediums for directing traffic to your location.  (2) 
Location - your message can be placed on the roadways you desire.   (3) Guerilla 

marketing – you can place your ads near competitors.  (4) Great for communicating 
simple ideas.  (5) Reinforces other media. 

 
Weaknesses:  (1) People are generally driving and not in a great position to digest your 

ad or consider your offer.  (2) No emotional connection.  (3) Inability to target.  (4) No 

tangibility. (5) Advance planning is required.  To get the locations you’ll really want, be 
prepared to get on a waiting list.   

 
 DIRECT MAIL:  

 
Strengths:  (1) One of the most targetable mediums (age, income, location).  (2) Reach - 

potential to reach every household in your trading area.  In retail, over 90% of sales 

made come from people who live less than 5 miles from the store location.   (3) 
Personalization – your mail can be personalized allowing you to make a very specific 

offer.  (4) It’s tangible.  (5) Great for sales or special events. 
 

Weaknesses:  (1) Direct mail is very passive.  The target can choose to recycle your 
offer without even considering it.  (2) Poor medium for making an emotional 

connection.  (3) Postage can be expensive.  (4) Advance planning is required.  
Generally speaking, allow yourself 6 weeks from concept to in the mail box. 
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Chapter 12 

 
Media Strategies That Work 

 
“If an ad campaign is built around a weak idea, it’s going to fail  

no matter how good the execution.” 
- Morris Hite 

 
Spray & Pray.  This is the strategy most advertisers tend to use.  Here’s how it works:  

Lots of different mediums are bought “spraying” the message throughout the market.  
The advertisers then pray that consumers will respond.  Unfortunately, these prayers 

usually go unanswered. 
 

Spray & Pray sounds like a logical approach.  Spread the message around and no one 
will miss it.  There are a few advertisers who have the budget to sustain this approach:  

Wal-Mart, Geico, and Toyota.  

 
The most successful advertisers make sure they can sustain their media campaigns.  

The Spray & Pray model doesn’t allow for this. 
 

 The main problem with most media plans is they don’t reach prospects with 
sufficient repetition.  The solution is to simply focus your ad budget. 

 

Most business owners sprinkle their ad budgets across a wide variety of opportunities 
because they "don't want to leave anyone out." The result of this strategy is that they 

reach too many people with too little repetition. 
 

Bill Bernbach said it best: "Would you rather reach 100 percent of the people and 
convince them 10 percent of the way or 10 percent of the people and convince them 

100 percent of the way?" 
 

The longer the purchase cycle is for your product, the more repetition is required to 

drive traffic. How often does the public buy what you sell? An ad for groceries will 
generate traffic with less repetition than an ad for refrigerators because we buy 

groceries more often than we buy refrigerators.  Focus relentlessly on a smaller group 
of people and make yours the name that pops into their head when they finally need 

what you sell. 
 

Another problem is when campaigns are too short.   This happens when you commit 
to an ad campaign that is shorter than your selling cycle.  
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For example:  If people buy your product once a week, don't expect your ads to return 

a profit during the first week. If people buy once a month, don't expect to break even 
during the first 30 days. The solution to this issue is to commit to an ad campaign 

that mirrors your product selling cycle. 
 

 Advertisers will often feel that they used the wrong media.  This is actually almost 
impossible to do.  Here are some examples of media placement gone wrong:  A 

financial services company creates an ad touting the benefits of planning for 
retirement and then places the ad on a station that delivers the teen market.  A travel 

agency that specializes in booking extreme sports excursions runs a campaign on a 

media that delivers the 70+ crowd.  PETA runs an advocacy campaign on American 
Iron Chef when the surprise ingredient is beef.  As stated, this rarely happens. 

 
Rather than blaming the media for lack of success, take time to focus your efforts on 

creating meaningful ads and don’t make ridiculous media placement decisions. 
 

Here are a few simple guidelines when buying media: 

 
Start with one medium with the goal of dominating it.  If radio will be your weapon, 

start with dominating one station.  Can’t afford the entire station?  Start with one day-
part.  Keep adding an hour block at a time.  Once you’ve conquered one station, go 

add another.  What’s my definition of owning a radio station?  A minimum of 30 spots 
per week (Monday – Saturday, 6am – 7pm).  And yes, this is 52 weeks per year. 

 
Whatever your media sales rep tells you, DO NOT BUY their package of the week.  

Packages are bundled to help manage their inventory, not build your business.  Once 

you remove the “fluff” that comes in the packages, the ads you really want probably 
are costing you more than if you bought them alone. If you rep starts using the terms 

O-E-S and/or TAP plan, they aren’t thinking of your best interest.  
 

When buying your media, remember that people are creatures of habit.  If they drive to 
work at 7am on Monday, they’re doing it on Friday as well. 

 
Be Relentlessly Consistent.  The human brain is amazing.  It has the ability of filtering 

out messages and erasing its memory bank each night.  Successful advertisers realize 

that to win customers, they must consistently communicate with them.  They do this 
day after day, week after week, and month after month. 

 
Take full advantage of the fact that people are creatures of habit.  Try scheduling your 

ads in fewer places but with greater repetition.  If someone has to be at work by 8am 
on Monday, they have to be there by 8am on Friday as well.   Schedule accordingly. 

 

Buy Specific Ad Placement, Not Broad Rotators.  Rotators accomplish two things…they 
provide a low average unit rate (which sounds good to the buyer) and helps the seller 

manage their inventory better. 
 

Since the goal is to reach the same people over and over and over, don’t let your ads 
bounce all over the place.  You’ll reach a lot of people but have no repetition.  To be 

successful, repetition is vital. 
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Chapter 13 

 
Right Message, Right Medium 

 

“Many a small thing has been made large  
by the right kind of advertising.” 

- Mark Twain 
 
Every marketer questions the value of their advertising and the true impact of their 

campaign.  As you chart your course for future quarters (and even years), here a few 
things that will help make your campaign more effective: 

 
 Communicate the right message.  If you simply list the facts & features of your 

products or services, you’ll quickly be forgotten.  Every consumer on the planet listens 
to radio station WIIFM…”what’s in it for me”.  Make sure all of your messages answer 

this question. 

 
 Employ the right medium.  Where’s the best place for you to put your media 

dollars?  The place you use consistently and stick with. 
 

Spray & Pray does not work!  You know how this goes…Spray a few ads on TV, a few 
more on radio and a couple of inserts.  You then pray consumers show up.  Few 

advertisers have the budget necessary to sustain a multi-media campaign.  You must 
focus your dollars on the medium that will deliver your targeted customer in the most 

cost efficient manner. 

 
Here’s the truth…every medium will work if you understand its strengths and use it 

consistently.  There’s no wrong medium if you use it properly. 
 

Here’s how your customer perceives various mediums: 
 

• Newspaper is a price and item vehicle.  

 
• Circulars, tabloids and broadsheets are sensation vehicles.  

 
• Magazines are lifestyle publications. 

 
• Radio sells urgency and is fantastic at promotions. 

 
• Television helps inform and educate. 

 

• Direct mail (including e-mail) is a personal form of advertising best suited to 
keep in touch with current customers. 
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Each advertising vehicle is unsurpassed in its area of impact. If you want to make 

your campaign more effective, use each medium for its strength and don’t try to make 
it something it’s not.   

 
● Consider Production Quality.  Your ad production should mirror your products & 

services.  If you strive to be the very best at customer service and provide your 
customers with the best quality product regardless of price, your ad should reflect 

that. 
 

Here are a couple examples: 
 
A high-end retailer will do does serious damage to its quality image when it allows its 

television advertising to be at par with its moderately priced competition.  
 

Conversely, a moderately priced store can improve its position in the market by 
investing more dollars in the content & quality of its ads. 

 

I’m not advocating having your next TV ad shot on film.  But do consider hiring real 
professionals and giving serious thought for what your ad will say and how it will be 

perceived. 
 

With consumers going to fewer stores and more shoppers buying at the first store in 
which they shop, your ads need to do the job of communicating why you should be on 

their shopping list. 
 

Consider this fact:  In 1980, consumers shopping for furniture went to more than four 

stores and 38% bought at the first store they shopped.  
 

Today that same consumer, who has much less time, visits no more than three stores 
with as many as 71% buying at the first store for certain furniture products. 

 
Your customer is "time short." They want their first store to have what they are looking 

for and the majority plan to buy from the first store they visit. 
 

If you want an effective ad campaign and to be the “first store”, communicate the right 

message and use each medium for its strength. 
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Chapter 14 

 
Using the Web 

 
“Yahoo! and Google, which are simply on-line businesses, 

are valued at more than all of the media behemoths in America.” 
- James Parker 

 

To blog or not to blog, that is the NEW question for advertisers. We hear a lot about 

internet-based marketing opportunities these days. It sounds trendy to talk about 
social media. But will it really affect your businesses? Is Web 2.0 just for kids or is it 

something business owners should use to help promote their business?  
 

I can't tell you if the www is right for your business but I can tell you it's something to 
be aware of. Ignoring it means ignoring a tool that could be valuable in helping you get 

more customers.  As you develop your plan, consider the following: 
  

1. Understand the web’s reach. 

Here’s the current ranking of the top media contenders.  Television continues to 
deliver the highest percentage of adults as a single medium.  Broadcast TV alone will 

reach 90% or more of the total adult (18+) population.  Radio comes in at #2 and the 
WWW is currently in the #3 position.  Also, remember that e-mail and searching for 

information remain the number one reason why people are on-line. 
   

2. Make sure your target audience is online.  
Just like you research other media opportunities and find out if your prospects are 

watching / listening / reading what is being presented,  do some research to see if 

your target is on-line. 
 

The internet is fun but useless if the people who see your stuff don't want it. If they 
don't look to the Web for information to help them buy what you sell, then your efforts 

will be less effective. Like any marketing channel, it only works if your prospective 
customers are there to see (or hear) your message and they are receptive to it.  

 

3. Develop a plan.  
Don't dive in just because it's cool or because you read an article about it. Be clear 

about what you're trying to accomplish, how much you're willing to invest and what 
time frame you are working on.  

 
4. Create good content.  

Just like your traditional ads, delivering messages that are relevant and reach your 
prospects heart are needed when employing on-line campaigns.  If you want your 

prospect to leave your site, just load it up with lots of pages and information they don’t 

really care about. 
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Web 2.0 is the social web but it's still content-driven. Lousy content leads to lousy 
marketing, no matter how flashy it is. Make your content relevant, interesting and 

real. Put yourself in your customer's shoes and answer their questions with your 
content.  

 
5. Make your site easy to navigate. 

Nothing will frustrate your visitors more than having to jump all over your site in an 
attempt to find what they want.  Simple fact – they won’t do it.  They’ll just go 

somewhere else. 

 
6. SEO and PPC. 

Two of the biggest buzz-words & tactics you’ll encounter are Search Engine 
Optimization and Pay Per Click advertising.  This is not an attempt to guide you, only 

a very simple overview: 
 

There are two aspects to SEO.  The first deals with the notion that everyone wants to 

be on page1 and the top listing as well.  How much $$$ do you have?   Before you hire 
an SEO expert, ask yourself “do I really need to be positioned so that the entire world 
will find me on page one?” 
 

The 2nd aspect to SEO is making yourself easy to find when they go looking for you.  
This is easily attainable and highly recommended.  When a potential customer enters 

your name in the search box, you want them to find you. 

 
Pay Per Click.  The easiest description is you bid (yes, PPC is an auction) for certain 

key words and search phrases.  If and when someone enters the word or phrase you 
have submitted and, you have bid the most money, your ad will appear with a link to 

your web site.  Once they click on your ad, you pay.   
 

7. Inform & educate.  
Help, inform, educate, and provide e-books and white papers.  Encourage visitors to 

your site to send your info to their friends and peers.  Deliver useful, nuts and bolts 

stuff or honest opinions they can believe. That's how you build credibility and trust 
that lead to new customer relationships.  

 
Most important, make it easy for people to communicate with you.  Don’t hide behind 

e-mail.  Frequent web users rank lack of responding to an inquiry as one of their 
greatest annoyances.  Post your phone number where it’s easy to see and answer 

those e-mails. 
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Chapter 15 

 
More on the Web 

 

“Science fiction does not remain fiction for long… 
…and certainly not on the internet.” 

- Vinton Cerf 
 
We’ve learned quite a lot about consumer behavior and what they want from their 

internet experience.  This outline won’t answer all your questions but will provide you 
with an overview of how to make the web work for you. 

 
In order to “profit” from the web, we have to understand what consumers are doing 

with it.  Today, “researching information” is a top reason cited for being on-line. 

 
The web has impacted traffic flow in retail stores.  Quite simply, traffic is down.  

Consumers are still comparing products & services; they just do it on-line rather than 
in your store(s). 

 
The following will help you improve the experience you provide your on-line visitors 

and in-turn, increase your sales volume. 
 

● Greet you customer on-line just like you would if they walked through your door.  

Create a short greeting that streams on your home page.  This can be video or audio.  
Caution:  keep this short & simple.  If you employ a video greeting, I would advise it to 

play after the visitor clicks the play button. Repeat visitors to your site would find an 
auto-play annoying. 

  
● Use video.  We know that the longer someone stays on your site will improve your 

opportunity to make a sale.  People will spend 60% more time on your site if you use 
video. 

 

● Tell visitors where to find things on your site.  Again, use streaming video & audio to 
tell them where the specials are or where they can find the new products.  When 

someone walks thru your doors, you’d take time to show them where things are.  Do 
the same with your web site.   

 
● Showcase your products &/or services quickly.  Don’t make visitors dig thru pages 

of content that isn’t relevant to what they’re looking for.  

 
● Create a “specials” page they can get to from your home page.  Everyone wants a 

bargain and this page will help them spend more time on your site.   
 

● Create all of your pages on a white background.  This allows your site easy to read & 
view while any color you use will “POP” and provide great contrast.   
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● Consider using Live-Chat.  When consumers click on this, they are seriously 
interested.   

 
● NEVER make your visitor scroll from left to right to view the screen.  They won’t do 

this; they’ll just leave your site and go somewhere else. 
 

● When highlighting a product, use lots of photos or video and provide multiple “call-
to-action” tabs.  These include click here for Live-Chat;   click here to receive a quote;   

click here to print this page; click here to schedule an appointment.  

 
● When showing your products & services, provide a clearly tabbed “click here to print 

this page.”  As soon as a consumer starts printing out your product info, they are 
taking ownership and your chances of selling them improve exponentially. 

 
● Include lots of product photos.  Show as many product photos as you can.  Also, 

show the products you have on your floor or in stock.  Factory footage is easy, but 

people buy what they look at.  If you don’t have a red one in stock, don’t put it on your 
web site.   

 
● While this sounds like a no-brainer, it’s not.  You need to tell your visitors to “click 

here”.  Don’t assume they know how to access a page, product or form.  Tell them to 
“click here” to do whatever you want them to do. 

 
● Make your site easy to find.  The purchase of domain names is cheap.  Buy all of the 

extensions (.com; .net; .biz; .org) and have your programmer direct them to your site.  

Add these to your meta-tags & search phrases.   
 

● Make your contact information easy to find and don’t hide behind your web site.  Put 
your phone number on every page.  Show people where you are located and answer 

those e-mails quickly. 
 

● Limit the amount of content on your home page.  Did you hear every programmer 
just gasp for air?  I know this is the exact opposite of what your programmer has told 

you but think about this:  your programmer is a programmer, not a marketer. 

 
You need to show visitors what they are looking for immediately.  When customers 

visit your store, you wouldn’t hand them pages of literature and say “you need to read 
this before I can show you any product.”  Don’t do it on-line.   

 
● And, speaking of text, DO obey the rules of good typography: Make your type large 

enough to be read easily; Use columns – don’t run your body copy clear across the 

width of the page; Light colored text against a dark background discourages 
readership, even though it may look trendy. 
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Chapter 16 

 
Unify Your Messages 

 
“It takes a big idea to attract the attention of consumers 

and get them to buy your product.” 
- David Olgivy 

 

Every advertiser wants real, tangible results.  To achieve this, you must work to 
integrate or unify all your messages.  What you really want is synergy. 

 

Webster defines the word synergy as the simultaneous action of separate agencies 
which, when together, have greater total effect than the sum of their individual parts. 

 
In advertising, the definition of synergy is when one plus one equals three. 

 
Synergy in advertising is achieved when every message says the same thing.  But it’s 

more than just saying the same thing.  It needs to look and feel the same as well. 

 
How many different tag lines or slogans do you use?  Pick one that truly identifies who 

you are, what you offer and most important, one that resonates with your customers. 
 

How many different font styles do you use?  How many different color schemes?  Find 
one that works and use it on everything…TV, billboards, direct mail, newspaper, letter 

head, even your invoices.   Don’t change your look when you cross mediums. 
 

Consumers are much more sophisticated than we think.  They have the uncanny 

ability to simply block out messages.   That customer you desire to sell is pressed for 
time and will not take it upon themselves to figure out what you’re trying to say.  They 

really don’t care about you that much. 
 

As marketers, the responsibility is ours to make sure our message is simple, to the 
point, sticky, understood, and most important, beneficial to the customer.   

 
What will a unified campaign look like?  Your print ad will look like your TV ad which 

looks like your web site which sounds like your radio spots.  If you use a 

spokesperson on TV, put him/her on your web site as well.  Get the point? 
 

Many advertisers say they want different messages on different mediums so that they 
can “test” which one is working.  Unless your budget is equal to Wal-Mart, this 

strategy will put you on very thin ice. 
 

Wanting to “test” a particular medium makes perfect logical sense.    You simply want 

to know which media will deliver the most qualified leads. 
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The problem with the “test” is that most advertisers can barely afford to effectively 
implement a single media campaign.   Why take a chance of sending mixed messages 

across multiple channels on a razor-thin budget? 
 

What all this really boils down to is this:  What is your message?  The only way your 
ad campaign will prove successful is to deliver a message that (1) clearly 

communicates who you are and what benefit you’ll deliver to the customer and (2) 
make sure your message is truly meaningful and resonates with consumers. 

 

Once you’ve defined your message, you need to deliver it consistently across every 
channel you employ.  Only then will you see the results you desire. 

 
All too often, boredom sets in and those in charge of the ad campaign want to change 

it.  If (or when) this happens to you, remember this old adage: “Just when we become 
sick to death of our campaign, the public is just becoming aware of it.” 

 

Most advertisers (especially retailers) are looking for a silver bullet.  I hate to tell you 
this, but it doesn’t exist.  The most successful advertisers are those who craft a 

message that really means something to consumers and implements that message 
across every medium they use. 

 
Since the “don’ts” come easy, here are a few “do’s”: 

 
● DO use the same tag line / positioning statement in every ad 

 

● DO use the same logo / graphic / font style in every ad 
 

● DO use the same voice in your radio, TV & streaming audio ads 
 

● DO use the same spokesperson(s) in your TV, streaming video and print ads 
 

● DO say the same thing over and over and over   
 

Will success happen overnight?  No.   But stick to the game plan, and it will come. 
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Chapter 17 

 
Advertise for Long-Term Profitability 

 
“This may seem simple, but you need to give customers what they want, 

not what you think they want.” 
- John Ilhan 

 

 
Many advertisers ask “How should I promote my company for both short and long-

term growth in today’s competitive marketplace?” 

 
Here’s the heart of this issue: Consumers describe most retailers as looking the same.  

Want specifics?  74% of adult consumers describe all stores within a specific industry 
as looking alike.   According to consumers, most stores do nothing that is truly 

different or better than their competition. They offer similar products, store design, 
pricing and advertising. 

 

Every ad & media rep says that to become successful & profitable, you need to 
differentiate yourself and promote your USP (unique selling position).  So how do you 

position yourself for both short & long-term growth? 
 

 Pick Your Lane.  Find a unique place in the market, claim it as yours and tell 
consumers as often as you can. 

 
How often do you change the theme of your message?  If you “pick a lane” and claim it 

yours, this should be your theme for years.   

 
How many tag-lines or slogans do you use in your marketing messages?  Pick one that 

is relevant to today’s savvy consumer.  Make sure your slogan will truly resonate with 
them.  Not sure if it’s meaningful?  Ask your customers. 

 
Listed below are four steps that will help you pick your lane: 

 
● First:  Decide which niche or service you are capable of fulfilling.  What are you 

really good at?  What can you do better at?  What product line can you provide and be 

the very best at?   
 

Analyze if this market is important to consumers.  You may be the best widget maker 
on the planet, but if no one wants your widgets…. 

 
Here’s a real-life example:  Years ago, a single-store furniture shop picked their lane as 

solid oak.  They sold really good stuff, had a huge inventory, low prices and were very 

successful.  They decided they’d expand and offer upholstered furniture.  But not just 
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any upholstered - woodsman-friendly stuff.  The owner was an avid hunter and 

brought in this new line of upholstered furniture featuring deer, bear, antelope and 
other furry critters woven into the fabric.  I think you can find still find some of this 

stuff on eBay. 
 

● Second:  Demonstrate your superior position from the executional, operational and 
marketing standpoint. 

 
Pretend you want to be the sofa-king in your market.  You’ll need to offer, stock and 

display more sofas than anyone else.  You’ll also have to provide faster delivery than 

anybody else.  Same day / next day and free.  Being the lowest priced guy can only 
help.  Your advertising strategy will need a budget large enough to cut through all of 

the clutter and cause consumers to take note.  You can’t just say it, you have to prove 
it. 

 
● Third:  If you can’t find a unique position, attack a larger players’ strength. 

 

Why attack their strength?  Because attacking a weaker area impresses no one.  If you 
do this, be ready to go the distance.  Larger players are bigger for a reason.  Be 

prepared to strike harder with each response the king makes.  You’ll only have a few 
chances to kill the king. 

 
Sticking to the sofa-king example:  If the king displays 16 sofas, you need to show 30.   

If the king offers delivery in 3 days or less, you need to provide same day / next day 
delivery.  He offers 500 styles of upholstery, you offer 1000. 

 

As a smaller company, take full advantage of being able to act quickly.  The current 
king is probably bigger and more bureaucratic.  You’ll need to strike fast, and strike 

often. 
 

● And fourth:  Put together a quick-response marketing team that will build an on-
going assault.   Empower your team with the ability to make quick decisions.  Make 

your smallness and quick response time your competitive advantage.  This swiftness 
will instill a fear in your competitors based on your capacity to move quickly and your 

willingness to strike hard. 

 
More than anything, your long-term viability as a company depends upon you 

choosing your own lane and not trying to be all things to all people. 
 

While you’ll have to deliver on your promises to the consumer, keep this in mind:  He 
who says it longest and loudest generally wins. 
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Chapter 18 

 
When to Cut Your Spending 

 
“A lot of companies have chosen to downsize.  We chose a different 

path.  Our belief was that if we kept putting great products in front of 
customers, they would continue to open their wallets.” 

- Steve Jobs 
 
In a soft economy, advertisers usually fall into one of two groups. 

 

Group #1:  Reduce or eliminate the ad budget completely and wait for better days.   
 

Group #2: Do whatever it takes to keep their budgets in tact while some will even find 
sources to increase budgets.  

 
Where does your company reside? 

 

Group #1 is where most companies firms reside.  They believe this is a prudent move. 
A soft market means lower sales and lower net income. They believe cutbacks in 

expenses such as advertising can be easily made, and there won't be any impact. 
 

Unfortunately for those in Group #1, history always repeats itself.  Once things turn 
around, those who made up Group #2 find themselves on top.   Despite what the 

pundants say, things ALWAYS turn around. 
 

Years ago, Meldrum & Fewsmith Advertising and the BPA studied 64 companies that 

advertised during a recession. Thirteen companies cut advertising an average of 20 to 
50 percent during the recession.  The remaining companies increased their advertising 

investment 30 to 70 percent during the same period. 
 

Those who increased their advertising not only continued to grow but also grew at a 
faster rate when the economic picture improved. Growth was achieved in both sales 

and net income. 
 

The results have been similar in every advertising investment study conducted since 

the 1920s. The first, conducted by Roland S. Vaile, covered advertising and sales of 
200 companies between 1920-1924. He found that when intensive advertising during 

the depression was part of the sales program, sales were maintained in better volume 
than when advertising budgets were cut. 

 
Ad agencies and media sales reps have always told advertisers that a soft market 

provides a unique window of opportunity. 
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Marion Harper, former president of McCann-Erickson once said, "A time of recession 
is the most favorable time for a change in competitive positions. Companies that are 

second in their fields, by applying extra pressure and devising creative strategies, can 
gain advantages that they can carry into times of prosperity. Whatever their position, if 

companies wish to be growth companies, they must certainly behave like growth 
companies." 

 
Charles Brower, former president of BBDO, stated, "Instead of waiting for business to 

return to normal, you should be cashing in on the opportunity your overly cautious 

competitors are creating for you ... the fact that your competitors are pulling back can 
make your advertising dollars look and act even bigger. There are few things as 

detrimental as a lapse in advertising. It costs much more to get advertising momentum 
up than it costs to keep it going. Once you let momentum die, you must start almost 

from scratch." 
 

Consider the “Hot-Air Balloon” analogy:  Consumers view you (along with your 

competition) as a forest.  Your ad campaign is the balloon.  It takes tremendous energy 
to fill the balloon and rise high above the trees (remember, these are your 

competitors). Once you rise above the trees, consumers get to see you, hear you and 
know what you have to offer.  Shut off the flame that feeds the balloon (your ad 

budget), and quickly fall back to the ground.   
 

In good times, consumers will see many more balloons.  In a soft market, you might be 
the only one. 

 

Companies that maintain their normal level of advertising and promotion when 
competitors have reduced theirs soon find that they gain a measurable increase in 

market share.  Soft markets provide a rare opportunity for advertisers to change their 
market position. When the overall business climate improves, they will grow at a much 

higher and more profitable rate. 
 

Business owners should seek out competitive opportunities. While most hold off on 
being aggressive until all of the market variables are favorable, this puts you right 

back in the middle of the pack so that you are competing with all of your competitors. 

 
Marketing should be viewed as an act of warfare.  The winner is the one who takes 

advantage of every strategic and tactical marketing blunder by their competition.  
 

Now is the time when your marketing pistol can sound like a cannon. 
 

(NOTE:  Sources of statistics, studies and quotes:  BNet.com, AdAge.) 
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Chapter 19 

 
When to Change Your Message 

 
“Next to doing the right thing, the most important thing is to let  

people know that you’re doing the right thing.” 
- John D. Rockefeller 

 

Remember the old adage “if it ain’t broke, don’t fix it?”   Today’s marketing mantra 
should be “if it ain’t broke, break it.” 

 

The 21st Century consumer is far savvier than your previous customer.  Not only have 
they become tired and weary of the same old clichés and tactics, they just don’t buy 

them anymore.   
 

Creating a successful advertising strategy is the ultimate game of understanding 
human behavior and what consumers find meaningful.  Due to the fact that what’s 

important to your customer today isn’t even on their radar screen tomorrow, you must 

know your customer and adjust your strategy accordingly. 
 

Every company must be more proactive today as maintaining momentum is crucial to 
the sales cycle.  Before something “breaks”, you need to develop a plan that can take 

over immediately.  In other words, always have a Plan B. 
 

Better still, have a fully developed Plan B that you are completely confident with.  
Consumers won’t wait for you to figure out your plan.  They’ll just take their 

checkbook to your competitor.  Before Plan A goes south, have Plan B ready to 

implement.  Once Plan B is developed, here is when you’ll want to implement it: 
 

● When sales momentum slows.  I’m not advocating micro-managing your sales on a 
daily or weekly basis.  But when you start to see a trend in your leads, inquiries and 

closing rates declining, it’s time to pull Plan B off the shelf. 
 

How long of a trend should you look for?  If your sales decline for 14 to 16 consecutive 
weeks, implement Plan B immediately. 

 

And while it should go without saying, I’ll say it:  Once Plan B is implemented and 
becomes Plan A, start work right away on developing the new Plan B. 

 
● When no measurable gains have been identified in a 90 day window.    If no 

significant improvement in your sales or lead generation activity is seen for a full 
quarter, give serious thought to changing direction. 
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Remember the definition of stupidity:  continuing to do the same things while 

expecting a different result.  If consumers haven’t responded to your campaign in 90 
days, it’s doubtful they’ll respond after 120. 

 
Research has shown that a new store opening has a window of 90 days to make its 

mark.  Whatever footprint that store creates in that first 90 day window will be the 
benchmark for the next 7 years!  

 
● When your feedback is “consumers just haven’t figured it out yet.”  It’s not the 

consumers’ job to figure out your campaign.  It’s your job to clearly communicate the 

benefits of why they should give you their money. 
 

Consumers are not patient.  With so many choices of where they buy from, they won’t 
give you a second or third chance to capture their attention.    

 
One final note on this:  If the person who created the campaign vigorously defends the 

strategy even in the midst of flat or declining sales, you might want to start looking 

elsewhere.     
 

● Whenever you talk “down” to your customer.  Arrogance is not limited to large 
businesses alone.  Small companies are guilty of criticizing their customer for not 

appreciating all they do for them.  You need to reverse this equation.  You (along with 
everyone in your organization) need to appreciate every customer you have and every 

penny they choose to spend with you.  While your existence depends on your ability to 
attract and retain customers, they owe you nothing.      

 

● When you start saying: “All consumers want is the lowest price and nothing 
else”.  No one every wants to over-pay, but few are purely price driven.  You can’t 

blame consumers for not responding to your ads if you haven’t given them a reason to 
buy from you.     

 
If you claim to be the absolute lowest price and consumers stop shopping with you, 

maybe it’s time to check your pricing strategy. 
 

But if you’ve failed to communicate why you deliver more value, you can only blame 

yourself. 
 

Ultimately, the success of your campaign lies in truly understanding who your 
customers are, what they want, and how they want to be treated. 

 
 

 

 
 



On-Target – Creating and Effective and Cost Efficient Advertising Program                              hmaads.com 

On-Target…© Ronald A. Heider ● 2014 

 
45 

 

Chapter 20 

 
National VS. Local Advertising 

 
“It used to be that people needed products to survive. 

Now products need people to survive.” 
- Nicholas Johnson 

 

Far too many local advertisers want a campaign they read about in “Advertising Age 

Magazine.”  While you can gain tremendous insights by watching the national scene, 
locals need to realize there’s a tremendous difference between local and national 

advertising and it’s more than the number of zeros in the budget.   
  

Why is taking a cue from the big boys a misguided notion?   

 

 

Local advertising is accountable.  When a local advertiser runs a campaign, something 

needs to happen, and quickly. 

 

  

National advertisers have deep pockets. Their advertising needs to demonstrate 
stature and success.  They do this by spending lots of money.  It’s often difficult to 

decide what someone is expected to DO as a result of seeing this message or who the 
advertiser is.   

  

The big national advertising agencies seem to have a lot of fun spending their client’s 
money.  You’ll see multiple campaigns for one company, with no discernable brand 

relationship between them.  Local advertisers don’t have this luxury. 
  

Too much money leads to lazy thinking, and self-indulgence.  In advertising, 
“cleverness” is no substitute for intelligence.  Computer graphics is a poor substitute 

for an effective sales proposition. 
  

Local advertisers must find a lane and stick to it.  They can’t dominate the market 

with big budgets, or pull one advertising rabbit out of the hat after another. 
 

National ads want to “get people talking,” locals need ads that get people buying. 
  

Locals get in trouble when they try to do big budget concepts on a local budget.  “Slice 
of life” style commercials look deceptively easy, but they’re really mini movies, and are 

beyond the reach of local budgets. 
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Budgets are the most obvious difference between local and national.  What nationals 

spend to produce a single commercial is more than a local ad budget for an entire 
year.  

 
Success lies with the concept.  A good concept can survive low-budget execution, but 

no amount of money can salvage a poor concept. 
  

Local and national advertising both need to be attention-compelling and memorable.  
Many national ads stop there.  If a local ad stops there, it’s a failure.   

 

No ad can be great (or even good) if it doesn’t identify the advertiser, state the 
consumer benefit and call for action.  In other words: “Here’s the company, here’s the 

product/service, here’s how you will benefit, and here’s what to do.”   
 

Whenever you hear someone say, “That’s a great ad!” ask yourself, “What’s the product 
and how do I benefit?” Local advertisers need to ask themselves “will my win an award 

or sell my product?” 

  
You still see a lot of campaigns advertising a concept, with the assumption that 

everyone knows what the product is.  Bad assumption.  Advertisers should insist that 
their ad is known by their name.   

  
To be fair, national agencies have to satisfy many masters, and conflicting goals.  They 

have legal departments, marketing teams, and levels of client hierarchy to satisfy.  
Local agencies usually get to deal with the top dog.  The fewer the layers, the better 

the advertising.   

  
Local advertising professionals must stick with the basics, and still be creative enough 

to attract attention.  After all, they’re dealing with the person who pays the bills, and 
there is very little wiggle room. 

  
In the end, advertisers get the advertising they deserve.  David Ogilvy stated “the 

agencies biggest clients usually demand the most, but receive the poorest creative.  
The smaller clients must humbly accept the agencies best work.” 

  

All marketing is local.  Virtually all purchases are made locally (the internet 
notwithstanding).  When the national ad says “See your local Chevy dealer” they’re 

showing they just don’t relate.  After all, what choice does the consumer have? Can 
they go to a national Chevy dealer?  Locals relate to their market because they are part 

of it.  
  

Few people, even within the advertising field, understand the degree of difference 

between the national and local advertising business.  The difference, to paraphrase 
Mark Twain, is akin to the difference between lightning, and a lightning bug. 
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Chapter 21 

 
Winking in the Dark 

 
“While it may be true that the best advertising is word-of-mouth, don’t 

lose sight of the fact that it can also be the worst advertising.” 
- Jef I. Richards 

 
Within the marketing community, it was common knowledge that William Wrigley Jr. 

attributed the success of his chewing gum empire to constant advertising. 

 
Once, he was traveling to California on the famous Super Chief with a young 

accountant from his firm.  While reviewing the figures for a quarterly statement, the 
young accountant said, “Sir, Wrigley’s gum is known and sold all over the world.  We 

have a larger share of the market than all of our competitors combined.  Why don’t 
you save the millions of dollars you are spending on advertising and shift those dollars 

into the profit column for the next quarter?” 
 

Wrigley thought for a moment and then asked, “Young man, how fast is this train 

going?” 
 

“About sixty miles an hour” replied the young accountant. 
 

Wrigley’s next question was, “Then why doesn’t the railroad remove the engine and let 
the train travel on its own momentum?” 

 

Wrigley, like other tremendously successful advertisers understood that when it comes 
to growing sales, nothing beats top of mind awareness.  And the only way to achieve 

top of mind awareness is with a consistent, relentlessly focused marketing program. 
 

Each day, we’re all reminded about the current economic condition. Instead of 
focusing on the unemployment figures, have you considered speaking to the 92% who 

are working?  The fact that 920 of every 1000 adults have a job and bring home a 
paycheck should be reason enough to keep your ad program in tact. 

 

As mentioned in other articles, countless studies have proven that the companies who 
continue to advertise during down economic periods ALWAYS capture market share 

and dramatically improve their sales once the market improves. 
 

Once you’ve decided to advertise regardless of economic conditions, don’t fall into the 
trap of spreading yourself too thin.  Many companies want to buy everything - 
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newspaper, TV, radio, direct mail, sports programs, etc., when in actuality; they barely 

have enough money to campaign effectively in one medium.   
 

Because they buy a couple ads in a lot of places, they think they’re covering the 
market.  Unfortunately, this strategy doesn’t work.  As the old cliché goes, they end up 

“winking at a girl in the dark” – they know they’re doing something, but no one else 
does.  

 
For advertising to do its job, it needs to be focused – focused media, focused message.  

Many times the media decision is based on the message.  What medium can best tell 

your story?  Which can you afford?  Which reaches your market?  Which one isn’t 
your competition using? 

 
TV, newspaper, internet, radio, outdoor, bus cards, billboards, direct mail . . . they’re 

all effective if used consistently.  Determine which medium will work best for you, 
create a campaign that has “legs,” i.e., one that starts off good and gets better with 

time, and commit to it.  Once it’s up and running, let it do its work, while you focus on 

your customers and your business. 
 

It doesn’t have to cost a lot of money.  A small but consistent schedule, with the right 
message, properly placed, will make a surprising impact over time.  As business 

grows, other media can be layered on.   However, it’s imperative that your message 
remain consistent, and the core media philosophy continue intact.  Careful attention 

needs to be paid to the development of the creative approach.  It must be translatable 
into other mediums.  It must be instantly recognizable in print, broadcast, outdoor, 

internet, etc. 

  
Like everyone else, advertisers are often subject to the herd mentality.  A speaker at 

some industry convention will tout this or that new secret to success, back it up with 
eye-popping research, and everyone jumps on the bandwagon.  Yes, it’s hard to ignore, 

and one shouldn’t ignore trends.  But true, long-lasting success comes to those who 
find a way to tell their own story in their own way.  A real message with real benefits, 

consistently presented to a properly-targeted market always works. 
  

Not all advertisers have the faith and discipline to allow these fundamentals to play 

out.  But to those that do, the rewards are profound.   
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Chapter 22 

 
How to Put It All Together 

 
“The man who stops advertising to save money is like the man  

who stops the clock to save time.” 
- unknown 

 
The process of creating & implementing an ad campaign has often been compared to a 

puzzle.  With lots of pieces, the question that haunts advertisers is “where do I start?”      
 

Follow this “check-list”, and you’ll be on your way. 

 
 Start with quality research.  Many advertisers like to skip this.  As a business 

person, they’d rather jump in, and figure it out as they go.  Take the time to 
thoroughly research your own company including your strengths, your weaknesses 

and your competitive advantages.  Without a unique position, building your business 
and remaining profitable will be a tough road. 

 

 Look at your current customers and trends in your industry.  Ask them “why did 
you choose me?”  What motivates them?  Dig deep to find the real answers. 

 
 Research your competitors.  What are they doing?  Who are they serving?  What are 

they saying?  Look for holes in their marketing and try to fill them yourself.  
 

 Pick your lane.  You can’t be all things to all people.  Generally speaking, there are 3 
lanes… (1) the TRUE low cost provider, (2) the dangerous middle ground* and (3) the 

high-quality, service oriented provider.  

 
*The dangerous middle ground is where 90% of all businesses operate.  They sell 

decent products, provide decent customer service and their prices are competitive.  It 
is practically impossible to set yourself apart when you operate in this ultra-

competitive field.  You must find a way to differentiate yourself.     
 

 Craft your message.  Be different, compelling and relevant.  Tell potential customers 
what they want to hear, not what you want to say. 

 

 Buy your media.  Set out to dominate one particular ad medium. Buy what works 
for you, not what the seller wants to put you in. 

 
 Track & manage your campaign.  You can’t manage what you aren’t monitoring. 

 
 Or, you could just make it easy on yourself, and call in the experts. 
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Chapter 23 

 
When to Call In the Experts 

 
“I think we will never know as much about the product as the client 

(advertiser) does.  After all, he sleeps and breathes his product.  He’s 
built it and lives with it.   

 

By the same token, the client (advertiser) can’t know as much about 
advertising as we do.  We sleep and breathe it.” 

- William Bernbach 
 

 

What can HMA do for you and your company?  We’ll you help you identify 

areas of opportunity in your market, target the right consumer, reach them 
with the right medium, communicate your story, persuade them that you are 
the superior choice and finally, motivate them to respond. 

 
We can handle every aspect of your campaign.  From research, planning, media 

negotiations, creative development and production to reporting, tracking and 
comprehensive campaign management.   

 
If you’re ready to get more from your ad campaign, contact HMA today! 

 

Ronald A. Heider 
 

HMA – Heider Marketing & Advertising 
 

Marketing ♦ Advertising ♦ Media ♦ Web & Internet 
 

(T): 757 / 447-4987 
 

(W): www.hmaads.com 
 

(E): rheider@hmaads.com 
 

 

 
 

 

THE agency that turns ordinary consumers 
into your customers! 

 

 


