
Index
• A •
Accounting For Dummies (Tracy), 60

accrual basis for projections, 59–60

advertiser-funded programming (AFP), 167

An Advertiser’s Guide to Better Radio 
Advertising (Ingram and Barber), 158

advertising. See promotion or advertising; 

specifi c kinds
affi liate marketing, 187–189

airport advertising, 148

Airport Partners Advertising, 148

airtime. See radio ads; TV ads

ambient advertising, 135, 148–150, 386

analogies for creativity, 95

applications on social networks, 229–232

artist role for creativity, 90

Association of Event Organisers (AEO), 280

atmosphere for retail, 340–341

Audit Bureau of Circulations (ABC), 85

audit for marketing creativity, 89–90

awnings, ads on, 141

• B •
Baby MPS, 258

Bailey, Keith (Customer Service For 
Dummies), 358

balanced mix approach, 12, 13

banner ads

adapting and changing, 196

creating, 186–187

placing, 187

UAP formats for, 184–185

web media services for, 185–186

banners, ads on, 140–141

BARB (Broadcasters’ Audience Research 

Board), 85, 164

Barber, Mark (An Advertiser’s Guide to 
Better Radio Advertising), 158

base sales, 22

Bebak, Arthur (Creating Web Pages 
For Dummies), 179

Bebo, 219. See also social networks

bid rigging, 327

Black Hat practices, 202, 203–204

Blogger tool, 190

blogs. See also social networks

as e-marketing tools, 189–191

free sites, 272

guidelines for, 190–191

keeping up-to-date, 234

link spam in, 204

Obama’s use of, 10

trendwatching via, 68

word of mouth via, 271–272

body copy. See copy or body copy

bottlenecks, focusing on, 379

brainstorming, 94–95

brand recall for ads using sex, 110

branding

creativity for forging an image, 100

defi ned, 295

discounts working against, 323

premium price with, 311

British Library, 84

British Retail Consortium (BRC), 342

Broadcasters’ Audience Research Board 

(BARB), 85, 164

brochures and fl iers. See also printed 

marketing materials

appeals for, 126

designing, 126–128

focus for design of, 124–125

print run for, 124

top three uses for, 125

writing about strengths and weaknesses, 

125–126

Brooks, Greg

Digital Marketing For Dummies, 198

The Marketing Kit For Dummies, 63
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budget

cutting costs, 278–279

for e-marketing, 195–196

marketing pyramid for, 15

monthly marketing, for projections, 59

planning expenditures, 375–376

for POP, 347

for print ads, 128–129

for service recovery, 358

touchpoints often not refl ected in, 16

TV ads on a shoestring, 160–161

for website, 179–181

building wraps, ads on, 141

build-up forecasts, 60 

bumper stickers, 150–151, 384

Bunnyfoot usability testing, 80

bus advertising, 146–147

business units, 32

business-to-business (B2B)

decision infl uencers, 271

direct marketing campaigns, 239

e-marketing budget for, 195–196

market information for, 31

observing customers, 74

rational appeal for, 11–12

trade shows and exhibitions, 275–276, 

281–284

website content for, 178

• C •
call centres. See also telemarketing

agencies for, 248

being accessible, 249

capturing caller information, 249

cold call lists for, 253

defi ned, 248

gathering direct marketing data via, 

250–251

recognising repeat customers, 250

in small businesses, 248

camera-ready artwork, 118–119

canopies, ads on, 141

captions, 115, 116

caring attitude, 24

CarSpace, 219

Carter, Ben (Digital Marketing 
For Dummies), 198

car-window stickers, 150–151, 384

cash basis for projections, 59–60

cause-related event sponsorship, 276–277

CBS Outdoor website, 146

celebrity endorsements, 163, 164

championship test, 304–305

channels. See also distribution

defi ned, 332

design considerations, 335–336

integrating your efforts, 377–378

multi-level, 332–333

paid search integration with, 215–216

reducing layers in, 334

character statement, 99

Charity Commission, 277

Chartered Institute of Marketing (CIM), 

11, 63

click-through statistics, 182–183

cloaking, 203

coaching strategy for sales, 351

coat-tails strategy, 308

Cohen, William (The Marketing Plan), 63

cold call lists, 253

colour keys, 118

communications. See also promotion or 

advertising

demonstration strategy, 107

establishing priorities for, 102–105

image strategy, 106

information strategy, 106

logical versus emotional appeal for, 

104–105

maintaining, 374

motivational strategy, 107

pulling power, 107, 109–110

on signs, 137–138, 139

stopping power, 107, 108–109, 110

strengthening, 102–104

compensating your sales force, 365

competitive marketing strategy, 35, 38

competitive pricing, 321

competitor analysis, 52–53

competitors

differentiation from, 88, 92

imitating, avoiding, 47

market share strategy of, 34

mirroring prices of, 327

positioning against, 40
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in product life cycle, 36

researching differences from, 78

seeing trends better than, 51–52

complaints, 24, 82

comprehensive layout (comp), 118

computer, design using, 119

consultative selling, 361–362

controls section of marketing plan, 62

conventions, distributors at, 331

cookies, 202

cooperative advertising, 323

copy or body copy

defi ned, 115

illustrated, 116

on signs, 137–138, 139

typeface for, 121

website content, 182

copyrights, 293

core strategy. See marketing strategy

costume, 300. See also packaging

coupons, 323–326. See also discounts and 

special offers

Creating Web Pages All-in-One Desk 
Reference For Dummies (Mansfi eld and 

Wagner), 179

Creating Web Pages For Dummies (Smith 

and Bebak), 179

creative brief, 98–100

creativity

analogies for, 95

applying, 97–100

for banner ads, 186–187

borrowing ideas from other fi elds, 92

brainstorming for, 94–95

for brand image, 100

creative brief, 98–100

in cutting prices, 92

for differentiation from competitors, 

88, 92

for direct mail envelopes, 245

fi nding new places to advertise, 93, 380

four-step process of, 87–88

fundamentals to think about, 92–93

generating ideas, 68, 91–97

group activities for, 93–97

marketing audit for, 89–90

as ongoing process, 91

pass-along game for, 95–97

for press releases, 266

in public relations, 93

research for ideas, 68

retail success dependent on, 337

roles for, 90–91

for saving money, 381

for signs, 136, 138–139

simplifying your message, 92

for stopping power, 109

thinking like a customer, 92

time needed for, 91

tinkering with everything, 92

wishful thinking technique for, 95

cross-selling, 24

Customer Contact Association, 248

customer ratings

graphing results of, 71

rewarding customer participation, 72

scale for, 69

usefulness of, 69, 71

customer service

further information, 358

measuring the quality of, 366

mistakes to avoid, 373–374

sales dependent on, 365

sales/service process fl owchart, 356–357

service recovery, 358, 366–367

Customer Service For Dummies (Leland and 

Bailey), 358

customer-oriented approach, 11, 68

customers. See also research

analysing records for, 81

appreciation events for, 79

building loyalty to products, 290–291

champions, 304–305

defi ned, 2

ideas from, 23, 294

identifying how to attract, 14–15

identifying most valuable, 78

identifying target market, 12–13

identifying their likes, 13–14

interviewing at trade shows, 282

lunches with, 384

marketing plan for multiple groups, 57

media data on, 85

observing, 74, 79–80

perception as key to success, 30, 69

positioning with values of, 40

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



390 Marketing For Dummies, 2nd Edition 

customers. See also research (continued)

price perceptions of, 317–319, 320–322

price sensitivity of, 312–314

price switchers, 323

primary questions for understanding, 11

profi ling, 79

satisfaction measures for, 75–77

surveying yours, 81

thanking, 23, 380

thinking like, 92

touchpoints, 15–16

turnover rate for, 366

unhappy or lost, interviewing, 24, 82

usability testing with, 79–80

ways of attracting, 14

website registration system for, 181

• D •
Data Protection Act (DPA), 239, 256–258

Datamonitor, 30, 41

dayparts for TV ads, 166

death phase of product life cycle, 37

decision infl uencers, 270–271

decision making

fl owchart of research process for, 73

for killing a product, 306–307

listing options for, 69, 70

planning research for, 72–73

at point-of-purchase, 301, 343–344

for price setting, 315–320

for uncertain or risky decisions, 72

decline phase of product life cycle, 37

delegation strategy for sales, 351

demonstration strategy, 107, 284–285

design. See also fonts and typefaces

for banner ads, 186–187

for brochures and fl iers, 126–128

for camera-ready artwork, 118–119

computer for, 119

for coupons, 324

defi ned, 117

goal of, 117

for POP displays, 344–345

for product line, 295–296

questionnaire guidelines, 76

stages for printed materials, 117–118

for TV ads, 160–161

for websites, 178–182, 200–201

Design Council site, 303

Digital Marketing For Dummies (Brooks and 

Carter), 198

direct mail. See also direct marketing

elements essential for, 244

enticing envelopes for, 244–245

gathering data via call centre, 250–251

getting your letters mailed, 246

Mailing Preference Service screening 

for, 247

mailing services for, 246

print ads compared to, 243

purchasing mailing lists, 247–248

repeating, avoiding, 372

reply forms for, 246

response rates for, 239

Royal Mail’s Matter service for, 245

starting tips for, 239–241

writing copy for, 242, 246

direct marketing

benchmarks for, 238–239

civility in, 238

direct mail, 243–248

direct-response ads, 241–242, 359

gathering data via call centre, 250–251

legal issues and regulations, 255–260

record keeping for, 238

response rates for, 237, 238–239

starting small, 238

starting tips for, 239–241

Direct Marketing Association, 258, 360

direct-response ads, 241–242, 359. See also 

radio ads; TV ads

discounts and special offers. See also price

calculating discount structures, 317

checking price sensitivity, 312–314

coupons, 323–326

giveaways, 285–286, 379–380

legal constraints on, 323, 326–327

predicting the cost of, 326

profi ts affected by, 314

reasons for, 322–323

special offers, defi ned, 322

underpricing, avoiding, 312, 372

Distance Selling Regulations (DSRs), 

259–260

distribution. See also channels

benefi ts of, 334–335

cultivating distributors, 331
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exclusive, 336

fi nding distributors, 331

intensity of, 335–336

intensive strategy, 335

key points for, 330–331

limitations for product lines, 297

market coverage issues, 335

of products from other companies, 291

selective strategy, 336

speed to market issues, 336

distribution services for press 

releases, 268

domain names

checking availability of, 176–177

choosing, 175–176

for e-mail addresses, 179

extensions for, 176, 177

legal issues and regulations, 176

registering, 177–178

door drops, 239

DPA (Data Protection Act), 239, 256–258

Drucker, Peter (management guru), 15

DSRs (Distance Selling Regulations), 

259–260

dummy, 118

• E •
easyFairs Packaging Innovations event, 303

economies of scale, 47, 377

electronic releases, 268

e-mail

bounce-backs, hard and soft, 194

domain name for addresses, 179

etiquette, 192–194

guidelines for, 191–192

legal issues and regulations, 255–260

marketing using, 191–194

repeating, avoiding, 372

for single-question surveys, 79

spam, 191, 194

e-mail lists, 193, 194

Email Preference Service (EMPS), 258–259

e-marketing. See also search engines

adapting and changing, 196

affi liate marketing, 187–189

banner ads for, 184–187

bogs, 189–191

budget for, 195–196

e-mail for, 191–194

mobile marketing, 173, 194–195

need for, 173

tracking site traffi c, 182–184

website design for, 178–182

website setup for, 174–178

emotional appeal. See also rational or 

logical appeal

for brochures and fl iers, 126

in communications design, 104–105

described, 12

image strategy for, 106

matching customers to, 13

motivational strategy for, 107

for packaging, 302

sales strategy, 350

for stopping power, 108–109

for TV ads, 160, 161–162

engineer role for creativity, 90

entrepreneur role for creativity, 90

etiquette

direct marketing, 238

e-mail, 192–194

telemarketing, 253–255

Euromonitor market reports, 30

exclusive distribution, 336

executive summary, 49–50

exhibitions. See trade shows and 

exhibitions

expenses. See budget

experiential marketing, 284

extensions for domain names, 176, 177

• F •
Facebook. See also social networks

attracting visitors, 227

example pages, 226

iLike application, 230

signing up to, 222–223

statistics on use of, 219

using Facebook Ads, 227–229

face-to-face marketing

business and industry opportunities, 

275–276

demonstrations, 284–285

giveaways, 285–286

ideas for, 274

personal element of, 273
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face-to-face marketing (continued)

piggybacking, 275

planning yourself, 275

public events, 279–280

special events, 276–279

trade shows and exhibitions, 281–284

virtual, 273

Facsimile Preference Service (FPS), 258

failure, 22–23, 238

fi eld marketing, 284

fi lms, 118

fi nder’s fees (affi liate marketing), 187–189

fl ags, ads on, 140–141

fl iers. See brochures and fl iers

focus groups, 68

focused marketing

identifying how to attract customers, 

14–15

identifying the target market, 12–13, 376

identifying what customers like, 13–14

narrowing your territory, 23, 376

strength-based focus, 13–14

tips for, 376–377

fonts and typefaces

choosing, 120–121

defi ned, 120

leading, 122

point sizes, 123–124

readability issues, 123

reverse, 120

serif versus sans serif, 120–121

style choices within a typeface, 122–123

forecasts. See projections

free association, 94

freebies, 285–286, 379–380

freefone service, 252

frequency for outdoor advertising, 145, 146

• G •
gadgets (applications), 229–32

general merchandise retailing, 338

GfK NOP Media service, 131–132

giveaways, 285–286, 379–380

goods. See products

Google

AdWords, 208–209, 210–211

bombing, 204

fi nding distributors using, 331

naming of, 298

tips for using, 83–84

government resources for research, 84–85

gross domestic product (GDP), 60

group creativity techniques

analogies, 95

brainstorming, 94

pass-along game, 95–97

question brainstorming, 94–95

usefulness of, 93

wishful thinking, 95

growth phase of product life cycle, 36, 37

guarantees, 381

• H •
header for signs, 138

headline, 114, 116, 121

Hiam, Alex (The Marketing Kit For 
Dummies), 63

hot wax machine, 118–119

humour in TV ads, 163, 164

• I •
icons in margins of this book, 5

iLike application, 230

image strategy, 106

inbound telemarketing, 251–252

incentives, 285

indicator forecasts, 60 

indifference zone, 318, 325

information strategy, 106

informational appeal. See rational or 

logical appeal

Ingram, Andrew (An Advertiser’s Guide to 
Better Radio Advertising), 158

Institute of Sales Promotion (ISP), 323

in-store radio ads, 158

Intellectual Property Offi ce, 176, 299

intensive distribution strategy, 335
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interactive TV ads, 168

intercept interviews, 282

Internet Advertising Bureau (IAB), 184, 

185, 186

interviewing. See also surveys

customers at trade shows, 282

kids about trends, 83

unhappy or lost customers, 24, 82

interviews on TV and radio, 268–269

introduction phase of product life cycle, 36

inventor role for creativity, 90

ISP (Institute of Sales Promotion), 323

• J •
JCDecaux website, 148

joining and participating, 382

junk e-mails, 191, 194

• K •
keywords or phrases. See also paid search; 

search engine optimisation (SEO)

adapting and changing, 196

bidding on, 208, 209–211

fi nding related keywords, 210

in metadata for search engines, 199, 204

spamdexing, 203–204

killing a product

coat-tails strategy for, 308

fl awed products, 307

liquidation for, 307

with no momentum after 

improvements, 306

price lining for, 308–309

after saturation, 306

• L •
layout (comp), 118

lead fees (affi liate marketing), 187–189

leading, 122

leads for sales, 358–360

learning plans, 46

legal issues and regulations

for charitable events, 277

copyrights, 293

Data Protection Act (DPA), 239, 256–258

Distance Selling Regulations (DSRs), 

259–260

for domain names, 176

for e-mail, 191, 192, 193

overview of laws and codes, 255–260

patents, 293

preference services, 247, 258–259

price constraints, 323, 326–327

product protections, 298–299

for signs, 136

trade secrecy laws, 293

trademarks, 176, 293, 298–299

leisure advertising sector, 143

Leland, Karen (Customer Service For 
Dummies), 358

librarians, research help from, 84

life cycle of products, 34–39

limited-line retailing, 338–339

link spam, 204

LinkedIn. See also social networks

business and professional focus of, 

219, 224

signing up to, 224–225

statistics on use of, 220

uses for, 225

list brokers for telemarketing, 253

Lo-call service, 252

logical appeal. See rational or logical 

appeal

logos, 115, 116, 153, 291

• M •
magazine ads. See print ads

mailing lists, 239, 247–248. See also direct 

mail

Mailing Preference Service (MPS), 247, 258

management section of marketing plan, 

58–59

Mansfi eld, Richard (Creating Web Pages 
All-in-One Desk Reference 
For Dummies), 179
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market coverage, 145, 335

market expansion strategy, 26–28, 373

market reports, 30–31

Market Research Society, 76

market segmentation strategy, 28–29

market share

achieving goals for, 33–34

defi ned, 29

estimating total market sales for, 30–31

napkin method for estimating, 31

product category for, 30

ROI relationship to, 32

unit for measuring, 29–30

market share strategy

achieving goals, 33–34

calculating your market share, 29–31

profi tability based on, 32–33

setting goals, 31–32

studying competitors for, 34

marketing, defi ned, 11

marketing campaign, 1–2

marketing creativity audit, 89–90

The Marketing Kit For Dummies (Brooks, 

Mortimer, and Hiam), 63

marketing mix. See seven Ps of marketing

marketing plan

breaking into simple sub-plans, 48–49

controls section, 62

core components of, 46

defi ned, 1

details needed in, 47

for each product, 50

economies of scale in, 47, 377

executive summary, 49–50

fl exibility needed in, 46–47

further information, 63

learning plans in, 46

management section, 58–59

marketing campaign versus, 1–2

marketing components in, 58

marketing mix in, 55–57

marketing strategy compared to, 10

marketing strategy in, 46, 53–55

mistakes to avoid, 47–48

for multiple customer groups, 57

need for, 45

objectives in, 50

planning to fail, 22–23

post mortem on, 32

projections in, 59–62

ruthless revision of previous plans, 48

situation analysis in, 51–53

templates for, 63

touchpoints often not refl ected in, 16

unnecessary spending in, avoiding, 48

The Marketing Plan (Cohen), 63

The Marketing Planning Tool, 63

marketing pyramid, 15

marketing strategy. See also objectives

commonsense tips for, 54–55

defi ned, 10

differing from competitors’, 55

expansion strategy, 26–28

importance of, 25

market share strategy, 29–34

in marketing plan, 46, 53–55

marketing plan compared to, 10

matching to customers, 54, 55

matching to resources, 54

matching to skills and knowledge, 55

objectives combined with, 53

objectives compared to, 53

as organising central point, 25–26

positioning strategy, 39–40

product life-cycle strategies, 34–39

quality strategies, 41–42

relating activities to, 43

reminder strategies, 42

segmentation strategy, 28–29

simplicity marketing, 41

wheel diagram for, 25–26

writing down, 42–43

Marketing Week magazine, 31

maturity phase of product life cycle, 36

media buying, 128. See also print ads

media research services, 131–132

memorable experience, offering, 24

merchandising strategies, 337–340

metadata for search engines, 199, 204

Microsoft adCenter, 208–209

Mintel market reports, 30

mobile marketing, 173, 194–195

Mortimer, Ruth (The Marketing Kit For 
Dummies), 63

motivational strategy, 107

MPS (Mailing Preference Service), 247, 258
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MySpace. See also social networks

business use limited for, 224

links for tips on, 224

signing up to, 223–224

statistics on use of, 219

• N •
naming products, 297–298

napkin method for estimating market 

share, 31

NationalCall service, 252

networking sites. See social networks

networking with complimentary 

businesses, 386

newsletters, ads in, 129

newspaper ads, 129. See also print ads

Nielsen research service, 131

Norins, Hanley (adman)

on seven principles of ads, 108–109

wishful thinking technique of, 95

The Young and Rubicam Traveling 
Creative Workshop, 109

• O •
Obama, Barrack (U.S. president), 10

objectives. See also marketing strategy

in creative brief, 98

defi ned, 50

drafting early, 50

in marketing plan, 50

marketing strategy combined with, 53

marketing strategy compared to, 53

price affected by, 319–320

odd-even pricing, 320–321

Ofcom, 157, 173

Offi ce for National Statistics (ONS), 84–85

Offi ce of Fair Trading, 260

Ogilvy, David (adman), 110

one-to-one marketing. See direct marketing

outbound telemarketing, 253

outdoor advertising

ambient advertising, 135, 148–150, 386

banners, 140–141

building wraps, 141

bumper and car-window stickers, 

150–151, 384

canopies and awnings, 141

commonsense tips for, 152–153

defi ned, 135

fl ags, 140–141

posters, 142–145

readability issues, 142

sectors, 143

shopping bags, 151–152

signs, 136–139

transport advertising, 145–148, 383

T-shirts, 150, 151

umbrellas, 150

Outdoor Advertising Association, 

136, 143, 145

• P •
packaging

elements of, 300

further information, 303

importance of, 300–301

POP displays, 300–301, 344–345

tips for, 301–303

updating, 290

Packaging News magazine, 303

Packaging Society, 303

paid search. See also search engine 

optimisation (SEO)

benefi ts of, 207–208

bidding on keywords, 208, 209–211

described, 207

Google AdWords, 208–209, 210–211

in-house versus agency, 212–213

industry size, 207

integrating with other channels, 215–216

Microsoft adCenter, 208–209

optimising your campaign, 214–215

uplift for, 216

Yahoo! Search Marketing, 208–209

parallel pricing, 327

participating and joining, 382

pass-along game, 95–97

paste-up, 118

patents, 293

PDF fi les, submitting ads as, 119

people, as one of seven Ps, 18

performance benchmarks, 62

personal selling, 352–353
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physical presence, 18, 340–341

PIMS (Profi t Impact of Marketing Strategy) 

database, 32–33

pioneering marketing strategy, 35, 38–39

place, 17, 329. See also distribution

Point of Purchase Advertising Institute 

(POPAI), 344, 346

point sizes, 123–124

point-of-purchase (POP)

decision-making process for, 301, 343–344

display design, 344–345

lift statistics for, 346

marketing budget for, 347

packaging important for, 300–301

POPAI information for, 344, 346

reminder strategies with, 42

specialness important for, 304

point-of-sale advertising sector, 143

position, in marketing plan, 46

positioning statement, 39–40

positioning strategy, 39–40, 41

positive attitude, 24

post mortems on marketing plans, 32

POSTAR website, 85, 145

posters

lasting interest for, 142

maximising returns on, 145

readability issues, 142

roadside advertising sector for, 143

simplicity needed for, 142, 152

standard sizes, 144

tips for, 152–153

Power to the People Social Media 

Tracker, 219

PR. See public relations

predictions. See projections

preference services, 247, 258–259

premium items, 285, 326, 384

press releases, 265–268

prestige pricing, 312, 323

price. See also discounts and special offers

competitive pricing, 321

control over, determining, 316

cost-plus-profi t for, 316–317

coupons, 323–326

cutting creatively, 92

fee structures, 314

as focus of marketing, avoiding, 20

increasing profi ts without raising, 314

indifference zone for, 318, 325

legal constraints on, 323, 326–327

objectives affecting, 319–320

odd-even pricing, 320–321

as one of seven Ps, 17

in quality strategies, 42

raising, strategies for, 311–312

retailing strategy, 341–342

secondary infl uences on, 319

sensitivity of customers to, 312–314

setting, customer perception and, 

317–319, 320–322

setting, steps for, 315–320

suggested retail price, 327

underpricing, avoiding, 312, 372

price fi xing, 326–327

price lining, 308–309, 321, 323

price signalling, 327

price switchers, 323

print ads. See also printed marketing 

materials

brilliant examples, 133

budget for, 128–129

direct mail compared to, 243

editing before printing, 372

free analysis for, 132

inexpensive places for, 129–130

media research services for, 131–132

rate cards for, 128, 385

scale of, 129, 130

schedule or forward features list for, 128

size for, 130, 377

testing and improving, 82, 131–133

troubleshooting, 131–132

printed marketing materials. See also 

brochures and fl iers; print ads

designing camera-ready artwork for, 

118–119

designing on a computer, 119

editing before printing, 372

fonts for, 120–124

integration with other media, 113

placing print ads, 128–133

producing brochures and fl iers, 124–128

stages in design of, 117–118

terminology for parts of, 114–116
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Privacy and Electronic Communications 

Regulations, 192

process, as one of seven Ps, 18

product categories

customer perception of, 30, 69

defi ned, 34

identifying for market share 

calculation, 30

life-cycle strategies, 34–39

planning promotions by, 48

violating rules and personality of, 109

product lines

breadth in, 296

defi ned, 295

depth in, 296

designing, 295–296

distribution channel limitations for, 297

limited-line retailing, 338–339

maintaining, 296–297

modifying, 303–305

one versus multiple, 291

price lining, 308–309, 321, 323

product-oriented companies, 11

products. See also services

branding, 295, 297–299

building customer loyalty to, 290–291

championship test for, 304–305

coat-tails strategy for, 308

defi ned, 2, 289

demonstrations for, 284–285

designing a line, 295–296

distributing from other companies, 291

fl awed, 23, 307

generating ideas for, 91–97, 292

ideas from customers, 23, 294

ideas from other people, 293–294

killing, 305–309

legal protections for, 298–299

life cycle of, 34–39

maintaining a line, 296–297

modifying, 303–305

naming, 297–298

new, risk with, 27, 373

as one of seven Ps, 17

one versus multiple lines, 291

packaging and appearance, 290, 300–303

price lining, 308–309, 321, 323

quality as heart of marketing, 289

rediscovering old products, 292–293

signifi cant difference strategy for, 

294–295

specialness important for, 304

Profi t Impact of Marketing Strategy (PIMS) 

database, 32–33

projections

base sales for, 22

build-up forecasts, 60 

cash versus accrual basis for, 59–60

details needed for, 47

eliminating losses in, 60

indicator forecasts, 60 

in marketing plan, 59–62

multiple scenario forecasts, 61

for new product sales, 22

by product and industry, 48

time-period, 62

promotion or advertising. See also 

specifi c kinds
analogies in, 95

‘blindness’ to, 108

creative brief for, 98–100

creativity’s effectiveness for, 97–98

demonstration strategy, 107

establishing priorities for, 102–105

fi nding new venues, 93, 380

free space for, 384

image strategy, 106

information strategy, 106

logical versus emotional appeal for, 

11–12, 104–105

low-cost, 383–386

marketing versus, 9

media launches for, 384

motivational strategy, 107

as one of seven Ps, 17–18

pulling power, 107, 109–110

in pulses, 62

radio ads, 155, 156–158, 167–169

as relationship building, 97

shooting video for, 158–159

stopping power, 107, 108–109, 110

strengthening communications, 102–104

TV ads, 155, 160–169

video ads, 155, 158–159

to wrong people, avoiding, 371
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promotional items, 285

Ps. See seven Ps of marketing

public events, 279–280

public relations (PR)

consultancies for, 263

creating a good story, 263–264

creativity in, 93

defi ned, 263

hook for stories, 264

importance of, 262

interviews on TV and radio, 268–269

press releases, 265–268

using publicity to advantage, 262–263, 385

video and electronic releases, 268

public speaking, 385

publicity, 48, 262–263, 385

pull strategy for social networks, 221–222

pulling power, 107, 109–110

pyramid approach to budget, 15

• Q •
qualitative indicators of price sensitivity, 

312–314

qualitative interviews, 282

quality strategies, 41–42, 311, 341

questionnaires. See surveys

• R •
radio ads

advertiser-funded programming for, 167

buying airtime, 156–157

costs of, 155

direct action goals for, 156

further information, 158

generating mental images, 156

length of, 377

online, 169

sound effects for, 156

sponsoring a programme, 168

in-store radio, 158

targeting audiences via, 157–158

TV ads versus, 157

Radio Advertising Bureau (RAB), 157

radio interviews, 268–269

RAJAR website, 85, 157

rate cards, 128, 385

rational or logical appeal. See also 

emotional appeal

for brochures and fl iers, 126

in communications design, 104–105

described, 11–12

information strategy for, 106

matching customers to, 13

sales strategy, 350–351

readability issues, 123, 142

Real World icon, 5

redemption rates, 324–325

referrals, 24

registering domain names, 177–178

regulations. See legal issues and 

regulations

relationship marketing. See direct 

marketing

Remember icon, 6

reminder strategies, 42

Request for Pitch (RFP), 231

research

analysing customer records, 81

asking kids, 83

avoiding overdoing, 67

for competitor comparisons, 78

customer appreciation events for, 79

customer profi le creation, 79

for decision making, 69, 70, 72–73

e-mail single-question surveys, 79

fi nding available information, 83–85

fl owchart of process, 73

focus groups for, 68

government resources for, 84–85

for ideas, 68

Internet resources for, 83–84

interviewing defectors, 82

librarians as resources for, 84

low-cost, 78–83

media data for, 85

media research services, 131–132

observing customers, 74, 79–80

planning, 72–73

primary, defi ned, 74

scale for customer ratings, 69

screening process for, 72–73

for strengths and weaknesses, 69, 71–72, 

80–81

supporting versus illuminating, 68

survey methods, 75–77
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testing marketing materials, 82, 131–133

trend reports, 80

usability testing, 79–80

using data from, 77–78

retail advertising sector, 143

retailing

atmosphere or physical presence for, 

340–341

fi nding outlets, 331

general merchandise, 338

limited-line, 338–339

merchandising strategies, 337–340

point-of-purchase (POP), 42, 300–301, 304, 

343–347

price and quality strategies, 341–342

pursuing sales, 342

scrambled merchandising, 339–340

traffi c considerations, 337

retentive marketing strategy, 35, 38

returns on investment (ROI), 32

reverse fonts, 120

RFP (Request for Pitch), 231

risk

analysing before doing research, 72

for coupons, 325

for direct marketing, 238

with new products, 27, 373

roadside advertising, 142, 143, 144, 145

roles for creativity, 90–91

roughs, 118

Royal Mail

Matter service, 245

Postcode Address File (PAF), 239

• S •
sales

breaking down in marketing plan, 48

calculating total sales in market, 30–31

compensating your sales force, 365

customer service needed for, 365

customer support for, 352

door-to-door, avoiding, 360–361

generating leads for, 359

leadership for, 349–352

as marketing activity, 2

organising your sales force, 362–364

personal selling, 352–353

presentations and consultations, 361–362

purchasing leads for, 360

qualifying leads for, 358

sales/service process fl owchart, 356–357

service recovery, 358, 366–367

strategies, 350–351

test for sales ability, 353–356

sales force

compensating, 365

dedicated salespeople for, 363

determining size of, 362–363

sales reps for, 363–364

temporary employees for, 364

sales projections. See projections

sales representatives (reps), 363–364

sans serif typeface, 120

saturated market, 36, 306

scenarios for forecasts, 61

scrambled merchandising, 339–340

Search Engine Marketing Professional 

Organisation, 213

search engine optimisation (SEO). See also 

paid search

Black Hat practices, 202, 203–204

checklist for, 206

described, 197–198, 200

dos and don’ts, 201–204

goals of, 201

guidelines for, 200

in-house versus outsourcing, 205–206

industry size, 198

site design for, 200–201

spamdexing, 203–204

White Hat practices, 202–203

search engines. See also paid search

crawlers or spiders, 198–199

further information, 198

how they work, 198–200

link building for, 199

metadata for, 199, 204

paid search, 207–216

research using, 83–84

SEO (search engine optimisation), 

198–206

submitting websites to, 181

Searchware 4 software, 214

selective distribution strategy, 336

self-liquidating premiums, 326

serif typeface, 120
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service recovery, 358, 366–367

services. See also products

emphasising quality of, 20

fee structures, 314

set, 300. See also packaging

seven Ps of marketing. See also 

touchpoints

adding to list of, 19

analysing, 16–18

catching uncontrolled Ps, 20–21

identifying the approach for each, 19

as marketing mix, 16, 55

in marketing plan, 55–57, 58

people, 18

physical presence, 18, 340–341

place, 17, 329

price, 17

prioritising, 20, 56–57

process, 18

product, 17

promotion, 17–18

spreadsheet for, 56, 57

as touchpoints, 16

varieties of sets of, 16

sex-based ads, 110

shopping bags, ads on, 151–152

Short Message Service (SMS), 194, 195

showing your message, 162

signatures, 115, 116

signifi cant difference strategy, 294–295

signs

building wraps, 141

copy on, 137–138, 139

creative, 136, 138–139

fi nding designers, 136

further information, 136

header for, 138

regulations and restrictions for, 136

usefulness of, 136, 137

variations in form and materials, 139

writing, 137–139

simplicity marketing, 41

situation analysis, 51–53

slogans, 115, 116

Smith, Bud E. (Creating Web Pages For 
Dummies), 179

social networks. See also Facebook; 

LinkedIn; MySpace

applications used with, 229–232

attracting visitors, 225–229

checklist for social advertising, 234

defi ned, 219

examples of companies using, 235

honesty and openness in, 234–235

maintaining conversations, 232–234

Obama’s use of, 10

pull strategy for, 221–222

signing up to, 222–225

statistics on use of, 219–220

Web 2.0, 217–218

spam, 191, 194

spamdexing, 203–204

special events

cause-related, 276–277

effectiveness of, 277–278

evaluating options, 278–279

fi nding events to sponsor, 276, 278

market size, 278

screening for relevance, 279

weighting the exposure, 277–278, 279

special offers. See discounts and 

special offers

specialisation strategy, 28–9

speed to market, 336

spending. See budget

sponsoring programmes, 168

stage, 300. See also packaging

stopping power, 107, 108–110

storyboards for TV ads, 162, 163

strategic market share goals, 31

strategy. See marketing strategy

strength-based focus

for brochures and fl iers, 125–126

building on your strengths, 13–14

identifying strengths, 80–81, 381

research for, 69, 71–72, 80–81

using research results, 78

subhead, 114, 116

support statement, 98

surveys. See also interviewing; research

for customer ratings, 69, 71–72

customer satisfaction measures, 75–76
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e-mail, for single questions, 79

honesty important in, 76–77

for identifying strengths, 80–81

over-general, avoiding, 77

questionnaire design guidelines, 76

testing marketing materials, 82

traps common to, 76–77

using data from, 77–78

of your customers, 81

• T •
targeting audiences

narrowly, 376

for radio ads, 157–158

for TV ads, 165

taxi advertising, 147

Taxi Media website, 147

telemarketing. See also call centres

honesty and decency in, 253–255

inbound, 251–252

legal issues and regulations, 255–260

outbound, 253

response rate for, 239, 253

Telephone Preference Service (TPS), 258

television ads. See TV ads

television ratings (TVRs), 165

templates

marketing plan, 63

for printed materials, 113, 119

for websites, 180

temporary salespeople, 364

testing

direct marketing campaigns, 238–239

marketing materials, 82

print ads, 131–133

sales ability, 353–356

usability, 79–80

texting, 194–195

thanking customers, 23, 380

theatre programmes, ads in, 129

Thinkbox research company, 166, 216

thumbnails, 117

time-period projections, 62

Tip icon, 5

TNS Media Intelligence, 131

tone statement, 99

touchpoints. See also seven Ps of 

marketing

adding to list of, 19

catching uncontrolled Ps, 20–21

defi ned, 15–16

identifying the approach for each P, 19

outside the marketing plan, 16

prioritising Ps, 20, 56–57

seven Ps, 16–18

Tracy, John A. (Accounting For Dummies), 60

trade associations, 331

trade secrecy laws, 293

trade shows and exhibitions

B2B opportunities at, 275–276, 281

displays other than stands, 283–284

fi nding compatible shows, 283

fi nding distributors at, 331

foundations for a good stand, 282

importance for marketing, 281–282

industry shows, 281

interviewing customers at, 282

stand location and size, 283

trademarks, 176, 293, 298–299

training courses, 386

Transmission With T-Mobile, 167

transport advertising

airport advertising, 148

bus advertising, 146–147

on company vehicles, 148, 383

defi ned, 143, 145

frequency advantage for, 146

jargon for, 143

taxi advertising, 147

tips for, 152–153

usefulness of, 146

trendwatching, 68, 80, 83

Trendwatching website, 68

T-shirts, ads on, 150, 151

turnover rate for customers, 366

TV ads

advertiser-funded programming for, 167

buying airtime, 164

challenges of creating, 160

costs of, 155, 164–166

emotional appeal for, 160, 161–162

interactive TV for, 168

length of, 166
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TV ads (continued)

macro regions for, 166

online, 169

radio ads versus, 157

on shoestring budgets, 160–161

showing your message, 162

sponsoring a programme, 168

storyboards for, 162, 163

styles effective for, 162–164

targeting audiences via, 165

time of year for, 166

timing of (dayparts), 166

TVRs (television ratings), 165

TV interviews, 268–269

TV streaming, 169

TVRs (television ratings), 165

typefaces. See fonts and typefaces

• U •
umbrellas, ads on, 150

underpricing, avoiding, 312, 372

Universal Advertising Package (UAP), 

184–185

Universal McCann, 219

URLs. See domain names

Usability Company, 80

usability testing, 79–80

• V •
ValueCall service, 252

video, shooting, 158–159

video releases, 268

Visibility Adjusted Contacts (VACs), 145

visibility of packaging, 302

visuals, 115, 116

Vodafone TBA, 167

• W •
Wagner, Richard (Creating Web Pages 

All-in-One Desk Reference 
For Dummies), 179

Warning! icon, 6

weaknesses, 71, 78, 125–126

web addresses. See domain names

web media services, 185–186

Web 2.0, 217–218. See also social networks

Webcredible website, 80

websites. See also e-marketing; search 

engines

accessibility guidelines, 200

adapting and changing, 196

budget for, 179–181

capturing visitor information, 183–184

checking site name availability, 176–177

choosing a web address for, 175–176

click-through statistics for, 182–183

compelling content for, 182

cookies, 202

demographics of Internet users, 174

designing, 178–182, 200–201

ease of setting up, 174

further information, 179

importance for businesses, 174

link building for, 199

packaging on, 302

press releases on, 266

professional designers for, 179–181

registering your site name, 177–178

registration system for customers, 181

search engine submission for, 181

shopping trolley for, 180

stock photography for, 181

technologies for, 180

templates for, 180

transactional sites, 174

updating monthly, 181

uses for, 178

weeklies, ads in, 129

White Hat practices, 202–203

Who Ya Gonna Call? icon, 5

widgets (applications), 229–232

wishful thinking technique, 95

Word fi les, submitting ads as, 119

word marks, 298

word of mouth (WOM), 262, 269, 270–272

Wordpress blogging tool, 190

workshops, 386

• Y •
Yahoo! Search Marketing, 208–209

The Young and Rubicam Traveling Creative 
Workshop (Norins), 109
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