
Index
• A •
about our business, brochure, 247
accessibility, online attribute, 153
account executive, 127
accurate information, post element, 186
action plans, marketing, 340
ad proof, reviewing print ads, 201
ad responses, 21
addresses, customer geographics, 21, 24
AddressTwo, newsletter templates, 256
advance notice, price hike, 43
advertisements. See also communications

ad proof, 201
ad vehicles, 257
advertising rules, 117
advertising specialties, 259
billboards, 211–212
brand advancement, 200
broadcast media airtime rates, 214
brochures, 245–251
business cards, 258–259
classifi ed ads, 201
copywriting, 198–199
customer information gathering, 21
directories, 209–211
directory ads, 201
display ads, 201
effectiveness monitoring, 123–124
focal point, 200
forgetting curve, 122
four-color, 202
gift certifi cates, 257–258
giveaways, 259
headlines, 196–198
infomercials, 224–225
leading customers to you, 84–85
magazine ad placement, 206–209
mass media scheduling, 121–123
name presentation, 200
newsletters, 252–257
newspaper ad placement, 203–206
out-of-home, 211–212

promotions, 261–263
rate cards, 202–203
recognizable format, 200
spot color, 202
streamlining contents, 200
trade shows, 260–261
transit displays, 211–212
typefaces, 201
typestyle guidelines, 105
visual appeal elements, 199–200
webinars, 225–226
when in doubt leave it out, 200
Yellow Pages, 209–211

advertising
marketing objectives, 108–114
marketing process, 10–11
online business, 157–158
small business differences, 15

advertising agency, TV ad, 223
advertising specialties, 259
agate lines, print media, 202
AIDA (awareness-interest-desire-action), 

296–298
airtime bartering, 218
airtime rates, 214
all-inclusive products, 43
alphabet name, 325
announcements, 173, 181
anonymous e-mail, 243
area of dominant infl uence (ADI), 214
artwork, 199, 277
associations, industry relations, 266
attachments, e-mail news release copy, 277
audience targeting, 289
author byline, post element, 186
Authorize.net, online payments, 150
avails, broadcast media ads, 214

• B •
back-and-forth conversations, 291–292
banner ads, online business, 157
bar codes, 209, 238
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barter, broadcast media airtime, 218
basic rate, print media, 203
Bill Me Later, online payments, 150
billboards, 85, 118–119, 211–212, 215
Bing, 37, 79–80
Bing Alerts, 177, 333–334
bingo cards, magazine ads, 208
black-and-white ads, 208
blind carbon copy (BCC), e-mail, 242
blog hosting, 154
Blogger, 182
blogs, 174–175, 180–191, 272–273
boards, community relations, 266
body copy, typeface guidelines, 201
boilerplates, news release copy, 274
borrowed interest, advertisements, 199
borrowed-interest name, 326
bounce rate, e-mail marketing, 242
bounce-back offer, 257
brainstorming, 116–117
brand awareness, 181
brand building, 91–106
brand-new offerings, positioning, 97
broadcast media, 118–119, 214–225, 269
brochure sites, online businesses, 148
brochures

budget issues, 246
capabilities, 247
copywriting guidelines, 248–249
design guidelines, 249–251
distribution plans, 246
fl iers, 248
image strengthening, 246
marketplace circulation, 251
modular literature, 247
printing, 249–251
products, 247
rack cards, 247–248
reasons for, 245–246
typestyle guidelines, 105

budgets
brochures, 246
communications, 113–114
goal setting element, 70–74
marketing plans, 339
newspaper ads, 206
small business differences, 15

Buffer, automated posting tool, 175
building signs, out-of-home ads, 211

bulk mailers, outside list source, 236
bulk purchases, price hike alternative, 43
bulk rate, 202, 238
business arrival, 85–87
business cards, 173, 258–259
business databases, 326
business names. See also names

availability checking, 326
categories, 325–326
commitment, 328
growability, 328
memorability, 328
online identity, 330–331
originality, 327
phonetically pleasing, 327
spelling guidelines, 326
unconventional, 327
worldwide market, 327

Business Opportunities Weblog, 181
business plan, marketing, 336
business publications, 269
business readiness, 62
business services, 36
Business Wire, 272
businesses

brand building, 94
budget, 15, 70–74
creative advertising, 15
customer arrival observations, 86–87
customer impression assessments, 79
e-mail guidelines, 81–82
goal scaling, 14–15
Google+ Local listing, 78
impression auditing, 87–90
impression improvement methods, 90
market share planning, 58
marketing plans, 15
marketing routes, 14
online searches, 79–80
person-to-person impressions, 84–87
product purchasing studies, 87
small business advantages, 16–17
staffi ng levels, 15
statement of purpose, 65–66
telephone guidelines, 82–84
website gateway impressions, 80–81

buy-ahead discounts, 321
buying behaviors, 20, 27–28
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351351 Index

buying decisions, presentations, 290–291
bylines, post element, 186

• C •
CACI Sourcebook of ZIP Code 

Demographics, 25
call letters, broadcast media ads, 215
call to action, 21, 190, 244, 249
caller identifi cation, 21
CAN SPAM Act, 241
capability brochures, 247
carryover effect, broadcast media, 215
cash discount, print media, 202
catalogs, one-to-one marketing, 229
Change Service Requested, 238
channels, 121–122, 188–189
charity, community relations, 266
check-in sites, business uses, 170–171
checkouts, 303
circulations, billboard ads, 212
Citysearch, business uses, 172
classifi ed ads, 201, 206
click-through rate (CTR), 243
click-throughs, banner ads, 157
client lists, brochures, 249
clients, news release distribution, 273
cloaking, search engines, 155
closing date, print media, 202
Coca-Cola Company, 54–55, 65
Coding Accuracy Support System 

(CASS), 238
color ads, 208
column inch, 202
combination rate, 202
commissions, marketing agency, 132–133
commitment, relationship customers, 310
committees, advertising rules, 117
communications. See also advertisements

advertising rules, 117
big idea, 115–116
brainstorming, 116–117
broadcast media, 118–119
budgets, 113–114
concentrated campaign benefi ts, 122–123
creative brief, 109–114
crisis management, 280
digital media, 118–119

effectiveness evaluation, 123–124
error avoidance, 108–109
information conveyance, 112–113
leading customers to you, 84–85
marketing material auditing, 88
marketing processes, 10–11
mass media scheduling, 121–123
media selections, 118–121
name recognition, 15
objectives, 108–114
outdoor media, 118–119
presentation follow-up, 289
print media, 118–119
product features versus benefi ts, 112
research fi ndings, 110
success measurement, 113
support sites, 148
supporting your claims, 111–112
target audience identifi cation, 109
task types, 114
think/do conveyance, 110–111
typestyle guidelines, 105

community relations, 266
comparison shopping, 41–42
compelling language, headline, 198
compensation arrangements, 131–132, 137
competition, 53–58, 73, 336
competitive level, market share, 58
competitive research, 10–11
complementary items, 301
concentrated campaign, 122–123
conciseness, presentations, 289
conferences, in-person networking, 284
connections, online business goal, 143
consistency, brand building, 95
Constant Contact, 177, 256
consumer selection, brand building, 92
consumers, presentations, 290
contact information, 274, 277
contact sites, 147
contacts, networking database, 284
content

blog lists, 191
news conversion, 190
newsletters guidelines, 253–254
online businesses, 152
presentations, 109
pull marketing driver, 179
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content (continued)
repurposing blog posts, 187
search engine optimization (SEO), 155
social media sharing, 174–176

content-sharing programs, 333
contracts, 131–132, 137–138
convenience, transaction customers, 310
conversion rate, e-mail marketing, 243
cookies, abandoned shopping cart, 303
copy

advertisement enhancements, 200
advertisement writing, 198–199
broadcast ad guidelines, 219–220
brochure writing guidelines, 248–249
e-mail guidelines, 243–244
fonts, 201
news release guidelines, 273–275
newsletter contents, 253–254
presentation guidelines, 105–106
surface direct mail, 237
type family, 201
typefaces, 201

copyrights, marketing material, 106
copywriters, marketing professionals, 126
corporate bloggers, 180
Corporations Division offi ce, 326
cost per thousand (CPM), print media, 202
counterarguments, presentations, 289
coupons, 205, 262
Craigslist.org, 207
creative brief, 109–114, 219
creative strategy, brand building, 102–104
credibility, online business goal, 143
crisis management, 266, 280
crossover readership, magazine ad, 208
customer analysis report, 26
customer invitations, 61
customer profi le template, 22
customer research, 10–11, 20–31
customer satisfaction analysis, 320
customer satisfaction, 61
customer service. See also customers

benchmarking satisfaction, 317–319
customer’s lifetime value (LTV), 317
customer’s unstated problems, 313
defensive marketing, 311
dissatisfaction clues, 314
80/20 rule, 319
encouraging complaints, 313–314

environment enhancements, 312
evaluation steps, 309–310
expected offerings, 308
guarantees, 310
loyalty building scenario, 320–321
loyalty importance, 316
loyalty programs, 321–322
marketing cycles, 308–309
marketing process, 10–11
overcoming dissatisfaction, 310, 314–315
quality gap, 320
relationship customers, 310
replacing existing customers, 316–317
services versus service, 308
support sites, 148
toxic customers, 311
transaction customers, 310

customer subgroups, psychographics, 28
customer targeting, 59
CustomerLink SMRT, 24, 26
customers (prospects)

attracting new, 46
business impression assessments, 79
destination visits, 84–87
distribution channel matching, 31–33
information gathering, 20–23
in-person welcoming, 300
market segmentation, 20
market situation analysis, 336
marketing processes, 9
presentations, 290
price hike reactions, 43
price presentation guidelines, 43–44
price versus value decisions, 39–43
product pricing truths, 41
product purchasing reasons, 38–39
product purchasing studies, 87
prospect conversion, 296–298
sales conversion rate, 300
sales negotiations, 302–304
salesperson/shopper interaction, 300–301
screen-connected, 33–34
social media conversations, 176
wants recognition, 307–308

• D •
D&B’s Million Dollar Database, 25
daily newspapers, media contact, 269
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database managers, 236
database marketing, 228
databases

abandoned shopping cart solution, 303
business name availability checking, 326
networking contacts, 284
surface direct mail respondents, 239–240

datelines, news release copy element, 274
dates, news release copy element, 274
dayparts, broadcast media ads, 215
deadline date, 202
deals, direct mail offer, 232–233
decision reinforcement, 301
declining phase, product lifecycle, 47
defensive marketing, customer service, 311
delivery rate, e-mail marketing, 242
Delivra, newsletter templates, 256
demographic lists, 234–237
demographics, 20, 25, 27, 337
descriptions, post element, 186
descriptive name, 325
designers, marketing professionals, 126
desirable attributes, 196–197
destination visits, 84–87
digital kiosks, 211
digital media, communications, 118–119
digital signatures, e-mail, 244
direct competitors, identifying, 55–58
direct mail, 228–234
direct mailers, 21
direct marketing, 228
Direct Marketing Association, 229–230
direct response specialists, 236
direct sales, 228–230, 239
Direct Selling Foundation, 313
directional road signs, 85
directions, leading customers, 84–85
directories, ad listings, 209–211
directory ads, print ad form, 201
direct-response advertising, 228
display ads, print ad form, 201
displays, intercepting shoppers, 301
distribution channels, 31–33
distribution

brochures, 246, 251
marketing process, 10–11
marketing plan strategies, 338
newsletters, 251

Dogpile, ego-surfi ng, 37
domain names, 144–145
doorways, business impressions, 85–86

• E •
early adopters, product growth phase, 46
earned rate, print media, 202
ease of reading, effective e-mail, 244
easy to read, headline, 197
e-books, 174, 187
e-commerce sites, online businesses, 150
editorial calendars, blogs, 185
editorial contacts, media relations, 266
editorials, media relations, 266
education, blogging reason, 181
ego-surfi ng, Googling yourself, 37
elected offi cials, government relations, 266
elevator pitch, networking, 286–288
e-mail

abandoned shopping cart solution, 303
blind carbon copy (BCC), 242
bounce rate, 242
call to action, 244
CAN SPAM Act, 241
click-through rate (CTR), 243
conversion rate, 243
copy guidelines, 243–244
delivery rate, 242
digital signatures, 244
easy reading, 244
forward rate, 243
forward to a friend button, 244
news release distributions, 271, 276–278
one-to-one marketing method, 241–244
online business impressions, 81–82
opt-in policy, 242
personalizing, 243
personalizing direct mailers, 233
share this button, 244
sharing rate, 243
spam, 241
subject lines, 243
versus surface direct mail, 231
unsubscribe rate, 243

Emma, newsletter templates, 256
employee relations, 266
employees, news release distribution, 273
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endorsements, surface direct mail, 238–239
e-newsletters, 254, 256
engagement calls, 186
entrance door, business impressions, 

85–86
entrepreneurs, 180
envelopes, direct mailers, 233
events, 262, 266, 284
ExactTarget, newsletter templates, 256
experience sharing, blogging reason, 180
e-zines, 187, 269

• F •
fabricated name, 326
Facebook

business uses, 164–165
effectiveness measuring, 177
online business impressions, 80–81
page creation, 165–166
pay per click (PPC) ads, 158
website name display, 161

facility signs, out-of-home ads, 211
fact-fi nding, customer information, 20–21
feature benefi ts, headline, 197
Federal Communications Commission, CAN 

SPAM Act, 241
Federal Trade Commission, 229
fees, marketing professionals, 132–133
fi le attachments, 277
Fireclick, web analytics, 300
fi tting rooms, shopper interaction, 301
fl at rate, print media, 202
fl iers, brochures, 248
fl ight, broadcast media ads, 215
fl ighting, mass media scheduling, 123
fl ights, surface direct mail, 239
fl yover signs, 211
focal point, advertisement copy, 200
focus groups, 23
follow up response, 239–240
follow-up notes, 279, 289
fonts, 105, 201
For Immediate Release, 276
forgetting curve, advertisements, 122
forums, media relations, 266
forward rate, e-mail marketing, 243
forward to a friend button, 244
Forwarding Service Requested, 238

four p’s, marketing mix, 68
four-color, full-color print ads, 202
foursquare, 171, 177
free response mechanism, 237
freelancers, 127
frequency, ad, 121–122, 216–217
frequency discount, print media, 202
frequently asked questions, 181
front-loading, mass media scheduling, 123
full showing, billboard ads, 212
full-time blogger, 180

• G •
geodemographic lists, 20, 234–237
geographic list, 234–237
geographic name, 325
geographic origin, 28
geographic targeting, 59
geographics, 20, 24–25, 30–31, 337
gift certifi cates, business builder, 257–258
goals

budget setting, 70–74
business scaling, 14–15
fail-safe planning sequence, 70
four p’s of strategy planning, 68
loyalty programs, 321
marketing mix, 68
marketing plans, 336–337
mission statement, 64
versus objectives, 67
online businesses, 143, 330
planning pyramid element, 66–67
presentations, 291
statement of purpose, 65–66
strategy implementation, 68–69
vision statement, 64

Google, 37–38, 65, 79–80
Google Alerts, 177, 333–334
Google Analytics, 21, 177
Google Checkout, 150
Google Chrome, 37
Google Keyword Tool, 78, 155, 181
Google Maps, 37
Google Places, 78, 172
Google Reader, 177, 333–334
Google Spreadsheet Marketing Budget 

Template for Start-ups, 73
Google+ Local, 78, 85, 169–171
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355355 Index

government relations, 266
graphic artists professionals, 126
graphics, 153, 181
greetings, customer impressions, 86–87
gross rating points (GRPs), 217
groups, 266, 284
growth phase, product life cycle, 46
guarantees, 232–233, 310
guest posts, 187, 266

• H •
half showing, billboard ads, 212
hand delivery, distribution, 271
headlines, 186, 196–198, 201, 248, 274, 276

believability, 197
brochures, 248
desirable attributes, 196–197
easy to read, 197
e-mail news release copy element, 276
feature benefi ts, 197
leading points, 197
news release copy element, 274
period at end avoidance, 197
positive statements, 197
post element, 186
print ad element, 196–198
typeface guidelines, 201

heavy-up scheduling, mass media, 123
Hide My Ass, web proxy service, 37
hobbyists, bloggers, 180
home base, online business, 331–332
HootSuite, automated posting tool, 175
hosted blog, 183
house lists, 234–235
how to, headlines, 198
HubSpot, 142, 155–156
Hyper Text Markup Language (HTML)

e-mail news release, 276
newsletter format, 256
online business building, 151

hyperlinks, 276. See also links

• I •
inbound calls, telemarketing, 228
inbound marketing, 143
incoming phone calls, 21
increments, broadcast media ads, 215

independent producers, 220–221
independent stations, 215
indirect competitors, 55
industry associations, 24
industry publications, 269
industry relations, 266
Info USA, customer profi ling, 25
infographics, 175
informal studies, 22
in-house employees, 273
innovators, product growth phase, 46
in-person customers, 300
in-person networking, 284
in-person surveys, 23
inquiries, customer geographics, 24
interactive media, 118–119
interactive relationships, 142, 179
interest generation, 296
internal audience interaction, 266
Internet

advertising, 118–119
business website impressions, 80–81
Google+ Local listing, 78
screen-connected customers, 33–34
webinars, 225–226

interviews, 130–131, 136, 266, 278–279
in-text links, post element, 186
introductions, 162, 285–288, 331
introductory phase, product lifecycle, 46
inventory, 62, 89
invitations, 277, 280
invoices, 21
issue management, 266

• J •
jingles, 219
Join us on icons, 173
junk mail, 241

• K •
Katz, Michael, Blue Penguin 

Development, 255
keyword stuffi ng, 155
keywords, 152, 154–155, 162
kiosks, 211
kurrently.com, mention monitoring, 176
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• L •
landing area, 86–87
languages, 198
law of misdistribution, 80/20 rule, 319
lead times, magazine ads, 208
lead-generating sites, 148
leading points, headline, 197
letters, surface direct mail, 237
liabilities, marketing agency, 131
libel, media interview, 279
lifetime value (LTV), 317
like-minded people, 180–181
link exchanges, bloggers, 188
LinkedIn, 158, 161, 168, 284
links. See also hyperlinks

in-text, 186
online business impressions, 80–81
repurposing blog posts, 187
search engine optimization (SEO), 154

list brokers, 235–237
list managers, 236
lists

blog contents, 191
brochures, 249
media contact, 268–270
opt-in e-mail marketing, 242
surface direct mail, 234–237

Local Market Audience Analyst, 60
local markets, community relations, 266
local newspapers, 269
local pages, Google+ Local listing, 78
local printers, 250
local rate, print media, 203
location-based check-in sites, 164, 332
location-based sites, 170–171, 177
logos, 91, 104–105
loyalty/customers, 310, 316
loyalty programs, 321–322

• M •
magazines, 118–119, 206–209
mail processors, 236
mail specialists, 236
Mailing & Fulfi llment Service Association, 236
mailing lists, newsletters, 251
mailing services, 235–237

mailings, 84–85
make-good, print media, 203
manufacturer ads, TV ads, 223
market environment, 336
market positioning, brand building, 97–99
market research, 10–11
market saturation, 62
market segmentation, 20
market segments, sales analysis, 29–31
market share

attack planning, 58
budget allocation guidelines, 73
direct competitor analysis, 58
growth obstacles, 61–62
market saturation, 62
potential customers, 60
sales volume, 60–61
slice of the pie, 54
target market analysis, 59
unit sales, 60

market situation, analysis elements, 336
marketing

action cycles, 10–12
budget allocation guidelines, 73
existing businesses, 14
fail-safe planning sequence, 70
goal scaling, 14–15
interaction processes, 9
sales relationship, 12
small business advantages, 16–17
start-up business, 13–14

marketing accelerator, sales, 299
marketing agency

client-agency relationship, 133–134
commissions, 132
interview process, 130–131
marketing professionals, 127
markups, 133
proposals, 129–130
selection criteria, 128–129
service agreements, 131–132

marketing fi rm, 127
marketing materials

communication objectives, 108–114
copy guidelines, 105–106
impression auditing, 88
supporting your claims, 111–112

marketing mix, four p’s, 68
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marketing plans
action plans, 340
brand advancement, 337
budgets, 339
business plan, 336
creative strategy, 337
demographics, 337
distribution strategies, 338
geographics, 337
goal setting, 336–337
implementing, 340
long-term planning, 340
objective setting, 336–337
outlining, 338–339
position advancement, 337
pricing strategies, 338
product strategies, 338
promotion strategies, 338
psychographics, 337
situation analysis elements, 336
small business differences, 15

marketing professionals
account executive, 127
agency, 127–134
client-agency relationship, 133–134
copywriters, 126
designers, 126
expertise levels, 127–128
fees, 132–133
freelancers, 127
graphic artists, 126
marketing fi rm, 127
producers, 126–127
resource scaling, 128
web designers, 127, 134–138
when to seek help, 126
work-for-hire agreements, 127

markups, agency fees, 133
Mashable.com, Twitter Guide Book, 167
mass media channels, 118
mass media, scheduling, 121–123
mastheads, publication, 269
McKinsey & Company, 315
Media Advisory, news conferences, 280
media centers, 332
media contact lists, 268–270
media interviews, 278–279
media kits, publicity building, 267–268
media outlets, 24, 277–280

media relations, 266
media, selection criteria, 118–121
meetings, employee/member relations, 266
member relations, 266
memo of agreement, 131–132
mention monitoring, social media, 176–177
merchandising aids, 208
Merchant Nexus Database, 25
message contents, 179
meta-descriptions, post element, 186
me-too businesses, 97
Microsoft Marketing Budget Planner 

Template, 74
Microsoft Offi ce newsletter templates, 254
Microsoft, statement of purpose, 65
mind share, direct competitor analysis, 58
mission statement, path to success, 64
mobile ads, 118–119
mobile websites, 148–150
modular literature, brochures, 247
MoFuse, mobile website creation, 149–150
movie theater billboards, 211
murals, outdoor media, 118–119
music, broadcast ad identity building, 219

• N •
name awareness, brand building, 92
name recognition, 15
names, 200. See also business names
National Do Not Call Registry, 228
nature of business, 73
navigation

online business, 152
search engine optimization (SEO), 155

negotiations, sales solutions, 302–304
network affi liation, 215
networking, 283–288
Neves, Antonio, THINQACTION, 284
new use, product enhancement, 45
news conferences, 279–280
news distribution wire service, 272
news releases

blog content conversion, 190
copywriting guidelines, 273–275
distribution avenues, 271–272
e-mailing, 276–278
good/bad attributes, 274–275
hard-copy production, 275–276
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news releases (continued)
media relations, 266
printing, 275–276
publishing to your website, 272
social media postings, 272

newsletter production guidelines, 253
newsletters, 251–257, 266
newspapers, 118–119, 203–206, 269
Nielsen/McKinsey (NM) Incite, 180
nonperformance penalties, agreements, 137
nonprice competitors, identifying, 56
non-respondents, 240
NutshellMail, 177

• O •
objectives, 66–69, 73, 108–114, 160–161, 

336–337
budget allocation guidelines, 73
communications, 108–114
versus goals, 67
implementing, 68–69
marketing plans, 336–337
planning pyramid element, 66–67
social media, 160–161

obligations, marketing agency, 131
observation, customer, 22, 86–87
offer sweetening, copywriting, 198
offerings, presentations, 290
offers

direct mail, 230, 232–233
e-mail, 243
surface direct mail, 237

offi ceholders, industry relations, 266
one-page checkout, 303
one-time rate, print media, 203
one-to-one communication, 227
one-to-one marketing, 10–11, 118, 228–244
one-way messages, 142, 179
online businesses

brochure sites, 148
change-of-address instructions, 145
contact sites, 147
content guidelines, 152
content-sharing programs, 333
desirable attributes, 152–153
domain names, 144–145
e-commerce sites, 150
fi ndable commitment, 329

goals, 143, 330
home base, 331–332
Hyper Text Markup Language (HTML), 151
identity importance, 330–331
inbound marketing, 143
introductions, 331
keywords, 152
lead-generating sites, 148
media centers, 332
mobile websites, 148–150
navigation, 152
online advertising, 157–158
outbound marketing, 143
payment options, 150
pull marketing, 142, 179
push marketing, 141, 179
reputation monitoring, 333–334
search engine optimization (SEO), 

152, 154–155
Secure Sockets Layer (SSL), 150
site design considerations, 153–154
social media importance, 332–334
social media user names, 145–146
support sites, 148
301 redirect, 145
website guidelines, 147
website promotions, 156
website strength evaluation, 155–156

online directories, ad listings, 211
online home base, social media, 163
online media centers, 267–268
online networking, 284
online presence, 80–81
online printers, 250
Online Privacy Alliance, 21
online searches, 79–80
online surveys, 23
Open Directory, 155
open rate, print media, 203
open space, advertisement framing, 200
opt-in policy, 242, 256–257
opt-out cards, 240–241
order requests, 305
original artwork, 199–200
outbound calls, telemarketing, 228
outbound marketing, 143
outdoor media, communications, 118–119
out-of-home ads, 211–212
outside lists, 235–237
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owner’s name, business name category, 325
ownership of materials, 132, 138

• P •
packaging, 10–11, 257
Pareto’s Law, 80/20 rule, 319
parking, business impressions, 85
part-time blogger, 180
pay per click (PPC) ads, 157–158
PayPal, online payments, 150
performance milestones, agreements, 137
period at end, headline, 197
personal contact, 301
person-to-person, 84–87
phantom competitors, identifying, 55
phone books, directory lists, 209–211
phone calls, 21, 284
phone surveys, 23
photos, e-mail news release, 277
pick-up rate, print media, 203
ping.fm, automated posting tool, 175
Pinterest, business uses, 169–170
place, strategy function, 68
plain text, 256, 276
play areas, shopper interaction, 301
plug-ins, posting blog content, 187
Pole Position Marketing, 155
pop-unders, business advertising, 157
pop-up ads, online advertising, 157
positioning, brand building strategy, 97–99
positioning statement, 98–99
positive awareness, 296
positive statements, headlines, 197
postage-paid cards, direct mail, 237
posts, 181, 185–189, 272–273
potential customers, 60
PR Newswire, 272
preproduced manufacturer ads, TV, 223
presentations, 190, 288–293
press releases. See news releases
prestige, competitor identifi cation, 56
price competitors, identifying, 56
price hikes, 43
price level, 42–43
price reductions, 61
price savings, 262
price-sensitivity scale, 41–42
pricing, 10–11, 42, 56, 68, 338

print ad, headline element, 196–198
print directories, 118–119, 209–211
print media, 118–119, 202–203
Printed in U.S.A, 106
printed letters, 233
printers, outside list source, 235–237
printing

brochures, 249–251
e-mail news release copy, 277
news releases, 275–276

producers, 126–127, 220–221
product advantages, 296
product belief, sales benefi t, 299
product benefi ts, 296
product brochures, 247
product development, 10–11
product donations, 266
product knowledge, presentations, 290
product line analysis, 50
product news, blogging, 181
product-oriented targeting, 59
products

business service, 36
characteristic identifi cation, 35–36
comparison shopping, 41–42
enhancement methods, 46
features versus benefi ts, 112
Google descriptions, 38
management priorities, 49–51
marketing plan strategies, 338
new customer attraction, 46
new product development, 47–48
new promotional offer, 45
new use enhancement, 45
price presentation guidelines, 43–44
price raising guidelines, 43
price versus value decisions, 39–43
price-sensitivity scale, 42
pricing evaluation elements, 42
pricing truths, 41
pull marketing, 142, 179
purchasing reasons, 38–39
purchasing studies, 87
push marketing, 141, 179
sales growth assessment, 45
sales life cycle, 45, 46–47
strategy function, 68
value attributes, 40–41
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professional blogger, 180
professional recognition, 181
profi le matching, 24–28
profi tability, brand building, 92–93
project accountability, 132
promotion planning guidelines, 263
promotional offers, 45
promotions

loyalty program, 321–322
marketing plan strategies, 338
marketing process, 10–11
online business websites, 156
sales builder, 261–263
social media announcements, 173
strategy function, 68

proposal lists, 129–130
prospect benefi ts, 291
prospect identifi cation, 24–25
prospect objections, 292–293
prospects (customers), 296–298, 300–304
psychographics, 20, 27–28, 337
public relations, 10–11, 265–266, 280
public relations fi rms, 271
Public Relations Society of America, 266
publication subscriber lists, 235–237
publications, 202–203, 269
publicity, 10–11, 265, 267–280
pull marketing, products, 142, 179
pulsing, mass media schedule, 123
purchase desire, 296
purchase tendencies, 28
purchase-level rewards, 321
push marketing, products, 141, 179

• Q •
quality gap, customer service, 320
questionnaires, customer information, 23
Quick Response (QR) codes, 209
quotes, post element, 186

• R •
rack cards, brochures, 247
radio, 118–119, 214–215, 221–222, 269
rate cards, print ads, 202–203
rate kits, broadcast media, 214
rating points, broadcast media, 217–218
rating sites, 164, 171–173, 332

reach, media, 121, 216–217
Really Simple Syndication (RSS), 181
rebates, 262, 321–322
Red Fire Branding, 94
Reference USA, customer profi ling, 25
refreshments, shopper interaction, 301
refunds, 229
regional business publications, 269
relationship building, 180–181, 283–284
relationship customers, 310
remnant space, magazine ads, 208
rented lists, 235–237
reply cards, 237
research, 10–11, 20–23
respondents, 239–240
response mechanism, 237
response times, 208
retail rate, print media, 203
return on investment (ROI), 186–187
Return Service Requested, 238
review sites, 164, 171–173, 332
road signs, 85
rotators, Total Audience Plan (TAP), 216
run of paper (ROP), 205

• S •
saddle-stitched, 247
sales

abandoned shopping cart solutions, 303
AIDA (awareness-interest-desire-action), 

296–298
all sales are fi nal proclamation, 229
buying signals, 304
growth assessment, 45
in-person customers, 300
life cycle curve, 45, 46–47
market segment analysis, 29–31
marketing accelerator, 299
marketing process, 10–11
marketing relationship, 12
online business goal, 143
online visit to online sales, 302
order requests, 305
product belief, 299
promotions, 261–263
prospect conversion rate, 300
prospect to customer, 296–298
satisfaction guaranteed promise, 229
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shopper interaction, 300–301
solution negotiations, 302–304
transaction ease, 306
unexpected value addition, 306

sales closing, 296
sales volume, market share analysis, 60–61
samples, sales promotion, 262
sandwich boards, 211
satisfaction levels, customers, 317–319
saturation, product growth phase, 47
SCORE Annual Marketing Budget 

Template 73
screen-connected customers, 33–34
search ads, 158
search engine optimization (SEO), 

152, 154–155
search engines, 181
search.twitter.com, 176
seasonal pricing, price hike alternative, 43
second mailings, 240
Secretary of State, business name, 326
Secure Sockets Layer (SSL), 150
security certifi cates, 303
self-hosted blog, 183
service adjustments, 61
service agreements, 43, 131–132, 137–138
service businesses, 36
service labels, advertising vehicle, 257
service, nonprice competitor, 56
services. See products
share of billfold, competition, 54
share of customer, 54–55
share of opportunity, 54–55
share of stomach, Coca-Cola, 54–55
share this button, e-mail, 244
shared content, 174–176, 186
shared presentations, SlideShare, 190
sharing rate, e-mail marketing, 243
shipping labels, 21
shoppers, sales interaction, 300–301
shopping bags, advertising, 257
shopping basket, shopper interaction, 301
shopping carts, online abandonment, 303
short rate, print media, 203
sidewalk signs, 211
signage, 85–86, 105, 118–119, 173
signatures, 81, 173, 244
similar-but-different businesses, 97
site maps, 155

sitting areas, shopper interaction, 301
six brand-management steps, 96
slander, media interviews, 279
SlideShare, presentation sharing, 190
slogans, brand building, 99–101
slow-hour pricing, 43
smartphones, 81, 148–150, 209
snail mail. See direct mail; surface 

direct mail
social events, in-person networking, 284
social media

announcements, 173
business benefi ts, 160
check-in sites, 170–171
content sharing, 174–176
customer conversations, 176
defi ning objectives, 160–161
digital media, 118–119
do’s and don’ts, 178
effectiveness measuring, 177
ego-surfi ng, 37
Facebook, 164–166
Google+, 169
introductions, 162
LinkedIn, 168
location-based check-in sites, 164, 332
location-based sites, 170–171
mention monitoring, 176–177
naming conventions, 161
network categories, 164
news release posting, 272
online business impressions, 80–81
online business, 332–334
online business user names, 145–146
online home base, 163
pay per click (PPC) ads, 158
Pinterest, 169–170
rating/review sites, 171–173
Twitter, 166–168

Social Media Examiner, 160, 171
Social Media Tracker, 177
Social Mention, 177, 333–334
social networks, 187
spam, 241
special treatments, loyalty program, 322
specialty items, advertising, 259
splash pages, 154
sponsorships, 215–216
spot color, ad highlighting, 202
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spots, broadcast media ads, 216
staff, 15
standard mail, 238
Standard Rate and Data Service (SRDS), 

60, 207
start-up business, 13–14
statement of purpose, business, 65–66
statements, brochures, 248
stock images, 200
story ideas, media relations, 266
storytelling, 198, 220
strategies, 68–69
styles, 104–106, 219
subgroups, customer psychographics, 28
subheadings, post element, 186
subheadlines, brochures, 248
subject line, e-mail element, 243, 276
subject matter, news release copy, 274
suggestions, shopper interaction, 301
support sites, online businesses, 148
surface direct mail, 234–241
surface mail, 271
surprise rewards, loyalty program, 322
surveys, 21–23

• T •
tactics, planning pyramid, 66–67
TagLine Guru, characteristics, 100
taglines, brand building, 99–101
talent release form, 221
target audience, 109–111, 207, 290
target market, 59, 91–92
target marketing, 20, 24–28, 31–33
target rating points (TRPs), 217
targeted lists, direct mailers, 230
tear sheets, 208
technical support, 303
Technorati, blog statistics, 180
TED commandments, 288
telemarketing, 228
telephone caller identifi cation, 21
telephones, business impressions, 82–84
term of relationship, 132
termination agreements, 131–132
Test Your Tagline IQ, 100
text ads, digital media, 118–119
time donations, community relations, 266
time limits, direct mail offer, 232–233

timely fi nish, presentations, 289
titles, 186, 289
toll-free numbers, 237
topics, search engine, 155
top-level domains, 144
top-of-mind awareness (TOMA), 58, 205
Total Audience Plan (TAP), 216
tourist-oriented directional (TOD) signs, 212
toxic customers, 311
trade shows, 260–261
trademark name databases, 326
trademarks, marketing material, 106
transaction customers, 310
transit displays, 211–212
transit signs, outdoor media, 118–119
TripAdvisor, 164, 172, 332
Tumblr, blog platform, 183
TV, 118–119, 214–215, 222–225, 269
Twitter

account creation, 167
automatically posting blog content, 187
business use pros/cons, 166–167
effectiveness measuring, 177
introduction limitations, 162
pay per click (PPC) ads, 158
use guidelines, 167–168
website name display, 161

Twitter Help Center, 167–168
typefaces, ad copy, 201
typestyles, presentations, 105

• U •
U.S. Patent and Trademark Offi ce, 326
U.S. Postal Service, 237–239
U.S. Small Business Administration, 326
U.S. states, name availability, 326
unit sales, market share analysis, 60
unsubscribe rate, e-mail marketing, 243
upgrades, 322
UrbanSpoon, business uses, 172
urgency conveyance, copywriting, 198

• V •
value formula, 40–41
vanity search, Googling yourself, 37
vehicle signs, 211
video production services, 223
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videos, blog posts, 188–189
vision statement, 64
voice mail, 84
voice-overs, broadcast ad, 219
volume rate, print media, 202

• W •
waiting areas, 86–87
waiting bench signs, 211–212
wall murals, 211
web designers, 127, 134–138
web pages, digital media, 118–119
web proxy, Hide My Ass, 37
web reports, 21
webinars, 118–119, 225–226
websites

Advertising Slogan Hall of Fame, 99
allpages.com, 211
Association of Small Business 

Development Centers, 23
authorize.net, 150
Bing Alerts, 177
Blogger, 182
botw.org, 211
Buffer, 175
Business Opportunities Weblog, 181
Business Wire, 272
careerenlightenment.com, 268
checkusernames.com, 145, 161, 332
Citysearch, 172
Constant Contact, 177, 256
copyright.gov, 106
Craigslist.org, 207
crayola.com, 268
dexknows.com, 211
DigitalFamily.com, 37
duhmarketing.com, 268
ezinearticles.com, 187
ezine-dir.com, 269
Facebook, 158
FCC, 241
Fireclick, 300
foursquare.com, 171, 332
godaddy.com, 144, 326
Google Alerts, 177
Google Analytics, 21
Google Checkout, 150
Google Keyword Tool, 78, 155, 181

Google Places, 78, 172
google.com, 211
Google+ Local, 170
grstuff.com, 209
Hide My Ass, 37
HootSuite, 175
HubSpot, 142, 155
JanineWarner.com, 37
knowem.com, 145, 332
kurrently.com, 176
learn.linkedin.com, 168
LinkedIn, 158, 168
Mailing & Fulfi llment Service 

Association, 236
mashable.com, 167, 333
michaelkatz.com, 255
MoFuse, 149
name.com, 144
namecheap.com, 144
namechk.com, 37, 145, 161, 332
National Do Not Call Registry, 228
nationalchangeofaddress.com, 240
networksolutions.com, 144, 326
NutshellMail, 177
Online Privacy Alliance, 21
online printing services, 250
Open Directory, 155
PayPal, 150
Personal Branding Blog, 184
ping.fm, 175
Pinterest, 170
PR Newswire, 272
qrcode.kaywa.com, 209
Red Fire Branding, 94
search engine submission pages, 155
search.twitter.com, 176
Segment Marketing Research Technology 

(SMRT), 26
SlideShare, 190
Small Business Marketing Blog, 181
Small Business Search Marketing, 181
Small Business Trends, 181
SnapGoods, 287
social media networks listing, 164
Social Mention, 177
socialmediaexaminer.com, 160, 164, 

171, 333
superpages.com, 211
surveymonkey.com, 21
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TagLine Guru, 100
Technorati, 180, 269
ted.com, 288
templates, 73–74, 254
THINQACTION, 284
3dcart, 303
toptenreviews.com, 258
TripAdvisor, 172, 332
Tumblr, 183
Twitter, 158, 167
twitterfeed.com, 187
U.S. Patent and Trademark Offi ce, 326
U.S. Postal Service, 237
U.S. Small Business Administration, 326
UrbanSpoon, 172
webinarlistings.com, 225
Weebly, 151
WordPress, 151, 182
yellowbot.com, 211
yellowpages.com, 211
Yelp, 172, 332
Yola, 151
YouTube, 158, 188
Zagat, 172
Ziba, 49
ZoomInfo, 37

Weebly, 151
weekly publications 269
what comes next, copywriting, 199

white papers, content sharing, 174
widgets, 173
wire services, 272
wordage, 106, 198
WordPress, 151, 182
written copy

broadcast ad guidelines, 219–220
brochure guidelines, 248–249
e-mail guidelines, 243–244
news release guidelines, 273–275
newsletters, 253–254
surface direct mail, 237

• Y •
Yahoo!, business search results, 79–80
Yellow Pages, ad listings, 209–211
Yelp, 164, 172, 332
Yola, 151
you word, headline, 198
YouTube, 158, 188–189

• Z •
Zagat, business uses, 172
Ziba, innovation and design, 49
zip codes, 22, 234
ZoomInfo, business directory, 37
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