THE
MARKETING
MANAGER’S
HANDBOOK

THE KEYS TO SALES AND MARKETING SUCCESS

ERIC GAGNON



The Marketing Manager’s Handbook

Internet Media Corporation
For inquiries related to this book, and book orders: (540) 349-2438

www.sellyourproduct.com

The Marketing Manager’s Handbook

First Edition

ISBN 1-884640-04-4

© 2003 by Internet Media Corp.

All rights reserved. Published 2003.

Printed and bound in the United States of America.
Published by Internet Media Corp.

Author: Eric Gagnon (eric@realmarkets.net)
Designer: Chris Gagnon
Cover Design, Layout, and Production: Chris Gagnon

Notice of Rights

All rights reserved. No part of this book may be reproduced or transmitted in any form or by any
means, electronic or mechanical, including photocopying, recording, or by any information storage
or retrieval system, without the prior written permission of the author. For information, contact
Internet Media Corp.

Notice of Liability:

The information in this book is distributed on an “As Is” basis, without warranty. While every
precaution has been taken in the preparation of this book, neither the author, nor Internet Media
Corp. shall have any liability to any person or entity with respect to any liability, loss, or damage
caused or alleged to be caused directly or indirectly by the instructions contained in this book or
Web site, or by any of the information described herein.

Trademarks

Throughout this book, trademarked names are used. Rather than put a trademark symbol in every
occurrence of a trademarked name, we are using the names only in an editorial fashion and to the
benefit of the trademark owner, with no intention of infringement of the trademark.

First Printing: September, 2003



Contents

TABLE OF CONTENTS

PREFACE

First Principles

CHAPTER 1 ¢ REAL MARKETING: FIRST PRINCIPLES OF

EFFECTIVE, SUCCESSFUL MARKETING MANAGEMENT 1
The Importance of Salesmanship in Marketing Management
and AdVertiSINg..............oouiiiiii i 2
Marketing Managers and the Tradecraft of Marketing.................................. 4
Real Marketing: First Principles of Successful Marketing Programs ............ 5
Ten Principles of Real Marketing .........coeuiieiuiiiiniieei e 6
1.) Execution is the most important part of marketing.........c.ccocoiviiiiiiiiininnns 6
2.) Any good marketing project, well-executed, beats any
great marketing project, poorly eXeCUted........c.ovvuiieiiuiiiieeiee e 8
3.) Marketing is not creativity, branding, or design. It's salesmanship ............. 10
Your Market Wants Reality, Not Someone’s Idea of Creativity................. 10
Your Enthusiasm Sells ProduCtS........ccuuiiiiiiiini e 10
4.) Stamp out the “Y Factor” in your marketing program..........cceeeeeeeeeinerennnnns 12
5.) A plain, clear, persuasive sales message always
eliminates the “Y Factor” ... ..o 12
Plain Words and Basic Appeals Sell Products.......ccccvveiiiiiiiiiiiiiiicciceee, 12
Great Sales Copy Works in Any Marketing Project ...........cccovveviiiininiiinnennnn. 14
6.) Learn to see With “NEW EYES” ..ccuiiiniiiiii et e e e e 16
7.) Most marketing is ineffective in most markets .........coooveiiiiiiiiiiiiineennn. 20
8.) Always pick the boldest marketing option .......ccceeveuiiiiiiiiiie e 20
9.) No matter how bleak the situation,
there is always something you Can doO ........c.vieiuiiiiiiiiiiiici e 24
10.) Any marketing program can be improved
by applying these prinCiples ........cou e 25
How 1o Use this BOOK...............oooiiiiiiiiiiiii e 25
CHAPTER 2 » YOUR MARKETING PLAN:
CHARTING THE COURSE OF YOUR MARKETING PROGRAM 27
Developing Your Company’s Marketing Plan .........................cceeeriiinnnnne, 28

1. Your Marketing Assessment .................cccevviiiiiiiiienece,

Performing Your Marketing Assessment




The Marketing Manager’s Handbook

. Determining Your Marketing MiX ................cccooiiiiiiiii e 38
Determining Your Marketing Plan’s Marketing MiX .........coouiiieiiiiiiiiiiiiieieeen, 38
Sample Marketing Plan .......ocu oot eaans 42
Budgeting for Your Marketing Plan.........cooouiiiiiiiiiiiii e, 44
. Planning Beyond Your Plan: “Targets of Opportunity”
and the Unexpected ..o 45
CHAPTER 3 ¢ TOOLS OF THE TRADE: MARKETING METHODS,
DELIVERABLES, AND MEDIA 47
To Find the Best Marketing Methods, Make Use of All Marketing Tools 47
Finding the Best Ways to Market Your Company’s Products ...................... 49
Identifying Your Company’s Sales ProSpects ........cccovevuiiieiiiiiiiiiiiceiccen e, 49
Locating Your Company’s Sales ProSpects........ocueuriiiuiiiiiiiiiieneee e, 50
Applying the Best Marketing Tools to Reach the Prospects
in Your Company’s Market ..........oviuuiiiiiiiicice e e 50
Overview of Marketing Tools and Media....................cooorriiiiiiiiii 50
DiIrECT M@IL. .. 50
Print Display AVEITISING .......iieuniieieiiiiei et e er e e ra e raa s 52
TradE SNOWS ...ttt ettt et et e et e et e e e e e ea e aen e een 53
WD SIS ..t 53
PUDIIC REIALIONS ...ttt e e e e e aa e 54
S F= 111U ] o o o (S 55
Evaluating the Marketing Tools Used in Your Company’s Current
Marketing Program...............cooooiiiiiiiiiiiiiieece e 56
What are the Best Marketing Tools to Use in Your Company? ...........ccceeeennneee 57
Professional Development for Marketing Managers.........cceveviiiiiiieniienneinennnns 59
Real Marketing

CHAPTER 4 « HOW TO WRITE ADVERTISING (OR MANAGE THOSE
WHO DO): DISCOVERING, DEVELOPING AND PRESENTING YOUR

PRODUCT’S MOST EFFECTIVE SALES MESSAGE

61

Effective Ad Copywriting Means Research and Execution .....................
Part 1: The Information-Gathering Stage......................cccooi .
Step 1: Listen to Your Company’s Sales Reps .............cccceveeiiiniviiennnennnes
How 10 Debrief @ SalesS REP....iiuiiiiiiiiii e
Learn Which Benefits WOrk BeSt .....cceuiieiieiiii e
How Do Your Salespeople Counter Common Sales Objections?..................
What Else Do Your Salesmen Have to Say? (Plenty!) ...cocovvviiiiiiiiiiiiiiennns
Ask Your Top Sales Reps: “What’s Your “Elevator Pitch?” ........ccceevenvinnnee.
Elevator Pitch EXamPIES .....cuieiiiiiieee e
What Do Your Sales Reps Think of Your Company’s Marketing? .................
Step 2: Check Your Competition.................coooiiiiii

..... 66

..... 67



Contents

Step 3: Get Your Competitor’s Sales Information Kit .............................. 69
Step 4: Research Trade Publications in Your Industry................................... 69
Part 2: Writing Effective Advertising and Promotional Copy....................... 71
How Prospects See Your Advertising.................ccooooeviiiiiiiiiiiiiic e, 71
Anatomy of a Effective Ad................cccooii i 73
[ LT To | 11 = U PP 73
18] o] g T=T Lo [ PP PPPPPPR 74
127070 VA O PP 75
(07| I (0 10 A Vo 4 o o PSP RPPRRUPRTN 76
Writing Effective Advertising: Three Advertising Copywriting Exercises ....76
Step 1: The Laundry List.............oooiiiiiii e 77
Sales Benefit AtribULES...co.. e 77
e Speed ¢ Efficiency ® Productivity .......ccoieoiiiiiiiiiiiiiiic e 77
e Quality ® Comprehensiveness ® RIChNESS ........cceeuuiiiiiiiiiiiiiiiee e 77
e Low cost ® Savings ® Value for MONEY .....c..oieiuiiiuiiiiieeeiie e e 78
e New ¢ Updated e Improved e Upgraded e Different ........c.coovvviiiiiiiiinniennne. 79
Step 2: The Park Bench Story ..o 79
Step 3: Your Elevator PitCh ... 81
What You Have Accomplished by Completing these Exercises ................... 82

CHAPTER 5 * MARKETING DELIVERABLES: COPY,
LAYOUT, & EXECUTION OF EFFECTIVE ADS, MAILINGS,

AND PRINT COLLATERAL 83
Part 3: The Execution Stage.................ccoe i 84
Converting Benefits to Headlines: EXamples ........oouiviiiiiiiiiiiiiiiieeeceveeeeas 84
Your Subheads fOr SAlES COPY ..veuieruriiiiieieeiie e e e e e e e e e e e eens 85

B (o1 o TN = T To 1A 6o o VP 86
Call TO ACTION ettt et 88
This Writing Process Opens Infinite PosSibilities........cccuiiiiiiiiiiiiiieee, 88
Part 4: The Layout Stage ............cccooeieiiiiiiiiiiiir e 88
Taking Back the Advertising Layout ProCESS........cocuuiiiiiiieiiiiiiiiieieeer e 89
Using Color in Print Display AdVErtiSing .........cuuiieeuiieiiiiieiieee e 92
Four-Color Advertising Layout TEChNIQUES..........iiiuiieiiiieeie e 94
Creative and Black and White Ad Design OptionS ........ocvuuiveiiiininiieiieeeneeennes 96
Use These Techniques, Trust Yourself, and Your Marketing Team............... 98

CHAPTER 6 ¢ DIRECT MAIL PLANNING: GENERATING INQUIRIES
AND SALES THROUGH DIRECT MAIL AND DIRECT RESPONSE 99

Advantages of DIreCt Mail ........c.uiiiiiiiiiiiii e 99
Direct Mail ApPliICatioNS. . ccu e e e eaaas 101

Part 1: Mailing Lists: The Heart of Your Company’s
Direct Mail Marketing Activities.................ccoooiiiiiiii 103



The Marketing Manager’s Handbook

AssessSing Mailing LiSTS .....uiiuuiiiiiiiiiiec e
Elements of a Winning Mailing List.........cooiuiiiiiiiiii e
Mailing Lists: Self-Compiled and Rented Mailing Lists
Self-Compiled Mailing LiStS ......oiiieeeiiieeiieiie e
Self-Compiled Mailing LiSt SOUICES ......vieuiiiiiiiiiii et
The “Dumb Assistant” List Compiling Method........cccouoveuiiiiiiiiiiiiiciic e
List Compilation: Set Your Database Up Right the First Time.......c...ccceveennnee. 108
Rented Mailing LiStS ....ceuniiiiiiei et 110
Where to Find Mailing Lists to Rent: SRDS Direct Mail List Source................ 112
How to Look for Mailing Lists in SRDS Direct Marketing List Source.............. 112
Types of Trade Publication Mailing Lists ..................coovriiiciii s 113
Compiled MailiNg LiSTS ...iuuiiuiiiiiiiice et eans 115
How Much Response Should You Get from Your Mailings? ...........cccoeeevverennnn. 115
Mailing List Rentals and Policies
Part 2: Direct Mail Packages .................ooovviiiiiiiiiiii e
Direct Mail Package Elements ...................coooiiiiiiiii e
Outer Envelope
The Sales Letter ..
Elements of Successful Direct Mail Sales Letter Copy
Lead Paragraph ...t
Key Sales Benefits and Sales BulletS........covuviiiiiiiiiiiiic e
Sales Letter Close and Call 10 ACION ....ieeiiiiiiiii e

Layout Tips for Sales Cover Letters .....cuviiiiiiiiiii e
Brochures for Direct Mail Packages ................ccoovviiiiiiiiiiiiiii e
Direct Mail Response/Business Reply Cards (BRCS) .............cccocevuviiiiieinnnnnnn.

THE “BUCK S teeetiieiieeiiie e et e et e et ee e e e et e e e e et e e e e eata e e e e eennneeenees

The Call to Action: Direct Mail Premiums to Get Inquiries and Orders............

Other Promotional Offers for Direct Mailings .........oovveermiereermiiieeeeene e eeeeenann

Self-Mailer Formats: Brochures, #10 Mailers and Four-Color Postcards

Self-Mailing POSICAIAS ..uuiuiii i e

CHAPTER 7 ¢ DIRECT MAIL TESTING: REDUCING MARKETING RISK
AND EXPENSE IN YOUR COMPANY’S DIRECT MAIL PROJECTS 133

What You Can Test.........ccoiiiiiiii et eans
Typical Mailing Tests
WHEN 10 TeST it e e e eas

Finding List Sample Sizes: The “Statistics Professor” Method ...........c.cceuu..e. 138
The “Real World” Sampling Method..........cceueiiiiiiiiiiieeee e 138



Contents

List-Testing and Sampling: A Typical Example......cccooviiiiiiiiiiiiiniiciececee, 140
Planning Your Direct Mail Test Program .....................cccoooiiiinie 142
Selecting Mailing Lists to Test
“Nth-Name” Mailing List Selection
Testing Direct Mail PACKages .......ooveuuiiiiiiiiiiiiieiiee e

Testing Different Promotional Offers........oooeuiiiiiiiiii e 144
Preparing Your Direct Mail Test ...............ooooviiiiiiii e 144
Create a Test Panel MatriX.....cuuieuuieieieeie et eans 144
Key-Coding Your Direct Mail PIECES......ccuuiiiieiiiiiiii et 145
Developing a Key Code System for Your Mailings .......ccccvveiiiiiiiiiiniiiiineenns 146
Where 10 Print Key COUES .....cciirmuiiiiiieie e e 147
Developing Procedures for Collecting and Reporting Key Codes .............cc..... 148

Developing a “Response Curve” for Your MailingS......cccceveiiiiiiieiiiiniiieneenns
Analyzing Results of Your Test Mailings .....cc.uoviveeemiiiiiemmiiie e
Direct Mail Troubleshooting: What To Do If Your Test Mailings Fail
Testing is a Continuous Process: Test Always, and Test Often .........cooevvvennvennnen.

Rolling Out: Scaling Up Your Mailings After Your Direct Mail Tests .......... 156
Scaling Up: Determining Your Range of Response to a Mailing .
Test Mailing Rollouts: How Many Pieces to Mail Next? ......ccooviviiiiiiiiiniinnennns 157
Extending Your Direct Mail Program: Timing and Execution ..................... 159
CHAPTER 8 * DIRECT MAIL EXECUTION: CREATING, DEVELOPING,
AND EXECUTING SUCCESSFUL DIRECT MAIL PROJECTS 163
Putting Direct Mail to Work: A Mailing for
Most Every Marketing Situation ...................... 163
Marketing Situation #1: Mailings to Rented Mailing ListS..........ccoevieiiiinnnnnen. 164
Marketing Situation #2: Tactical Mailings for Sales Promotions..........c.......... 168
New Product Announcements, and Other “Targets of Opportunity”.......... 168

Marketing Situation #3: Inquiry-Generation Postcard Decks
Marketing Situation #4: The Sales Rep’s Sales Kit ......cccevveviiiiiiiiiiiiiinienn,
Marketing Situation #5: Sales Inquiry Bounceback Package ........ccc..coeeeeennn. 175
Executing Your Company’s Direct Mail Projects ....................cooorrrnnnnnnnnnn. 177
Step 1: Mailing List Selection
Internal Mailing LiStS .....ccuuiieiiiiiiiie e

External Mailings: List Execution for Rented Mailing Lists ...........cccceeeenneee

Step 2 : Direct Mail Package Design, Copy and Production...........cccccuvvvunennns
Direct Mail Package Development for New Mailings .................................
Direct Mail Production: Timing and Mechanics ....................cc.cooiiiiiiinnnnn,
Step 1: Sketch out Requirements and Sales Copy Points .......ccocvvveviiiiniinnennns
Step 2: Direct Mail Package Copy, Development and Production .
The Proofing CyYCle.....ouu et ea e

Step 3: The Print Production ProCESS ....cuuiviiuiiiiiiiiieee e ereeaee e e e e e




The Marketing Manager’s Handbook

Step 4: Lettershop and Mailing ........couiiiiiiiiiiiii e 188
Mailing LiSt ProCESSING . ... iieuieiiie ettt ettt e e e e 190

CHAPTER 9 ¢ ADVERTISING: PLANNING & EXECUTION:
MAKING TRADE PRINT ADVERTISING PAY OFF

IN YOUR COMPANY’S MARKETING PROGRAM 193
The Trouble with Advertising .................cccoooii i, 193
Should Your Company Be Advertising at All? .....ccuoviiiiiiiieiicevcee e 194
Key Elements of Your Company’s Print Advertising Program
Your Advertising Program’s GOalS.......cueeuiiiuiiiiiieee et eeas
Planning Your Company’s Print Advertising Programs...............
The Advertising Layout, or Deliverable ...........cccoovviiiiiiiiiiiiiiii e
The Goal of Your Print Display Ad: Direct Sales vs. Lead Generation.............. 198
Consider Your Lead-Generation OptioNS ........vvvuiieiiiiiiiieiiece e eeaas 198
Always Test Every New Advertising Program ....................ccccooiiiiiiinn, 199
Whenever You Run an Ad, Track It......ooeeu oo eee 200
Ad Size: What’s Best for Your Advertising Program?.................ccccceeveveees 200
The FUll-Page Ad MYth ...oceeeeeeece e e e e e e 203
Don’t Run a Full Page Ad When a Smaller Size Will DO .......cccueiiiiiiiiiiiennnnee. 204
Sales vs. Inquiries from the Ad: Best Fractional Ad Sizes .......c.ccoveviviniiinnennns 204
Publication (Trade Media) Choices: Where to Advertise?......................... 205
Trade Media Placement in Your Industry: Usually, Two Publications Rule........ 205
Standard Rate & Data Service (SRDS) ...cuiiuiiiiiiiiiiiiii et eeaas 205
How t0 Select PUDIICALIONS ...cuuieeieeiiee e e 206
Media Kits and Sample ISSUES ....c.uciuiiiiiiicie et e e 208
Frequency: How Often Should We Advertise? ..................ccooovviiiiiiiiiininnns 210
Other Advertising Planning Issues: Ad Scheduling, Positioning
and Tracking Response.............................
Your AdvertiSing SCheAUIE ........vvuniiiiii e
Display Advertising POSITIONING.........cviiuiiiiiiiiiici e
Getting the Best Ad Position in a Publication ..........cccooeiuiiiiiiiiiiiiiiiieeeee,
Publication Editorial Schedules ..........c..........

Tracking Your Ad Placement Schedule
Planning and Executing a New Print Advertising Campaign:

Overview of Key Elements...................cooooiiiiiiiiii e, 215
Advertising Creative Development and Production .........ccoceeveiiiiiiiiiieniennennns 216
Step 1—Your De-Brief 10 the AZENCY ..uiieeiiiiee e
Step 2—The Ad Agency Presentation ....

Step 3—Final Ad ProduCTioN .......cueii e e

Step 4—Space Reservations and Ad SUbMISSIONS.......cccuvvuiieieiiiiiiiiieeeeeeans 220



Contents

Ad Materials SUDMISSION ..............ccoiiiiiiiiiii e 221
Electronic Proofs of Your AdVErtiSiNgG .........ceuiiiuiiiiiiiiiieeeiie et eeae 222
CHAPTER 10 - WEB SITE PLANNING & DESIGN:
PLANNING YOUR COMPANY’S INTERNET STRATEGY 223

The Marketing Manager’s Role in a Company’s Internet Strategy............ 224
The Internet Extends a Company’s Real-World
Sales and Marketing ACHIVItIES ....cuuuiiuiiiee e 224
How Your Company Can Use the Internet..........ccooviiiiiiiiiiiiiinic e, 225
Your Prospects and Customers Will Find Your Company on the Internet
—Whether You Like It Or NOT .. .couiiiiee e e 226

The Web Spectrum: Types of Web Sites...............coooviiiiiiiiiiiiie, 226
What Should Your Company’s Web Site DO? ......ccceevuiiiiimeiiieeieeie e 228

Your Company’s Web Site: Web Design and Production

for Marketing Managers..................coooiiiiiiii i 229
A Web Site’s Three Most Important FUNCLIONS ......ceuiviiiiiiiiiiiiieeeeeeeeae 229
Characteristics of First-Rate Business Web Sites .........cccoeveiiiiiiiiiiiiiiiciineen. 231
Web Development Ground Rules: A Basic Design Template for Success........ 232

Basic Web Design, Layout and Production Techniques

for Marketing Managers .............o.oooouiiiiiiiiii i 232
Your Two Best Web Development Tools: Pencil and Paper........cccceveveneenennnnns 234
Creating a Rough Draft of a Web Site Layout ........cceuuviiieiiiiiiiiiiinieeeeeeeeeee, 234
Left-Hand Sidebar Layout: A “Standard” Site Template for the Web................ 236
The “INformation HOIE” ...t 236
Your Web Site’s HOME PaEE ....ccuuuiiiiieiiiieeeie e 238
What's Your Key Selling ObjeCtive?. ... .o 238

How to Lead Off Your Home Page ..................ccoooomiiiiiiiiiici e 239
Online Product Catalog/Direct-Order Web Site........ccceuuiiiiiiieniiiiieieiieeeeeeenn, 239
Service, or Information-Based, Web Site.........oooouiiiiiiiiiiiiii e, 240
Other Important Link Options for Information and Service-Based Sites........... 241
Industrial or Manufacturing Web Site (High Ticket, Long Selling Cycle)........... 241
Software, Systems, or High-Tech Product Web Site..........coooiiiiiiiiiiiiciinnnnnn. 242

Making Home Page Lead Sales Content Choices: An Overview................ 243
When All Else Fails, Lead With Your “Elevator Pitch” ........ccooviiiiiiiiiiiiiinans 244

CHAPTER 11 « WEB SITE EXECUTION & LAUNCH:
RAPID PROTOTYPING, SKILLED EXECUTION,

AND SMOOTH LAUNCHES OF WEB SITE PROJECTS 245

Get a Prototype of Your Web Site Up, as Fast as You Can......................... 245
Once Your Web Prototype is Up and Running,

Push its Development Through to the Final Version .........c..cccoeevieviiiiiiieiennen. 246

Start Testing Your Web Site Early in the Development Process..........ccevvuveenns 249

Web Site Design BasicCs ...............ooooviiiiiiiiiiii e 249



The Marketing Manager’s Handbook

Web Site Design Tips for NON-DESIBNEIS .....ccuuuuiiiieeriieieeeeie e e e 250
Trust Your Web Design and Production Team ........cccoeeeuuieeiniieinnieiiieeiieeenns 253

Your Web Site’s Multimedia Options:

Video, Audio and Flash Web Video.....................ccooririiiiiiciciie e, 254
Examples of Web Site Video Applications .........ccoevvieiiiiiiii i, 254
Web Video Content: All You Need is
Simple Presentation, and a Great SCript.........oeieuiiiiiiiiiiiiei e, 255

Which Comes First, the Video, or the Script? .....ccoeevviiiiiiiiiiiiieiecee, 257
Web Video Production: The Video TracK .........cocuuiieiiiiiiiiiiiiiiieiieeeeeeeeeie 257
When Thinking Web Video, Think: “Slide ShOW” .......ccccuiiiiiiiiiiiiieiiiiieiieeeis 258
What ADOUL FIASN? ...t e e 261

Audio on Your Web Site .............ooiiiiiiiiiiii e 263

Establishing Connections with Your Web Site’s Visitors:

Your Site’s E-Mail Newsletter ...............ccccoooiiiiiiiiiicr e 263
Topics and Content for Your Company’s E-Mail Newsletter ........cccoocvvvviinnennns 264
Implementing an E-Mail Newsletter on Your Company’s Web Site .................. 266

CGl Scripting and Your Company’s Web Site:

What Marketing Managers Should Know ......................oooiiiiiiiiiiieceecennen, 267

Using “Cookies” on Your Company’s Web Site........ccoeermiiiieieeniiieieeiieeeeeeeeee 268

Adobe ACrobat .PDF FilES ...cuuiiiiiiiiiee ettt e 270
Selecting Printed Marketing Materials for Use
as Adobe Acrobat .PDF Files on Your Web Site........ccoviviiiiiiiiiiiiinieiieieeeeeen, 270

The Final Step: Testing, Staging,

and Launching Your Company’s Web Site..................ccccooeiiiiiiiiiiineeeen, 272
WHhat 10 TeST .. e e e e e e e e e e e e enans 273
Do-It-Yourself Web Site TESHING ... .ccuuiiiieiiie et 273
How—and What—1t0 TeST.......iiiuiiiiiiei et 274

Flipping the Switch: Bringing Your Company’s Web Site “Live”

onthelInternet...............oii e ———— 276

CHAPTER 12 « INTERNET RESEARCH & EXECUTION:
USING THE INTERNET AS A SALES PROSPECTING,

RESEARCH, AND PRODUCTION TOOL 277
Using the Internet for Research....................cccccooiiiiii 277
What You Can Find on the Internet—and How to Find It.........ccccoooiiiiiiiiiiiiinnnnes 278
Google: The Go-To Site for any Internet Research Task............................. 279

Keyword Searching on GOOEIE .......c.uiiiuiiiiiieii et 280

How to Develop Keywords for Your Google Search....................cooevieniiennnnn. 280
Step 1: ASK @ QUESTION ..eeeniieieiiee et e 280
Step 2: Enter the Question, or Find and Enter Just Keywords................... 281
Step 3: “Reading” Your Keyword Search ResultS........ccoveviieiiiiiiiiinnnennnes 282

The Two-Page Rule: If It’s Not on the First Two Pages

of Your Google Search, Search Again ...................ccooiiiiii i 283

Step 4: Search and Learn, and Then Search Again.......ccccooevvveiviiiiinneennnns 283



Contents

Start General, Then GO SPECITIC cevuirririiieii it
Internet Newsgroup Searching..................coooiiimiiii i
Benefits of Searching Internet Discussion Newsgroups
Newsgroup Search EXampPleS ...cuuiiuiiiiiiieieiiee et e e e
Using Google to Search NeWSZroUPS .....ccuuuiieierriieieeeeiie e eenne e e
Reading Newsgroup Threads in GOOZIe........cccuuiiiiuiiiiiiiiiiieee e
WHOIS: The Salesman’s (and Marketer’s) Best Friend ............................. 288
The Internet as a Marketing Execution Tool ...................cooiiiiiiiiie. 290
Advantages of the Internet for Marketing Execution ..........ccccoceiviiiiiiiiiiennnnns 290
Using the Internet as a Tool for Executing Common Marketing Projects........... 292
Keep it Digital—Until it Meets a Printing Press ... 292
Electronic Advertising Transmission and SUbmMIiSSIiON...........ccceuiviiiiiiiiiiiennnnes 293
Internet File Transmission OPLiONS ......cccuuiiiiiiiiiiii e 296
CHAPTER 13 « TRADE SHOW MARKETING: MAKING A SUCCESS
OF YOUR COMPANY’S TRADE SHOW OPPORTUNITIES 299
Trade Shows: Where Markets Come Alive...............ccooovvviiiiiiiiieiieeeeeeeeeee, 299
Locating the Best Trade Shows in Your Market .............................coooel 300
Trade Show Timing and Planning...........ieieermiioie e e 301
Evaluating Trade Show OppOrtUNIties ........ceuiiieeiiiiiiiei e eea e 302
Selecting a Trade Show Booth: Location and Size...................................... 303
Choosing the Best Trade Show Booth Location ............cevveieeniiiieiinicneeeeennnn. 303
Selecting Your Booth Size
Getting Your Company INto the ShOW......cuiiiiiiiiiiiiiini e 305
Trade Show Booth Options.............cccccooiiiiiiiiiiii e 307
Trade Show Booth BacKadrop .....ceeueeueiinieiiiii et e e e eaaas 307
How Show Attendees Wander a Trade Show
—and How to Get Them 10 YOur BOOTh ......ceeiniiieieee e e
Producing Your Company’s Trade Show Backdrop Design .
Small BOOth AISIE SIBNS .vuiiiiiiiiiiiii e aaas
Trade Show Sales Video on a Flat-Panel Display..........cceveuruiiiiieeniinieeriinieees
Trade Show Pre-Marketing: What to Do Before the Show ......................... 319

Trade Show Postcard Mailings

E-Mailing Show Announcements/Invitations
to Existing Sales Prospects Advertising in Trade Show Dailies

Printed Marketing Collateral for Trade ShOWS ......c.coivviiiiiiiiiiiiiiiieie e,
Trade Show Premiums and Drawings ........ccceuuuiiieiimmmiieeeeenie e e ereene s
Trade Show LogiStiCs .............ooooiiiiiiiiiii e
Getting Your Booth and Materials to the Show .
1o T0] L TST=Y LU o - PP
Major Trade ShOW EMErSENCIES. .. ccuuiiiuieiieieie ettt
The Show Begins: How to Work a Trade Show ...............ccoooiiiiiiiiiiiincnie,
When the SNOW ENAS ....cueiiieee ettt e e e e e e eaa e




The Marketing Manager’s Handbook

CHAPTER 14 « PUBLIC RELATIONS:
USING TRADE AND BUSINESS MEDIA TO GENERATE INQUIRIES

AND SALES IN YOUR MARKETING PROGRAM 333

Public Relations Serves Marketing, But By Itself,

Public Relations is Not Marketing ...................cccoooiiiiiiii e, 333
Benefits of PR and Media Management........coouvvvuiiiiiiiiniii i 334
How Trade and Industry News IS Made..........c.covvieiiiiiiiiiiiiiiieen e 335

How to Use PR in Your Marketing Program.......................cooooeirrrriinninnnnnne. 336
First Principles of Successful Public Relations in Your Company.........c.......... 336
Think of the Person Who Will Be Reading Your Press Release...........cccccceee..e 337
Will Your News Contribute to Sales? Deciding What Makes News
QI (o TU g 0 s gTo Y= )V PP 338
Major NEWS EVENTS ....viiiiiiiiiici ettt 339
Secondary NEWS EVENTS .....cuniiiiiiii e e et e e e e e e e e e eeaas 339
News that Doesn’t Lead 10 SalesS.......ccuiiiiiiiiiiiiiiiei e 340

How to Write a Press Release (or Manage Those Who Do) ...................... 341
Turning Your Company News Into a Press Release ........ccocueveeniieiiiiiiiniiennnnns 341

1. Think Like @n EditOr......cceuuiiiiiiiieeiee e 341
2. Answer the Big QUESTIONS ......iieiiiiiieieee e 344
3. Press Release Lead Paragraph.........oooeuiveiiiiiiiiiiiieeeeeeee e 346
4. Filling In the Details: The Body of Your Press Release ........ccccevevnennnen 349

Writing Style Tips for Press Releases ................ccooviiiiiiiiiiiiiiiiii e 350
Writing Your Press Release Headline ... 351
Other Press Release EIemMentsS. ... ....oiiuiiiiiiiiiie et 352

Developing Media Contact Lists ...............ccccccoiiiiiiiiii e 353
Your Media Contact LiSt.......ouu it 353
Compiling Your Company’s Media Contact ListS ......cccuveviiiiiiiiiiiiiiiiieiineeans 354
Establishing Top Trade Media CONtaCctS .......vvvverviiiiieiiiieeeee e 355
Establishing Contacts in General Business Media..........ccoeeeuiiiiiniiiniiiennee. 356

Fitting Your News to the Size of the Story:

Types of PR Announcements..............cccooooiiiiiiiiiiiiiiiiiec e 357
Execution of Your Company’s PR Program...........cccceeeuiiiiiiieiniiiiiineeeeeeeeeee 359

Countdown to a News Announcement:
Execution Steps for Public Relations Projects..........occevvuiiiieeeiiiiieeieinieees 359

CHAPTER 15 ¢ VIDEO & MULTIMEDIA: USING THE POWER
OF SPOKEN WORDS AND MOVING IMAGES TO SELL

YOUR COMPANY’S PRODUCTS 367
Typical Video and Multimedia Applications .................cc.ccccooiiiiiiiiiiiinnnen. 367
High-End Vs. “Industrial” Video Projects ........c.cooeeuiiiiuiiiiiieiiie e 369

The Desktop Video ReVOIULION .......ciuiiiiiiiie e e 370

The Video Producer ...............ooooiiiiiiiiiiieie e 371

How to Evaluate the Producer’'s Demo Re€l ........cooveeiiniiiiiiiiiiiiei e 371



Contents

How to be Your Own Executive ProdUCEr ...........cceeuuiiiiniiiiiieiiee e eeeies 372
Decide on Your Video Project’s Application and Goals ............................. 373
Trade Show BOOth VIAEOS .....ccuuniiiiiiiei et eeaas 373
SAIES VIOBOS ..ceiiiite ettt ettt et e e 373
Vide0 NEWS REIEASES.....ceuie ittt e e e e e e e neeans 374
Writing The Script: What Marketing Managers Should Know.................... 376
What to Look for in @ Video SCripl.....ciuiiniiiiiii e 377
Basic Sales Video Script STrUCTUIe .....c.uvviiuiiiiiiiiiiieei e 379
Your Video Production Checklist: Executing Video Projects...................... 380
Basic Elements of @ Video Project........coeiuiiiiiiiiiiiiiie e 381
The Final Edit: Working with @ Video ProducCer ..........ccoouviiiviiiiniiiiiieicnienans 386

Start-Ups * Product Launches * Marketing Turnarounds

CHAPTER 16 * START-UP MARKETING: MARKETING
FOR START-UPS, NEW PRODUCT LAUNCHES,

AND NEW MARKETS 389
Riding the Tiger ... 389
Markets Turn on a Dime in Every Start-Up
or New Product Launch—S0 Be Ready .......ccieuviiuiieiiiiiiiiiiieien e eans 390
Marketing in Start-Ups and New Product Launches
Means ContinUOUS TESTING......couu i et e e 390
The Federal Express Story: Fast Response
and Marketing Execution Saves the Day ........cccuuuieriiimiiiiieeee e 392
Start-Up and New Product Marketing: The Important Thing
is Knowing What You Don’t KnOW.................cooooiiiiiiiiiiiiie e, 393
Marketing Assumptions Used for a Start-Up’s Financial Projections............... 394
Estimating Market Response Before Market-Testing Your Product.................. 394
Step 1: Market Gap ANalySiS..........c.oiiuiiiiiiiiiii 396
Step 2: General Market Assessment Checklist ......................ooiiiiiin. 397
Start-Up Marketing Manager’s Analysis and Action Plan................................. 398
1.) GENEIAl ISSUEBS: ..iiuiii ittt ettt r e e e e e ean 398
2.) Background Research and Action HEmMS:.........ivivimiiiiiieeei e 400
3.) Marketing Deliverables .........oueuuiiiei et 401
Development of Rough Marketing Deliverables for Market Testing ............ 402
4.) Market TESTING ....ccvuieieiei ettt 404

5.) Targets of OPPOrtUNItY ... .ceeen et 406



The Marketing Manager’s Handbook

CHAPTER 17 « START-UP TESTING & LAUNCH:
MARKET TESTING AND RESPONSE FOR START-UPS

AND NEW PRODUCT LAUNCHES 411

Two Stages to the Testing Process for Start-Ups
and New Product Launches: Informal and Formal Tests ............................ 413
First Principles: There Is No Such Thing as Failure, Only Failure to Test......... 413

The “Informal” Market Test: The First Step in Testing
Marketing Deliverables and Sales Copy for Your Start-Up

or New Product LauncCh ... 414
Step 1: Finding Respondents for Your Start-Up’s Informal Market Test .......... 415
Step 2: Preparing Marketing Deliverables for Your Informal Test.................... 416
Step 3: Executing the Informal Market Test .......ccovviviiiiiiiiiii s 417
Step 4: Assessing the Results of Your Informal Market Test,
and Adapting Your Marketing Deliverables and Marketing Plan ...................... 419

The “Live” Market Test (or, the First Stage

of Your New Product Launch) ... 420
Execution of Your Start-up’s “Live” Market TeSt .....cevviuiiiiiiiiiiiieieeeeee, 423
Open for Business: Executing Your Start-Up’s First Market Test ........ccovvuveenns 424

Tools of the Trade: Elements of Your Start-Up’s

Initial Test Marketing Program ....................ccccoiiicii e, 425
DIrCT M@l e 425
SaleS FOICE SUPPOIT ..eviieiiieiie ettt e e e e e e e e e e e e e eeans 427
Your Start-Up’s WED Site ...ccuiiiiiiiii e 428
TradE SNOWS ..ceuiiiiieie ettt e e r e e e a e ra s 429
Print Display AAVErtiSING .......civvuuiiiiiieiiei e 430
Factors Influencing Your Market Testing DecCiSioNnS.........ccuuieeiuiiiiiiieineeennees 431

Market Testing Tools: How to Select the Right Marketing Tools

to Use in Your Initial Market Test ..., 433
I T 1 = (o L= o1 433
2.) Sales Force Marketing SUPPOIt.....cuuuiiiiiiiiiiiei et eas 434
3.) Direct Mail-Only Market TESHING .....ccevvumiiieiiei e 436
A.) Print ADVEITISING «..eeeieiei ettt eaas 436

Executing Your Test and Tracking Results .........................ooiiiiiiiiins 437
Tracking RESUITS .....cveiiiieie e e e 438
Listen Closely to “Anecdotal” Results During Your Test........ccciviiuiiiineeennnnen. 439

The Marketing Report Card: Assessing The Final Result

of Your Start-Up’s Initial Market Test...............ooooiiiiiiii e 440

CHAPTER 18 ¢ START-UP TURNAROUNDS: WHEN YOUR MARKETING
PROGRAM HITS THE WALL: TROUBLESHOOTING AND CORRECTING
POOR SALES RESPONSE 441

Landing in the Grey Middle ..., 441
There’s Always Something YOu Can Do......ccuuiiiiiiiiiiiiiiieeeie e eeae 442



Contents

What Went Right? Examining Where Marketing Projects Go Wrong:
Common Causes of Poor Marketing Response ..................cccccccciieeiiinnnn.n.

Marketing-Related Problems .........c.e i
Copy and Deliverable ProblemS .....cuuu it eaas
Market and Prospect Selection ...................cccoiiiiiii
BT o 1Y = T R TPUTRUPPPRPPTRN
T2 1 L= T o oY (P
Print AdVEITISING. .. ccveiiieei et
Clarity ..cocevvvenneennns
Boldness
Marketing Execution ...
Solving EXecution Problems ........cuu i
Product-Related Problems
More and Better Marketing Skill Will Never Save a Bad Product

How to Get Product FEedbacK ..........oueiuiiiuiiiiiiiei e
Common Product-Related Causes of Poor Market Response........cccceevvvvnnenee.
Crisis Marketing: Taking Action When the Product is Ahead of Its Time.......... 463
Saving a Product That is Ahead of itS TiMe ......ccouiiiiiiiii e, 464
Common Changes to Marketing Strategy and Deliverables
When a Product iS RET0OIE.......cun i e 465
Distribution and Market Size Problems ...................cccoooiiiiiiiiiiiiii, 465
Common Distributor ProbIEMS ........ceieiiiii e 466
Solving Distributor ProblemS ......couueiiiiiei e e e 467
SAIES MEETINGS .. ettt et et e et e e e e e e eeans 467
Adding and Improving Distributor Sales and Marketing Deliverables .............. 468
Greater Involvement, Training and Communication
Improve Distributor Sales Performance ........ccoocovveiiiiiiii i 470
Uncontrollable Factors Revealed by Your TeSt......ccoiiuviiiiiiiiiiiiiiniii e, 470
Action is the Cure for Adverse Market Conditions....................ccoooiiiiiiiiiinns 472
APPENDIX 473
INDEX 476

ABOUT THE AUTHOR 492






