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reviewing marketing strategy, 41

run (Web ad campaign), 196

• S •
Sage CRM software, 242

sales

base, 22

compensating sales force, 329–330

consultations, 323–325

customer service, 330–332

generating leads, 320–321

making, 318–326

organizing sales force, 326–329

personal selling, 314–315

presentations, 323–325

problems, 325–326

purchasing lists, 321

skills, 315–318

Web, 347–351

sales ability, 316–318

sales calls, 14

sales clichés, 115

sales force

compensation, 329–330

determining number in, 326–327

hiring, 327–329

organizing, 326–329

renting salespeople, 329

subcontracting, 327–329

sales representatives (reps), 327–329

Sales Talent, 329

salespeople, renting, 329

samples, distribution of free, 14

sans serif typeface, 132

satellite Web sites

blogging, 197–198

landing pages, 196–197

overview, 196

social networking sites, 198–199

scale problems, 328

schedule, 142–143

scrambled merchandising strategy, 309

script (telemarketing), 254–255

search engine optimization. See SEO

selecting

point size, 136

typeface, 132–134

selective distribution strategy, 299

self-liquidating premium, 294

selling sponsorship rights, 229–230

SEO (search engine optimization)

content, 194–195

defi ned, 192

header block/head, 192

increasing visibility, 193–194

META tags, 192–193

tipping point, 195–196

serifs, 132

service. See sales

service mark, 271
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service recovery, 325, 332

Shell Oil Company, 268

shelter panels, 164

shooting video, 174–175

shrink-wrapped signs, 159

shrinking market, 27

signature, 128

signs

benefi ts of, 148–149

informational, 150

overview, 148

producing, 149

regulatory constraints, 152

writing good, 149–151

simplicity marketing, 38

situation analysis

competitor analysis table, 53–54

components of, 51–52

economic cycles, 52–53

marketing strategy, 54–55

overview, 50

size

print ad, 144–145

typeface, 134–136

skills (sales), 315–318

skyscrapers (display advertising), 202

slogan, 129

small bus poster, 164

social networking sites, 70–71, 177, 

198–199, 340

soft bounceback, 206

software (CRM), 242

spam, 204

special events

sponsoring, 226–229

staging, 229–230

special offers

cost of, 294

coupons, 291–292

deciding amount for, 292–293

envelope styles, 247

limiting, 295

overview, 290–291

redemption rates, 293–294

specialization, 31–32

spectacular, 153

spending, unnecessary, 47–48

sponsoring special events, 226–229

sponsorship rights, selling, 229–230

spoof ad, 176

spot advertising, 181–182

Spot Runner, 182

square pop-up advertising, 202

staging special events, 229–230

star (direct mail element), 246

Starbucks real-world example, 88

statistics

ad size, 144

coupon redemption rate, 293

demographics, 86

direct marketing, 239

examining sales volume, 306

importance of, 27

Nielsen studies, 180–181

Point of Purchase International, 311

providing to customers, 116

relationship with advertising 

medium, 291

tracking Web site visitors, 197

U.S. Census Bureau, 32–33

stealth approach envelope, 246

stock photographs, 124

stopping power, 108, 113–114, 145

store placement/appearance, 14

story, communicating to media, 215–218

strategic market share goal, 35

strategy (marketing)

defi ned, 15, 25

growth wave, 25–27

innovative distribution strategies, 40

market expansion strategy, 28–29

market segmentation strategy, 30–31

market share strategy, 31–36

positioning strategy, 36–38, 110

product innovation, 40–41

quality strategies, 39

reminder strategies, 39

reviewing, 41

simplicity marketing, 38

in situation analysis, 54–55

streaming video, 349

strengths

promoting your, 12–13

researching, 83

Studio Displays, Inc., 234

studying market trends, 35–36
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style

for TV advertising, 178–180

typeface, 134–136

subcontractors, 256

subhead, 128

support statement (creative brief), 92

supporting cause-related events, 228

survey script, 322

• T •
tail-light ad, 164

target customer, 12

targeting radio advertising, 170

TargetSpot, 172

TEAS (Trademark Electronic Application 

System), 271

telemarketing, outbound

call lists, 253

legality, 255

overview, 253

script, 254–255

strategies, 255–256

Telephone Sales For Dummies (Zeller), 321

temp agencies, 329

testimonials, 240

testing

marketing materials, 84

print advertising, 145–146

theater programs, 143

ThinkPad real-world example, 91

30-sheet poster, 152

threat

defi ned, 51

versus opportunity, 51–52

thumbnails, 130–131

Tiffany & Co. real-world example, 289–290

time-period forecasts, 64

tipping point, 195–196

tone statement (creative brief), 92

Tracy, John A. (Accounting For Dummies), 62

trade discounts, 284

trade name, 271

trade secrecy laws, 275

Trade Show Exhibitors Association 

(TSEA), 233

trade shows

benefi ts of, 231

booths for, 231–232

demonstrations, 236

displays, 233–234

face-to-face marketing at, 224

locating, 232–233

low-cost, 235

overview, 230–231

premium items, 235–236

renting booths, 233

trademark, 128, 271, 275

Trademark Electronic Application System 

(TEAS), 271

traffi c, 306–307

Trainer’s Spectrum, 187

transactional landing page, 196

transit advertising, 164–165

traveling display, 164

trend report, 82

trial coupons, 14

TSEA (Trade Show Exhibitors Association), 

233

T-shirt advertising, 157

TV advertising

low-budget, 181–182

overview, 175

process, 175–176

purchasing time for, 180–181

relationship with emotions, 176–178

style, 178–180

visuals, 178

TV and Cable Source (SRD), 180

24-7 INtouch, 251

Twitter, 70, 177, 198–199

typeface

choosing, 132–134

defi ned, 132

size choices, 134–136

style choices, 134–136

• U •
The Ultimate Trade Show Directory, 233

umbrellas, advertising on, 158

underpricing, avoiding, 280
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unit, 32

unnecessary spending, 47–48

U.S. Census Bureau, 32–33, 82

U.S. Patent and Trademark Offi ce, 271

U.S. Tennis Association real-world 

example, 122

• V •
variable cost, 53

vehicle advertising, 159–162, 340

video

overview, 172–173

planning shoots, 173–174

podcasts, 171

release, 218

shooting, 174–175

streaming, 349

viral marketing, 11, 199, 211–212

Vision 6 Pty Ltd CRM software, 242

visual appeal of brand names, 268

visual communication, 122–124

visuals, 128, 178

• W •
Web address, placement, 351

Web advertising

banner advertising, 201–202

display advertising, 202–203

overview, 199

pay-per-click search advertising, 200–201

Web identity

maximizing screen space, 187

overview, 185–186

registering domain names, 187–188

standardizing, 186

Web marketer niche, 195

Web marketing

advertising options, 199–203

budget, 203–204

e-mail etiquette, 204–207

hub Web site, 188–192

satellite Web sites, 196–199

search engine optimization (SEO), 192–196

Web identity, 185–188

Web radio, 172

Web sales, 347–351

Web sites. See also hub Web site; satellite 

Web sites

Adobe’s blogs, 198

Advertising Age, 230

advertising brokers, 197

American Exhibition Services, 233

American Slide Chart Corporation, 221

American Society of Association 

Executives’ Gateway to 

Associations, 303

American Wholesale Marketers 

Association (AWMA), 303

AnswerNow!, 251

AOL Music, 172

Apple Computer, Inc., 171

Arbitron Inc., 168, 170

Arista Flag Corporation, 162

Association of TeleServices International 

(ATSI), 251

Attention Shoppers, 170

Blip.tv, 182

Blue Wave Printing & Display, 162

Boeing, 198

Bonnie Gilchrist Events, 234

BurrellesLuce, 217

Business Wire, 219

CallCenterOps.com, 251

Cision MediaSource, 217

Clear Channel Outdoor, 165

Conference Board, 52

Corbis, 124

Corporate Leaders Blogs, 198

Crayola, 187

Decision Analyst, 145

Design Marketing Group, Inc., 234

DPI, 162

For Dummies publications, 242

Dun & Bradstreet, 322

Experian Simmons, 180

Facebook, 70

Flags Unlimited, Inc., 162

FLEXi Display Marketing, Inc., 234

Flickr, 186, 198

Ford Insurance Agency, 188
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Web sites (continued)

Ford Motor Company, 188

FotoSearch, 124

Freeman, 234

GLBargain, 18

Google Trends, 201

GotSales, 329

Hipcast, 171, 174

Industrial Audio Software, 171

Insights For Marketing, 41

Interbrand, 95

International Council of Shopping 

Centers, 303

International Customer Service 

Association (ICSA), 251

International Events Group, 227

International Foodservice Distributor’s 

Association, 303

iStockPhoto, 124

JIAN, 54

JupiterImages, 124

Kelly Services, 329

Lands’ End Business Outfi tters, 222

layout of, 350

Live365, 172

Manpower, 329

Marketing Research Services, Inc., 145

Mediamark Research & Intelligence, 180

MySpace, 70

navigation of, 350

Nielsen Media Research, 180

PayPal, 207

PhotoDisc, 124

PhotoLibrary, 124

Podcast Alley, 171

PR Newswire, 219, 233

PreTesting Group, 145

ProStores, 19

QuickList, 196

Radio-Locator, 172

RadioTower.com, 172

Readex Research, 145

registering domain names, 187, 188

Sales Talent, 329

Shell Oil Company, 268

Spot Runner, 182

Studio Displays, Inc., 234

TargetSpot, 172

Tiffany & Co., 290

Trade Show Exhibitors Association 

(TSEA), 233

Trainer’s Spectrum, 187

TV and Cable Source, 180

24-7 INtouch, 251

Twitter, 70

The Ultimate Trade Show Directory, 233

U.S. Census Bureau, 32, 82, 86

U.S. Patent and Trademark Offi ce, 271

Xanga, 177

YouTube, 191

Web video advertising, 182

Web-based event companies, 227

Weddings For Dummies (Blum and Kaiser), 

236

Wenger NA real-world example, 39

Whiskas real-world example, 74

window decals, 341–342

wire services, 218–219

wishful thinking, 101

word of mouth

defi ned, 209

managing, 210–211

overview, 80, 210

viral marketing, 211–212

Words Anywhere, 151

workshops, 225

Wpromote, 196

writing

achieving great, 121–122

good signs, 149–151

• X •
Xanga, 177

• Y •
YouTube, 177, 182, 191

• Z •
Zeller, Dirk (Telephone Sales For Dummies), 

321

Zen Puppy Holistic Dog Treats real-world 

example, 56


