
• Symbols and Numerics •
72-hour window, for radio advertising, 212

• A •
A.C. Nielsen, collecting TV data, 219–221
AAADesignList.com, finding Web designers

with, 176
account executives, advertising 

agencies, 238
account supervisors, advertising 

agencies, 237
actual sourcing, 221
ad networks, placing banner ads through, 181
Advertising Age

print advertising percentages for 2004, 187
radio advertising percentages for 2004, 199
TV advertising percentages for 2004, 215

advertising agencies
adding markups, 241
assisting with cooperative funding rules,

regulations, and restrictions, 38
as bookkeepers, 289
creative and production charges, 240–241
determining when to hire, 234–235
earning media commissions, 239–240
finding cooperative advertising, 36–37
finding freebies through, 291
finding good match with, 236–237
handling cooperative advertising funds,

289–290
handling sales representatives, 290
helping with time management, 290–291
hiring due to budget growth, 287–288
importance of profitable accounts, 238–239
needing for production, 289
positions in, 237–238
requiring retainers, 241–242
researching, 236–237

tips for using, 233
types of, 235
using media buyer expertise of, 288
using to boost creativity, 288
working with, 242–243

advertising campaigns
developing for community college, 62–65
developing strategy, 48–49
online advertising, 85–87

advertising cooperatives, versus
cooperative advertising funds, 40

advertising industry, size of, 9
advertising legends, lessons from, 15–18
advertising managers, finding cooperative

funding from, 36–37
advertising overload, online, 75
advertising strategy. See strategies
aerial banners, outdoor advertising with, 164
affiliate programs, placing online

advertising through, 182–183
agency reviews, selecting advertising

agencies through, 237
Altoids, using outdoor advertising, 162
American Federation of Television and

Radio Artists (AFTRA), professional
voice talents with, 119

appeal, of outdoor advertising, 166
AQH (average quarter hour) ratings,

buying radio time with, 206
artists, working with newspaper, 103
assessment, of community college

campaign, 65
associate programs, placing online

advertising through, 182–183
audience

buying TV time in terms of, 216–217
cumulative, 206
fragmented TV, 215–216
growth of our outdoor advertising, 162
hooking, 59–61
identifying and targeting, 54–56
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audience (continued)
identifying and targeting community

college, 62–63
identifying target for outdoor advertising,

167
measuring TV, 219–221
outdoor advertising targeting specific, 160
radio, 199
researching print media preferences of, 188
responding to radio ads, 210–211
targeting cable TV, 229

audio
combining with visual elements for TV

commercials, 126–129
element of TV commercial, 124
using in radio ads, 115
using on Web sites, 82

automobile manufacturers, using up our
advertising, 161

availability
of online advertising, 76
of Web sites, 76

average quarter hour (AQH) ratings,
buying radio time with, 206

• B •
backgrounds, Web site, 82
backups, ISPs maintaining, 180
banner ads

advantages of, 88
birth of, 87
buying on other Web sites, 181–183
creating quality, 88–91
effectiveness of, 92, 183–184
using, 27
using designer for, 91

banner designers, finding, 91
banner exchange networks, placing banner

ads through, 181
Bebak, Arthur (Creating Web Pages For

Dummies), 79
Bernbach, Bill (Creative Director, Doyle,

Dane, Bernbach), 17–18
billboards

businesses and industries using, 161–162
measuring cost-effectiveness, 162
in radio, 111

blogs, creating buzz with, 254–255
body copy, creating for print ads, 101–102.

See also copy
bonus pool, getting extra TV time with, 225
bookkeeping, needing advertising agencies

for, 289
books, power of word-of-mouth marketing

with, 249–250
bookstores, using cooperative advertising

funds, 35
Bpath.com, placing banner ads through,

181–182
brainstorming, for creative hooks, 60–61
branding

as goal of online advertising, 86
investment in, 19

Branding For Dummies (Chiaravalle and
Schenck), 19

brevity
in collateral ads, 149
importance in outdoor advertising, 166–167

broadcast TV, using cost efficiently, 30
brochures, as collateral ads, 145
budgeting

choosing media accordingly, 285
collateral material issues with, 141–144
for collateral materials, 140
contracting for TV time considering, 225
defining and maintaining for women’s

specialty clothing campaign, 50–51
determining advertising investment, 20–21
establishing for TV commercials, 127
hiring advertising agencies due to

growth, 287–288
identifying target market for, 23
importance of, 19–20
importance of maximizing money spent,

24–25
knowing product’s appeal, 24
researching and evaluating competition,

22–23
saving in creative and production areas,

25–26
using affordable media, 26–31

bus shelter ads, outdoor advertising with, 164
business cards, as collateral ads, 145
business publications, advertising

spending, 2004, 187
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Business Wire, using to disseminate press
releases, 263–264

businesses, using outdoor advertising,
161–162

bus-side advertising, outdoor advertising
with, 164

buying a station, radio, 204–205
buying reluctantly, for best print ad deals,

193–195
buy-out basis, hiring voiceover talent on, 119
buyouts, advertising agencies adding

markups to, 241
buzz marketing

coining new phrases, 251
creating with blogs, 254–255
creating with celebrity endorsements,

252–253
danger of negative, 250
defined, 248
finding big mouths, 254
generating with parties, 253
hiring beautiful people, 251–252
hitting streets, 253–254
success of, 249

• C •
cable TV. See also TV

buying programming time from, 217
considerations of advertising, 226–227
targeting audience, 229
understanding market penetration, 229–231
using cost efficiently, 29
working with sales representative, 227–228

call to action, in radio ads, 112
campus fairs, promoting at, 275
cancellation clauses, including in

contracts, 179
celebrity endorsements, creating buzz

with, 252–253
cell phone companies, using outdoor

advertising, 161
CG (computer graphics), TV commercial,

125–126
Chiaravalle, Bill (Branding For Dummies), 19
Chick-fil-A, outdoor advertising campaign

of, 170–171
claims package, submitting for cooperative

funding, 40

clarity
of collateral ad copy, 146–147
of effective advertising, 10
importance in outdoor advertising,

166–167, 169
importance of, 286
importance of message, 69–70

click-through campaigns
creating banner ads for, 89–91
understanding, 86–87

click-through, determining banner ad
effectiveness with, 183

click-through rate (CTR), determining
banner ad effectiveness with, 183

client incentive trips
contracting for radio time, 205
contracting for TV time, 225

clutter, in print ads, 97–99
cold calling, print media, 191–192
collateral ads

designing, 151–152
guidelines for creating, 147–149
hiring professional designers, 153
planning postage, 157
selecting paper, 151
simplicity and clarity of, 146–147
using color in, 150–151
using design software, 152
using direct-mail houses, 154–156
using graphics, 150

collateral materials
budgeting issues, 141–142
overview, 139–140
planning campaign, 140–141
printing in color, 142
types of, 145–146

color
printing collateral materials, 142
using in collateral ads, 150–151

colors
using in outdoor advertising, 169
Web sites background, 82

comedy
hooking customers with, 57–58
using in radio ads, 113–114

commissions, advertising agencies earning
media, 239–240

communication, closing down, 94
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community, doing public relations work
with, 258

community college, developing ad
campaign for, 62–65

competition
acquiring sales representative referrals

through, 192–193
creating appearance of buying ads, 195–196
differentiating from, 54, 56–57
importance of researching and

evaluating, 22–24
researching and assessing, 46–48
researching Web sites, 77
reviewing ads, 62

complaining, to sales representatives,
196–197

computer graphics (CG), TV commercial,
125–126

consistency
ensuring message, in all chosen media, 66
on Web sites, 82

consumer magazines, advertising
spending, 2004, 187

contact information
including in radio ads, 109–110
on Web sites, 82–83

content
offering effective on Web sites, 80–81
preparing for collateral materials, 141
providing to Web designer, 177

continuity, importance of, 285
contracts

negotiating radio time, 207–208
negotiating TV, 223–225
with Web designers, 178–179

convenience
importance to customers, 43–44
of online advertising, 74

conversion rate, determining banner ad
effectiveness with, 184

cooperative advertising funds
accessing, 37
versus advertising cooperatives, 40
analyzing radio invoice, 209–210
defined, 33
finding, 35–37

needing advertising agencies to handle,
289–290

obtaining preapproval, 38–39
obtaining proof of performance, 39
rules, regulations, and restrictions, 37–38
submitting claims package, 40
users of, 33–35

copy
creating for outdoor advertising, 168
creating for print ads, 101–102
ignoring rules of grammar in, 281–282
preparing for collateral materials, 141
for specialty items, 271

copywriter, in advertising agencies, 238
cost per action (CPA) banner ads pricing

structure, 183
cost per click (CPC) banner ads pricing

structure, 183
cost per gross rating point (GRP), selecting

radio stations by, 201
cost per targeted listener, selecting radio

stations by, 201
cost per thousand (CPM)

banner ads pricing structure, 183
print ad pricing structure, 190

cost per transaction (CPT) banner ads
pricing structure, 183

cost plus contracts, with Web designers, 178
cost-effectiveness

measuring for billboard advertising, 162
measuring for e-mail advertising, 184–186

costs
advertising agency, 240–242
calculating print ad, 189–191
calculating sponsored event, 277
collateral ad postage, 157
evaluating direct-mail house, 155
media kits including, 188–189
of online advertising versus traditional

campaigns, 74
of placing banner ads, 182
pricing structures for online advertising,

183
of printing, 143
reducing radio, 212–213
related to print ad sized, 96
researching Web designer, 177
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of specialty items advertising, 267
of TV commercials, 127
of voiceover talents, 119–120
Web sites reducing, 76

CPA (cost per action) banner ads pricing
structure, 183

CPC (cost per click) banner ads pricing
structure, 183

CPM (cost per thousand)
banner ads pricing structure, 183
print ad pricing structure, 190

CPT (cost per transaction) banner ads
pricing structure, 183

Creating Web Pages For Dummies (Smith
and Bebak), 79

creative brainstorming, for hooks, 60–61
creative charges, from advertising

agencies, 240–241
creative director, advertising agencies, 238
creative element, maximizing budget 

on, 25–26
creative hooks. See also message

brainstorming, 60–61
buying media to match, 284–285
DeBeers campaigns using, 283–284
finding for community college, 63
incorporating into media ad campaigns,

65–66
overview, 59–60

creative sessions, designing ad campaigns
with, 284

creativity
in effective advertising, 10
hard work of, 284
using advertising agencies to boost, 288
value of, 59

crew, video for TV commercials, 133
CTR (click-through rate), determining

banner ad effectiveness with, 183
cume by demo, understanding, 206
cumulative audience (cume), radio, 206
customer service, importance to

customers, 44
customers

attracted to business personality, 42–43
attracted to business uniqueness, 45
attracted to price, 45

attracting with collateral materials, 139–140
attracting with publicity, 259–260
closing down to medication with, 94
gathering radio station information 

from, 204
hooking, 59–61
hooking with humor, 57–58
identifying and targeting, 54–56
identifying with product/service image, 42
importance of service to, 44
preferring convenience, 43–44
researching print media preferences of, 188
responding to Web sites, 76

• D •
dayparts

affordable, 223
buying radio time in, 207

deadlines, for cooperative advertising
funds, 38

DeBeers, using creating hooks, 283–284
defining, advertising message, 42–46
delivery schedule, setting with Web

designer, 177
demographic ratings, evaluating TV

stations with, 218
demographics

limiting cable TV audience, 229
print media kits offering information on,

188
specifying targeted for radio station

selection, 201
TV media kits offering information on, 218

design
adding headline to print ad, 99–101
of collateral materials, 146–147

design software, using for collateral ads, 152
design to fee contracts, with Web

designers, 178
designers

choosing Web, 176–178
contracting with and paying Web, 178–179
finding banner, 91
finding Web, 176
graphics, in advertising agencies, 238
hiring collateral ad, 153
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designers (continued)
hiring for print ads, 104–105
ISPs recommending Web, 180
using Web, 79

designing, collateral materials, 140–141
dialog spots, in radio ads, 112–113
diaries, collecting TV-ratings data with, 219
digital printers, advantages of, 144
direct mail

overview, 13
promoting with, 275

direct-mail houses
overview, 154
questions for evaluating, 154–156

discounts, offered by newspapers, 190–191
dishonesty, creating banner ads with, 89
disk space, ISPs allowing, 179
distinctive nature, of effective 

advertising, 10
dollies, using for studio shoots, 134
domain names

choosing effective for Web sites, 78
ISPs buying/registering, 180

dot-coms, Super Bowl commercial failures
of, 17

DoubleClick.com, placing banner ads
through, 181

• E •
Eat Mor Chikin campaign, 170–171
e-commerce software, ISPs providing, 180
effective advertising

elements of, 10–11
importance of, 53–54
making, 282

electronic direct-mail, as collateral ads, 146
The Elements of Style (Strunk and White), 81
e-mail accounts, ISPs allowing, 179
e-mail advertising

evaluating cost-effectiveness, 184–186
guidelines for, 93–94
overview, 92
using newsletters, 93

e-mail lists
advertising through, 27
creating, 92–93

estimates sourcing, 221
ethnic audience, outdoor advertising

targeting, 160
exposure, of outdoor advertising, 160

• F •
fact sheet, writing for TV commercial, 126
fast-food outlets, using outdoor

advertising, 161
features, advertising top, 11
Fidiam, Matt (Parrot Cellular), 116–117
first moment of truth (FMOT) advertising,

Procter & Gamble, 240
first-quarter incentive packages, from

radio and TV, 213
five W’s, in radio ads, 108–112
fixed-price contracts, with Web designers,

178
flighting, defined, 51
flights, for radio ads, 121
four frequency, advertisers shooting for,

210–211
freebies

advertising agencies connecting with, 291
as collateral ads, 146
popularity of t-shirts, 271

frequency medium, radio ads, 210–211
frequency, of radio ads, 206

• G •
Gladwell, Malcolm (The Tipping Point), 250
goals

establishing Web site, 77–78
setting budgets with, 20
setting for online advertising, 85–87

grammar
ignoring rules of, 281–282
on Web sites, 81

302 Advertising For Dummies, 2nd Edition 

30_045833 bindex.qxp  11/22/06  3:47 PM  Page 302



graphics
in collateral ads, 150
combining with audio and video for TV

commercials, 126–129
designing for print ads, 102–103
TV commercial, 125–126
using in outdoor advertising, 168
using on Web sites, 82
working with print ad headline, 100

graphics designer/artist
in advertising agencies, 238
hiring for collateral ads, 153

grocery industry, using cooperative
advertising funds, 33–35

gross sales, setting advertising budget with
percent of, 21

GRP (cost per gross rating point), selecting
radio stations by, 201

• H •
hard-hitting, effective advertising as, 10
hardware stores, using cooperative

advertising funds, 35
headlines

creating for/adding to print ads, 99–101
preparing for collateral materials, 141

hi-speed Internet access, ISPs providing, 180
hits, determining banner ad effectiveness

with, 184
home-improvement fairs, promoting at, 275
home-improvement stores, using

cooperative advertising funds, 35
homes using television (HUT), measuring

TV-ratings data with, 220
honesty, creating banner ads with, 89
hooks. See creative hooks
hourly contracts, with Web designers, 178
household ratings, evaluating TV stations

with, 218
H&R Block, outdoor advertising campaign

of, 161
humor

versus clarity in outdoor advertising, 169
hooking customers with, 57–58
in outdoor advertising, 166, 168
using in radio ads, 113–114

HUT (homes using television), measuring
TV-ratings data with, 220

• I •
identification, importance of and 

radio ads, 108
I.D.s, in radio, 111
image

customers identifying with
product/service, 42

portraying on Web site, 80
projecting in print ads, 105
Web sites improving, 76

imitation, using, 13
impact, of outdoor advertising, 166
impressions

determining banner ad effectiveness with,
183

using with specialty items, 268
independent production house, producing

TV commercials with, 137
independent TV stations, buying

programming time from, 217. See also
TV

industries, using outdoor advertising, 161
informative nature, of effective advertising, 10
in-store ads, Procter & Gamble in

creasing, 240
in-store counter displays, promoting 

with, 275
interactivity, on banner ads, 91
Internet. See also online advertising; Web

sites
ISPs providing hi-speed access, 180
researching radio stations, 202

Internet Advertising Bureau, 175
Internet Service Provider (ISP)

finding to run Web site, 179–180
recommending Web designers, 176, 180

interstitial ads, using, 27
invoices

importance of reading radio, 209–210
importance of reading TV, 230

issue date, preempting TV commercials
considering, 226
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• J •
jargon

understanding radio, 206–207
understanding TV marketing, 218–221

journalistic style, writing press releases 
in, 262

junior posters, outdoor advertising with, 163

• K •
Kennedy, David (advertiser), 18
keyword advertising, using, 28
keywords, purchasing on search engines, 181
kings bus-side advertising, 164
KISS (keep it simple, stupid) rule

choosing message vocabulary, 68
creating messages, 67
importance of, 286
writing body copy, 101

• L •
labeling, radio ads, 121
layers, designing TV commercials in, 124–126
layout, designing for print ads, 103–105
The List, finding Web designers with, 176
live-remote promotions, 273
location, importance to customers, 43
log files, ISPs providing, 180
long-copy ads, using in print media, 96–97

• M •
magazines. See also print media

advantages of advertising in, 96
advertising spending, 2004, 187
using cost efficiently, 30–31

mailing lists
from direct-mail houses, 154–155
purchasing, 156

make-good ads, 196
managers

contacting sales representatives through
sales, 192

finding cooperative funding from
advertising/marketing, 36–37

function of retail production, 136
manufacturers

obtaining proof of performance, 39
preapproval in cooperative advertising,

38–39
market penetration, using with cable TV,

229–231
market research, targeting audience with,

55–56
market shares, A.C. Nielsen collecting data

for TV, 219–221
marketing managers, finding cooperative

funding from, 36–37
markets

ease of testing online, 74
measuring TV, 219

markups, from advertising agencies, 241
mass media, budgeting for, 23
measurability

of online advertising, 75
of online branding campaigns, 86
of outdoor advertising, 162–163

media. See also specific media
budgeting for mass, 23
creative hooks dictating use of, 65–66,

284–285
dealing with news, 265
ensuring consistency of message in all

chosen, 66
getting press releases to appropriate,

263–265
importance of using appropriate, 14–15
maximizing expenditure on, 26–31
obtaining proof of performance from, 39
positioning advertising in, 49
selecting for women’s specialty clothing

campaign, 51–52
types of, 11–14

media buyer, advertising agencies, 238
media buyers, needing professional

expertise of, 288
media commissions, advertising agencies

earning, 239–240
media kits

comparing TV stations with, 217–218
including print media cost information,

188–189
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offering print media demographic
information, 188

radio station information, 202
memorability

of effective advertising, 10, 11
of outdoor advertising, 169–170

message
defining, 42–46
defining public relations campaign,

258–259
ensuring consistency of in all chosen

media, 66
expressing clearly on Web site, 80
importance of clarity, 69–70
importance of positioning, 41
incorporating into media ad campaign,

65–66
maintaining simplicity, 66–67
positioning, 46–48
preparing for collateral materials, 140
using words that sell, 67–69

metered markets, TV, 219
meters, collecting TV-ratings data with, 220
Microsoft banner exchange program, 181
milestones, approving Web sites designs

at, 177
music, using in radio ads, 115
music videos, borrowing ideas from, 132
mysteries, using on banner ads, 91

• N •
national magazines, using cost efficiently,

30–31
navigation, ease of Web site, 80
negative buzz, danger of, 250
news media, dealing with, 265
newsletters

advertising through, 27
as collateral ads, 145
using e-mail, 93

newspaper, promoting through, 275
newspapers. See also print media

advantages of advertising, 95–96
advertising agency retainers for work

with, 241–242
advertising spending, 2004, 187
analyzing press releases, 262
difficulty calculating ad costs, 189–191

printing graphics, 103
using cost efficiently, 28

Nextel, humorous ads, 58
Nike, “Just do it” slogan, 282
not to exceed contracts, with Web

designers, 178

• O •
OAAA (Outdoor Advertising Association of

America), helping with outdoor
advertising, 168

off-premise outdoor advertising, 163
Ogilvy, David

on account profitability, 239
as advertising legend, 16–17
ignoring rules of grammar, 281
print ad approach of, 96

online advertising. See also Internet; Web
sites

advantages of, 74
basic guidelines for, 88
for branding purposes, 86
building Web site traffic with, 86–87
buying banner ads on other Web sites,

181–184
creating banner ads, 88–92
disadvantages, 75
encouraging sales with, 87
evaluating cost-effectiveness of e-mail

advertising, 184–186
formats, 87–88
overview, 14, 175
pricing structures, 183
setting goals, 85
using cost efficiently, 27–28

online stores
customers’ needs in, 78
negative reactions to, 76

open rates, charged by newspapers, 189
outdoor advertising

advantages, 160–162
Chick-fil-A campaign success, 170–171
design issues, 166–167
finding help with, 168
importance of clarity, 169
measuring effectiveness, 162–163
memorability, 169–170
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outdoor advertising (continued)
options for, 163
overview, 14, 159–160
readability guidelines, 168–169
signed companies helping with, 170

Outdoor Advertising Association of
America (OAAA), helping with outdoor
advertising, 168

out-of-home advertising. See outdoor
advertising

overnights, measuring TV markets with, 219
owners, advertising agencies, 237

• P •
packages, for new business TV time, 222
paper or face banner ads pricing 

structure, 183
paper, selecting for collateral ads, 151
Parrot Cellular, radio ads, 116–117
parties, generating buzz with, 253
partnership programs, placing online

advertising through, 182–183
paying

advertising agencies, 239–242
Web designers, 178–179

payment schedules, including in contracts,
179

people meters, collecting TV-ratings data
with, 220

percent of gross sales, setting advertising
budget with, 21

permanent paints, outdoor advertising
with, 163

personality, customers preferring business,
42–43

persons using television (PUT), measuring
TV-ratings data with, 220

Pet Rock
as creative hook, 60
publicity generated by, 260

Pets.com, humorous ads, 58
Pew research organization, on blogs, 254–255
phrases, that sell, 67–69
pickup rates, offered by newspapers, 190
pictures, using effectively, 58
place of business, highlighting in TV

commercials, 130

pop-up ads, using, 27
positioning

importance of message, 41
message, 46–48

post analysis, radio, 209–210
postage, planning for collateral ads, 157
postcards, as collateral ads, 145
posters, outdoor advertising with, 163
PR (public relations)

hiring an ad agency with, 234–235
versus publicity, 258
starting campaign for, 258–259

preapproval, obtaining for cooperative
advertising funds, 38–39

premiums, using, 268–269
press releases

choosing newsworthy topics, 261
getting to appropriate media, 263–265
organizing information, 262–263
writing effective, 260–261

price, attracting customers with, 45
pricing structures

challenge of newspaper, 189–191
for online advertising, 183

primary market, focusing on, 55
print ads

buying reluctantly, 193–195
calculating cost, 189–191
choosing appropriate publication, 188–189
complaining about, 196–197
creating body copy, 101–102
creating headline, 99–101
designing graphic element, 102–103
designing layout, 103–105
elements of successful, 96–99
importance of image, 105
including subheads on, 101
preparing appealing, 99

print advertising, overview, 187
print media. See also specific types

advantages of advertising, 95–96
avoiding cold calling, 191–192
choosing appropriate, 188–189
overview, 12
tips for buying space from, 193–197

printed flyers, promoting with, 275
printers, purchasing, 144
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printing
color, 142
evaluating direct-mail house options, 155
options for collateral materials, 142–144

privacy policies, for e-mail advertising, 93
Procter & Gamble, paying advertising

agencies, 240
production

maximizing budget, 25–26
needing advertising agencies for, 289

production charges, from advertising
agencies, 240–241

production companies, for TV
commercials, 126

production department, producing TV
commercials with TV station, 135–137

products
buzz categories, 249
comparing to competition, 46–48
customers’ reasons for selecting, 42–46
focusing on in TV commercials, 131
identifying and targeting audience for, 54–56
identifying in radio ads, 108–109
knowing appeal of, 24
promoting with beautiful people, 251–252
understanding why people buy, 282–283

professionalism
with e-mail lists, 94
on Web sites, 81

professionals. See also advertising agencies
choosing Web designers, 176–178
contracting with and paying Web

designers, 178–179
to disseminate press releases, 263–264
help from radio station, 120
help from TV station, 126
helping with outdoor advertising, 170
hiring collateral ad designers, 153
hiring for e-mail ad campaigns, 185
needing media buyer expertise, 288
using in TV commercials, 130
using voice talents for radio ads, 118–120
video editors, 127

program grid, importance of, 218
programming, buying TV advertising time

for, 51–52, 216–217
projections sourcing, 221
promises, offering real, 11
promos, in radio, 111

promotional events
overview, 271–272
sales-driven, 273–274
using radio, 272–273
using radio station, 205

promotions
hiring beautiful people for, 251–252
ideas for, 275
including in TV contract, 224
using radio station, 205

proof of performance, obtaining for
cooperative funding, 39

proving, artwork, 144
psychographics, using with direct mailings,

156
public relations (PR)

hiring an ad agency with, 234–235
versus publicity, 258
starting campaign for, 258–259

publicity
versus advertising, 14–15
attracting customers with, 259–260
versus public relations, 258
writing effective press releases for, 260–263

punchline humor, avoiding in radio, 114
purpose

clarifying for collateral advertising
campaign, 140

clarity of Web site, 79–80
providing to Web designer, 177

PUT (persons using television), measuring
TV-ratings data with, 220

• Q •
queens bus-side advertising, 164
questions, using on banner ads, 91

• R •
radio

advertising spending, 2004, 199
buying correct amount of time, 211
buying in dayparts, 207
buying the station, 204–205
cumulative audience, 206
developing community college campaign

on, 63–65
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radio (continued)
evaluating effectiveness of schedule,

211–212
as frequency medium, 210–211
importance of reading invoice, 209–210
importance of selecting appropriate

station, 200
negotiating contract, 207–208
overview, 11–12
rankers for, 206–207
specifying targeted demographics, 201
targeting audiences, 199
tools available for selecting appropriate

stations, 202–204
top-rated stations, 203
using cost efficiently, 28–29
using outdoor advertising, 161
using seasonal incentives, 212–213
using station promotional events, 

205, 272–274
radio ads

boredom with, 210
choosing formats, 112
dialog spots, 112–113
evaluating effectiveness, 211–212
identifying product/service, 108–109
identifying self in, 108
including contact information, 109–110
including timeliness, 109
including why customers should buy

from you, 110–112
keeping TV commercials consistent with,

124
preparing for airing, 120–121
reading oneself, 115–117
60-second limit for, 107–108
using comedy in, 113–114
using professional voice talents, 118–120
using straight reads in, 114
using studio announcers, 118
writing, 107

rankers, understanding radio, 206–207
ratings

A.C. Nielsen collecting data for TV,
219–221

evaluating radio stations, 202–203
evaluating TV stations, 218

selecting radio stations by, 201
understanding TV, 219, 220

reciprocal links, placing banner ads with, 182
recording, creative brainstorming sessions, 61
references

choosing Web designers, 176
hiring advertising agencies, 235

referrals, contacting sales representatives
through, 192–193

Request for Estimate form, completing
with professional designer, 153

researching
collateral ad design, 147
competition, 22–24, 46–48, 56–57
competitor’s Web sites, 77
customer print media preferences, 188
ISPs, 179–180
market, 55–56
personal response to ads, 57–59
radio stations, 200–205
for TV commercial ideas, 132
Web designers for hire, 176–177

response, assessing personal to ads, 57–59
retail production manager, function of, 136
retainers, advertising agencies with, 241–242
reverse ads, 97
rich-media ads, using, 27–28
rotators

buying cable TV time in, 228
buying radio time in, 207

• S •
SAG (Screen Actors Guild), professional

voice talents with, 119
sales

encouraging with online advertising, 87
setting advertising budget with percent of

gross, 21
sales managers, contacting sales

representatives through, 192
sales representatives

advertising agencies handling, 290
buying reluctantly from print media,

193–194
calculating print ad costs with, 189
complaining to print media, 196–197
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creating appearance of competition to
print media, 195–196

dealing with print media, 191
finding cooperative funding from, 36–37
giving advertising agency referrals, 236
helping prepare radio ads, 120
negotiating with TV, 223–225
tips for finding effective print media,

191–193
working with cable TV, 227–228
working with TV, 221–222

sales-driven promotional events, 273–274
sample reels, hiring independent

production house with, 137
samples, as collateral ads, 146
San Francisco Zoo, outdoor advertising

campaign of, 170
Schenck, Barbara (Branding For Dummies), 19
Screen Actors Guild (SAG), professional

voice talents with, 119
search engines

promoting Web sites with, 83–85
purchasing keywords on, 181
Web designers optimizing Web sites for, 176

seasonal incentives, buying radio ads with,
212–213

Second Wind, finding smaller advertising
agencies through, 239

Secure Sockets Layer (SSL), customer
security with, 180

security, for e-mail lists, 94
sell copy, creating for print ads, 101–102
sell-through campaigns

creating banner ads for, 91
understanding, 87

senior management, advertising agencies,
237

Serta, humorous ads, 58
services

buzz categories of, 249
comparing to competition, 46–48
customer, 44
customers’ reasons for selecting, 42–46
focusing on in TV commercials, 131
identifying and targeting audience for, 54–56
identifying in radio ads, 108–109
promoting with beautiful people, 251–252
understanding why people buy, 282–283

72-hour window, for radio advertising, 212
shares, of TV audience, 220
shoots

preparing for on location TV commercial,
132

process of on location, 133–134
in studio TV commercial, 134–135

shopping carts, ISPs offering, 180
simplicity

of collateral ad design, 146–147
importance in outdoor advertising, 166
importance of, 286
maintaining in message, 66–67

situational humor, using in radio, 114
size, determining for print ads, 95–96
Smith, Bud E. (Creating Web Pages For

Dummies), 79
software

ISPs providing e-commerce, 180
using design for collateral ads, 152

sound effects, using in radio ads, 115
sourcing, TV audience information, 221
spam blocking programs, stalling e-mail ad

campaigns, 185
specialty items

advantages of advertising, 267–269
advertising, 266
selecting appropriate, 269–270
writing copy for, 271

spelling, on Web sites, 81
sponsored events

calculating costs of, 277
determining ability to staff, 276–277
determining worthwhileness of, 277
finding effective, 278
using, 275–276

SRDS Media Solutions (Out-of-Home
Advertising Source), helping with
outdoor advertising, 168

SSL (Secure Sockets Layer), customer
security with, 180

stand-alone ads, specialty items as, 267–268
statement stuffers, promoting with, 275
statistics

to determine banner ad effectiveness,
183–184

gathering for online advertising, 75
ISPs providing site, 180
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strategies
Chick-fil-A campaign, 171
creating banner ads for, 89
for designing TV commercials, 124–126
developing advertising, 22–24
developing for advertising campaign, 48–49
for online advertising, 85–87

studio announcers, using for radio ads, 118
studios, shooting TV commercials, 134–135
subheads, including on print ads, 101
subject lines, selecting for e-mail

advertising, 94
summary reports, from direct-mail 

houses, 155
super kings bus-side advertising, 164
supermarkets, using cooperative

advertising funds, 33–35
suppliers, finding cooperative funding

from, 35–37
supply and demand, cooperative

advertising funds considerations, 34
sweeps, understanding TV, 219
Swiffer, humorous ads, 58

• T •
tactical plan, developing, 22–24
tails bus-side advertising, 164
target market

Chick-fil-A focusing on, 171
DeBeers adjusting message for, 283–284
identifying, 23, 62–63
identifying for outdoor advertising, 167
identifying for Web sites, 77
importance of selecting radio station for,

200
targeting

effectively online, 74
radio message, 109

tear sheets, providing for proof of
performance, 39

tech fairs, promoting at, 275
technical support, evaluating ISP, 179
technology, power of word-of-mouth

marketing with, 249
television. See TV

templates
designing Web sites with, 79
ISPs providing Web site, 180

terminology
understanding radio, 206–207
understanding TV marketing, 218–221
for word-of-mouth marketing, 247–248

time spent listening (TSL), buying radio
time with, 206

timeliness
including in radio ads, 109
of online advertising, 74

timing
purchasing radio time considering, 224
purchasing TV time considering, 224

trade associations
Internet Advertising Bureau, 175
Outdoor Advertising Association of

America (OAAA), 168
trade shows, promoting at, 275
Traffic Audit Bureau, measuring billboard

cost-effectiveness, 162
traffic limitations, ISPs having, 179
tricks, avoiding, 89
TSL (time spent listening), buying radio

time with, 206
TV

A.C. Nielsen collecting data for,
advertising spending, 215, 219–221

buying programming versus station,
216–217

challenges facing advertising on, 215–216
comparing stations with media kits, 217–218
creating women’s plus-size clothing store

advertisements for, 49–52
first-quarter incentive packages, 213
negotiating with sales representative for,

223–225
overview, 12
understanding ratings/sweeps, 219
using broadcast cost efficiently, 30
using cable cost efficiently, 29
working with sales representatives from,

221–222
TV commercials

appearing in own, 129–130
combining audio and visual elements,

126–129
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editing, 137–138
elements of, 124–126
focusing on products/services in, 131
highlighting place of business in, 130
overview, 123–124
preempting, 226
producing with independent production

house, 137
producing with TV station production

department, 135–137
professional help for, 126
researching ideas for, 132
shooting in studio, 134–135
shooting on location, 131–134
using professionals in, 130

typeface, for collateral ads, 149–150

• U •
unique selling proposition (USP)

identifying, 46–48
identifying for women’s specialty

clothing, 50
uniqueness, attracting customers with, 45
“use it or lose it” deadlines, for

cooperative advertising funds, 38

• V •
value-added advertising, getting from

radio, 272–273
vendor money, as cooperative funding, 35
verification, obtaining mailing from direct-

mail houses, 156
video

combining with audio and graphics for
TV commercials, 126–129

element of TV commercial, 125
video crew

for on location TV commercials, 133
for in studio TV commercials, 134

video editors
completing TV commercial with, 137–138
function of, 136–137
making TV commercials with, 127

video keys, incorporating in TV
commercials, 128

viral marketing, defined, 248
voiceover talent, using for radio ads,

118–120

• W •
“we want to buy your friendship”

campaign, 64
Web designers

choosing, 176–178
contracting with and paying, 178–179
finding, 176
ISPs recommending, 180
using, 79

Web host, understanding, 179
Web pages

appropriate length of, 81
creating appropriately sized, 84
keeping fast-loading, 82

Web servers, understanding, 179
Web sites. See also Internet; online

advertising
advantages and disadvantages of having, 76
advertising on, 27
building traffic to, 86–87
buying banner ads on other, 181–184
choosing designer to create, 176–178
choosing effective domain name for, 78
design options for, 78–79
designing inviting, 81–82
establishing goals, 77–78
expressing message clearly, 80
finding ISPs to run, 179–180
maintaining and updating, 83
need for, 73–74
offering effective content on, 80–81
promoting offline, 85
promoting online, 83–85
providing contact information on, 82–83
qualities of excellent, 79–80
ranking on search engines, 181
researching advertising agencies on, 237
using graphics and audio on, 82

whitespace, in effective print ads, 97
Wieden, Dan (advertiser), 18
word of mouth, defined, 248
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Word of Mouth Marketing Association
(WOMMA)

legitimizing word-of-mouth marketing,
247–248

Womnibus, 254–255
word-of-mouth marketing

coining new phrases, 251
creating with blogs, 254–255
creating with celebrity endorsements,

252–253
defined, 248
finding big mouths, 254
generating with parties, 253
hiring beautiful people, 251–252

hitting the streets, 253–254
on Internet, 28
power of, 248–250
terminology for, 247–248

words
for banner ads, 91
that sell, 67–69

working capital, connected to business
failure, 20

• Y •
Yellow Pages, advertising spending, 2004, 187
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