


Analyzing and Interpreting Your Marketing
Audit (on the CD), 33

APEX Performance Systems’ New Process
Press Release (on the CD), 255

appeal, visual, 111, 154–155, 168–169
appearance, importance of personal, 

173, 289
Arnold, Jeffrey (entrepreneur), 74
artwork. See graphics
askART.com Web site, 76
assumption, questioning, 85
attitude, importance of, 296–298
Attitudes of Success Profile (on 

the CD), 298
audit, marketing

activity-based, 30
agenda, developing based on, 33–35
creativity, 31–32
customer acquisition, 29
customer interaction, 30
customer, involving in auditing 

process, 27
customer service, 62–67
described, 26
documenting, 30–31
focus, assessing, 28
information gathering, assessing, 29
marketing plan, assessing, 29
marketing plan, using audit information

when creating, 25, 32–35
ongoing, 30
profile, 32
scope of marketing, assessing, 28–29
scoring, 26–27, 28
strategy, improving based on auditing

information, 47
strength, identifying, 27
weakness, identifying, 26
written communication, 112–113

Axelson-Berry, Kitty (Modern Memoirs
director), 116

• B •
Bacon’s Information (firm), 261
banner ad, 325

Barnes and Noble Web site, 328
bitmap graphic, 196, 197
black-and-white versus color, 98, 160
body copy, advertising, 22
body posture, signaling sale closing point

using, 284
book, publishing, 208–209
booklet, publishing, 184, 208–209
brainstorming

breakdown brainstorming, 84
customer service, 65–67
goal for brainstorming session, 

clarifying, 79
brand identity, 174–176, 182
Brilliance Marketing Management

(Rocks), 14
brilliance marketing strategy, 14, 45
brochure

alignment, 192
booklet versus, 184
catalog compared, 184, 202–203
CD brochure, 202
color, 166, 194–195
copying, 193–194
cover, 166, 187
crop mark, 200
DVD brochure, 202
folding, 187–188, 200–201
font, 191–192
front panel, 191
graphics, 190–191, 196–200
headline, 192
hybrid ad approach, 96, 98
ice breaker, as, 185
inspiration, drawing from other 

brochure, 185
layout, 189–193, 195
mailing, 186, 189
margin, 190, 192
paper, 183, 187, 189
perforating mark, 200
photography, 198–200
printing, 189–190, 191, 193–194
purpose, 185–186
quality, importance of, 295
quotation, using in, 165–167
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sale collateral, as, 295
sale request, 281, 283
score mark, 200
shape, 187–189
single-purpose, 185, 186
size, 187–189
testimonial, using in, 116
testing, 95, 105
text wrap, 192–193
virtual, 325
Web site, posting on, 325
Word, designing using, 190, 193

Bryck, Ira (UMass Family Business Center
director), 238

budget
advertising, 85, 140, 146–152
catalog, 203–204, 206
cost, fixed versus variable, 215–216
coupon, 215–216, 217, 218
MarCom, 54–55
newsletter, 40, 226, 240
planning, 40, 42, 54
publicity program, 251
shifting to highest-return activity, 323

business card, 174, 176–179, 294
business letter, writing, 90
business-to-business marketing

catalog, 205
charity donation, offering, 288
employee, sending to volunteer at

customer business, 320
fact-based appeal, 92
gift, offering, 222, 288
mailing list, building, 260
sale, closing, 286, 288
video testimonial, using in, 130, 132

• C •
Cabot Corporation, 60
call center, 272
call to action, 98, 158–159
camera, digital, 131, 198
Cantor, Molly (potter), 317–318
carriage return, soft, 232

Cartoon Bank Web site, 169
cartoon, using humorous, 169–170, 235
CartoonWork Web site, 169
case history, 96, 101
catalog

advertising, offering free catalog in, 292
appeal, emotional, 204
benchmark, 204
binding, 184, 203
brochure compared, 184, 202–203
budget, 203–204, 206
business-to-business, 205
closing sale, 280, 281
contact information, 204
cover, 204
discount for purchase made from,

offering, 292
folding, 203
hiring graphic designer, 203
layout, 204
mailing, 205–206
organizing content, 204
product information, 204
quotation, using in, 120, 165–167
size, 203
tabloid format, 203
testimonial, using in, 120–121, 129, 130
virtual, 325
Web site, posting on, 325
white space, 204–205

CDNOW Web site, 328
CD-ROM brochure, 202
CD-ROM newsletter, 243
CD-ROM with this book

Adobe Reader, 333
advertising evaluation forms, 101,

104–106
Advertising Objective worksheets,

147–151
Alfredo’s Photo Gallery News, 240–241
Analyzing and Interpreting Your

Marketing Audit, 33
APEX Performance Systems’ New Process

Press Release, 255
Attitudes of Success Profile, 298
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CD-ROM with this book (continued)
Century Furniture’s New Product

Announcement Press Release, 250
chapter files, 333–335
Collective Copies newsletters, 235, 237
Coupon Profitability Analysis, 215–219
Creative Roles Analysis, 87
Customer Commitment Worksheet, 11
Customer Debriefing Form, 61
Customer Service Audit, 67
Customer Survey, 12
Detailed Customer Commitment

Worksheet, 19
Difficult Customer Diagnostic, 304–310
Excel Viewer software, 333
Five-Minute Marketing Plan template, 23
Hiam’s Marketing Audit, 26, 29, 32
Hiam’s Marketing Audit Score Form, 26
How to Adapt Your Sales Style for a

Difficult Customer, 311
How to Adapt Your Service Style for a

Difficult Customer, 312
image ad template, 156–157
informative ad templates, 157–159
installing, 332
Know Your Customer Worksheet, 13
Know Yourself Worksheet, 14
Marketing Agenda: Actions Suggested by

the Marketing Audit, 33
Marketing Budget Worksheet, 54
Marketing Plan Template, 39, 40, 41–44
Modern Memoirs brochure, 117
OpenOffice.org software, 333
Prospect Analysis Sheet, 274
Question Preplanning Form, 276
Sales Projection Worksheet, 40, 52
7 x 7 Customer Satisfaction Survey, 62–64
system requirement, 331
troubleshooting, 335–336
Two Dimensions of Your Appeal, 105
The UMass Family Business Center

newsletter, 238–240
Verité Monitor newsletter, 236

CDW (firm), 319
celebrity endorsement, 118, 123, 129

Century Furniture’s New Product
Announcement Press Release 
(on the CD), 250

chat-room, adding to Web site, 292
clip art, 199–200
Coca-Cola, 16, 175
coffee card promotion, 223
Cohen, William (The Marketing Plan), 56
collage, word, 162
collateral, sale, 294–295
Collective Copies newsletters (on the CD),

235, 237
color

black-and-white versus, 98, 160
brochure, 166, 194–195
business card, 177
four-color process, 194
logo, 177
mood, setting using, 160
photography, 198
PMS, 194
printing, 194–195
stationery, 180

comedy, using in marketing approach,
80–81, 169–170

community
event, sponsoring, 317, 323–324
Web site, creating sense of community

on, 328
competitor

advertising, differentiating from, 22
logo, 174

Comstock Web site, 154
contact

conference, gaining at, 271
mailing list, 259–262, 271
media contact sheet, 263
organizing, 259–260
trade show, gaining at, 271

contest, holding
marketing idea, for best, 84
Web site, on, 329

copy, advertising, 22, 90–91
copyright

newspaper article about your business,
reproducing, 246

photograph, 132–133, 154–155, 200
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plagiarism, 91
quotation, permission to use, 126–128,

130, 165
testimonial, permission to use, 116–117,

126–128, 130
copywriter, hiring, 90
Corbis Web site, 154
corporate identity, 174
cost, fixed versus variable, 215–216
coupon

assessing coupon promotion, 220–222
chocolate bar, wrapping in, 222
cost, 215–216, 217, 218
cross-selling mechanism, as, 221
discount, surprise, 222
distribution, increasing using, 221
face value, 216
graphic design, 215, 217
misredemption rate, 218, 219, 220
motivating retailer using coupon

promotion, 221
museum membership coupon, 76
planning coupon promotion, 213–214
price increase, cushioning using, 221
printing, 217
processing, 218, 220
profitability analysis, 214–219, 221–222
random coupon promotion, avoiding, 48
redemption rate, 217, 218
redesigning coupon promotion, 220
testing coupon promotion, 216, 219
Web site, coordinating with, 75, 221

Coupon Profitability Analysis (on the CD),
215–219

Creative Roles Analysis (on the CD), 87
creativity

advertising, bringing to, 77, 79, 160
assumption, questioning, 85
auditing, 31–32
barrier, 82–83
breakdown brainstorming, 84
comedy, 80–81
conformity versus, 83
contest, holding for best idea, 84
customer interaction innovation, 78
cyclical nature of, 78

direct-mail innovation, 319
documenting idea, 85
enabler, 83
Five Ps of marketing, bringing to, 74–78
freshness, 32
goal, defining, 79
group approach, 84, 86–87
imagination, 20–23, 80
importance of, 21, 80
incubation, 83–84
interviewing person successful in your

field, 86
irreverence, 80–81
open-mindedness, fostering, 83
originality, 32
overconfidence, avoiding, 83
payment method innovation, 75
perfectionism, avoiding, 83
persistence, 81, 83
placement innovation, 76
planning, bringing to, 82
practicality, balancing with, 78–79
pricing innovation, 21, 75–76
product innovation, 21, 74–75, 81
product offering, bringing to, 21
promotion innovation, 77
role model, 83, 86
sale lead generation, bringing to, 293–294
self-assessment, 83

crop mark, 200
C&S Motor Cars, 22
customer

advertising, emphasizing customer
relationship in, 22

advertising style, adapting to, 312–313
attribute analysis, 13
auditing customer acquisition, 29
auditing customer interaction, 30
auditing customer service, 62–67
auditing process, involving 

customer in, 27
brainstorming customer service, 65–67
commitment, 11–12, 19
communication, 18, 30–31, 54–56, 302–303
creativity, bringing to customer

interaction, 78
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customer (continued)
debriefing, 61
Difficult Customer Diagnostic method,

304–310
distributor, driving to, 141
documenting customer interaction, 31
e-mail, contacting prospective customer

via, 325
employee meeting, highlighting customer

service issue at, 319
employee, sending to volunteer at

customer business, 320
executive telephone number, giving to

key customer, 319
five-minute marketing plan people

assessment, 24
gap between customer priority and

product, identifying, 65
interviewing, 60–62, 68
involvement, engaging, 99, 104–106, 107
loyalty, 11, 223
marketing style, adapting to, 302–304, 311
meal, taking out for, 323
need discovery, 268, 270, 273–276
personal telephone number, giving to key

customer, 319
positioning product image in customer

mind, 50
preference, remembering, 318
pride, 11
privacy, respecting, 303
publicity, alerting ahead of, 246
quality of product, perception by, 11, 12,

16, 23, 42
quoting, 116, 118, 120, 126, 130
rating of product by, 11
referral, 18
relationship, importance of, 10
review of new product by, 61
sale proposal to, 268, 270
service style, adapting to, 311–312
surveying, 12–13, 62–64, 67–70
testimonial, 116, 120, 122–128, 130–133
testing marketing idea with, 21
testing written communication with, 95,

100–103

walking away from unwilling, 285
Web site, offering customer service 

on, 325
Customer Commitment Worksheet (on 

the CD), 11
Customer Debriefing Form (on the CD), 61
Customer Service Audit (on the CD), 67
Customer Survey (on the CD), 12
cutting unproductive program, 323

• D •
Darby O’Brien (firm), 22
desktop publishing, 155
Detailed Customer Commitment Worksheet

(on the CD), 19
Difficult Customer Diagnostic (on the CD),

304–310
direct sale close strategy, 280–282, 288
direct-mail advertising

closing sale, 280
envelope, using sexy photograph on, 110
hybrid approach, 95, 96
innovation, bringing to, 319
storytelling, using in, 93, 112
testimonial, using in, 128
testing direct-mail ad, 145

direct-response advertising, 17, 107
distribution. See also placement

customer, driving to distributor, 141
logistics versus, 17
newsletter, 240
widening, 76, 221, 322

documenting
customer interaction, 31
idea, 85
marketing audit, 30–31
telephone call tally, 299

DVD brochure, 202

• E •
editor, hiring, 227
e-mail

contact information, 174
customer prospect, contacting via, 325
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logo display in, 174
mailing list, 271
newsletter, e-mailing, 242, 271, 325
press release, e-mailing, 258
reply, avoiding canned, 303
telephone communication, switching 

to, 303
emotion

catalog emotional appeal, 204
color, evoking using, 160
graphic, evoking using, 104
involvement, assessing, 104–106, 107
mood ad, 160–162
product, emotional tie to, 11, 19
writing, evoking using, 96, 99, 101,

105–108, 110
employee

customer business, sending to volunteer
at, 320

customer service issue, highlighting at
employee meeting, 319

product endorsement by, 123, 133
publicity, fostering employee goodwill by

posting positive, 246
quotation, 123, 133

envelope
designing, 180–182
direct-mail envelope, using sexy

photograph on, 110
promotion, lumpy envelope, 223

EPS (encapsulated postscript), 196
event, sponsoring, 317, 323–324
Excel Viewer software (on the CD), 333
executive telephone number, giving to key

customer, 319
experimentation. See also testing

goal-oriented, 53
marketing variable, identifying, 70–71
scientific method, 70

• F •
fact-based appeal, 91–92, 94–99, 100
failure, dealing with

press release, rejected, 258–259
sale, failed, 296–298

faxing, 181–182, 258, 271
Federal Trade Commission (FTC), 129
Five Ps of marketing, 16–20, 74–78
five-minute marketing plan, 23–24
flier, 184. See also brochure
focus, 15, 28, 107, 112
font

bold, 98
brochure, 191–192
headline typeface, 192
italic, 98
newsletter typeface, 227, 229, 230–231
serif/sans serif typeface, 191, 230
size, 191, 207

food, offering free, 222
freeware, 333
FTC (Federal Trade Commission), 129

• G •
gift, offering

business-to-business, 222, 288
food, 222
logo, placing on gift, 223, 319
product, 322
promotion, 22, 73–74, 223
quality, importance of, 294, 295
sale close, for, 288
sale collateral, as, 294

glasbergen.com Web site, 169
GNU software, 333
goal

advertising goal, identifying, 140–141
advertising, objective-driven, 141–144,

146–151
brainstorming session goal, clarifying, 79
creativity, 79
experimentation, goal-oriented, 53
focus, assessing in terms of, 28
growth, 35
identifying, 15, 52–53, 140–141
objective, strategic, 52–53
promotion, 17–18
qualitative versus quantitative, 79
strategic objective, 52–53
Web site objective, 144, 325–326
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Google key-term listing, 71
graphics. See also logo; photography

advertising, 98, 104, 107, 111
appeal, visual, 111, 154–155, 168–169
bitmap, 196, 197
brochure, 190–191, 196–200
business card, 177
cartoon, using humorous, 169–170, 235
clip art, 199–200
color versus black-and-white, 98, 160
coupon design, 215, 217
emotion, evoking using, 104
enlarging, file format considerations

when, 197
hiring graphic designer, 108, 203, 217
involvement, engaging using, 104
line art, 197
newsletter, 234
pencil drawing, 197
postscript, 196
press release, 255
quality, importance of, 295
raster image, 196
release form, 131
resolution, 196
sale collateral, as, 295
signature, visual, 175, 179
spec sheet, 206
stopping power, 108–110, 111
text, mixing with, 162, 169, 190
vector, 197, 198
word collage, 162

gripper margin, 190
growth as marketing goal, 35

• H •
halftone printing, 197, 199
headline

brochure, 192
newsletter, 229
press release, 253, 254
quotation, using as, 164
sex (the word), using in, 109
typeface, 192

Hiam, Alexander
The Manager’s Pocket Guide to 

Creativity, 80
Marketing For Dummies, 41, 56, 71, 324
Motivating & Rewarding Employees, 119
Personal Creativity Assessment, 83
The Portable MBA in Marketing, 56, 317

Hiam’s Marketing Audit (on the CD), 
26, 29, 32

Hiam’s Marketing Audit Score Form (on the
CD), 26

hiring professional help
ad agency, 90
editor, 227
graphic designer, 108, 203, 217
media designer, 242
photographer, 131, 168
planning consultant, 42
public relations firm, 248
writer, 90, 227, 240

hook, publicity, 252, 254, 262
Hour of Horror meeting, 319
How to Adapt Your Sales Style for a

Difficult Customer (on the CD), 311
How to Adapt Your Service Style for a

Difficult Customer (on the CD), 312
HRD (Human Resource Development)

Press, 120–121
humor, using in marketing approach,

80–81, 169–170
hybrid ad, 95–99, 101–102, 107–108
hybrid newsletter, 242–243

• I •
identity

brand, 174–176, 182
corporate, 174

image ad template (on the CD), 156–157
imagination, marketing, 20–23, 80. See also

creativity
incubation, creative, 83–84
Index Stock Web site, 154
information gathering, assessing during

marketing audit, 29
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informative ad templates, 157–159
inkjet printing, 177, 195
Insights For Marketing Web site

content, free, 327
creativity self-assessment information, 83
logo, 182
media designer links, 242
newsletter links, 242
search engine key term listing, 71
stock photography links, 168

Insights For Training & Development Web
site, 71, 182

interviewing
customer, 60–62, 68
person successful in your field, 86

involvement of customer, engaging, 99,
104–106, 107

irreverence, using in marketing approach,
80–81

• J •
Jack Morton Company, 135
JC Penny, 222, 328
JIAN MarketingPlan Builder software, 37
journalist, soliciting for publicity, 249–250,

252, 253–254, 255–256

• K •
Kellogg’s (firm), 81
kerning, 232
key-term listing, search engine, 71
Know Your Customer Worksheet (on the

CD), 13
Know Yourself Worksheet (on the CD), 14

• L •
language

English language option, offering on
international Web site, 327

sale closing point, signaling using, 284
laser printing, 195

layout
brochure, 189–193, 195
catalog, 204

lead, sale, 271, 291–294
leading, 231
letterhead, 108, 174, 180–182, 207, 253
LidRock (firm), 74
life cycle, product, 50–51
line art, 197
logistics, 17
logo

business card, including on, 177, 178
Coca-Cola, 175
color, 177
company name, incorporating in, 175
competitor logo, 174
e-mail, including in, 174
forehead display, 77
Insights For Marketing Web site, 182
letterhead, coordinating with, 108
memorability, 175
newsletter, including on, 236
Nike, 175
packaging, including on, 174
promotion gift, including on, 223, 319
spec sheet, including on, 206
stopping power, 108–110
vector graphic, using, 197

loupe, 194
loyalty, customer, 11, 223

• M •
Mackay, Harvey (Swim with the Sharks

Without Being Eaten Alive), 118
magazine advertising, 154, 292
mailing. See also direct-mail advertising

brochure, 186, 189
catalog, 205–206
list, 259–262, 271
press release, 258

The Manager’s Pocket Guide to Creativity
(Hiam), 80
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MarCom (marketing communications),
54–56

market
expansion strategy, 51
segmentation strategy, 51
share strategy, 50
target, 145

Marketing Agenda: Actions Suggested by
the Marketing Audit (on the CD), 33

Marketing Budget Worksheet (on 
the CD), 54

marketing communications (MarCom),
54–56

Marketing For Dummies (Hiam), 41, 56, 
71, 324

The Marketing Plan (Cohen), 56
Marketing Plan Template (on the CD), 

39, 40, 41–44
MarketingPlan Builder software, 37
Mass Mutual (organization), 239
masthead, newsletter, 226–227, 236
media

contact sheet, 263
designer, hiring, 242
kit, 250–252, 255

metaphor, using in advertising copy, 156
Miller beer, 77
Modern Memoirs (firm), 116–117
Monitor newsletter (on the CD), 236
mood ad, 160–162
Motivating & Rewarding Employees

(Hiam), 119
museum membership coupon, 76

• N •
name

company name, incorporating in 
logo, 175

Web site, naming, 326, 327
need discovery, 268, 270, 273–276
The New York Times Sunday Magazine, 154
news feature, adding to Web site, 329
newsletter

article, writing, 227–228
budget, 40, 226, 240

cartoon, including, 235
CD-based, 243
column structure, 228, 231
company personality, reflecting, 226
dating, 227
distributing, 240
electronic, 242–243
e-mailing, 242, 271, 325
engagement device, as, 226
flexibility, 226
flow, 232, 233
folding, 232–233
graphics, 234
header, section, 229–230
headline, 229
hiring editor, 227
hiring media designer, 242
hiring writer, 227, 240
hybrid, 242–243
information about yourself, conveying 

in, 225
inspiration, drawing from other

newsletter, 234–238
kerning, 232
leading, 231
logo, including, 236
masthead, 226–227, 236
orphan readability, 232
paper, 232–234
paragraph structure, 228
pdf, 242
photography, 234
planning, 39, 40
press release, using as, 236
printing, 240
quotation, using in, 165–167, 228, 235
reader attention, holding, 228
relationship marketing component, 

as, 225
sale, generating using, 271
sentence, opening, 228
size, 232–234
storytelling, using in, 95, 227, 228
subscription, soliciting, 236
tabloid, 232
text wrap, 234

346 Marketing Kit For Dummies, 2nd Edition 

32_559990 Index.qxd  10/20/04  6:13 PM  Page 346



typeface, 227, 229, 230–231
uniqueness, 235
volume numbering, 227
Web site, posting on, 240, 243
widow readability, 232
Word, designing using, 227, 230

newspaper article about your business,
245–246, 248, 249, 255–256

newsworthyness of your business,
248–250, 252, 253

Nike, 175
Norton Museum of Art, 76
number signs (###) press release end

marker, 254

• O •
objective. See goal
1stopstock.com Web site, 154
open-mindedness, fostering, 83
OpenOffice.org software (on the CD), 333
optimism, importance of, 296
orphan, text, 232
outrageousness, using in marketing

approach, 320, 326–327
overconfidence, avoiding, 83

• P •
packaging

endorser photograph, including on, 130
logo, including on, 174

PageMaker software, 189, 209
Pantone Matching System (PMS) color, 194
paper

brochure, 183, 187, 189
business card, 179
cover stock, 179, 189
grain, 189
newsletter, 232–234
offset, 189
photograph, 189
quality, importance of, 295
stationery, 180–181
weight, 189

payment
creativity, bringing to payment 

method, 75
deferring, 212
publicity, for, 247
quotation, for, 123, 129
testimonial, for, 123, 129

pdf (Portable Document Format), 190, 242
pencil drawing, 197
people aspect of marketing, 18, 78
PeoplesBank, 317
Pepsi, 16
perfectionism, avoiding, 83
perforating mark, 200
personal appearance, importance of, 

173, 289
Personal Creativity Assessment (Hiam), 83
personal selling, marketing compared,

279–280
personal telephone number, giving to key

customer, 319
personality

newsletter, reflecting company
personality in, 226

product personality, 11, 141
photography. See also graphics

aperture, 133
brochure, 198–200
candid, 130, 132
color, 198
contrast, 198
copyright, 132–133, 154–155, 200
depth of field, 133
digital, 131, 198
endorser photograph, 130–131, 132–133
film, 198
hiring professional photographer, 

131, 168
landscape, 168–169
lighting, 133
newsletter, 234
paper, 189
printing, 198–199
quotation, combining with, 130–131
release form, 131
sexy, 110, 169
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photography (continued)
spec sheet, including on, 206
stock, 154, 168, 199–200
visual appeal, 168
Web, downloading from, 154–155

Pike’s Place Fish Market, 78
placement

creativity, bringing to, 76
described, 16–17
five-minute marketing plan placement

assessment, 24
logistics, 17

plagiarism, 91
planning

advertising campaign, 140, 143–144,
147–152

agenda, marketing, 33–35
audit, assessing marketing plan in, 29
audit information, using when creating

marketing plan, 25, 32–35
budget, 40, 42, 54
creativity, bringing to, 82
five-minute marketing plan, 23–24
hiring planning consultant, 42
information needed to write marketing

plan, gathering, 41–43
newsletter, 39, 40
outline, sample, 38–39, 43–44
overplanning, avoiding, 82
price, projecting, 42
promotion, 42, 213–214
publicity program, 262–264
question-based marketing plan, 39
questioning, need-discovery, 273–276
randomness, avoiding, 48
rigidity, avoiding, 82
sales, projecting, 41, 52
sections, breaking marketing plan into, 40
software, 37
strategy, 44–53
writing marketing plan, 39–40, 42–43,

44–45
PMS (Pantone Matching System) color, 194
point of purchase, 119, 120, 280
(Portable Document Format) pdf, 190, 242

The Portable MBA in Marketing (Hiam and
Schewe), 56, 317

positioning strategy, 50
postcard, including in magazine, 292
postscript graphic, 196
posture, signaling sale closing point 

using, 284
presentation, sale, 277, 284
press release

accuracy, 254, 255
brevity, 252, 253
contact information, 253
cover letter, 256–257
credibility, 253
e-mailing, 258
end, marking, 254
faxing, 258
following up, 257–258
graphics, 255
headline, 253, 254
hook, baiting, 254
letterhead, 253
mailing, 258
multi-page, 254
newsletter, using as, 236
newsreadiness, 254–255
newsworthyness, 253
paragraph structure, 254
persistence, 258
pitching, 255–256
printing, 253
proof reading, 253–254, 255
quotation, including, 255
rejection, dealing with, 258–259
sale lead, generating using, 293
self-promotional, 253
spacing, 253
spell checking, 253
storytelling, 250, 252
text, supporting, 255
timing, 248, 253
waiting overnight before sending, 255
Web site, listing on, 252
writing, 252–255
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pricing
coupon, cushioning price increase 

using, 221
creativity, bringing to, 21, 75–76
five-minute marketing plan price

assessment, 24
projecting, 42
promotion, 16, 21
quality, cutting price without hurting, 24
value, matching perceived, 11

print ad
magazine, 154
mood ad concept, 160–162
question, asking, 162
testing, 145
visual appeal, 154–155
wisdom ad, 162–165

printing
brochure, 189–190, 191, 193–194
business card, 177, 178–179
color, 194–195
cost, cutting by printing yourself, 321
coupon, 217
crop mark, 200
gripper margin, 190
halftone, 197, 199
inkjet, 177, 195
laser, 195
newsletter, 240
perforating mark, 200
photograph, 198–199
postscript, 196
press release, 253
RIP, 195
score mark, 200
Word file, sending to printer, 155, 190, 209

pritchettcartoons.com Web site, 169
privacy, respecting, 303
Process Re-engineering, 49
process sale close strategy, 284–285
product

assessing, 14–15, 20
benefit, practical, 11, 12
catalog, product information included 

in, 204
creativity, bringing to product offering, 21

defined, 16
emotional tie, 11, 19
gap between customer priority and

product, identifying, 65
gift, offering as, 322
innovation, 21, 74–75, 81
life cycle, 50–51
personality, 11, 141
positioning, 50
production cost, controlling, 324
quality, basing strategy on, 49
quality, customer perception of, 11, 12,

16, 23, 42
quality, cutting price without hurting, 24
rating by customer, 11
recall from advertising, 79
review by customer, 61
service, post-sale, 269, 270
strength, assessing, 14
Total Quality Management, 49
trial, offering, 320
uniqueness, 11
value expressed, 11

production cost, controlling, 324
professionalism, importance of, 289
profile, audit, 32
profit

coupon profitability analysis, 214–219,
221–222

incremental, 219
production cost, improving by

controlling, 324
promotion, 211–213

progress, emphasizing to generate
publicity, 248

projecting
price, 42
sales, 41, 52

promotion
assessing coupon promotion, 220–222
benefit, long-term versus short-term, 213
coffee card, 223
cost, coupon promotion, 215–216, 

217, 218
creativity, bringing to, 77
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promotion (continued)
cross-selling mechanism, coupon

promotion as, 221
described, 17
direct-response ad, 17, 107
discount, surprise coupon, 222
distribution, widening using coupon

promotion, 221
envelope, lumpy, 223
face value, coupon, 216
five-minute marketing plan promotion

assessment, 24
food, offering free, 222
goal, 17–18
graphic design, coupon, 215, 217
loyalty program, 223
misredemption rate, coupon, 218, 

219, 220
motivating retailer using coupon

promotion, 221
museum membership coupon 

promotion, 76
payment, deferring, 212
planning, 42, 213–214
price increase, cushioning using coupon

promotion, 221
printing, coupon, 217
processing, coupon, 218, 220
profitability, assessing, 211–213, 214–219,

221–222
purchase, encouraging bigger, 213, 318
purchase, encouraging repeat, 213
random coupon promotion, avoiding, 48
redemption rate, coupon, 217, 218
redesigning coupon promotion, 220
rewarding repeat business, 223
sale, promotion close, 287–288
sales, effect on, 213
sample, offering free, 292
testing coupon promotion, 216, 219
Web site, coordinating with coupon

promotion, 75, 221
Prospect Analysis Sheet (on the CD), 274
public relations

hiring public relations firm to generate
publicity, 248, 261

publicity versus, 247

public speaking, 264, 271
publicity. See also press release

advertising versus, 247, 261
budget, 251
customer, alerting ahead of, 246
described, 247
employee goodwill, fostering by posting

positive, 246
following up, 262
hook, 252, 254, 262
importance of your business,

emphasizing, 248
internal, 246
journalist, soliciting for, 249–250, 252,

253–254, 255–256
local angle, emphasizing, 248
media kit, 250–252, 255
newspaper article about your business,

245–246, 248, 249, 255–256
newsworthiness of your business,

248–250, 252, 253
payment, 247
planning publicity program, 262–264
progress, emphasizing, 248
public relations firm, hiring to generate,

248, 261
public relations versus, 247
public speaking, generating via, 264
storytelling, 246
television coverage, 246
timing, 248, 263–264
uniqueness of your business,

emphasizing, 248
value, assessing, 261

pull, advertising, 78

• Q •
quality, product

customer perception, 11, 12, 16, 23, 42
price, cutting without hurting, 24
strategy, basing on, 49
Total Quality Management, 49

Quark XPress software, 189
Question Preplanning Form (on 

the CD), 276
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questioning
advertising, in, 162
assumption, 85
confirming question, 275
exploring question, 275–276
marketing plan, question-based, 39
need-discovery questioning, 273–276
surveying customer, 12–13, 62–64, 67–70

quotation
advertising, using in, 116–121, 164
brochure, using in, 165–167
catalog, using in, 120, 165–167
celebrity quote, 118, 123, 129
credibility, creating using, 118–119
customer quote, 116, 118, 120, 126, 130
dictionary of, 166
editing, 126
employee quote, 123, 133
expert quote, 119, 122
headline, using as, 164
literature, from, 163
newsletter, using in, 165–167, 228, 235
payment, 123, 129
permission to use, 126–128, 130, 165
photograph, combining with, 130–131
point of purchase, making available at,

119, 120
press release, including in, 255
public domain, 165–166
soliciting, 119, 122–123
stopping power, 163–164
testimonial, 116–121
thinker, from great, 163
wisdom ad, using in, 163, 164–165

• R •
random marketing, 48
raster image, 196
Raster Image Processing (RIP), 195
reach, advertising, 148
Reader software (on the CD), 333
rejection, dealing with

press release, 258–259
sale, failed, 296–298

relationship marketing, 225
release form, photograph, 131
reminder strategy, 49
research, active, 61–62
RIP (Raster Image Processing), 195
Rocks, Celia

Brilliance Marketing Management, 14
Rocks Communications, 223
Web site, 208

Rocks-DeHart Public Relations, 118, 
129, 261

Rodale, J.I. (The Synonym Finder), 162
role model, creative, 83

• S •
sale

ad-to-sales ratio, 146
analytical close, 286–287
asking for business, closing sale by,

268–269, 277–278, 280–283, 285
body posture, signaling closing point

using, 284
brochure sale request, 281, 283
business-to-business sale, 286, 288
catalog sale, 280, 281
charity donation, offering for sale 

close, 288
collateral, 294–295
contact, initial, 268, 270
direct close, 280–282, 288
direct-mail, 280
efforts, closing using multiple, 280
following up, 269, 270
gift, offering for sale close, 288
language, signaling closing point 

using, 284
lead, 271, 291–294
need discovery, 268, 270, 273–276
newsletter, generating using, 271
payment, deferring, 212
personal selling, marketing compared,

279–280
point of purchase, 119, 120, 280
presentation, 277, 284
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sale (continued)
process close, 284–285
process flowchart, 269–270
projecting, 41, 52
promotion close, 287–288
promotion, effect on sales, 213
proposal to customer, 268, 270
public speaking, generating using, 271
rejection, dealing with, 296–298
scripted close, 283–284
service, post-sale, 269, 270
smell test, 288–289
steps in, 268–269
success, taking credit for, 297, 298
summary close, 283–284
telephone sales, 271, 272
trial close, 280, 282–283
Web site as sale lead source, 292
Web site, sale conducted on, 281, 283
wrap-up close, 283–284

Sales Projection Worksheet (on the CD), 
40, 52

sales promotion. See promotion
sample, offering free, 292
sans serif typeface, 191, 230
Schewe, Charles (The Portable MBA in

Marketing), 56, 317
scope of marketing, assessing, 28–29
score mark, 200
scripted sale close strategy, 283–284
search engine key-term listing, 71
segmentation, market, 51
serif typeface, 191, 230
7 x 7 Customer Satisfaction Survey (on the

CD), 62–64
sex in advertising

headline, using the word “sex” in, 109
photograph, using sexy, 110, 169

shareware, 333
signature, visual, 175, 179
simile, using in advertising, 156
simplicity strategy, 49
slashing unproductive program, 323
smell test, 288–289

software. See also specific software
freeware, 333
planning software, 37
shareware, 333

spec sheet, 184, 206–208, 294. See also
brochure

spell checking written communication, 253,
289, 295

spokesperson, 169
Sports Illustrated magazine, 288
stationery

color, 180
envelope, 110, 180–182
importance of good, 294
ink, 180–181
paper, 180–181

stock photograph, 154, 168
stopping power, 108–111, 163–164
storytelling. See also testimonial

ad series, telling story by installment 
in, 166

case history, 96, 101
direct-mail advertising, 93, 112
engaging audience, 91
fact-based appeal versus, 92, 94–95
hybrid ad, 95–99, 101–102, 107–108
newsletter, using in, 95, 227, 228
press release, in, 250, 252
publicity story, 246
sale collateral, as, 294
service quality, indicating, 134
Web site, using in, 95

strategy
analytical sale close, 286–287
auditing information, improving based

on, 47
brilliance marketing approach, 14, 45
choosing appropriate, 47–48
direct sale close, 280–282, 288
effectiveness-oriented, 46, 47
efficiency-oriented, 46
improving, 46–47
market expansion strategy, 51
market segmentation strategy, 51
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