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| Preface

Like most of you, the author of this book is not a creative genius. Unlike most of
you, he has been fortunate in working for three decades with eccellent coaches who
shared their advertising and promotion know-how with him. 1t is as a thank you
20 them that he now shares that know-how with you. It wasn’t bis to begin with.

It’s only fair to pass it on.

This book is a step-by-step guide to the creation or supervision of the most widely
used advertising and promotional activities. Four kinds of audiences will find it
particularly helpful:

1. The business, corporation, or organization that must do its own advertis-
ing and promotion.

2. Persons newly appointed or promoted to positions in advertising, promo-
tion, marketing, or marketing services with little or no experience in those
fields.

3. Managers with supervisory responsibility for advertising and promotion.

4. Adult education and in-house training directors who find traditional
textbooks unsatisfactory for their needs.

The book works equally well as a blueprint for the do-it-yourselfer, amateur or
professional, or as a checklist for managers and supervisors. It is not a complete
“course” in advertising. Each chaprer covers a specific type of activity or project and
is complete in itself. It focuses on just those things you must know and do to
accomplish that specific objective—produce an ad, prepare a catalog, supervise a
television commercial, etc. Ordinary English is used as much as possible. When
technical terms are introduced, they are defined immediately, in context. Like every
other profession, advertising has its own language, and certain “ordinary” words can
prove confusing to the uninitiated. (“Light” for “‘short” in advertising copy was my
first such experience.)

ADVERTISING AND PROMOTION

Since “advertising” and “promotion” are often used interchangeably, even by
professionals, some definitions may be helpful.
In ordinary use, “‘promotion” is everything that is done to help sell a product or
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service in every step of the sales chain, from the presentation materials a salesperson
uses during a sales call to the television commercial or newspaper advertisement that
tries to get the customer to think favorably about what is being advertised.
Technically speaking, however, “advertising” is responsible for “space” or “print”"—
that is, newspaper and magazine ads, radio and television commercials, and direct
mail and other “direct response” activities, plus catalogs and billboards. “Promo-
tion” is responsible for everything else in this area except public relations and
publicity. These last two may be assigned to an independent department or to either
advertising or promotion, depending on the organization of the company or organi-
zation. Since job titles and department designations are quite arbitrary, a detailed
job description is highly desirable to avoid turf battles when more than one person or
department does any of the above.

Throughout this book, you will find “insights” that are meant to be both aids
to memory and actual guidelines to action. Since many of them are applicable to
more than one type of project, please browse through these pages and read them all,
even if the help and information you need are contained in a single chapter. For
example, here are the “Three §'s"—the insight that is basic to all of the how-to
knowledge you will find in these pages:

INSIGHT 1
Keep it Simple . . . keep it Specific . . . and you're likely to keep Solvent.

You won't go far wrong by sticking to these three!

ADVERTISING, PROMOTION, AND
MARKETING, OR “NO, VIRGINIA,
THIS IS NOT A ‘MARKETING’ GUIDE”

Before Professor E. Jerome McCarthy discovered the Four Commandments—or the
“Four P’s,” as they have become known to several generations of students and tens of
thousands of marketing professionals—"“marketing”’ was very much in the same state
as sex before the Kinsey report. Most people did it sometime, although they weren’t
sure whether they were doing it right or how it compared with their peers’ successes
and failures. Marketing, like sex, lacked academic rigor.

Professor McCarthy should probably be credited with codifying the discipline
of modern marketing, which focuses on giving customers what they want, rather
than limiting their choices to what a supplier wants to produce. It was McCarthy
who recognized that marketing consisted of four subdisciplines and categorized
them as the “Four P’s”: Product, Price, Promotion, and Place. The last is really sales,
but needing a fourth “P,” he decreed that how something got to market and where it
was sold—the Place—would be accepted nomenclature. And it was so!

Under this marketing theory, Product is the definition or factual description of
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the product or service, not its engineering or manufacturing. Thus, Marketing
might decide that an automobile would look like 2 Mercedes, have a top speed of 100
miles per hour, sell for $12,500, and pass a standard crash test in the top 10 percent
of its class of cars. How this was to be achieved was a problem not for Marketing, but
for Engineering, Manufacturing, and Finance. Marketing also determined basic
promotional policies and budgets and decided whether a product would be sold
directly, through a wholesaler-retailer chain, door to door, by direct response, or any
other way it was to find its Place for the final purchaser.

Probably McCarthy’s most important insight was that profét is not a function of
marketing. Marketing designates the quality of an item and the price needed to sell.
Considerations of profit must not be permitted to dilute these attributes. Aston-
ishingly enough from the outsider’s view, the system works, with America’s tele-
phone and computer corporations and Japan's automotive industry just three of the
more obvious examples.

The foregoing is a brief distillation of what $10,000 will purchase at one of the
better known business schools. Always remember: You read it here first!

Why This Book Isn’t “Marketing’”’

Do-It-Yourself Advertising confines itself to the third “P,” Promotion, with just
enough of the others to provide context where required. Literally hundreds of other
books exist—many of them quite good—to help with Product, Pricing, and Sales.
For the beginner at creating or supervising advertising and promotion, however, the
choice in guides is much more limited. I believe this book meets that need better
than any of the others.

HOW TO USE THE CHECKLISTS IN THIS BOOK

The checklists in this book are practical for individual do-it-yourselfers, for multi-
person staffs, and for working with outside resources. They are suggested models
only, however. Modify them to fit your way of working and your needs.

Items on each checklist are numbered for ease of reference. (“Let’s look at line
17,” rather than “Everyone find the line on production costs.”) Items are annotated
following each checklist, with the exception of four annotations that would repeat the
same thing throughout. To save space and repetition, those annotartions are given
here:

*  Project title/description. The #itle is the project name or headline. The
description is a brief definition of the project, for instance, “32-page, two-
color catalog” or “20-foot convention display” or **V/2-page local shopping
news ad.”

®  Overall supervisor. The administrator who assigns responsibilities and,
where all else fails, resolves conflicts.

¢ Budget. How budgets are set and approved can have a major impact on the
time needed for a project. Allow for this in determining the next two
items.
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*  Start-up date/completion date. Determine what “completion’” means,
and note that on the checklist along with the date. Now work backwards to
a start-up date that’s practical for getting the job done. The start-up to
completion is your time frame; what happens within that frame is spelled
out in detailed time lines.

Assigning Responsibility

Begin by filling in the checklist with all the known due dates of the project, plus
other information available to you. In organizations in which others are involved in a
project, try to get the key persons to a single meeting to set the schedule. If that
proves impossible, circulate a clearly marked Preliminary Working Copy of the
checklist, with requests to provide missing data and to keep everyone informed. Due
dates assigned to particular persons and departments should be highlighted on those
persons’ and departments’ copies. If any of the assigned dates present a problem to
the person to whom they are assigned, that person must contact the project manager and
negotiate a workable schedule. Give an absolute deadline for when the schedule must
be approved or renegotiated by everyone involved, and get the approval of that date
in writing! Based on those negotiations and agreements, issue a Final Checklist.

INSIGHT 2

In assigning due dates, always assign a specific calendar date. Do not permit comple-
tion “ASAP" (as soon as possible). ASAP most often means NEVER.

Make “Final’’ FINAL!

If at all possible, avoid issuing revised “final” checklists; they are an invitation to
make all future finals translate to “preliminary.” But if you absolutely must do so, be
sure that the new checklist is dated and clearly marked as “Revised” and that the
original “finals” are equally clearly marked as “See Revised Copy Dated

Remind everyone that getting something perfect is no substitute for getting it done!

»

NOTE: The checklists in this book ate copyrighted. They may, however, be repro-
duced for personal use. For ease of use on standard 8Y/2" X 11" paper, copy them at
135 percent of their printed size.
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