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Evaluate promoiional effectiveness..
Plan a community relations program,
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@ Define the concept of promotlon -

BEFOREYOUBEGIN... - R

- —_

Consult -the Resource Guide for mstructmns if thlS is your-first PACE unit.

Read the Unit ObJectlves on the front cover. If you think you can meet these obJectlves now,

consult your mstructor A . |~

These objectives were met at Levels 1 and 2;

>

Level 1-

v .
a

’

L Compare the major methods of prqmotlcm used by small busmesses

e Describe.the relatlonshlp between promotion and other business decisions

v . ‘ , 4

® List the decisions that must be made when completing a pfomotional plan

e Justify the importance of a public relatiéqs program for a small business

s

Ifevel 2-

e

-

e Develop promotional skill . ' | . -

e Describe advertising and sales promotion techniques: 7
- . . ~

¢ Identify cost factors.in the selection of alternativg promotional methods

H
¥

¢ Identify sourcgs of promotional assistance and information

N ~

~ @ Identify the objectives of a public relations program )

If you feel unsure abeut any of these topics ask’ your instructor for materials to review ther‘n.

Look for these business terms as you read this unit. If you need help with their meanings, -

turn to the Glossary in the Resource Guzde .

advertising specialties headline - o ' \ .
broadcast media logo ' e
commercials market : i
company publications ' * print media .o -

copy - o ‘promotional plan e ‘ .

direct mail




PROMOTING THE -BUSINESS

WHAT IS THISUNIT ABOUT?  An experienced businessperson once said, “I know- that half of m T
! .promotional dollars are wasted. I'm just not sure of which half.” 3’ghat ‘

statement illustrates one-of the major problems associated with
promotional planning. Because the direct.and immediate results of
promotion are difficult to identify, businesspeople may face problems .
K J ' . in developing promotional budgets and selecting promotional -

activities. The often “intangible” nature of promotions sometimes

srequires you to have confidence in decisions and stay with them even

. though immediate results are not seen. N ’

\

Promotion is used to project an image of a business to prospective
customers and to provide information‘that helps customer; make
buying decisions. Consumers often take a great deal of time in
‘gathering information before they make the decision to buy regularly
from a business. If they can’t get the necessary information or if they
get information that'is contradictory, they are not likegy to make that
commitment. - . .

-
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WHY IS A LONG-TERM PROMO- ¢  Gerry and Shane liked to’edt dinner at local restaurants two or three
*" TIONAL PLAN IMPORTANT? times a month. While they would go to several restaurants, their
« favorite was the Grande Junction. It was a small restaurant that
- <) featured a changing menu and a good wine list. In additionto the
‘ , 71 menu, Gerry and Shane like the high level of service and the rather
A A : formal atmosphere. Even though prices were higher than-other
businesses, the ¢ouple would. dine at the Grande Junction at least once .
a month. L -

_ w The management of .the Grande Junction’became coupcerned when two
N\ : new restaurants prepared to open in the city. Because they were
' afraid the competition would take away some of their business they
planned a n\‘e‘w strategy. They decided to run twice as many
adVertisements and to try to attract more families in order to
increase the sales per table, Because.they also decided to reduce - |
“o prices for two months as a spécial incentive, they included ten - ;

y L

’ L percent discount coupons in the ads. -
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HOW ARE PROMOTIONAL
BUDGETS DEVELOPED?

° M -
Ny

.

_service. They. decided, however, to continue going to the restaurant.

[} ., -

Gerl:y and Shane were a bit concerned when they saw the promotion.
They were afraid too many people would start coming to their

. favorite restaurant. Families mlght change the atmosphere, and the

lower prices might mean a change™in the meny or lower quality

’
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After one month the restaurant management decided they couldn't
contmue the discounts because of falling profits. They dropped. the
discounts but contlnued the advertising because it appeared that new
customers were coming as a result of the ads. Shortly afterward, new
customgrs who had used the coupons stopped connng to the -
. restaurant. Gerry.and Shane were even more confused by the new ’
pricing pohcy and started to go to other restaurants more often.

Sometlmes it may be hard to believe that a small change in

~ promotion ¢an have a  great effect on the success-of a business. If a

company makes a poor promotlonal decision but readjusts it quickly,
it will probably have little negative effect. As you can see from the
Grande Junction example, however, some promotiofi decisions can
easily create long’-tegm problems. In addition, a bfisiness that makes
promot10na1 changes’to solve short-term problems often contlnues to -

-+ use promotion in the: same way—that is, to solve short-term problems

‘only. , )

-A business needs to avoid the problems that might be created when
promotion is not carefully planned. As with other marketing
decisions, adyertising skguld be planned for a long period of time—
six months to one year-®ven though it-is often tempting to use
promotion to solve short-term problems. While there needs to be some
flexibility in all marketing decisions, one element should not be )
changed w1thout con31der1ng the 1mpact of thIS element on all. other
elaments. '

.\\

Promotional budg‘ets can be déveloped in one pf two ways. Man;y7
businesses determine a maximum amount th/t can be spent on

p._romotlon it the g(nme time they are develop ng other parts of the

: ) N , . , Ve
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this way. Experienced businesses can look at past budgets to help set~

- current amounts. Of course it will have to be adjusted if major

changes are made in marketing strategy. New businesses should seek
help in sétting the first year’s promotiontal budget. Several business
publications and professional organizations publish average budget

figures for many industries. Although indpstry averages should be .}

treated carefully, they can provide a reasonable basis for planning.

A secondsway of budgeting is to plan .the'specific«pro‘motional )
activities first: After the company has decided what activities.are
‘neéded for a given time period, it will be much easier to total the

-

costs necessary to complete the planned activities. If at the end of this- -

process it appears that the budget is too high, it;{nay be possible to
find less expensive ways {o-complete some activities. If that is not -
possible #the activities will need bo,be evaluated to determine which

can be delayed.or eliminated. . .

: o . \ : “
WHY SHOULD YOU PLAN A Before you think about developing a promotional plan, however, you
. PROMOTIONAL PROGRAM? . must first understand the value of a promotional plan. How do you

feel.about promotion? Is it an investment, or just an expense? Can it
be+used to build your company? If your business is already ’
established, you may have already formed 6pinions on the following
questions. If you are just thinking about opening a business, you

_budget. It is difficult to determing the correct amount for a budget in *

probably don’t have any idea about the answers to. the ‘questions. Byt s., '\

3

no matter what your situation, think about’the following factors v

i

before you make any déc}i)sions on advertising. Write your answers (or - .,

thoughts) on a separate piece of paper so.that you can begin building
your busjness’ promotional philosophy. )

7

. ® Hasyour business bleen"growing each year? )
" l. | ) ,
e Can you predict, with reasonable accuracy, what next year’s
sales and profits plan will be? . :
® Areyou aware that promotion includes the oordination of all
advertising and selling functions (such as window apd in-
store displays?, ¢ -
e Do you set aside time each mgnth to make promotional plans?
e Do you have figures on how much you-invested in promotior
- : during each month of the previous year? - - R
, .

e If you answered yes to the prévious question, do you have any
gures that indicate how well your promotion achieved its
- Tobjectives? « . ‘-

. : » -
e Does your promotion focus on the Business image as well as /
.1 specific products and seryices?

\ - V'

¢ .Do you know the mount of sales that\qther businesses like
yours invest in promotion? / ’

+
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WHAT ARE THE STEPS IN

DEVELOPING A LONG-TERM
PROMOTIONAL PLAN?

e Do you know how bo prepar an effectlve promotu)n and to -
check on the results it brmgs.

If you answered “yes” to less than four questions, you're not aware of
~ the fact that a well- -planned promotion program can help you improve

your businéss.

If you checked between four and elght yes” answers; you probably
have a good idea of the value of promotion. Even so, you may want to
check your current program against the planning steps that w111 be
presented in this PACE unit. o

Before you think about des1gn1ng or implementing g promotional
program, however, you must first understand the e of the .
promotional plan to the small business. Take a look’ af.your o

knowledge of premotion by answerlng the followxng questxons -

}‘he promotional plan is based on ‘the answers to these five questions:

1. To whom do we need to communicate?

2. What information do consumers rieed to make a good
decision?

3. What method(s). will be most effective? ‘
4. What media should be used? '
5. How much money is needed for effective prornotion"

The following outhne suggests the steps in developing a long-term -
promotional plan. It begins with the broad marketing strategy and
ends with a promotional calendar’and a detailed budget. Information
should be gathered for-each of the items listed. You may need help in
gatherlng information for some of these steps.

PRQMOTION PLANNING OUTLINE

Step I. Market Characteristics
~ A. Describe ¢urrent customers -

B. Describe prospective customers - - " -
Ste/p II. Environmental Factors Affecting Promotlon ~-
A. Laws o :

»

B. Economy
C. Consumer perceptions of promotlon (llke and dislikes)
‘D. Technology (production processes, cable TV, and S0 on)
Step II1. Competitors .
A. Names, locations, marketing mixes
B. Strengths and weaknesses
Step IV. Business Description .
. Owner’s goals ' ] S
B. Marketing mix (product, price, place, promotion)
C. Business strengths apd weakensses
D. Anticipated changes ‘ ‘L .
. E. Marketing goals ) . Ce
3

a
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.Step V. Promotional Planning Factors : o
, . A. Unique customer groups .
' 1. information levels and needs '
2.* information sources used '
. 8. buyer behavior o
. B. Cempetitors’ promotional behavior

v ’ -1, product information provided )
’ : 2. brand information provided _ - ' _
) 3. emotional/rational appeals . i .
4. methods/media used . '

€. Methods/media available. : ' e
. 1. strengths/weakenssés of each .
2." costs to use ‘ .
‘ 3. experience and skill in using ¢ach
L\ » D. Estimated budget available _.
Step VI. Promotional Objectives

od/n;edium

' Step VII. Information to be Communicated
Step VIII. Methods to be Used (selling, advertising, sales promotion, .
Dt publicity) ) ‘ .,
‘ A. Objectives for each method S
N o B. How method will be used :
: C. Customer group to be contacted.” ., -
D. Relationships among methods - - ’ . @

. Step IX. Media to be Used
‘A. How each medium is to be used
B. When each medium is to be used
C. Relationship among media
Step X. Preparation Requirements
~ A. Time required for preparation
B. Cost of preparation .
C. Who will prepare the promotion
D. Training requirements (selling, display, etc.)
- Step XI. Promotional Schedule (calendar of activities)
. A. Planning : B .
B. " Implementation ) 0
' C. Relationships among method and media schedules -
Step XII. Final Promotional Budget
. ~ Step.XIII. Methods of Evaluating Promotional Activities\

The outline may suggé—s_t\that promotional planning is‘h very chmplex
~ process. For a‘highly competitive business.or a business that has v
several unique customer groups, a changing marketing mix, or \uses
. several methods and media, it can be compliéated. It can also require
’ a great deal of planning time. For other businesses, it is not that
difficult. Experience:in promotional planning will make the task
much easier. Steps'] through V in the outline are attually completed
in the Marketing Plan. They simply need to be reviewed at this time.
#&fthe remaining steps are too time consuming or complex, the
business owner may want to use an advertising agency or other
promotional expert. . '

v

HOW DO YOU DEVELOP A Now that you're aware of the steps involved. in a long-term

MARKET PROFILE? promotional program, examine your market profile. A market-profile
will help you decide who you are (in terms of your company’s

L4




~ Why Don’t People Buy from Me?

P

L

products and serv1ces) and who your publw 18 (in terms of

* customers). The followmg profile “checkllst” will. help you 1dent1fy

where you stand in the world of buyers and sellers

| pr. MARVO'S
M gf* cLE,

How Do T Compare wnth Competltors" L e .

Aml prlced competitively? Or do I stress qua11ty and service?
How do my pro uct lines compare to those of my competltors?

What Selling Techmques Do I Use?

" Are my employees trained to sell related items? To se11 hlgher- =

profit lmes‘2 Or. are they just friendly clerks?

\ : ‘Y

~

What Customer Serv1cesd Dol Feature"

Do I extend credlt" Do I deliver? Do Io er a mdney back .
guarantee or item substitution? Do I repair merchandise? Dol -
stay open nxghts" Do I offer adequate parkmg” . \

Am I Accesslble to the Public? \ = )

Aml located on a busy streef thh lots of trafflc" Or do I have to .

puld people to an out-of-the-way location? Am I long-m-busmess
* and well-known? Are there many people who still don’t know me?.

. Who Makes Up My Market" Co. . . . .
8 [
‘Do I sell tgo men" Women? Te'e;nagers" Tots? Do they have unlque
-tastes? Are my-customers’ incomes-high, low, or average? Are
‘more young families with more children moving intc my
neighborhood? Do they all live near the store? Within a one-mile
radius? Do they come from all over the city?.

Why Do People Buy from Me?
v Do I know why my best customers contlnue to buy from me?

Have I asked them why? Do they like me forreasons that could
be featured in my promotion?

Do I know why people have stopped buying from me? Havel ¥

L

ever asked customers who stopped why they quit shopping at my

(g}




.

.HOW IS A PROM‘OTIONALPLAN
‘ DEVELOPED"

"

HOW MUCH WILL YOU SPEND
. * ON PROMOTIONAL
ACTIVITIES?

L

WHEN SHOULD YOU USE .
‘ PROMOTIONS?

<

store? Do I take an objective look at.my wmdows my displays

counters, lightmg" Is the store clean? Are the employees R

courteous and well mformed" ‘

Now that you know what your products are, who your customers are,
and where they're Jocated, it's time to begin thinking specifically
about promotion. Before you actually begin advertising;"you must

. take the time to create a4 promotional plan.

The only way you'll be dbie‘to take full advantage of every selling
opportunity is by planning your strategies in ad,vance Advance
planning will help you keep track of where you're going and which
promotional tools you should use. For those of you who are already in
business, start your promotional planning by looking at last year’s -
sales activities. Write each: month s-sales down."Thén figure what has
happened each month: If you're not already in business, project what '
your monthly sales activity might be based on the product you want
to-produce and the market that might exist for it. )

With this information, decide what your sales goals for this year
should be. Also be suire to make adjustments for any factors that have
changed during the past year Some of these factors ni’ight include—
¢ changes in the size of your customer population ,

changes in your cistomers’ incomes; \ NENEE
changes in your customers’ employment ‘
new or expanded departments in your store;
changes in prices; :
‘the amount of stock you have on hand;

what competitors are doing;

[ 2N B B BN BN BN J

Your next step is to decide how much'you want to invest in
promotion..Your goal is to match promotion with sales opportunities.

Use the followmg ‘profit pointers” to check the feasnbility of your,

planned budget Remember that— .

L Stores in 1ess favorable iocations usually need more promotion

o Stores that are “new or expandmg also need more promotion
. & Strong competition raises the size of the budget needed
e Spécial dates and events offer additional promotional
opportunities

In decidmg when to emphasize promotion, look at your monthly sales
records first. Determine when promot;onal help will be needed to
tattract customers..Schedule some promotlons to corres with
these tlmes ertgihese figures down in a clear easy to read styie

.

.Be sure«to keep all your figures and estimates in a’safe place. If you
+ do, you can go back to them each year to compare sales and -

advertising results and to see if your planning and strategies were

e
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s . correct. If they werent your. figures will help you see where there’s
© room for 1mprovement ‘ e W
: HOW DO YOU DECIDE WHAT One way of planning your promotlon_s for each month is to distribute
. TO PROMOTE?  your dollars according to the importance of a product or department.
To do this, you'll first have to determine the relative importanae of
. each product or department. Then you can assign the number of
promotlonal dollars accordlngly
. : ‘ Using thas type of planning is one good way to develop your \
- prometional budget. You can vary your budget according to things
‘ such as— - .
+ departments (or products) that are the present months
“heavy traffic pullers”;
¢ departments (or products) where clearance is needed because ?
the buying season for this particular merchandise is nearly
over; .

v e

v

o L “sleeper” departments or products that are expected to sell
" well, but do not show this pérformance in last month’s or last

i year’s figures; NS
- Ve : ' ® néw or expanded departments (or products) that need ,
N , . addltlonal promotion. '

Some business owners use a day-to-day calendar to jot dow&n facts -

. about business operations on each day, the daily sales, and'the o

. ‘ weather conditions or other factors that could ranuence the
' ) performance of promotion. : \

Using a day- to-day plan, allows you to schedule. any spec1a1
» promotlons that you might want to take advantage of— ¢

wF

L payroll days of important firms,

NN ' ¢, days of the week in which traffic is heaviest,

_ ) o .. *_ e night openings,

.
N

national and local events offering tie-in possibilities,

5

¢ new merchandise or expanded departments,
N . >
price changes and,

4

+ @

your stock on hand. .

$ WHAT TECHNIQUES SHOULD The 1ncreasmg complexxty of the small business world—rapid
BE USED TO PREPARE growth, diversity of competition, changing customer shopping habits,
ADVERTISING?  gpd the continuing squeeze on*profits—has made it vitally important
PR that businesses get as much value as they can from their -advertising P
* inve$tments. In the previous sections, you have developed a good /

AR Y
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‘ \‘background for getting thi E?Qalue by estabhshmg strong marketmg

.

-~

and promotional plans. Planning sales activities is discussed in
another PACE unit. The following sections will give you ideas on how
to improve your advertising efforts by learning how to develop
effective advertisements for print or broadcast media. In most cases
you should try to get professional assistance in developing .
advertisements. .

[

~

b

~—

MON,

TUES,

THURS. | FRL SAT. SUN,

F _ WHAT ARE SOME GENERAL
. 'GUIDELINES FOR PREPARING
ADVERTISING COPY?

1
s

(A

~

‘"HOW ARE ADVERTISEMENTS
PREPARED FOR PRINT

*x‘,} ! MEDIA"

P
VgL
"

[

Figure 1. "Planning Calendar o

If you decide to ‘write your own advertlsmg copy; the first thlng to
remember is that wrztmg good ad copy is not easy. Even if you have |
had specific trammg in communijeations or joutnalism, you're
-probably going to feel anfry and frustrated at one point or another.
But don't let- these feelmgs slow you down. Write what customers need
to know. Write thead in terms and*words that you understand. Don't”

H try.to be technical or sophisticated. You want the ad to-be clear and

easy for, your customer to read.
Remember-—good ertmg doesn’t have  to be taught. It can be -
developed by experience. Practice your writing whenever you can.

e

Use the following guidelines when writing any kind of advertisement.

A written advertisement involives ﬁreparing four major elements: the
headline, illustrations, the copy or mformational content” of the ad,
and the logoty’pe

The headline must attract attention, arouse interest,.and motivate the
reader to read the copy. It must be dlreotvd right at the reader. The
, more effective headlines usually ask a question, state a major selling
pomt or make a suggestion or statement about the major beneﬁt of

the proditct. They,are short, 31mp1e and direct.. - .

/

t
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HOW ARE 'ADVERWENTS'
PREPARED FOR RADIO?

<

‘v~ HOW ARE OUTDOOR ADVER-

TISEMENTS DEVELOPED?

3

. The old adage “a picture is worth a thousand words is true of an
illustration that appedls to your customers. An attention getting
illustration that relates to the product and customer needs will sell
goods faster. People are often more impressed by what they see than
by what they read. Sometimes tﬁé‘*illustration is used to direct the
reader’s eye to a particular point.

)

Writing coziy is a )ie art. Copy s}(ould be written'inalanguage that is ..

readily understood? The reader must feel the advertisement is
speaking directly to him or her. The copy, should contain the.
pertinent facts regarding the product, such as the benefits, sizes, -

styles, price, and thé information that will help the ciistomer make a

decision to buy.

\ St

The logotype is the identifying mark of the business. It can be an
emblem, a trademark, initials, or symbol. It should make the

customer recognize which business is doing the'advertising. It should ,

be used consistently in advertisemgnts so that it will'be remembered.

14

If you decide to use radio advertising, the station’s advertising staff
will brobably write the ad or “spot” for you. When evaluating the
effectiveness of their work, use the following guidelines y
o Were the words used selected for their sound value" ’
_ /
° Ar&statementsas-sxmpleand—short—as—posmble”“ - -

e Issincerity evident in the selling message? s

p .
‘® Is the copy fast-moving, friendly-renthuSiasﬁic and
~ convincing?

e. Is repetition used but not 0\7erused?

o2 Did you say just enough bo make your message effective?

4

® .Does your spot talk to your customer in a sincere way?
member this is a personal conversation—be friendly, not.

irritating
o _Does it tell a complete sbory? - 2

® Does it embhasi'ze important features and benefits?

In evaluating copy for an- outdoor ad, follow many of the same rules
you did for the print and b’roadcast media Keep your message ,

simple, personal, and sincere. But don’t forget that you need to pay
attention to some of the special features of outdoor advertising: .

° The ad copy must be bold, simple, expresswe, and suggest
action !

~ .,

!

® A message is being flashed to a mind; it must be memorable.

.
b'.('—:t

o N . -~
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- e Eliminate details. Give just one or two.

:  ® @Give your strengths great prominence.
P e o Givey gths great p .
, ¢ Use color and illustrations for high attention and interest. )

HOW ARE DIRECT MAIL ADS As you-may already know, the types of direct mail advertising
. ~ PREPARED? available to the small business owner vary from a hand-written
postcard to a 1,000 page catalog. But no matter*what form of dlrect
mail you choose, you should be sure that the material— -

PERd) p

® " attracts attention in an inoffensive way

e is easyfo understand;

'S 3

. ’ / 3 conveys important ideas imrﬁediately;

! h e~ requires action by the customers, but action that they can,
‘ ) - easily take, :

- ¢ has an attractive style and format.

You'll also have to be careful in designing or buying a mailing list for
your direct mail ads. Remember that on the average, one out of five-
families moves each year. Be sure that.the people you sen{ your
. materials to are potential cistomers. Also be sure that your list is
, . accurate, complete, and up"to date. i .
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. HOW DOES COMPETITION Because you have taken the time to develop a good promotional plan,
AFFECT THE PROMOTIONAL your business will be prepared to make the best use of {ts promotional
PLAN?  budget. And because you have been careful in making this plan, it’s
probably not a good idea to change it unlesssmajor problems occur. In
o order to make sure your promotional plan is correct and operatmg as
scheduled, you should evaluate it frequently.
v
- Every business should watch its competitors’ promotional activities.
Studying this information can help you understand not.only your
- competitors’ weaknesses or strengths, but also y\lx}r own weaknesses
and strengths.

One way to study your competitors’ promotional activities is to collect
o _ copies of their advertisements and publicity releases. You should also
identify and evaluate their public relations activities. But.be careful
how you use this information. It is easy to overreact to changes in '
your competitoxs’ promotional activities, Remember that a ehange in
promotion by jfself will probably not’have a big effect on~competition-
in the long pdn. But if a competitor begins making changes’in his or
her markefing mix, or if the promotion is directed at a strong point.
of your btsiness, watch the change carefully and be prepared to
velop counter promotion or other marketing strategies. .

HOW EFFECTIVE IS THE In addition to watching competitor’s promotions, as mentioned
PROMOTION? ,  earlier, you'll need to evaluate the promotional activities of your own
-business. If your promotional objectives are-writtenminmspecific terms




2

HOW CAN ADVERTISING BE
EVALUATED?

L

it won't be dlfflcultto evaluate them. For example, if an objective of . .
a profmotional activity is to fncrease the number of customers coming
into the business, a count of customers will indicate its success. . S
Another obJectlve may.be to have prospective customers undeirstand
the three major advantages of a certain brand of product. A survey-of
customers (formal or infornial) can help to evaluate the objective.
&
Some businesses use changes in sales to evaluate promotlom Use this
information carefully. Changes in sales (either increases Qr decreases)
may result from'many things in addition to promotlon
> v
The following graph of percentages of expendltures on advertising
shows an evaluation of advertising matched to monthly sales. By
reviewing actpal sales each month, you'll be able to evaluate the-
effect of uneven advertising expendltures on customer purchases
from your business. Remember, however that other factors usually
affect these sales. ‘ .
L 4
' THE FUTURE CORPORATION S
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In evaluating your promotional program, it's a good idea to look not
only at the entire program, but also the separate components of the
program. One of the “separate components” of your promotional plan
is your advertising. ‘ .

A sample evaluation form for & retail store follows:

__ COPY AND LAYOUT CHECK LIST
Easily Retognizable Style, - ' .

——— Simple Layout ¢

— Price or Price Range (if a marketing streng’th)

‘e .

°
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~ ' ' Branded Mérchandise

Related Items .~ ‘ ®
Y Urge to Act Now )
) o Store Adgress, Telephone ‘,
& . . o v
e Store Hpurs ‘ - T
/ , ' - Factual, Straightforward
® . .« . . ¢ .
Everyday Language L 4
‘ . Specific, Not Generalized
‘ ’ 2 N Excessive Claims
’ Hereare the specifics for evaluating print ads.
\ ’ Check your headline. Make sure it gets the reader’s attention. Make
) sure it is short, easy to read, and well worded. Make sure it will -
L — %amuseyeupreadex:& mterestrstlmulat&them imagination, and .
promote action. ” ,
Check your illystration. One of the jobs of the illustration is to
simplify the copy. Pictures make the ad more understandable, easier
to grasp. This is one of the best ways to arouse interest. -
)Zheck our copy. Is it true? In order to establish confidence (a
prerequl%te to buying), the facts must sound true. Most readers have had
' so manyt“superlatives” thrown at them in current advertising that
skepticism <d¥minatés their thoughts. It is up to your copy to subtly
reassure them that they are getting the fruth and nothmg but the truth.
s Whatever you do, your message must sound eredible to them if you expect
to sell them. . .
- ’ . In evaluating broadcast promotion, you should be sure that—
by ® words are selected for sound valug; 4 ’ ‘
: e statements are simple; -
o™ - .
o ‘ : e sincerity is évident; I/
: e copy is fast moving; i )
. . , ® repetition is used;
- “ ‘e message is presented effectively;
e message is personal for the listener but not irritating; |
’ |
‘ ® annduncer or ¢ast shows enthusiasm;
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® message is truthful;
e copy tells a complete story;
- o the copy answers the cilstorner’s questions:
~You can check broadcast media—radio and TV—i)y directing
_ customer action.-Suppose, for example, that you advertise an item at

20 percent reduction. Your radio or TV ad might say something like
this. “Come in andtell us you want this product at20 percent off.”

You can compare these 'responses with results from your “20 percent -

. off” newspaper ad. Require the customer to bring in the newspaper
ad—or a cdupon from it.

Some of the ways to vary the copy are: a combination of brand names
with a word or some words indicating the product type; picture
vgriations; size variations; and color variations. You might use the
last three to check your prmted ads against each other as well as
against your radio and TV ads

In evaluating your direct ma11 advert1s1ng, you should check for the

fallavnin

-

oniOw ulg.
‘

® Are your materials simple to understand?
"o -De they convey major ideas?.
o Is the format attrective? “ '
® Is the material personali:led?
® Does the material require the. customer- to take action?”
® Does the rrlaterial tell the co‘m‘p')lete story .of yeur,produth
. Also, be sure'to check the effectiveness of your mailing lists. Are the

pegple included on these lists potential customers? Are the addresses
complete, accurate, and up to date? Are you timing your mailings for

the best results possible? If you forget to pay attention to such details,

you're probably going to have a lot of “waste” circulation. * 7/

Tests for immediate response ads. In weighing the results of your
immediate response advertisements, the following devices should be

helpful: £ ,

»

Count coupons hrought in. Usually these coupons represent sales of
_the product. When the coupons represent requests for additional-
information or contact with a salesperson, were enough leads ”
obtained to pay for the ad? If the ¢oupon is dated, you can determine
the number of returns for the first, second, and third weeks.

Evaluate requests by phone or letter @rmg‘ to the ad. A
“hidden offer” can cause people to call or write. Include—for

v

f

example, in the middle of a paragraph—a statement that on request

o : o !
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the product or additional information will be supplled Results will be
checked over a one-week through six-months or twelve-months period,
because this type of ad may have considerable carry-over effect. .
Monitor split runs by newspapers. Prepare two ads (different in
’ s some way you would like to test) and run them on the same day.
) Identify the ads—in the message or with a coded coupon—so you can
" tell them apart. Ask customers to bring in the ad or coupon. When
you place the ad, ask the newspaper to give you a split run—that is:

, to print “ad A” in part of its press run’and “ad B”. in the rest of the |
run. Count the responses to each ad. .
Determine sales made .of particular items. If the ad is promoting a
bargain or limited-time offer, you can consider that sales at the end

/\ of one week, two weeks; three weeks, and four weeks came from the

-2 . ad.You need to make a judgment as Yo how many sales came from

/ normal display and personal selling activities. .

* Check store traffic. An 1mportant function of advertlsmg is to build
L store traffic which results in purchases of items that are not g
. . advertised. Pilot studies show, for example, that many customers who

were brought to the store by an ad for a blouse also bou e
——handbag.-Some bought the bag inaddition louse, others

instead of the blouse.

. You may be able to ask a local college or hlgh school nmarketing and
- ( " distributive education class to check store traffic. Class members
could interview customers as they leave the store to determine: (1)
“which advertised items they bought, (2) what other items they
bought, and (3) what they shopped for but did not buy.~ :
HOW SHOULD PROMOTIONAL °~ Be sure to evaluate what your promotional budget costs as well as ,‘ |
BUDGETS BE EVALUATED? what it contains. You may need to adjust your actjvities if thelr cost
: * is running higher than originally ant1c1pated . "o

St - ' For example, if the Fortune Corporation continues to spend money on
\ " advertising when sales are not as high as expected, they will have to_
N reduce their exp?zdltures or face a decrease in profits. If this appears
. . to be only a short-term problem, they probably shouldnt change their
overall promotion plan. If they begin experiencing a major problem
with sales at a time when heayy advertising expenses are planned,
however, they should probably revise their overall promotlon and
marketing strategies. : ‘ , .

Also be sure to check the média schedule for your advertising. Are
. the advertisements correct and running at the time they were
"scheduled? If not, you may lose money on the ads. Be sure that any
errors are corrected 1fnmed1ately by the medla source.

~ Re‘member to evaluate al] ‘parts of the promotlonal pla,n Advertlsmg
should be working along with personal selling, sales promotion, and
. publicity. Some of-thesame suggestions given for evaluating
advertising can also be used to evaluate other promotlonal activities.

17
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CAN SHORT-TERM PROBLEMS -
BE SOLVED BY PROMOTION?

‘At some time, all businesses will have problems with their marketing
plans. If the problems are major, the business will need to decide if
changes are needed in the entire marketing mix or m other.parts of -

" the business. When small problems are identified, it is temptmg to -
try to solve those problems with promotion.

e

WHA'i" IS PUBLIC RELATIONS?

‘7
i Remember that promotion is used to provide information. If the

. problem is caused by lack of informatien or misinformation, .

promotion is the correct tool to.solve the problem. If the problem
results from some other factor than information, it is not likely that
promotion alone will solve th“e problem.
, )
Each promotional method’ has particular strengths to solve problems.
Sales promotion activities can give spggcial incentives to people if they
are not responding the way a business:had planned. Publicity and
public relations can improve the image,of a firm, but are.usually not
very effective in the short run. Advertiging can deliver information to
"large numbers of people in a short tmre if people pay attention to the

and re 3pond to 1nd1v1dual customer’s probléms better than other
metho "

* Promotidn is an important tool for every business. It will be most

.. effective when a businessperson understands its purpose and value in

marketing and carefully plans for its use. On the other hand, money
can be wasted on promotion ifits value is-overestimated or 1f it is not

< -used to support other marketing activities.

The final part of effective’ promotion is a long-term public relations
plan. Public relations includes planning, conducting opinion research,

" establishing policies and objectives, preparing communication media,
and evaluating the community relations program. You may have to

- adapt these activities.for your particular entre&%neurlal needs.
Regardless of whether your public relatjons program is sophisticated -
or informal, you must include all these tasks—they are the integral
parts of any good public relations program. The program would not
be complete if even one was left out.

./

ads. Personal selling can be used to prondS‘r:ore specific information
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/ ». You might want to consider coordinating'or assigning the-
' _ responsibility for domg various tasks to ygur staff. You should closely
: : analyze each person’s strengths so you ca#ielegatc the responsibility
/ to the person who mlght be most successful at performing the job. =~ = .

i . Should you believe that neither you nor any ‘of your employees has the
: expertise to perform these tasks, you may want to consider’ obtammg
outside assistance: There are many consulting firms that specialize in .
{)ubllc relations work. They can promote your firm's image, develop
: he strategies necessary to perform the tasks of public relations, and
- ; - even handle any press conferences, newpaper announcgments, or ~
- other media assistance that you may want. The fees.charged by these
firms are usually high. However, the results might well justify the .
expense.

4

) . L Good. public relatlons requires a great deal of the entrepreneur’s time
and will probably cost money. As a beginning entrepreneur, you may-.

> not be as concerned with public.relations as you are with finding the
right suppliers. You have so much to do in opening your business that

~developing a commumty relatlons plan seems to be a task that can
walt :

- » Unfortunately, many new businesses get.a public image without
taking time to establish carefully defined and organized’goals for the *

- .. firm's publlc relations activities. When goals are not established, the - .* ¢
public image that develops is often not what the entrepreneur had in N
mind for the firm. Your firm-will establish an image in the .

" - community whether or not you develop a public relations program.

Therefore, developing a publlc rel%:tlons program that is well defined
is imperative if your firm i is to haxze the public image you want

"\. . Coe !

WHAT KINDS OF INFORMA- Most of the contributions a company makes to a community are
. TION SHOULD THE COMMUN- economic in nature. They may inclyde improvement of the town’s
 ITYBEGIVENABOUTTHE  gppeqrance, aid to education, cultural leadership, aid to agriculture
‘ - FIRM?  and local industry, promotion of community health, assistance to
. o " “ sports and recreational programs, promotion of the community’s
N " attractions and resources, help to the youth of the.community, jobs for
: ., the unemployed .and aid tp private and governmental community
. agencies. Citizens also need to know about these common.
v. N * ¥ _contributions, Other important information you need to provide
includes: ‘ . A

e How many men and women' are employed by the firm" ‘
® What are the earnmgs and beneflts of the employees"

e What annual payroll-is mvested in the commumty by
employees? L .

e .® What mvestment has been made in local property and what
' 1mprovement,s have been made?

e : ev e What kind of and how many products are produced or
o A services performed

. 19 RU- -




WHAT ARE THE STEPS IN
PLANNING A PUBLIC
RELATIONS PROGRAM?

-

.

» ® What kinds and amount of taxes are paid to the community?
Every business should keep the community informed about its i
activities as well as about the contributions it makes to the T
community’s welfare. These contrlbutlons should be clearly
" understood by the citizens,

There ‘will always be mformal public relations going on among
employees and the community. Such informal public relations are .
good only if they, are- positive. However, there are formal steps that |,
can.-be taken in plannlng a public relations program. A formal public
relations program brings all phases of ‘community relations together

to achieve the goals and objectives developed. .

This systematic approach is the best way to assure that the outcomes .
expected from the public relations program are achieved.

The flrst step in planmng a public relatlons program is the careful

and thorough study of the community. An understanding of the

social, economic, and political condltlons that determine the climate
in whlch the business operates is essential. This study may be done

informally by listening o comments at a.Service club W
formally by an agency you hire to provide such information. - _

”~ -
The second step is to look at your firm with the intention of insuring
that your policies and practices will be favorably received by the
community. You should pay particular attention to personnel policies
and practiges thdt tfect employee attitudes and.job satisfaction.
Employees share both good and ill feelings about ;thelr job and the
firm with elghbors :

The third step is to determine long-range and short-range objectives
for the public relations program. After both long-and short-range .
objectives are identified, the firm’s-operating policy for public
relations can be deyvéloped. No matter how limited in scope the
operating policy is, it can help both the community and your y
employees solve specific‘problems rather than merely communicate .
only general information about the enterprise.

The fourth step involves ,selecting the proper methods of
communicating the company’s aims, objectives, and problems to
employees and the community. The activities designed to accomplish

the obJectlves must be closely related to each objective. Different

objectives require different 1mplementat10n strategies. : ,

|
The fifth step is to gain from- ‘your employees a commitment of ' }
cooperatlon and suppor~t in carrying out the public relations program. |
Th1s step is only effectlve if re}atlons with employees are posxtl,ve

The sxxth step is to evaluate the effectiveness’of the program An .
~ opinion survey of the community might be conducted. A public
relations program can also be evaluatedin terms of the records you
keep. Your records are measuring devices that can tell you if your °
operation is making a profit or operatmg at‘a loss. The quallty and

- ’. . N
. ' L




HOW ARE PUBLIC RELATIONS,
PROGRAMS COMMUNICATED

TQ THE PUBLIC? -

effectiveness of your public relations’ program is reflected in large

' part throuéh your business records.

A pubhc relations program depends on media to communicate 1F '
f. .

‘messages and dgsired images to the public. There are a variety

media available to communicate your firm’s public relations:
messages. Before deciding if one medium is superior to another,
however, you must analyi it in terms of the objectives you wish to
achieve. You must.carefully weigh and compare the advantages and
costs of usmg; each medlum

Y

The medla most‘ frequently used are—
. press publlclty (print, television, radlo)

e company publications (mcludmg annual reports, booklets and
brochures)

e grand openlngs, open&ouses, and p\%ent tours;

¢ publicspeaking by executlves, '

* bv131ts to commumty mstltutlons, ‘ R

o community meetmgs and organ;za_tions; :

¢ employee contacts; ' ‘ - N

e audiovisual presentations;

o exhibits and displays; . : ~ “ - I ’ .
. ® reports, surveys; polls, stati_stics; . .

® ‘testimonials;

¢ community events and ‘parades; ‘ ‘ ‘

® success stories;

¢ word-of-mouth promotion.

v

. Company publications. You may wish to prepare extra copies of all

business publications prepared abgit your firm to mail to selected
public officials, teachers, merchants, bankers, and other leaders
within the community. For example, if you start a company .
newsletter, it may be profltable to make sure that community leaders
and other businesses receive a copy in addition to employees.

»

You may decide to print a brochure to acquaint and educate the
community about your firm. Or you may support, the prlntmg costs
for a community publication such as a United Way, brochure.

Sections of annual reports may appear in the local newspaper or they

may be mailed to community leaders and given to visitors. g*\[lore and

21 22
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more companies are using the annual report as a primary public:
relations medium. . ) . G Z

Booklets and fo'lders”describing the firm and its products and services
may be distributed to visitors. They may also be used as part of a
company display and as training materials for new employees.

v ) M .
Grand openjngs, open houses, and plant tours. As soon as it is '
possible for you fo have a grand opening of your busiress, you should

doso. A grand opening lends a festive note to your new venture. -
. . Grand opening gifts or discounts give you a chance to show your

goodwill to the communlty aﬁ@to build up a clientele.

Open houses can -be used by all types of businesses. The public should
be encouraged to come to an open house; they are understandably .
curious about the new business in the community. The open house

. gives them the opportunity to see and hear about it firsthand. An

open house has several advantages:
o It establlshes a company as a good place to work and shows
that the company is interested in the welfare of its workers.

It can correct misconceptions and give people accurate
1mpress1bns.

® Information secured dur1ng an qpen house is retained for a
long time. < .

o The open house is a rapid means of building better
commun11;y understanding. .

® The friendliness and neighborliness of an open house gives a’
company a “heart.” ‘.

o Employee interest is stimulated by giving them an
opportunity to show their families and ne1ghbors where and
‘how they work.

e It creates interest among prospective ernployees.
® It can stimulgte the sale of goods:

Plant tours are an especially effective community relations tool for
manufacturing concerns. People like'to see how things aré made and
to watch machines in operation. Plant tours have many of the same
advantages as open houses. Théy can be conducted at any time or
upon the request of local orgdnizations,such as civic or educatlonal
grqups. ,

Public speaking by executives. A business,can make personal -
contact in the community by furnishing speakers for,local service
group, school, and professional society programs. Service clubs seek
speakers for monthly or weekly programs. You might want to begin
your speech with information about your business, for these
organizations share the outcomes of their meetings with other
community membexs. o C

,

-
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* presentation could be shown at civie organization programs and to

" feed he sold with a Democratic or Republican symbol. His own poll

.
[

Community meetmgs Commumty members should be invited to
meetings that promote better understanding of company policies and
operations. You may wish to desxgnate special days such as
“Agriculture Day,” “Industry Day,” or “BusmessEducatlon Day,” for
meetings with certain professxons or groups.

Employee co,ntacts Encouraging employees to get involved in civie
activities fosters good community relatlons Employees will tell their —
neighbof, friends, and relatives about théir -employer who

“encouraged them to become involved in civie, educational,

professional, or other organizations. . .

N 4

Audiovisual presentations. Your resources may be limited as a
beginning entrepreneur, but you may still want to consider making a
slide and tape presentation to descrlbe your business. This ‘

suppliers. It eould also be used as training material for new b
employees. Be sure to have 4 slide and tape presentation developed by
a professional. A “homemade” presentation could give the wrong
image about your firg. '

Exhibits and displays. Exhibits and displays that de ribe your firm
and its role in the community may be set up at-th nty fair, school
career awareness days, or at the.local airport.

Reports surveys, polls, and statlstlcs _Whatever your business,
there is a statistic or asurvey that covers it. The government
ublishes a battery of statistics about every conceivable subject.

People never tire of readmg polls and surveys about everything under
the sun. It matters not if the poll is big or little, trivial or significant.
Many business owners take their own polls. One livestock-feed
retailer was able to successfully prediet Truman’s election in 1948 by
taking his own poll. He made the prediction on the number of bags of-

turned out to be correct when all the others were wrong, and it got - _.
him nationwide publlclty—the kind that happen§ once in a lifetime.to
a small business.

-

Suppose you own a:small business and give O{Jt campaign shopping
bags with the names of the two candidates for. mayor. You keep
count, and ten days before election you make your predictions based
on the number of bags people have chosen. If your prediction is
wrong, you can always write an analysxs of “What went wrong with
the results I thought were in the bag.” .

Testimonials. Testimonials are statements commending something—
aserwce, a product, an action, a person. You can build your own
stimonials as many small busmess owners do. All you need is
somebody in your town to agree to the use of their name in your -
- publicity. They don’t have to be well known—although that never
hurts. It can be several customers—a series run week after week.
yMany businesses find this a partlcularly good way to get new
customers—the roofing company ‘that gives a special price to a
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neighborhood resident in order to use the name to solicit new

. business; the tree surgeon who gives you a list of customers in your- *~
: nelghborhood There is no better way to get new busxness than by

pointing to satisfied customers.

Community évents, paradef Labor Day, Easter; the Fourth of July,
Christmas, St. Patrick’s Day, Decoration Day, St. Valentine’s Day—
there are old and new angles every year. If you lodk back through a
century of newspapers, you wouldn’t need the date to tell you the time
of the year. These stories are good, standard fare. Next Valentine’s .

Day; try putting up a fifty-foot heart on top of your place of business.

W111 1t work? Certainly it wal Try it and see. Tes

Everybody loves a parade—-especrally ‘business people whose names

_ float down the street spelled out in rose petals. It's all good clean fun

and good business at the same time. Get into the spirit and into the-
next parade that your town sponsors. Come up with a wmner—-not a
run-of-the-mill entry nobody will remember past-the end of the
parade

Mother’s Day, Father’s Day, Flre Preventlon Week, Be Kind to .«
Animals Week, Pickle Week, afid Ridiculous Day—use the ones that

‘somebody else made up or create one of your own. Each of these

special days, now so familiar, began as a germrnatlng thought in
somebody’s brain. So germmate your own.

Cornerstone laymg for new buildings, unveiling of statues,
monuments, tablets—all provide opportunity for the business with &
tie- 1n——bu11d1ng supply retailers, real estate businesses, sculptures,
those serving on committees planning events. * b‘

3,
Each town-or community has its own unique events- around which
business can’'build advertising and publicity. It can be somethlng as
unusual as the Ramp Festival in West Virginia or as usual asa

. Chamber of Commerce Picnic in Wyeming. The important thing is
- for you to link these events to opportunities for advertising and -

publicity. Be .tasteful in your selections and don’t turn into a publicity
hound, defeating your purpose. Carefully select those events which -
will be good for you and for the community. Also be careful net to
spend more than-you.can afford in support of these activities. It is
easy to-get into the habit of contrlbutlng to all commumty activities.

Keep a file of regular commumty events in Wth‘h you participate.
After a' few years you will have built your own anniversary story:
“the seventh consecutive year,” the “eiglth annual event.” A file will
show you at a glance what worked and what-didn’t. .

Success stones Nothing succeéds like success Success is a great
subject for advertising and publicity and builds on itself.. What does:it

really mean when onald’s informs you it has sold a trillion
hamburgers and opened a hundred new franchxses" It is success that
iing publlclzed e,

Get aboard with your success story. Business newspapers love success
stories. Your business volume is-up, employment is up, expansion is

’




HoW CAN PROMOTION
SUPPORT OTHER MARKETING

~

LAY

. . ACTIVITIES?

! - : ? ‘
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plannegd, you're outgrowing your old location, you’ve had the best
Christmas ever, you expect the best summer sedson. ‘
» Word-of-mouth promotion. There’s-a small counter-type grill in
Marathon Florida that depends upon word-of-mouth advertising
except in rare instances, It does a land-office business with people
lining up three deep for a.thfn at the plain cousiter. What's the
appeal? An enormbous grouper (fish) sandwich which sells for $1.25

and a steak, grouper, or shrimp dinner, fit fpr-a hungry truck drjyer, '

for well under $3.00. The grill has bullt a brisk business’ on word-of-
mouth tributes and a 99 percent return busiress. Almost every
customer comes back. -

- This grill, aside from having sxmple customer trafflc needs, is the
exception, not the rule. Word-of-mouth promotion is nice—even
critical—but you can’t count on it to make your business grow..It is’
unpredictable and unreliable. You need steady, week-by-week
recogmtlon to build aad stabilize a busmess ‘

Jw

Publlclty, canefully planned, supports your marketing activities and
other types of promotion. Haphazardly used, it can waste your time
and money and create a-mixed image amorig your customers,
Effective publie relations takes planmng, skill, and experience, as

- well as a budget. .

The sutcessful entrepreneur will look at promotion ds an 1mportant
tool—no more or less important than other marketing activities..

Promotion can communicate with new customefs and turn them mto

long-term satisfied profitible customers.
. ..
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ACTIVITIES

INDIVIDUAR ACTIVITY

INDIVIDUAL ACTIVITY _

INDIVIDUAL ACTIVITY

. INDIVIDUAL ACTIVITY

INDIVIDUAL ACTIVITY

INDIVIDUAL ACTIVITY

.

JINDIVIDUAL ACTIVITY

INDIVIDUAL ACTIVITY

e

" GROUP ACTIVITY

Do you feel knowledgeable about what it takes to design a long-term
promotional plan for your business? Will you be able to put some of

these skills into practice? The following activities will help you
prepare to develop an effective promotlonal program fo¥ your
business.

l Select a business and complete a detailed analysxs of all promotional

activities that should be conducted during a three-week period.

" Develop a calendar that lists all activities and changes during that -

time. After you have completed the calendar, deseribe the marketing
mix of the business as it has been presented through promotion.
Attempt to estimate the fotal cost of- promotion for that perlod

For the business you selected in the previous actiyity, select a product
or service that might be sold by this business. Wr&e and design an
advertisement for this product or service that could be used (1) in_a
newspaper, (2) in a radio advertisement,.(3) on a bill board, and (4) i in

> a direct mail advertisement. Be sure to skétch out.any 1llus£ratlons

you'think would be useful in explammg your ad copy. Also list the
suggestions you might make concerning such features as the color of
the ad, the headllne' style and size; the “action” wording you might

_use, or the music you might select. For your direct mail ad, also

select an approprlate -audience to recewe the material.

Stma
P s

' Develop a list of methods for evaluating promotlonal act1v1t1es List as

many methods as possible. Determme the strengths and weaknesses
of éach methbd. ¥ou may want to use textbooks and other resources
to help you with th1s activity.

List five kinds of mformatlon that a communlby should be told about

aflrm - : S

- L)

Lxst the six steps involved in plannmg a public relatlons program:.

Describe each step in detail. . . S o ,

~

Identlfy f1ve ‘media that are available to communlcate to, the p‘ubhc
the firm’s publlc relations program. Describe each and rank R
according tb its importance to your firm. Select three of the five «“%

- media that you believe you would want your flrm to use. Why did you

select the three you have identified? .

Contact three small' business owners in your field of interest. Find Qu
what procedures they use to maintain good public relations-in the,
community. Do the companies have written plans for their public
relations programs? Do they use the same procedures? If they do,
why" If they don't, why not?

b

Interv1ew the owner/manager of a small business whose employees”

are very active in the community. Ask the person you interview if‘any .
special incentive programs are used to motivate the firm’s employees o

to partlclpate in c0mmun1ty activities.

‘Divide info groups of three to fouf students. Assign each person in
_ the group with the responsibility for a certain area of media (such as

o . -

e
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GROUP ACTIVITY
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]

GROUP ACTIVITY

CASE STUDY

’ ~e -
*

>

. group s 1nformat10n

"Why or why not? Could some of the problems have been avoided

_themselves. They chose to start a store in Rockland because there was

“and stereos—as well as small appliances made by several leading

-

“newspapers, radio stations, outdoor advertising companies, and so on)

Have each person gather information on individuals, organizations; of
companies intheir area that help small businesses plan promotional
act1v1t1es Prepare a resource booklet for. your class based on the

Have each person in your group interview several small business
owners to determine the type of problems they most often have with
promotion. Alsoe ask them to identify the methods they used to plan |
their promotlonal activities. Compare your results with those of other
people in the group. Are some problems mere common than others?

through a better promotional.plan? Have each member of the class
report their results to the class. After the reports are complete, have
a class discussion on how good promotional plann1ng can be used to
prevent problems . - : .

Asa group, prepare a detailed one-year promotional plan for a .
specific business. The plan should include a promotlonal calendar, a
budget, and evaluation procedures.

The home appliance firm of Brownell & Levy has been domg business
in the city of Rockland for thirty-five years. Lawrence Brownell and
Joseph Levy were successful retail salesmen in-an,appliance store in
the difficult times of the early thirties and decided to.strike out for .

relatively little competition, and this proved a wise decision. Today,
Brownell & Levy is the largest home appliance store in the city, and
sales yolume has grown over the years.

Rockland has a populatlon of 75,000 (22,500 house'olds) and is the
largest city within 160 miles of an urban center with a population of
one million.*Rockland was formerly the center of a farming area, but
today farming is. less important to the city’s economy

The f1rm is now run by two partners, sons of the original owners.

Larry Brownell, Jr., concentrates on service activities, and Charlie

Levy handles the store, but both are involved in the business T P
decisions. Retail sales are estirhated at $750,000 for the current year,

off $50,000 from the precedmg year. The reason for this decrease is

the state of the local economy. There has been a natlonal recess1on, .
and all bus1ness in Rockland has suffered ] . N\

Brownell & Levy carries Maytag washers ‘and dryers Frlgldalre
refrigerators, freezers, air conditioners; and Zenith radios, television,

manufacturers. The store will'sell a little over 3, 200 major apphances
in the current year. °. P , )

“e

Competition has become severe. The openlng in Rockland ofa :°
discount house with a'large home apphance department two years
ago intensified competitive pressures, and there are four other local

- appliange dealers. Brownell & Levy has done well, however, because '
it has kept its prices competitive and has built an excellent customer

service department Larry Brownell coined an ad slogan for the store




~

3\
("When we sell it, we gervice it”) in an effort-to compete agajnst the
discount. house, which does not service the brands it sells, and
s - Brownell & Levy’s reputation in the service area is favorably known.

- - \ -
! B ' ' Local advertising media consists of the following: °

Newspaper: Rockland Ti:mes. Published evenings except Saturday
and Sunday. Circulation: City zone - 14,370. Trading zone - 16,572. - °
Rate: 13 cents a line, flat (no volume discounts). : |

Radio: WBZL, local s;_;ation. Programming is generally directed to -
adults. Station estimates 60 percent of households tune in for at least
- one program daily. One-minute spot announcements cost $15 in the

o

. evening hours, $13 all other times.

Lo Shopping Guide: Free local weekly newspaper, limited editorial
‘. gontent. Claims 10,000 circulation, unsubstantiated. Rate: 5 cents a
“line, flat. : ) o

. Outdoor posters and painted bulletins: Service available through
. metropolitan outdoor plant. -

e TV: No local station. Three stations located in nearby metropolitan
‘ area cover Rockland.

Direct mail: At initiative of Jocal merchant.

. ' During the preceding year, when the retail sales volume was -
‘ $800,000, the advertising budget was $28,000, or 8.5 percent of sales.
Larry Brownell and €harlie Levy cut the budget in the current year.
to 2 percent,.or $16,000, because of slower sales. The Frigidaire and
Zenith salesmen calling on the store urged the partners not to reduce
advertising to this extent, pointing out that on the‘average of 80
percent of Brownell & Levy’s advertising budget was reimbursed by
. » the manufacturers through the co-op programs. Thus the eostto .
.. Brownell & Levy was relatively small. It is nowsDecember, and a
budget for the coming year is being discussed. The manufacturers’

- -+ salesmen have both stated that in view of improved business (salés
: are heading up again), thébudget should be at least 8.5 percent of
oot . sales. -, ) - A . .

- Advertising has been consistently run in the Rockland Times twicea =
week in one-page, or 1,000-line size. No'experiment of schedules in . .
. other media has ever been tried. The partners have no knowledge of ..
the demographic characteristics of their customers, nor have they '
e .. attempted studies of where their sales come from. The partners have.
: also not concerned themselves with the industrial growth rate of their
.o city, the income level of local \r‘gefearhers, or any other basic
‘\ research data. : “

1. If you were developing the advertising program for.the
: N coming year, what-decisions would you make about the size of
. : the budget and the selection of media?

¥ t




2. What methods of budget preparation would you use? If other
media besides the newspaper are to be used, on what basis -

; ‘ would you use them, and what percentage of the budget
- ) o should be allocated to them?

3. Shoﬁld research be undertaken, and if so, what kind?

4. Whaf would you feature in your ads?

d

SOURCE: Everhardt, R.M.; Jones, Gerald E.; Kernery, Carl; Ray, -
J.E.; Talbert, Ed; and 'D’Ambrosio, Tony. Small Business Advertising.
Columbus: Ohio Distributive Education Materials Lab, The Ohio
State Ugiversity, 1976.
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: . ASSESSMENT ° Directions: Read the following assessment que%ons to check your

; . ) own knowledge of the information in this PACE unit. When you feel

| X prepared, ask your instructor to assess your competency .

: '-‘}.Q' "

o~ . "1. Describe the relationship between a marketing plan and a '\’1
- ' ‘ promotional plan . - e a

2. List the steps (in correct order) to be completed in developmg
a promotlonal plan.
L @
‘ 3. Discuss the value-of planM promotional actmt;es for a long
) tlme period (six months to one year).

' . " 4, Descrlbe the components of effective advertlsements in the
' followmg media:

‘o ?!Newspapers : .
¢ Radio . _ ‘ . . "
® Qutdoor advertising
® Direct mail advertising

5. Develop three promotional objectives and describe how each
objective would be evalated.
6. ‘ Justify the value of analyzmg competxtors promotlonal
: act1v1t1es . _ _
7. For each promotlonal method (advertlsl g, sales promotlon,
-and public relations), identify the type § short-term problem
that could best be solved by that method.

- [ 4
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SOURCES USED TO DEVELOP

THIS UNIT
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Bank of America. Personnel Guidelines. Smail Business Reporter Series:‘

San Francisco, CA: Bank of Amerlca 1981.

Meyer, H.; Kay, E.; and French, J. “Spht Roles in Pe#fomanee
Appralsal » Harvard Business Review 43, 1965 123-129.

Rowland, K.M., and Ferris, G.R. Personnel Management Allyn & Bacon,

.

——

U.S. Small Business Administration. E'mployee Relations and Personnel
Policies. Business Basics no. 1023. Washington, DC: U S.
Government Printing,Office.

* U.S. Small Business Administration. Training and Developing

E'mployees. Business Basics no. 1022. Washmgton DC: U.S.
, Government Printing Offlce .
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) For further information, consult the lists of sources in the Resource

Guide.




 PACE
) ' ‘e . .
Unit 1. Understandmg the Nature of Small Business
~ Unit2. Determinrng Your Potentral as an Entrepreneur
Uv<t3 ‘ DeveIop'rng the Business Plan !
Unit4. Obtarning Techrcal Assrstance )

-+ Unit 5. Choosrng the Type of Ownershrp A

-t Unité. Planning the Marketing Strategy_

Unit7. Locatinb the Business . : .
L?nit 8. Einancing the Business
Unit9. ~ Dealing with Legal -lssues_'
Unit 10. Complying with Government_ReQulations
' Uni\t11. Managmg the Busrness ,

Unit 12. Managing Human Resources

D{) Unit 13. Prpmotmg\the Business

Unit 14. _Managing Sales Efforts
Unit15. Keeping the Business Records
) Unit'ts., Managing the Finances
Un\it-‘|7.' Managing Customer Credit and Collections
Unit 18. t’roéecting the Business
Resource Guide

Instructors Guide

Level 3

~

‘Units on the above entrepreneurship topics are available. at the following three levels:

e Level1l helps you understand the creation and operation of a business

' ‘e Level 2 prepares you to plan for a business in your future

¢ ‘Level 3 guides you in starting and managing your own business
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