ADVERTISING

Included in this article:

As a small business owner, can I afford to even consider large-scale advertising?

What’s the difference between advertising and publicity?

What is the new “e-Marketing?”

Aren’t marketing and advertising basically the same thing?

How important is a logo or tagline for my business?

What’s the single best way to advertise my business?

Can the Internet really help me?

Where can I go locally for more help concerning my advertising questions?

…and much more!

Advertising is merely one branch of the bigger picture, known as “Marketing.”  (Also refer to the article elsewhere in this series entitled, “Marketing & Market Research.”)  In short, how will people hear and learn about your business?  What will make your phone ring?  That’s marketing - not be confused with sales.

If potential customers don’t know you exist (due to poor marketing), they can’t possibly buy from you (resulting in no sales)!  Also, in today’s business world, a new field known as e-Marketing has been born: becoming known to your customers 
by way of the Internet.  At any rate, there are numerous ways to effectively market your business - and advertising is one of them. 

WHY ADVERTISE? 

Simply stated, you want to make customers aware of your business, the products or services you sell, and in the end, you want them to buy.   

In Solana Beach you are likely to be in one or two shopping centers, on Cedros or on Highway 101.  The Cedros Design District and shopping centers release periodic ads in various media that focus on their locales and draw traffic to the section of the City where their business is located. This is respectable advertising, but should this be the full extent of your advertising? 

DO I HAVE TO SPEND MONEY TO ADVERTISE?

Technically, yes, you do have to spend at least some money to advertise. Let’s clarify things a bit: “Advertising” you don’t pay for is better known as publicity.  In terms of marketing, both advertising and publicity are considered important forms of promotion.

So how do you get ‘free’ publicity?  The most common form is through press releases to the media explaining what noteworthy community-oriented things you or your business is doing - but make it significant, as newspapers are inundated with press releases every day!  High profile charity efforts are another way of getting publicity for your company - just make sure the local media knows that you’re doing it! 

Publicity methods all work, to one degree or another, in getting your business noticed.  But publicity has its limits.  Every business in the world wants ‘free advertising’ (i.e., publicity) and getting it on a widespread basis will not be easy.  You will also incur costs for producing and mailing press releases or in donating your time and/or money to charities, etc.  So, even though the publicity is ‘free,’ it will cost you something in time, effort and a few dollars in order to get the word out.

That said, there are lots of good reasons to spend money on the other major form of promotion - advertising.  You might want to quickly and directly promote special sales, the release of a new product line, a tie-in with a national advertising campaign, or offer additional ‘get acquainted’ offers.  Some less obvious things to advertise may involve a change in the focus of your business or to introduce new services you are making available to the public, such as delivery services, special payment plans, new equipment, and so forth. 

HOW TO ADVERTISE

Almost every writing school or class uses the acronym “KISS” to teach their students the basics of writing.  KISS stands for “Keep It Simple Stupid.” In this spirit, you might want to decide on a single message that you want to convey to your customers. This message has to be believable and clear. (Refer also to the module entitled “Marketing and Market Research.”) 

The types of advertising listed below will not always work for all businesses. Through experience and outside consulting you will have to eventually find out which form works best for you and your business.     

Remember, the purpose of your ad is to draw a customer’s attention to you, your store, and products or services.  Ads should not only tell a simple, easy to understand story, but they should be targeted to specific audiences. Think of a ‘hook’ (i.e., an irresistible offer, slogan, coupon, etc.) to get a customer to respond to your message.  Make it stand out in the sea of advertising all of us are exposed to each day. 

Importantly, to be truly effective, advertising should be repeated - yes, repeated - as often as possible.  It should call attention to something the buyer needs or wants and move the customer to take action in your direction.  Previous studies have suggested that it takes up to SEVEN repetitive occasions (i.e., impressions within 14 days!) before the average person can consistently remember a company name or logo.

Like survey market research or focus groups, advertising is not merely a line item of business expense; rather, it is an investment in maintaining or building your business.  Its objective is to help you sell your product or service, short-term and/or long-term.  The copy should attract attention, develop interest, describe the product or service, convince the reader or listener and give a call for action on the part of the potential customer.  (i.e., now that I have heard or seen your advertisement, what am I going to actually do about it?) 

But before choosing your advertising strategies, you need to consider exactly whom you are trying to reach. This is called “target 

marketing.”  Who are your target customers in terms of demographics, such as affluence, gender, age, where they live and what are their living habits?  The better you can define exactly who your customers are, the easier 
and more cost-efficient it will be to reach them. Otherwise, your advertising dollars are just ‘shots in the dark’.  And they can become very expensive and stray shots at that.

In some cases, depending upon your situation, you may actually wish to have a local consultant perform a professional market research survey.  This will give you a far better understanding of who your potential (or actual) customers are, what they want, and what they don’t want.  A local market research firm can design the research for you and report the results back, confidentially of course. This customer research need not be necessarily expensive and can add great insight into your business and potential customer’s wants and needs. 

Also consider an informal focus group, moderated by a market research professional. In this technique, new ideas, products or services can be openly discussed by a small group of past or potential customers. The moderator will give you feedback on the focus group reactions and insights. This, like survey market research, can be a very powerful tool for the small business owner. 

Often erroneously viewed as an expense instead of an investment by small business, market research begs the question:  Can you afford to NOT know the wants and needs of your potential customers?  (Refer also to the prior module entitled, “Marketing & Market Research.”)

TAGLINES & LOGOS

As part of any well thought-out advertising effort, realize that your company name also needs critical support from a ‘tagline’ and logo, and both can be incredibly powerful. 
An experienced marketing consultant and graphic designer may be your essential keys here. And knowing your customer is likewise essential: what would attract your potential customers in terms of tagline slogans or logo designs and colors used?  Do you have a clue?  Are you merely assuming who your customers are and what they really want? Before you spend any money advertising, you should know the true answers to these questions!

At any rate, a truly effective tagline and logo will go a long way in creating the image you want to convey about your business products or services.  Again, these efforts are not ‘expenses’ like an electric bill, but rather they are investments in your business. Once you are happy with your tagline and logo and you feel that you truly understand your potential customer, it’s time to advertise. 

TYPES OF ADVERTISING 

As you read through the suggested advertising listings below, keep in mind that it is not only how much you spend on advertising, but how and where you allocate the dollars. There can be very efficient advertising and very inefficient advertising. Said another way: Per advertising dollar you spend, are you getting the right message conveyed to the right people at the most efficient, lowest cost - and how do you know?
Even the simplest common business card is a form of advertising, per se.  That said, you can see that ‘advertising’ can take many forms, a few of which are briefly discussed below.  There are pros and cons to each type of advertising and there is no ‘one best way’ to advertise. (If there were, everyone in business would use it!) 

Least Expensive

· Business card - Low cost; easily distributed; describes product or service; gives address and phone. Sure, they’re advertising. Every time you hand one out to a prospective client or customer, you’re advertising your small business. But, be careful here; a poor or cheap looking card says a lot about your business too. You may want to consider a professional design and/or a high quality logo (see earlier discussion). 

· Business stationery - Low cost, but like a business card, must be well designed (which can somewhat add to cost, but design dollars are generally well spent). 

· Word of mouth - The cheapest and most effective; a customer praises your business. Be careful; one bad customer can spread the word too. Bad word of mouth can hurt a business far more than good word of mouth can help it.

· Telephone solicitation - If your message is worded carefully and you are calling people you already know, this can work effectively. However, fewer and fewer people even answer incoming cell or phone calls, unless they know who is calling them (via caller ID systems).  As more people do not answer calls, this can drive up the cost of successful telephone contact and you lose efficiency, as well as cost-effectiveness, very quickly. 

· Joining  professional/business organiza-tions - Every professional or business organization offers exclusive advertising opportunities for their members, ranging from free promotion on the organization’s website through special section newspaper advertising.  And being a member can be good small business advertising in itself.
· Business signs - Very effective; low cost; may be subject to zoning regulations. 

· Storefront - Extremely effective; low cost; shows product and price. 

· Interior or point of purchase display - Attractive display of merchandise creates impulse buying; low cost. 

· Shopping bags - Carry name and message into home. 

· Sending promos with invoices - Little advertising ideas can be powerful, too.  If you’re sending out an invoice, why not take the opportunity to include some small business advertising? To draw new customers, try something such as a “bring-a-friend” promotion.

Direct Mass Marketing

· Bench/bus stop advertising - Looking to reach a mass audience? Transit advertising may be the best advertising idea for you. Contact your local transit company for information on bench, bus and shelter advertising possibilities. 
· Vehicles - Can be effective; low cost; wide exposure; can be a painted or magnetic display. The reason you see so many vehicles emblazoned with advertising is that it works; vehicle advertising is very visible small business advertising. 
Indirect Mass Marketing

· Yellow Pages - Reach customers who are ready to buy in the local area. There’s still a lot of people who use the printed yellow pages to find the businesses they’re looking for – and they won’t find 
you if your small business isn’t listed there.  But the costs for these ads is still relatively high while the Internet has taken away a huge chunk of the traditional, printed Yellow Pages’ past effectiveness. The Internet version of the traditional Yellow Pages has also become very popular.  Some people, especially the younger generation (ages 15-35), don’t even bother with the traditional, printed Yellow Pages anymore, or even know a printed version exists!

· Direct mail - Most personalized and pinpointed of all media; tells complete story; rapid feedback; can use coupons, catalogs, letters, brochures or postcards.  Direct mail can be very effective small business advertising, and is somewhat more favorably received than other direct marketing media, such as email or telemarketing. There are numerous local companies that will sell you a mailing list to your specifications, with particular ‘tailored’ demographic qualities so you can better target your mail recipients. But that said, beware that much ‘junk mail’ hits the trashcan, never opened while paper, printing and postal rates continue to climb.

· Online Newsletters - Using Constant Contact consultant, you can now send out a periodic newsletter to past or potential future customers. The best newsletters give out free information to recipients, using a ‘soft sell’ approach. You might include special offers or coupons as part of your newsletter.  The trick here is to have a large database of in-house email addresses maintained for accuracy and available for your use. (Also  see “Internet,” below.)
· eBay - Yes, you can sell on eBay, but in essence, you can very effectively advertise your products, worldwide there at the same time, for very little expenditure. You can also use your eBay item listing as a link to other items you sell.  You might even wish to establish an eBay online ‘store’. This can be very effective as well as inexpensive, especially considering how many people around world now shop on eBay.

· Sponsored links on Google or Yahoo! - At Google or Yahoo!, you can now buy advertising in the form of ‘sponsored links’. That is, when someone searches a certain word, and if it aligns with your products or services, a link to your business or products/services will appear as a sponsored link within the search. This form of advertising can reach potentially millions of people for a fraction of the cost of national radio or TV.

· Local newspapers - Great flexibility; ad size and position can be varied.  An inexpensive way to reach a mass audience; they are flexible and the ads are reasonably priced. Ideal to promote a sale or a special deal on your product or service because you can usually get an ad inserted into a newspaper within a very short time frame. Newspapers carry a lot of ads, however, so there's a risk that yours may get lost in the clutter. 

Something else to consider: Most newspapers have an online edition and you can often get a better deal when you buy space in both the newspaper and on its website. 

Besides box ads and advertising inserts, local newspapers also often offer special advertising features showcasing particular businesses – all powerful small business advertising opportunities. 
Don’t overlook special interest newspapers as an advertising idea if they exist in your area. They may be delivered to exactly the audience you want to reach.

· Magazines - They offer a slightly better opportunity than newspapers to catch a reader's attention, but they typically cost more. Magazines are good for promoting your company's image and building its credibility. Trade magazines and general business publications are worthwhile for business-to-business advertising. This advertising idea can be a very effective way of reaching a target market. 
· Local radio - Expensive but reaches targeted audience; advertisement can be repeated frequently.  A relatively low-cost, high-impact choice for local advertising; it's one of the best ways to reach a targeted market, however, its cost is slightly higher than print ads.  Repetition is especially important in radio advertising.  Unsure how effective this is in today’s media world.

· Television - Most expensive; reaches the masses; high visibility; instant exposure of pictures or ideas. It is extremely high-impact, but spots on major networks are expensive. Cable channels that will air your ad in select markets are more affordable, but will reach less viewers.  Again, you will need to study and know your target market before this form of advertising can be truly efficient, cost-wise.

There are services that will help you produce and air spots in local markets.  Many TV companies offer advertising ideas within the budget of small businesses, from advertising on the TV Guide listings or real estate channels through running infomercials.

· Internet - We have already mentioned a few Internet-related advertising techniques. Using the Internet allows you a means to rapidly adjust your advertising reach. More people are spending more time online than ever before. Cover all your small business advertising bases by ensuring that your business is listed on websites providing business information for your local area.  Solana Beach, for instance, offers business listings in the Shop Solana web page.

· Online newsletters and customer emails  One thing many small businesses (especially service providers) neglect is a good contact management system. This is a database of your customers, including relevant information about each one of them.  In these days of e-Marketing, an up-to-date customer list, complete with correct email addresses, can be one of the most valuable assets any business has.  

 

There are many contact management options.  While you may be tempted to use Excel, it is very limited for this purpose.  A better option would be Salesforce, which is a hosted system, Goldmine, ACT!, or one of the other software packages you install on your own computer. These programs let you store all the information about a customer (even including birthdays), keep track of all transactions, and alert you when you need to follow up via a ‘tickler’ list. You can email or set up mailing labels to print directly from the program if you’re doing direct mail. 


You can also run specialized reports, such as a list of people you have not been in touch with over the last six months, or all the contacts you have had with a specific customer or client.  Kept up-to-date, your contact management system puts all the information about your customers at your fingertips. Yes, it does take some work to get a contact management system set up and to learn how to use it, but the time and effort spent will pay off exponentially.

· Mobile - This is the fastest-growing ad category. Advertising that can be sent to and viewed on cell phones will continue to grow as more people purchase ‘smart phones’ with increasing video capabilities.

Participatory Advertising

· Trade show participation - One of the main reasons to participate in trade shows is to be seen and get known. While participating in big trade shows can be quite expensive, there are a lot of smaller opportunities that may work well for your business, from trade shows put on by local business associations through trade shows focused on particular industries. 
· Community involvement - Visible, tangible involvement with your community is more than good PR; it’s also very effective small business advertising. So choose a charitable event or community association to get involved with and let yourself be seen as a business that cares.
· Cross-promotion - Joining forces with other businesses can greatly increase your advertising power and your marketing reach. 

ADDITIONAL SOURCES OF INFOR-MATION

· www.allbusiness.com/marketing/
· www.bizmove.com/
PROFESSIONAL HELP FROM SOLANA BEACH BUSINESSES & OTHER CHAMBER MEMBERS

· www.EdwardBalian.com   Local marketing and market research services; (760) 809-9778

· www.Excoveries.com   A local source for Constant Contact consulting to small business (for online newsletters emailed periodically to your customers).

· www.eBay.com

· www.solanabusinessforum.com  Click on “BUSINESS SERVICES”, then on “Advertising” (Chamber members are noted as are those who give discounts to other chamber members.) 

· Retail Marketing Solutions; (858) 254-9619
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