A vocabulary of graphic arts

BUSINESS MARKETING: facilitating the sale of products or services to businesses
or organizations. Also known as business-to-business or B2B marketing.

CONSUMER MARKETING: marketing aimed at large groups of individuals using
mass media and retailers. Also known as business-to-consumer or B2C marketing.

CO-BRANDING: a marketing strategy that associates a single product or service

with more than one brand name or with someone other than the original producer.

CREATIVE BRIEF: a document developed by creative professionals such

as advertising agencies to guide the creation of marketing or advertising
processes. A creative brief typically consists of a series of simple questions
asked by the creative team and answered by whomever has requested the brief.

DIMENSIONAL MARKETING: a direct mail marketing technique that uses
a three-dimensional object as a prop to promote a product or service.

A dimensional marketing piece often must be sent in a package; this,
coupled with the extra cost of postage, makes dimensional marketing
costly and therefore done on a limited basis.

DIRECT MAIL MARKETING: a form of marketing that is aimed directly
at the consumer or business without any intermediary like radio or television.

GOOGLE ADWORDS: Google’s advertising product. Used in conjunction with
Google’s search engine.

GUERILLA MARKETING: an unconventional promotional system that uses time,
energy and imagination rather than a big budget to achieve success.

MARKETING CHANNEL: activities designed to move goods from the production
to consumption point. Includes all the marketing activities and organizations
that are necessary to complete the process.

MULTI-CHANNEL PROMOTION: using more than one promotional method
simultaneously. Can include references between the various channels being used.

PROMOTION PLAN: the outline of the promotional tools or tactics that will
be used to achieve marketing objectives.

PUBLIC RELATIONS: activities that promote an understanding of a business,
product or service and creates good will.

QR CODE: an acronym for Quick Response code. A two-dimensional barcode
symbology originally developed by the Japanese company Denso-Wave to store
information about Toyota parts inventory. Now used with a mobile phone to take
readers to a web site or provide contact information.

SEARCH ENGINE OPTIMIZATION: the process of improving the amount of traffic
to a web site or web page from Internet search engines. Unlike Google AdWords
and other search engine marketing activities, SEO is free.

VIRAL MARKETING: a marketing technique that uses social networks to create
brand awareness or buzz. So-called because social networking allows for rapid
spread of the marketing message, similar to the spread of pathological and
computer viruses. Can also mean stealth marketing, an unscrupulous form

of advertising.
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one promotion method simultaneously for
a message on a single topic. Multi-channel
can be very effective, especially when the
messages in one channel are referenced in
another channel and are integrated. Use
one constant, simple theme that offers

a variety of response options.

HERE ARE SOME EXAMPLES OF MULTI-CHANNEL
MARKETING:
- Sending an e-mail timed to arrive at the same time
as a mailed catalog.
- Inviting customers and prospects to visit a web site

to print a coupon to use in a retail store.
- Adding a URL or QR code to sales collateral with
an invitation to visit the web site, register, and receive
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something in exchange.
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Tips & Tricks

If you are in business, you
have developed areas of
expertise that interest

other people.

For example, you know how to
differentiate your product or
service from your competitors

— why what you are offering

is superior and worthy of
consideration. That becomes the
basis for a checklist of what should
be considered before making a
purchase. Making that type of
information valuable to others.

If you have been in business for a
while, you may have several arcas
of expertise that you can share and
many options for getting the word
out. An informational brochure
and a periodic newsletter are two
commonly-used and relatively
inexpensive methods. Others

are writing a column for a local
newspaper or sending a post

card as part of a direct mail
marketing campaign. A more
ambitious method is to hold a
seminar or demonstration on

an informational topic or offer a
presentation as a public speaker
for community groups. Writing a
blog is also a new and increasingly
popular method.

For subject matter, use topics that
help your target audience with
their problems.

Promoting your business on a budget

The lifeblood of any business or
organization is keeping current customers
interested in your product or service while
finding prospects to become new customers.
This necessarily means that your business
or organization must devote time and
resources to promotion — using various
methods to reach a target audience with

a SPCCI{:IC message.

Effective promotion is not limited

to large businesses with substantial
budgets. Smaller businesses and
organizations can be successful by
understanding how promotion works
and adapting strategies and techniques
to fit the available resources.

PROMOTION OBJECTIVES
There are many possible objectives for a
promotion strategy. Each is intended to
produce a specific outcome and can be used
alone or in combination. Here are the most
common objccti\r'cs:

- Build awareness. Although your
current customers know you well,
your prospects - the businesses or
individuals you have identified that
you want to have as customers — may
not know you at all. Promotion helps
introduce your business to your
prospects, and is often the first step
in gaining a new customer.

- Create interest and build trust.
People buy things they need or have
an interest in from those whom they
trust. And long-term, loyal customers
are the result of many positive
interactions and transactions that
become a trusting relationship.
Promotion begins the process of
building a relationship.

- Provide information. If you are
launching a new product or service,
whether to existing or new customers,
the object of a promotion may
be to explain it and its benefits.

If your product is well established,
an information-based promotion

establishes you as an expert and creates
interest among prospects who don't yet

know your company:
- Sell something. Some promotions are

intended to drive demand and increase

sales by getting customers and
prospects to try the product. Free

samples, Iree acmonstra ions an ree
ples, free d trat d fi

trial periods are the type of promotions

that stimulate demand.

- Establish loyalty. A repeat customer
has product or brand loyalty.
Promotions based on establishing
loyalty are useful after a customer
has made at least one purchase, to
start the process of building a strong

relationship.

TARGET AUDIENCE
Effective promotion begins with
determining what audience you are
trying to reach, since both the message
and the promotional method may change
depending on whether you are targeting
current customers, past customers or
prospects. Most small and medium-sized
businesses are equipped and staffed to
offer a specific and well defined
complement of products or services.

A successful promotion matches these
products and services to the audience
most likely to be interested in them.

Purchase motivators - the things that
cause someone within the target audience
to become a buyer — are different for
individuals and businesses. In general,
individuals purchase products or services
to satisfy a basic need, to solve a problem
or to feel good, while businesses purchase
to increase revenue, maintain the status

quo or decrease expenses.

If your target market is individuals,
learn to describe them with measurable
characteristics such as age, gender, level
of education, income, marital status,
ethnicity, and family status. The

corresponding characteristics for

businesses are number of employees, annual sales volume, location

and years in business.

SELECTING THE PROMOTION METHOD

For a promotion method to succeed, it must first reach the target
audience. This sounds simplistic, but is often overlooked by
businesses that haven't adequately profiled the target audience. It is
important to change your perspective from a business owner or sales
manager to a target audience — simply put, to sit in their chair or

walk in their shoes.

Begin by asking yourself how your target audience accesses
information. Are your customers and prospects more likely to seek
information using traditional media like reading newspapers and
magazines, watching television, reading newsletters or responding
to a direct mail campaign? Or do they seck information by reading
e-mail, searching the Internet or reading blogs? You'll need to set
aside your personal biases — though you may be intrigued by social
media such as Twitter and Facebook, if your target audience isn't,
then a promotion using these methods will not be effective.

Keep in mind that no single promotional method works all the
time for every target audience, so rotate several methods and vary
your approach. In addition, use promotions regularly. Over time,
consistency and frequency will influence the buying decision more
than the speciﬂc type of promotion.

PROMOTING ON A BUDGET

No matter the size of your business or organization, it needs to
have a budget for promotions. Pick a time period — we recommend
quarterly, semi-annually or yearly — and commit both a sum of
money and some time for a designated person to manage the
promotional effort. It takes both a budget and someone to manage
the budget to ensure a successful promotion.

Promotions don't have to cost a lot of money or take a lot of time.
A simple way to start is by targeting your best customers and
introducing them to products or services you offer that they may not
be using. Here are seven ideas for promoting on a budget:
1. Send a monthly informational newsletter. That's what
we do with PrinTips. Sending PrinTips gives us a chance
to demonstrate our expertise, introduce you to new
technologies like QR codes, and remind you of the full
scope of services we offer.
2. Highlight the specific products and services that represent
what you do best. Develop a series of post cards, flyers
or mini-brochures that showcase the things that provide
the majority of your sales. These are the things that,
because of equipment or skills or experience, you can offer
a true competitive advantage to buyers. The series can be
distributed individually or as part of another
communication.

3.

6.

~

Follow up a purchase with an additional offer.

A customer who has just made a purchase is

an excellent candidate to make another one
right away. This is especially true if the customer
receives an offer with additional value attached
— adiscount coupon or a buy one ‘get one
promotion. To create urgency. include an
expiration date for the offer.

. Tlll‘gC‘L' PQSI’ customers. Revive an OlC[

relationship by contacting past customers.
There may be a negative reason (such as a bad
customer service experience) that explains why
a customer became inactive, but don't worry
about it. Something may have changed within
the past customer’s company that again makes

them a good candidate for your promotion.

. Put a sticker with teaser copy on an outbound

envelope. Teaser copy — a few words that create
interest — is often printed near the address

on the outside of an envelope or a self-mailer.
Teaser copy is just what its name implies:
something that teases the reader to open

an envelope or keep reading, If the teaser copy

is printed on a sticker and affixed to the envelope,
it becomes dimensional and attracts even more
attention.

Offer a guarantee. Changing suppliers presents
some prospects with a risk factor they may be
reluctant to deal with. This is true even if the
current supplier is not performing well. Alleviate
the anxiety and eliminate the risk by offering a
guarantee to your prospect.

- Self-promote. Get the word out about your

company’s accomplishments. When you win
an award, land an important new customer,
expand your capability or capacity by adding
equipment or staff, let everyone know. People
like to do business with successful people. Use
a press release directed to the business editor
of your local newspaper to announce a proud
moment or change. Add a line to your e-mail
signature and announce your accomplishment

on your web site.

PROMOTION BUILDS BUSINESS

Regardless of the size of your budget, it is important to
continuously promote your business. For more than 30
years we've been helping businesses, organizations and
individuals with promotions to customers and prospects.
To brainstorm promotional ideas to help your business
or to get started with your promotion, contact us at
(865) 523-0931. Were ready fo help,



