Grow Your Business



Adults learn better and retain
more when they are involved in
the process.




Me, too.
Let’s go to lunch.



| don’t know.
Where do you want to go?



Oh, nothing special.
You pick.
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“One hour of study will put you at
the top of your field within three
years. Within five years you’ll be a
national authority. In seven years,
you can become of the best people
in the world at what you do.”






“An addiction to distraction will be
the death of your
creative production.”



“We live in a world where focus is
more valuable than intelligence.”




| Bob Hoffman
Lfff\ The Ad Contrarian



"We don’t get them to try our
product by convincing them to
love our brand. We get them to

love our brand by convincing
them to try our product.”



"As an ad medium, the web Is
a much better yellow pages
and a much worse television."



"It becomes harder and harder to
overstate the corruption and treachery of
the online ad industry. Lord knows I've
tried...Facebook has become famous for
its lunatic metrics and bizarre
rationalizations...This week it was
reported that Facebook was claiming to
reach 41 million Americans between the
ages of 18-24...There are only 31 million of

them."



THE MASTERS COURSE
IN ADVERTISING



Everybody has an
opinion about advertising.



You need a philosophy
of advertising.



philosophy, n.

a set of ideas

or beliefs relating to

a particular field or activity;
an underlying theory






“Years ago, all art students used to
spend a portion of their time
copying the Old Masters in
museums. Through this process
they learned technique—what
worked and what didn’t—and why
more seasoned hands than theirs

had done what they did.”
--Dr. Jeffrey Lant
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Advertising Master #1.:

Claude Hopkins,
The Father of Modern
Advertising

Claude C. Hopkins




“There is that technique in all art,
science and mechanics. And itisin
all lines a basic essential. This is for

groundwork only.



“To properly understand
advertising or to learn even its
rudiments, one must start with the
proper conception. Advertising is
multiplied salesmanship.”




“Advertising is
multiplied salesmanship.”



“Advertising is what
you do when you can’t
go to see someone.

That’s all it is.”
--Fairfax Cone




Chris Lytle

HOW TO
TAKE CONTROL OF
YOUR SALES CAREER
mm  AND EARN THE
RESPECT & INCOME
YOU DESERVE

OBJECTIVE

LEVEL OF TRUST

APPROACH &
INVOLVEMENT
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SELF-ESTEEM
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PRE-MEETING
PREPARATION

POINT OF
CONTACT

PRESENTATION
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‘ PREFERENCE SETTINGS

LEVEL

4

To continue upgrading
and increase share

of business
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on establishad

redationships and past

performance
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comfortable because
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"outside insider”
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| Bk

Return on Investment
proof and proft

Improvement strategies




There are Level 1, 2 and
REALITY N

3 sales relationships,
CHECK P

sales conversations,
q sales presentations and
commercials.
However...




Advertising Truth #1:

You are not buying commercials,
spots, print or digital. You're
buying sales calls on listeners,
viewers and readers.




Advertising Master #2:
David Ogilvy
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Confessions of
an Advertising Man SR\ e]ls KV J] ¢ F1 ()71

generalizations and
platitudes. Be
enthusiastic, friendly
and memorable. Don’t
be a bore. Tell the truth,
but make the truth
fascinating.”




“At 60 miles an hour the loudest noise
in this new Rolls-Royce comes from
the electric clock”

W hat makes Rolls-Royce the best car in the world? “There is really no magi about it —

it is merely patient attention to detal,” says an eminent Rolls-Royce engineer
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Advertising Truth #2:
Truth is better than creativity.




Advertising Master #3:
Alvin Eicoff



DIRECT
MARKETING
THROUGH
BROADCAST
MEDIA

For the Business Erecative, Seudont,
or Man on the Street
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“The Formula”
State the problem.
Explain the solution.
Demonstrate how your product
or service best provides the
solution.
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Local Advertising Mistake #1:
Running ads (sales calls) that score
fewer than 70 points using my
formula.



Five Advertising Success Elements

W=

Make an offer to sell something 25
Price your offer 25
Ask for a specific action 20
Add urgency 15
Develop a theme or hook 15

100



THE NUMBERS GAME: Adults learn
better and retain more when they
are involved in the process.









Lessons the Numbers Game
teaches about advertising and
marketing.



Local Advertising Mistake #2:

We spend 80% of our time talking

about where to advertise and only
20% of our time talking about why
to advertise, how to advertise and
what to say when we advertise.



“We’re #1 with women 18-49.”
“Cable has fragmented

TV audiences.”

“l hear they’re for sale.”

“Here’s a package we put
together.”

“Buy my station.”

e \

20

Where to advertise A Whyto advertise
How to advertise

What to say




The Concepts

The Advertising Truths
The Formulas

The Why Advertise? Checklist
The MASTERS of Advertising
The Local Advertising Mistakes

80 %

Why to advertise A Where to advertise
How to advertise
What to say



Advertising Truth #3:

It doesn’t matter where
you advertise as long as
you get results.




Triggering events: Why
results seem so hard to
trace.



Advertising Truth #4:
People respond to needs
not to ads. People buy to
change.







Resolve

Doubts

Evaluate
Options




Advertising Master #4:
Eugene Schwartz




"Let's get right down to the
heart of the matter. The
power, the force, the
overwhelming urge to own
that makes advertising
work, comes from the
market itself, and not from

the copy.



“Copy cannot create desire for
a product. It can only take the
hopes, dreams, fears and
desires that already exist in
the hearts of millions of
people, and focus those
already existing desires onto a
particular product.



“This is the copywriter's task:
Not to create this mass
desire—but to channel and

direct it.”
--Eugene Schwartz



The Big Question:
What has already
happened in your

prospect’s life that
has already created
a need for your
product or service?







Local Advertising Mistake
#3: Advertising without
saying exactly WHY you are
doing it.
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Why Advertise?

Cl‘\;:d’(‘7—t-hings ou'd like your udvcrti;;;\g to do for you,
Then circle the 3 of those 7 things your advertising MUST do for you.

Sell product/services today

Build traffic

Build image

Educate consumers

Differentiate our business/product
Generate new customers

Expand demographics

Use available co-op money

Give directions (location)

Promote competitive advantage/
Unique Selling Position

Build brand awareness
Support sales objectives
Start people talking

Make responsiveness known

Influence target audience
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Sell service today

Meet the competition

Create o new position

Enhance position

Promote new merchandise/department
Move old inventory

Promote the way we do business/
innovation

Increase name awareness

Promote new store openings
Announce new product/service

Justify higher price

Promote regular price merchandise
Build employee morale

Explain customer focus

Resolve doubts about the company (PR)

Promote off-price merchandise




Advertising Truth #5:
“Immunity to advertising is
one of humankind’s most

comforting self-delusions.”
--Ed Shane



Local Advertising Mistake #4:
Running ads that contain
more than 10% clichés.
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The Test: “Well, | would hope so.”




NOTICE

EMPLOYEES S

MUST WASH
HANDS BEFORE

RETURNING

TO WORK
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AMPAD'

The best visual aid Is a
blank sheet of paper.






Advertising Truth #6:

The purpose of retail (local)
advertising is to sell more
today than you would have if
vou hadn’t run the ad.



Advertising Master #5:
Rosser Reeves









“The true role of
advertising is exactly that of
the first salesperson hired
by the first manufacturer—
to get business away from
the competitor.”

--Rosser Reeves
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Advertising Master #6:
C. Britt Beemer



“Purposeful Shopping”



“You’ve got to be the first
place shopped. People
either buy it or go on to
something else. Only 30%
go to the second store.”
--C. Britt Beemer



Dueling Bull’s-eyes



Advertising Truth #7:

You're competing with every
cash register in town for the
disposable income. All
income is disposable.



Advertising Master #7:
Jack Trout
Advertising Master #8:
Al Ries
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THE 20TH
ANNIVERSARY EDITION
WITH COMMENTS
BY THE AUTHORS



“In short, marketing is war,
HECRUEELE AR

competitor and the ground
to be won is the customer.”



“The mind
works like a

simple card
file.”
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You are “abnormal” people.




