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MARKETING PLAN

OBJECTIVES
As with any strategic initiative, a 
marketing plan should start with 
objectives.  Your marketing objectives 
will guide your entire initiative and will 
be used for evaluating the success of 
your marketing programs.  Without 
objectives, you may get off-track and 
will not know when you have reached 
your ultimate goal.   Your objectives 
often focus on your specific target 
market(s). 

Objectives must be measurable in 
quantitative terms, such as number of 
visitors, sales volume, and so forth.  By 
having quantitative objectives, you will 
have a clear target to strive toward and 
will know when the objective has been 
achieved.  Objectives should also be 
framed within a specific time period.  
Finally, objectives should be outcome 
based.  In other words, what is the end 
result you are looking for?

SITUATION ANALYSIS
A situation analysis details the context 
for your marketing efforts.  In this 
section you take a close look at the 
internal and external factors that will 

influence your marketing strategy.  First, 
this section considers the rationale for 
your marketing efforts, the resources 
available within your organization and 
how these might facilitate or inhibit 
your marketing strategies.  A situation 
analysis should also contain a review 
of your past marketing efforts, with a 
focus on what efforts were successful 
and what efforts were not successful.  
This will help you make decisions 
regarding your current efforts. 

Second, this section can contain any 
demographic, social, and economic 
trends and recent changes, nationally 
and regionally, that might influence 
your marketing strategy. 

Third, this section should include a 
competition analysis where you analyze 
who your primary competitors are, who 
their target markets are, and what they 
are offering their visitors. 

Most importantly, a competition 
analysis should show how you are 
different from your competitors.  
Differentiation can be based on 
numerous factors such as price, 
product, quality of service, and 

location.  In this section you also want 
to consider who are your partners and 
allies, and how can you work with them 
to achieve your marketing objectives.

Determining a target market is one of 
the most basic, and most important, 
aspects of a marketing plan.  There is 
no such thing as the “general public” 
and it is unrealistic to think that you 
can attract everyone.  Defining your 
target market helps you decide where 
to commit resources and what kinds of 
promotional methods to use.  

TARGET MARKETS
The first step is to define your target 
market in terms of demographics 
(age, income, ethnicity, etc.).  Next, 
determine their geographical residence, 
social group (young families, couples 
without children, etc.), activities 
(sightsee, visit friends and family, 
cultural/historical activities, outdoor 
activities, etc.), motives or benefits 
(what are people trying to get out 
of their trip) and whether you are 
targeting repeat or first time visitors.  
The last step is to determine your target 
market’s planning frame.  Specifically, 

How to write your own steps to success
The purpose of a marketing plan is to provide direction for your marketing activities.  Marketing 

plans need not be long or expensive to put together.  The main goal is to think about what you want 

to accomplish with your marketing strategy and how you are going to meet your objectives.  The 

following worksheet provides a step-by-step process for developing a marketing plan.  
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are people in your market planning 
their trips one week or one month in 
advance, or are they spontaneous?  
Remember, if you choose to focus on 
more than one market, prioritize your 
markets to help you decide where, 
and in what order, resources should be 
committed.

STRATEGIES
This is the section where you address 
the manner in which you will achieve 
your objectives.  This section should 
incorporate your target markets, 
especially those that are primary and 
take into consideration the “Four P’s” of 
marketing.  The “Four P’s are:

Product
What you are offering your visitors 
specifically, and how it is different from 
what is offered by others. 
  
Price
The price for your product and a 
justification of your pricing decision.

Place
The way in which you will get your 
product to your market

Promotion
The way you plan to promote your 
product.  This section includes your 
advertising, publicity, sales promotion 
and public relations strategies.  Your 
media schedule should be included in 
this part of the marketing plan.

EVALUATION
This final section addresses the manner 
in which you will measure your success 
and in what ways your objectives have 
been met.  Although often overlooked, 
this section is vitally important to the 
continuation of your marketing efforts 
as it helps determine the success of 
your marketing efforts.  

Ways that marketing efforts can be 
evaluated are different for each type of 
marketing project.  For print placement, 
examples may include the number 
of leads generated by a magazine or 
newspaper ad.  For a website, the 
number of page views or the number 
of web-based requests for products or 
services can be measured.  

Public relations efforts can be measured 
by the number of articles written 

about your community or business 
in newspapers and magazines.  The 
success of trade show attendance 
can be measured by the number of 
consumers who requested information 
from your booth, or the number of 
tour operators or travel agents who 
requested specific information on your 
destination or business. 

Additional evaluation techniques 
include attendance at an event from 
year to year or a visitor research study 
to determine who is visiting and how 
they found out about you.
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In-Region 
Media Contacts
This list provides a great resource of 
region-wide contacts across all media 
platf orms.  These people and companies 
are some of your best (and most 
inexpensive resources) in marketi ng your 
business, organizati on, event, or other 
product to our Great Lakes Bay Regional 
audience.

Out-of-Region
Media Contacts
As important as it is to market to 
the regional community, it’s equally 
important to distribute your press 
releases, marketi ng materials, and other 
informati on through the media channels 
of surrounding areas.  This Out-Of-Region 
media contacts list will help you get 
started in reaching out to att ract the 
interest of consumers from outerlying 
areas.

TO  M A K E  T H E S E 

M E D I A  C O N TA C T  L I S T S 

A C C E S S I B L E  A N D 

E D I TA B L E ,  T H E Y  H AV E 

B E E N  P R O V I D E D  I N 

E L E C T R O N I C  F O R M AT.

Please see the fi les 
entitled “In-Region Media 

Contacts” and “Out-Of-
Region Media Contacts” to 
begin taking advantage of 

these tools today.

MEDIA CONTACTS
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The following list pinpoints 
all Michigan Welcome 

Centers & Rest Areas by 
region.  These Welcome 

Centers & Rest Areas are  
powerful places where you 

can reach potential new 
customers and prospects.

 The Dodge Road Visitor 
Center is operated by the 
Great Lakes Bay Regional 

Convention & Visitors 
Bureau in cooperation 
with the Frankenmuth 

Chamber of Commerce and 
Convention and Visitors 

Bureau.

To obtain a commodity 
code for brochures to be 

distributed in Michigan 
Welcome Centers, please 

contact:

Kim Foreman, MDOT
(517) 322-1657 

foreman@michigan.gov

[ 1 ] SUPERIOR REGION
• Ironwood Welcome Center on US-2 EB WB
• Iron Mountain Welcome Center on US-2
• Menominee Welcome Center on US-41 NB
• Marquette Welcome Center on US-41
• Naubinway Rest Area on US-2 EB WB
• St. Ignace Rest Area on I-75 SB
• St. Ignace Welcome Center on I-75 NB
• Sault Ste. Marie Rest Area on I-75 NB
• Sault Ste. Marie Welcome Center on I-75 NB
• Seney Rest Area on M-28 EB WB
• Garden Corners Rest Area on US-2 EB WB
 

[ 2 ] NORTH REGION
• Tustin Rest Area on US-131 SB
• Cadillac Rest Area on US-131 NB
• Ludington Rest Area on US-31 NB
• Houghton Lake Rest Area on US-127 NB
• Higgins Lake Rest Area on US-127 SB
• Grayling Rest Area on I-75 NB
• Hartwick Pines Rest Area on I-75 SB
• Gaylord Rest Area on I-75 NB
• Vanderbilt Rest Area on I-75 SB
• Topinabee Rest Area on I-75 NB
• Hebron Rest Area on I-75 SB
• Mackinaw City Welcome Ctr. on I-75 NB SB
• West Branch Rest Area on I-75 NB
• Nine Mile Hill Rest Area on I-75 SB
 
 [ 3 ] GRAND REGION
• Muskegon Rest Area on US-31 SB
• Fruitport Rest Area on I-96 WB
• Walker Rest Area on I-96 EB
• Rockford Rest Area on US-131 SB
• Zeeland Rest Area on I-196 NB
• Rothbury Rest Area on US-31 NB
• Hart Rest Area on US-31 SB
• Portland Rest Area on I-96 WB
• Saranac Rest Area on I-96 EB
• Morley Rest Area on US-131 NB
• Big Rapids Rest Area on US-131 SB

[ 4 ] BAY REGION
• Bay City Rest Area on I-75 NB
• Clio Rest Area on I-75 SB
• Fenton Rest Area on US-23 NB

• Alger Rest Area on I-75 SB
• Linwood Rest Area on I-75 NB
• Swartz Creek Rest Area on I-69 EB
• Five Lakes Rest Area on I-69 EB
• Dodge Road Rest Area on I-75 NB
• Ithaca Rest Area on US-127 NB
• Clare Welcome Center on US-127 NB SB

[ 5 ] SUPERIOR REGION
• Marshall Rest Area on I-94 WB
• Battle Creek Rest Area on I-94 EB
• Galesburg Rest Area on I-94 WB
• Watervliet Rest Area on I-94 WB
• New Buffalo Welcome Center on I-94 EB
• Alamo Rest Area on US-131 SB
• Coldwater Welcome Center on I-69 NB
• Turkeyville Rest Area on I-69 SB
• Glenn Rest Area on I-196 NB
• Saugatuck Rest Area on I-196 SB

[ 6 ] UNIVERSITY REGION
• Lansing Rest Area on US-127 NB
• Okemos Rest Area on I-96 WB
• Howell Rest Area on I-96 EB
• Lake Chemung Rest Area on I-96 WB
• Northfield Church Rest Area on US-23 SB
• Grass Lake Rest Area on I-94 WB
• Sandstone Rest Area on I-94 EB
• Jackson Rest Area on US-127 SB
• Dundee Welcome Center on US-23 NB
• Monroe Welcome Center on I-75 NB
• Grand Ledge Rest Area on I-96 EB
• Carleton Rest Area on I-275 SB
• Potterville Rest Area on I-69 NB
• Woodbury Rest Area on I-69 WB
• DeWitt Rest Area on US-127 SB
• Chelsea Rest Area on I-94 EB

[ 7 ] METRO REGION
• Detroit Intl. Welcome Center on NB I-75
• Clarkston Rest Area on I-75 SB
• Davisburg Rest Area on I-75 NB
• Adair Rest Area on I-94 EB
• Richmond Rest Area on I-94 WB
• Belleville Rest Area on I-94 WB
• Westland Rest Area on I-275 NB
• Capac Rest Area on I-69 WB
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E VENT PROMOTION
Three free ways to get your events noticed

While maintaining your organizati on or business’ own online calendar of events is crucial to your marketi ng 

sucess, it’s not a standalone soluti on.  In order to reach a more comprehensive audience, it’s essenti al that you 

keep some of the region’s main online calendars populated with the most complete and accurate event informa-

ti on.  Here, you’ll learn the disti ncti ons between each online calendar’s off erings and audience, allowing you to 

decide which calendas are the best avenues for promoti ng your events.

VISITGREATLAKESBAY.ORG
The Great Lakes Bay Regional 
Conventi on & Visitors Bureau’s online 
calendar of events is intended for 
promoti on of festi vals and events that 
are relevant to the tourism industry 
and would be of interest to the general 
leisure traveler.  You can add your own 
events with an easy-to-use form by 
clicking on the “Add Your Event” tab.

If you are a tourism-related business 
within the Great Lakes Bay Region (ie: 
lodging, att racti on, dining, shopping, 
arts & culture organizati on) and are a 
member of a Chamber of Commerce 
within the Great Lakes Bay Region, 
you are also enti tled to a FREE listi ng 
on visitgreatlakesbay.org, plus a listi ng 
within the region’s offi  cial travel 
publicati on, Go Great Lakes Bay.

If you already have a listi ng or feel 
that you meet the requirements noted 
above, please contact Lori Amo, General 
Tourism Manager of the Great Lakes Bay 
Regional Conventi on & Visitors Bureau 
by e-mail at lamo@visitgreatlakesbay.

org to obtain your account username 
and password.  Once your account is 
established, you will be able to add 
events, coupons, packages, and photos, 
as well as update your descripti on, 
accepted payment types, and more.

EVERYTHINGGREAT 
LAKESBAY.COM
The Everything Great Lakes Bay Online 
Calendar of Events (hosted on mLive) 
is the main recommended source for 
Great Lakes Bay Regional Community 
Events.  Here, you can also submit your 
events online with an easy-to-use form.  
This calendar is appropriate for all types 
of events, including large festi vals and 
events as well as community fundraisers 
and gatherings.

MICHIGAN.ORG
Another excellent avenue for promoti ng 
festi vals and events is through the 
State’s offi  cial tourism website at 
Michigan.org.  This online calendar 
of events, like the online calendar at 
visitgreatlakesbay.org, is intended 
for use in promoti ng events that are 

relevant to the tourism industry and 
would be of interest to leisure travelers.  
You can add your own events, deals, 
and even create a general listi ng for 
your property using the links below: 
 
Your Travel Michigan contact for 
adding properti es, events, deals, and 
more:

Carol Royse
roysec@michigan.org
(517) 373-3848
  
Add your property 
htt ps://ref.michigan.org/Login/
Add your event
htt p://ref.michigan.org/mtr/add_
events/
Add your deals
htt p://ref.michigan.org/mtr/add_deals/ O
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Out-of-State Partnership
The Out-of-State Partnership program 
extends the limited marketing reach of the 
Michigan travel industry and Travel Michigan 
by leveraging marketing dollars to promote 
Michigan.  The program’s key awareness 
target markets are Chicago, Cleveland, 
Indianapolis, Cincinnati, Milwaukee, Dayton, 
Columbus, St. Louis and Southern Ontario.  
Feeder markets are Toledo, Green Bay/
Appleton, South Bend and Fort Wayne.  
Based on a financial commitment from 
Travel Michigan and potential partner(s), 
a specific strategic promotional campaign 
is jointly created utilizing television, radio, 
digital and print advertising, web site 
and online  promotion, public relations 
and social media efforts.  This is a dollar 
for dollar matching fund program.  The 
minimum investment is $30,000 for feeder 
markets per season and $75,000 per 
season for each awareness market. Travel 
Michigan’s partnership guidelines are 
available at http://www.michigan.org/mtr/
marketing/
Contact: Ken Yarsevich, (517) 335-4383  
yarsevichk@michigan.org 

In-State Partnership
The Pure Michigan Instate Marketing 
Partnership program is intended to keep 
Michigan residents in-state, extend stays 
and further promote destinations by 
leveraging Travel Michigan and industry 
marketing dollars.  The program’s key 
markets are Detroit, Grand Rapids, Lansing, 
Flint, Saginaw/Bay City, Battle Creek/
Kalamazoo and Traverse City.  The program 
will consist of 60 second radio spots and 
other companion media created by Travel 
Michigan utilizing the Pure Michigan 
brand.  The media buys are available with a 
minimum opt-in of 2-weeks with radio at a 
minimum of 50 Gross Rating Points (GRPs) 
per week.  Partners can buy the Detroit 
market separately, the out state Michigan 
markets individually or as a group, or 

combine the two for one statewide program.  
This is a dollar for dollar match program.  
The minimum investments is $20,000 
per season for the out state markets and 
$25,000 per season for the Detroit market.  
Travel Michigan’s partnership guidelines are 
available at http://www.michigan.org/mtr/
marketing/
Contact: Ken Yarsevich, (517) 335-4383   
yarsevichk@michigan.org 

Pay-Per-Click (PPC)
Partnership program’s goal is to promote 
and increase web traffic to partners’ Web 
sites and michigan.org. We match partners’ 
dollar for dollar enabling each partner to 
effectively double their PPC advertising 
budget.  Pay-per-Click advertising allows 
travel entities to bid on search terms 
so they show up in top positions on top 
search engines, i.e., Google, Yahoo, etc. 
It is a quick route and provides extended 
reach and visibility online while allowing 
an entity to control when and where they 
want to appear in search engine listings 
and at what price. The program’s objective 
is to achieve the most traffic to michigan.
org and then send them to partners’ web 
sites at the lowest cost per click.  Specific 
details on the pages are determined by 
the key words/phrases purchased and 
the goals of the partner.  Travel Michigan 
will match the partner dollar for dollar. 
Minimum partnership investment is $6,100 
for a 4 month period.  Additional benefits 
and services are available to partners who 
participate on a year-round basis. Requests 
for participation must be submitted 3 
months in advance of the start of a Pay-per-
Click partnership.  Program guidelines are 
available at http://ref.michigan.org/mtr/ppc
Contact:  Ken Yarsevich, (517) 335-4383  
yarsevichk@michigan.org

Michigan Travel Ideas 
Michigan Travel Ideas is the four-color, 
four-season official state travel guide.  

This publication features enticing feature 
articles and offers advertising opportunities 
for Michigan travel-related businesses.  
Michigan Travel Ideas is distributed to 
Travel Michigan’s key awareness and feeder 
markets. Take advantage of this opportunity 
to get your message before more than 
1,000,000 readers.
Contact: Robin Peebles, (517) 373-7462   
peeblesr@michigan.org

eNewsletter Campaign
The enewsletter program highlights 
destinations, special offers, events, feature 
interests, new attractions, and activities. 
It is intended to increase Web traffic to 
michigan.org as well as to industry Web 
sites.  The newsletter is distributed bi-
monthly to an opt-in subscriber audience of 
more than 210,000. Organizations wishing 
to submit content for consideration must 
provide details to Travel Michigan at least 30 
days prior to the month in which the event 
takes place. 
Contact: Robin Peebles, (517) 373-7462  
peeblesr@michigan.org

Monthly eDeals Program
Each month, the Michigan travel industry 
has the opportunity to promote online travel 
discounts, last-minute specials and unique 
offerings in a monthly Travel Michigan 
broadcast email. The Michigan eDeals 
Program is designed to take advantage of 
the growing number of consumers who 
search michigan.org for specific information 
on “Deals and eSpecials”. To address this 
consumer group, Travel Michigan has 
developed a permission-based email 
marketing campaign.  Michigan travel 
industry partners have the opportunity 
to place an eDeal within the monthly 
email. Each email will contain up to twelve 
eSpecials. The monthly eDeals are sent the 
first Thursday of the month to a subscriber 
base of over 200,000, and are posted for 

TRAVEL MICHIGAN
M a r ke t i n g  &  Pa r t n e r s h i p  O p p o r t u n i t i e s
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the entire month on michgan.org. Rates 
and registration can be obtained through 
Gammet Interactive. Discount rates are 
available for multi-buys.
Contact:  Dave Serino, (866) 878-8824  
DaveS@thinksocialmedia.com
 

Fall Color Updates E-mail
Throughout the fall season (September/
October), the Michigan tourism industry 
has the opportunity to promote added-
value packages and events in the Travel 
Michigan Fall Color Update.  Sent out every 
Wednesday during the fall color season, 
this update is designed to keep consumers 
posted on key fall color destinations, 
describe scenic driving tours, link to great 
fall packages and provide information on fall 
activities around the state. 
Contact: Robin Peebles, (517) 373-7462  
peeblesr@michigan.org

Social Media Campaigns
Travel Michigan participates in various 
social media platforms including Facebook, 
Twitter, Flickr and Pure Michigan Connect, 
Michigan’s official travel and tourism blog. 
Travel Michigan uses these platforms to 
develop an interactive conversation with 
our audience.  By participating in the 
“conversation” with timely, genuine and 
compelling content we have become a 
relevant influence in the Michigan travel 
“conversation,” building social authority.  
The social media program, through Facebook 
posts, Twitter tweets and guest blog posts 
highlights special offers, events, feature 
interests, new attractions and activities. 
The program provides additional exposure 
and reach to thousands of Pure Michigan 
social media participants. Organizations 
wishing to submit content for consideration 
must provide details to Travel Michigan at 
least two weeks prior to the publish/post 
date.  Facebook/Twitter – Please confirm 
content is already included on michigan.
org. Send email request to Fluency Media 
at pure.michigan@fluencymedia.com. 
Include a short description, web link and 
contact information.  Guest Blog – We 
publish consumer-based travel experiences 
highlighting Michigan vacation activities, 
events and trips. For additional information 
and submission details, visit http://www.
puremichiganblog.org/be-a-guest-blogger/.
Contact: Gary Platte, (517) 335-1877  
platteg@michigan.org

Public Relations
The Travel Michigan PR team works to 
garner earned media coverage using various 
tactics, including those listed below. The 
PR team targets media on a regular basis 
with timely story and interview ideas. 
Many times the team is looking to the 
industry to provide information, participate 
in on-air interviews, and provide sample 

products or similar items.  Quick response 
time is paramount to the success of media 
placements. Your prompt attention is 
encouraged and appreciated.

•Thumbs UP! – A monthly email tip sheet 
designed to give travel and feature writers 
story leads on Michigan travel destinations 
is sent to hundreds of journalists throughout 
the Midwest.  Thumbs UP! includes updates 
on new properties, amenities and unique 
features throughout the state.  The Travel 
Michigan PR team is always looking for 
ideas and news to include in this monthly 
communication with the media. Did famous 
authors pen their books in your city? Do you 
offer soft adventure weekends or themed 
getaways? Has your resort added an over 
the top spa? Does your B&B teach culinary 
classes? Think out of the box and email 
your ideas and news.   Contact: Joanna 
Wilbee Amis, (906) 420-8046  Joanna@
hobnobcomm.com or David Lorenz, (517) 
335-0007 lorenzd@michigan.org
  
•In-market Media Visits – Travel Michigan 
pitches key awareness and feeder markets 
(Chicago, Cincinnati, Cleveland, Columbus, 
Fort Wayne, Green Bay / Appleton, 
Indianapolis, Milwaukee, South Bend, 
Southern Ontario, Toledo) on an ongoing 
basis with ideas for on-air interviews, in-
studio radio interviews and desk side visits. 
Share your ideas with the Travel Michigan 
PR team.  Contact: David Lorenz, (517) 335-
0007  lorenzd@michigan.org

•Travel Michigan on WJR – Travel Michigan 
produces a weekly travel radio show 
Sunday evenings on WJR AM-760. Ideas for 
interviews--unique destinations, attractions 
and the people behind the story--are 
appreciated.  Contact:  David Lorenz, (517) 
335-0007  lorenzd@michigan.org

•Media Familiarization (Fam) Trips – 
Individual media fams are scheduled 
on a per request basis from writers on 
assignment.
Contact: David Lorenz, (517) 335-0007  
lorenzd@michigan.org

Michigan.org Listings
Free listings for all Michigan-based travel 
industry businesses on the Travel Michigan 
Web site (michigan.org), with direct 
hyperlinks, are available. Submit your 
Michigan-based travel industry property 
information by clicking on Michigan.org/
travel professionals, “Add Your Property”, 
”Submit Your Events and “Submit Your 
Deals”.  For existing properties in our 
michigan.org database, you will need a 
“pass code” which our staff (listed below) 
can supply. To learn the simple registration 
steps, go to our brief online overview.

The newest feature available on michigan.
org is adding videos to your property listing.   
Videos are to be 3 to 10 min. max in length. 
On your property profile page, you will see a 

new box that explains this easy process.
For more information regarding your 
property and our database listing of events 
or deals and discounts/packages, contact 
Marilyn Schneider at (517) 241-2605 or 
Bonnie Fink at (517) 335-6909. Submit video 
clip URLs to Carol Royse, or call her at (517) 
373-3848.  To use the Pure Michigan logo 
or images from the online Travel Michigan 
Image Gallery, contact:  Carol Royse, (517) 
373-3848   roysec@michigan.org

Welcome Centers
Travel Michigan no longer oversees the day-
to-day operations of Michigan’s 14 Welcome 
Centers.  That role has transitioned back 
to the Michigan Dept. of Transportation 
(MDOT).  However, Travel Michigan will 
still work with MDOT and the Welcome 
Centers on tourism promotion and Pure 
Michigan brand awareness.  With over 7.5 
million annual visitors to the Welcome 
Centers, they remain a major venue for 
promoting the destinations and attractions 
of Pure Michigan.  Here are some of the 
promotional opportunities that are available 
to you.

•FREE Literature Distribution – Michigan 
tourism-related businesses may distribute 
(upon receiving approval) travel-related 
brochures at all 14 Welcome Centers around 
the state or at specific Welcome Centers.  
For the literature distribution criteria, go 
to: Literature Policy Guidelines or: Contact:  
Kim Foreman of MDOT, (517) 322-1657  
foremank@michigan.gov

•Promotional Event Sponsorship – Michigan 
tourism-related businesses may sponsor a 
promotional event at a Welcome Center.  For 
the event sponsorship criteria and the online 
request form, go to Event Sponsorship 
Criteria/Form or directly contact the 
Manager of any Welcome Center.

•Promotional Displays/Giveaways – 
Michigan tourism-related businesses may 
sponsor special promotional displays and 
giveaways at a Welcome Center.  Welcome 
Centers utilize industry giveaway prizes 
to obtain important email addresses from 
visitors.  Contact the Manager of any 
Welcome Center to discuss promotional 
displays/giveaways.

•Explore Channel Video Ads at Welcome 
Centers – The Explore Channel was launched 
in 2007 at all 14 Welcome Centers.  Quality 
plasma screens and speakers have been 
broadcasting call-to-action ads for Industry 
destinations and attractions for over 
7.5 million center visitors to view. There 
are a variety of ways to be one of the 
selected advertisers on the channel.  For 
more complete details, contact Digital 10 
Networks, the channel contract operator, at:  
Digital 10 Network, (248) 488-5570   info@
digital10network.com
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Use the Prism NE Segementation informa-
tion below, which categorizes your customer 
base by demographic and lifestyle traits, 
in conjunction with the Zip Code Analysis 
(Nielsen Segment Distribution Reports) 
found on your fl ash drive.  This will show you 
where concentrations of diff erent types of 
customers reside, allowing you to target your 
direct mail, canvassing, and other eff orts 
more directly.

Please note:  The corresponding Prizm Report 
Data on your fl ashdrive includes several fi les:

• Bay County Prizm Report
• Midland County Prizm Report
• Saginaw County Prizm Report
• Regional Prizm Report 1
• Regional Prizm Report 2

01   Upper Crust  
The nati on’s most exclusive address, 
Upper Crust is the wealthiest lifestyle 
in America -a haven for empty-nesti ng 
couples over 55 years old. No segment 
has a higher concentrati on of residents 
earning over $200,000 a year or 
possessing a postgraduate degree. None 
has a more opulent standard of living. 
  Group:   Elite Suburbs    
US Households:  1,872,058  (1.74%)  /  
US Populati on:  5,020,771  (1.75%)  /  
Median HH Income:  $105,601  

1. Spend $3,000+ foreign travel  
2. Contribute to PBS  
3. Read Architectural Digest  
4. Watch Wall Street Week  
5. Drive a Lexus ES300  

Ethnic Diversity: White, High Asian
Family Types: Couples
Age Ranges: 45+
Educati on: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Wealthy

02   Blue Blood Estates 
Blue Blood Estates is a family portrait 
of suburban wealth, a place of million-
dollar homes and manicured lawns, high-
end cars and exclusive private clubs. The 
nati on’s second-wealthiest lifestyle, it is 
characterized by married couples with 
children, college degrees, a signifi cant 
percentage of Asian Americans and 
six-fi gure incomes earned by business 
executi ves, managers and professionals. 
  Group:   Elite Suburbs  
US Households:  1,210,777  (1.12%)  /  
US Populati on:  3,818,331  (1.33%)  /  

Median HH Income:  $111,324  

1. Took a golf vacati on  
2. Eat at fast food picked by kids  
3. Read Fortune  
4. Watch Major league soccer  
5. Drive a Acura SUV  
    
Ethnic Diversity: White, High Asian
Family Types: Families
Age Ranges: 35-64
Educati on: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Wealth

 03   Movers & Shakers 
Movers & Shakers is home to America’s 
up-and-coming business class: a wealthy 
suburban world of dual-income couples 
who are highly educated, typically 
between the ages of 35 and 54 and oft en 
with children. Given its high percentage 
of executi ves and white-collar 
professionals, there’s a decided business 
bent to this segment: Movers & Shakers 
rank number-one for owning a small 
business and having a home offi  ce. 
  Group:   Elite Suburbs  
US Households:  1,718,417  (1.59%)  
/  US Populati on:  4,589,292  (1.6%)  /  
Median HH Income:  $92,163  

1. Go scuba diving/snorkeling  
2. Plan travel on the Internet  
3. Read PC Magazine  
4. Listen to adult contemp. radio  
5. Drive a Porsche  

Ethnic Diversity: White, High Asian
Family Types: Couples
Age Ranges: 35-64
Educati on: College Grad+

RESIDENTIAL PROFILE
Understanding your regional customer base
The following pages are your guide to understanding your regional base of past, present, and potenti al customers.  Here, 

you will fi nd a breakdown of the PRIZM NE Segmentati on System.  Use this in conjuncti on with the Nielsen Segment 

Distributi on Reports for Michigan’s Great Lakes Bay Region, found on your fl ash drive.  These tools together will allow you 

to understand where certain types of individuals reside, and, more importantly, what their lifestyle traits, demographic 

traits, and buying patt erns likely are.  Armed with this informati on, you can bett er target eff orts like direct mail and event 

promoti ons to a specifi c area or market, increasing the eff ecti veness of your marketi ng while reducing costs.
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Employment: Professional
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Wealthy

04   Young Digerati 
Young Digerati are the nation’s tech-
savvy singles and couples living in 
fashionable neighborhoods on the 
urban fringe. Affluent, highly educated 
and ethnically mixed, Young Digerati 
communities are typically filled with 
trendy apartments and condos, fitness 
clubs and clothing boutiques, casual 
restaurants and all types of bars -from 
juice to coffee to microbrew. 
  Group:   Urban Uptown  
US Households:  1,430,954  (1.33%)  /  
US Population:  3,234,655  (1.13%)  /  
Median HH Income:  $80,343  

1. Buy wireless phones  
2. Own a DVD player  
3. Read Wall Street Journal  
4. Listen to National Public Radio  
5. Drive a Saab  
    
Demographics Traits:
Ethnic Diversity: High Asian
Family Types: Mix
Age Ranges: 25-44
Education: College Grad+
Employment: Professional
Housing Types: Mix
Urbanicity: Urban
Income:  Upscale

 05   Country Squires 
The wealthiest residents in exurban 
America live in Country Squires, an oasis 
for affluent Baby Boomers who’ve fled 
the city for the charms of small-town 
living. In their bucolic communities 
noted for their recently built homes 

on sprawling properties, the families 
of executives live in six-figure comfort. 
Country Squires enjoy country club 
sports like golf, tennis and swimming as 
well as skiing, boating and biking. 
  Group:   Landed Gentry  
US Households:  1,976,217  (1.83%)  /  
US Population:  6,137,628  (2.14%)  /  
Median HH Income:  $91,046  

1. Have broadband Internet access  
2. Go skiing  
3. Read USA Today  
4. Watch The Disney Channel  
5. Drive a GMC Denali  
    
Ethnic Diversity: Mostly White
Family Types: Families
Age Ranges: 35-64
Education: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: Town
Income:  Wealthy

 06   Winner’s Circle 
Among the wealthy suburban lifestyles, 
Winner’s Circle is the youngest, a 
collection of mostly 25- to 34-year-old 
couples with large families in new-
money subdivisions. Surrounding their 
homes are the signs of upscale living: 
recreational parks, golf courses and 
upscale malls. With a median income of 
nearly $90,000, Winner’s Circle residents 
are big spenders who like to travel, ski, 
go out to eat, shop at clothing boutiques 
and take in a show. 
  Group:   Elite Suburbs  
US Households:  1,252,676  (1.16%)  /  
US Population:  4,000,276  (1.39%)  /  
Median HH Income:  $93,449  

1. Go downhill skiing  

2. Own a home theatre system  
3. Read Parents Magazine  
4. Watch The Cartoon Network  
5. Drive a Chrysler Town & Country  
    
Ethnic Diversity: White, High Asian
Family Types: Families
Age Ranges: 25-54
Education: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Wealthy

 07   Money & Brains 
The residents of Money & Brains seem 
to have it all: high incomes, advanced 
degrees and sophisticated tastes to 
match their credentials. Many of these 
citydwellers, predominantly white with a 
high concentration of Asian Americans, 
are married couples with few children 
who live in fashionable homes on small, 
manicured lots. 
  Group:   Urban Uptown  
US Households:  2,106,442  (1.95%)  /  
US Population:  5,771,415  (2.01%)  /  
Median HH Income:  $82,880  

1. Shop at Nordstrom  
2. Support the arts  
3. Read Business Week  
4. Listen to all-news radio  
5. Drive a Jaguar  
    
Ethnic Diversity: High Asian
Family Types: Mix
Age Ranges: 45+
Education: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: Urban
Income:  Upscale
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 08   Executive Suites 
Executive Suites consists of upper-
middle-class singles and couples typically 
living just beyond the nation’s beltways. 
Filled with significant numbers of Asian 
Americans and college graduates -both 
groups are represented at more than 
twice the national average- this segment 
is a haven for white-collar professionals 
drawn to comfortable homes and 
apartments within a manageable 
commute to downtown jobs, restaurants 
and entertainment. 
  Group:   The Affluentials  
US Households:  1,202,105  (1.12%)  /  
US Population:  2,704,030  (0.94%)  /  
Median HH Income:  $70,380  

1. Exercise at health clubs  
2. Research Internet real estate  
3. Read GQ  
4. Watch Will & Grace  
5. Drive a BMW 3 Series  
    
Ethnic Diversity: White, High Asian
Family Types: Singles/Couples
Age Ranges: 25-44
Education: College Grad+
Employment: Professional
Housing Types: Mix
Urbanicity: Suburban
Income:  Upper Middle

 09   Big Fish, Small Pond 
Older, upper-class, college-educated 
professionals, the members of Big Fish, 
Small Pond are often among the leading 
citizens of their small-town communities. 
These upscale, empty-nesting couples 
enjoy the trappings of success, belonging 
to country clubs, maintaining large 
investment portfolios and spending 
freely on computer technology. 
  Group:   Landed Gentry  
US Households:  2,865,814  (2.66%)  /  
US Population:  7,523,707  (2.62%)  /  
Median HH Income:  $70,908  

1. Go cross-country skiing  
2. Own a vacation/wknd home  
3. Read Southern Living  
4. Listen to classical radio  
5. Drive a Cadillac de Ville  
    
Ethnic Diversity:  Mostly White
Family Types:  Couples
Age Ranges:  45+
Education Levels:  College Grad+
Employment Levels: Professional
Housing Types:  Homeowners
Urbanicity:  Town
Income:   Upscale

10   Second City Elite 
There’s money to be found in the 
nation’s smaller cities, and you’re most 
likely to find it in Second City Elite. The 
residents of these satellite cities tend to 
be prosperous executives who decorate 
their $200,000 homes with multiple 
computers, large-screen TV sets and 
an impressive collection of wines. With 
more than half holding college degrees, 
Second City Elite residents enjoy 
cultural activities -from reading books to 
attending theater to dance productions.
  Group:   2nd City Society  
US Households:  911,428  (0.85%)  /  
US Population:  2,325,050  (0.81%)  /  
Median HH Income:  $73,455  

1. Own home exercise equipment  
2. Travel domestically by plane  
3. Read Travel & Leisure  
4. Watch Wall Street Week  
5. Drive a Ford Thunderbird  
    
Ethnic Diversity: White, Asian
Family Types: Couples
Age Ranges: 45+
Education: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: 2nd City
Income:  Upscale

 11   God’s Country 
When city dwellers and suburbanites 
began moving to the country in the 
1970s, God’s Country emerged as 
the most affluent of the nation’s 
exurban lifestyles. Today, wealthier 
communities exist in the hinterlands, 
but God’s Country remains a haven 
for upper-income couples in spacious 
homes. Typically college-educated 
Baby Boomers, these Americans try to 
maintain a balanced lifestyle between 
high-power jobs and laid-back leisure. 
  Group:   Landed Gentry  
US Households:  1,771,463  (1.64%)  /  
US Population:  4,767,937  (1.66%)  /  
Median HH Income:  $73,663  

1. Travel to the Caribbean  
2. Use Internet to trade stocks  
3. Read Airline magazines  
4. Listen to Wall St Journal radio  
5. Drive a Porsche  
    
Ethnic Diversity: Mostly White
Family Types: Couples
Age Ranges: 35-64
Education: College Grad+
Employment: Professional
Housing Types: Homeowners
Urbanicity: Town
Income:  Upscale

 12   Brite Lites, Li’l City 
Not all of the America’s chic sophisti-
cates live in major metros. Brite Lights, 
Li’l City is a group of well-off, middle-
aged couples settled in the nation’s 
satellite cities. Residents of these typical 
DINK (double income, no kids) house-
holds have college educations, well-
paying business and professional careers 
and swank homes filled with the latest 
technology. 
  Group:   2nd City Society  
US Households:  1,378,880  (1.28%)  /  
US Population:  3,507,373  (1.22%)  /  
Median HH Income:  $70,834  

1. Own networking software  
2. Eat at Bennigan’s  
3. Read Boating magazines  
4. Watch Pay-per-view sports  
5. Drive a BMW 5 Series  
   
Ethnic Diversity: White, High Asian
Family Types: Singles/Couples
Age Ranges:  25-54
Education: College Grad+
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: 2nd City
Income:  Upper Middle
 
13   Upward Bound 
More than any other segment, Upward 
Bound appears to be the home of those 
legendary Soccer Moms and Dads. In 
these small satellite cities, upper-class 
families boast dual incomes, college 
degrees and new split-levels and 
colonials. Residents of Upward Bound 
tend to be kid-obsessed, with heavy 
purchases of computers, action figures, 
dolls, board games, bicycles and camping 
equipment. 
  Group:   2nd City Society  
US Households:  1,738,906  (1.61%)  /  
US Population:  5,465,357  (1.91%)  /  
Median HH Income:  $80,044  

1. Go to the beach  
2. Own a Game Boy  
3. Read Forbes  
4. Watch Nickelodeon  
5. Drive a Chevy Suburban  
    
Ethnic Diversity: High Asian
Family Types: Families
Age Ranges: 25-54
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: 2nd City
Income:  Upscale
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14   New Empty Nests 
With their grown-up children recently 
out of the house, New Empty Nests is 
composed of upscale older Americans 
who pursue active -and activist- 
lifestyles. Nearly three-quarters of 
residents are over 65 years old, but 
they show no interest in a rest-home 
retirement. This is the top-ranked 
segment for all-inclusive travel packages; 
the favorite destination is Italy. 
  Group:   The Affluentials  
US Households:  1,488,406  (1.38%)  /  
US Population:  3,625,771  (1.26%)  /  
Median HH Income:  $66,200  

1. Choose all-inclusive travel pkg  
2. Belong to a fraternal order  
3. Read Smithsonian  
4. Watch Meet the Press  
5. Drive a Buick Park Avenue  

Ethnic Diversity: Mostly White
Family Types: Couples
Age Ranges: 65+
Education: College Grad+
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Upper Middle
 
15   Pools & Patios 
Formed during the postwar Baby Boom, 
Pools & Patios has evolved from a 
segment of young suburban families to 
one for mature, empty-nesting couples. 
In these stable neighborhoods graced 
with backyard pools and patios -the 
highest proportion of homes were built 
in the 1960s- residents work as white-
collar managers and professionals, and 
are now at the top of their careers. 
  Group:   The Affluentials  
   
US Households:  1,432,944  (1.33%)  /  
US Population:  3,694,337  (1.29%)  /  
Median HH Income:  $66,223  

1. Own a timeshare  
2. Eat at Boston Market  
3. Read Consumer Digest  
4. Listen to jazz radio  
5. Drive a VW New Beetle  
    
Ethnic Diversity: Mostly White
Family Types: Couples
Age Ranges: 45+
Education: College Grad+
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Upper Middle

 16   Bohemian Mix 
A collection of young, mobile urbanites, 
Bohemian Mix represents the nation’s 
most liberal lifestyles. Its residents are 
a progressive mix of young singles and 
couples, students and professionals, 
Hispanics, Asians, African-Americans and 
whites. In their funky rowhouses and 
apartments, Bohemian Mixers are the 
early adopters who are quick to check 
out the latest movie, nightclub, laptop 
and microbrew. 
  Group:   Urban Uptown  
   
US Households:  1,996,058  (1.85%)  /  
US Population:  4,682,871  (1.63%)  /  
Median HH Income:  $54,117  

1. Shop at Banana Republic  
2. Go jogging  
3. Read Vanity Fair  
4. Watch Friends in syndication  
5. Drive a Audi A4/S4  
    
Ethnic Diversity: Black, Asian & Hisp.
Family Types: Singles 
Age Ranges: <35
Education: College Grad+
Employment: Prof, White-Collar
Housing Types: Renters
Urbanicity: Urban
Income:  Midscale
 
17   Beltway Boomers 
The members of the postwar Baby 
Boom are all grown up. Today, these 
Americans are in their forties and fifties, 
and one segment of this huge cohort 
-college-educated, upper-middle-class 
and home-owning- is found in Beltway 
Boomers. Like many of their peers who 
married late, these Boomers are still 
raising children in comfortable suburban 
subdivisions, and they’re pursuing kid-
centered lifestyles. 
  Group:   The Affluentials  
US Households:  921,720  (0.86%)  /  
US Population:  2,850,413  (0.99%)  /  
Median HH Income:  $69,986  

1. Go to H.S. sporting events  
2. Eat health foods  
3. Read Business Week  
4. Listen to soft contemp. radio  
5. Drive a Hyundai Santa Fe  
    
Ethnic Diversity: High Asian, Hispanic
Family Types: Families
Age Ranges: 35-64
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Upper Middle

 18   Kids & Cul-de-Sacs 
Upscale, suburban, married couples with 
children -that’s the skinny on Kids & 
Cul-de-Sacs, an enviable lifestyle of large 
families in recently built subdivisions. 
With a high rate of Hispanic and Asian 
Americans, this segment is a refuge 
for college-educated, white-collar 
professionals with administrative jobs 
and upper-middle-class incomes. Their 
nexus of education, affluence and 
children translates into large outlays for 
child-centered products and services. 
  Group:   The Affluentials  
US Households:  1,666,300  (1.55%)  /  
US Population:  5,089,467  (1.77%)  /  
Median HH Income:  $68,738  

1. Buy children’s video games  
2. Go to Chuck E. Cheese  
3. Read Parenting  
4. Watch Nickelodeon  
5. Drive a Honda Odyssey  
    
Ethnic Diversity: High Asian, Hispanic
Family Types: Families
Age Ranges: 25-54
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Upper Middle
 
19   Home Sweet Home 
Widely scattered across the nation’s 
suburbs, the residents of Home Sweet 
Home tend to be upper-middle-class 
married couples living in mid-sized 
homes with few children. The adults in 
the segment, mostly between the ages 
of 25 and 54, have gone to college and 
hold professional and white-collar jobs. 
With their upscale incomes and small 
families, these folks have fashioned 
comfortable lifestyles, filling their homes 
with toys, TV sets and pets. 
  Group:   The Affluentials  
US Households:  1,750,096  (1.62%)  /  
US Population:  4,408,042  (1.54%)  /  
Median HH Income:  $62,416  

1. Go to movies 4+ times/mo  
2. Eat at fast food burger  
3. Read Entertainment Weekly  
4. Watch ESPN Classic  
5. Drive a Chevy Blazer  
    
Ethnic Diversity: White, Asian
Family Types: Mix
Age Ranges: 25-44
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Upper Middle

M A R K E T I N G  F I E L D  H A N D B O O K   [ 14 ]  
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20   Fast-Track Families 
With their upper-middle-class incomes, 
numerous children and spacious homes, 
Fast-Track Families are in their prime 
acquisition years. These middle-aged 
parents have the disposable income 
and educated sensibility to want the 
best for their children. They buy the 
latest technology with impunity: new 
computers, DVD players, home theater 
systems and video games. They take 
advantage of their rustic locales by 
camping, boating and fishing. 
  Group:   Landed Gentry  
US Households:  1,598,118  (1.48%)  
/  US Population:  4,878,024  (1.7%)  /  
Median HH Income:  $65,054  

1. Own a power boat  
2. Belong to book clubs  
3. Read Country Living  
4. Watch New Yankee Workshop  
5. Drive a GMC Yukon  
   
Ethnic Diversity: White
Family Types: Families
Age Ranges: 25-54
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Town
Income:  Upper Middle
 
21   Gray Power 
The steady rise of older, healthier 
Americans over the past decade has 
produced one important by-product: 
middle-class, home-owning suburbanites 
who are aging in place rather than 
moving to retirement communities. Gray 
Power reflects this trend, a segment of 
older, midscale singles and couples who 
live in quiet comfort. 
  Group:   Middleburbs  
US Households:  1,121,123  (1.04%)  /  
US Population:  2,542,194  (0.89%)  /  
Median HH Income:  $52,600  
1. Go to museums  
2. Own a vacation/wknd home  
3. Read Wheel of Fortune  
4. Watch Live with Regis & Kelly  
5. Drive a Mercury Sable  
    
Ethnic Diversity: Mostly White
Family Types: Singles/Couples
Age Ranges: 65+
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Midscale

 22   Young Influentials 
Once known as the home of the nation’s 
yuppies, Young Influentials reflects the 
fading glow of acquisitive yuppiedom. 
Today, the segment is a common address 
for young, middle-class singles and 
couples who are more preoccupied with 
balancing work and leisure pursuits. 
Having recently left college dorms, 
they now live in apartment complexes 
surrounded by ball fields, health clubs 
and casual-dining restaurants. 
  Group:   Middleburbs  
US Households:  1,064,387  (0.99%)  /  
US Population:  2,311,447  (0.81%)  /  
Median HH Income:  $53,676  

1. Buy high-end computers  
2. Eat at Hooters  
3. Read Rolling Stone  
4. Watch That 70s Show  
5. Drive a Mazda Protege  
 
Ethnic Diversity: High Asian
Family Types: Singles 
Age Ranges: <35
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Renters
Urbanicity: Suburban
Income:  Midscale
 
23   Greenbelt Sports 
A segment of middle-class exurban 
couples, Greenbelt Sports is known for 
its active lifestyle. Most of these middle-
aged residents are married, college-
educated and own new homes; about a 
third have children. And few segments 
have higher rates for pursuing outdoor 
activities such as skiing, canoeing, 
backpacking, boating and mountain 
biking. 
  Group:   Country Comfort  
US Households:  1,820,922  (1.69%)  /  
US Population:  4,607,310  (1.61%)  /  
Median HH Income:  $51,151  

1. Go mountain biking  
2. Buy self-help books  
3. Read Self  
4. Watch Professional wrestling  
5. Drive a Ford F-super duty  
    
Ethnic Diversity: Mostly White
Family Types: Mix
Age Ranges: 25-54
Education: H.S./College
Employment: WC, BC, Farm
Housing Types: Homeowners
Urbanicity: Town/Rural
Income:  Midscale

 24   Up-and-Comers 
Up-and-Comers is a stopover for young, 
midscale singles before they marry, have 
families and establish more deskbound 
lifestyles. Found in second-tier cities, 
these mobile, twentysomethings include 
a disproportionate number of recent 
college graduates who are into athletic 
activities, the latest technology and 
nightlife entertainment. 
  Group:   City Centers  
US Households:  1,268,361  (1.18%)  /  
US Population:  2,896,202  (1.01%)  /  
Median HH Income:  $51,955  

1. Use Internet for job search  
2. Shop at Ann Taylor  
3. Read Shape  
4. Watch MTV  
5. Drive a Mitsubishi Eclipse  
    
Ethnic Diversity: White, Asian
Family Types: Mix
Age Ranges: <35
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Renters
Urbanicity: 2nd City
Income:  Midscale
 
25   Country Casuals 
There’s a laid-back atmosphere in 
Country Casuals, a collection of middle-
aged, upper-middle-class households 
that have started to empty-nest. Workers 
here -and most households boast two 
earners- have well-paying blue- or white 
collar jobs, or own small businesses. 
Today these Baby-Boom couples have 
the disposable income to enjoy traveling, 
owning timeshares and going out to eat. 
  Group:   Landed Gentry  
US Households:  1,425,813  (1.32%)  /  
US Population:  3,962,169  (1.38%)  /  
Median HH Income:  $59,421  

1. Buy collectibles by mail/phone  
2. Belong to a civic club  
3. Read Hunting/fishing mags  
4. Watch Country Music TV  
5. Drive a Dodge Ram pickup  
    
Ethnic Diversity: Mostly White
Family Types: Couples
Age Ranges: 35-64
Education: H.S./College
Employment: WC, BC, Farm
Housing Types: Homeowners
Urbanicity: Town/Rural
Income:  Upper Middle

[ 15 ]   M A R K E T I N G  F I E L D  H A N D B O O K M A R K E T I N G  F I E L D  H A N D B O O K   [ 16 ]  



 26   The Cosmopolitans 
Educated, midscale and multi-ethnic, 
The Cosmopolitans are urbane 
couples in America’s fast-growing 
cities. Concentrated in a handful of 
metros -such as Las Vegas, Miami and 
Albuquerque- these households feature 
older home-owners, empty-nesters 
and college graduates. A vibrant social 
scene surrounds their older homes and 
apartments, and residents love the 
nightlife and enjoy leisure-intensive 
lifestyles. 
  Group:   Urban Uptown  
US Households:  1,241,417  (1.15%)  /  
US Population:  3,252,500  (1.13%)  /  
Median HH Income:  $53,894  

1. Go to the theatre  
2. Play the lottery  
3. Read Time  
4. Watch People’s Court  
5. Drive a Lincoln Town Car  
   
Ethnic Diversity: Black & Hisp., Asian
Family Types: Singles/Couples
Age Ranges: 55+
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: Urban
Income:  Midscale

 27   Middleburg Managers 
Middleburg Managers arose when 
empty-nesters settled in satellite 
communities which offered a lower 
cost of living and more relaxed pace. 
Today, segment residents tend to be 
middle-class and over 55 years old, with 
solid managerial jobs and comfortable 
retirements. In their older homes, 
they enjoy reading, playing musical 
instruments, indoor gardening and 
refinishing furniture. 
  Group:   City Centers  
US Households:  1,914,628  (1.78%)  /  
US Population:  4,564,343  (1.59%)  /  
Median HH Income:  $50,074  

1. Play musical instruments  
2. Go bird watching  
3. Read Mature market mags  
4. Watch U.S. Senior Open (golf)  
5. Drive a Toyota Camry Solara  
    
Ethnic Diversity: Mostly White
Family Types: Singles/Couples
Age Ranges: 55+
Education: H.S./College
Employment: Prof, White-Collar
Housing Types: Homeowners
Urbanicity: 2nd City
Income:  Midscale

 28   Traditional Times 
Traditional Times is the kind of lifestyle 
where small-town couples nearing 
retirement are beginning to enjoy their 
first empty-nest years. Typically in their 
fifties and sixties, these middle-class 
Americans pursue a kind of granola-
and-grits lifestyle. On their coffee tables 
are magazines with titles ranging from 
Country Living and Country Home to 
Gourmet and Forbes. But they’re big 
travelers, especially in recreational 
vehicles and campers.
  Group:   Country Comfort  
US Households:  2,863,285  (2.66%)  /  
US Population:  7,113,839  (2.48%)  /  
Median HH Income:  $46,150  

1. Own a stationary bike  
2. Eat at Bob Evans  
3. Read Country Home  
4. Watch Hallmark Hall of Fame  
5. Drive a Buick Park Avenue  

Ethnic Diversity: Mostly White
Family Types: Singles/Couples
Age Ranges: 55+
Education: H.S./College
Employment: WC, BC, Farm
Housing Types: Homeowners
Urbanicity: Town/Rural
Income:  Midscale

 29   American Dreams 
American Dreams is a living example of 
how ethnically diverse the nation has 
become: more than half the residents 
are Hispanic, Asian or African-American. 
In these multilingual neighborhoods 
-one in ten speaks a language other 
than English- middle-aged immigrants 
and their children live in middle-class 
comfort. 
  Group:   Urban Uptown  
US Households:  2,658,852  (2.47%)  /  
US Population:  7,695,841  (2.68%)  /  
Median HH Income:  $54,914  

1. Go mountain biking  
2. Buy Spanish/Latin music  
3. Read Ebony  
4. Listen to Spanish radio  
5. Drive a Toyota Sienna minivan  
    
Ethnic Diversity: Black, Asian & Hisp.
Family Types: Mix
Age Ranges: 25-44
Education: H.S./College
Employment: White-Collar, Service
Housing Types: Homeowners
Urbanicity: Urban
Income:  Midscale

 30   Suburban Sprawl 
Suburban Sprawl is an unusual American 
lifestyle: a collection of midscale, middle-
aged singles and couples living in the 
heart of suburbia. Typically members 
of the Baby Boom generation, they 
hold decent jobs, own older homes 
and condos, and pursue cocooning 
versions of the American Dream. Among 
their favorite activities are jogging on 
treadmills, playing trivia games and 
renting videos.
  Group:   Middleburbs  
US Households:  1,030,089  (0.96%)  /  
US Population:  2,496,201  (0.87%)  /  
Median HH Income:  $51,078  

1. Order home-delivery meals  
2. Resrch Interent car purchase  
3. Read Jet  
4. Watch TVLand  
5. Drive a Nissan Xterra  
  
Ethnic Diversity: White
Family Types: Singles/Couples
Age Ranges: 25-44
Education: H.S./College
Employment: WC, Service, BC
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Midscale

 31   Urban Achievers 
Concentrated in the nation’s port cities, 
Urban Achievers is often the first stop for 
up-and-coming immigrants from Asia, 
South America and Europe. These young 
singles and couples are typically college-
educated and ethnically diverse: about 
a third are foreign-born, and even more 
speak a language other than English. 
  Group:   Midtown Mix  
US Households:  1,843,140  (1.71%)  /  
US Population:  4,166,227  (1.45%)  /  
Median HH Income:  $39,275  

1. Go to the movies  
2. Shop at Banana Republic  
3. Read Fitness  
4. Listen to Black/Spanish radio  
5. Drive a VW Jetta  
    
Ethnic Diversity: Black, Asian & Hisp.
Family Types: Singles
Age Ranges: <35
Education: H.S./College
Employment: White-Collar, Service
Housing Types: Renters
Urbanicity: Urban
Income:  Lower Middle
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 32   New Homesteaders 
Young, middle-class families seeking to 
escape suburban sprawl find refuge in 
New Homesteaders, a collection of small 
rustic townships filled with new ranches 
and Cape Cods. With decent-paying jobs 
in white-collar and service industries, 
these dual-income couples have 
fashioned comfortable, child-centered 
lifestyles, their driveways filled with 
campers and powerboats, their family 
rooms with PlayStations and Game Boys. 
  Group:   Country Comfort  
US Households:  1,865,389  (1.73%)  /  
US Population:  5,429,431  (1.89%)  /  
Median HH Income:  $50,213  

1. Buy toys by mail and phone  
2. Play volleyball  
3. Read Woman’s World  
4. Watch Wonderful World Disney  
5. Drive a Pontiac Montana 
minivan  
  
Ethnic Diversity: White, AmInd
Family Types: Families
Age Ranges: 25-44
Education: High School
Employment: WC, Service, BC
Housing Types: Homeowners
Urbanicity: Town
Income:  Midscale

 33   Big Sky Families 
Scattered in placid towns across the 
American heartland, Big Sky Families is 
a segment of young rural families who 
have turned high school educations and 
blue-collar jobs into busy, middle-class 
lifestyles. Residents like to play baseball, 
basketball and volleyball, besides going 
fishing, hunting and horseback riding. 
To entertain their sprawling families, 
they buy virtually every piece of sporting 
equipment on the market. 
  Group:   Country Comfort  
US Households:  2,362,043  (2.19%)  /  
US Population:  6,855,005  (2.39%)  /  
Median HH Income:  $46,845  

1. Own a camper  
2. Attend auto races  
3. Read Hot Rod  
4. Listen to classic rock radio  
5. Drive a Chevy Silverado 2500  
    
Ethnic Diversity: White, AmInd
Family Types: Families
Age Ranges: 25-54
Education: High School
Employment: Blue-Collar, Farm
Housing Types: Homeowners
Urbanicity: Rural
Income:  Midscale

 34   White Picket Fences 
Midpoint on the socioeconomic ladder, 
residents in White Picket Fences look 
a lot like the stereotypical American 
household of a generation ago: young, 
middle-class, married with children. 
But the current version is characterized 
by modest homes and ethnic diversity 
-including a disproportionate number of 
Hispanics and African-Americans. 
  Group:   City Centers  
US Households:  1,617,555  (1.5%)  /  
US Population:  4,979,987  (1.74%)  /  
Median HH Income:  $52,881  

1. Eat at fast food picked by kids  
2. Do home remodeling projects  
3. Read Baby magazines  
4. Watch ESPN Classic  
5. Drive a Ford Excursion  
    
Ethnic Diversity: Black, Asian, High Hisp.
Family Types: Families
Age Ranges: 25-44
Education: High School
Employment: BC, WC, Service
Housing Types: Mix
Urbanicity: 2nd City
Income:  Midscale

 35   Boomtown Singles 
Affordable housing, abundant entry-level 
jobs and a thriving singles scene -all 
have given rise to the Boomtown Singles 
segment in fast-growing satellite cities. 
Young, single and working-class, these 
residents pursue active lifestyles amid 
sprawling apartment complexes, bars, 
convenience stores and laundromats. 
  Group:   City Centers  
US Households:  1,407,327  (1.31%)  /  
US Population:  3,297,674  (1.15%)  /  
Median HH Income:  $41,384  

1. Buy alternative music  
2. Play soccer  
3. Read Muscle & Fitness  
4. Watch MTV  
5. Drive a Daewoo  
  
Ethnic Diversity: White, AmInd
Family Types: Singles
Age Ranges: <35
Education: H.S./College
Employment: White-Collar, Service
Housing Types: Renters
Urbanicity: 2nd City
Income:  Lower Middle

 36   Blue-Chip Blues 
Blue-Chip Blues is known as a 
comfortable lifestyle for young, 
sprawling families with well-paying 
blue-collar jobs. Ethnically diverse -with 
a significant presence of Hispanics 
and African-Americans- the segment’s 
aging neighborhoods feature compact, 
modestly priced homes surrounded by 
commercial centers that cater to child-
filled households. 
  Group:   Middleburbs  
US Households:  820,431  (0.76%)  /  
US Population:  2,541,072  (0.89%)  /  
Median HH Income:  $51,799  

1. Visited a theme park  
2. Own a video game system  
3. Read Parenthood magazines  
4. Watch Track & Field 
championship  
5. Drive a Ford Focus  
  
Ethnic Diversity: Black & Hisp., Asian
Family Types: Families
Age Ranges: <45
Education: High School
Employment: WC, Service, BC
Housing Types: Mix
Urbanicity: Suburban
Income:  Midscale

 37   Mayberry-ville 
Like the old Andy Griffith show set in a 
quaint picturesque berg, Mayberry-ville 
harks back to an old-fashioned way of 
life. In these small towns, middle-class 
couples and families like to fish and hunt 
during the day, and stay home and watch 
TV at night. With lucrative blue-collar 
jobs and moderately priced housing, 
residents use their discretionary cash to 
purchase boats, campers, motorcycles 
and pickup trucks. 
  Group:   Country Comfort  
US Households:  2,078,248  (1.93%)  /  
US Population:  5,493,964  (1.92%)  /  
Median HH Income:  $44,194  

1. Eat at Cracker Barrel  
2. Own a satellite dish  
3. Read Field & Stream  
4. Watch NASCAR Winston Cup  
5. Drive a full-size Ford pickup  
    
Ethnic Diversity: Mostly White
Family Type: Mix
Age Ranges: 35-64
Education: High School
Employment: Blue-Collar, Farm
Housing Types: Homeowners
Urbanicity: Rural
Income:  Midscale
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 38   Simple Pleasures 
With more than two-thirds of its 
residents over 65 years old, Simple 
Pleasures is mostly a retirement lifestyle: 
a neighborhood of lower-middle-class 
singles and couples living in modestly 
priced homes. Many are high school-
educated seniors who held blue-collar 
jobs before their retirement. And a 
disproportionate number served in the 
military; no segment has more members 
of veterans clubs. 
  Group:   Middle America  
US Households:  2,697,123  (2.5%)  /  
US Population:  6,477,973  (2.26%)  /  
Median HH Income:  $35,377  

1. Belong to a veterans club  
2. Spend 15+ nts on dom. travel  
3. Watch Good Morning America  
4. Watch CBS Face the Nation  
5. Drive a Buick LeSabre  

Ethnic Diversity: White
Family Types: Singles/Couples
Age Ranges: 65+
Education: High School
Employment: Service, BC, Farm
Housing Types: Homeowners
Urbanicity: Town/Rural
Income:  Lower Middle

 39   Domestic Duos 
Domestic Duos represents a middle-
class mix of mainly over 55 singles 
and married couples living in older 
suburban homes. With their high-school 
educations and fixed incomes, segment 
residents maintain an easy-going 
lifestyle. Residents like to socialize by 
going bowling, seeing a play, meeting at 
the local fraternal order or going out to 
eat. 
  Group:   Middleburbs  
US Households:  786,587  (0.73%)  /  US 
Population:  2,004,169  (0.7%)  /  Median 
HH Income:  $47,431  

1. Go bowling  
2. Spend 15+ nts on dom. travel  
3. Watch NBC Sun Today Show  
4. Listen to adult standards radio  
5. Drive a Mercury Grand Marquis  
    
Ethnic Diversity: White, Black
Family Types: Singles/Couples
Age Ranges: 55+
Education: High School
Employment: WC, Service, BC
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Midscale

 40   Close-In Couples 
Close-In Couples is a group of 
predominantly older, African-American 
couples living in older homes in the 
urban neighborhoods of mid-sized 
metros. High school educated and empty 
nesting, these 55-year-old-plus residents 
typically live in older city neighborhoods, 
enjoying secure and comfortable 
retirements. 
  Group:   Midtown Mix  
US Households:  1,345,490  (1.25%)  /  
US Population:  3,498,009  (1.22%)  /  
Median HH Income:  $40,895  

1. Go dancing monthly  
2. Take a cruise  
3. Read Prevention  
4. Watch Court TV  
5. Drive a Acura TL  
  
Ethnic Diversity: High Black, Hisp., Asian
Family Types: Singles/Couples
Age Ranges: 55+
Education: High School
Employment: White-Collar, Service
Housing Types: Homeowners
Urbanicity: Urban
Income:  Lower Middle

 41   Sunset City Blues 
Scattered throughout the older 
neighborhoods of small cities, Sunset 
City Blues is a segment of lower-
middle-class singles and couples who 
have retired or are getting closed to it. 
These empty-nesters tend to own their 
homes but have modest educations 
and incomes. They maintain a low-
key lifestyle filled with newspapers 
and television by day, and family-style 
restaurants at night. 
  Group:   City Centers  
US Households:  1,978,821  (1.84%)  /  
US Population:  4,785,680  (1.67%)  /  
Median HH Income:  $38,067  

1. Collect coins  
2. Eat at Olive Garden  
3. Read Mature market mags  
4. Watch People’s Court  
5. Drive a Buick Century  
    
Ethnic Diversity: White
Family Types: Singles/Couples
Age Ranges: 65+
Education: High School
Employment: BC, WC, Service
Housing Types: Homeowners
Urbanicity: 2nd City
Income:  Lower Middle

 

 42   Red, White & Blues 
The residents of Red, White & Blues 
typically live in exurban towns rapidly 
morphing into bedroom suburbs. 
Their streets feature new fast-food 
restaurants, and locals have recently 
celebrated the arrival of chains like Wal-
Mart, Radio Shack and Payless Shoes. 
Middle-aged, high school educated 
and lower-middle class, these folks 
tend to have solid, blue-collar jobs in 
manufacturing, milling and construction. 
  Group:   Middle America  
US Households:  898,091  (0.83%)  /  
US Population:  2,261,041  (0.79%)  /  
Median HH Income:  $38,895  

1. Support environmental causes  
2. Do drawing and painting  
3. Read Hot Rod  
4. Watch TVLand  
5. Drive a Chevy Tracker  

Ethnic Diversity: White
Family Types: Mix
Age Ranges: 25-44
Education: High School
Employment: Service, Blue-Collar
Housing Types: Homeowners
Urbanicity: Town
Income:  Lower Middle

 43   Heartlanders 
America was once a land of small 
middle-class towns, which can still be 
found today among Heartlanders. This 
widespread segment consists of middle-
aged couples with working-class jobs 
living in sturdy, unpretentious homes. 
In these communities of small families 
and empty-nesting couples, Heartlanders 
pursue a rustic lifestyle where hunting 
and fishing remain prime leisure 
activities along with cooking, sewing, 
camping and boating. 
  Group:   Middle America  
US Households:  2,180,132  (2.02%)  /  
US Population:  5,617,081  (1.96%)  /  
Median HH Income:  $36,028  

1. Do own car maintenance  
2. Own an outboard motor  
3. Read Country Living  
4. Watch NASCAR Winston Cup  
5. Drive a GMC Sierra 2500  
    
Ethnic Diversity: White, AmInd
Family Types: Singles/Couples
Age Ranges: 45+
Education: High School
Employment: Blue-Collar, Farm
Housing Types: Homeowners
Urbanicity: Rural
Income:  Lower Middle
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 44   New Beginnings 
Filled with young, single adults, New 
Beginnings is a magnet for adults in 
transition. Many of its residents are 
twenty-something singles and couples 
just starting out on their career paths 
-or starting over after recent divorces 
or company transfers. Ethnically diverse 
-with nearly half its residents Hispanic, 
Asian or African-American- New 
Beginnings households tend to have 
the modest living standards typical of 
transient apartment dwellers. 
  Group:   Inner Suburbs  
US Households:  1,657,999  (1.54%)  /  
US Population:  4,043,676  (1.41%)  /  
Median HH Income:  $37,376  

1. Rent/buy at Hollywood Video  
2. Play games on the Internet  
3. Read Star  
4. Watch Jerry Springer in synd.  
5. Drive a Saturn SC  
    
Ethnic Diversity: High Black, Hisp., Asian
Family Types: Mix
Age Ranges: <35
Education: High School
Employment: White-Collar, Service
Housing Types: Renters
Urbanicity: Suburban
Income:  Lower Middle

 45   Blue Highways 
On maps, blue highways are often two-
lane roads that wind through remote 
stretches of the American landscape. 
Among lifestyles, Blue Highways is the 
standout for lower-middle-class couples 
and families who live in isolated towns 
and farmsteads. Here, Boomer men 
like to hunt and fish, the women enjoy 
sewing and crafts, and everyone looks 
forward to going out to a country music 
concert. 
  Group:   Middle America  
US Households:  1,657,486  (1.54%)  /  
US Population:  4,320,025  (1.51%)  /  
Median HH Income:  $36,940  

1. Do crafts and needlework  
2. Go freshwater fishing  
3. Read Flower and Garden  
4. Listen to country music radio  
5. Drive a Ford F-super duty  
    
Ethnic Diversity: White
Family Types: Mix
Age Ranges: 25-44
Education: High School
Employment: Blue-Collar, Farm
Housing Types: Homeowners
Urbanicity: Rural
Income:  Lower Middle

 46   Old Glories 
Old Glories are the nation’s downscale 
suburban retirees, Americans aging in 
place in older apartment complexes. 
These racially mixed households often 
contain widows and widowers living on 
fixed incomes, and they tend to lead 
home-centered lifestyles. They’re among 
the nation’s most ardent television fans, 
watching game shows, soaps, talk shows 
and newsmagazines at high rates. 
  Group:   Inner Suburbs  
US Households:  1,252,721  (1.16%)  /  
US Population:  2,907,476  (1.01%)  /  
Median HH Income:  $32,610  

1. Do indoor gardening  
2. Belong to a veterans club  
3. Read Modern Maturity  
4. Watch The Price is Right  
5. Drive a Ford Taurus  
    
Ethnic Diversity: High Black
Family Types: Singles 
Age Ranges: 65+
Education: High School
Employment: BC, WC, Service
Housing Types: Renters
Urbanicity: Suburban
Income:  Downscale

 47   City Startups 
In City Startups, young, multi-ethnic 
singles have settled in neighborhoods 
filled with cheap apartments and 
a commercial base of cafes, bars, 
laundromats and clubs that cater to 
twentysomethings. One of the youngest 
segments in America -with ten times as 
many college students as the national 
average- these neighborhoods feature 
low incomes and high concentrations of 
Hispanics and African-Americans. 
  Group:   Micro-City Blues  
US Households:  1,212,810  (1.13%)  /  
US Population:  3,041,157  (1.06%)  /  
Median HH Income:  $26,438  

1. Go to nightclubs  
2. Order pizza from Papajohn’s  
3. Read Rolling Stone  
4. Watch Mad TV  
5. Drive a Kia Spectra  
    
Ethnic Diversity: Asian, Black, AmInd
Family Types: Singles
Age Ranges: <35
Education: H.S./College
Employment: White-Collar, Service
Housing Types: Renters
Urbanicity: 2nd City
Income:  Poor

 48   Young & Rustic 
Like the soap opera that inspired its 
nickname, Young & Rustic is composed 
of young, restless singles. Unlike the 
glitzy soap denizens, however, these 
folks tend to be lower income, high 
school-educated and living in tiny 
apartments in the nation’s exurban 
towns. With their service industry jobs 
and modest incomes, these folks still try 
to fashion fast-paced lifestyles centered 
on sports, cars and dating. 
  Group:   Rustic Living  
US Households:  1,544,504  (1.43%)  /  
US Population:  3,787,904  (1.32%)  /  
Median HH Income:  $31,061  

1. Play basketball  
2. Eat convenience store meals  
3. Read Motorcycle magazines  
4. Watch Days of Our Lives  
5. Drive a Ford Escort  
    
Ethnic Diversity: White, AmInd
Family Types: Mix
Age Ranges: <35
Education: High School
Employment: Service, Blue-Collar
Housing Types: Renters
Urbanicity: Town
Income:  Downscale

 49   American Classics 
They may be older, lower-middle 
class and retired, but the residents of 
American Classics are still living the 
American Dream of home ownership. 
Few segments rank higher in their 
percentage of home owners, and that 
fact alone reflects a more comfortable 
lifestyle for these predominantly white 
singles and couples with deep ties to 
their neighborhoods. 
  Group:   Inner Suburbs  
US Households:  1,551,996  (1.44%)  /  
US Population:  3,833,011  (1.34%)  /  
Median HH Income:  $36,003  

1. Do woodworking  
2. Belong to a fraternal order  
3. Listen to adults standards radio  
4. Watch The View  
5. Drive a Lincoln Town Car  
    
Ethnic Diversity: High Black, Hispanic
Family Types: Singles/Couples
Age Ranges: 65+
Education: High School
Employment: BC, WC, Service
Housing Types: Homeowners
Urbanicity: Suburban
Income:  Lower Middle
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 50   Kid Country, USA 
Widely scattered throughout the nation’s 
heartland, Kid Country, USA is a segment 
dominated by large families living in 
small towns. Predominantly white, with 
an above-average concentration of 
Hispanics, these young, these working-
class households include homeowners, 
renters and military personnel living 
in base housing; about 20 percent of 
residents own mobile homes. 
  Group:   Middle America  
US Households:  1,411,484  (1.31%)  /  
US Population:  4,210,001  (1.47%)  /  
Median HH Income:  $38,100  

1. Buy kids’ books  
2. Buy baby and fashion dolls  
3. Read Country Home  
4. Watch Wonderful World Disney  
5. Drive a Pontiac Montana 
minivan  
 
Ethnic Diversity: White, Hisp., AmInd
Family Types: Families
Age Ranges: <45
Education: High School
Employment: Service, BC, Farm
Housing Types: Mix
Urbanicity: Town
Income:  Lower Middle
  
51   Shotguns & Pickups 
The segment known as Shotguns & 
Pickups came by its moniker honestly: 
it scores near the top of all lifestyles for 
owning hunting rifles and pickup trucks. 
These Americans tend to be young, 
working-class couples with large families 
-more than half have two or more kids- 
living in small homes and manufactured 
housing. Nearly a third of residents live 
in mobile homes, more than anywhere 
else in the nation. 
  Group:   Middle America  
US Households:  2,300,580  (2.14%)  /  
US Population:  6,720,989  (2.34%)  /  
Median HH Income:  $36,165  

1. Go hunting with a gun  
2. Buy hard rock music  
3. Read Field & Stream  
4. Watch Daytona 500  
5. Drive a Ford F-super duty  
    
Ethnic Diversity: White, AmInd
Family Types: Families
Age Ranges: 25-44
Education: High School
Employment: Blue-Collar, Farm
Housing Types: Homeowners
Urbanicity: Rural
Income:  Lower Middle

52   Suburban Pioneers 
Suburban Pioneers represents one of 
the nation’s eclectic lifestyles, a mix of 
young singles, recently divorced and 
single parents who have moved into 
older, inner-ring suburbs. They live in 
aging homes and garden-style apartment 
buildings, where the jobs are blue-collar 
and the money is tight. But what unites 
these residents -a diverse mix of whites, 
Hispanics and African-Americans- is 
a working-class sensibility and an 
appreciation for their off-the-beaten-
track neighborhoods. 
  Group:   Inner Suburbs  
US Households:  1,312,164  (1.22%)  /  
US Population:  3,665,320  (1.28%)  /  
Median HH Income:  $38,164  

1. Play softball  
2. Buy collectables by mail  
3. Read Star  
4. Watch Bold and Beautiful  
5. Drive a Hyundai Accent  
    
Ethnic Diversity: High Black & Hispanic
Family Types: Mix
Age Ranges: <45
Education: High School
Employment: BC, WC, Service
Housing Types: Mix
Urbanicity: Suburban
Income:  Lower Middle

 53   Mobility Blues 
Young singles and single parents make 
their way to Mobility Blues, a segment 
of working-class neighborhoods in 
America’s satellite cities. Racially mixed 
and under 25 years old, these transient 
Americans tend to have modest lifestyles 
due to their lower-income blue-collar 
jobs. Surveys show they excel in going to 
movies, playing basketball and shooting 
pool.
  Group:   Micro-City Blues  
US Households:  1,399,787  (1.3%)  /  
US Population:  3,353,005  (1.17%)  /  
Median HH Income:  $31,102  

1. Go to billiards clubs  
2. Buy hard rock music  
3. Watch Cops in syndication  
4. Watch WWF  
5. Drive a Nissan Frontier pickup  
    
Ethnic Diversity: White, Black, AmInd
Family Types: Mix
Age Ranges: <35
Education: High School
Employment: Service, Blue-Collar
Housing Types: Renters
Urbanicity: 2nd City
Income:  Downscale
 

54   Multi-Culti Mosaic 
An immigrant gateway community, 
Multi-Culti Mosaic is the urban home for 
a mixed populace of younger Hispanic, 
Asian and African-American singles and 
families. With nearly a quarter of the 
residents foreign born, this segment is 
a mecca for first-generation Americans 
who are striving to improve their lower-
middle-class status. 
  Group:   Midtown Mix  
US Households:  2,041,732  (1.89%)  /  
US Population:  6,167,498  (2.15%)  /  
Median HH Income:  $37,795  

1. Eat at family restaurants  
2. Shop at Footlocker  
3. Read Car & Driver  
4. Watch BET  
5. Drive a Toyota Echo  
    
Ethnic Diversity: Black & Hisp., Asian
Family Types: Mix
Age Ranges: 25-44
Education: High School
Employment: BC, WC, Service
Housing Types: Mix
Urbanicity: Urban
Income:  Lower Middle

 55   Golden Ponds 
Golden Ponds is mostly a retirement 
lifestyle, dominated by downscale singles 
and couples over 65 years old. Found in 
small bucolic towns around the country, 
these high school-educated seniors live 
in small apartments on less than $25,000 
a year; one in five resides in a nursing 
home. For these elderly residents, daily 
life is often a succession of sedentary 
activities such as reading, watching TV, 
playing bingo and doing craft projects. 
  Group:   Rustic Living  
US Households:  1,735,270  (1.61%)  /  
US Population:  3,958,148  (1.38%)  /  
Median HH Income:  $26,894  

1. Belong to a veterans club  
2. Buy greeting cards  
3. Use Yellow Pages  
4. Watch The Price is Right  
5. Drive a Buick LeSabre  
    
Ethnic Diversity: White, AmInd
Family Types: Singles/Couples
Age Ranges: 65+
Education: Elementary/H.S.
Employment: Service, BC, Farm
Housing Types: Homeowners
Urbanicity: Town/Rural
Income:  Downscale
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 56   Crossroads Villagers 
With a population of middle-aged, blue-
collar couples and families, Crossroads 
Villagers is a classic rural lifestyle. 
Residents are high school-educated, 
with lower-middle incomes and modest 
housing; one-quarter live in mobile 
homes. And there’s an air of self-reliance 
in these households as Crossroads 
Villagers help put food on the table 
through fishing, gardening and hunting. 
  Group:   Rustic Living  
US Households:  1,937,749  (1.8%)  /  
US Population:  4,931,172  (1.72%)  /  
Median HH Income:  $30,207  

1. Buy videos by mail and phone  
2. Own a handgun  
3. Read Hot Rod  
4. Watch Country Music TV  
5. Drive a Dodge Ram pickup  
    
Ethnic Diversity: White, AmInd
Family Types: Singles/Couples
Age Ranges: <45
Education: High School
Employment: Service, BC, Farm
Housing Types: Mix
Urbanicity: Rural
Income:  Downscale

 57   Old Milltowns 
America’s once-thriving mining and 
manufacturing towns have aged -as 
have the residents in Old Milltowns 
communities. Today, the majority of 
residents are retired singles and couples, 
living on downscale incomes in pre-1960 
homes and apartments. For leisure, they 
enjoy gardening, sewing, socializing at 
veterans clubs or eating out at casual 
restaurants. 
  Group:   Rustic Living  
US Households:  1,289,695  (1.2%)  /  
US Population:  3,180,575  (1.11%)  /  
Median HH Income:  $27,108  

1. Go camping  
2. Eat at casual/buffet rest.  
3. Watch Daytime TV  
4. Watch The Price is Right  
5. Drive a Ford F-super duty truck  
    
Ethnic Diversity: White, Black, AmInd
Family Types: Singles/Couples
Age Ranges: 65+
Education: Elementary/H.S.
Employment: Service, Blue-Collar
Housing Types: Mix
Urbanicity: Town
Income:  Downscale

 58   Back Country Folks 
Strewn among remote farm communities 
across the nation, Back Country Folks 
are a long way away from economic 
paradise. The residents tend to be poor, 
over 55 years old and living in older, 
modest-sized homes and manufactured 
housing. Typically, life in this segment 
is a throwback to an earlier era when 
farming dominated the American 
landscape. 
  Group:   Rustic Living  
US Households:  2,661,812  (2.47%)  /  
US Population:  6,773,174  (2.36%)  /  
Median HH Income:  $27,280  

1. Sew from patterns  
2. Go bird watching  
3. Read Flower and Garden  
4. Watch TNN  
5. Drive a GMC Sierra 1500  
    
Ethnic Diversity: White, AmInd
Family Types: Singles/Couples
Age Ranges: 55+
Education: Elementary/H.S.
Employment: Service, BC, Farm
Housing Types: Homeowners
Urbanicity: Rural
Income:  Downscale

 59   Urban Elders 
For Urban Elders -a segment located in 
the downtown neighborhoods of such 
metros as New York, Chicago, Las Vegas 
and Miami- life is often an economic 
struggle. These communities have high 
concentrations of Hispanics and African-
Americans, and tend to be downscale, 
with singles living in older apartment 
rentals. 
  Group:   Urban Cores  
US Households:  1,429,902  (1.33%)  /  
US Population:  3,496,741  (1.22%)  /  
Median HH Income:  $25,866  

1. Shop at Banana Republic  
2. Collect stamps  
3. Watch Steve Harvey show  
4. Watch Daytime TV  
5. Drive a Dodge Neon  
    
Ethnic Diversity: Black, Asian & Hisp.
Family Types: Singles
Age Ranges: 55+
Education: Elementary/H.S.
Employment: Service, BC, WC, 
Housing Types: Renters
Urbanicity: Urban
Income:  Poor

 60   Park Bench Seniors 
Park Bench Seniors typically are retired 
singles living in the racially mixed 
neighborhoods of the nation’s satellite 
cities. With modest educations and 
incomes, these residents maintain low-
key, sedentary lifestyles. Theirs is one of 
the top-ranked segments for TV viewing, 
especially daytime soaps and game 
shows. 
  Group:   Micro-City Blues  
US Households:  1,259,552  (1.17%)  /  
US Population:  2,822,881  (0.98%)  /  
Median HH Income:  $23,107  

1. Play bingo  
2. Belong to a veterans club  
3. Read Soap Opera Digest  
4. Watch The Young & Restless  
5. Drive a Kia Rio  
    
Ethnic Diversity: High Black
Family Types: Singles
Age Ranges: 55+
Education: Elementary/H.S.
Employment: Service, Blue-Collar
Housing Types: Renters
Urbanicity: 2nd City
Income:  Poor
 
61   City Roots 
Found in urban neighborhoods, City 
Roots is a segment of lower-income 
retirees, typically living in older homes 
and duplexes they’ve owned for years. In 
these ethnically diverse neighborhoods 
-more than a third are African-American 
and Hispanic- residents are often widows 
and widowers living on fixed incomes 
and maintaining low-key lifestyles. 
  Group:   Urban Cores  
US Households:  1,359,932  (1.26%)  /  
US Population:  3,612,316  (1.26%)  /  
Median HH Income:  $27,725  

1. Go to dance clubs  
2. Eat at IHOP  
3. Read Reader’s Digest  
4. Watch NBC Sun Night Movie  
5. Drive a Hyundai Accent  
    
Ethnic Diversity: High Black & Hispanic
Family Types: Singles/Couples
Age Ranges: 65+
Education: Elementary/H.S.
Employment: Service, BC, WC, 
Housing Types: Homeowners
Urbanicity: Urban
Income:  Downscale
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 62   Hometown Retired 
With three-quarters of all residents over 
65 years old, Hometown Retired is one 
of the oldest lifestyles. These racially 
mixed seniors tend to live in aging 
homes -half were built before 1958- and 
typically get by on social security and 
modest pensions. Because most never 
made it beyond high school and spent 
their working lives at blue-collar jobs, 
their retirements are extremely modest. 
  Group:   Micro-City Blues  
US Households:  1,339,650  (1.24%)  /  
US Population:  3,350,466  (1.17%)  /  
Median HH Income:  $26,648  

1. Buy cookbooks  
2. Belong to a fraternal order  
3. Read Family Circle  
4. Watch CBS Evening News Sun  
5. Drive a Buick Century  
    
Ethnic Diversity: High Black, Hispanic
Family Types: Singles/Couples
Age Ranges: 65+
Education: Elementary/H.S.
Employment: Service, Blue-Collar
Housing Types: Homeowners
Urbanicity: 2nd City
Income:  Downscale

 63   Family Thrifts 
The small-city cousins of inner-city 
districts, Family Thrifts contain young, 
ethnically diverse parents who have 
lots of children and work entry-level 
service jobs. In these apartment-filled 
neighborhoods, visitors find the streets 
jam-packed with babies and toddlers, 
tricycles and basketball hoops, Daewoos 
and Hyundais. 
  Group:   Micro-City Blues  
US Households:  2,222,561  (2.06%)  /  
US Population:  7,079,340  (2.47%)  /  
Median HH Income:  $33,103  

1. Buy children’s toys  
2. Buy contemp. Christian music  
3. Read Parenting  
4. Watch soap operas  
5. Drive a Kia Spectra  
    
Ethnic Diversity: High Black & Hispanic
Family Types: Families
Age Ranges: <45
Education: Elementary/H.S.
Employment: Service, BC, Farm
Housing Types: Renters
Urbanicity: 2nd City
Income:  Downscale

 64   Bedrock America 
Bedrock America consists of young, 
economically challenged families in 
small, isolated towns located throughout 
the nation’s heartland. With modest 
educations, sprawling families and 
blue-collar jobs, many of these residents 
struggle to make ends meet. One 
quarter live in mobile homes. One in 
three haven’t finished high school. Rich 
in scenery, Bedrock America is a haven 
for fishing, hunting, hiking and camping. 
  Group:   Rustic Living  
US Households:  1,917,627  (1.78%)  /  
US Population:  5,843,681  (2.04%)  /  
Median HH Income:  $25,692  

1. Go fresh-water fishing  
2. Buy kids’ bicycles  
3. Read Baby magazines  
4. Watch Days of Our Lives  
5. Drive a Chevy S10 pickup  
  
Ethnic Diversity: Black, Hisp, AmInd
Family Types: Families
Age Ranges: <35
Education: Elementary/H.S.
Employment: Service, BC, Farm
Housing Types: Renters
Urbanicity: Town/Rural
Income:  Downscale

 65   Big City Blues 
With a population that’s 50 percent 
Latino, Big City Blues has the highest 
concentration of Hispanic Americans in 
the nation. But it’s also the multi-ethnic 
address for downscale Asian and African-
American households occupying older 
inner-city apartments. Concentrated in 
a handful of major metros, these young 
singles and single-parent families face 
enormous challenges: low incomes, 
uncertain jobs and modest educations. 
More than 40 percent haven’t finished 
high school. 
  Group:   Urban Cores  
US Households:  1,456,348  (1.35%)  /  
US Population:  4,914,839  (1.71%)  /  
Median HH Income:  $31,214  

1. Rent videos  
2. Eat at Sizzler Steakhouse  
3. Read Essence  
4. Watch All My Children  
5. Drive a Nissan Sentra  
    
Ethnic Diversity: Black, Asian & Hisp.
Family Types: Mix
Age Ranges: <45
Education: Elementary/H.S.
Employment: Service, BC, WC, 
Housing Types: Renters
Urbanicity: Urban
Income:  Downscale

 66   Low-Rise Living 
The most economically challenged urban 
segment, Low-Rise Living is known as 
a transient world for young, ethnically 
diverse singles and single parents. Home 
values are low -about half the national 
average- and even then less than a 
quarter of residents can afford to own 
real estate. Typically, the commercial 
base of Mom-and-Pop stores is 
struggling and in need of a renaissance.
  Group:   Urban Cores  
US Households:  1,216,251  (1.13%)  /  
US Population:  3,486,152  (1.22%)  /  
Median HH Income:  $28,680  

1. Buy gospel music  
2. Shop at Footlocker  
3. Read Ebony  
4. Watch Steve Harvey Show  
5. Drive a Mitsubishi Gallant  
    
Ethnic Diversity: Black & Hisp., Asian
Family Types: Mix
Age Ranges: <35
Education: Elementary/H.S.
Employment: Service, BC, WC, 
Housing Types: Renters
Urbanicity: Urban
Income:  Poor

CHECK OUT THIS
ADDITIONAL RESOURCE:
US Census Internative Mapping

http://projects.nytimes.com/

census/2010/map
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Meet Sonja Wood
MEETING & 
CONVENTION SALES
How you and your business or 
organization can help me to serve you:

Communication is number one.  We 
want to help you increase your sales!  
Whenever you have the opportunity to 
send information to a client, use your 
CVB to strengthen your efforts.   Tell 
your prospective and repeat clients 
that you have an awesome CVB that 
can provide services to them and their 
organizations at no charge.   Send them 
an attachment of the CVB services that 
we provide.  Carbon copy your CVB 
Meeting and Convention Manager on 

your correspondence and allow us the 
opportunity to contact your client in 
support of you and your property.
Let us know when you contract business.  
We will note it in our work calendar and 
will follow up as well.  We want all of 
the meeting planners who do business 
in the Great Lakes Bay Region to know 
that they have tremendous support from 
their host hotel AND the CVB.  

If you have a large piece of business 
booked more than a year out, it may 
be beneficial to your hotel and the 
organization for your CVB and/or 
someone from your staff to go to the 
event the year prior to do a display 
booth and/or welcome announcement.   

If you bring in a prospective client for a 
site visit, invite your CVB representative 
to join you in your efforts.  Give us the 
opportunity to help win their business 
for your property.  

Support your CVB’s marketing efforts!  
There are times when you CVB will be 
sponsoring events and/or donating 
items for marketing exposure in our 
industry.  Whenever possible, please 
consider participating and/or making 
a contribution to the efforts your CVB 

is making.  We are a strong region that 
supports each other – lets show the 
world our hospitality and spirit!

What to do when you receive a CVB 
Meeting & Convention Sales Lead:

First, determine the lodging room and/
or meeting space availability and your 
property’s ability to meet the clients 
needs.  

If you CANNOT meet the client’s needs, 
make sure you send a letter of regret.  A 
response from you and your hotel is not 
only professional, it could leave a lasting 
impression on the client that opens an 
opportunity for future business. 

If your CAN meet their needs, determine 
the potential WIN factor for contracting 
the business:

Have prepared for yourself proposal 
templates that require varying levels of 
effort based on how likely you are to win 
the business.  Many properties send the 
same proposal to every client, but not all 
opportunities deserve the same level of 
effort. 
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Not a good chance to win:  A standard 
informational proposal that you can 
address to the client will get the job 
done quickly and show response and 
appreciation of the opportunity from 
you and your property.

You have a good chance win: Here, you 
want to create a customized proposal.  
Use a proposal template that has 
information similar to the needs of the 
client and make changes/adjustments to 
show you’ve personalized your proposal 
based on their specific needs. 

You’ve just got to win: When you and 
your hotel have the opportunity to host 
an event that you really want, that’s 
the time to roll out everything in your 
arsenal.  Invest your time and energy 
in preparing a proposal that will make 
yourself and your property stand out 
among the rest.  Include customized 
color diagrams of the meeting space 
you are recommending, full color 
brochures of your property along with 
recommendations for custom menus, on 
and off-site entertainment & attractions, 
themes, etc.  If you can arrange an 
appointment, prepare a presentation 
that will knock their socks off.

Research: Before preparing your 
proposal, log on to the prospect’s 
website or look up their LinkedIn profile 
for information that will help you 
customize your response to them. 

Make personal contact: Always try to 
speak with the planner on the phone 
before you create a proposal. Just 
e-mailing a proposal without first making 
personal contact rarely wins business.

cc your CVB:  Your CVB Meeting & 
Convention Manager will enthusiastically 
keep in contact with the client 
throughout the bidding process, 
encouraging them to contract their 
business in the Great Lakes Bay Region.

swood@visitgreatlakesbay.org
989.762.7164  ext. 264

Meet Herb Zeilinger
MOTORCOACH & 
GROUP SALES
Hi!  I’m Herb Zeilinger, your Motorcoach 
& Group Sales Department contact for 
the Great Lakes Bay Regional Convention 
& Visitors Bureau.  I assist professional 
tour operators, group leaders and travel 
agents in planning their group visits to 
our region.

The majority of my contact with clients 
is by attending various trade shows such 
as the Ontario Motor Coach Association 
(OMCA), National Tour Association 
(NTA), American Bus Association (ABA), 
Heartland Travel Showcase (HTS) and 
Travel Alliance Partnership (TAP).  I also 
hold a membership in Circle Michigan, 
which is a statewide network of 

REGIONAL APPROACH
How to work with your Great Lakes Bay Regional CVB

Your Great Lakes Bay Regional Convention & Visitors Bureau is one of the most powerful FREE tools in 

marketing your tourism-related business, event, or organization.  With a mission to increase overnight hotel 

stays and visitation to Michigan’s Great Lakes Bay Region, your CVB works diligently to support your existing 

marketing and advertising efforts by promoting our regional tourism product.  Here are a few ways you can 

make the most of  your CVB’s promotional programs and support services.  It’s all about helping us help you!
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motorcoach friendly properties across 
the state.  Sales leads are generated 
through phone conversations or 
meetings with my clients and then are 
sent out to you, the constituency of the 
Great Lakes Bay Region for further follow 
up of your unique property.

Periodically, my clients may want to 
visit our region on a personal site visit 
or during a familiarization (fam) tour.  I 
usually set up the itineraries of these 
visits based upon what the client wishes 
to see and do that would be of interest 
to their tour clients.  On the flip-side of 
this, I plan to make sales calls to the tour 
planners at their offices.

To assist me in helping you generate 
additional business, I’d like to ask you to 
consider the following:

•Keep your page listing on our website 
(www.visitgreatlakesbay.org) up to date 
regarding your key contact for group 
tour leads as well as all of your contact 
information such as address, phone 
& fax numbers, email addresses and 
website address;

• Provide me with a paragraph or two 
describing your property and what you 
can offer to a group of visitors on a tour;

• Provide me with any fees (such as 
group admissions, rates, etc.), the 
recommended amount of time a group 
should spend at your property, the 
size group you could handle, and any 
additional services you may offer, such as 
handicap accessibility, public restrooms, 
motorcoach parking, hours of operation, 
etc.;

• Keep me up-to-date with any changes 
at your property and invite me to make 
a visit when applicable so I can see your 
property first-hand;

• Consider participating when asked 
to provide complimentary admissions, 
guest rooms or meals for those clients 
who may desire to visit our region while 
on a personal site visit or familiarization 
tour;

• Consider participating in sales calls to 
tour planner offices.  This may require a 
budget on your behalf to cover expenses 
such as accommodations and meals.

Should you have any questions, please 
feel free to get in touch with me!

hzeilinger@visitgreatlakesbay.org
989.762.7164  ext. 229

Meet Wendy Scott
SPORTS SALES
Hello, I’m Wendy Scott and I handle 
Sports Marketing for the CVB.  I have 
been in hotel sales for the past 25 years.  
Through Sports Sales we bring many new 
sporting events to the area, including 
soccer, baseball, tennis, lacrosse, hockey, 
bowling and curling just to name a few.
I call on Right Holders of tournaments, 
sports clubs, and local contacts that 
belong to sporting organizations, 
encouraging them to bring their events 
to the Great Lakes Bay Region.

Also we belong to two national 
organizations were we meet Right 
Holders of Events.  The First is NASC 
(National Association of Sports 
Commissions) and TEAMS (Travel, Events 
and Management in Sports).
.
These Right Holders put on events 
throughout the country.  We invite them 
to tour our region and show them our 
venues.  Once they decide on our area, a 
lead is sent out to all hotel properties for 
rates for the event.  

Most sporting events that will use more 
than one hotel will use our new housing 
system.  The system allows our guests to 
view all properties and their amenities, 
prices and directions to the sporting 
event.  Also the reservations can be 
made directly with the hotel through the 
system.  Reports can be created from the 
system for the event planners.

Please use the Bureau to enchance your 
guests’ stays.  Allow us to supply your 
property with maps and visitor guides.  If 
you have a guest that is looking to bring 
you a piece of business let us know and 
we will give them a guided tour of the 
area.  Always update your property with 
any changes including staff on our web 
site, since all leads are sent through our 
web site. 

wscott@visitgreatlakesbay.org
989.762.7164  ext. 224
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Meet Lori Amo
GENERAL TOURISM & 
NICHE MARKET SALES
I’m Lori Amo, your Director of Tourism 
and Niche Markets for the Great Lakes 
Bay Regional Convention & Visitors 
Bureau.  I will promote our region 
with hotel/sporting packages, various 
hotel packages, attending trade shows, 
compiling events for our calendar and 
seeking new hospitality members to 
promote.

I create hotel packages with the Saginaw 
Spirit, Great Lakes Loons and golf 
courses.  For the Spirit and Loons, I send 
out an email to all of our hotels asking 
for a rate for the general tourist that will 
include up to four tickets to a game, a 
rate for families of a player that doesn’t 
include tickets, a rate for groups such as 
fan clubs, and a rate for the team.  The 
tickets are not free, but hotels do not 
pay for the tickets nor does the visitor.  
The visitor is purchasing a hotel package 
that includes tickets, and they think they 
are buying the tickets with their hotel 
room at a reduced rate.  Hotels can 
bump up their room rate earning a little 
higher revenue on their room rental.  
The visitor will book their Spirit or Loon 
packages by calling a toll-free number 
that rings into King Communications 
and an operator there will book the 

reservation for them.  Tickets are picked 
up at will-call at the Dow Event Center or 
Dow Diamond. 

For the golfing season, I ask for hotels for 
spring, summer and fall, plus weekday 
and weekend rates.  I ask golf courses to 
submit rates for those same seasons and 
days of the week for both 18 and 9 holes 
of golf, including a cart.  Golfers coming 
to the area can then call the toll free Golf 
Package Hotline at King Communications 
and the operator will book the hotel and 
tee times.  The visitor pays for their hotel 
room at the lodging facilities and their 
golf fees at each course.  

Remember, there is NO charge to 
participate.  Even if you do not receive 
any bookings, it is another way to get 
the name of your property in front of the 
visitor!

I will travel to away games with the 
Saginaw Spirit to promote our hockey 
packages and everything the region 
has to offer.  When the Spirit’s game 
schedule comes out in June, I look for 
games that I can go to in Canada before 
their team travels to Saginaw.  That 
way I can get our popular packages into 
their fans’ hands.  At every game I have 
people coming to my table asking for the 
package program and they send their 
friends to the table too!  I will go to Sault 
Ste. Marie, Sarnia, Windsor, London, 
Kitchener, Guelph, Brampton and 
Mississauga, Ontario, and occasionally 
Plymouth, Michigan.  Our Canadian 
visitors are always commenting on how 
friendly the people are here and that 
the Dow Event Center is the best in the 
league!

I also travel to west Michigan, South 
Bend and Fort Wayne, Indiana, and 
Eastlake, Ohio to promote our baseball 

packages with the fans there.  We stress 
“follow your team” to the Great Lakes 
Bay Region!

I travel to various cities to meet with 
potential visitors of our region.  I may 
be at a sporting event or expo talking 
with hundreds of people to tell them 
of our very affordable lodging facilities, 
fun festivals and events, packages, 
great attractions, variety of shops, and 
delicious dining experiences.

I have attended the following expos and 
continue to attend them each year, if 
budget allows:
• Mid-Michigan Women’s Expo, 

Lansing, MI
• Sport & Recreation Expo, London, 

Ontario
• Boat, Sport & Travel Show, 

Indianapolis, IN
• West Michigan Women’s Expo, 

Grand Rapids, MI
• Women’s Lifestyle Show, London, 

Ontario
• International Women’s Expo, Novi, 

MI
• The Ladies Expo, Windsor, Ontario
• The National Women’s Expo, 

Toronto, Ontario

I take all of our visitor information for 
each show and welcome hospitality 
members to donate prizes for drawings, 
send special packages for me to 
promote, and invite them to help work 
at the shows to promote their property, 
event or attraction at the booth, as well 
as the entire region.  What better way to 
get new visitors than greeting them in 
person to sell your venue!  If you know 
of any shows outside of the Great Lakes 
Bay Region that you think would be 
beneficial for me to attend, please let me 
know.
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At each expo or sporting event I tell 
the people I meet to go to our website 
to get more information, coupons and 
packages, but it is up to you to submit 
them on our website!  

To create a special package, you may 
want to partner with a hotel, attraction, 
a shop or restaurant or event in your 
area.  Hotels may want to offer a gas 
card as incentive, or maybe purchase a 
gift card to a local shop or restaurant, 
even partner with a spa to create a 
package.  Add a ticket to an event with 
your hotel rate.  If you sell concerts, 
plays or other types of entertainment, 
contact hotels in your area and create 
packages. The possibilities are endless.  
Submit your package on our site and let 
our office know what specials you are 
offering.  I can take your information 
with me when I travel. These packages 
can also be used when we market with 
Travel Michigan E-Specials, sending all 
of our packages to over 200,000 email 
recipients who request information for 
traveling to our destinations.

When I go to shows and sporting events 
I ask if any of our hospitality members 
have any specials for me to take.  I do 
not want a rack card unless it has an 
offer on it; people pick up a rack card, 
look at it and set it back down on the 
table.  I suggest adding some sort of 
coupon or offer on your rack card that 
you can track your return on investment.  
Put a special at the bottom with a code 
so that when a reservation is booked the 
caller can give you the code, and that 
way you know your card was used, not 
just looked at and thrown away.  People 
save literature that has value.  Make the 
most of your advertising dollars!  

Each quarter our office publishes a 
calendar of events.  All events for our 
printed calendar are pulled from our 

website. We want all events to be those 
that will encourage someone to spend 
the night!  Make sure all information 
is complete, including the name of 
the location where the event is taking 
place, plus the street address and city.  
Visitors need a complete address to 
find your event!   Make it a very inviting 
description; the more events we have to 
promote, the longer they may stay and 
make return visits. 

If you have an event that is oriented 
more toward Great Lakes Bay Region 
resident participation, please submit 
your information on 
www.everythinggreatlakesbay.com.

If you are a hospitality member listed 
on the Travel Michigan website (www.
michigan.org),  please make sure you list 
your event there as well.  If you need 
assistance, I can direct you to the contact 
person at Travel Michigan. 

I was not born and raised in this area, 
but moved here in 1988.  When I was 
hired at the Saginaw County Convention 
& Visitors Bureau as Information 
Specialist in 1996, I only knew where to 
find Fashion Square Mall, the Outlets at 
Birch Run, and Frankenmuth.  Everything 
else I had to learn, and quickly!  I didn’t 
know that Saginaw had the Japanese 
Tea House & Cultural Center (only one 
of a few in the USA), or that Birch Run 
had a motor speedway and an animal 
park.  Since hired, I learned about all 
of Saginaw County’s assets.  When the 
Saginaw Valley (County) Convention & 
Visitors Bureau was approached by the 
Boards of the Midland and Bay Area 
Convention & Visitors Bureaus in 2009 
to combine all three CVB’s, I had to learn 
all about the assets of Midland and Bay 
Counties as well.  What a fantastic region 
we all live in!  It seems to me that many 
residents of our area do not know of 

the great events and attractions that we 
have!  We have had numerous residents 
visit our office and ask what they can do 
with their families that visit when they 
come to town, and do we surprise them 
when we list all we have to do!  

Keep up the great work in making the 
Great Lakes Bay Region a wonderful 
place in which to live, work and play!

lamo@visitgreatlakesbay.org
989.762.7164  ext. 228

Meet Blair Giesken
DIGITAL & PRINT 
MARKETING MANAGER
Hello Great Lakes Bay Region tourism 
partners and colleagues!  I’m Blair 
GIesken, your Digital & Print Marketing 
Manager.

You may know me as the creator of our 
Official Travel Guide, Go Great Lakes 
Bay, or as your personal technology 
coach when getting started on our 
new website, www.visitgreatlakesbay.
org.  But what you may not know is 
exactly how you can provide me with 
the appropriate information to ensure 
that your business or organization is 
capitalizing on the fantastic programs 
and services that we, your new Great 
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Lakes Bay Regional CVB, are offering at 
no cost to you!

One of the most important things you 
can do is assess where you fit into the 
bigger picture of our regional tourism 
product.  Ask yourself these questions:

• Is my business or organization 
directly related to tourism?  
(lodging properties, restaurants, 
shops, theatres, arts and culture 
groups, family fun attractions,  and 
waterfront recreation vendors are 
just a few examples!)

• Are my business’ or organization’s 
events, services, and facilities 
something that would attract a 
visitor from outside the Great Lakes 
Bay Region to travel to our area 
and potentially stay overnight at a 
regional lodging property?

• Is my business a member of any 
Chamber of Commerce organization 
within the Great Lakes Bay Region, 
OR is my organization a non-profit 
organization? 

If you can answer yes to all of these 
questions, then it’s likely that you qualify 
to be represented in our Great Lakes Bay 
Regional Convention & Visitors Bureau 
marketing and promotional materials, 
including print publications like our 
Official Travel Guide, and our website at 
www.visitgreatlakesbay.org.

Once you’ve determined if you meet 
the qualifications above, it’s time to get 
started.  As a Great Lakes Bay Regional 
tourism industry partner, you can 
establish and access an online Members 
Only Account, which gives you full access 
to your listing on our website.

It’s crucial that you contact us to either 
establish this account, or update it 

regularly if one already exists for your 
business or organization.

Once established, it’s extremely 
important to update this listing 
regularly with your business’ staff 
contact information, general contact 
information, business description, 
photographs, and more.  This database 
of listings will serve as the foundation for 
all future online and print campaigns and 
publications, so neglecting your listing 
or choosing to not provide us with the 
most accurate and enticing information 
could result in loss of valuable marketing 
opportunities for your business.

It’s also important that you add your 
packages and coupons through the 
website, as these special offers are made 
available to visitors and residents on our 
website and in e-blasts, and could drive 
new customers to you effortlessly.

We also invite you to participate in 
programs like the Travel Michigan 
eDeals, reaching over 200,000 
permission subscribers monthly.  The 
Great Lakes Bay Regional CVB provides 
this promotional program on behalf of 
the region at no cost to you.

One of the final and most important 
ways you can “help me help you” 
in marketing your business and our 
phenomenal Great Lakes Bay Regional  
product is by providing us with current, 
professional, high resolution photos of 
your business, organization, or event.  
As it is my job to produce our print and 
online publications and campaigns, I am 
always in need of captivating photos that 
showcase our incredible region.

We ask that you share with us photos 
that are 300 dpi or higher and that any 
photos you provide to us are available 

for our use online and in print with 
no copyright, photographer credit, or 
royalties attached.

Making this one simple effort to have 
professional, high resolution images of 
your business, facility, or event captured 
and sharing them with your Great Lakes 
Bay Regional CVB can result in a great 
deal of additional exposure.  Those 
images provided to us that are truly 
remarkable in quality and content end 
up becoming some of the most iconic 
images of our region, as they are used 
again and again in our publications and 
online, generating buzz about your 
business and our region as a whole!

Investing in high quality photographs 
of your business is an investment 
that will continue to repay you in the 
future.  Have your business or facility 
photographed, or share with us exisitng 
high resolution photographs if you 
already have them.  You can do this by 
sending a zipped folder of photographs 
via a file sharing FTP alternative such as 
SendSpace or YouSendIt, or by mailing a 
disc of photos to our office headquarters 
at the following address:

ATTN: Blair Giesken
Digital  & Print Marketing Manager
Great Lakes Bay Regional CVB
515 N. Washington Ave, 3rd Floor
Saginaw, MI 49607

I look forward to continuing to work with 
each and every one of you to strengthen 
and grow our regional brand!

bgiesken@visitgreatlakesbay.org
989.762.7164  ext. 223
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GUERRILLA MARKETING

What is Guerrilla 
Marketing Today?
Marketing is the art of getting people 
to change their minds – or to maintain 
their mindsets if they’re already 
inclined to do business with you.  
People must either switch brands or 
purchase a type of product or service 
that has never existed before.  Every 
little thing you do, show and say – 
not only your advertising or your 
Website – is going to affect people’s 
perceptions of you.  Guerrilla marketing 
has a beginning and middle, but not an 
ending.

More than half your marketing time 
should be devoted to your existing 
customers.  A cornerstone of guerrilla 
marketing is customer follow-up.  
Marketing is also the truth made 
fascinating.  Marketing is not about 
you.  It’s about them.  Marketing is a 
circle.  The circle begins with your idea 
for bringing revenue into your life.  
Marketing becomes a circle when you 
have the blessed patronage of repeat 
and referral customers.

Marketing is a science as well as an art 
form.  Marketing is a business and the 
purpose of a business is to earn profits.  
A guerrilla marketer is the kind of 
business owner who seeks conventional 
goals, such as profits and jobs, but 
achieves them using unconventional 
means.

Twenty Ways Guerrilla 
Marketing Differs From 
the Old-Fashioned 
Brand of Marketing
1. Guerrilla marketing maintains that 

if you want to invest money, you 
can – but you don’t have to if you 
are willing to invest time, energy, 
imagination, and information.

2. Guerrilla marketing completely 
removes the mystique and exposes 
marketing for exactly what it really 
is – a process that you control – 
rather than the other way around.

3. Guerrilla marketing – is small 
business: companies with big 
dreams but tiny budgets.

4. Guerrilla marketing reminds 

you that the main number that 
merits your attention is the size of 
your profits.  Profits are the only 
numbers that tell you the truth you 
should be seeking and striving for.

5. Guerrilla marketing is based as 
much as possible on psychology – 
laws of human behavior.  90% of 
all purchase decisions are made in 
the unconscious mind.  Repetition 
is paramount in accessing that 
unconscious mind.

6. Guerrilla marketing suggests that 
you grow your business, if growth 
is what you want, but be sure to 
maintain your focus – for it’s that 
focus that got you to where you are 
in the first place.

7. Guerrilla marketing says that 
the way to grow a business is 
geometrically – by enlarging the 
size of each transaction, engaging 
in more transactions per sales cycle 
with each customer, tapping the 
enormous referral power of each 
customer, and growing the old-
fashioned way at the same time.

8. Guerrilla marketing preaches 
fervent follow-up – continually 
staying in touch with customers – 
and listening to them.

THE GUERRILLA APPROACH

GUERRILL A MARKETING
THE GUERRILLA APPROACH
The following excerpts were taken from Jay Conrad Levinson’s Guerrilla Marketing: Easy and Inexpensive Strategies for 

Making Big Profits from Your Small Business.  It is part of a series of books by Levinson, including Guerrilla Marketing Goes 

Green, Guerrilla Advertising: Cost-Effective Tactics for Small-Business Success, Guerrilla Marketing for Nonprofits, Guerrilla 

Social Media Marketing, and more.  These books and more are available for purchase or audio download at 

www.gmarketing.com, The Official Site of Guerrilla Marketing.
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GUERRILLA MARKETING

9. Guerrilla marketing advises you 
to scan the horizon to determine 
which businesses have the same 
kind of prospects and standards as 
you do – so that you can cooperate 
with them in joint marketing 
efforts.  This is called fusion 
marketing – fusing with other 
like-minded, prospect focused 
businesses (McDonalds, Coke and a 
Disney Movie – three very different 
products but fused together to 
attract prospects – fuse it or lose 
it!).

10. Guerrilla marketers have a meme 
that represents their company.  
Look for details about memes up 
ahead.

11. Guerrilla marketers always practice 
“you” marketing.  Remember 
people do not care about your 
company.  What they care about is 
themselves.  And if you can talk to 
them about themselves, you’ll have 
their full attention.

12. Guerrilla marketers have a full 
understanding of the lifetime 
value of a customer, but they also 
concern themselves with what they 
can give a customer (value added-
ness).  Try to give away free and 

valuable information.  Help them 
solve their problems.  Can you do 
it for free?  If you can, you’re a 
Guerrilla.

13. Guerrilla marketers know that 
marketing combinations work.  
If you run a series of ads, have 
a Website and then do a direct 
mailing or an e-mailing, they’ll all 
work, and they’ll each help the 
other work.

14. Guerrilla marketers count new 
relationships.  Guerrilla marketers 
do everything they can to establish 
and nurture a bond between 
themselves and each individual 
customer.  Long-term relationships 
are the keys to the vault.

15. Guerrilla marketing requires that 
you be very techno-cozy.  If you are 
not, your techno-phobia will hold 
you back.

16. Guerrilla marketing aims its 
message at individuals or, if it must 
be a group, the smaller the group, 
the better.  Guerrilla marketing 
narrowcasts, micro-casts, and 
nano-casts.  The smaller the group, 
the bigger the bull’s-eye.

17. Guerrilla marketing embraces the 
big guns of marketing – radio, 

TV, newspapers, magazines, and 
Websites, as well as, the little 
details, such as how your phone 
is answered, the décor of your 
office, the attire worn by your 
employees.  Guerrilla marketing 
is always intentional.  It pays 
close attention to all the details 
of contact with the outside world, 
ignoring nothing and realizing the 
stunning importance of those tiny 
but supercharged details.

18. Guerrilla marketing alerts you to 
the reality that marketing today 
can hope only to gain people’s 
consent to receive more marketing 
materials from you.  People opt in.

19. Guerrilla marketing is a dialogue.  
Relationships grow from dialogues.  
You’ve got to invite dialogue 
by asking people to register 
for something, sign up for your 
newsletter, send for a freebie, 
enter a contest, vote in an online 
poll.  And you’ve got to respond to 
them.  Small business can do this.

20. Guerrilla marketing identifies two 
hundred weapons of marketing, 
and many of them are free.  Be 
aware of all two hundred weapons.  
Utilize and test many of them.
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Minimedia
1. Marketing plan
2. Marketing calendar
3. Identity
4. Business cards
5. Stationary
6. Personal letters
7. Telephone marketing
8. Toll-free number
9. Vanity phone number
10. Yellow Pages
11. Postcards
12. Postcard deck
13. Classified ads
14. Per order/inquiry advertising
15. Free ads in shoppers
16. Circulars
17. Community bulletin boards
18. Movie ads
19. Outside signs
20. Street banners
21. Window displays
22. Inside signs
23. Posters
24. Canvassing
25. Door hangers
26. Elevator pitch
27. Value story
28. Back-end sales
29. Letters of recommendation
30. Attendance at trade shows

Maximedia
31. Advertising
32. Direct mail
33. Newspaper ads
34. Radio spots

35. Magazine ads
36. Billboards
37. Television commercials

E-Media
38. Computer
39. Printer/fax
40. Chat rooms
41. Forum boards
42. Internet bulletin boards
43. List building
44. Personalized e-mail
45. Email signature
46. Canned e-mail
47. Bulk e-mail
48. Audio/video postcards
49. Domain name
50. Websites
51. Landing page
52. Merchant account
53. Shopping carts
54. Auto-responder
55. Search engine ranking
56. Electronic brochures
57. RSS feed
58. Blogs
59. Podcasting
60. Own e-zine
61. Ads in other e-zines
62. eBooks
63. Content or other site
64. Webinars
65. Joint venture
66. Word-of-mouth
67. Viral marketing
68. eBay/auction site
69. Click analyzer

70. Pay per click advertising
71. Search engine keywords
72. Google ad words
73. Sponsored link
74. Reciprocal link exchanges
75. Banner exchange
76. Web conversion rate

Information Media
77. Knowledge of your market
78. Research study
79. Specific customer data
80. Case studies
81. Sharing
82. Brochure
83. Catalog
84. Business directory
85. Public service announcement
86. Newsletter
87. Speeches
88. Free consultation
89. Free demonstration
90. Free seminar
91. Article
92. Column
93. Book
94. Publishing on demand
95. Speaker at clubs
96. Tele-seminar
97. Infomercials
98. Constant learning

Human Media
99. Marketing insight
100. Yourself
101. Your employees
102. Designated guerrilla
103. Employee attire
104. Social demeanor
105. Target audiences
106. Your own circle of influence
107. Contact time with customers
108. How you say hello and goodbye
109. Teaching ability
110. Stories
111. Sales training
112. Use of downtime
113. Networking

200 Weapons
of Guerrilla Marketing
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114. Professional title
115. Affiliate marketing
116. Media contacts
117. A-list customers
118. Core story
119. Sense of urgency
120. Offer limited items/time
121. Call to action
122. Satisfied customers

Non-media
123. Benefits list
124. Competitive advantages
125. Gifts
126. Service
127. Public relations
128. Fusion marketing
129. Barter
130. Word-of-mouth
131. Buzz
132. Community involvement
133. Club and association memberships
134. Free directory listings
135. Tradeshow booth
136. Special events
137. Name tags at events
138. Luxury box at events
139. Gift certificates
140. Audiovisual aids
141. Flipcharts
142. Reprints and blowups
143. Coupons
144. Free trial offer
145. Guarantee
146. Contests and sweepstakes
147. Baking or craft ability
148. Lead buying
149. Follow-up
150. Tracking plan
151. Marketing on hold
152. Branded entertainment
153. Product placement
154. Radio talk show guest
155. TV talk show guest
156. Subliminal marketing

Company Attributes
157. Proper view of marketing
158. Brand name awareness
159. Positioning
160. Name
161. Meme
162. Theme line
163. Writing ability
164. Copywriting ability
165. Headline copy
166. Location
167. Hours of operation
168. Days of operation
169. Credit cards accepted
170. Financing available
171. Credibility
172. Reputation
173. Efficiency
174. Quality
175. Service
176. Selection
177. Price
178. Opportunities to upgrade
179. Referral program
180. Secret shopping
181. Testimonials
182. Extra value
183. Noble cause

Company Attitudes
184. Easy to do business with
185. Honest interest in people
186. Telephone demeanor
187. Passion and enthusiasm
188. Sensitivity
189. Patience
190. Flexibility
191. Generosity
192. Self-confidence
193. Neatness
194. Aggressiveness
195. Competitiveness
196. High energy
197. Speed
198. Focus
199. Attention to details
200. Action

The Need For 
Guerrilla Marketing
Your business may not need to 
advertise.  It will need a marketing plan.  
Word of mouth about your product may 
be so favorable and spread so rapidly 
that you can reap a fortune simply from 
it.   However, a strong word of mouth 
campaign is part of marketing, as are 
business cards, stationery, hours of 
operation, and the clothes you wear.  

A foundation of successful Guerrilla 
marketing is to seize the important 
opportunities without neglecting the 
smaller opportunities or overlooking 
the minor problems.  You’ve got to go 
all out.  Energy + intelligence focused 
on the core idea + a Guerrilla marketing 
strategy = the winning combination.  

Consider your Guerrilla marketing 
strategies to see if they can pull double 
duty.  An example is when a business 
card doubles as a brochure, a circular, 
a wallet-sized advertisement and a 
listing of your service and/or products in 
addition to listing your name, address, 
and phone number – it can serve as a 
marketing weapon.

Speed and flexibility are the essence 
of Guerrilla marketing.  Word of 
mouth marketing will flourish from the 
spring of flexibility.  Do you have the 
flexibility, the speed and the disregard 
of image that enables you to use radio 
commercials and to hire high school 
students to distribute printed circulars 
on street corners?  If you do, you are a 
Guerrilla marketer.  You get to become 
amazing, outrageous, surprising, 
unpredictable, brilliant, and quick.  
Success, even for Guerrilla marketers, 
means marketing must be achieved on a 
consistent basis.
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The Sixteen 
Monumental Secrets of 
Guerrilla Marketing
The sixteen monumental secrets of 
Guerrilla marketing are all words that 
end in the letters - ent.  These words are 
commitment, investment, consistent, 
confident, patient, assortment, 
subsequent, convenient, amazement, 
measurement, involvement, dependent, 
armament, consent, content, and 
augment.

1. You must have commitment to 
your marketing program.  Mediocre 
marketing with commitment works 
better than brilliant marketing 
without commitment.  What makes 
marketing work?  Commitment.  
Without commitment, marketing 
becomes practically impotent.  You 
evolve a marketing plan, revise 
and re-revise it until it becomes a 
powerful plan for your purposes.  
You put it to work and you stay with 
it, no matter what.  You watch it 
slowly take effect, rise and falter, 
take a bit more effect, slide back 
a bit, start taking hold even more, 
stumble, then finally grab on and 
soar, taking you with it.  Patience 
is commitment.  Create a sensible 
plan, and then stick with it until 
it proves itself to you.  How long 
might that take?  Three months, if 
you’re lucky.  Probably six months.  
Possibly as long as a year.  But you 
will never, ever, know within the 
first sixty days whether the plan is 
working.  Commitment is directly 
related to time.  The longer you live 
by a plan, the deeper your sense 
of commitment.  To survive, you’ve 
got to be committed.

2. Think of that program as an 
investment.   Marketing and 
advertising should be considered 
conservative investments.  If it 
doesn’t produce instant results, it’s 
because most marketing doesn’t.  
If it does produce instant results, 
excellent – but don’t expect this 
to happen every time.  Marketing 
will contribute to slow but steady 
increases for you.  

3. See to it that your program is 
consistent.  Make your marketing 
consistent.  Don’t change media.  
Don’t change messages.  Don’t 
vary your graphic format.  Change 
your offers and headlines and even 
your prices, if you wish, but do 
not change your identity.  Don’t 
drop out of the public eye for long 
periods.  Be prepared to put the 
word out consistently.  Consistently 
means regularly – and for a good 
period of time.  Consistency breeds 
familiarity, familiarity breeds 
confidence, and confidence breeds 
sales.  If your products or services 
are of sufficient quality your 
confidence in your offering will 
attract buyers.

4. Make your prospects confident 
in your firm.  Make prospects 
confident in your offering.  
Confidence is extremely important 
to you – more important than 
quality, than selection, than price, 
than service.  Confidence will be 
your ally.  And commitment, as 
proven by consistent marketing, will 
breed confidence.  

5. You must be patient in order 
to keep a commitment.  Be 
committed.  See your marketing as 
an investment.  Be consistent and 
patient.

6. You must see that marketing is an 
assortment of weapons.  Unless 
you can use a medium effectively, 

you shouldn’t use it at all.  An 
assortment of weapons generates 
many new, higher-than-projected 
profits.  The wider the assortment 
of weapons in your marketing 
arsenal, the wider the grin on your 
face when you review your financial 
statements.  Send follow-up 
mailings to all of your customers.  
Marketing doesn’t end with the 
sale. 

7. You must know that profits come 
subsequent to the sale.  Marketing 
done subsequent to the sale leads 
to the juicy profits.  It costs six 
times more to sell a product or a 
service to a new customer than 
it does to an existing customer.  
Always mail to existing customers.  
You will benefit from the repeat 
sale.  This is the inevitable payoff.

8. You must aim to run your firm in a 
way to makes it convenient for your 
customers.  Is your organization 
known as a very convenient place 
for the customer to reach?  Is it 
open seven days a week?  Are 
hours extended for the convenience 
of the customer – not for your 
convenience?  Do you accept every 
kind of payment (credit cards, 
checks, partial-payment plans, 
Canadian/foreign currency)?  Do 
you deliver, install, and are you 
accessible twenty-four hours a 
day via voicemail, e-mail, and fax?  
Can people with disabilities enjoy 
your product or service?  Is parking 
convenient?  Run your business at 
the convenience of your customer.

9. Put an element of amazement in 
your marketing.  Marketing must 
amaze people – amazement attracts 
attention.  Do you know what could 
amaze your customer?

10. Use measurement to judge the 
effectiveness of your weapons.  
Measure the effectiveness of all 
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your marketing by asking people 
where they heard or learned about 
you.  Eliminate the weapons that 
aren’t pulling their weight and 
double those that have the biggest 
bang for the buck.

11. Prove your involvement with 
customers and prospects by your 
regular follow-up with them.  
Continual follow-up, sending 
mailers, inviting customers to 
private sales, offering a selection 
tailored to customer needs, 
provide a helpful Website, be 
especially nice to customers and 
remembering names will ensure 
customer involvement with your 
organization.  Customers will prove 
their involvement by repeat visits 
and participation in word of mouth.  
They may even provide testimonials 
and complete questionnaires to 
help improve your organization.  
Invite them to participate in the 
success of your business.

12. Learn to become dependent 
on other businesses and they 
on you.  Do not see yourself as 
a freestanding, self-contained, 
independent business owner.  
Instead view yourself as quite 
dependent on your business, 
suppliers, nearby noncompeting 
businesses, on the media 
(leveraging bartering opportunities) 
and on competitors from distant 
places with whom you share 
business “war stories”.  Many small-
business owners view themselves 
as independent souls, but guerrillas 
know that power comes from 
teamwork more than from rugged 
individualism.

13. The armament of the guerrilla is 
technology.  Armament is your 
computer, your online presence, 
your cellphone, your pager, your 
electronic connections within your 

business and within the entire 
world, voicemail, fax machines, and 
wireless connections to delivery 
vans.  It also means equipment that 
allows you to produce more and 
better for less and with less.  You 
can now create all these marketing 
weapons with an inexpensive 
desktop publishing system.  This 
list is long, imaginative and lethal 
to those who strive to compete, 
regardless of their size and bankroll.

14. Use marketing to gain consent from 
prospects, and then broaden that 
consent so that it leads to the sale.  
Opt In means voluntarily being 
open to receive new information 
about a topic or a company.  These 
days, it is almost impossible to 
make a sale with an ad.  The best 
ads and the best marketing simply 
attempt to gain people’s consent 
to hear from you.  Your job is to 
broaden that consent and then 
to make the sale.  Your goal is 
to gain consent and widen that 
consent until it paves the way to a 
completed sale; then perpetuate 
the relationship into the future.

15. Sell the content of your offering 
rather than the style; sell the steak 
and the sizzle, because people are 
too sophisticated to merely buy 
that sizzle.  Consumers are savvier 
than ever and less prone to be won 
over by special effects and razzle-
dazzle.  They know the difference 
between style and substance.  
Although they may be attracted 
by style, they pull out their credit 
cards and write their checks for 
substance.  The content of your 
offer – the real meat and potatoes 
that you offer – will win their hearts 
and their business.  If it’s not there, 
people will look elsewhere, just as 
you would.

16. After you have a full-fledged 

marketing program, work to 
augment it rather than rest on 
your laurels.  Your competitors are 
getting smarter every single day.  
So augment your marketing attack.  
Strengthen your plan.  Beef up your 
Website.  Add a few more weapons 
to your arsenal.  Add more fusion-
marketing partners.  Try to earn 
more profits from your marketing 
investment.  Marketing is changing 
daily.  What new tactics and 
techniques might you use to get a 
louder bang for a smaller buck?

The moral:  When you develop your 
marketing plan, don’t give it your 
stamp of approval until you are ready 
to commit yourself to it.  Don’t approve 
it until you are ready to invest in it 
with a realistic expectation of return.  
And don’t implement it until you are 
prepared to stick with it consistently.  
This isn’t to say that you can’t make 
changes.  Of course you can.  But make 
changes while remaining consistent.

Developing the Guerrilla 
Marketing Plan
 
Marketing results depended less on 
how advertising is written than on how 
the product or service is positioned.  
When doing your own market planning, 
review your offering with regard to 
your objectives, the strengths and 
weaknesses of your offering, your 
perceived competition, your target 
market, the needs of that market, and 
the trends apparent in the economy.  
Ask:  What business am I in?  What is 
my goal?  What benefits do I offer?  
What are my competitive advantages?  
What do I fear?

When you fully understand the true 
nature of your business, your goal, 
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your strengths and weaknesses, your 
competitors strengths and weaknesses, 
and the needs of your target market, 
your positioning will be that much 
easier to determine and your strategy 
that much easier to plan.

Small businesses have an advantage 
over large businesses in that they can 
occupy smaller niches and prosper by 
dominating them. Ask yourself: who is 
my target market? Guerrilla fact: the 
more markets you target, the more 
profits you receive. Be careful that you 
don’t limit your marketing to only one 
target market. Identify all your target 
markets. Then take careful aim at each. 

As an example, the University of 
Michigan informs us that older people 
rely on the mass media marketing even 
more than on friends and family when it 
comes to consumer information. Seniors 
rank health 1st, financial security 2nd, 
a close relationship with God third, 
and a closer relationship with family 
fourth. When communicating with older 
people, guerrillas use the term older 
rather than elderly or senior citizen. And 
instead of saying 55 and older, guerrillas 
say 55 or better. Show older people 
actively old and living life to its fullest. 
Older people respond well to products 
and services that appeal to their 
autonomy and independence.  These 
people now have taken responsibility 
for their own health care. Their eyesight 
is faltering, so use large type in your 
printed material. The magazine that has 
the largest circulation is AARP. 

Another example of a target audience 
is women.  Women start more than half 
of the new businesses in the United 
States. Fifty-seven percent of women 
have nurtured the dream of running 
their own firm, with 48% saying that 
being their own boss is the reason why. 

Women own nearly half of all privately 
held small businesses. Women control 
more than 60% of all the wealth and 
influence in the United States. They 
also handle 75% of family finances. 
The majority of single adults in the 
United States are women. In 1970, 1% 
of business travelers were women; in 
2005, 45%.   Women accounted for 50% 
of Internet use. Relationship innovation 
is more important to women than 
product innovation. Marketers need to 
create a dialogue.   Each communication 
needs to be two-way.  60% of women 
feel that shopping is a negative 
experience.  Women start companies 
at twice the rate of men and employed 
more than the Fortune 500 combined.

Still another example includes Asian 
Americans whom today number 10 
million.  Many are affluent, educated, 
and happily for guerrillas, have no brand 
loyalty yet. The combined buying power 
of African Americans, Asian Americans, 
and Native Americans will exceed $1.5 
trillion. Get to know them. Get them to 
know you.

Guerrillas emphasize the values 
deemed additionally important to 
Asian Americans.  Those values include 
independence, leisure, and unity as a 
means to achieve financial affluence 
and social status.  Guerrillas emphasize 
their products or business’ stability.  
Asian Americans are attracted to 
businesses that have credibility and 
experience. The Asian-American market 
segment includes the Chinese, Koreans, 
Japanese, Vietnamese, and Laotians.

To reach specific market segments, 
consider placing ads in newspapers, 
running programs or advertisements 
on specific cable TV channels, 
interacting with online forums, 
becoming a presence in online chats 

and conferences directed at the specific 
market segments.  Contact the specific 
market segment with direct mail aligned 
with the group’s characteristics and 
values in mind and link the response 
mechanism to your Website. Many 
ethnic groups rely on native language 
media for their consumer information.

Clarifying Your Position
 
When you have clearly focused on 
your market or markets, you can clarify 
your market position. Then you should 
measure position against four criteria: 
1. Does it offer a benefit that my target 
audience really wants? 2. Is it an honest 
to goodness benefit? 3. Does it truly 
separate me from my competition? 4. Is 
it unique and/or difficult to copy? 

When you have answered the questions 
to your own satisfaction you’ll have a 
sensible position; one that should lead 
you to your goal. An accurate market 
position requires clear, constructive 
goals and effort. Positioning is the key 
to marketing. No guerrilla would think 
of doing a speck of marketing without 
a proper marketing plan that includes 
a positioning statement. Before writing 
your marketing plan, practice thinking 
big.  Your imagination is not limited; so 
open your mind to all the possibilities 
for your venture. 

Guerrillas create strategies by using 
seven simple sentences.  Be sure to 
address each of these sentences in a 
simple strategic plan.  These strategies 
include: 1. The purpose of marketing 
addressing the physical action you want 
your prospects to take such as clicking 
to your Website, visiting your store, 
calling a toll-free number, looking for 
your product when shopping, etc. (the 
call to action). 2. State how you will 
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achieve this purpose. 3. Identify your 
target market or markets. 4. Identify 
the marketing weapons you will use. 
5. Identify the niche and your position 
and what you stand for. 6. Identify your 
business. 7.  Clarify and allocate your 
budget.

The plan starts with the purpose of the 
marketing – that is, it starts with the 
bottom line.  Then it connects with the 
benefits that will beautify that bottom 
line and with those who will contribute 
to that line – the target audience.  The 
marketing tools are then listed.  Next 
comes the positioning statement, which 
explains what the product and company 
stands for – why the offering has value 
and why it should be purchased.  The 
honest identity comes next.  The cost of 
(investment into) marketing wraps it up.

Image implies something artificial, 
something that is not genuine.  Identity 
defines what your business is really 
about, your personality.  You have one, 
you know.  Let’s just hope it is what you 
want it to be.  If you put it in writing, 
it is more likely to be what you want it 
to be.  Base your identity on the truth 
by being honest with yourself.  Have 
your marketing reflect on this identity.  
When people come in and see that the 
business is exactly what they expected 
they feel more relaxed and know they 
can trust the company.  An honest 
identity is better for your organization 
than a phony image you can’t live up to.

Most marketing plans, especially if 
they are reduced to one paragraph, 
seem deceptively simple.  A complete 
business plan can run as short as five 
paragraphs (the strategy, the creative 
plan, the media plan, the financial plan, 
and the management plan) – or some as 
long as ten or even one hundred pages 
(not recommended), should serve as 

a guide.  It need not spell out all the 
details.  A guerrilla marketing strategy 
is short. Guerrilla marketing plans are 
brief.  The marketing plan should be 
the essence of simplicity.  When your 
employees read the plan, they should 
understand your goals immediately, 
because your strategy is clear and 
direct.  The briefer your plan, the easier 
it will be to follow.

Once you have given your plan the 
proper focus, you can expand it in 
those areas pertinent to your business.  
Remember that your main purpose is to 
obtain maximum profits.  Anyone can 
achieve sales, but it takes a guerrilla to 
consistently turn honest profits.  You 
will turn profits if you clearly list all your 
goals, including timing, budgets for all 
business-related plans, and projections.  
Without projections, you will not have 
a measuring stick.  Your expanded 
plans should first address your long-
term vision, then your vision for the 
near future.  A goal is a dream with a 
deadline.

Many expanded marketing plans include 
a situational analysis.  This includes 
information about your key customers, 
your expected competition, and the 
possibilities, probabilities, and reality 
of the marketplace at that moment.  As 
you analyze your situation, always keep 
your eye on your bottom line.

Whether it is brief or expanded, you 
should reexamine your marketing plan 
yearly.  Your goal should be to maintain 
it.  If it is not necessary to change, it is 
necessary not to change.  Know who 
you are, where you are going, and how 
you will get there.  You must start with 
a bare bones marketing plan, short and 
simple.

A good marketing plan should not allow 

for too much flexibility.  Follow the plan 
that has been created.  If you want 
changes, make them before you write 
the plan – you must commit yourself to 
the plan.

When you have positioned your 
business with a marketing plan, what 
do you do next?  You develop a creative 
plan that explains what your marketing 
will say – what your message is.  Finally, 
you should create a media plan that 
provides exact media details: costs, 
names of newspapers, TV stations or 
radio stations, dates and sizes of ads, 
frequency of advertising, advertising 
specialties to be used, contacts 
or obtaining free publicity, online 
marketing strategy, and the identity of 
your business.

You have established a marketing plan 
that describes how you will promote 
your earning endeavor.  You have a 
creative plan that dictates your message 
and your identity.  You have a media 
plan that explains exactly where you 
will spend your money.  Now, if you put 
the rest of your earning act in order – 
the financial side, management, legal 
issues, accounting, the ability to offer 
a lot of quality in either your products, 
your services or both, the appropriate 
technology, and the right mental 
attitude – you can start earning money.  
Guerrillas begin at this point, but they 
sometimes get cold feet when they 
see the early results and then halt the 
marketing campaign so they can think 
things over.  This is not a good idea.  
Stay the course.  Here are ten reasons 
why you should stay the course:

1. The market is continually changing.  
If you stop marketing, you miss 
evolving opportunities, and you are 
no longer part of the process – you 
are not even in the game.
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2. People forget quickly and they will 
forget about you and your product 
quickly as well. 

3.  Your competition will not quit.  
People spend money to make 
purchases; if you don’t make 
people aware that you are selling 
something, they will spend their 
money elsewhere. 

4. Marketing strengthens your 
identity.  If you halt your marketing 
program, you shortchange your 
reputation and reliability, and your 
customers will lose confidence in 
you.  When economic conditions 
turn sour, smart companies 
continue to market.  The bond of 
communication is too precious to 
break capriciously. 

5. Marketing is essential to survival 
and growth.  People will not know 
that your business exists unless you 
get the word out.  When you cease 
marketing, you are on the path to 
nonexistence.  Just as you can’t 
start a business without marketing, 
you can’t maintain one without it. 

6. Marketing enables you to keep 
your customers.  Many enterprises 
survive on repeat and referral 
business.  Loyal customers are the 
key to both.  When your customers 
cease to hear from you or about 
you, they tend to forget you. 

7. Marketing maintains morale.  Your 
morale improves when you see 
your marketing at work, your 
employees’ morale is similarly 
uplifted.  Also, some customers 
who actively follow your advertising 
may see any lack of marketing as a 
signal of failure. 

8. Your marketing program gives you 
an advantage over competitors who 
have ceased to market.  A troubled 
economy can offer a superb 
advantage to a marketing-minded 
entrepreneur.  If your competitors 
stop marketing, you can pull ahead 
of them and attract some of their 
customers.  In ugly economic 
situations, there are always winners 
and losers. 

9. Marketing allows your business to 
continue operating.  You still have 
some overhead: telephone bills, 
yellow page ads, Internet access, 
rent and/or equipment costs, 
and possibly a payroll.  Marketing 
creates the air that overhead 
breathes. 

10. You stand to lose out on the money, 
time, and effort you have invested.  
If you halt your marketing, you 
lose all the money you invested for 
advertisements, commercials, and 
advertising time and space.  Also, 
you lose consumer awareness.  
Sure, you can buy it again, but you 
will have to start from scratch.  
Unless you are planning to go out of 
business, it is rarely a good idea to 
cease marketing completely.

Consider your marketing investment 
mandatory and automatic, like rent or 
paying the mortgage.  A marketing plan 
is necessary – in fact, crucial – for a 
company or an entrepreneur.

Developing Truly 
Creative Marketing
Marketing is not creative unless 
it sells the offering.  First devise a 
creative strategy.  This strategy is 
limited to marketing materials only – 

and directed solely at their content.  
When you create your marketing 
program, your first step is to write 
a simple creative strategy.  Practice 
first by writing creative strategies for 
current advertisers.  Pick a newspaper 
advertiser, a television advertiser, a 
Website, and a direct mail advertiser; 
then compose three-sentence creative 
strategies that apply to each of them.  
Do the same for your competitors.  
This will guide you in establishing your 
own positioning and prevent you from 
imitating other marketing campagins.  
After you’ve devised your strategy – one 
to which you’ve devoted much time 
and thought – you can embark on a 
seven-step program to assure yourself 
of successful marketing.  Let’s check all 
seven steps:  

1. Find the inherent drama within 
your offering.  Something about 
your offering must be inherently 
interesting.   

2. Translate that inherent drama 
into a meaningful benefit.  Always 
remember that people buy 
benefits, not features.  Stick with 
one or two – three at most.  

3. State your benefits in as believable 
a way as possible.  You can be 
100% honest (as you should be), 
and people still might not believe 
you.  State your benefits in such a 
way that it will be accepted beyond 
doubt.   

4. Get people’s attention.  People 
pay attention only to things that 
interest them.  Grab the attention 
of potential customers and 
spark their interest.  Forget the 
advertisement.  Is your product or 
service interesting?   
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5. Motivate your audience to get 
involved.  Tell your audience to visit 
the store, make a phone call, fill in a 
coupon, write for more information, 
ask for your product by name, visit 
your Website, or come in for a 
free demonstration.  You must tell 
people exactly what you want them 
to do – it is the Call to Action.   

6. Be sure you are communicating 
clearly.  People aren’t thinking 
about your business and they’ll 
give only about half their attention 
to you.  Knock yourself out when 
putting your message across.  Zero 
ambiguity is your goal.   

7. Measure your finished 
advertisement, commercial, letter, 
Website, and/or brochure against 
your creative strategy.  The strategy 
is your blueprint.  If your marketing 
fails to fulfill the strategy, it’s a 
lousy ad, no matter how much you 
love it.

The key to creative marketing is a smart 
creative strategy.  The test of creative 
marketing is profits.  Instead of vying for 
attention when competition is fierce, 
advertise your product and attract 
attention when your competition is not 
marketing.  In addition to advertising, 
there are other ways to be creative.  
Have your personal letters hand 
delivered, or send them via Express 
Mail, Federal Express, or via an out-of-
the ordinary delivery service.  Canvass 
creatively by wearing a unique outfit 
and handing a small gift to each 
prospect.  Put your signs in unusual 
places, such as in the hands of paid 
students.  In the yellow pages, you 
can be creative with the size of your 
ad and its message, color, and graphic 
treatment.  Be creative in the use of 
newspaper advertising by running six 

small ads in one issue rather than one 
large one.  Be creative in your e-mail 
and on your Website.  There must be 
a reason for your creativity, and your 
creativity should never detract from 
your message.  Guerrillas place great 
emphasis on creativity with a point 
to it.  Be sure that you create your 
marketing plan properly, intelligently, 
clearly, creatively, and consistently.  
Then you can assure yourself that you 
are successfully marketing your product 
or service.  You don’t have to know 
how to write or draw to be creative.  All 
you have to do is supply the creative 
idea.  That’s the ticket right there: the 
idea.  You can always hire someone 
to write or draw for you, but it’s not 
easy to hire someone to be creative 
about your business for you.  That task 
should fall to you.  Advertisements are 
the obvious place to be creative.  Also 
be creative in your prospecting, store 
décor, employee attire, and methods of 
gaining free publicity.  Train yourself to 
think creatively to use marketing tools 
in the most creative manner possible.  
Creativity comes from knowledge.  You 
must have knowledge of your own 
product or service, your competition, 
your target audience, your marketing 
area, the economy, current events, 
and the trends of the time.  With 
this knowledge, you’ll have what it 
takes to develop a creative marketing 
program, and you’ll produce creative 
marketing materials.  Guerrillas should 
be attuned to world happenings, the 
world situation, the local situation, and 
up-to-the minute trends.  It’s important 
to take a look at competitors’ marketing 
campaigns to understand their approach 
and gain further knowledge.

If you’re not keeping up, you’re falling 
behind.  Guerrillas can’t afford to fall 
behind.  Armed with all this knowledge 
– get creative.  Do things like combining 

two or more elements that haven’t ever 
been combined before.  The guerrilla 
style of creativity takes time, energy, 
imagination, and information.  But you 
can see that it doesn’t have to take 
much money.   

As a guerrilla, you are obligated to 
become knowledgeable about a 
broad range of topics.  Guerrillas are 
generalists, not specialists.  Guerrillas 
know that to remove the mystique from 
the creative process, they must think 
backwards.  They start by picturing the 
mind of their customer at the moment 
that the customer makes a decision to 
purchase.  What led to that decision?  
What were the thought processes?  
What made them take place?  What 
were the customer’s buttons, and what 
did you do to push them?  Thinking 
backward takes you to the needs and 
desires that are crucial to motivation.  
But if you’re to be creative and 
successful, it also makes sense to think 
forward.  Get the prospect to visualize 
life after they have made the purchase 
you want them to make.  Convince them 
to sense the feeling they’ll have once 
they have made the investment.  The 
ability to do that separates the guerrillas 
from the monkeys.

Selecting The Most 
Lethal Marketing

Radio is one of the most intimate of the 
media, allowing you to spend chunks 
of time in one-on-one situations with 
your audience. Ranking just as high 
or higher in the intimacy department 
is the Internet because of its built in 
interactivity, chances for feedback, 
immediacy, and cozy chat session.

The newspaper is a prime medium 
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for disseminating news. Advertising 
in the newspaper should be newsey, 
interruptive, and to the point.

Magazines are a medium with which 
readers become involved; this medium 
bestows on you the greatest credibility. 
In your magazine ad, you can attempt 
to capture the editorial “mood” of 
the magazine. You can put forth more 
information because readers will be 
willing to take more time reading a 
magazine ad than a newspaper ad. The 
credibility of the magazine becomes 
partly linked to you.

Television is a highly comprehensive 
and effective medium.  It enables you 
to convince your prospects by means 
of demonstrations.  Demonstrations 
are powerful selling devices and are 
possible through television, seminars, 
fairs, stores, digital brochures, flash 
video on Websites, and live contact with 
audiences.

Cable and satellite TV have put 
the medium within the reach of all 
advertisers. To a guerrilla, this is 
glorious news. Think of advertising on 
cable and satellite TV as an invitation 
to give serious consideration to what 
some describe as the “undisputed 
heavyweight champion of marketing”.

Direct mail, which includes e-mail, 
allows you to take the most careful 
aim at your target audience. Created 
skillfully, direct mail advertising enables 
you to go through the entire selling 
process–from securing your prospect’s 
attention to obtaining sales by means 
of coupons each prospect can redeem 
and toll-free phone numbers they can 
call. To a guerrilla, postage rates are as 
important as response rates. Guerrillas 
know that they should follow their 
direct mail campaign with follow-up 

mailings, ultra-selective targeting, 
telemarketing, and unique mailing 
packages. Direct mail provides you with 
that precision aim.

Although canvassing takes more time 
than any other marketing method it 
is also highly effective.  It provides 
personal contact. Canvassing should be 
backed by mass-marketing efforts.
Outdoor signs and billboards, superb 
for reminding people of your existence 
and your reason for being, aren’t 
successful as a sole means of marketing 
except in rare instances.  Indoor signing 
generates impulse reaction exactly 
where they ought to occur - at the point 
of purchase. An indoor sign might be a 
video message, a hologram, or a moving 
sign.  If your prospects are there your 
sign should be too.

Online marketing presents guerrillas 
with the marketing medium of their 
dreams.  The golden opportunity is 
contained in the interactive nature 
of this medium; blended with action, 
connectivity, target ability, community, 
and that this medium is cheap to use. 
Online real marketing encompasses 
e-mail, postings on bulletin boards, 
communicating with special interest 
groups, audio postcards, video 
postcards, chat rooms, blogs, and 
Websites. 

The great strengths of the online 
media is the interactivity I mentioned, 
as well as involvement and the ability 
to provide as many details as your 
prospect wants. Think of your Website 
as a session. People visit you and stay 
as long as they wish. They leave. Will 
they ever return? That depends on the 
nature of your content and how quickly 
you reciprocate. For successful online 
marketing, emphasize eight elements: 
planning, content, design, involvement, 

production, follow-up, promotion, 
and maintenance. The key to online 
success involves the lists to which you 
send e-mail, your site’s content, the 
speed of your response, the freshness 
of your data, and the personalization 
of your message. Brevity and the call 
to action are critical – get their contact 
information and create your customer 
list. People come to you and then 
leave their names. Guerrillas use those 
names! In Internet marketing, the 
quality and quantity of your mailing list 
is paramount!

Yellow Pages marketing and classified 
advertisements hit the very hottest 
of prospects. People who use these 
sources are searching for the kind 
of information you are offering. This 
advertising also places you in direct 
confrontation with your competition. Be 
more precise with your message.

Brochures offer a great opportunity 
to go into detail about your product 
or service. If you have a brochure, you 
should have a Website on which to 
provide and display your brochure.

Telephone marketing provides 
opportunities to be more intimate and 
also offers you great flexibility. Your 
telephone marketing campaign can 
be supplemented by direct mail or 
any other marketing method, or it can 
stand-alone. You might even consider 
a postcard mailing asking people to 
opt in to a phone call from you, letting 
you know the best day and time to call. 
A telephone campaign can change a 
person who is apathetic about your 
product or service into someone who is 
prepared to purchase.

Guerrillas take credit cards. Make it 
easy as possible for customers to pay 
by accepting PayPal. You are offering 
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convenience to your prospects, and 
they will appreciate the fact that you 
made it easy for them to buy from 
you. It is always a good idea to offer 
auto-payment and auto-renewal plans 
if people might buy your product or 
service on a repetitive basis. Their credit 
cards are automatically charged each 
month, simplifying life for both of you. 
You might offer a discount to people 
who sign up for this service.

Changeable signs on bulletin boards 
serve to make you part of the 
community, and they heighten people’s 
confidence in you. They are also 
extremely inexpensive, and if your 
product or service meets unfulfilled 
needs, these signs often prove to be 
the most fruitful of marketing methods.  
Yellow page ads and classified ads, and 
signs on bulletin boards tend to also 
attract serious browsers.

Advertising specialties, such as T-shirts, 
pens, calendar, mouse pads, and 
baseball caps, work like billboards 
and signs to remind people of your 
existence. They will not perform the 
entire selling job, but they can pave 
the way to your offering when used 
in conjunction with other marketing 
vehicles. The same goes for the 
sponsorships of teams and events.

Marketing at trade shows and exhibits 
gives many businesses a terrific shot 
in the sales curve. They find the 
opportunity there to make contacts 
with purchase-minded people who are 
thinking about the primary topic of 
the show or exhibition. Fewer barriers 
prevent completed sales.

Public relations, which encompasses 
community relations, publicity, and 
membership in clubs and organizations, 
is a marketing method that should be 

seriously considered for the credibility 
it gives you. Public relations works well 
with virtually all other methods, and it is 
often the key to success. Publicity adds 
a great deal to your credibility and, at 
worst, puts your name in the public eye. 
Guerrillas know, bad publicity is harmful 
to your company and your goal:  avoid it 
at all cost!

By becoming involved in community 
relations–service to your community–
you make powerful contacts, especially 
if you work your tail off for the 
community. When potential customers 
learn that you are working for the 
community on an unpaid basis, they will 
assume that you work twice as hard for 
your business. This naturally attracts 
them to you. 

Use a marketing calendar to help make 
all the elements in your program mesh. 
It prevents you from engaging in hit 
or miss marketing, protects you from 
marketing lapses, preclude surprises, 
and aids in planning, buying, and 
staffing.

Guerrilla marketing calendars address 
themselves to the weeks of the year, 
the marketing vehicle that you will 
use during the weeks, the specific 
online promotion for off-line events in 
which you will be engaged, the length 
of each promotion, fusion marketing 
promotions, and, when applicable, 
any co-op funds that will be available.  
In addition, some calendars include 
the cost of the marketing for each 
promotion.

Armed with a marketing calendar, as 
you really should be, you can see into 
the future. A guerrilla makes use of as 
many marketing vehicle as he or she 
can implement effectively. A marketing 
calendar indicates whether you can 

use these methods properly, because 
it forces you to come to terms with 
the cost and realities of the media you 
select.

Do not use a marketing vehicle unless 
you are going to use it like a pro. 
You must put time, energy, money, 
talent, and the results of your uncanny 
knowledge into it. This means that 
you should select marketing tools that 
are compatible with your business. All 
comparable marketing methods that 
you can constantly use with skill, and 
on a regular basis, should be put to 
work for you. You don’t have to spend a 
bundle to market like a guerrilla. In fact, 
you may be doing it wrong if you do 
spend too much money.

Begin the process of selecting marketing 
methods by identifying your target 
audience. The better you understand 
your prospects, the easier it will be to 
it attain accuracy with your marketing 
plan. Select as many methods as you 
can, but select only the ones that will 
be read, seen, or heard by your target 
audience.

I want to underscore the belief in 
nanocasting and prove commitment to 
podcasting. One of the most promising 
new guerrilla marketing weapons is 
Internet radio, consisting of podcasting 
and nanocasting. Because it is delivered 
over the web, this form of radio is a very 
low-cost way to reach a global audience, 
build credibility, build brand awareness, 
finding new customers, and marketing 
your products and services. The daily 
audience continues to grow with the 
popularity of podcasting, nanocasting, 
and Internet radio. The “tell a friend” 
feature has been particularly effective, 
as visitors to the site routinely send to 
their peers, generating word of mouth 
and urging their friends to join.
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I suggest that you embrace the idea that 
you will give a shot to absolutely every 
marketing method listed in this chapter. 
Then cut the list on the basis of whom 
your audience is, whether you can use 
the method properly, and whether you 
can afford the method.

Secrets of Saving 
Marketing Money on 
Polls
Guerrillas think first of saving marketing 
money by not wasting marketing 
money. Be sure you understand the 
distinction. Getting the lowest price on 
something is not nearly as important 
as getting the most profitable results 
from something. Saving is nice, but it is 
secondary to profiting.

If you feel that you must continually 
change your marketing campaign – 
STOP!  Stick with one campaign until 
it loses the pulling power. Let your 
accountant tell you when to change 
advertisements. You can be sure that 
your accountant won’t get tired of an 
advertisement that continues to pull in 
business over the long term. The public 
reaction to your advertisement is most 
important, and it takes a long, long time 
for the public to get tired of a marketing 
campaign–online and off-line.  You 
might become tired of your marketing 
campaign but if it is working don’t 
change it.

Make use of the concept of barter. 
Remember that everyone needs 
something. In the online world, 
bartering abounds. If you are really and 
truly a guerrilla, you will check this out. 
You can also save money by gaining 
access to cooperative advertising 
funds. Many large advertisers pay 

cash fees to small advertisers who 
mention the name or show their logo 
in their advertisements. Look into 
co-op advertising. It not only helps 
earn money for entrepreneurs but also 
lends credibility to their offerings by 
mentioning the name of the nationally 
known company. Talk to your supplier 
and simply ask them about their co-op 
program. I also suggest that you set 
up a PI (per inquiry) or PO (per order) 
arrangement with an advertising 
medium. Google is renting more than 
10 million entries under per inquiry 
advertising.

People enjoy being asked about 
themselves; they enjoy talking about 
themselves. Take advantage of this 
human characteristic by asking 
questions of your customers. This is 
a great way to track your advertising. 
The best way to track your advertising 
responses is to key each advertisement 
with a unique code so that every sale or 
lead is identified according to its original 
source. 

Here are three ways to make 
every lead identifiable:

1. Apply key codes. Key codes are 
used in print advertising and 
direct mail.  Key codes are often 
incorporated into the bounce back 
mechanism of direct mail. The 
next time you receive a direct mail 
package, take a close look. Chances 
are, you’ll see that the response 
envelope is imprinted with a 
code consisting of letters and/or 
numbers, and you will also find 
that code on the order form or the 
response card.  

2. Provide a unique number or URL.  

3. Track online responses. Instead of 

using mydomain.com, your quoted 
link might be mydomain.com?a - 
this will in no way alter the landing 
page and will show up in your log 
file. 

The bottom line is not merely to 
measure how many leads you generate 
but how many convert to sales. By 
tracking all the boxes of porting to 
their sources, you can test individual 
ad campaigns to see which marketing 
approaches and offers produce the most 
profitable results or your company. 
In order to save money in marketing, 
you must be aware of three variables – 
quality, economy, and speed.  Guerrillas 
opt for the first two.  Their penchant for 
planning means that they are rarely in 
a rush, and they focus on quality and 
economy.  You can save media money 
by making an offer you can afford.  You 
will be surprised at how many radio and 
TV stations will accept your offer.

Have you ever heard of remnant space?  
Media Networks, Inc. a company 
devoted to selling remnant space to 
local advertisers (1-800-225-3457) can 
put your ad in most national magazines, 
in the regional issues, at a far lower cost 
than you may think.

The most efficient money-saving 
strategy in all of marketing is an in-
house advertising agency.  To create 
an in-house agency, you usually need 
only to tell the advertising medium that 
you are an in-house or internal agency 
for your business.  In some cases, the 
medium may require that you have a 
checking account in your agency’s name 
(ten dollars in an account will do nicely). 
And you may need agency stationery.  
Again, this is no problem.  If your 
business is called ABC Theatre, just call 
your agency ABC Theatre Advertising, 
and print the name on stationery that 
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you create yourself on your computer.  
Agencies earn their money by receiving 
a 15% discount from publications and 
broadcast stations where they place 
advertising – you as the agency – are 
entitled to this 15% discount.

Market primarily to customers not to 
prospects.  It costs one-sixth as much 
to sell something to a customer than 
to a prospect.  Some experts now peg 
that fraction as one-tenth.  Direct your 
marketing funds toward follow-up, 
surpassing customer expectations, 
gaining repeat business, earning referral 
business, and enlarging the size of 
your transactions.   True economy for 
guerrillas is not in saving money but in 
not wasting money.

Research:  The Starting 
Point of a Guerrilla 
Marketing Campaign
There are two kinds of research:  Free 
research, which business owners do 
by themselves, as you will see in the 
upcoming pages, and paid research 
which costs money – but only in the 
way that an investment cost money.  
The payoff often is much larger then 
the investment.

Research – although it can often serve 
as the spark for breakthrough thinking 
– is not intended to be a substitute for 
inspiration.  Ask customers what they 
want and give it to them.  Ignorance 
is more expensive than paid research.  
The following is a list of things you want 
to find out about your organization:  
1. What should you market – your 

goods, your services, or both? 
2. Should your marketing feature 

some sort of price advantage? 
3. Should you emphasize yourself, 

your quality offerings, your 
selection, your convenience, your 
service, or only the existence of 
your business? 

4. Should you take on your 
competition or ignore all 
competitors? 

5. Exactly who are your competitors? 
6. Who are your best prospects?  
7. What income groups do they 

represent?
8. What motivates them to buy? 
9. Where do they live?
10. What media do they read, watch, 

and listen to?
11. Do they have fax machines? 
12. Are they online?
13. Do you have their e-mail 

addresses?
14. Do they have children? If so, what 

are their ages?
15. What are their favorite sports 

teams?
16. What are their hobbies?
17. What do their spouses do for a 

living?
18. What activities most interest their 

kids at school?
19. Where did they attend high school 

and college?
20. What are their purchasing plans for 

the coming year?
21. What do they most like about your 

company?
22. To make your company perfect, 

what do they suggest that you do?
23.  Would they want a free 

subscription to your online 
newsletter? 

The more answers you get, the more 
money you make.

When questioning your target 
audience, it might help to list some of 
the basic needs people have.  Ask them 
to make check marks by those that 
push their particular buttons.  Most 

people will react to one or more of 
the following basic needs (known as 
“appeals” in advertising lingo)

• Achievement
• Ambition
• Comfort
• Convenience
• Conformity (peer pressure)
• Friendship
• Health and Well-being
• Independence
• Love 
• Power
• Pride of Ownership
• Profit
• Savings or Economy
• Saving Time
• Security
• Self-improvement
• Social Approval (status)
• Style
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GUERRILLA MARKETING

Canvassing
Canvassing is looking your prospect 
in the eye and asking for the order. 
Canvassing can be the most intimate 
marketing method of all. It can be free, 
except for the time you devote to it. 
Canvassing is merely asking prospective 
customers for business. 

During a canvass, which the dictionary 
defined as a soliciting of sales, you 
should engage in three steps: the 1st 
step, called the contact, is when you 
first meet your prospect. The first 
impression counts like crazy. So make 
your contact friendly, up beat, customer 
oriented, honest, and warm. Try to 
establish a relationship.

The 2nd step of a canvass is called the 
presentation. During the presentation, 
you outline the features of your offering 
and the benefits to be gained from 
buying from you. The price of the 
product or service will dictate the time 
you should spend presenting it.   The 
3rd step of the canvass–the close–is 
the most important; it is the magical 
moment when you complete the sale. 
You have got to be a good closer to 
make canvassing work. 

Make your presentation as long as it 
must be yet as short as it can be. When 
you have finished your presentation, 
try closing with the question that 
bears more than a yes or no answer. 
Canvassing requires salesmanship. 
It requires a contact, a presentation, 
and a close–ABC-always be closing. It 
requires quality in that salesmanship. 
And it requires far greater salesmanship 
in terms of quantity. To succeed at 
canvassing, you need to be enthusiastic 
about your product, honestly 
enjoy people, and have a load of 
determination. The best time to close is 
while your customer is with you. 

If your contact comes from a cold 
call and your prospect is a complete 
stranger, take steps to make that 
prospect a new acquaintance. If 
your contact comes from the lead, 
a recommendation from a friend, as 
an answer to an ad you ran, or some 
other reason to make you believe that 
the prospect can be converted into a 
customer, refer to that relationship and 
that bond between you. It will help 
break the barriers more quickly. You are 
no longer the complete stranger.  At the 
very least, you are now an acquaintance 
of an acquaintance. 

Here are some tips to make your 
presentations flow smoothly.
• List all the benefits, one by one, of 

doing business with you.  Do not 
take the benefits that you offer for 
granted; customers need to hear 
about them.

• Emphasize the unique advantages 
of buying from you.  You should 
be able to rattle these off with 
ease.  It is on these competitive 
advantages that you should base 
your marketing.  Do not knock your 
competition, but do not hesitate 
to make comparisons between 
your product and their product.  Be 
truthful!

• If your prospect has no experience 
with what you are selling, stress 
the advantages of your type of 
offering, then of your specific 
offering.

• Tailor your presentation to 
information learned before and 
during your contact.  Homework 
pays off tremendously to guerrillas.

• People do not like to be pioneers, 
mention the acceptance of your 
products or services by others 
– especially people in their 
community.  If you can mention 
names and be specific, by all means 

MINIMEDIA MARKETING
GUERRILLA MARKETING
THE GUERRILLA APPROACH

GUERRILL A MARKETING
MINIMEDIA MARKETING
By necessity, guerrillas excel in minimedia marketing.  Your minimedia marketing must adhere to your marketing plan, 

be accomplished with talent and style, and still follow many of the fundamentals; but it can also break the rules. You can 

make letters highly personalized. You can post unique signs. You can take advantage of the smallness of your business 

when making telephone calls. Make it personal, friendly, and informal yet professional. Your small size enables you to offer 

advantages in the area of customer service.  As a guerrilla, you are the epitome of flexibility that can be translated into 

services that customers crave. 

[ 43 ]   M A R K E T I N G  F I E L D  H A N D B O O K M A R K E T I N G  F I E L D  H A N D B O O K   [ 44 ]  



GUERRILLA MARKETING

do so.
• When you know enough about 

your prospect, you can present 
your product or service from his or 
her point of view.  Emphasize what 
your product or service can do for 
your prospect, not for the general 
population.

• Keep an eagle eye on your 
prospect’s eyes, teeth, and hands.  
If the prospect is looking around 
rather than at you, you have got to 
say something to regain attention.  
If your prospect is not smiling, 
you are being too serious.  Say 
something to earn a smile.  Most 
important, smile yourself.  If your 
prospect is wringing his or her 
hands, your prospect is bored.  Say 
something to ease the boredom 
and spark more interest.

• A sales point made to the eye 
is 78% more effective than one 
made to the ear.  So show photos, 
drawings, a circular, a product, your 
sales video, anything.

• Sell the benefit along with 
the feature.  If the feature is a 
performance, for instance, the 
benefit is an entertainment 
memory.

• Mention past successes so the 

prospect will feel that the key to 
success is in your hands and there 
is little chance of a rip-off.

• Be proud of your prices, your 
benefits, your offering.  Convey 
your pride by your facial 
expressions, tone of voice, and 
selection of words.

• Throughout your presentation, 
remain convinced that your 
prospect will buy from you.  This 
optimism will be sensed by the 
prospect and can affect the close 
positively.

Most canvassers have to make cold 
calls.  Throughout history, the most 
common debilitating human ailment 
has been cold feet.  Guerrillas need no 
introduction, referral, or appointment.  
They know that the key to success is 
to make the most of the short time 
they have to attract their prospect’s 
attention.  

Here are six hot tips on cold calling.

1. Do your homework.  Learn as much 
as possible about the company that 
you will visit.

2. Start at the top.  Ask for and speak 
with the person in charge, the one 

who can say yes.
3. Be brief.  Do not waste anyone’s 

time.  Keep your message concise.  
Brevity in cold calling primes you 
for success.

4. Get to the point.  Tell whether 
your offering does the job faster, 
easier, lasts longer, saves time, 
saves energy, or whatever.  Zero 
in quickly on the prime benefits of 
your product or service.

5. Give references.  Give names of 
satisfied customers, names that 
your prospect will recognize and 
respect.  

6. Close the sale.  Make an 
appointment.  Schedule a full 
presentation or a demonstration.  
Before you begin, know exactly 
what you wish to achieve, and 
close on that objective.

Whatever you do, ask for the order.  
Feel confortable with ABC (always be 
closing).  

Business Cards 
Business cards prominently and easily 
communicate your BRAND IMAGE and 
LOGO.  Business cards should also list 
your name, company name, address, 

GUERRILLA MARKETING
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city, state and zip+4, as well as your 
fax number, e-mail address, Website, 
pager and cellphone numbers, and 
a lot of data about your company.  A 
business card can double as a circular 
or wallet-sized advertisement and 
can even open up to become a mini-
brochure.  A guerrilla business card 
manages to present a lot of valuable 
information.  It is in color; the paper 
stock is unique and thick; and the card 
is readable horizontally. Do not overlook 
the marketing power of a business card.  
A business card is often the first thing a 
person will learn about your company.

Personal Letters
The primary value of a personal letter 
is that it enables you to convey a truly 
personal feeling and reach a special 
place in the mind of the reader.  You can 
relate specific thoughts that are simply 
not practical in any other medium, 
except for certain kinds of telephone 
marketing. A personal letter can, should, 
and must include as much personal data 
as possible.

Type the person’s name, of course, in 
your personal letter. You want to write 
about the person’s life, business, car, 
home, or, if you’re in the gardening 
business, gardening. By doing so, you 
are whispering into someone’s ear 
rather than shouting through a distant 
megaphone. 

After you send your personal letter, 
you can double its effectiveness if you 
write another personal letter within 
two weeks, and call the prospect on the 
telephone.  When you make a follow up 
telephone call, refer to your letters. Ask 
whether the person read them. Take 
advantage of the fact that your letters 
have broken the stranger barrier. Use 
the phone to develop a relationship. 

The stronger the relationship the more 
likely the person is to do business with 
you. This relationship will intensify if 
your letter includes a number of specific 
personal references, demonstrating you 
have not sent a clever mass-mailed flyer.

Make your letters stand out by making it 
part of a three or four-letter campaign. 
Multiple mailing campaigns are more 
expensive than single letters, except 
with e-mail, but are incredibly effective. 
Many studies confirm that people 
patronize businesses with which they 
are familiar. Buyers rank confidence 
first, quality second, selection third, 
service fourth, and price fifth. Price will 
always be of primary importance to a 
minority of people.

• Keep your letter to one page 
• Make your paragraphs short–5 or 6 

lines each
• Indent your paragraphs
• Do not overuse underlining, 

bolding, capital letters, or writing in 
margins

• Do everything you can to keep the 
letter from looking like a printed 
piece

• Sign your letter in ink that is a 
different color from the type

• Include a handwritten postscript–it 
should contain your most important 
point with a sense of urgency

People read the salutation first and the 
postscript next. Your postscript should 
include your most attractive benefit, 
your invitation to action, or anything 
that inspires a feeling of urgency.  
Include a handwritten postscript 
message, because it proves beyond a 
doubt that you have created a one-of-a-
kind letter that wasn’t sent to thousands 
of people. In our age of technology, 
personal touches stand tall.
Here are 10 sage suggestions for your 

postscript:

1. Motivate the prospect to take 
action. Invite that person to place 
an order and promise them you 
will follow up with them. Waiting is 
fatal to your cause.

2. Reinforce your offer. Make it the 
same as you made in the body of 
the letter, but make it more urgent 
and more cognitive.

3. Emphasize or introduce a premium 
or bonus. The power of freebies 
cannot be overestimated.

4. Introduce a surprise benefit. It 
might be just enough to get the 
prospect off the fence and onto 
your customer lists.

5. Emphasize the price or terms 
of your offer. If the financial 
enticement is the heart of your 
office, be sure to restate it in your 
postscript.

6. Stress the tax deductibility of 
the purchase. If this additional 
justification to buy is true, here is a 
good place to mention it.

7. Highlight your guarantee. Presented 
with pride and excitement, 
remembering that to your 
prospects, it removes all elements 
of risk.

8. Tell about the many customers 
you have satisfied in the past.  Be 
specific so that readers will realize 
that buying from you is the normal 
thing to do.

9. If you are asking readers to call a 
toll-free number, repeat it in the 
postscript to make it as easy as 
possible to respond to your offer.

10. Stress an element of urgency. Tell 
readers the date the offer expires, 
the limited quantities available, the 
reason now is the time to order. 

It usually helps if you include a unique 
or informal enclosure with your 
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letter. A newspaper article, a trade 
magazine article–special prospects 
trade, or a copy of your prospects ad 
or a competitive ad helps a great deal, 
because the reader probably wants to 
read such material and will appreciate 
your sending it. 

Does it take extra time? Yes. Does it 
take extra energy? Yes. Does it take an 
extra dollop of imagination? Yes. Does it 
take extra money? No.  But it earns high 
profits for you. And that is what makes 
it guerrilla marketing.

Telephone Marketing
Telephone marketing means picking 
up the phone, consulting your list, and 
calling your hottest prospects. This list 
should consist of your dream 100 lists. 
The 100 clients you would most like 
to have. We recommend a laser focus 
on getting their business. This will not 
happen immediately, because life is not 
like that, but eventually and with focus, 
dedication and hard work, this will 
happen, because life is like that.

Plan the entire phone call: the objective, 
the words spoken, the mood and tone, 
and the follow-up. Savvy telemarketers 
ask themselves what they know about 
the prospect, what they need to know 
in order for the prospect to take the 
action desired, what information 
might be obtained from screener, what 
to say in case voicemail technology 
answers the call, what they’re opening 
statement will be, what question they’ll 
ask, and how they will end the call–no 
matter what happens.

Telephone marketing should be part 
of an overall marketing program. And 
it should be a continuing effort. One 
phone call is not enough. Proper voice 
training is a good idea. Speak clearly.  

Use short sentences. Talk loudly but not 
directly into the mouthpiece; talking 
across the mouthpiece give the most 
effective voice transmission. Your voice 
should project authority and warmth 
while instilling trust. Your message 
should be as concise as possible. Do 
not read from a script. Memorize a 
script, changing any words that feel 
uncomfortable. This script must be 
well memorized so the words sound 
as though you know them by heart, as 
natural as the Pledge of Allegiance. 

The best telemarketers are in full 
control of the call. They stay in control 
by asking questions, responding to the 
answers, and asking more questions, 
directing the conversation towards the 
customer’s needs. Write a script of the 
phone call. After you rate this script, 
you should do 3 things: first, record 
it.  See what it sounds like. After all, 
you will be using “ear” words, which 
are heard, rather than “eye” words, 
which are seen. Words that callers 
unconsciously love to hear are profits, 
sales, dollars, revenues, income, cash 
flow, savings, time, productivity, morale, 
motivation, output, attitude, image, 
victories, market share, and competitive 
edge. What callers dislike hearing is 
jargon and buzzwords.  Second, make 
sure that the recorded script sounds 
like a conversation and not like an 
advertisement. Leave room for the 
person being called to talk. Third, make 
it a point not to restate the script but 
to rephrase it. State the same selling 
points. Present them in the same order. 
And most of all be prepared to close the 
sale and end the conversation.

A good telephone script calls for a lot of 
questions, so that the person will feel 
like he or she is part of the process and 
will not feel talked at. What you say on 
the telephone should be part of your 

overall marketing and creative plan, 
so measure your script against your 
marketing strategy.

Keep your script one page long, and 
single spaced. Paragraph one introduces 
the caller and the company. Paragraph 
two gives the reason for the call or 
makes the offer. Paragraph three 
highlights the benefits of the offer. 
Paragraph four and five closes the sale 
or sets the stage for the next step–
possibly a personal appointment.

Look at the cost/return feasibility before 
starting a telemarketing campaign of 
your own. Only 3% of people called sit 
through a computerized telemarketing 
call, whereas 33% sit through a call 
from a live human being. A mere 4% 
of people reached by telemarketing 
place an order. Even faced with these 
statistics, telemarketing remains a super 
mini marketing weapon.

Circulars
Circulars and flyers are short and 
single-minded; a brochure is longer 
and more detailed than either. Circulars 
and brochures may be mailed alone 
or as part of a mailing package, placed 
in mailboxes, slipped under doors or 
windshield wipers, handed out on 
street corners and at trade shows and 
wherever lots of prospects congregate.  
If you are going to distribute many 
pieces, make them circulars, because 
circulars are less expensive per piece 
than brochures. If you are distributing 
relatively few pieces, you might opt for 
the more expensive brochures.

An effective circular should include the 
following:
• Make a clear and persuasive offer
• Contain an element of urgency
• Get right to the point
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• Tell the prospect what to do next
• Tie in with your current identity

A circular’s primary job is to inform with 
the intention of selling. When writing 
a circular, think first of the basic idea 
you wish to express. Then try to marry 
a picture–art or photograph–to a set 
of words. After you have stated your 
idea as briefly as possible, try to explain 
more fully what you are offering.  A 
circular is a headline. There is no need 
to list all your benefits–list your greatest 
benefit.

Brochures
A brochure is specifically intended to say 
as much as you can visually. Your visuals 
will communicate more powerfully 
than your verbiage, so keep the visual 
excitement to a maximum.  The cover 
should answer the prospect’s most 
important question “What’s in it for 
me!”  The back cover should provide the 
name of your company, your telephone 
number(s), fax number,  Website, 
e-mail address, any applicable licensing 
numbers, and the best photo from the 
interior of the brochure.   Also, keep 
in mind that color increases retention 
rates by 57% and proclivity to buy by 
41%.  At the end of the brochure, be 
sure to tell people exactly what they are 
supposed to do – whether they should 
call you, visit you, visit your Website, fax 
you, or send you an e-mail.  Guerrillas 
assume nothing and test everything.  
This goes for all forms of brochures.

In all your brochure materials describe 
your offer, give as many details 
as possible and ask for the order.  
Guerrillas consider their brochures to 
be part of a two step process:  First, in 
all the advertisements guerrillas run 
they give people the choice to call, 
write or send an e-mail requesting a 

free brochure.  Be sure to use the word 
FREE.  It is the most powerful word in 
the language of marketing.  Contacting 
you signifies a powerful act of interest 
and intent on the prospect’s part.  Step 
two: is acknowledging this fact by 
sending, along with your free brochure, 
a brief note thanking them for taking 
the time to request a brochure.  Follow 
up with a card or a letter within 10 days 
(a week is even better), taking the sale 
to the next level.  If you do this, you 
can expect between 25% and 33% of 
brochure requesters to become paying 
customers.  Brochures should be given 
only to people who really want them.  
Circulars and business cards can go to 
anybody. 

Classified Advertising
The classified advertising section of 
the newspaper can be used to support 
and advertise your business.  More 
importantly, if you visit Google, you will 
discover a treasury of opportunities to 
run ads in thousands of newspapers for 
free, as well as such sites as ZapMeta.
com which list the top thirty Websites 
devoted to classified advertising.  
Among the fastest-growing segments 
of classified ads are those appearing 
online, many of them free.  Because 
61% of Americans read magazines from 
the back to the front, your economical 
classified ad will have a decent shot 
of being read.  It is a glorious place to 
advertise to receive a free brochure or 
other information.  

Many online services allow you to run 
your classified ad for free and some 
offer video and audio capabilities, which 
means that your prospects can listen to 
your message as they read about your 
facility.  It is guerrilla marketing with 
sights, sounds, actions, technology and 
interactivity – at an extraordinarily low 

cost or even free.  Classified ads of all 
kinds reach people who are already 
shopping.  If you decide to use the 
classified-ad section, there are a few 
concepts that you should keep in mind.

• Keep your headline short.  You must 
have a headline printed in capital 
letters.  Don’t use abbreviations 
unless you are absolutely sure that 
people will understand them.

• Don’t use esoteric terms in your ads 
unless you are sure that most of 
your readers (99%) will know their 
meaning.

• Write in short sentences.
• Include your phone number, 

address and contact information.
• Word your ad in such a way that 

it contrasts with other ads in the 
same section and chose your 
section wisely by selecting the 
proper category.

Classified ads in newspapers allow 
you to hone in on a local audience.  
Classified ads in magazines allow you 
to hone in on a more widespread 
audience.  Online classified ads allow 
you to do both – proving once again 
the potential of online marketing.  And 
all classified ads allow you to test your 
strategy, message, and advertising 
media.  They are glorious places to say 
that magic sentence: “send e-mail, or 
write for our FREE brochure”.  Although 
classified ads are small and inexpensive, 
they are effective.

Signs: Big & Little
Think of signs in two ways: those that 
appeal to people outside your place 
of business and those that appeal to 
people within your place of business. 
The first category consists of billboards, 
small signs on bulletin boards, window 
signs, store signs, banners, signs on 
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trees, and poster type signs. The second 
category is made up of interior signs, 
commonly called point-of-purchase 
(POP), or point-of-sale signs.

Approximately 75% of all purchase 
decisions are made right at the place 
of purchase. Most exterior signs are 
there to remind, create a tiny impulse, 
implant inclinations a wee bit deeper, 
sharpen an identity, and/or state a 
very brief message. As a rule, exterior 
signs should be no more than 6 words 
long. Psychologists at Yale University 
tell us that the most persuasive words 
in the English language are as follow: 
discovery, guarantee, love, new, results, 
save, easy, health, money, proven, 
safety, and you. The author hastens to 
add the following words: announcing, 
fast, how, power, secrets, why, benefits, 
free, now, sale, solution, and yes. Now 
that you know these words, I’ll bet you 
can come up with some great signs.

Interior signs require far more creativity 
than exterior signs, and you are allowed 
to use far more words.  In fact, you are 
encouraged to.  Because they create 
impulse sales, point-of-purchase signs 
are extremely effective. They also put 
forth extra selling energy and cross-
merchandising opportunities. Point-
of-purchase signs make it easier for 
customers to locate and select products.  
The signs serve as silent salespeople, 
as aids to the real-life salespeople.  
They demonstrate product features.  
POP signs give customers product 
information, reinforce the ad campaign 
at the retail level, offer premiums and 
discounts, and generate sales all by 
themselves.  

Ask whether the manufacturer or 
vendors you purchase products 
from provide POP materials.  Many 
times, signs, brochures, display racks, 

window banners, display modules, 
counter cards, window cards, Plexiglas 
merchandisers, posters, display cases, 
stand-up signs and more are available 
just by asking.  The reason for POP 
advertising’s popularity is its ability to 
connect mass-media marketing with the 
consumer at the time of purchase.  This 
makes it very cost-effective.

To learn even more about POP signs, 
drop a line, requesting free information 
to POPAI, the Point-of-Purchase 
Advertising Institute, 60 East Forty-
second Street, New York, NY  10165.

Signs on 
Bulletin Boards
Small signs on bulletin boards have 
proved to be extremely effective 
weapons for many an entrepreneur.  I’m 
talking about signs as small as 3 inches 
by 5 inches; even business cards.  A sign 
need not be big to attract customers.  
Little signs do the job too.  If your 
business has any prospects that have 
occasion to see bulletin boards, perhaps 
you should use small signs on bulletin 
boards to promote your business.  

• In front of your own business
• In front of neighboring businesses
• School offices
• Senior recreational facilities
• College dormitories 
• Churches
• Other local community clubs and 

organizations
• Apartment building laundry rooms
• Community activity centers
• Grocery stores
• Shopping malls
• Hotel and motel lobbies
• Chambers of commerce
• Medical or professional offices
• Tourist information centers

The Yellow Pages
The first thing to decide is whether your 
business can benefit from yellow pages 
marketing.  Will people look there to 
find a product or a service such as yours, 
as they do for storage companies?  
Decide whether you should have an 
advertisement or a listing.  Decide 
whether the listing should be in dark, 
bold type or in regular type.  Choose 
the size, the colors you will use, and 
whether you want to connect with the 
electronic portion of the yellow pages.

You must do the groundwork to see 
how, where and whether you should 
make use of a strong yellow pages 
program.  In which categories in your 
yellow pages directory will you list 
yourself?  Can you do with one listing, 
or do you need to pay for several?  List 
your ad in categories where people will 
most likely look for you.  If that means 
more than one place, well you know 
what you have to do.  If you use the 
yellow pages, here are some tips:
• Make your ad look and feel classier.
• Treat it like a personal 

communication, not a cold listing.
• Let folks know whether you accept 

credit cards or can finance.
• Don’t let the yellow pages people 

write your ad.
• Don’t run small ads if your 

competitors run big ads.
• Don’t list your business in too many 

directories.
• Don’t treat your ad less lightly than 

a full-page magazine ad.
• Don’t hold back on the data: people 

are looking in the yellow pages for 
information.

• Don’t fail to include your Website 
in your yellow pages ad; people can 
learn a lot more about you online 
than in any directory.
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GUERRILLA MARKETING

Newspapers
Newspapers offer a high degree of 
flexibility.  You can decide to run an ad 
or make changes in an ad up to a couple 
of days before the ad is scheduled 
to run.  Radio gives you even more 
flexibility in that regard, allowing you to 
make changes up to the day your spot is 
to run.  A Website provides the greatest 
flexibility; magazines and television 
marketing allow you the least leeway.  

 Run an ad in as many of the 
newspapers in your area as you can – 
there may be as many as thirty.  Use 
coupons in your ads.  Have each coupon 
make a different offer, such as $5 off 
or a free book, or a 15% discount or 
a free plan.  In the ad, request that 
the customer either bring the coupon 
when coming to your place of business 
or mention the coupon when calling 
or sending you e-mail.  By measuring 
the responses, you will soon see 
which newspapers work.  Be sure to 
determine what generated the greater 
customer response: the offer or the 
newspaper.  You can do this by means 
of a second test.  Make a different offer 
in the most effective paper.  If it still 
pulls well, you have got a winner.

Here are some guidelines that will help 
you decide whether to run large or 
small ads.  Consider the advantages and 
disadvantages of small ads.  

Small ads don’t:
• Impress as much as large ones
• Allow you to include long lists of 

names or lots of information
• Enable you to use color in some 

cases
• Provide enough space for photos or 

drawings
• Generate high-volume sales
• Allow you to have the position you 

want in the newspaper

But small ads do:
• Allow you to run several for the 

cost of one large ad
• Let you feature samples of your 

selection in each ad
• Let you run them in several 

publications for valid test results
• Allow you to offer free brochures, 

samples, catalogs
• Enable you to compile a database 

from the leads you get from 
inquiries

• Serve as logical places to advertise 
single items or announce new ones

• Let you run in the middle of the 

classified section, where the 
serious shoppers look

• Include your Website, where 
potential customers can get a lot 
more information 

Run your ad where competitors run 
theirs.  If you have no competition, run 
your ad where services or merchandise 
similar to yours is being offered.  Why?  
Because that is where readers are 
conditioned to look for offerings such 
as yours.  Study after study reveals that 
newspaper readers read the ads almost 
as intensively as they read the stories.  
Use graphics in your ad (but go easy).  
Lack of an illustration or photo means 
that the ad will be 27% less effective.

If you have a truly good ad consider 
making multiple reprints.  Use 
the reprints as circulars, customer 
handouts, mailing pieces, or interior 
signs.  Their true cost was incurred 
when you originally produced the ad.  
Remember, you can enlarge the ad and 
make it a poster. 

MAXIMEDIA MARKETING
GUERRILLA MARKETING
MINIMEDIA MARKETING
GUERRILLA MARKETING
THE GUERRILLA APPROACH

GUERRILL A MARKETING
MAXIMEDIA MARKETING
Maximedia marketing refers to the mass marketing, such as newspapers, magazines, radio, TV, billboards, and direct 

mail.  The Internet is a required part of Maximedia marketing.  Guerrillas must use mass media with precision, carefully 

measuring the results, and making the media part of an overall marketing plan.  Maximedia marketing is about two 

things: (1) selling and (2) creating a powerful desire to buy.  Also, Maximedia marketing enhances the success of minimedia 

marketing – response rates to simple circulars jump when radio advertising blazes the way for them, and telemarketing 

results improve when TV spots presell the market.  
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GUERRILLA MARKETING

Magazines
Remember, the single most important 
reason people patronize one business 
over another is confidence.  Magazine 
advertisements breed confidence by 
instilling familiarity and giving credibility.  
A properly produced magazine ad, 
preferably of the full-page variety, gives 
a small business more credibility than 
any other mass-marketing medium.

If you run the ad once, you can use 
the reprints of that ad forever.  One 
highly successful company ran a single 
regional ad in a single issue of Time 
Magazine, and then used reprints of the 
ad (reprints are available at a fraction 
of a cent each) in its window and on 
its counter for nearly thirty-five years 
afterward.  Reprints were also sent in 
direct mailings.  Their mailings ran the 
reprinted ad stating, “As seen in Time 
Magazine” – heavy-duty name-dropping 
from an ad run once.  That is getting 
mileage out of magazine advertising!

Several bright entrepreneurs have run 
an ad one time in a regional edition of 
a national magazine, then mailed out 
reprints in all direct mailings – each time 
gaining the confidence that prospects 
ordinarily placed in the magazine 

itself.  This is the point of magazine 
advertising for small business.  It gives 
them a great deal of credibility, which 
creates confidence, which translates to 
sales.  And profits.  If people feel that 
Time magazine is reliable, credible, 
trustworthy, and solid, they will feel 
the same way about the companies 
that advertise in Time.  So if you wish 
to gain instant credibility, advertise in 
magazines that will give it to you.

Magazine advertising offers other 
attractive advantages.  You can target 
your market better with magazines than 
with newspapers.  Also, you can reach a 
specific circulation rather than a general 
circulation.  You can reach people, 
who have demonstrated an interest 
in skiing, gardening, do-it yourself, 
snowmobiling – you name it.  One of 
the basic tenets of guerrilla marketing 
is to talk primarily to prospects and 
not to browsers.  Almost all trades and 
professions have their own publication.  
Consider advertising in some of these 
trade publications, because they are 
subscribed to and read cover to cover 
by many prospective customers.  Better 
yet, identify the subscribers by a reader 
response card in an ad and build your 
own database of prospects.  Most likely, 

you will want to subscribe to at least 
one trade magazine to keep abreast of 
new developments in your field.

Radio
Although newspapers are the primary 
marketing medium for most small 
businesses and direct mail has taken 
over second place, with online 
marketing coming up slowly on the 
rail, radio still does come in a strong 
third. Radio can help improve your aim 
when you’re trying to reach your target 
consumers. Radio helps you establish a 
close relationship with your prospects. 
Because of its intimate nature, radio 
brings you even closer than newspapers 
do. The sound of an announcer’s voice, 
the type of musical background, the 
sound effects you use to punctuate and 
enhance your message – all these are 
ammunition in your radio-marketing 
arsenal. All can help win customers and 
sales for you. 

Because radio listeners often change 
stations, you should run radio spots on 
more than one station. You may need 
only one. But you’ll probably need three 
or four or five. You can eliminate the 
losers and narrow your radio marketing 
down to the proven winners. Pick, say, 
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five stations and run commercials on 
all five. In each commercial, make a 
different offer – a discount, a free gift, 
a 50% reduction – and ask listeners to 
mention the offer when they contact 
you. By keeping assiduous track of the 
offers mentioned by your customers, 
you’ll know which stations to drop 
(maybe all of them) and which to 
continue with (maybe all of them).

Unless you really keep track of all 
your media responses, you are not 
a guerrilla. You’ve got to make your 
marketing as scientific as possible. If 
you have salespeople, ask them to track 
responses. If you’re the person taking 
orders from customers, you must track 
responses. Ask the customers, “Where 
did you hear of us first?” If they say 
radio, ask “Which station?” If they 
name a station that you don’t use, ask, 
“Which stations do you ordinarily listen 
to?” If that doesn’t net a solid response, 
prompt the customer, naming a few 
stations (one of which you do use). It’s a 
drag to do this, but it’s a bigger drag to 
waste marketing money and bankrupt a 
business. Do everything you can to learn 
which stations are pulling in customers 
and which are not. Because stations and 
people change, keep track consistently. 

A thirty-second spot is usually far more 
than 50% of the cost of a sixty-second 
spot. In most instances, what you 
can say in sixty seconds can also be 
expressed in thirty seconds. So go with 
the shorter spots even though they are 
not great values. In the long run, they’ll 
give you more bang for your budget. 

You have but three seconds to catch 
and hold the attention of the listener. 
Be interesting during those first three 
seconds and say what you have to say, 
lest the listener’s attention stray. Be 
sure to use “ear” words rather than 

“eye” words. Whatever you do, repeat 
your main selling point. Also, repeat 
your company name as many times as 
you possibly can. Be your own spin-
doctor. Select your own sound bites 
from the interview for your marketing. 
But you never want to be perceived as 
a spin-doctor; you want to put the right 
“spin” only on your marketing. 

Although most announcers can easily 
fit seventy words into a thirty-second 
spot, studies indicate that people listen 
more attentively if the announcer talks 
faster and crams more words into a 
short space. Here are a few radio hints 
for guerrillas:

• Save money by running ads three 
weeks out of every four.

• Concentrate your spots during 
a few days of the week, such as 
Wednesday through Sunday. 

• Try to run radio advertising during 
afternoon drive time, when people 
are heading home. They’re in 
more of a buying mood than in the 
morning, when work is on their 
minds. 

• Consider radio rate cards to be pure 
fiction. They are highly negotiable. 

• If you want to reach teenagers, 
advertise on the radio, not in the 
newspaper. 

• Mention your Website in your radio 
commercial. You have only a minute 
or less to convince listeners to buy 
from you on the radio, but you have 
unlimited time online. 

One of radio’s surprises is its power as 
a direct-response medium. If you plan 
to use radio for your direct-response 
offer, repeat your phone number at 
least three times. Use a high-quality 
voice. Take advantage of the intimacy of 
radio.  Air your spot on weekends and 
during evenings, and figure on receiving 

responses within three or four days. 
Be absolutely certain that your offering 
matches the tastes of the listening 
audience. 

Television
Television is the most effective of all 
marketing vehicles, the undisputed 
heavyweight champion, though online 
marketing is becoming a contender for 
the title and should hold it before long. 

Television has changed in many ways. 
Advertising costs have plummeted to 
the point that a thirty-second prime 
time commercial costs $20 or less, even 
in major markets (this is for cable, not 
for network programming).

Targeting ability has improved: You 
can run commercials in specific city 
neighborhoods, selected suburbs, and 
your community. You can run them in 
affluent zip codes that may not even be 
in your community. Satellite and cable 
TV allow you to pick TV channels that hit 
your prospect smack-dab in the middle 
of their viewing patterns. 

One of the fastest growth areas is in 
home shopping channels. PBS, the 
third most popular use of TV, may be 
a good station on which to market, 
and you shouldn’t overlook it if 
your target market watches it. If you 
sponsor a PBS program, you’ll create as 
much awareness as you would with a 
commercial on CBS. But you’ll get a heck 
of a lot more credibility. 

Many guerrillas have discovered the joys 
of direct-response television, allowing 
people to order immediately after 
viewing the commercial.

The yardstick by which you measure 
your success or failure is your CPO 
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(cost per order). If you can gain $2 in 
sales for every $1 invested in TV, your 
cost per order is $1, and I’m hoping 
that your profit is healthy. Don’t 
forget your investments in producing 
the commercial and the cost of your 
product. The money left over after those 
are deducted is your profit. 

If you do decide to invest in television 
marketing, there are many methods by 
which you can cut down drastically on 
the cost of producing TV commercials. 
First of all, let your TV station provide 
all the production assistance. Not the 
writing. Let it put up the equipment 
and furnish the camera people, lighting 
experts, director, and all-important 
editor. Don’t let the station write 
the spot. Either you or a talented 
individual you coerce, barter with, or 
hire should write a tight script. The left 
side of the sheet of paper on which the 
script is written is reserved for video 
instructions. There, describe every 
single action, numbering each one, the 
viewers will see. The right side of the 
script paper is for the audio portion. 
These are the sounds the viewers will 
hear. Again, number each audio section, 
matching it with the appropriate video 
section so that the audio and video 
make a team. If necessary, and it usually 
is not necessary, make a storyboard, or 
pictorial representation of your script. 

Television stations now require the use 
of high definition digital video.  With 
digital, you can replay what you have 
shot immediately, and if anything is 
wrong, you can redo it. No processing 
is necessary. If you are planning to have 
the station help with production, better 
plan on digital. 

Go with thirty-second spots rather than 
sixty-second spots. If you are using TV 
for direct response, such as for ordering 

by toll-free number, try two-minute 
spots. They’re very effective.  Say your 
phone number at least three times, and 
show it as much as you can. 

You have three seconds to attract 
the viewers’ attention. If you haven’t 
hooked them right up front, you’ve 
probably lost them. So say what you 
have to say in a captivating manner 
at the outset. Say it again, in different 
words, in the middle of your spot. Say 
it a final time, again in different words 
(or maybe even in the same words), at 
the end. Don’t make your commercial 
more interesting than your product. 
Don’t allow anyone to remember your 
commercial without remembering your 
name. You want sales – not awards, 
praise, or laughs. 

When you can, show your product or 
service in action. People’s memories 
improve 68% when they have a visual 
element to recall. So say what you have 
to say verbally and visually.

Outdoor Advertising
Rare is the entrepreneur who can 
survive on billboard advertising alone 
– although it can be done. Billboard 
advertising is really a reminder 
advertisement for the most part. 
It works best when combined with 
advertising through other media. 

The two magic words that can spell 
instant success for you if used on a 
billboard are next exit. If you can’t use 
the two words, these also work well: 
miles ahead. Consider using billboards if 
you have a restaurant, tourist attraction, 
garage, gas station, motel, or hotel. Be 
wary of billboard advertising if your 
business doesn’t have instant appeal to 
motorists. 

Find out how many cars pass the 
billboard site each day. This is known 
as the traffic count. What type of traffic 
passes by?

Rarely use more than six words. 
Remember that people are probably 
driving fast or are negotiating in traffic 
when they glance, if they glance at all, 
at your billboard. Keep it simple for 
them. Give them one large graphic on 
which they can concentrate. Be sure 
that the type is clear and large. If the 
traffic count remains more or less the 
same at night, be sure that your board is 
illuminated. That costs more than a non-
illuminated board but may be worth the 
extra bucks. 

You can expect about the same from 
bus signs, both interior and exterior, 
and interior or exterior taxi signs. Many 
people see moving signs, many may be 
serious prospects. 

Direct Mail Marketing
Direct marketing is where it’s at and is 
the name of the game. Direct marketing 
has a built-in mirror that reflects the 
true effectiveness of your advertising 
message. 

Direct marketing refers to direct-mail, 
e-mail, Website, mail-order, or coupon 
advertising, as well as to telephone 
marketing, direct-response TV, postcard 
decks, door-to-door salespeople, home 
shopping TV shows, or any method of 
marketing that attempts to make a sale 
right then and there. Direct marketing 
doesn’t require a middleman. It doesn’t 
require a store. Direct marketing 
requires only a seller and buyer, leaving 
only accountable results. 

When you engage in direct-mail 
advertising, you’ll know clearly whether 

S
I

X
:

 
M

A
X

I
M

E
D

I
A

 
M

A
R

K
E

T
I

N
G

M A R K E T I N G  F I E L D  H A N D B O O K   [ 52 ]  



your mailing worked. Direct marketing 
has some other advantages over other 
advertising media. 

1. You can achieve more accurately 
measured results. 

2. You can be as expansive or as 
concise as you wish.

3. You can zero in on almost any target 
audience.

4. You can personalize your marketing 
like crazy.

5. You can expect the highest of all 
response rates.

6. You can use unlimited opportunities 
for testing.

7. You can enjoy repeat sales to 
proven customers.

8. You can compete with, even beat, 
the giants.

Here are seven tips for 
gaining the response rate 
you want with direct mail.

1. The headline of your brochure 
should ask for the order.

2. The copy should always tell the 
person what to do next. 

3. Blue is a dandy second color, but 
red with black is generally the best 
pulling direct-mail combination. 

4. Red can be overused; use it 
primarily for highlights.

5. Experts say that the four most 
important elements in direct mail 
are the list, the offer, the copy, and 
the graphics. Guerrillas pay close 
attention to each. 

6. The fastest-growing segment 
of the direct-mail industry is 
nontraditional mailers – those who 
haven’t used direct mail in the past. 

Direct-mail success comes with the 
cumulative effect of repeat mailings. 
Make them repetitive yet different from 
one another. 

Direct mail is more science than art. This 
is not to downplay the art of creating 
a successful direct-mail package. We 
know that the three most important 
things to do if you are to succeed at 
direct marketing are to test, test, and 
test. With a mailing, you have a good 
chance of getting through to people.  

• 60% of people say of direct mail, “I 
usually read or scan it” 

• 31% say, “I read some of it, don’t 
read some of it”

• 9% say, “I don’t read any of it.” 

The bottom line: You have a shot at 
reaching 91% of your audience.

• 50% of direct mail gets through to 
the boss

• 50% is handled by assistants – the 
gatekeepers of industry.  Those 
protectors of the boss’s time want 
to know whether (1) it’s a credible 
offer from a credible firm, (2) the 
subject matter is relevant to the 
boss and the company, and (3) the 
mailing is personal or business. 

When writing to high-level executives 
ensure your letter is no longer than 
two or three paragraphs maximum. 
Guerrillas also make sure that a 
high-level executive signs any letters 
directed to other top execs. When they 
absolutely positively want their mailing 
to get through to the recipient, they pop 
for cost of Federal Express, UPS, or DHL.

More on the science of direct mail is 
embodied in the 60-30-10 rule.  60% of 
your direct-mail program depends on 
your using the right list of people; 30% 
depends on your making the right offer; 
10% depends on your creative package. 
You can make it creative if you take to 
heart these three tips. 

• Brightly colored envelopes grab 
attention. Although red and blue 
are time-honored direct-mail 
colors, the twenty-first century is 
proving that silver, gold, mauve, 
yellow, orange, and pink merit 
consideration too. But white is 
always a safe, good bet. 

• Oversized addressing stimulates the 
unconscious pleasure people gain 
from seeing their name in print. The 
larger, the better. 

• A white #10 (business-size) 
envelope with a first-class stamp 
and no return address is especially 
intriguing and gets rave notices 
when it comes to response rates. 
Look into it (that’s a guerrilla hint to 
test it).

There are many reasons to 
do a direct mailing.  As a 
guerrilla, you write letters 
to:

• Follow up on a salesperson’s call
• Set up an appointment
• Apologize for something you may 

have done wrong
• Compliment someone for 

something
• Recognize an anniversary of almost 

anything
• Celebrate holidays – Christmas, 

Hanukkah, Thanksgiving, Valentine’s 
Day, Passover, and Easter, for 
instance

• Solidify telephone contact
• Thank someone for seeing your 

demo or hearing your presentation
• Thank someone for making a 

purchase
• Thank someone for his or her time, 

even if the person turned down 
your offer

• Thank someone for giving you a 
referral
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• Welcome someone to anything at 
which he or she is new

• Applaud someone for a job well 
done

• Reiterate how much you’ve enjoyed 
working with someone

• Mention that you saw the person in 
the news (enclose the clipping)

• Congratulate someone on a special 
achievement

• Thank a person for doing a favor
• Thank someone for exceptional 

service
• Let a person know that you 

appreciate his or her product or 
service

• Thank a person for his or her time 
or effort

• Express regrets if they are merited
• Thank someone for inviting you to 

something
• Tell somebody you hope that he or 

she gets well
• Express condolences
• Congratulate someone on a new 

baby, marriage, or new home
• Recognize a person’s birthday
• Announce a new product or service
• Give advance notice of a discount
• Sell something

Direct-mail marketing lets you know 
whether you have done a good 
job making your offer, pricing your 
merchandise, constructing your mailing 
package, writing your copy, timing 
your mailing, or selecting your mailing 
list. After you have accomplished 
your mailing, you learn whether it 
worked or failed. That’s what I mean by 
accountability. 

Marketing is all the activities involved in 
moving goods and services from seller 
to buyer. Direct marketing has the same 
broad function as standard marketing 
but also requires the maintenance of 
a database. This database records the 

names of customers, prospects, and 
former customers. It serves as a vehicle 
for storing, then measuring, the results 
of direct-response advertising. The 
database also provides a way to store, 
then measure, purchasing performance. 
The database is a way to continue 
direct communication by mail and/or 
telephone. 

The list should naturally start with your 
own customers. From there, expand 
it to include people in your customer 
demographic. You might engage in a 
simple direct mailing of postcards to 
customers. You might also engage in a 
full-scale direct mailing, using what is 
known as the “classic package,” which 
consists of an outer envelope, a direct-
mail letter, a brochure, and order form, 
a return envelope (maybe postpaid, 
maybe not), and other marketing 
materials.

In the interest of making 
direct mail a moneymaker 
for your company, I offer 
these insights. 

• Print your most important 
sentences in a second color to 
increase sales enough to warrant 
the extra money. Be sure to choose 
a bright, pleasing color. 

• Restate your main offer on your 
response form. The repetition will 
motivate the reader. 

• Use illustrations or photos in your 
letter to improve your response 
rate. Just ensure that the graphic 
element adds to the offer or the 
promise. 

• Avoid the worst months for direct 
mail: March, May, and June; the 
best months are January, February, 
and October. The period January 
through March is best for business 

direct mail. 
• Juice up your offers – and response 

rates – with free gifts for ordering 
(show a photo of the free gift on 
the envelope), or offer a free trial of 
the product or service. Something 
free always aids in marketing.  

• Update your mailing list. If it 
hasn’t been updated in two years, 
you’ve got to figure that 20% of it 
is probably decayed or out of date. 
Assume that 10% of addresses go 
bad every year. 

• Always do a few intensive hours of 
research before you write even the 
first word of your letter. Ask some 
current customers what they like 
about doing business with you, 
and begin your letter with those 
benefits. 

• Find a new and appealing way to 
bundle your products or services. 
Offer special payment terms or a 
unique guarantee. One guerrilla 
offers a five-year guarantee in a 
field where others offer a one-year 
guarantee. It pays off handsomely 
in his response rates and doesn’t 
come back to haunt him. 

• Think short. Use short words, short 
sentences, and short paragraphs. 
Author James Michener, among 
others, said that the job of the 
writer is to use ordinary words to 
convey extraordinary ideas. People 
won’t read a letter that is not 
easy to read. Life is tough enough 
without your letter contributing to 
the complexity.

• Count the number of you’s and 
your’s than I’s and me’s. A ratio of 
four to one is even better.

• In your letter, write about your 
customer’s dreams and problems. 
List the solutions you can provide 
to those problems and benefits that 
you offer. 

• Don’t mail your letter right after 
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you write it. Let it sit a day or 
two. Then rewrite it. Make it 
shorter, simpler, clearer, and more 
compelling. Show it to customers. If 
they say, “Wonderful letter,” thank 
them politely. If they say, “Where 
can I get one of these?” you know 
you’ve got a winner. 

• Be brutally honest with yourself in 
determining whether you vividly 
state what it is you are offering and 
how a reader can accept your offer. 
Some guerrillas show their letters 
to a child because kids can often 
see the obvious before adults can. 

• Send a test mailing and measure 
the results. A few dozen or a few 
hundred letters will give you a 
good feeling for the response you 
can expect. You’ll get it – or not 
get it – in a hurry. If the mailing 
earned more profits for you than 
you would have earned if you had 
spent your time and money in other 
ways, smile widely and accept my 
congratulations.

Envelopes
The envelope for a direct mailing merits 
a chapter of its own. Executives should 
not be sent envelopes with address 
labels. For maximum response, their 
names must be typed on the envelope. 
Envelopes can be standard size (#10) or 
oversize (6 inches by 9 inches), manila, 
covered with gorgeous art, foil-lined, or 
window-tope. They can have a return 
address, or, to pique curiosity, omit the 
return address.

One of the best devices you can use on 
an envelope is a teaser – a copy line 
that compels the recipient to open the 
envelope. 

FREE! A micro-calculator for you.
Want to get your hands on $10,000 

extra cash?  The most astonishing offer 
of the year. Details inside. 

There are myriad ways to get a person 
to open an envelope. And that is the 
purpose of the envelope: to interest the 
recipient so that he or she will open it 
and read the contents. People read the 
addressee name first, then they look at 
the teaser copy, and finally they read to 
see who sent it. 

When planning your envelope, 
determine the needs and wants of 
your target audience. Remember that 
you can use the back of the envelope; 
75% of the people holding it will read 
it. Figure that you have three seconds 
to get them to open it. Say something 
enticing to motivate that action such as:

• Free gift enclosed
• Money-saving offer inside
• Wealth-building secrets for the new 

millennium
• Private information for your eyes 

only
• Did you know you can double your 

profits?
• What every business like yours 

needs to know…
• How to add new profits for only six 

cents a day
• See inside for exciting details on 

[virtually anything]
• Read what’s in store for you – this 

week only!

The idea of teaser copy is not to be 
cute, clever, or fancy. The job is to be 
provocative, to entice the recipient into 
opening the envelope. The envelope is 
often the key to a successful or a failed 
mailing.

People are quick to open priority and 
express mail. Envelopes that look like 
priority and express envelopes and that 

are approved by the U.S. Postal Service 
are available to be sent first class or bulk 
rate. To get a free sample, call Response 
Mail Express at 800-795-2773.

Include a P.S. in your letter. The P.S. is 
read with regularity (more often than is 
body copy). Many direct mailings now 
include what are known as lift letters 
– little notes that might say something 
like, “Read this only if you have decided 
not to respond to this offer.” Inside is 
one more attempt to make the sale, 
probably a handwritten message, called 
a buck slip, signed by the company 
president. 

The most effective direct-mail efforts 
allow people to buy with credit cards. 
“Bill me” also works well as a rule. 
An element of urgency, such as “offer 
expires in one week,” increases the 
response even more. Guerrillas always 
put a time limit on their direct mail 
offers. 

I also recommend listing toll-free 
phone numbers, which can triple the 
response rate or even better. When you 
create a direct mail ad with a coupon, 
make it a miniature version of your ad, 
complete with headline, benefit, and 
offer. Make it a brief summary of the 
advertisement. Some direct mail pros 
write their coupons or response devices 
before they write their ads. This is called 
working backward. Working backward 
helps you immensely when you write 
the letter or brochure, because it helps 
you remember what you want the 
recipient to do.

Postcards
What’s even more effective? A direct 
mail postcard – because people don’t 
get to decide whether to open the 
envelope and because you can make 
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the offer so concise that they don’t get 
to decide whether to read the copy. 
Guerrillas also like postcard mailings 
because they cost nearly one-third 
less than letter mailing and because 
their computers can churn them out 
in a manner some people find akin 
to printing money. Postcards are 
great for saying thank you, reminding 
customers of their next appointment, 
and announcing a killer discount, new 
product, or valuable service. Consider 
using oversized (6 inches by 9 inches) 
postcards as well as high-impact full-
color postcards. They should convey 
your identity and your attitude. Psssst: 
Do yourself a favor. Look into audio 
postcards, talking postcards sent via 
e-mail. They’re enticingly described and 
demonstrated at audiogenerator.com.

Take heed of these pointers, and see the 
difference in your response rate.

• Decide exactly to whom you should 
be mailing.

• Decide which specific action you 
want your recipient to take. 

• Come up with an offer your 
prospects can’t possibly ignore. 

• Write a first line and a P.S. that 
compel your prospect to read your 
card.

• Describe your offer in the most 
enticing terms possible. 

• Explain the results your offer will 
deliver, focusing on the main 
benefit.

• Explain why your offer makes so 
much sense to your prospect.

• Give your prospect other key 
benefits of accepting your offer.

• Show that you know who your 
prospect is.

• Describe the key features of what 
you are offering.

• Make it irresistible to take action 
right now.

• Tell your prospects the exact steps 
to take.

• Set measurable goals for yourself.
• Make a plan for your follow-up – by 

either mail or phone.
• Track your results precisely.
• Improve your results by increasing 

what’s working and eliminating 
what’s not.

• Consider bolstering your mailing 
with an e-mail or fax or with 
overnight mail.

• Identify new markets that you can 
tap.

• Increase your sales and profits by 
improving all your copy.

Catalogs
You may want to send a catalog to spur 
your direct marketing. When you do 
decide to market with a catalog, be 
absolutely certain that it has the right 
positioning, the right uses of color, the 
right size (thirty-two pages is considered 
optimum), the right headlines, the right 
subheads, the right copy, the right sales 
stimulators, and the right order forms. 
Formulate your projections correctly.

Think of your catalog as a specialized 
form of direct mail. It’s a store on 
paper – a complete presentation of 
your merchandise. The items in your 
catalog should reflect the interests of 
your audience and should be similar in 
nature. 

To print a catalog, you should have 
about 25,000 customers. What if you 
don’t have 25,000 customers? Create an 
inexpensive catalog, perhaps a mini-
catalog of eight pages with black-and-
white photos. 

What do people like about catalogs?

• Convenience (36%)
• More variety (19%)
• Low prices (17%)
• High quality offered (6%)
• “Other” or nothing listed (22%) 

The number of Americans ordering at 
least one thing from a catalog is fast 
approaching 97%. American catalog 
companies are now being counseled 
that if their catalogs draw 1% or 2% 
in the United States, they can draw 
between 10% and 20% in new markets 
where competing catalogs aren’t around 
and catalog glut is no problem. If this 
helps you think more globally or give 
more serious consideration to putting 
a catalog up on the Internet, you’re 
thinking like a guerrilla. You can also 
inexpensively create a catalog on your 
Website. 
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GUERRILLA MARKETING

List Building
You can purchase or rent millions of 
lists, but the best list of all is the one 
you compile yourself, a list of your 
own past and satisfied customers. List 
building is a process of defining your 
market, setting your objectives, and 
then figuring how to establish warm and 
trusting relationships with the people 
on your list. 

Don’t simply add names. Get permission 
from people to be on your mailing 
list. The term for this is opt in. Let 
your prospects decide whether they 
want to be on your list. If they opt out, 
bless them – because you won’t have 
to waste time, money, or hopes on 
them.  The idea is to offer valuable free 
information – especially data that is not 
available elsewhere – and keep a list of 
the people who sign up or order your 
freebie. 

Contests, sweepstakes, free e-zines, 
joint ventures – those are more obvious 
ways to add names to your list. You’ll 
get a lot more with your blog and your 
participation in forums, not to mention 
chat sessions. Lists should all start in the 
same place: at every significant touch 
point with your current customers. 
Be sure to ask for business cards at 
networking functions. Then use a 
scanner to transform those cards and 
put their e-mail addresses into a digital 
format. 

NEW MEDIA MARKETING

GUERRILL A MARKETING
NEW MEDIA MARKETING
Many people first visit your Website, and then purchase their order on-line by calling, mailing, faxing, or placing their 

order in person. Guerrillas succeed online because regardless of their background, they make it a point to learn the art 

and science of direct marketing, providing them with crucial insights about people. 

E-mail marketing is all about people. Try to focus primarily on the things we know for sure. First, keep in mind that 

unless you know marketing, you’re probably not going to thrive and flourish online. The Internet is only one of one 

hundred marketing weapons. True, it’s the fastest growing. True, it’s the most comprehensive. True, it’s the most 

rewarding if you do it right. But unless you know how marketing works, you won’t have much of a chance to do it right. 

If you’ve decided to market online, the first rule of which you should be aware is the rule of thirds: You should determine 

the budget you’ll have for online marketing, then invest one third in developing your site, one third in promoting your 

site, and one third in maintaining your site. Guerrillas know that no matter how brilliant their site, it is invisible and 

powerless unless people know it’s there. People think of how they’ll promote their online and off-line presence. They 

think of their site as an infant who needs constant maintenance, constant attention, and constant changing.

The most important new e-media topics include– list building, e-mail, e-mail subject lines, landing pages, auto 

responders, automated marketing, search engine wisdom, blogs, podcasting, RSS (Real Simple Syndication), audio/video 

postcards, webinars, joint venture, affiliate programs, standard Websites, subscription Websites, viral word-of-mouth 

marketing, e-zines, and e-books.  Here’s the three-step skinny on Internet marketing: begin with a wonderful product or 

service, create a motivational Website, and send e-mails with hyperlinks (click and you’re there) to your Website.
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GUERRILLA MARKETING

Eleven techniques used by people who 
have amassed large mailing lists:

1. Gather e-mail opt ins throughout 
your Website: Ask for e-mail opt ins 
on every page of your Website.

2. Keep your e-mail registration 
forms short and sweet: The 
more questions you require at 
registration, the fewer the number 
of consumers who will complete 
it. As all guerrillas know, time is 
money and it is far more precious. 
Respect their need for security. 
Six questions respect their time; 
twenty questions does not respect 
their time.

3. You’ve already got a list! – Your 
current customers. Have an e-mail 
address for each customer. 

4. Consider co-registration: Allow 
customers to opt in via a fusion-
marketing partner’s Website. 
Co-registration is one of the fastest-
growing areas for list development 
in the e-mail marketing industry.

5. Viral marketing can help you build 
your list simply by encouraging the 
folks on your list to forward your 
messages to friends and coworkers. 
They had better be cogent, 
fascinating, informative, funny, or 

unique messages.
6. E-mail change of address is quite 

common. Keep your list of e-mail 
addresses up-to-date as customers 
change Internet service providers 
(ISPs) or companies. Many firms 
can scan your bounced customer 
records and provide you with 
updated e-mail addresses. 

7. Direct marketing can also add 
names to your list. Be sure to 
include your e-mail registration 
Web page URL on all your 
traditional direct-marketing 
campaigns. The same goes for TV, 
radio, and print advertising. 

8. Create a point-of-sale sign-up form. 
Capture e-mail addresses with 
a sign-up form at cash registers 
and other visible locations in 
your stores. Customers making a 
purchase are already interested in 
your brand. 

9. Use real live customer service 
representatives. Have your sales, 
customer service, and technical-
support people ask for e-mail 
addresses in the course of customer 
communications. 

10. Capitalize on product registration. 
Ask for e-mail addresses on your 
standard product registration mail-

in card of Web pages.
11. Become an expert in Web traffic 

conversion. It’s great if you have a 
gargantuan mailing list. It’s terrific 
if you can draft compelling e-mails 
that get your opt-inners to speed-
click their way to your Website.

 

Blogs
A blog is a Website in which items are 
posted on a regular basis and displayed 
in reverse chronological order. The term 
blog is a shortened form of Weblog, or 
Web log. Authoring a blog, maintaining 
a blog, or adding an article to an existing 
blog is called blogging. Individual 
articles on a blog are called blog posts, 
posts, or entries. A person who posts 
these entries is called a blogger.

A blog comprises text, hypertext, 
images, and links to other Web pages 
and to video, audio, and other files. 
Blogs use a conversational style. Many 
are not only informative but also 
entertaining. Everybody can market 
intelligently and establish many 
rewarding relationships with a good 
blog. 

If you have the time, expertise and 
writing ability to sell powerfully but 
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subtly on a regular basis, have a go 
at writing a blog.  Providing readable 
information can be a highly enjoyable 
way of generating income.  A blog entry 
typically consists of the following:

• Title: main title of the post
• Body: main content of the post
• Permalink: the URL of the full, 

individual article
• Post date: date and time the post 

was published

Guerrillas have learned that a successful 
blog needs these five attributes:

1. Personality. It must be clear. 
Readers must feel as though they 
know the writer or writers. Readers 
ought to get a feeling of intimacy 
that’s missing from the mainstream 
media. 

2. Usefulness. The information must 
be either useful or very enjoyable 
to read or both. It should make 
readers think, laugh, or click. It 
helps if there are handy links to 
other places. 

3. Writing style. Be honest here. Your 
blog better not be a sales pitch 
disguised as a blog. It better be a 
concise, slightly informal blog and 
not a long-winded column. If it’s 
news briefs, it better have analysis 
or insight, or you’re going to lose 
readers with your shallowness. 

4. Usability and design. Make sure 
that the typeface is easy to read. Be 
certain that readers can find links 
to archives. The writing should be 
easy to skim. Subheads help a lot. 
So do graphics that are either useful 
or fun. 

5. Return appeal. Face up to the 
reality that your blog must be 
useful or engaging enough for 
visitors to visit again. If they don’t 
come back for more, maybe 

you ought to invest your time 
somewhere else. 

A neglected blog can make your 
company and your professional identity 
look like the doors and windows are 
all broken and no one cares. A blog 
won’t be read if the writer can’t get the 
message across clearly. If you treat an 
entire blog like a mini-press release, 
count on few visitors and maybe even 
blogosphere backlash. A business 
that can’t make the commitment to 
three entries a week doesn’t need and 
shouldn’t have a blog. 

Podcasting
Podcasting looms large on the horizon. 
You can get a preview of the future of 
guerrilla marketing by seeing how our 
Guerrilla Marketing Radio program 
is now being podcasted on Yahoo! 
and iTunes. Find it on our Website at 
gmarketing.com. Find value in creating 
your own broadcasts and seize multiple 
marketing opportunities in podcasting, 
including:

• Sponsoring a popular podcast, 
much like a company might sponsor 
a radio broadcast.

• Using giveaways, contests, and 
other promos that have proved 
effective in traditional broadcast 
media.

• Incorporating short ads within 
podcast feeds, which would be 
visible as the program downloads. 

Podcasting is the distribution of audio 
or video files, such as radio programs 
or music videos, over the Internet, 
using either RSS or Atom syndication for 
listening on mobile devices and personal 
computers. The essence of podcasting is 
about creating content – audio or video 
– for an audience that wants to listen 

when they want, where they want, and 
how they want. 

The subscription feed of automatically 
delivered new content is what 
distinguishes a podcast from a simple 
download or real-time streaming. 
Usually, the podcast features one type 
of “show,” with new episodes whether 
sporadically or at planned intervals, 
such as daily, weekly, or whenever. 
Subscribing to podcasts allows a user 
to collect programs from a variety of 
sources for off-line listening or viewing, 
whenever and wherever is convenient. 

You probably want to get in on this 
medium before your competitors do. 
All you need is a good microphone, a 
computer, and podcasting software 
to capture the audio file. You can 
find a good tutorial on the process 
at PodcastTools.com, and you can 
download a free editing and recording 
tool from audacity.sourceforge.net.

With your few-hundred-buck 
investment, you can produce an 
infomercial or broadcast and distribute 
it through aggregators, such as Ipodder 
and FeedDemon, or Web-based 
directories, such as Podcast Alley. These 
podcasts are sent via topic-specific 
feeds to subscribers, who can download 
them to their digital music players or 
computers. 

You’ll need a Website to build your 
brand, post your podcasts, and give 
your listeners a central location for 
information about your company. 
A site will cost about $40 a month 
in hosting fees. Have a structure for 
your podcast. Keep it brief – from five 
minutes to a half-hour, though some of 
mine are one minute. I advise writing a 
script beforehand to prevent awkward 
pauses and wandering from the topic. 
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Ask yourself: Will the podcasts consist 
mostly of interviews, a monologue, or 
a panel discussion? The big question is 
how to attract listeners. Start by making 
sure that your podcast has good sound 
quality. 

Knowing what an earnest guerrilla you 
are, you will probably want to create an 
RSS, or Real Simple Syndication feed, 
which automatically sends listeners 
new versions of your podcast. You 
can do this easily at such free sites as 
Feedburner.com or Odeo.com. Post this 
feed on podcast directories, such as 
Yahoo’s podcasts.yahoo.com, podcast.
net, or iTunes at apple.com/podcasting. 
This step also involves supplying some 
information about your podcast, such as 
description and contact information. 

To get the most out of a directory site, 
you need to include the right keywords 
in your description. Use your own 
site to promote the podcast – on the 
front page and on each interior page. 
Start a blog and mention the podcast 
frequently; this increases the chance 
that people searching on Google will 
find a reference to your offerings.  
Mention and recommend other 
people’s podcasts, which will increase 
your chances of being cross-promoted. 
Make sure that your podcast is easily 
accessible and downloadable from your 
own site. Brand it. Create a meme for it. 
Let people know that it’s a real thing. 

Nanocasting
Nanocasting differs from podcasting 
by beginning with a clear definition 
of the target audience, the business 
model, the revenue model, and the use 
of a system specifically developed for 
targeting commercial audiences called 
RTS (Really Targeted Syndication). 

Nanocasting is a market-tested 
approach that blends podcasting, 
streaming, and e-commerce 
technologies into a market-tested 
system for using on-line radio 
commercially. 

Nanocasting refers to the programming 
produced for the most narrowly but 
clearly defined target audience. This is 
the audience that is most interested in 
the type of programming, and from a 
marketing standpoint, the audience that 
is most likely to buy related products. 
Nanocasters focus squarely on how 
to use Internet radio to make money, 
expand a business, build a brand, secure 
new customers, market new products 
and services, and expand market share. 

You watch a TV show about rafting on 
the Colorado River. During the show, 
there’s a commercial for a company that 
organized Colorado River trips. That’s 
nanocasting. 

E-mail
E-mail is going to get most of your 
customers to your site. Have a 
wonderfully responsive list of people 
who opted in to your list, and then send 
them a brief e-mail with a hyperlink 
to your Website. That e-mail must 
be readable on one screen with no 
scrolling. Those who are not interested 
will quickly click on to something else. 
Those who are interested will click 
on over to your Website. Tell them 
immediately what they’re going to get 
by visiting the site. There is a dire need 
for you to be brief with your e-mail. 
Those visitors want information, which 
they’ve proved by visiting your site. 

Your job: Create a short subject line that 
sets off no red flags. If they know you, 
be sure to mention your name in that 

subject line.  Study the subject lines 
of the e-mail that is sent to you. Write 
down those that commanded your 
attention right from the get-go, those 
that aren’t like others you’ve seen, 
those that make you want to click and 
open the e-mail that used them. 

Guerrillas know that they must become 
experts at marketing with e-mail. They 
love the lack of cost associated with 
e-mail. E-mail is a whole lot like direct 
mail but with no postage costs and no 
paper costs. Most e-mail in America 
is sent on Tuesdays, followed by 
Wednesdays. 75% of it is sent between 
7 a.m. and 4 p.m. Wednesdays are the 
most popular “opening e-mail days,” 
followed by Tuesdays. Very few people 
open and read e-mail on weekends. 
Americans check their e-mail first thing 
in the morning, though even more 
check it throughout the day. The most 
popular place to check it is in bed, 
according to Jupiter Research. E-mail 
marketers seeking to increase their 
open-and click-through rates would be 
wise to keep subject lines short and 
hyperlinks plentiful. 

Your Website
Go through your Website with the 
eyes of a cynic, a beady-eyed type 
who is visiting your site for the first 
time. The more simple and more user 
friendly your site is, the more sales 
it will generate, even from cynics. 
Always think of how you can remove 
unnecessary clutter, confusing links, or 
visual eyesores so that the main idea 
in your sales copy stands out. Your 
site should include these ten critical 
elements: 

1. An attention-grabbing headline. 
The first thing people see when 
they visit your site should be a 
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compelling headline that describes 
the most important benefit your 
product or service offers. Visitors 
to your site care intensely about 
themselves. That’s their favorite 
subject. So talk to them about 
it. Start with your compelling 
headline. Be sure it stands out from 
the rest of the text. Use a large font 
size, bolding, italics, and different 
color – whatever suits the style of 
your site – and stand out. 

2. User-friendly navigation. Your 
customers should be able to know 
where they are on your site at all 
times and should easily be able to 
find pages they’ve already visited. 
Make sure that your navigation bar 
or menu is clearly accessible and 
easy to understand. It should be 
exactly the same on every page of 
your site and be located in exactly 
the same place. Your customers 
shouldn’t have to hunt for it. When 
it comes to navigation, consistency 
is paramount. 

3. Great sales copy. Your sales copy 
should immediately draw the 
reader in with exciting benefits and 
enticing copy so you can lead them 
toward the sale. It should establish 
your credibility – nobody will buy 
from you if they don’t feel they can 
trust you. Describe the benefits of 
your product or service and explain 
why your visitors need it. It’s easy 
to be totally honest. 

4. A clear call to action. If you want 
people to buy your products or 
services, you have to tell them how 
to do it, and you must tell them to 
do it. They probably aren’t inclined 
to figure it out for themselves. 
Explain exactly what you want them 
to do and make it easy for them to 
do it. Present them with a call to 
action like this: “CLICK HERE NOW 
to order your six-month supply 

of Product X.” Say it throughout 
your site. Provide your customers 
with clear, easy-to-understand 
instructions on how to make a 
purchase, and let them know what 
they can expect when they click 
on the link that leads them to the 
order page. 

5. Graphics with a purpose. Graphics 
can help people visualize your 
products or services and their 
benefits. Include photos of every 
product you sell. Attractive product 
shots can boost your sales. Shots 
showing the product or service in 
use are generally very effective. 
Use thumbnails that link to larger 
images. This will make your pages 
load more quickly. 

6. A strong opt-in offer. Most first-time 
visitors don’t make a purchase. 
The fact that they’ve come to your 
site in the first place means that 
they’re at least curious about what 
you have to offer. Collect e-mail 
addresses by encouraging them 
to subscribe to a free newsletter 
or a free download. This will give 
you the chance to send them 
updates and information, develop 
relationships with them, and enable 
them to trust you enough to buy 
from you. Opt-in offers like this are 
a great way to turn browsers into 
customers and maximize your sales. 
Your opt-in offer should be clearly 
linked to each page of your site or, 
if possible, included on each page. 
One less click means losing fewer 
potential subscribers. 

7. Testimonials. Provide evidence 
that your product or service really 
works. Include satisfied customers’ 
testimonials that explain how your 
product or service has helped 
improve their lives. Include the 
names of your satisfied customers 
and where they live, possibly their 

vocation.  Also post a small picture 
of them. This will personalize their 
messages, add credibility to their 
statements, and demonstrate 
that they’re real people who’ve 
enjoyed real benefits from your 
product. Have a few of your best 
testimonials featured right on your 
homepage. Also have a separate 
testimonials page. The more 
satisfied customers you can show to 
reluctant shoppers, the better. 

8. An “About Us” page. This provides 
information about you, your staff, 
and your business. Include pictures 
of yourself and your staff members. 
This shows your customers that 
they’re doing business with real 
people and will help ease any 
worries they might have. Keep in 
mind that visitors to your site still 
want to read about themselves 
more than about you. 

9. A FAQ page. It’s a good idea 
to include a Frequently Asked 
Questions page on your site. This 
is where you will list the questions 
most commonly asked by your 
customers and provide answers. 

10. Your contact information. You have 
to provide full contact information 
on your site. This includes your 
mailing and e-mail address, as well 
as your fax and phone numbers. 
Businesses that post only e-mail 
addresses on their sites come 
across as unprofessional and 
possibly even disreputable. Make 
sure that your contact information 
is clearly visible on every page of 
your site. This will make it easy 
for customers to know how to 
reach you if they want to get more 
information or buy a product. 

Review your site regularly, and create 
a list of must-do actions you can 
take to optimize its performance. 
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Get rid of nonessential clutter and 
simplify the sales process. Streamlined 
sites generate more sales. Browse 
through sites, especially those of your 
competitors, to see how your site 
compares. What do you like about these 
other sites? What do you find annoying 
about them? These visits will help you 
get an idea of what to include and what 
to avoid on your own site. Ask some 
friends to go through your site. How 
difficult is it for them to get from page 
to page? Can they easily find their way 
back to pages they’ve already visited? 
Does any aspect of your sales process 
confuse them? Do they find your site 
appealing? 

Subscription Websites
A Subscription Website allows only 
those visitors who have paid a 
subscription or membership fee to 
access premium content on the site. 
It’s the same concept as a newsletter or 
private club – only those who have paid 
to join can get in. With a subscription 
Website, you have only a fraction of 
the visitors using the site and much less 
maintenance. Fewer visitors sounds like 
a bad thing, but many site owners have 
discovered that it is far better to have 
lost 99% of your free visitors in return 
for the revenue that the 1% of paying 
members generate. 

Subscribers gain access to unique 
content within the members-only area, 
usually not available anywhere else on 
the Web. This content often includes 
exclusive articles, exclusive access to an 
expert, and exclusive access to software 
and file downloads not available to 
nonsubscribers. Subscriber Websites 
have a social aspect as well. Members 
find a community of like-minded people 
who come together with a common 
focus or goal. Often, members of 

subscription Websites make valuable 
contacts and connections through the 
private discussion areas on the site. 

Twelve-steps for success with your own 
subscription Website:

1. Offer a unique experience and 
information unavailable anywhere 
else on the Net. This usually means 
original material written from a 
unique perspective.

2. Your site must target a very narrow 
niche market with very specific 
information on a tightly focused 
subject. It is far better to have a 
topic that hits the hot button of just 
5,000 people who are intensively 
interested, even emotionally 
involved, with your topic than it 
is to have a topic that everyone 
is interested in but that no one is 
emotionally involved with. Most 
people make buying decisions 
based on emotion, not logic. Make 
sure that your subscription Website 
topic has a strong emotional – 
and logical appeal to potential 
subscribers.

3. Your site must offer a sense of 
community. Potential subscribers 
should be made aware that a 
strong community of people comes 
together at this one site to share 
information, thoughts, and opinions 
on this one topic that they are 
emotionally involved with. 

4. Your site must offer a sense of 
exclusivity. Potential subscribers will 
be joining a private club where only 
those inside the gates get to share 
the benefits of the community, 
which adds to the perceived value 
and appeal of the site. 

5. Your site must have a group leader. 
The site needs a captain of the ship 
who keeps it focused on the subject 
matter, and provides a continual 

supply of updated information. 
6. Your site must have a compelling 

reason for people to join. Unless 
your site gives a potential visitor a 
compelling reason to join, he or she 
probably won’t join. You want your 
visitor to say, “This is exactly what 
I have been looking for! I want to 
join immediately!” If you can create 
that kind of feeling in your target 
market, you’ll do well. 

7. Your site must follow a viable 
business model. If you have 
low overhead and need only a 
small number of members to be 
profitable, you have a much better 
chance of success. 

8. The look of your site must be 
immediately appealing to your 
visitors. When visitors reach your 
site, they should immediately feel 
comfortable with what they see. 

9. Every element on your site should 
give visitors an unconscious reason 
to join the site. Fine-tune the site 
so that every element – especially 
on the front page – gives the visitor 
another reason to join and just begs 
to be clicked. 

10. Your site must be easy for you to 
build and maintain. Maintaining a 
content-rich subscription Website 
can be very time consuming. Using 
a Webmaster who charges by 
the hour is very responsive and 
conscientious.

11. Your site must have password 
protection. If not, hackers may 
change your site by adding or 
subtracting copy. 

12. Your site must have readily available 
reporting tools. Knowing what is 
going on within your subscription 
Website is the quickest way to 
find and resolve problems and to 
provide better content to current 
and potential subscribers. Reports 
should show you where your 
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visitors are coming from, what they 
are looking for, what they search 
for, and in general, what is going on 
at any moment, as well as history 
and development trends at your 
site. You should be able to view all 
income transactions and activity 
records quickly. 

People don’t necessarily buy what they 
need, but they’ll most always buy what 
they want. 

RSS (Real Simple 
Syndication)
RSS is a family of Web-feed formats 
used for Web syndication. RSS is used 
by Websites, blogs, and podcasters. 
Web feeds provide Web content or 
summaries of Web content together 
with links to the full versions of the 
content and other data. Using an RSS 
reader, you can view data feeds from 
various news sources, such as CNN.com, 
including headlines, summaries, and 
links to full stories.

Information-packed ads work best. 
Inform rather than sell. You can use 
images with your ads. Keep your 
ads shorter than the feed content. 
Experiment with RSS and the Internet 
by offering an RSS feed right at your 
Website. It might turn out to be a big 
traffic booster. RSS is still nowhere 
near the penetration of e-mail. Keep 
your expectations low as to how many 
people you will reach. 

Automated Marketing
Making consistent money on the Web 
means excelling in three areas: building 
your online mailing list, converting 
prospects into customers and customers 
into repeat customers, and automating 
the process through sequential auto 

responders and online payment systems 
to free up your time for other activities. 

With new shopping-cart technologies, 
it is easier than ever to offer digitally 
downloaded special reports, 
e-newsletters, mini-educational courses, 
or free trials the moment your visitors 
choose to share their names and e-mail 
addresses – thereby putting themselves 
in your gold mine. When their data is 
entered, it is automatically placed in 
your database and can be programmed 
to trigger auto responders – e-mails that 
are sent to the subscriber automatically 
– which contain one or multiple 
messages. 

Below your opt-in box, remind visitors 
of your privacy policy as well as your 
assurance that they can unsubscribe 
at any time. You should make sure that 
your opt-in box is in the top section 
of your Web page and is very easy to 
see. Sequential auto responders are a 
perfect way guarantee that your follow-
up stays consistent and reaches your 
target audience. Once you’ve completed 
the one-time initial setup, the work is 
done. Your programmed e-mail series 
will perform flawlessly for you for years 
to come. 

Technology today allows you to set up 
online payment systems through PayPal 
or your own merchant account. Once 
you set up your payment account, it’s 
very easy to sell products or services 
online by purchasing an online shopping 
cart. A shopping cart allows you 
to capture e-mail addresses, auto-
responses, track leads, and sell your 
products to customers around the world 
24/7. Visit gmarketingcart.com for the 
best in shopping carts, Web automation 
systems, and merchant accounts. 

SEO (Search Engine 
Optimization)
Searchers visit and do business only 
with the Websites that are listed in the 
top ten or top twenty of the sites in the 
major engines. The longer your site isn’t 
represented correctly on the search 
engines, the harder it will be to gain 
position later, because of the increased 
competition. The higher you appear, the 
better – and the ways to climb are both 
paid and free. 

Customers search for you using a wide 
variety of search terms, so you also 
need to rank well on a wide variety of 
search terms. 80% to 90% of browsers 
do not look beyond the first page of 
results after a search to get significant 
traffic. To get the most out of search 
engines, your site should be registered 
in all the top twelve search engines, 
where most of the search engine traffic 
is concentrated. Those twelve search 
engines change regularly. Search engine 
optimization can increase traffic to your 
site for months or years.  The number 
one factor in search engine optimization 
is the keyword you choose to optimize. 
The best keywords are the emotional 
benefit-filled terms that have such 
things as the following:

• The most number of searches
• The least amount of competition
• The ability to draw targeted traffic 

that is ready, willing, and able to 
spend money on your product or 
service

Search engine optimization can bring 
in traffic for as low as 1 cent per visitor 
– not free but very close to free. And 
many search engines will list you at no 
cost at all. The best way to get listed 
in the major search engines is to have 
a link from a site that is already listed. 
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When the search engine checks the 
links on that site, it will visit you and 
include you in its search engine results.  
Here are some tips on what you need to 
know about search engine optimization. 

• Have a unique title for every page
• Make your title something that 

describes the benefits you provide 
and the needs you fulfill

• Use keywords in your title
• Get a domain name with your 

keywords in it
• Put your keywords in the copy text 

of your Website, and make them 
bold in a couple of places

• Include your keywords at the very 
top and bottom of your page

To be listed high on the major search 
engines, it’s expedient for you to go to 
your own favorite search engine, type in 
the words “search engine optimization,” 
then click your way to the best of the 
options in front of you. 

Landing Pages
An effective landing page for every 
special offer you make and campaign 
you launch can multiply your results. 
An ad attracts your prospect’s interest 
and your landing page picks up where 
the ad leaves off and leads the prospect 
to complete the transaction. Although 
there are many new facets to marketing, 
most in the burgeoning world of the 
Internet, it continues to boil down 
to getting attention, making your 
presentation, and closing the sale. 

Free Consultations
One of the world’s great door openers 
is a free consultation. When you offer 
it – by letter, phone, advertisement, or 
Website – it carries no pressure and 
requires little time. A free consultation 
is a lot like a free sample in that it’s 

a sample of how good you are. It’s 
also like a free seminar at which you 
get to develop a personal, one-on-
one relationship. It’s even similar to 
a demonstration because it allows 
you to demonstrate how you can help 
your prospects. The offer of a free 
consultation is easy to accept, and the 
rules guerrillas follow are only five in 
number:

1. You are not allowed to make a 
sales presentation. You offered a 
free consultation, and that’s what 
you’ve got to deliver. 

2. If you offered a thirty-minute 
consultation, you must offer to 
leave after thirty minutes. Your 
prospect may ask you to stay and 
continue your consultation, and 
if you’d like to, fine. But you are 
honor-bound to offer to depart 
when you said you would. You 
prove in a consultation your 
professionalism, ability to listen and 
to help your prospect, reliability, 
enthusiasm, and maturity in a 
potential buyer-seller relationship. 

3. Your job in a free consultation is 
to prove how valuable you can be 
to your client. Do it with sincere, 
valuable help. Don’t worry about 
giving things away for free – that’s 
the whole idea. 

4. Ask questions and listen carefully 
to the answers, responding to them 
the best way that you can. The 
idea is not to hold things back but 
to give freely. If what you give is 
valuable enough, you’ll be amply 
re-paid. 

5. Follow up within forty-eight hours. 
I know you’re busy and may have 
other free consultations set up, 
but no matter what, you should 
thank the person for his or her time 
and restate the high points of the 
consultation. If you’re not willing to 

follow up, you may be wasting your 
time during the consultation.

Free consultations are so effective, 
inexpensive, and quick to lead to the 
sale. Right up there with free samples. 
Giving free samples is like buying a 
customer. Nipping at the heels of free 
consultations and free samples are free 
demonstrations and then free seminars. 
And don’t forget free gifts. 

Free Seminars
When I say seminar, I really mean 
lecture. Give your audience valuable 
information and demonstrate your 
expertise or your product’s efficacy 
for, say, the first forty-five minutes, 
using visual support if you can. Then 
spend the next fifteen minutes selling 
whatever it is you wish to sell. What I 
am talking about is a fifteen-minute, 
straight-from-the-heart commercial – 
delivered by you or someone you hire. 
The entire process takes one hour. After 
that, sign up the prospects. You will be 
allowing them to buy your offering. And 
they’ll want it because your message, 
demonstration, enthusiasm, and proven 
expertise will have created within them 
a desire to purchase from you. 

Seminars and demonstrations are being 
used more and more to market products 
and services. A lecture, consultation, 
or demonstration is very much like a 
sample. Your prospects get to see for 
themselves what you have to offer. They 
get to learn more about your offering 
this way than they do by standard 
marketing methods. Just as sampling 
convinces many people that they should 
buy a good product, so too can your 
seminar or consultation. 

First, your free imparting of information 
must be marketed and advertised so 
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that you’ll end up with a large group 
of prospects. Market your seminar in 
the newspaper, on the radio, or on TV. 
Use direct mail and telemarketing. Post 
signs and go for the free publicity that 
is readily available when you’re offering 
a free seminar. Tell the truth in your 
ads as to the contents of the seminar, 
and try to attract honest prospects, not 
simply warm bodies. 

Second, be sure that either you or an 
associate can sell your offering to those 
prospects after the seminar is over. If 
possible, demonstrate your product or 
service at your seminar. Although your 
offering is free, people are giving up 
their time; they are traveling to attend 
your seminar. They have expectations, 
based on your ad. You must give them 
value in exchange. You must live up to 
their expectations and move beyond 
them. You must treat them as if they 
have paid to hear you. You should make 
sure that even if they do not buy from 
you, they still feel that their time was 
well spent. Perhaps they’ll buy from you 
later. 

You should conduct your seminar at 
your place of business, if possible. Most 
seminars are held in motels or hotels 
where seminar facilities are readily 
available. If you have a store, hold a 
free seminar there – that will work best. 
Your prospects can learn where you are 
and what you sell. Free seminars can be 
a bonanza for you, and you should try to 
market with them if you possibly can. 

Newsletters
Design a newsletter that would do any 
small-business owner proud. You’ll 
be absolutely amazed at how creative 
you can be, at how much money you 
can earn by creating a proud array of 
weapons, and at how much money you 

can save by doing it on your own. Time 
is too precious for long newsletters. 
Newsletters should be sent at least once 
a month.

e-Zines
An e-zine is a digital magazine. Like 
an e-book, it should be loaded with 
valuable information. An e-zine is a 
terrific way to drive traffic to your 
Website, lift your search engine ranking, 
and use as a gold medal follow-up 
device, though device doesn’t convey 
the humanity and warmth of an e-zine. 
An e-zine is also a superb list builder. 
One way to build your e-mail prospect 
list is to write an article in two parts. 
Submit part 1 of the article to other 
e-zine publishers. Then include in 
the reference box in the bottom of 
the article and mention that part 2 is 
available at your Website. Traffic will 
come from all over the place. 

Columns in a 
Publication
If you enjoy writing, want a ton of 
credibility, and will appreciate a way 
to market extremely effectively at no 
cost, offer to write a column for free 
for a local publication – even a trade 
publication. Tell the editor to whom 
you make the offer that you’ll charge 
nothing for your column and only want 
to be identified by your name, phone 
number, and Website. 

In your column, give valuable 
information that will be in the best 
interest of the readers, and don’t try to 
sell your company’s offering. You’ll be 
establishing yourself as the authority in 
your field – since everyone knows that 
experts write columns. 

Articles for 
Publications
Doing an article is a lot like doing a 
column; only you do it one time only. 
Tell the editor of the publication you 
select to grace with your prose that 
you’ll do it at no cost and that you won’t 
try to sell anything to anybody. Ask to 
be identified by your name and phone 
number and Website. Then, when your 
article appears, make 10,000 reprints. 
Maybe even 20,000. Use them all over 
the place – in e-mails, on your Website, 
as handouts, wherever you can reach 
serious prospects. 

As with a column, your article will 
establish that you’re the authority, 
you’re the person whose advice and 
information appears in print, you’re the 
vendor of choice. Pick the publication in 
which you’d most like to advertise, then 
don’t advertise but offer your article 
instead. It’s the reprints that will pave 
your way to the bank. Your article must 
do absolutely no touting of your skills or 
your quality.

Speaking at Clubs
Of all the methods of marketing, this is 
a lush marketing ground and relatively 
untapped. A lot of organizations in your 
community would be delighted to have 
a lunchtime speaker come in and speak 
for thirty minutes at no cost. You’re not 
supposed to use your speaking platform 
as a selling platform. You are supposed 
to give worthwhile information that will 
improve the lives or businesses of the 
members. 

 Yourself
You are your own marketing weapon 
– not only the things you say and 
do but also the things you are and 
believe. The best five personality traits 
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for you to possess are extroversion, 
agreeableness, emotional stability, 
conscientiousness, and openness to 
experience. It also helps immensely if 
you like and are fascinated by people. 
People like to do business with people 
they like. Be likeable. 

Business is primarily about people. It 
also helps immensely if you can view 
prospects first as people and next as 
prospects. If they like you, there’s a 
good possibility that they’ll buy from 
you, continue to buy from you, and 
recommend that others do the same. 

Read each statement and score each 
competency on a scale of 1 to 10 (1 
= poor; 10 = excellent). Answer each 
question twice: once from your own 
perspective and then as a customer or 
client would answer for you. 

I see every contact with my customers 
and prospects as marketing. My words, 
attitudes, and actions are intentional 
and based on my marketing goals. 

q I look at my marketing activities 
from the customer’s point of view. 
I consistently make time to ask my 
customers and prospects what it is they 
really want. 

qI am aggressive in my marketing 
efforts. 

qMy marketing attack includes 
an assortment of strategies. I make 
use of many of the hundred marketing 
weapons available to me. 

qIf I surveyed my customers 
today, they would agree that I follow up 
in a timely and consistent manner. 

q I consistently use a marketing 
calendar to track and measure the 
effectiveness of my marketing weapons. 

qMy friends, prospects, and 
customers would say that I am 
enthusiastic and consistently positive in 
all my interactions with them. 

qI have a clearly defined 
marketing niche. 

qI have a clear and specific 
marketing plan to guide my weekly 
actions.
 

qI use online marketing as one 
of my major marketing weapons. I use 
e-mail, a Website, and the vast power 
of the Internet to reach new prospects 
and communicate with customers. 

qI build strong one-on-one 
relationships with my prospects and 
customers, knowing that people buy 
from friends rather than from strangers. 

qMy business is oriented toward 
giving. I provide free consultations, 
tips, gifts, and information. I make 
generosity a part of my overall 
marketing plan. 

qI look for ways to amaze my 
customers by providing exceptional 
service. 

qI consistently use my 
imagination to develop marketing 

strategies that are unconventional and 
that will capture the attention of my 
target market. 

qI actively work on developing 
strategic alliances with other 
businesses. 

qI take consistent action on my 
marketing plan

Your Inner Circle
This circle comprises your friends, 
relatives, colleagues, business 
associates, golf partners, poker game 
competitors, teammates, classmates, 
customers, suppliers, fellow sports 
fans, neighbors, fellow church 
members, fellow club members, and 
even acquaintances. These people are 
usually the first who can help you in 
your quest for success at marketing. 
Not only can they become customers, 
but also their own circles of influence 
can become customers. 
Market to these people just as you’d 
market to prospects, knowing that they 
know you, trust you, and like you. Your 
circle of influence is probably much 
larger than you realize. It’s an ideal 
starting point for a word-of-mouth 
campaign. You’ve got to have a quality 
offering for these people to rave about 
you in public. They’re putting their 
reputations on the line. 

Sales Training
Sales training is one of the most 
cost-effective tactics in marketing. 
Sales training sessions should take 
place at least weekly. The sales 
manager, the head of the company, 
the best salesperson, or an outside 
expert, should run them. Repetition is 
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paramount to successful sales training. 
Great salespeople are not born; they’re 
trained. 

Try a bit of role-playing, with one 
salesperson acting as the prospect and 
another playing the salesperson. The 
prospect should come up with all the 
usual objections, and the salesperson 
should handle them, one by one, in 
the proper manner. Ask the other 
salespeople for feedback. Unless 
you’re engaging in sales training on a 
weekly basis, you’re not really taking it 
seriously enough. 

Affiliate Programs
Affiliate marketing programs are simple 
partnerships between online business 
representatives who want to extend 
their reach beyond their own Websites 
and their affiliates – other sites or 
individuals who agree to sell or market 
your offerings in return for a slice of the 
action. You’re offering a viable source 
of additional revenue in exchange for 
a small piece of advertising on their 
Website. 

Affiliate programs are astonishingly 
simple to set up and initiate. Just place 
a link on your site. It should contain 
a special code that tells the system 
which visitors came from your site. 
If that visitor makes a purchase, you 
get a slice of the pie. If you set up 
your own program, keep in mind that 
your affiliates are paid only when you 
make a sale or other criteria are met. 
The objective of an affiliate program 
is to lower your customer-acquisition 
costs. Consider joining an existing 
network. Find them at refer-it.com, 
affiliatematch.com, associate-in.com, 
mlmwatch.com, or cashpile.com. 
Affiliate-Announce.com will even submit 
your affiliate program for you. 

Once you have affiliates, treat them 
with loving care. Communicate with 
them. Keep them updated. Thank them 
when they are successful for you. 

Satisfied Customers
One of the most power-packed media 
of all is satisfied customers – people 
you’ve delighted in the past. They are 
terrific sources of testimonials and 
referrals and serve as a landmark to 
which you may point with pride – proof 
that you live up to your promises. 

Satisfied customers also have a 
wonderful way of being transformed 
into repeat customers. Savvy marketers 
invest 10% of their budget marketing 
to everyone in the universe in general, 
30% talking to their prospects – those 
members of the universe who fit their 
customer profile – and 60% talking to 
existing customers. 

It costs only one-sixth as much to keep 
an old customer as to earn a new one. 
Treat your satisfied customers with love, 
loyalty, devotion, consideration, and 
professionalism. That, plus their positive 
experience with you, will keep them 
satisfied. Among your most precious 
business assets are your credibility, 
reputation, marketing calendar, and list 
of satisfied customers. Stay in touch 
with them. They are the springboards 
to marketing effectiveness that money 
can’t buy. 

An Interest In People
No matter what you think you do for a 
living, you’re really in four businesses 
at once. The first is the business you 
think you’re in – the one mentioned on 
your business card. The second is the 
marketing business. The third business 
you’re in is the service business. 
Customers must be served and helped 

from the moment you meet them. The 
fourth business you’re in is the people 
business. Your products are made by 
people, marketed by people, sold by 
people, and offered to people. 

An honest interest in people will be 
reflected in your ability to ask the kinds 
of questions that draw people out – that 
prove to them that you care about them 
– and to listen very carefully to what 
they say to you. The more interested 
you are in people, the better a listener 
you are.

Service
Service is anything the customer wants 
it to be. Service is not what it says in 
your service manual, not what you’ve 
rendered in the past, and not what 
customers dread it will be. Instead, it’s 
what they pray it will be. If you can live 
up to this definition of service, you’ll 
be practicing one of the most powerful 
marketing tactics in history – and also 
one of the very newest. 

Of the five most important reasons that 
people patronize businesses, service 
ranks third, just behind confidence and 
quality, just ahead of selection and 
price. 

Public Relations
Public relations means exactly what 
it says. It’s also accurate to say that it 
means publicity – free stories and news 
about you and/or your company in 
newspapers, magazines, newsletters, 
on radio and TV, and in any other type 
of media. It means any relationships 
you have with anybody. In fact, the 
purest form of public relations is 
human relations. Here’s what is good 
about publicity: it is free and it is 
very believable. It gives you and your 
company a lot of credibility and stature. 
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It helps establish the identity of your 
business. It gives you authority. It is 
read by a large number of people. It is 
remembered. 

Some bad things about publicity: you 
have no control over it. You have no 
say-so as to when it runs. You have 
no control over how it is presented. It 
is rarely repeated. You cannot buy it. 
On balance, however, publicity is an 
excellent weapon in any well-stocked 
marketing arsenal. And any marketing 
plan that fails to include some effort at 
public relations is a marketing plan that 
isn’t going all out. 

Public relations offers, as an unstated 
but ultra valuable benefit, decades 
of staying power. Reprints of positive 
publicity can be framed, made parts of 
brochures, included in ads, put onto 
flipcharts, and leaned on for precious 
credibility. The single most important 
factor in obtaining free publicity is to 
provide news worth publicizing. The 
news media need news, and if you have 
the news, you are exactly what the 
media are looking for. Guerrilla Publicity 
is a good book to refer to. Instead of 
paying for the publicity with money, 
you pay with work: phone calls, writing, 
time, and endless follow-up. 

Media relationships should be mutually 
beneficial. You want the media to 
publicize your product and service, 
and the media want you to provide 
publishable stories. Always keep in mind 
these four rules: 

1. You are a resource for the media
2. It’s never personal
3. The media can change the rules, 

but you can’t
4. All that the media think about is 

what you can do for them and their 
audience 

Once you’ve established a media 
contact, stay in touch with that 
person. E-mail seems to be the 
preferred method of contact these 
days. Play by the media rules. They 
have the upper hand. They have 
the power. It’s very important that 
you stay on their radar screen. 

Buzz, or word-of-mouth, marketing 
influences more people to buy, or not 
to buy products and services, than most 
other forms of marketing. We tend to 
listen to buzz more readily than to most 
mass-media messages. 

• Brainstorm all possible groups of 
people who might be interested in 
your products/services. Consider 
including the media, opinion 
leaders, influencers, lead users, 
politicians, and analysts. Don’t 
forget chat rooms and newsgroups, 
although buzz still spreads primarily 
by personal interaction.

• Research how information spreads 
among your customers. Ask them 
how they usually learn about new 
products/services. Who are their 
major information sources? Whose 
information do they value? You’re 
looking primarily for groups of 
people rather than individuals. 
However, don’t discount 
individuals, as they may well be 
powerful opinion leaders. 

• Develop a clear and concise 
message highlighting the product/
service benefits you want to 
filter through these different 
groups. Zero in on your product’s 
uniqueness and what it can do to 
help save time and money – two 
basic elements most people seek. 

• Think about ways to tap into these 
groups to spread the word about 
your products or services. 

• Offer prospects easy ways to try 

your product/service. 
• Come up with other creative 

ideas to enhance trade show 
demonstrations. What can you 
give people to take away to remind 
them of your company, products, 
and positive show experience? 
Think about something that will 
help create the buzz. The more 
product-related, the better. You 
want people to remember and talk 
about you – positively! 

• Try to identify special groups you 
might offer a product discount, a 
loaner, or even a freebie. You’re 
looking for groups and individuals 
whose direct product experience 
will help spread the word. 

• Use press conferences for major 
announcements and new-product 
introductions, but do so only if 
they are truly new or improved or 
general industry trends – what’s 
hot and what’s not. 

• Use sneak previews at trade shows 
to build anticipation and help 
create a buzz on the show floor. 
Give people a fun experience and 
behind-the-scenes view of what’s 
coming. 

The power of buzz far exceeds many 
conventional marketing vehicles. It is 
probably the oldest, most well used, 
and valuable one out there. How might 
you make it an integral part of your 
existing marketing plan? 

Trade Shows
Some wildly successful entrepreneurs 
use one major method of marketing: 
They display and sell their wares at 
trade shows, exhibits, and fairs. Browse 
through a copy of Tradeshow and 
Convention Guide at your library, or 
order a copy from Budd Publications, 
P.O. Box 7, New York, NY 10004, to learn 
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of a multitude of shows at which you 
can display your offerings. 

Also read Guerrilla Trade Show Selling: 
Unconventional Weapons and Tactics 
to Meet More People, Get More Leads, 
and Close More Sales, by yours truly, 
Mark S. A. Smith, and Orvel Ray Wilson. 

A fine method of testing the efficacy of 
trade shows as a non-media marketing 
medium for you – is to visit a show, find 
a display booth that offers merchandise 
compatible with yours, and strike up 
a deal with the exhibitor whereby you 
share a portion of the next booth the 
exhibitor rents. That means you pay 
part of the rental fee, assume part of 
the sales responsibility, and allow your 
items to be displayed and sold along 
with those of your new compatriot. 

When you visit one or two shows, you 
will learn of products that compete 
with or complement yours. You’ll also 
discover products that knock your 
socks off – products with which you 
would love to become associated 
and possibly could, add as a fusion-
marketing partner. You’ll pick up some 
dandy ideas for brochures, signs, and 
demonstrations. You’ll learn a heck of a 
lot from the mistakes of others – people 
who have great merchandise but don’t 
know how to market it. And you’ll meet 
people who may be able to help you 
distribute what you sell. 

1. Hand out circulars. Hire someone, 
preferably a gorgeous woman (or a 
gorgeous man, if women are your 
prime prospects), to distribute your 
circulars while walking through the 
show. The cost to hire the person 
will be about $75, and for that, she 
or he will pass out as many as 5,000 
circulars – all inviting people to visit 
your booth. 

2. Give away brochures. Because 
brochures are more costly than 
circulars, you won’t want to give as 
many away. By disseminating them 
only at your booth, you’ll be able 
to narrow the distribution down 
to serious prospects only. Many 
people attend shows and exhibits 
merely to collect brochures. Then 
they place their orders on the basis 
of the information. 

3. Demonstrate your goods to real 
prospects who are in a buying 
mood. Prove the advantages of 
your product. 

4. Offer free samples. Rarely will 
you be afforded the chance to 
give samples to so many potential 
customers. If it’s possible to let 
people sample your merchandise, 
a show or an exhibit is the place to 
do it.  

Of all the sources of purchasing 
information that businesspeople rate 
“extremely useful,” trade shows are at 
the top of the list. 

A typical direct-mail campaign nets 
about 13% readership and 2% response 
rate. That same direct-mail campaign, 
if based on contacts made at a trade 
show, generates 45% readership and a 
20% response rate. 

Fifteen reasons for trade show selling:

1. To sell what you offer to visitors
2. To sell what you offer to other 

exhibitors
3. To get leads for your sales force to 

follow up
4. To network and troubleshoot with 

other professionals
5. To establish your industry 

positioning
6. To meet with existing customers
7. To visit with people whom you 

otherwise wouldn’t see
8. To introduce new products to the 

market
9. To do market research
10. To find new dealers, 

representatives, and distributors
11. To find new employees
12. To conduct business meetings
13. To scope out the competition
14. To get smart
15. To gain media exposure
Here are ten more reasons:

1. To generate thousands of qualified 
leads

2. To build rapport with customers 
and prospects

3. To increase your name awareness
4. To penetrate new markets in a brief 

time
5. To present your business in a new 

perspective
6. To increase contact with your 

suppliers
7. To find names for your mailing list
8. To make friends
9. To immerse yourself in your own 

industry
10. To separate yourself from the 

competition

A trade show begins long before 
the doors open. Begin trade show 
promotion by identifying and contacting 
your key prospects and then invite them 
to your show booth. Invitations are 
supplied by the show organizers and 
can also be personalized invitations. 
Be acutely aware of the power of 
personalization. 

Promote your attendance at trade 
shows with ads in trade magazines, 
faxes, e-mail, personal letters, and 
telephone calls. Learn of the hotels at 
which attendees are staying and then 
place fliers and invitations under the 
hotel room doors. 
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A secret to successful trade shows 
is follow-up. 75% of the people who 
attend trade shows know exactly what 
they want to see, whom they want to 
see, and how much time they’ll spend 
at the exhibit. 90% of the literature 
they collected at the shows gets tossed 
before the attendee goes home. And 
more gets tossed at home. Send 
literature after the show. 

Your main purpose in having a booth 
at a trade show, fair, or exhibit is to 
sell your product. Yes, it is important 
to display, to demonstrate, to educate, 
to get names for your mailing list. But 
you really want to sell. Take orders at 
your booth. Have a person there who is 
dedicated to selling. 

Fusion Marketing
Fusion arrangements have several 
phrases to describe them: tie-ins, 
collaborative marketing, co-marketing, 
partnering, and a lot more. Fusion 
marketing allows you to spread your 
marketing word while sharing the costs. 

“I’ll put up a sign for you in my place 
if you put up a sign for me.” “I’ll add a 
link to your Website if you add a link to 
mine.” “I’ll enclose your circular in my 
next mailing if you enclose my circular 
in yours.” “I’ll refer my customers to you 
if you refer your customers to me.” This 
time-honored way of doing commerce 
without spending money is common, 
very effective, and simple to set up. 

When you’re setting up a fusion-
marketing arrangement, look for 
businesses that have the same 
prospects as you and the same 
standards as you. Your job is to locate 
them and then suggest the tie-in. This is 
one of the most profitable of all tactics 
to help you market aggressively. Do it!

Community 
Involvement
People would much rather do business 
with friends than with strangers. 
When you become involved with the 
community, you separate yourself 
from the ranks of strangers. Becoming 
involved means working your tail off 
for your community, proving with 
deeds what you could never prove 
with mere words. When people in your 
community see how hard you work and 
how conscientious you are, they’ll know 
that you’re doing it on an unpaid basis, 
and they’ll assume that you work even 
harder on a paid basis, so they’ll be 
attracted to your business. 

Being involved with your community 
puts you into a splendid position 
to network. It helps you tune in to 
the community’s problems, some of 
which you may be able to solve. Your 
community needs you. It needs your 
hard work and your time. It needs your 
participation. Many people work for 
their community strictly for altruistic 
reasons. I hope your reasons are 
altruistic, but it’s also cool if they’re 
capitalistic. Become involved with your 
community, and it will become involved 
with you. 

Memberships in Clubs
You join clubs and associations to prove 
your dedication to quality and service 
through your actions rather than your 
words. It puts you on a first-name basis 
with important movers and shakers. 
It gives you access to inside industry 
information. You might want to join 
these clubs even if they don’t help you 
add muscle to your marketing. But the 
truth is that they do. They help to make 
you a known commodity rather than 
another face in the crowd. 

Many guerrillas secure all the business 
they need simply by joining social 
clubs, country clubs, civic clubs, service 
clubs, professional clubs, health clubs, 
trade associations, and the many other 
organizations that exist to serve our 
herd instinct. But if you join a club 
strictly to get business, that’s a crass 
thing to do, and club members will be 
quick to sense the shallowness of your 
motives. 

Joining a club allows you to meet a 
lot of prospects, referrers, suppliers, 
and fellow guerrillas, not to mention 
members of the local media. You can 
become close friends with some of the 
members. The old adage reminds us 
that there are two things that money 
can’t buy: love and friends.  Above all, 
you can make a contribution to your 
industry.

Follow-Up
Why do most businesses lose 
customers? Poor service? Nope. Poor 
quality? Nope. Well, then, why? Apathy 
after the sale. Apathy after the sale 
causes a numbing 68% of all business 
lost in America. Misguided business 
owners think that marketing is over 
once they’ve made the sale. Wrong. 
Marketing begins once you’ve made the 
sale. 

It now costs six times more to sell 
something to a new customer than to 
an existing customer. When a guerrilla 
makes a sale, the customer receives a 
follow-up thank-you note within forty-
eight hours, another note or perhaps 
makes a phone call thirty days after the 
sale, to see whether everything is going 
all right with the purchase and whether 
the customer has any questions. It is 
also to help solidify the relationship. 
Guerrillas send their customers another 
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note within ninety days, this time 
informing them of a new and related 
product or service. Possibly it’s a new 
offering. Maybe it’s a product or service 
offered by one of the guerrilla’s fusion-
marketing partners. 

After six months, the customer hears 
from the guerrilla again, this time 
with the preview announcement of an 
upcoming sale. Nine months after the 
sale, the guerrilla sends a note asking 
the customer for the names of three 
people who might benefit from being 
included on the guerrilla’s mailing 
list. Because the guerrilla has been 
keeping in touch with the customer 
– and because only three names are 
requested – the customer often supplies 
the names. After one year, the customer 
receives an anniversary card celebrating 
the one-year anniversary of the first 
sale. 

Perhaps a coupon for a discount is in 
the envelope. A bond is formed. The 
bond intensifies with time and follow-
up. Follow up or fail. 

Word of Mouth
One real truth is that people dislike 
admitting that they’re affected by 
marketing, so they’ll usually give the 
credit to a friend. Another real truth 
is that people do check with friends 
before patronizing a business, so it’s 
in your best interest to work like crazy 
developing word-of-mouth referrals. 

Prepare a simple document that you 
give only to first-time buyers. When 
a person buys anything there’s a 
phenomenon known as the “moment 
of maximum satisfaction” – MMS. It 
lasts from the moment of the sale 
to thirty days after that. During that 
time, people are most likely to talk 

about your company, partly, because 
of their enthusiasm. Partly, it helps to 
justify their purchase in their minds. 
So if you hand them a brief document 
summarizing the best benefits you offer, 
you’ll be putting the right words in the 
right mouths at the right time. 

Another tactic is to ask yourself, “Who 
else do my prospects patronize?” A 
local restaurant asked that and came 
up with the answer: beauty salons. So 
the restaurant offered two free dinners 
to all the salon owners within a two-
mile radius. This was not one of those 
“Buy one; get one free” deals or “You 
must dine between 5:15 and 5:35 on 
a Wednesday evening.” This was a two 
free meals, everything included. The 
salon owners sampled the fare at the 
restaurant, loved it, and talked it up in 
their salons – properly identified as the 
nerve center of the community. 

Do a favor for the people your prospects 
patronize, then sit back and marvel at 
the cost-effectiveness of this brilliant 
but little-known tactic. 

Contests
The main reason to have contests and 
sweepstakes is to get names for your 
mailing list. A Website is one of the best 
places ever to announce your contests. 
If you have a retail establishment, put 
the entry box for your contest in the 
rear of your store. Entrants can see 
what else you offer, read your signs, 
and become more familiar with you 
and your employees. Familiarity leads 
to profitability, so you must do all you 
can to make people familiar with your 
business. 

Should you award a prize to the winner 
of your contest or sweepstakes? 
Award ten prizes to ten winners. Many 

businesses will be delighted to furnish 
free prizes to you in exchange for your 
mentioning their name in your store, on 
your site, or in your other marketing. 

Contests and sweepstakes also attract 
media attention. Once you’ve awarded 
your prizes, let the media know who 
won. The media are interested in news, 
and your contest and its winners are 
news – especially locally. You should 
contact all entrants to your contest 
within thirty days, while your name is 
fresh in their minds and their names 
are fresh on your mailing list. Be certain 
to comply with local and national 
regulations on contests. 

Elevator Speech
A guerrilla creates an elevator speech 
just in case he or she happens to get 
in an elevator with his or her most 
promising prospect and have only that 
limited time to make the pitch. Today, 
with time and attention so difficult to 
come by, it’s very important for you to 
create an elevator speech for yourself. 
After creating it, memorize and rehearse 
it to the point that it is coming direct 
from your heart. The elements of a 
good elevator pitch are straightforward. 
It describes your offer’s value, benefit, 
and quality. It takes no longer than ten 
seconds; it comes out so naturally that 
you can say it in your sleep. Encourage 
the listener to speak, and you’re a 
brilliant conversationalist. 

You’ll also use it while introducing 
yourself to people, on the phone, 
leaving a voicemail message, on your 
outgoing voicemail message, on your 
business card, on your Website, on 
your resume, on your bio, in your 
e-mail signature, and in your marketing 
materials. It will become one of your 
hallmarks at networking functions. 
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People care about themselves. So relate 
most of what you say directly to them, 
to their lives, to their business, to their 
family – to anything concerning them. 
It’s their favorite topic. 
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GUERRILL A MARKETING
THE NATURE OF THE GUERRILLA

Name
1. Does your name break the rules? 

Names that simply fit in with 
the rest are lost and very easy to 
ignore.  

2. Will your name cause your 
competitors to grimace? A 
registered brand name is 
something that they can never 
take away from you, so it must be 
powerful enough to make them 
wince every time they see it. The 
better the name, the more they’ll 
want to steal it. 

3. Does the name make a promise 
or tell a story? Great names are 
like tiny poems; each letter, word 
unit, and sound should work with 
the others to deliver strategic 
messages. The right name can 
be the cornerstone of a lasting 
customer relationship. 

4. Does the name describe or suggest 
a feature or benefit? Great names 
suggest the most compelling 
benefit the prospects will need 
over the next decade or longer.  

5. Does the name make you feel a 
bit uncomfortable? Great names 
provoke people, attract attention, 
take chances. 

Good names are easy to pronounce, 
not exaggerative, but uncommon, 
not suggestive of other companies, 
and easy to spell.  Ensure your name 
allows for growth, expansion, and 
diversification. 

Remember that the shorter your 
name, the larger you can make it in 
your marketing materials. Ensure your 
business name is available, legal, and 
protectable.

Meme
A meme is an instantly recognizable 
transmission of an idea, simple and 
clear, no explanation necessary. Memes 
can be visual, such as an international 
traffic symbol; verbal “Lean Cuisine”; or 
active, such as a hitchhiker’s stuck-out 
thumb.

Your meme is used in all your 
marketing, on your Website, on your 
stationary, on your business card, 
wherever and whenever you can. Your 

job: Develop a meme for your business. 
Do it now, and use it for the life of your 
business. 
Memes travel from mind to mind. 
They’re easy to spread and easy 
to create. Just think of the major 
competitive benefit that you offer; then 
determine how to best communicate 
it visually or with a phrase. Think of 
how the eagle is a meme for America, 
flashing headlights are a meme telling 
you to dim your bright lights, and the 
flamingo a meme for Florida, and you’ll 
realize how common memes are. 

Just visualize your main benefit; then 
distill it, compress it, simplify it, and 
focus on it; and you’re off to a good 
start in the meme-creation department.
 

Theme Line
Develop a winning, lasting, and 
memorable theme line. Your theme line 
should be created to last a century or 
longer. It should never be changed. It 
increases in strength each year. 

Use your theme line wherever you can: 
in your advertising, on your Website, 
e-mail signature, business cards, and 
stationary. That theme line grows from 

These attributes are not difficult to create, implement, or understand, but so many companies operate without them that 

you’ll have several competitive advantages just by bringing them to life in your company.
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your identity and makes people think 
lofty thoughts about you whenever 
they see or hear it. 
Combined with your meme, your 
theme gives you double-barreled 
memorability. Create it with the future 
in mind, not using words or phrases 
that may soon be outdated. Ideally, 
your theme line will be only a few 
words. 

The best theme lines say something 
good about a company but never 
seem to use superlatives. “Diamonds 
are forever.” “Just dot it.” “Breakfast 
of champions.” No bragging in any 
of those. Your theme line must be as 
believable as all your other marketing. 
If it exaggerates, it will undermine you 
every time you use it. 

Branding
The awareness it breeds of your 
company is priceless. You’ll want that 
awareness. Brand name awareness 
equals credibility. Awareness of your 
brand or your business usually means 
confidence in it, and confidence is the 
key to healthy sales. 

A company achieves brand name 

awareness by constant repetition of its 
name. This repetition can come from 
frequent marketing, continual exposure 
to a sign, repeated stories in the media, 
or a combination of all these. The 
repetition penetrates the unconscious 
minds of the prospects. That’s where 
most purchase decisions are made. 
No wonder so many people buy things 
“because they heard of them.”

People trust brand names. People enjoy 
buying from friends. Frequent exposure 
to your name breeds a sense of 
familiarity that puts you into that lofty 
category of friend. It results in what’s 
called “top-of-the-mind awareness.” 
It creates the share of mind that must 
first precede share of market.

Consistency is the key to lasting brand 
name awareness. This awareness takes 
time, but it’s always worth the wait. 
So is anything else that ensures the 
survival of your business.

Positioning
No matter what you do, your business 
will stand for something in the minds of 
your prospects. That something is your 
niche, also known as your positioning. 

Do you want to be known as least 
expensive, the one that imports goods 
from Europe, the fastest, the friendliest, 
the most expert, the most fastidious, 
the one specializing in apartment 
dwellers, the one that is devoted to 
helping home-based businesses? Your 
choice can determine the fate of your 
company.

When selecting your position, take 
into consideration your strengths, 
your competition, and trends in the 
marketplace. If your position is different 
enough, you won’t have much if any 
competition. Winston Churchill said, 
“Out of intense complexities, intense 
simplicities arise.” Your niche must sing 
with simplicity.

You can differentiate from your 
competition in at least ten ways: place, 
price, promotion, people, product, 
service, selections, quality, convenience 
and position. It should come shining 
through in all your marketing. It must 
be easy as pie to communicate in even 
a thirty-second, even a ten-second, 
elevator pitch. It must be simple to say, 
to show, to prove. It not only grows out 
of your marketing plan but also is an 
integral part of the plan. 
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Your prospects care the most about 
the positioning you select. They care 
whether it will affect them. 

Quality
There are two crucial things to learn 
about quality. The first is that quality 
is the number-two reason that people 
patronize a business, ranking just 
behind confidence in the business and 
just ahead of service. The second thing 
to know is that quality is not what you 
put into your product or service but 
what your customers get out of it.

Marketing is a waste of money if you 
have poor quality. Quality refers to both 
your product and the way you serve 
people. They’re going to equate every 
aspect of your business to quality, so do 
the same. People assume you already 
have quality and are quick to recognize 
any lack of it. 

Guerrilla marketing does sell products 
and services. But it sells them only 
once. It’s the high quality you offer that 
will bring in the repeat and referral 
sales. 

Location
Everybody knows the three main 
secrets of a guerrilla marketing location, 
Internet, Internet and Internet.  It’s 
not the corner building downtown 
anymore. It’s not the high-rent spot in 
the mall. It’s not the high-traffic place 
right off the freeway exit. It’s online – 
on the computer screens of the millions 
of people who use the Internet before 
they leave the house for any purchase. 

The Internet is growing at a faster rate 
than any other medium. Think of how 
fortunate you are to be able to afford a 
top-flight, extremely visible, increasingly 
popular location. Whether they want to 

search for, learn about, or buy products 
or services, people hasten online before 
they hasten anywhere else.  People 
expect to find you on the Internet. 

Opportunities
To Upgrade
If ever there was an example of 
free marketing, it’s this one: giving 
customers a chance to enlarge the size 
of their purchase once they’ve decided 
to buy from you. Perhaps they’ll buy 
a companion product. Maybe they’ll 
buy a deluxe model rather than the 
economy model. Instead of signing up 
for your service for a month, you can 
sign them up for a year. 

Offer deluxe versions of your basic 
product or service. Very frequently, 
customers will purchase the highest-
priced offering.

Referral Program 
Successful business owners will tell 
you flat out that obtaining referrals is 
the most powerful tactic for attracting 
new customers. They’ll add that old 
customers are your best source of new 
customers. All you’ve got to do is ask 
them. Simply review your customer list 
and your list of contacts, and then ask 
these good people to recommend you 
to others. Testimonials are nearly as 
good as money in the bank, but referrals 
really are money in the bank. 

Ask for the names of three people who 
might benefit from hearing from you. By 
keeping the number down to three, it 
will not be a daunting task for them to 
furnish names and e-mail addresses to 
you. Making this request by e-mail cuts 
out the expense and cuts down on the 
time you need to devote to this. 
The leads that convert to sales at the 

highest percentage are referrals from 
current customers. Treat these people 
right, so they’ll want to help you. Thank 
those people who supply them. No 
other gift is necessary.

Testimonials
If someone you know or respect 
recommends a product, that 
carries more weight than if you 
or a salesperson recommends it. 
That’s only one of the reasons why 
guerrillas obtain, publish, and lean on 
testimonials. Testimonials are free, 
easy to get, timeless, readily available, 
and flexible to empower many other 
weapons. They are also believed. One of 
the biggest business oversights is failure 
to get a testimonial even though all it 
takes is a simple request. 

The more specific the testimonial - the 
harder it will work for you. The best 
testimonials state the problem, use real 
words said by real people, and state real 
numbers, along with real solutions to a 
problem. 

Speed
Time is not money.  If you run out 
of money, there are many ways to 
scrounge up more.  If you run out of 
time – game over.  Time is life itself 
and if your business does not focus 
on speed, you are in serious trouble.  
People do not like to wait.  They want 
what they want when they want it.   

If they call with a request, grant it as 
soon as possible (ASAP).  If they send 
you an e-mail, respond within twenty-
four hours, though two hours is far 
better, and two minutes is best.  If they 
must be put on hold when they call 
you, be sure you fill that hold time with 
marketing messages that enlighten and 
fascinate them.
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Apply the concept of speed to all 
your contacts, from how you fulfill 
orders, how you service whatever 
needs servicing, your delivery time, 
to especially your ability to solve 
problems.  People do not like to wait: on 
the phone, on your site, in your office, 
in their office and when dealing with 
you and any of your people.

Guerrilla Marketing 
Psychology
90% of purchase decisions are made 
in the unconscious mind.  We have a 
surefire way to access that unconscious 
mind: repetition. Purchase decisions are 
made for emotional reasons and we use 
logical reasoning to justify decisions.

There are left-brained people who 
respond to logical and sequential 
reasoning, and right-brained people 
who respond to emotional and 
aesthetic appeals.  Since about half of 
us are left-brained and half are right-
brained, it makes a whole lot of sense 
to direct your message to both left- and 
right-brained people.  Not doing so 
would be wasting half of your marketing 
investment.

To appeal to left-brained people, your 
message should have a lot of numbers 
because brain lefties love specific 
references.  Those messages should 
have a lot of words because those same 
people like copy.  The messages must 
have logic because those people always 
want to know why.  They should have 
lists and those lists should present facts 
in bullet-point form, so you can skip the 
narrative.  And they should have a lot of 
details because the tools of persuasion 
influence brain lefties.

So to address left-brained people, you 
use numbers, words, logic, lists, and 

details.  

To address right-brained people you use 
pictures, appeals to the imagination, 
color, rhythm, and space.

The pictures can come in the form of 
audiovisual aids and demonstrations.  
When enlisting the imagination of right-
brained folks, try to engage their senses.  
When using color - keep in mind that 
right-brained people respond well to all 
colors.  You use rhythm in the pace of 
your communications, with follow-up, in 
the patterns in which you present facts, 
in the beat of your Website and during 
sales presentations.  Use space in your 
design, package, office and Website.  
Brain righties love open space.

Finally, market directly to the 
unconscious mind of your prospects.  
There are five reasons:

1. The brain uses images to help 
the conscious mind understand.  
Implanting images in their minds 
should be part of your message, 
but not the entire message.

2. The unconscious mind is much 
smarter than the conscious mind.  
In spite of that, the unconscious 
mind rarely vetoes a decision made 
in the conscious mind.  Focus on 
both.

3. The unconscious mind controls the 
internal dialogue.  Your prospects 
will experience an internal 
dialogue.  You should see your job 
as helping your prospects have 
dialogues that result in positive 
states of mind.  It is best to sell 
the solutions to your customers’ 
problems from the positive 
perspective.

4. The unconscious mind can 
understand and link multiple 
messages.  Guerrillas market to the 

unconscious mind because they can 
simultaneously appeal to several 
parts of the mind, using multiple 
messages.  This speeds up the 
decision-making process.

5. The unconscious mind makes 
decisions before consulting the 
conscious mind – but don’t forget 
the conscious minds retains the 
veto power.

Marketing to the unconscious mind 
involves engaging in a lot of conscious 
marketing behavior:

• Contact clients only when you have 
something new to say

• Make it easy for your clients to do 
business with you

• Recognize who your customers are 
and who they are not

• Be consistent and predictable in 
your marketing

The simple point is that people want to 
feel good about themselves and about 
the decisions they make.  Build that 
in to your marketing, and watch your 
results begin to improve.

To market at the purest level remember 
the following:

• Be persistent
• Ask a lot of questions
• Refuse to be restricted by the 

realities of others
• Have a very active imagination
• Rarely accept no as a final answer
• Enjoy learning
• Love to be the first to talk about 

something new
• Try to make everything fun
• Converse with your customer until 

they feel understood

Market your product, service or 
company with wonder and curiosity.
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