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L egal notice

Advertising for Resultsisawork of fiction. Any resemblance between any
people, things, places or entities in this book and actual people (living or dead),
things, places, or entities, is purely coincidental. Thereisno connection whatsoever
at al.

In reading any part of this book, you agree to take no action against this book’s
author or any party. You are completely and solely responsible for anything you do,
and you will not attempt to link your actions to this book in any way. Advertising for
Results is written for entertainment purposes only, so disregard everything in this
book, including the so-called advice, recommendations, and statements that
something will happen. No part of Advertising for Results may be sold by anyone
except the author. You agree to never be compensated for it in any way. If you do
not agree with al this, stop reading Advertising for Results now.

All copyrights and trademarks belong to their respective owners.

Copyright © 2003 by G.F. Brown from Richmond Heights. All rights are
reserved.
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For my wife.
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“It isthe dry and irksome labor of organizing precincts and getting out the voters that
determines elections.”

Abraham Lincoln
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Introduction

Since introductions are full of unimportant details, this one was ditched. We're going
to jump right into this step-by-step guide to creating effective ads, because you need to
get big resultsfast. Let’s go.
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Chapter 1. Gathering

The blank screen
Y ou have an advertising assignment of some sort. If you're sitting with a blank
computer screen and struggling about what to do, stop. There's a better way.

To start with, forget that daunting assignment for awhile. Instead, gather facts
that will interest and inform your audience. And hey, takeit easy. This gathering
processwon't stressyou at all. Rather than grappling for the right words, you can
turn the radio on, muse about good things, and — oh, yeah — collect information.

Best of al, fact-finding is the right thing to do at this stage. Ultimately, delivering
advantages to the audience will produce more than pulling everything out of your
head...or somewhere el se.

FYI: Gathering is seen asalow-level chore, but that’s not true. Getting the nitty-
gritty...

» Makes you knowledgeable, and thisis essential to success

» Could give you the right strategy, appeal, idea— everything

The makings of a wonder worker
Y ou're probably told to generate stunning results on a small budget. And do
it instantly.

I’ s tempting to quit before you start. Y ou think, “Nobody else has been able
to advertise this product right. And now they want me to pull off amiraclein two
months!”

On the contrary: Y ou can put everything on the right course. Y ou can deliver
solid advertising that pulls in more responses, builds the image, and does more
over thelong term. But there are few miraclesin the process. Y ou haveto
mastermind and follow a creative advertising program that changes with
necessity.

Whereyou are gathering from

In the dream world, you have researchers giving you jaw-dropping data about
whatever you want. Needlessto say, you can forget that. In thereal world, it’syou, a
pile of old product literature, some Websites, and afive-day deadline. But that’sfine.
Y ou're aresourceful person, so you'll rapidly uncover useful points that will help you
create spellbinding ads.
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Look through past company materials

Thisisthe pile just mentioned, and it’s a tiptop source for product specifics.
Cut and paste like crazy. Place “features’ into one group, “specifications’ into
another, “company background” into yet another, etc. Put together similar items,
and if that group gets large, it will be worth considering. You'll think of a

category namefor it.
In short, you tear apart the old, examine it, and reconstruct it the right way.

Notable: There are content expertsin your organization. Don’t ask them to
tell you everything you need, because they are too busy and valuable for that.
Rather, ask them if they have any documentation you can read. They will say,
“Sure!” and pile you up.

History of past campaigns

Y our company’ s previous marketing campaigns will help you alot. Dig
into the files of every significant marketing effort that took place within the
last couple of years. Also, talk with those who were there. Y ou can even
contact former employees, because everyone remembers how well a campaign
performed. They will be happy to help you, and they can lead you through the
minefields.

When you look at an old campaign, you' re interested in the main points.
For examples: Who was getting it? What was the message? What was the
outcome? Campaignsrise or fall for profound reasons, not small ones.

What areyou looking for?
Y ou want anything interesting. Thisincludes stuff that is relevant to the...
* Product’s
* Value
* Features
* Benefits

* Market's
* Needs
* Characteristics

Keep theorizing asyou go

Don’t reserve your judgment until the end of the collecting process. Keep
thinking about what ad to create (thisis what you' re ultimately doing, by the
way) as you sift through the piles of everythings. Modify your assessments as
you learn more.

10
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