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1. Introduction 
Small businesses often fail because owners are unaware of the many elements that can 
prevent the business from growing and being successful. Often, small businesses are 
organized around the manager's specific area of expertise, such as marketing, 
accounting or production. This specialized expertise often prevents the business owner 
from recognizing problems that may arise in other parts of the business. 
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This guide will provide you, the small business entrepreneur, with the essentials for 
conducting a comprehensive search for existing or potential problems in your 
Advertising and Promotion. This guide was designed with small businesses in mind and 
addresses their unique problems and opportunities. 

The author has combined case evidence, logical procedures, expert advice and 
systematic thinking to create this planning assessment guide. This instrument is not 
exhaustive, i.e., the business owner/manager still must rely on personal judgment and 
past experience. However, it does provide a systematic framework to ensure that critical 
areas have been addressed before action is taken. This guide is a tool, not a 
replacement for good management skill. Audits and handbooks cannot do the 
manager's job; however, effectively designed instruments, such as this audit, can save 
valuable time for the seasoned as well as the novice small business manager. 

How to Use This Guide 

In order to gain maximum effectiveness from this guide, you should answer all 
questions in the audit, with an affirmative answer indicating no problem and a negative 
answer indicating the presence of a problem in a specific area.  

After completing answering the preliminary questions, you can proceed to review the 
analysis of each section of the audit that follows to determine what action is most appro-
priate. The audit analysis provides an overview of how the various elements of the audit 
are related. This audit covers the critical function of Advertising and Promotion in a 
small business.. 
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2. Preliminary Questions 
Please answer each of the following questions with a 'Yes' or a 'No', then proceed to the 
analysis section: 

A.  The owner has an advertising and promotion plan 

1. The business has an advertising budget. 

2. The business advertises monthly. 

3. The business advertises weekly. 

4. The business has a promotional calendar. 

B. The owner uses effective advertising and promotion. 

The owner 

1. Advertises in the Yellow Pages. 



2. Uses newspapers and "shoppers." 

3. Uses internet, radio and television advertising. 

4. Obtains no-cost or low-cost media coverage. 

C. The owner uses effective merchandising techniques. 

The owner 

1. Relates display space to sales potential. 

2. Uses vendor promotional aids. 

3. Knows traffic flow patterns of customers. 

4. Keeps facilities clean. 

D. The owner evaluates advertising and promotional efforts. 

The owner 

1. Determines if sales increase with advertising. 

2. Ascertains if sales increase after special promotion.  

3. Finds out whether advertising is reaching intended market. 
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3. Advertising and Promotion Assessment Analysis 
A. The owner has an advertising and promotion plan. 

A major weakness in many of the cases studied was lack of advertising and promotion 
planning. The owner-managers spent money randomly on advertising to promote 
particular items. A clear promotional objective with a well-developed plan of action helps 
to cultivate awareness of the business and creates a positive image. Random adver-
tising may increase short-term sales, but it is not effective in developing market 
recognition for the business. 

1. The business has an advertising budget. 

Budgeting money for advertising encourages a consistent promotional effort and 
prevents cash flow problems caused by sporadic and unexpected advertising 
endeavors. Certain dependable advertising channels to be included in the budgeting 
process are the Yellow Pages, direct mail and flyers, newspaper and radio ads and 
business cards. The owner may have to budget personal time for the advertising 
process as well. 



2. The business advertises on a weekly or monthly basis. Potential customers 
need to see advertising regularly if it is to have a long-term impact. 

At a minimum, advertising should be scheduled on a monthly basis. Weekly advertising 
is even more effective, especially in businesses such as retail, variety and grocery 
stores. Whatever advertising approach is taken, continuous and consistent advertising 
communicates an image that the business has staying power and is reputable. 

3. The business has a promotional calendar. 

A well-developed annual promotional calendar helps multiply the impact of money spent 
on promotion and advertising. By comparing past promotional calendars with their 
corresponding source of funds statements, the effectiveness of past advertising 
campaigns can be ascertained. This simple procedure is a very effective means of 
increasing the impact of advertising on costs and potential profits. 

B. The owner uses effective advertising and promotion.  

The better the customers' needs are understood, the more convincingly a business can 
target its advertising toward those needs. Ineffective advertising is generally the result 
of not knowing the customers' habits and desires. Effective advertising, on the other 
hand, generally is not the result of blind luck, but the result of knowledge and 
understanding. 

1. The owner advertises in the Yellow Pages. 

An ad in the Yellow Pages lets customers know that the business is permanent. Many 
people, especially those new to an area, use the Yellow Pages for first-time buying. An 
ad in the Yellow Pages increases the odds of getting new business. In addition, it has 
the advantage of targeting the advertising at people who have made a decision to buy. 

2. The owner uses newspapers and shoppers. 

Many small businesses have found community shoppers and weekly newspapers to be 
cost-effective ways to advertise. This is especially true when those who read them also 
frequent the area near the business. 

3.  The owner uses radio and television advertising. 

Radio and television are fairly expensive advetising media, but for some businesses, 
they are lucrative. The profitability of this form of advertising should be carefully 
analyzed before spending large sums of money. 

4. The owner obtains no-cost or low-cost media coverage. 

Every community has no- or low-cost advertising opportunities. Placing business cards 
on bulletin boards, speaking before various community groups, using special events to 
get publicity, or donating services to a newsworthy cause are all effective ways of 
advertising. Law firms have used politics for years as a low-cost way to become known 
to the general public. Pet stores have donated time or supplies to the Humane Society. 



Office supply stores provide supplies and surplus equipment to schools, churches and 
other goodwill organizations. Some creative thinking often can produce a higher payoff 
than traditional advertising approaches. 

C. The owner uses effective merchandising techniques. 

Attractive displays of merchandise are critical in retail operations. Simple but effective 
merchandising techniques might include displaying items near the cash register, putting 
high turnover items at the back of the store to draw customers through the store and 
placing quality items at eye level. Franchise operations often do an excellent job of 
using merchandising techniques. Initiating well-known franchise business methods can 
be an excellent way to learn new merchandising techniques. 

1. The owner relates display space to sales potential. 

Keeping shelves stocked with a balanced inventory ensures that customers can find 
what they want when they want it. Having top-quality items at eye level and lower-
quality items below is a technique chain stores use to encourage customers to buy 
more expensive items. Older inventory should be displayed prominently and its turnover 
monitored daily. This can also help the owner discover the hot selling spot, which can 
be advantageous in planning future displays. 

2. The owner uses vendor promotional aids. 

Vendors put a great deal of time and money into their display packages. Using the 
vendor's displays and using vendor-prepared promotional ads with those displays can 
be an effective way of leveraging advertising and promotional dollars. 

3. The owner understands traffic flow patterns of customers. 

How customers move past displays and through the store can be used to increase 
sales. For example, most people turn to the right upon entering a building - seeing how 
the tile or rug wears is one way of determining customer flow patterns. 

4. The owner keeps facilities clean. 

Making certain that the store and its merchandise are clean communicates to customers 
that the owner cares about them. It is an effective nonverbal way of telling customers 
that their business is appreciated. 

D. The owner evaluates advertising and promotional efforts. 

If it works, don't fix it and if it doesn't, change it. Because advertising uses valuable 
resources, the small businessperson must closely monitor the effectiveness of 
advertising and promotional efforts. The only way to test advertising ideas is to try them. 
However, what works one time won't necessarily work again. In addition, what works for 
one store may not work for another. Advertising and promotion are more art forms than 
sciences. Too often, small businesses either advertise ineffectively or too little. 
Analyzing the results of sales efforts and promotional campaigns and how leads are 
generated facilitates the use of advertising dollars in a more effective manner. 



1. The owner determines if sales increase with advertising.  

If sales don't increase with advertising, it may be a sign that the business owner doesn't 
know or understand who the customer is and why he or she buys. 

2. The owner ascertains if sales increase after special promotions. 

If a special promotion doesn't increase sales, then the business may be in a poor 
location or there may not be enough potential customers in the business area. If special 
promotions don't increase business, the owner must take a hard look at the business. 
Perhaps there just isn't a market for goods or services offered by the firm. 

3. The owner endeavors to discover if advertising is reaching intended markets. 

Many small businesses become contented when advertising increases sales. However, 
additional sales that do not increase profits need reevaluating. Reaching a market other 
than the intended one is probably a stroke of luck rather than an act of planning. It's 
great the one time it happens, but it cannot be relied upon. One-time (variety methods) 
advertising has its advantages, but it is the type of advertising that most small 
businesses cannot afford. 

Go to Top 

 

Bonus Guide 

4. How to Create Effective Advertising Campaigns 
Human behavior, according to psychologist Abraham Maslow, is always the result of 
one or more of five basic needs or motivating forces. Maslow classified these in a 
sequence he refers to as "the hierarchy of human needs." 

His theory is that until a lower-ranking need is satisfied there is no desire to pursue a 
higher ranking need. Below are the five human motivators, beginning with the basic or 
lowest-ranked need and continuing to the highest. 

1. Physiological needs - Include hunger, thirst, reproduction, shelter, clothing, air and 
rest. 

2. Safety-security - The need for security, stability, dependence, protection, structure, 
order, law, tenure, pension and insurance. 

3. Love-belonging - The need for belonging, acceptance, love, affection, family and 
group acceptance and friendship. 

4. Self-esteem - The need for recognition, respect, achievement, responsibility, 
prestige, independence, attention, importance and appreciation. 

5. Self-actualization - The need for satisfaction, the desire to achieve fulfillment 
through reaching self-set individual goals or aspirations. 



In the context of Small Business Effective Advertising Sales, the advertising practitioner 
will do well to become familiar with the Maslow theory of human motivation because it 
stresses once again that motivation is always an individual act. The most your 
advertising message can hope to do is to present an appeal strong enough to stimulate 
action toward satisfying one of the basic human needs. 

If there is one rule that will be most helpful in preparing effective advertising, it is this: 
The message must put the desire of the potential customer before the advertiser's 
desire. Please read that one more time! The rule may sound like a simple one to follow, 
but frequently advertising messages take the form of a plea to customers to respond 
and solve the advertiser's problem. 

Visualize the felt tip pen you probably use every day. When it was manufactured the 
raw materials were converted into these product features: a plastic barrel, a plastic cap, 
a supply of ink, a felt tip and a metal pocket clip. These are the total product points in 
the felt tip pen. What's amazing is that none of those things have anything to do with 
why you will buy the pen! You buy any item only for how it will benefit you. The key, of 
course, is benefit. Effective advertising must promise the consumer some benefit he or 
she will receive after buying the goods or services advertised. Product features should 
be cited only to make the promised benefits believable. Here is an example of how you 
can advertise the felt tip pen by promising benefits and then using the product features 
to make promised benefits believable. Cost Effective Advertising Campaign. 

You can drop this pen on concrete from 20 feet in the air and it will not break because it 
is made of a strong plastic. 

You can draw a jet black line for more than 100,000 yards, thanks to the large supply of 
quality ink. 

This pen will not leave an ink stain on your shirt or in your purse, thanks to the snug-
fitting plastic cap. 

When you bend over this pen will not fall from your pocket because it features a strong 
spring steel clip. 

Although this technique appears logical, many advertisements ramble on and on with all 
the product features while the potential customer asks, "What will it do for me?" 

Using the benefit approach can be simplified by preparing a worksheet on which each 
product you plan to advertise is dissected into (1) the benefits the buyer will enjoy by 
owning this product and (2) which product features will help convince the potential buyer 
that the promised benefits are likely to be true. Using the benefit approach is the best 
advertising technique for each advertising medium. It is also the selling technique used 
by all top salespeople. Practice it-it works! 

Techniques in Presenting Effective Advertising Message 

The buying decision is seldom a purely rational one - emotions influence your behavior. 
As you explore various techniques for presenting your advertising message, do not 



ignore psychological and emotional appeals. For example, red, a strong color 
suggesting excitement, increases reader interest when used in sales ads. While the 
principles discussed here relate most specifically to print ads, they can apply to all 
media. 

Determining Layout Shape and Design 

Behavioral scientists have determined that of all the rectangular shapes, the vertical 
rectangle of approximately three units wide by five units deep is the one the public is 
exposed to most and, therefore, the one people find most comfortable. The advertising 
world refers to this shape as the golden rectangle of layout. It is believed that an 
advertising message receives higher readership when presented in this size. 

Communicating Desired Layout to Printer 

In submitting any printed advertising message to the media, the only way to ensure that 
your ad looks the way you intended is to provide adequate instructions. Layout means 
blueprint to the typesetter or printer. Your layout should be a full-size replica of what you 
want the finished advertisement or brochure to look like. Here are some guidelines to 
use in preparing layouts: 

1. A layout should accurately indicate where all parts of the completed message are to 
be located with respect to the borders. This must include the location and approximate, 
if not actual, dimensions of all artwork. 

2. There are five parts to a comprehensive layout: 

Headline - Print all headlines right on the layout sheet, making the headline fill the width 
you want. Give the printer a close approximation of the desired type size by the size of 
your lettering. On each line, put the exact words you want to appear and use capital 
letters or upper and lower case letters the way you want the type set. 

Illustrations - Use a copy machine, if possible, and paste a copy of any artwork or 
photograph on the layout sheet where you want it to appear. If you plan to reduce or 
enlarge the artwork, show the finished height, width and the location on the layout 
sheet. 

Copy - Copy refers to the text in your advertisement. Do not letter in the copy on your 
layout sheet. Use two parallel lines to represent each line of copy and draw these lines 
in the exact position on the layout sheet. These parallel lines should show whether you 
want the copy set flush on both right and left margins or if you prefer a ragged edge on 
the right margin. Each block of copy should be positioned properly on the layout sheet 
and then should be keyed, i.e., assigned a circled letter of the alphabet that matches a 
separate block of copy supplied on copy sheets. Copy sheets should be typewritten, 
double-spaced and should include all words and prices to be typeset, including any 
headlines you have lettered on the layout. Leave a two inch left margin on the copy 
sheet to give the mark-up person space to code for type style and size. 



Price - It is generally a good idea to letter your prices right on the layout if they appear 
anywhere other than within regular copy lines. Show the price as it should appear. 

Logo - The logo is your firm's name, whether you have a standard, exclusive design or 
you merely want your name set in type. Let the layout show the desired location and 
size. It also is helpful to letter in your address and phone number. If you have a logo 
design, do not paste the original art work on the layout. Make a copy and paste the copy 
in the desired position. Ask the printer to make a photo reproduction of your logo and 
keep the original artwork for future use. 

In addition to these key elements, your layout also should contain instructions, written 
outside the ad borders and circled. A line from an instruction circle may lead to the 
specific area within the ad if it helps clarify instructions. 

Instructions should include the dimensions of the ad stated in inches (width depth). For 
a newspaper ad, the width should be stated in columns and the depth in inches or lines, 
depending on the paper's policies. Other instructions can include the insertion date, 
reference to the enlargement or reduction of artwork, the names of typefaces desired 
and special typesetting requests. Remember, your layout will serve as the blueprint for 
your ad. The finished product can be only as effective as the original layout. The 
copysheet that accompanies your layout also should contain the size of the ad and the 
insertion date. Use a paper clip rather than stapling the copy sheet to the layout. This 
will prevent tearing when the two sheets are separated for production. 

Strengthening the Elements of Your Advertising Campaign Headlines 

Since the headline is the first contact your readers have with your message, it must 
reach out to them. Promise them a benefit. Tell them how they will be better off if they 
read the rest of the ad. Use action verbs. Save ten dollars is a stronger heading than 
Savings of ten dollars because of the verb. 

Headlines can be classified into the following five basic types; effective headlines 
frequently combine two or more of these kinds. 

News Headlines: This form tells the reader something he or she did not know before. 
Using the word news does not make it a news headline. "Now - a copy machine that 
copies in color" is an example of this type headline. 

Advice and Promise Headline: Here you are promising something if the reader follows 
the advice in your ad. "Switch to Amoco premium, no-lead gasoline, and your car will 
stop ringing." 

Selective Headline: This headline limits the audience to a specific group. For example: 
"To all gray-haired men over forty." Caution! Be absolutely sure you do not eliminate 
potential customers with this type of headline. 

Curiosity Headline: The intent here is to arouse the reader's interest enough to make 
him or her read the ad. The danger is that this headline often appears "cute" or "clever" 
and fails in its mission. An example: "Do you have trouble going to sleep at night?" 



Command or Demand Headline: Watch out for this one as most people resist 
pushiness, especially in advertising. "Do it now!" or "Buy this today!" This headline 
generally can be improved by changing to less obtrusive wording such as: "Call for your 
key to success!"  

One common misconception about headlines is that they must be short and easy to 
understand. This is not always true. Here is a headline that was used extensively in 
print ads by Ogilvy and Mather for one of their clients: "At 60 miles an hour, the loudest 
noise in this Rolls-Royce comes from the electric clock." 

Illustrations 

There are three primary reasons for using illustrations in an advertisement. 

To attract attention to the ad. 

To illustrate the item being featured. 

To create a mood in the mind of the reader. 

Everyone has heard, A picture is worth a thousand words; in advertising, the illustration 
frequently helps the reader visualize the benefits promised. You can almost feel the 
warmth of the tropical sun when you see the photos in January travel ads. Cost and 
practicality may dictate whether your ad uses photographs, artists' drawings or merely 
canned artwork. Any of these can make the ad more appealing to the reader's eye. 

Effective Copy 

If you follow the three principles of good copy, your ads will be effective: 

Good copy should be clear. 

Good copy should be crisp. 

Good copy should be concise. 

Clear, crisp and concise . . . the three Cs of copywriting suggest that the words in your 
advertising message merely do a good job of communicating. Do not use big words 
when small words can make your meaning clear. Use colorful, descriptive terms. Use 
the number of words necessary to make your meaning clear and no more-but also no 
less! Selecting the right words is critical to the success of the ads. Recent research 
conducted at Yale University found that the following 12 words are the most personal 
and persuasive words in our language. 

You Discovery Free 

Money Proven Results 

Love Guarantee Save 

New Easy Health 



REMEMBER THAT WHEN YOUR MESSAGE IS PRINTED IN ALL CAPITAL LETTERS 
INSTEAD OF UPPER AND LOWERCASE LETTERS, IT IS FAR MORE DIFFICULT 
FOR THE READER TO FOLLOW AND REMAIN INTERESTED. EVEN IN HEADLINES 
ALL CAPITAL LETTERS SHOULD BE AVOIDED. 

Price 

Should you or shouldn't you put prices in your ad? Yes! Yes! Yes! Since price is the one 
factor that allows the consumer to determine whether an item represents an adequate 
value, an ad without price makes the buying decision difficult if not impossible for the 
reader. Can you imagine how uninteresting your daily newspaper would be if there were 
no prices on the food store ads or the department store offerings? Yes, price belongs, 
and it belongs whether you are advertising a home for $175,000 or a ballpoint pen for 
49 cents. 

Logo 

Can you visualize the corporate logos for such firms as Chevrolet, Ford, Playboy, Coca-
Cola or Levi Strauss? There is an identification advantage in developing a logo design 
exclusive to your firm. Using a logo also helps give your advertising continuity. Use the 
logo consistently on all printed pieces, including stationery. Use it in Yellow Page 
advertising, on the side of your truck or company car, on bags or boxes and anything 
else your customers or prospects may see.  

Type 

The typeface you use in advertising plays an important role in how the message comes 
across. Printers are very knowledgeable about typefaces and happy to help you make 
choices. 

Refining Your Advertising For Greater Results - Developing Cost Effective Advertising 
Campaign 

One of the greats in the advertising business, David Oglivy, preached this philosophy to 
would-be advertisers: Never run an ad unless you have a Unique Selling Proposition 
(USP). It's still a sound philosophy. If you can substitute your competitor's logo in your 
ad and it still makes sense, you are not going to get your money's worth out of the ad. 
Having a USP, as it has come to be known, is difficult with today's brand name 
merchandise and competitive pressures, but it is important. 

Every item you advertise and every word and illustration you use becomes a part of 
your firm's image. Your ability to develop a USP depends on your knowing what you 
want your image to be and then doing those things and only those things that reinforce 
that image. 

A men's clothing store can become the store with fashions for the man who thinks 
young. A nursery can create the image of the home of the talkedto plants that will 
respond to you. A car dealer can develop a following and a reputation for his automatic 
three-year trade-in plan. Once you have arrived at a USP that you think will appeal to 



your customers, translate the idea into a selling slogan of three to ten words that can be 
used as the theme of your advertising campaign. Use it consistently until your 
customers learn to associate your business with the selling slogan. 

But be careful. A few years ago Excedrin decided to position itself as the headache 
remedy for many different kinds of headaches, like headache No. 43 or No. 27. Their 
TV commercial showed the agony of each headache by the number. What happened? 
People went to their drugstores and said I think I've got headache No. 43. Give me a 
package of Anacin. They sold the concept of the headaches beautifully but not the 
exclusivity of Excedrin as the best relief. 

If you want to position your business in the marketplace, select your target market. How 
old are they? What do they have in common? What are their goals and ambitions? 
When you have learned all you can about them, go back and learn more! Then start 
talking to them, and only to them, in your advertising. Talk to them about themselves 
and their desires. Then tell them how the goods or services you sell are perfectly suited 
to helping them achieve those desires. 

Timing Each Ad for Impact 

While your budget will tell you how much you have to spend each month, you must 
refine your plan to know how many ads will run each week and on which days. In 
planning your ad insert schedule, be aware that the best results are obtained by 
strengthening already strong sales days, not by trying to make bad days better. If large 
employers in your area have paydays on the first and fifteenth of the month, time your 
advertising to coincide. If you use more than one medium, attempt to coordinate your 
efforts by scheduling a radio blitz to coincide with a big print campaign or special store 
event. 

Using Color 

Adding color to a black-and-white advertisement not only increases readership, but can 
substantially increase the sales response. Retailers, however, frequently use too much 
color in their ads. Remember, color works because of its contrast with noncolor areas; 
use it in one or two strong clustered areas rather than scattering it throughout your ad. 
Keep in mind that colors also communicate psychologically. Here are a few popular 
colors and their common associations: 

Red - Suggests excitement, heat, strength and is a good color to use in a sale ad. 

Yellow - Conveys brightness, airiness, refreshment. Warning: yellow gets lost on white 
paper, so always surround areas of yellow with a border of black or another dark tone. 

Blue - As a cold color, can convey formality and haughtiness in its darker shades and 
fragility, daintiness and youthfulness in the lighter tones. 

Orange - A color of warmth, action, power. 



Green - Another cool color, suggests cheapness and coldness in its darker tones while 
conveying freshness and crispness in its lighter shades. 

Purple - A color of royalty and stateliness. 

Maroon - Suggests luxury, solidity, quietness. 

Brown - Implies age, wholesomeness, utility. 

White - Means purity, cleanliness, chastity. 

Black - Conveys mystery, strength, heaviness. 

Research on the productivity of color in newspaper advertising invariably shows 
increased readership as well as increased sales from ads that use color. Adding color 
raises the cost of the ad, but the increased results are substantially greater than the 
increased costs. 

Critiquing Your Ads 

We can learn great lessons from the past. If your firm has been running ads, dig out a 
few from a year or so ago and see how many of these common no-no's you can find. 

Does your ad contain words like "our," "I" or other personal pronouns? They are poor 
communicators, try using "you" and "yours." 

Is the ad uninteresting to look at overall? It may be balanced too formally. Try using an 
odd rather than even number of illustrations to help achieve informal balance. 

Does your firm have a logo? Develop one so the name of the firm is not just set in the 
same type as the rest of the ad. 

Has your layout allowed the reader's eye to stray from the preferred gaze-motion path? 
If your invitation to the eye causes readers to leave your ad, you will not get them back. 

Is your logo in the upper left corner or the lower right corner of the ad? Those are the 
two best spots for it. 

Does your headline promise the reader a benefit? 

Is your copy clear, crisp and concise? Be sure to use the product points that make the 
benefits you promised believable. 

Have you used a headline in capital letters? Don't! 

Have you told the reader what each item costs? It is very difficult to reach a buying 
decision until the question "How much is it?" is answered. 

Does your ad contain any misleading statements? Any attempt to misinform or mislead 
the reader may lead to a sale, but in all certainty it will lead to lost customers and could 
lead to court. Honesty is still the best policy. 



As you continue to expand your business in the months and years ahead, use the tips 
presented here. Prepare a budget and review it frequently. Select your items for 
advertising to help solve consumer problems and then present your advertising 
message as a form of planned communication. Developing Cost Effective Advertising 
Campaign. 
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