Advertising for
Small Businesses

Understand your options
and define your
advertising strategy



Learning Objectives

= At the end of this module, you will be able to:
— Understand the planning process required to effectively advertise.

— Utilize advertising to increase public awareness of your business, products, and
services.

— Understand some basic dos and don'ts of advertising.
— Identify effective advertising mediums that fits your budget.
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About FDIC Small Business
Resource Effort

The Federal Deposit Insurance Corporation (FDIC) recognizes the
important contributions made by small, veteran, and minority and
women-owned businesses to our economy. For that reason, we strive to
provide small businesses with opportunities to contract with the FDIC. In
furtherance of this goal, the FDIC has initiated the FDIC Small Business
Resource Effort to assist the small vendors that provide products, services,
and solutions to the FDIC.

The objective of the Small Business Resource Effort is to provide
information and the tools small vendors need to become better
positioned to compete for contracts and subcontracts at the FDIC. To
achieve this objective, the Small Business Resource Effort references
outside resources critical for qualified vendors, leverages technology to
provide education according to perceived needs, and offers connectivity
through resourcing, accessibility, counseling, coaching, and guidance
where applicable.

This product was developed by the FDIC Office of Minority and Women
Inclusion (OMWI). OMWI has responsibility for oversight of the Small
Business Resource Effort.
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Executive Summary (side 1 o1 2)

Many small business owners are unprepared to include an advertising
program in their selling efforts. They may be discouraged by the cost, or
the potential “wasted money” an unsuccessful advertising campaign can
yield.

Before a business embarks on an advertising plan, you should create a
marketing plan.

A marketing plan defines your business’ image, products, services, target
market, marketing message, and advertising plan.

The advertising plan is part of the marketing plan and should complement
and deliver a message consistent with the marketing and sales teams’
efforts.

Businesses should explore various forms of advertising.
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Executive Summary (side 2 or 2)

= Many business owners stop their advertising efforts at the creation of a
web site. For a web site to be effective, the prospective customers need to
be driven to the web site.

= There are numerous mediums to select from based both on budget and
target audience.

= |rrespective of the medium, common themes should be consistency and
repetitive.
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What is Advertising?

= According to Merriam-Webster Dictionary, the definition of advertising is:
1. to make something known to : NOTIFY.

2. a: to make publicly and generally known <advertising their readiness to make
concessions>.

b: to announce publicly especially by a printed notice or a broadcast.

c: to call public attention to, especially by emphasizing desirable qualities so as to
arouse a desire to buy or patronize : PROMOTE.

= The following are additional definitions of advertising:

A public promotion of some product Communication whose purpose is to
or service and/or the business of inform potential customers about

drawing public attention to goods and | products and services.
services.

Advertising is a form of communication intended to persuade an audience
(viewers, readers, or listeners) to take some action.
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The Relationship Between
Advertising and Marketing

= A marketing plan defines the following six areas:

o vk wheE

Primary and secondary target markets.

Specific customers within these markets.

Products and services offered, and how they relate to the target markets.
Your competition and how they effect your business.

Sales strategy.

Advertising strategy.

= The advertising plan is the part of the marketing plan whose purpose is to:

Notify.

Announce.

Create awareness.
Promote.

Call to action.
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Advertising (sideior3)

Effective advertising:

— Lowers your cost of doing business by generating increased sales greater than
the advertising costs.

— Drives potential customers to engage your business in conversation and/or
sales.

Your business’ advertising message should utilize the marketing plan to
ensure it is consistent with a clear comprehensive message that is
delivered to your customers, employees, investors, and business partners.
You should define:

— Your corporate-wide image.

— Your products and services.

— Your customer service policies.
— Your target audience.

— Your sales organization’s effort.
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Advertising (sidezor3)

=  Your business should select non-controversial and neutral content,
medium, and placement to avoid offending others. This is especially
important if you plan to work with the government or other conservative
organizations currently or in the future.

= Advertising is effective if:
— It generates a call to action.
— It creates the public image your company desires.
— The medium and the content engages potential customers in targeted markets.
— It generates a positive return on advertising investment.

— It reflects your business plan: what you do and don’t do and what your goals
are.

FDIC OMWI Education Module: Advertising for Small Businesses



Advertising (sidesor3)

Advertising is ineffective if:

It does not reach the target audience, or offers a message/strategy that does
not move your target audience.

It is not consistent.
It is not repetitive.

e It takes a minimum of three exposures for a message to stick with the potential
customer.

* The required exposures are much greater if the individual was not consciously seeking
the product or service.

The placement is minimal, limited, or random.

It does not reflect your business plan and confuses the audience about what
your business does.

It does not meet your budget or generate a positive return on the advertising
investment.
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Advertising Medium

=  You should choose appropriate mediums for your advertising program
based on:

— Target audience interests.
— Demographics.

— Geography.

— Budget.

= Some examples (not all inclusive) of effective advertising mediums, both
“impersonal” (reaching the masses) and “personal” (interacting with a
defined group), that may fit a small business’ budget are:

ELECTRONIC PRINT PERSONAL

e CableTV e Direct mail * Host seminars

* Radio e Trade magazines * Trade events

* Web site * Newspapers * Sponsor events

e Social media e Attend government sponsored events
* Email
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Electronic Mail (Email)
Advertising

Customers who willingly give their email address to a business
demonstrate interest in knowing more about that business or interest in
visiting the business again.

Research email marketing services. Some examples are:

— iContact, Benchmark Email, Constant Contact, Pinpointe, and MailChimp.

”n u

Email marketing services are able to provide “opens,” “clicks,”
“unsubscribes,” and other reports, which help you track customer interest
and tailor your advertising accordingly.

Be sure your email advertising is consistent with your other marketing
medium, and that your company brand is accurately and consistently
portrayed.
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Television Advertising (side1or2)

= Television advertising:

Offers, on average, a 450% return on investment for a properly researched and
executed campaign!

Can be expensive or beyond a small business’ budget.

Offers both visual and audio messaging. Together, this multidimensional
message can have a compounded effect to motivate a potential customer.

Requires repetition and an ongoing presence.
Requires content production, channel placement, and program placement.
Can be broken down to network advertising or cable advertising.
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Television Advertising (sidezor2)

= (Cable advertising:
— Is generally less expensive than network advertising.

— Allows your business to choose a very specific geographic viewing audience,
with advertisements showing in a specified town or even just a single zip code.

— Allows specific demographic selection due to the quantity of available channels
unique to specific programming themes and content.

— May offer cost-effective, pre-produced customizable advertisements, which
defray the need for your business to undertake expensive advertising
production.
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Radio Advertising

Radio advertising offers inexpensive promotion to a large audience.

Radio advertising offers demographic specific promotion based on station
theme, programming, and time slot.

One down side to radio advertising is that the message often reaches an
unfocused listener who does not have the ability to write when the
advertisement plays because they are driving, working, or cooking, etc.

Radio advertising should be repetitious with a simple promotional
message and call to action. This strategy will help “imprint” the listener
and allow them to locate your company, product, or service.
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Web Sites and Internet (side 1052

= Web sites have become so routine that without one your company might
lose credibility.

=  Web sites offer multiple dimensions of engagement: sight, sound,
interaction, and feedback.

=  Web sites allow you to promote your company, employees, products,
services, customer service, announcements, and upcoming events.

= You should utilize an experienced “web master” to manage your web site
content and drive internet traffic to the web site. This same individual may
act as your “social authority” if you decide to employ social media as part
of your advertising strategy. You can also leverage third-party web masters
and internet marketing agencies.
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Web Sites and Internet (side 2052

= Successful advertising and promotion through your web site requires
other medium to drive prospective customers to the web site.

= Your business’ web site can offer prospective customers and third parties

Logos, business cards, letterhead, email signatures.
Sales team.

Marketing material.

Advertising content.

Internet based methods, including search engine optimization (SEO)
techniques, basic Internet advertising, and web site linking practices.

the ability to enroll with your company. This may allow you to contact
these individuals with ongoing information and updates, thus offering
your company an avenue to “stay in front of the customer.”
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Social Media siide 103

Social media is a 215 century “grass-roots” advertising platform.

Social media allows for the creation and exchange of user-generated
content (UGC) or consumer-generated media (CGM), using highly
accessible and scalable publishing techniques. These web-based
technologies transform and broadcast media monologues into social
media dialogues. A common thread running through all definitions of
social media is a blending of technology and social interaction for the co-
creation of value.
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Social Media side 203

Social media allows large and small companies, and government agencies
to reach customers and to build or maintain their reputation. Social media
has grown to link multiple global geographies and languages on the same
platform, allowing the ability to reach more consumers globally. This
means that brands are now able to advertise in multiple languages and,
therefore, reach a broader range of consumers, but it also means that
unauthorized or negative information also reaches a broad potential
population.

If using social media as a form of advertising, it is recommended that your
message utilizes genuine knowledge and expertise by providing valuable
and accurate information, which in turn, gains trust. With the awareness
that develops, the consumer naturally begins to gravitate to the products
and/or offerings of the authority/influencer.
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Social Media siide3or3)

= The media path to social media: Media and information disbursement has
always been about human interaction and communication.

SOCIAL MEDIA PATHWAY

19th century: Transparency, participation, and collaboration through the use of public
gatherings to convey and discuss information.

Late 19t century — early 20t century: Distribution of written material became
popular.

20t century: Broadcast era with the widespread use of radio and later television to
reach and influence the masses, but the broadcasters controlled the information.

Late 20t century: Internet increased communication and transparency.

Beginning of 21t century: Social media and Web 2.0 technologies became abundant
allowing further transparency, quick feedback, two-way interaction, add-on
information, and third-party input.
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Communication and Promotional Tools

Blogs
Visual content (video/photos)
Social networks

Organizational Efficiencies

Wikis/crowd source
Share, access, store
Cloud-collaboration

Examples of Social Media

What is out there?

Facebook — friends
Twitter — communications
Ning — organizations
LinkedIn — colleagues
MySpace — friends
MeetUp — offline
Pinterest — community

What tools are available?

Google docs
Google reader / RSS
Slideshare

Delicious

YouSendIt

TinyURLs

“Share This”
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Risks Related to Social Media

(Slide 1 of 2)

Companies should implement a “social authority.” This is an individual or
group within the organization who establishes themselves as an "expert"
in their given field or area, becoming an "influencer" in that field or area.
All information that is posted on the company web site or through third-
party blogs and social media outlets should flow through the social
authority.

Policies should enforce the role of the social authority, and all employees
should be educated on policies, enforcement of policies, and
repercussions for not following policies. Consider having employees sign
contracts acknowledging these policies and confirming their
understanding that failure to follow these policies may result in the
employee being penalized, and their actions may lead to a potential
lawsuit for the company.
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Risks Related to Social Media

(Slide 2 of 2)

=  Social media and the government:

— Contractors or those who would like to become contractors must understand
the importance of controlled information flow. It is essential that contractors
understand the risk and potential liability of government information being
“leaked” either intentionally or unintentionally.

— Contractors should understand the policies and procedures the agencies have
initiated internally regarding social media and either mirror or generate
stronger policies of their own.
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Direct Mail (side 1012

Direct mail offers the advertiser the ability to advertise to specific unique
parties as opposed to a broad spectrum approach.

Your business should identify specific geographic and household/company
demographic selections to help lessen wasteful and expensive advertising
to those outside the intended target market.

Your business can generate qualified leads through your web site
retention program and social marketing program.

You should consider using third-party lead providers to identify specific
target customers and to increase the return on advertising dollars. Before
engaging a third-party lead provider, you should research different
providers, seek out referrals, and check the status with the Better Business
Bureau. You should select the company that offers leads with the specific
criteria your direct mail advertising requires.

FDIC OMWI Education Module: Advertising for Small Businesses 24



Direct Mail (side 2012

Direct mail campaigns need to be repetitive in order to increase the
chance that the recipient will take the time to review and process the

deliverable.
Direct mail advertising should have a call to action that is appropriate for
the recipient.
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Print/Publication Media (side 1 o2

Newspapers, magazines, and trade journals offer a broad spectrum reach.

Print media offers your advertisement to be viewed by specific audiences
based on the demographics and geographic circulation.

The advertisement should draw attention. This type of medium offers the
viewer only one dimension — a static visual; and the ability to pass by or
ignore your advertisement.

Newspaper:

— Typical costs per spot are approximately $200 for local publications and up to
$20,000 in high circulation national or international publications.

— These ads can promote more than one item or message within the same
advertisement.

— Current trends show that the largest demographic of newspaper readers are
those aged 45-plus. However many younger demographic groups view the
online editions, or read the weekend editions.
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Print/Publication Media (side 22

— You should inquire if the publication offers a corresponding advertisement to

the publication’s web subscribers.

You should target your ads to the appropriate markets by requesting that your
ads run in the section(s) most closely related to your target audience, be it
sports, lifestyle, or business, etc.

= Trade publications:

Trade publications are typically subscription based.

They are often read by industry/market-specific professionals and decision
makers.

You can reach your target market by selecting publications specializing in
corresponding industries.

Trade publications may include a corresponding advertisement to the
publication’s web subscribers.
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Personal Advertising

Personal advertising includes a combination of human interaction and
print material.

Examples include: Hosted seminars, trade events, sponsored events, or
government sponsored events.

Hosting a seminar or event gives you the ability to influence the audience
through marketing material, the presentation, and your interaction.

You should identify government sponsored events such as the Small
Business Administration, Chambers of Commerce, Minority Business
Development Agency, etc. These events offer great networking
opportunities with agency members and attendees. You may gain
recognition by the hosting or attending agencies, and secure agency
contracts or agency referrals.

Most events provide the attendees with an event brochure and periodic
newsletters. Consider advertising in these brochures or newsletters to gain
brand recognition from event sponsors and attendees.
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Key Takeaways from this Module
(Slide 1 of 2)

Advertising allows you to promote your company, products, and services.
Advertising can be utilized by businesses with large or small budgets.

Effective advertising generates the desired impact on your target
audience, and a positive return on advertising investment.

You should utilize a marketing plan to ensure that your advertising
objectives and messages are consistent with a clear comprehensive

message that is delivered to your customers, employees, investors, and
business partners.
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Key Takeaways from this Module
(Slide 2 of 2)

= A marketing plan identifies:
— Your corporate-wide image.
— Your products and services.
— Your customer service policies.
— Your target audience.
— Your sales organization’s effort.
=  You should choose the medium for your advertising program based on:
— Target audience interests.
— Demographics.
— Geographic reach.
— Budget.
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Sources and Citations

TV Advertising Facts, Shane Thornton, eHow Contributor, December 1, 2009

Low-priced Television Advertising Strategies for Small Businesses, Sharron Senter, Senter &
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New Media Strategies Social Media Presentation, April 7th, 2009

Mixt Media Strategies, Social Media 101, Social Media for the Government, March 239, 2009

Brian Hersh, ProSidian Consulting, LLC, Social Media Exploitation, Analysis, and Engagement
White Paper, February 2010

Case Study: “Old-School” Marketing Gets Results, Kevin Gault

The oldest form of advertising is still an effective way to reach a large number of people. Find
out if it's right for you, Kathy J. Kobliski, January 17, 2006

Magazine Advertising - Trade Secrets, Studio 1 Productions

Entrepreneur, How to Create a Marketing Plan

Inc., Fresh Marketing Strategy: Email (Really)

PR Daily, 10 Essentials of Pinterest Etiquette

Jennifer Blythe Whitley, ProSidian Consulting, LLC, Advertising for Small Businesses
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