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Using this Workbook

This workbook contains templates designed to help you plan and execute a profes-
sional marketing campaign. You can print out template pages and use them to create
campaigns and tools, like brochures, news releases, ads and newsletters.

Designed for in-house campaigns or to direct an agency’s creative and manage-
ment activities, this workbook is broken up into sections that can be used for single
projects or as an overall campaign. The topics covered include:

¢ Outlining the campaign

=¢ Developing messages and branding
=¢ Creating persuasive brochures

¢ Planning direct-mail campaigns

=¢ Creating marketing newsletters

=¢ Using PR to sell

¢ Promoting at trade shows

=¢ Creating and placing effective ads
=¢ Using the Internet to sell

*¢ Analyzing results

Important note: Many companies, especially small businesses, under-invest in
marketing campaigns because they view marketing expenditures as a cost they don’t
expect to recover. Money spent on marketing is an investment designed to yield a
return - a very handsome return, in fact, if the marketing campaign is well crafted
and appropriately funded.

Unsuccessful marketing campaigns are usually ones that are under-funded and cut
corners. There is a reason why successful companies are successful. Their marketing
campaigns are well-conceived and comprehensive. They commit!

Business people who scrimp on the quality of their materials give the impression
that their company is cheap and insubstantial. Small companies sometimes try to
“save money” by using only one marketing tool (such as a single ad or one press
release or just one newsletter a year).
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The result is predictable in an environment where more successful competitors are
making substantial investments to gain customer mind share. Only comprehensive
marketing campaigns have any chance of succeeding.

Organizing your creative endeavors with templates in this workbook will help you
gain and maintain focus, develop the most effective messages, reduce wasteful
expenditures and stick to your time line.

This workbook - along with the PR Workbook - was created by Eason
Communications LLC, a marketing communications agency which since 1989
served more than 100 companies in the U.S. and abroad. Many of the templates are
actual working tools we use to help clients plan and execute successful campaigns.
The workbooks can be used by corporate marketing executives to produce campaigns
in-house or may be used to direct the out-sourced activities of a marketing agency or
a PR or advertising firm.

The workbook is the distillation of decades of our team’s collective marketing
activities. Much of the material for the workbook is also drawn from the experiences
of Henry Eason, our managing partner, who before founding Eason
Communications LLC was director of media relations at the U.S. Chamber of
Commerce in Washington D.C., the world’s largest federation of businesses. He was
also senior editor of Nation’s Business and chief Washington correspondent of The
Atlanta Constitution.

(Public relations is covered in this workbook, but a much more extensive treat-
ment of this subject is contained in a separate workbook which can also be obtained
by visiting our Web site at www.easoncom.com )

Should you need additional help in planning or executing your campaign, please
contact us at 415-242-5244 or by emailing FEason Communications LLC’s managing
partner, Henry Eason, at info@easoncom.com
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Outlining the Campaign

Marketing campaign name:

Campaign objectives:
1.

2.
3.
4

Campaign manager:

Contact information:
Phones

Email

Fax

Address

Project management support:

Contact information: Phones
Email

Fax

Address

Creative team:
Writer(s)

Contact information: Phones
Email

Fax

Address

Designer(s):

Contact information: Phones
Email

Fax

Address

Vendors (non-agency):

(Name)

(Title)

(Phone)

(Email)

(Function)
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(Name) (Title)

(Phone) (Email)
(Function)
(Name) (Title)
(Phone) (Email)
(Function)
Project start date Target completion date
Marketing tools:

Resources

Resources

Resources

Resources

Resources
Overall Budget:
Meeting timeline

1st meeting (date/place)

Attendees

2nd meeting (date/place)|

Attendees

3rd meeting (date/place)
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Attendees

Benchmark due dates:

Research
Task

Resources

Message development
Task

Resources

Collateral creation
Task

Resources

Direct mail
Task

Resources

PR

Task

Resources

Trade show 1
Task

Resources
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Trade show 2
Task

Resources

Trade show 3
Task

Resources

Ad

Task

Resources

Ad

Task

Resources

Ad

Task

Resources

Ad

Task

Resources

Ad

Task

Resources

Online campaign
Task

Resources
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Additional efforts

Further campaign notes:
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Marketing Research

Why do people want your product or service?

Which market segments want it?

What do customers think about your product or service? Company?

Who are your competitors?

What is your product's or service’s position in the market?

What are your product's or service’s comparative benefits?

What is the best way to gain market intelligence from your current customers?

Surveys Telephone talks Face-to-face office meetings?
Casual/social meetings? Trade show/conference environment?
All of the above?
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Who in your company or your agency should be enlisted to help you gather
marketing research information?

Which trade and business magazines are most read by your prospective customers?

Which Web sites and online zines provide useful information about the relevance
of your product or service to prospective users?

From your research, what problems have you uncovered that must be taken into
account in developing your product or service message?

Also, from your research, what have you learned that will give you powerful, persua-
sive messages you can use to promote your product or service?
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Developing Messages & Branding

How will customers benefit the most from what you are selling?

What features of your product or service support your contention that your product will
benefit your customer?

What does your research tell you about what your customer wants?

And how does it square with the benefits message stated above?

Explain how you can reconcile any differences in the benefits you're selling
and what your customer says he wants?
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How will your product or service benefit your customer more than what your
competitors offer?

Why should your customer act quickly to buy your product or service?

Does your research indicate what sort of industry-specific language your customer
prefers?

Describe the primary benefit of your product or service in less than 20 words:

What is the most powerful visual image you can use to support your primary
benefit message?

What anecdotal stories or examples can you use to help your client visualize
how your product or service will be beneficial?
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Should your customer be concerned about using any competing type of
product or service other than your own? Explain.

What are your market segments, and how are you covering all of them with messages
that help them identify with your product or service benefits?

What statistical/quantifiable claims can you make that dramatize your products' or
services’ benefits?

What messages target your most profitable marketing segments?

Bottom line: how will all of your customer segments benefit from using your product
or service?

What kind of product/service branding is required?
Primary (core or umbrella brand of your company) Secondary (line-extender or
flanker of core brand) Tertiary
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Please explain

Please describe components of your brand’s identity, such as pricing, distribution,
quality, presence, awareness, reputation, image, benefits, positioning salience,
customer preference, market share and customer commitment.

What sort of brand positioning prompts to stimulate sales are appropriate - and
why? Quality positioning?

Value positioning (price competitiveness)?
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Feature-driven prompts?

Relational prompts (branding as expression of lifestyle)?

Problem/solution prompts?

Rivalry-based positioning

Benefit-driven positioning?

Co-branding opportunities?

Additional branding notes:
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Creating Persuasive Brochures

Type of brochure:

Purpose of your brochure?

Primary benefit messages/supporting features

Features that support benefit claims

Research sources:

Statistics that illustrate benefits/features

Target market(s):
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Design style (“look and feel,” colors, font preferences, etc.):

Collateral dimensions:

Photos, illustrations and other artwork supporting copy:

Resources (Who should be interviewed? Who should review project?)

Call-to-action:

Distribution plan (direct-mail lists, etc.):

Quantity:
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Planning Direct-Mail Campaigns

Campaign objective:

Mailer type:

Special instructions:

Target market segments:

List(s) to be used:

Quantity:

Coordination with other marketing campaigns:
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Resources (Who should be interviewed? Who should review project?)

Creative team:

Printer:

Mail house:

Project measurement method:

Timelines

Creative:

Lists acquisition:

List merge/purge
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Printing:

Postage deposit:

Delivery to mail house:

Delivery date to Post Office:
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