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The following 100 Marketing Weapons are more than just tips. They are results-oriented strategies that will bring success to your business if you use them promptly and carefully. We are pleased to present you with these weapons, so that you will become a winner in American enterprise!
1. A GOOD NAME: There are millions of good company names, and just as many bad ones! Be sure the name you select for your company describes what it is all about, yet is easy to pronounce and remember. Also, make sure the name is uniquely yours.
2. PROPER POSITIONING OF YOUR PRODUCT OR SERVICE: Target what you have to offer to a specific segment of the community in all your advertising. For example, if you offer items for young adults, avoid advertising in mediums that do not specifically target that age group as well.

3. COLOR: Associate a carefully selected color for your business. What you choose should not only be a pleasurable color to the eye but should reflect your type of business. As an example, Coca-Cola uses a bright red. The color implies a pleasurable experience to the drinker of the product, as well as it is instantly associated with Coke. The company never ever deviates from this color, as the public associates it with Coca-Cola almost every time!
4. IDENTITY: Establish a true image of what you do in all your marketing. This is a reflection of your company’s personality.

5. LOGO: This is a graphic representation of your company. Make it unique and bold so that the public will immediately associate your logo (like a trademark) with your company name without actually reading it.

6. THEME: This is a set of words that summarizes your company or its prime benefits. When you’ve selected this slogan, use it in all your advertising and keep it for a long time for best results.

7. PACKAGING: More than the box your product comes in, this also includes the good image your office projects and, of prime importance, you and your employees!

8. DÉCOR: Prospects will form opinions about your offering based on the décor of your establishment. It should reflect your identity/
9. SIZE: Often the size of your business influences people to buy or not to buy. Big or small are not necessarily good but each size has its advantage. Make the advantages of the size of your business clear to your prospects.

10. ATTIRE: While if you work from your home this is of little importance, people who see you face to face will often judge you and your associates on how they dress and groom themselves.
11. PRICING: Price is not always the prime determining factor of whether one will buy or not. When pricing your offering, do it based upon comparison of your competitor. If your quality is higher and you can prove it, price accordingly. If the quality is very similar, you may opt to price lower. If you offer a higher quality, you are entitled to charge as much as the market will bear. But be prepared to be price-competitive, if necessary.
12. BUSINESS CARDS: Make them more than a name, address and phone number. Print the benefits of doing business with you and turn your card into a mini-brochure.

13. STATIONARY: Since this is what crosses the desk of a customer you can’t see in person at the moment, make your stationary reflect your image by using a reasonably high quality bond (watermarked is fabulous) and coordinating envelope.
14. ORDER FORM/INVOICE: Make this more than just a business form by making it an opportunity to gain more business, solicit referrals, and reinforce the relationship between you and your customer.
15. INSIDE SIGNS: Use these to inexpensively spur impulse sales and act as silent salespeople…all to boost revenue.

16. OUTDOOR SIGNS: Whether they be near your place of business, far away, or on a moving vehicle good signage is extremely important because it directs people to your place of business. No signs…no sales!
17. BUSINESS HOURS: You’re in business for the convenience of others, not for yours, so make your hours longer than your those of your competitor, and make sure your customers know they can count on you when it’s convenient for them.
18. DAYS OF OPERATION : Again, the more days you are open the more days you are thus available to the public to do business with you. Don’t shut them out on Sundays. Even if it means being open half a day, it’s a lot better than being closed!
19. PHONE DISPOSITION: Treat callers as you would in person. Teach your employees that their phone manners can bring in business-or turn it away! Always smile when you are on the phone. Your listener can tell.
20. NEATNESS: Not only can neatness make your business run more efficiently, but customers who see a disorganized operation may be distrustful of doing business with you. Neatness, on the other hand, will elicit trust and security.

21. LOCATION: You can have the best store in the poorest location and fail. Whatever you do, make sure that the location of your business is extremely obvious and convenient for prospects to see and to enter your business.
22. WINDOW DISPLAYS: Make them attract the eyes of shoppers passing by. Attract them with your hottest, most unique items. For best results, change your displays frequently (we suggest once per week).
23. BUSINESS PLAN: This is like a map that is consulted regularly to be sure you are heading in the right direction. A good business plan has a marketing plan built into it. Have a professional prepare one with you or do it yourself the correct way. Using the plan can mean difference between failure and success.
24. ADVERTISING: Second to payroll, this could be the most expensive part of doing business. Never buy advertising without learning how to market properly. Properly placed, advertising can bring you all the business you can handle. Improperly placed, advertising can break you.
25. DISTRIBUTION: How can your offer be purchased? Make it available in as many ways as possible. Besides your store use mail order, in the stores of others, or by direct response advertising (phone calls). Develop as many avenues of distribution as possible.

26. SERVICE: Customers consider service, or the lack of it, to be one of the most important influences in their buying decision. Good service wins customers; bad service drives them away.

27. FOLLOW UP: Some think that marketing ends when they’ve made a sale, but the successful pros know that’s when marketing actually begins. Follow up is the key to loyal customers and continued sales revenue!
28. CUSTOMER SERVICE: Have a set plan in advance so that you’ll know what to do if a customer is dissatisfied. Have a clear, positive policy so that you can turn unhappy customers into satisfied, confident ones who will not hesitate to do business with you in the future.
29. COMMUNITY INVOLVEMENT: The closer you’re involved with your community, the higher you profits can be. Become popular and available to help others. This will take more time and legwork than money, yet bring you extra sales.
30. CROSS-PROMOTION: Look for opportunities to display your signs and circulars in other businesses. In return you’ll display theirs. This leads to lots of referral business and valuable merchant to merchant networking!

31. PUBLIC RELATIONS: This is publicity in the media (radio, TV or newspapers) based on something newsworthy about your business. “PR” is an essential marketing weapon, especially if it’s free!

32. PUBLICITY CONTACTS: Get to know people in the media so they will be easy to approach as “warm leads” when you need to obtain free, yet priceless, publicity.
33. REPRINTS OF ADS AND PUBLICITY: Gain extra mileage from these by making high-quality reprints of your ads and publicity as mail-outs and/or prominently display them in all your locations.

34. SPECIAL EVENTS: Staging unusual activities around your business is a goof way to attract free publicity. Have a contest and award a trophy. Throw a party for prospects.
35. TESTIMONIALS: These are free, easy to obtain, and very impressive to new prospects. Use them as signs or in your brochures, ads, or direct mailings. They really work!

36. SMILES: A bright, sincere smile is a part of marketing and makes your customer feel special. Employees should smile when communicating with customers in person or on the phone.
37. GREETINGS: The way you say “hello” and “goodbye” offers still another chance for you to single out each customer. Your warm greeting will be translated to precious word-of-mouth advertising. So greet warmly, using a smile, eye contact and, when possible, the person’s name.
38. CONTACT TIME WITH THE CUSTOMER: Every moment you’re with your customer is a marketing opportunity. Use it to intensify your relationship, sell other items, and to be of better service.

39. SALES TRAINING: The more training you do, the more profits you’ll earn. Be sure all salespeople know the key parts of the way you do business and reflect your pleasing personality.

40. SALES PRESENTATION: The best salespeople can use certain words and phrases. This indicates that the best sales presentations should be memorized and delivered with vigor!
41. SALES REPRESENTATIVES: Theses people will deliver your presentation. Whether they’re employees or independent reps, be sure they see your business the same way you do.

42. AUDIO-VIDEO AIDS: Give your salespeople and your place of business the benefit of visual aids. Points made to the eye and ear are 68 percent more effective than points made to the ear only.

43. AUDIO AND VIDEO TAPES: Use these to establish your expertise. They are electronic versions of brochures. Make copies of them in quantity and you’ll have extra-powerful sales aids on the cheap!

44. REFRESHMENTS: Little things such as fresh coffee and donuts in the morning can have a dramatic impact on sales. Also consider apples, candy, juices, wine and cheese. Of course, offer cold soda for those hot days. Customers will come to your store rather than to your competitor’s.
45. CREDIT CARDS: The easier you make it for people to buy, the more they’ll buy! It’s worth the small additional cost and light paperwork to accept many credit cards and gain many sales. Accepting credit cards will also greatly increase your sales over $20.00. That means a higher profit margin! Accept the most common cards, which are Mastercard, Visa, and American Express.

46. FINANCING: Many customers will want what you are selling but won’t have the money to buy it now. Letting them know they can pay later and on convenient terms can win sales otherwise lost. Contact various financing companies who can virtually eliminate your risk and work with you  to encourage big-ticket sales.

47. MEMBERSHIPS: Join local clubs and associations to become part of your community and to make friends. But Be sure you also join them to work hard and earn your new friendships. Don’t forget your place of worship.

48. TEAM SPONSORSHIPS: This is one more way to involve your business in the community and to meet potential customers. If you want them to buy what you are selling, show up for the games. After all, your company name may well be on the back of their uniforms, as moving billboards.

49. WORD OF MOUTH: You can control this by providing superb service, informative brochures, and steady mailings. If you establish a bond with your customers, you can also ask for referrals.

50. CIRCULARS: These are inexpensive, flexible, and easy to distribute on street corners, under windshield wipers, as bag stuffers, as signs, on counters, at homes, and more.

51. BROCHURES: These are more detailed and less time-bound than circulars. Their purpose is to provide overall information. They work well as a free offering in a small, inexpensive advertisement.

52. SAMPLES: If you have enough quality, handing out sample items is one of the most effective sales tools ever devised. The most knowledgeable companies in America use it.

53. CONSULTATIONS: They are like free samples and work well for service industries.

54. DEMONSTRATIONS: Demonstrations allow prospects to see (and sometimes feel) what it would be like to own what you sell. Demonstrations are what make TV an extra powerful marketing tool.

55. SEMINARS AND LECTURES: These forums not only allow you to establish yourself as an authority but also serve as a springboard to the sale of both products and services.

56. COLUMN IN A PUBLICATION: Many local and business publications will publish a column on your field of expertise. Don’t offer to do it for money; instead, ask only for mention (or ad) of your business name and phone.

57. BOOKS AND ARTICLES: Credibility is an obvious aid in marketing and these published pieces increase your credibility. Even self publishing your own book or report will establish credibility.

58. CONTESTS AND SWEEPSTAKES: These call attention to your business and obtain precious names for your customer mailing list. If possible, have entrants come to your place of business to enter. Check Federal and State laws for information on contests and sweepstakes. Lotteries may not be permissible.

59. PHONE-HOLD MARKETING: When all of your telephone lines are busy, have an answering device that puts your callers on hold and then plays music while imparting useful information about your company, products, or services.

60. MUSIC THEME: If you own rights to a piece of music, you can use it as your theme for your answering machine, radio spots, TV commercials, and audio or video cassettes. Listeners will soon identify the theme with your company. You may also “lease” professional commercial music via music and jingle companies. For quick information, contact the production department of your favorite local TV or radio station.

61. BOOTHS FOR MALL/STREETS: These inexpensive portable structures can give you an additional location in a hurry! They may also be used in many places that can be highly profitable.

62. ROADSIDE STANDS: Perhaps your product can be sold from your own roadside stand or from the stand of another vendor. These marketing tools should be considered if you sell products.

63. FARMERS AND FLEA MARKETS: You can increase your distribution while increasing your sales if you sell or have representatives sell your products at these regular large gatherings. Renting space is dirt-cheap!

64. ACCESS TO AD MATERIALS: If you sell products or services made by others, perhaps they have expensive advertising they’ll furnish you at no charge, to encourage you to maximize your sales promotion.

65. COOP FUNDS: Many manufacturers make advertising money available to you if you mention them in your ads. Billions of dollars are set aside each year by all sorts of companies, yet go unclaimed. Claim your stake!

66. RESEARCH STUDIES: The more you know, the better you can market. Your industry’s publications or reference librarian might be able to supply you with important data on your industry, market, and prospects (or, do your own research). What you learn may pleasantly surprise you and also boost your sales when you use that information.

67. CLASSIFIED ADS: These are widely used by small businesses. Consider using them in local or national newspapers and magazines. They are inexpensive to test, yet often very responsive!

68. NEWSPAPER DISPLAY ADS: These ads are the primary marketing medium of the small American business, but buy only “regional editions of the newspapers because most people will respond to an ad only when it is within about a 7-mile distance. No need to cover the state when you only have one location. You’ll save a lot of money that way, leaving more in your cash register!

69. MAGAZINE ADS: These lend to your credibility. Many important national magazines publish affordable regional editions. Consider both trade and consumer magazines. In other advertising, mention “as advertised in the Wall Street Journal,” for example. This is a powerful selling tool!

70. YELLOW PAGES ADS: These are very expensive, beyond your free one-line ad you receive for just having a business telephone, so purchase Yellow Pages ads only if your competitor does. Take out a similar-size ad. Remember, you are billed every month for advertising in the Yellow Pages and that becomes very expensive.

71. DIRECT-MARKETING COUPONS: Companies compile coupon cards into decks called “card decks”, then mail a group of related coupons for products and services to target groups. The mailing cost is shared by all advertising in the card deck. Many card deck companies will do your typesetting free of charge!

72. DIECT-MAIL POSTCARDS: Postcards are inexpensive yet valuable weapons in the quest to break through the marketing clutter, cut costs, and keep up steady communications with customers. Consider that upon receiving your postcard in the mail, there’s no worry about an envelope the prospect may not open. In fact, there’s almost no way your open message on a postcard can be missed!

73. DIRECT-MAIL LETTERS: After enough testing, you’ll be able to know which letter will produce the best results from a specified audience. For best results, the envelope it’s in should not be shared by someone else’s ad or letter.
74. CATALOG: When you have a thousand or more names on your mailing list, consider a full-color catalog. If you don’t have enough names, consider a two-color catalog. Even full-color catalogs become very inexpensive when you print them in higher quantities.
75. NEWSLETTER: These serve as a regular mailing tool to establish your expertise, serve as an efficient marketing medium, and can even be a profit center of their own. Offer your customers a “free subscription to your monthly newsletter” for their name and address. Refresh your mailing list every few months.
76. INSERTS: Inserts are 4 to 8-page brochures that are inserted into the daily or weekly paper or mailed in a coop with others. They are an effective form of direct marketing because they enable you to reach every family in a particular Zip Code area. Confine your Zip Code mailing to about a 7-mile radius of your location(s).

77. TRADE SHOW DISPLAY: Some businesses gain all of the sales they want by means of a professional display at trade shows around the country. Displays that are manned by you or your representatives bring extra sales, because of personal one-on-one handshaking and the festive atmosphere.
78. MERCHANDISE DISPLAYS: Large or small displays of your offerings, and their benefits in all of the stores they are sold in, often make the difference between gaining or losing distribution and sales.

79. BILLBOARDS: This age-old sales medium is seen by large numbers of motorists and do a good job of telling or reminding people of you. For best success, select great locations, short copy, and billboards lighted after dark for 24-hour visibility.

80. BALLOONS, BLIMPS, AND SEARCHLIGHTS: You’ve got to find ways to make yourself “stick out” from your competition. These are among the ways. They also boost foot traffic for a special sale or special event you are holding.

81. ADVERTISING SPECIALTIES: These are all kinds of gifts that can be imprinted with your name, reminding customers of you and nudging them to buy from you. Calendars and scratch pads are some of the most common ad specialties.

82. POSTERS: These may be blowups of your ads, brochures, or anything you like. They lend color, pizzazz, and visibility to your identity. Display them in stores, airports, offices and elsewhere.

83. BUS AND WIND SHELTERS: You can put your posters into these practical shelters that protect people from the weather and market your offering with art, copy and verve.

84. TELEMARKETING AND SCRIPTS: These scripts are used by people marketing sales phone calls for you.
85. “TAKE ON” BOXES: Place one of these in any location frequented by your prospects, fill it with your brochures, and watch how many people read what you have to say. It’s high impact at low cost!

86. RADIO COMMERCIALS: These can bring you instant sales! They are usually thirty to sixty seconds long.

87. TELEVISION COMMERCIALS: The most powerful marketing device in history lets you sell your product or service with words, pictures and music. The commercial shows the product or service in use and demonstrates its benefits.

88. GIFT CERTIFICATES: If your offering can be given as a gift, these sales builders should be given serious thought.

89. GIFT BASKETS: People enjoy purchasing entire packages or sets of items. If you can imaginatively put one together, you can improve your overall sales without increasing your marketing cost.

90. HUMAN BONDS: These are relationships that transcend that of mere buyer and seller. They are ties of humanity that create customer loyalty and even business reputations.

91. COMPETITIVENESS: This refers to your willingness to devote time and energy utilizing as many of these marketing weapons as are possible sensibly, reasonably, and affordably.

92. CONVENIENCE: Make it easy to buy what you are selling. Be easy to find, call and order from, and pay. Do all you can to make it simple for customers to do business with you.

93. SPEED: People resent slow service. They appreciate speed in handling their order or exchange or special request.

94. REPUTATION: This, more than any other single component, will turn prospects into customers. A bad reputation will kill you!

95. BRAND NAME AWARENESS: With the phenomenal number of new business startups, those businesses that have build an awareness of their brand name have the best chance of success---now and in the future.

96. CREDIBILITY: If  you have credibility people will believe in your product, your values, and everything you say about yourself in your marketing. Do anything to earn it!

97. ENTHUSIASM: This contagious marketing weapon gets passed on by you to your employees, from them to customers, and from customers to more customers. It’s a healthy virus!

98. CUSTOMER MAILING LIST: Keep it from the day you go into business or start today! The longer your list, the higher your profits. This list is priceless because of repeat patronage and referral business.

99. SATISFIED CUSTOMERS: Your most powerful marketing ally is a customer who likes your quality and value. These people will single handedly create your word of mouth campaign!

100. MARKETING SAVVY: Marketing savvy means action. Take powerful action by launching a guerrilla 

         marketing campaign.  
