Tools of the

BY REBECCA HART

ou're not alone if you're unclear

about the differences between

marketing, advertising and pub-
lic relations.

There are entire bodies of knowl-
edge for each of these strategies, and the
clear-cut distinctions are disappearing
as different awareness-building efforts
become more and more integrated.

Here are some basic guidelines.

If the end result is to match goods or
services to a customer need (a markee-
ing function), advertising and public
relations become tools for the market-
ing function. However, if the desired
ohjective is to advance the entire
organization (a public relations fune-
tion), marketing and advertising
hecome public relations tools.

There is an old joke that highlights
the differences between the three.
Imagine you see a person you would
like to get to know, Advertsing is when
you go up to the person and confidenty
talk about how fantastic you are, how
you are the greatest person on earth
and perfectly equipped to make every
dream come tue. Marketing is when
you strike up a conversation and, during
the conversation, you explain how he
or she needs a friend and you are the
right person for the job. The result of
public relations 1s when he or she
comes up to you and says admiringly,
“T've heard how wonderful you are and
I'd really like to get to know you.”

Working as part of an overall
effort enhances each funcoon, but
here’ a quick overview of the differ-
ences and where each falls in the
awareness-huilding spectrum.

Marketing

Ask five people to define marketing,
and you'll get at least 10 different
re-spnnses.

trade

Using advertising, marketing and public relations to achieve results

i Marketing is different from direct
i mail, infomercials, business cards,

telephone solicitations, signs or han-
ners, classified advertising and promao-
tional items. If you combine all these,

: you'll begin to scratch the surface

about marketing.

Jay Levinson, author of “Guerrilla
Marketing,” says to “see marketing as
a circle that starts with your idea for
renerating revenue and completes
itself when you have the blessed
patronage of repeat and referral busi-
ness,” His books are filled with real-life
examples of people using “puerrilla
tactics” to build their business,

The five basic components of mar-
keting are product/service attributes,
marketing communicatons (this is
where advertising, sales promotion

Marketing matches products and/or services
to consumer need; advertising creates and places
paid media messages; and public relations builds
mutually beneficial associations with the public.

and public relations can support the
marketing effort), market research, cus-
tomer service and sales management,

Marketing looks toward the future
to determine which products or serv-
ices should be agpressively promoted,
which should be maintained and which
should be abandoned. Tt also helps
businesses decide whether or not to
acquire or sell and establishes priorities
for new product development.

In this process, research is critical
and you should analyze market share,

i segmentation, product line extensions,

pricing, distribution and cost efficiency.
You should also spend tme investgat-

ing your market for size, growth, com-
petition, captive customers and the

{opportunity to segment,

i Advertising

i Adverdsing is the best tool to use if

i you need to control message delivery,
i if your message is sales-oriented or if

i and your business and sometimes

f are the size, placement and creative

i message. Larger ads generally have

¢ more impact because they dominare
i the eye and have more room for per-

¢ your product or service is — tell them

i your target audience,” says Kristin
i cations, a full-service marketing com-

providers, a business-oriented news-
i paper or magazine would be an ideal
i choice, and direct mail can also be

: cffective if you can tightly describe

i your target market and can find a

you need quick results. Basically, if
you have a large enough budgert,
vou can buy the time or space to say
whatever you want about yourself

even about your competition.
When designing an ad, remember
that the most important elements

suasive text and graphics. You also
want to consider ad placement,
Requesting placement near editorial
rather than opposite another ad also
will make your ad stand out on the
page. Smaller ads can have significant
impact if they are developed and
placed effectively.

Your ad copy must be credible and
persuasive, and it should prominently
feature a “call to action.” You want to
talk benefits, not features, in your ad
copy. Don't tell your prospects how fast

how the speed will benefit them.
“The key to selecting the right

media for your company is to match

the qualities of cach medium with

Perry, president of Spark! Communi-

munications agency. “For telecom

mailing list that closely matches your
customer profile.”
Remember thar even at its most
effective, advertising can only induce
eaatireried on perge 106
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