MARKETING; Yes You Can.
	Event Planning:

The Venue

Contact venues regarding price 4 to 5 months prior to event and check the following:

· If there are keynote speakers, what kind of sound system will be needed?

· Will a projector be required?

· Will a podium and microphone be required?

· Will internet access be required?

· How many power points will be required?

· How many will the room hold seated?

· Will there be finger food?

· What menus are available?

· Will there be tea, coffee or wine for guests?

· What is the price per head?

· Can you mix and match menus? 

· If accommodation is required, what deal can the hotel provide?

· Is there sufficient parking?

Speakers
· Make a list of desired keynote speakers.

· What topic do you require them to cover?

· How long do you want their speech to be?

· Do the speakers charge a fee?

· Will they require overnight accommodation, expenses?

· Do they require airport pick – up?

· Do they require internet access, and, or a projector?

· How many power points will they require?

· Will they have any representatives with them? 

· Ask for a copy of all the keynote speakers’ speeches.

· Send each keynote speaker a copy of the event programme and timetable.

Invites

· Is it invitation only?  

· Is it open to the public?  

· Send out invitations with an RSVP date.

· Have a database to record RSVP list. 

Attendance – there must be an easy way for people to confirm their attendance by invitation.  




	Direct Mail:

The letter

· Use ‘you’ much more than we.

· Keep paragraphs short.

· Ensure the message matches the needs of the target audience.

· Get to the point.

· Be clear and concise.

· Use friendly and conversational language.

· Sell benefits not features. 

· Keep it personal and conversational.

· Send the letter to the ‘decision maker’.

· Always send the letter in a white envelope.

· Ensure follow up phone calls are carried out.
Campaign Diary

                Day 1: send out ten letters.
                Day 4: contact all recipients.

                Day 7: re-contact those who could not be contacted.

                Day 10: have all enquiries dealt with and update database.

                Day 11: send out next ten letters.

                Day 14: repeat diary from Day 4.

	Unique Selling Point:

What is that one thing that sets you apart from your competitors?

Write down some elements that differentiate your business!

Choose the most important element of uniqueness, and formulate a USP statement that you can communicate at every opportunity. Remember to expose your customers to your USP in all advertising material!


	Basic sample of a Twelve-Month Forecast:

Provide a visual overview of your businesses key marketing dates throughout the year.

EXAMPLE:

January

February

March

April …

Web Dev

Market Research

Sales Promos

Newspaper Ads

Design Projects

Ad Campaign 1

Ad Campaign 2




	Guidelines for preparing your press releases:

	Heading
	· Get to the point of the message you are trying to get across.

· Write a catchy headline.

· Use a sub heading to flesh out your point.

	Wording
	· Do not exaggerate. 

· Avoid flowery language, buzzwords or clichés.

· Keep it simple with just the facts.

	Writing Structure
	· Use the ‘inverted pyramid’.  Show the most important information first, and follow with the less important information. 

· In the first paragraph answer the questions; what? when? where? why? and how?

	Length
	· Should be just one A4 page long.

· Keep sentences short. 

· Keep paragraphs short.

	Contact Information
	· Include contact information at the end of the page.

· Include website addresses, e-mails and fax numbers.


	Your website:
Do’s.

· Keep it simple.






· Ensure font size is readable.

· Look at the size of your website. A recommended size is 800*600 pixels.

· Limit file size.

· Ensure each page can navigate to the ‘Home Page’.

· Ensure text exists throughout the site.‘ Google’ can only read text.

· Keep it up to date.

· Include website details on all other marketing material. 

· Use contrasting colours.

Don’ts.

· Use pop – ups.

· Have a screen page.

· Have an image background.

· Have borders – makes bookmarking difficult.


	Design Briefs :

Checklist for your designer

· Your company profile  

· What does your company do?

· How long you’ve been in operation?

· How many people do you employ?

· Where do you fit in your industry sector?

· Where your market is?

· Existing Customer Profile

· Who are your main customers?

· Where your main customers or clients are based?

· Intended target audience

· Give a rough demographic profile?

· Why you want to tap into a new market?

· Available budget

· How much have you to spend?

· Ask what can be achieved for the budget allocated?

· Project Time Scale

· Let the designer know if a specific deadline has to be met?

· Design Samples

· Bring examples of designs you like?

· Give the designer existing marketing material? 

· Post Design Requirements

· Do you require copies?

· Do you need it sent on to others?



	Questionnaires:

Checklist for writing your questionnaire
· Write a short questionnaire.
· Use simple words.
· Put your questions in a logic order – Begin with general questions and finish with specific questions.
· Don't write leading questions.
· Avoid double negatives. 
· When the question requires respondents to rate a product or service, make sure that there is room for both extremes, for e.g. 1. Fair, 2. Good, 3. Very Good, 4. Excellent.
· Don't make the list of choices too long. 
· Avoid difficult memory questions. 
· Use closed-ended questions rather than open-ended questions. Open questions with ‘where’, ‘how many’, ‘do you’, ‘when’ and ‘what’ as opposed to why.
· Pre-test your questionnaire on a friend.

	The Message: Remember! Always stay with your message.

Review the following 

What is your positioning statement? What is your Unique Selling Point?

What are your (value propositions) key benefits? 

Your target market! What do they want from your product? What mediums are you using to communicate your messages?

Does your message match your product? 
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To: Brigid
Subject: Logo

Hi Brigid,
The logo can be extracted from this file.
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