INDEX

101 Dalmatians 165-6
80:20 principle 158, 164, 174

A

A/B split 127
action 4, 6, 38, 39, 224, 225-51, 252
active attention 153, 181
ad seekers 32
adaptation 141, 155
advertising
off-the-page 52
press 16, 133, 252
television 15, 100, 128, 155, 172, 252
trade 98, 237-8
AIDA 4-7, 11, 25, 38, 114, 155-6, 160, 190,
228
origins of 253-60
Amazon 24, 61, 249
American Dental Association 206
analogies 217
Andrex 165-6, 245
Ariel 180, 197
Arnold Clark 173
association 95
attention 4, 6, 16, 35, 72, 78, 113-56, 161,
168, 221, 252
active 153, 181
profitable 115, 128, 129, 141, 160
random 128, 141, 156
relevant 145-6
authority 206-10, 224

B

Bacardi 139

bar, local 49-50

Barnard, F R 144

BBC Radio Five Live 61-2

Beck’s 239

Beckham, David 209

Ben Sherman 221

benefits 22, 78, 113-56, 172, 190, 201,
202-3, 206, 217, 221-3, 224, 247

Biarritz 42-4

Big Issue, The 115-16, 179, 226

Bird, Drayton 72, 130, 181, 202-3

Birds 56

Black Magic 176

blocked-fixture display 114

Blue-Chip Marketing Consultancy 7, 12,
36-8, 49, 116, 144, 157, 204

Bly, Robert W 183

Bob the Painter 170-71, 174

body copy 96, 120, 145, 202, 205

BOGOFs 71

bolt-on offers 165, 168, 169

bound-in coupons 52

Bounty 177

Bournville Selection 42

brainstorming 95

brand awareness 170, 172

British Airways 3, 137, 158

Bryson, Bill 82

Burton 165



DOES YOUR MARKETING SELL?

C

Cadbury Schweppes 2, 42-4, 113, 171, 174
Caledonian Brewery 63-4
Cancer Research UK 25-7, 28-9, 67
Caples, John 1, 108, 124-5, 142, 145, 149
cardinal utility principle 239
Carlsberg-Tetley 62
carrots
action 243-5
promotional 71-2, 169
Carson, Frank 152
case
lower 105
upper 105
Castrol GTX 154
Cather, Bill 133, 136
celebrity 130, 138-9, 209-10
center, dominant focal 131, 138
Centre Circle 185-6, 188
chip-box 204-5
Cif/Jif 83
Clarke-Hooper 2-3, 9
clichés 90, 93-5, 97, 124, 142
closing 225-6, 245
cognitive
consistency 191-2
dissonance 227-8, 239, 245
miser 149
resources 164
Colgate 206
color 130, 132, 181
conditioning 130, 139-41, 215-16
Connor, Ted 113-14
consistency, cognitive 191-2
consolidation 194
contact 232
content 152, 181, 187-8, 190, 203
contrast 130, 132, 134
convenience 36-72, 141, 151-2, 156, 252
conversation 73-110, 252

copy
body 96, 120, 145, 202, 205

272

long 119, 202-3
cost-effectiveness of coupons 237-8
countlines 113
coupons 237-8

bound-in 52

cost-effectiveness of 237-8

misredemption of 237-8

reply 52-6

tip-on 52
crazytivity 18, 22
Crest 206
Crompton, Alastair 210
Crunchie 113
curiosity 141, 145, 147-9
customer relationship management (CRM)

175
customer retention 157-8, 159
customer

not telling what to think about 20

telling what to think about 23
customer-service programs 49-50

D

de Bono, Edward 18, 22, 88, 95

deadlines 245-8, 251

Decker, Charles 132, 197

deduping 158, 160

demonstration 194-5, 225

demotic language 81, 110

designeritis 90, 104-5, 107

desire 4, 6, 16, 138, 145, 189-224, 228,
232, 252

desired customer reaction (DCR) 25-7, 35

detail 190-91

Deuchars IPA 63-4

direct mail 16, 66-72, 106, 128, 180, 184,
238, 247-8, 250, 252

direct marketing 5, 13, 66-72, 127, 130,
158, 162, 168-9, 181, 182, 190, 201,
205-6, 210, 238, 239, 246, 250

Direct Wines 203



INDEX

directionality 130, 133, 135-6 flow, go with the 61, 70-71, 72
direct-response ads 16, 51-6, 117, 210 Fog Index 103-4, 192, 202
Disney 92, 165-6 foot in the door 233, 251
dissonance form 152, 181, 187-8, 190, 203
cognitive 227-8, 239, 245 format 16, 66-70, 169
post-purchase 227-31, 233, 236, 245, Fraser, S C 233
247 Freedman, J L 233

distress purchases 169-72, 188
Doc Martens 221

G

Garmin 145-6

E General Motors 49
ease 16, 36-72, 112, 129, 156, 168, 205, Giggs, Ryan 166-8

228, 252 glance, at a 21, 22, 28
Edinburgh Zoo 91-2 Glemnorangie 210
elaboration 195 Glenfiddich 210
elephant.co.uk 51-2, 118 go with the flow 61, 70-71, 72
emails 183-4 Godin, Seth 60
emotions 210, 212, 216, 219, 221, 224 Golden Section or Mean 131, 138
empathy 2 Goldwyn, Sam 93
Engel, James F 108, 128, 149, 160, 237 Google 117
envelopes 66, 180-81, 182, 201, 228 GQ 168
Epson 143, 236-7 grammar 82-3, 90, 110
Esso 154 granny test 78-9
experimentation 193-5, 224 guardian salesman 6-7, 87, 127
exploded-diagram technique 22 gutter 54

F H

F&C 54-5 Haagen-Dazs 141, 216
facts 189-224 habitual shopping 116
hard 190, 219 Hahn, Fred E 68
soft 190, 219, 221 hard facts 190, 219
Fairy Liquid 221 Harley Medical Group 121
fast-moving consumer goods (fmcg) 164-5,  Harris, Rolf 144
238 headlines 22, 85, 96, 120-21, 124-5, 129,
faxback 36-8, 39, 65, 70, 78, 127 142, 143, 145, 147, 156, 169, 181, 201,
Financial Tactics 32-3 205-6, 217, 219, 221-3
first mental image 153 Heinz Tomato Ketchup 176
first-time customers 33-4, 176-80, 188, 249  homophilous people 210
Flake 113 Hoover 169

273



DOES YOUR MARKETING SELL?

Hopkins, Claude 2, 71, 108, 126, 164, 185,

197
hype 91-3
hyperbole 90, 91-3, 95, 97, 142, 183
hyphens 85

I

I can’t believe it’s not butter 109
IBM 236
images
imitation 194-5
impact 4
right-facing 135
single 131
Imperial Leather 44
In Focus 56-60, 198
Independent Research Services 211
Independent, The 214
innovation—-decision process 199
instant win 242
Institute of Direct Marketing 152
intellect 210, 219
intensity 130, 132
interest 4, 6, 16, 116, 157-88, 205, 228,
249, 252
groups 164-9, 171, 188
latent 162-3
Iowa, farmer in 78
irrelevant similes 216-18, 224
isolation 130, 131, 136-8

J

Jack Daniel’s
Jacob’s Creek 203
jargon 81

JJB Sports 166-7
John Smith’s 209
Johnson box 106

Johnson, Samuel 84

274

Jones Bootmaker 140
just looking 161-2, 163, 231, 236, 250

K

Kay, Peter 209
Kellogg 46
Kenwood 147-8
key question
action 251
attention 156
desire 224
ease 72
interest 188
navigation 35
wording 110
Kimberly-Clark 2, 113-14
kitchen sink brief 27
Kleenex 3, 45, 96, 169, 196
knowledge 199, 232, 252
Kotler, Philip 199

L
language
demotic 81, 110
sensory 141, 152-5, 156, 219
speak that of your customers 73
latent interest 162-3
Latin words 80
learning 193-5
Leica 197, 208-9
Leicester Co-op 177-8
Lever 83, 121
Leverhulme, Lord 1
Lewis, Herschell Gordon 81, 99
listening 77-8, 84, 110
Lloyds TSB 2
location 113-56
ten ways to improve 129-39
lower case 105



Lurpak 221, 223

M

Mé&G Financial Services 119
magic margin 161-2
mailback 36-8, 70, 127
Marie Claire 221
marketing engineering 45
marketing proposition 169
matching 73-4, 110
McDonald’s 97
“me do it” 193
mechanic, promotional 39-41, 234, 242
memory gaps 175-6
Mercedes-Benz 235
merchandising 114
merging and purging 158
messages
one-sided 214
personalizing 75-7, 110
two-sided 214
metaphors 153-5
metaprogram 133
MG Rover 230, 239-40, 243
Milk Tray 42, 171, 175-6
Miller Genuine Draft 24
Miller Lite 214
Miller, George A 104
Mingles 40
Mirror, The 18
misredemption of coupons 237-8
Mitsubishi 207
mobile phones, as promotional entry
device 61-5
mobile technology 250-51
Money Observer 159
money-back guarantee 39-41
mopping up 247-8, 251
Morgan’s Spiced 49
Mortgage Advice Network 33-4
motor dealers 172-3, 233, 235

INDEX

movement 130, 136
moving away 136
moving toward 133, 136
Mr A 76-7, 110

N

National Lottery 47-9, 196
navigation 8, 9-35, 38, 112, 124, 126, 129,
143, 145, 147, 156, 168, 181, 183, 184,
188, 205, 221, 228, 252
implied 30-31
leading design 28-30, 35, 52
of forearmed customer 30-31
point 27-8, 35
needs 160, 161
negative-reinforcement products 108-9
negatives 108-9
NEW AIDA approach 7-8, 13, 111-2,
155-6, 160, 215, 228, 237, 252
New Labour 215
Newcastle Brown Ale 3, 46
news 141, 149-51, 156, 184-8
News of the World 120
newsletters 184-8
Next 180
Nicotinell 109
Nike 139, 219-21
Nikon UK 23
NLP 73, 133, 135, 212
“no” reflex 225, 227-8, 233, 237
Norfolk Ornithologists” Association 187
novelty 130, 138

O

Oddie, Bill 208-9

offers
bolt-on 165, 168, 169
on-pack 45-6, 62-5, 206
real 239-41, 242-3, 245, 251

275



DOES YOUR MARKETING SELL?

off-the-page advertising 52

Ogilvy, David 2, 72, 78-9, 108, 109, 120,
147, 149, 190, 202, 217, 247

Ogilvy, Francis 22

one-sided messages 214

on-pack offers 45-6, 62-5, 206

Opticron 56-60

OVD Rum 96

P

packaging 44-6

Pavlov’s dogs 215

pens, free with mailings 67

perception 2

permission 228, 231, 243-4, 252

personalizing your messages 75-7, 110

persuadability 112, 161, 163-4, 252

pictures 87-8, 141, 144-6, 147, 156, 219,
221,224

Pinker, Steven 82, 108, 144

platitudes 90, 95-8, 122-3, 142, 182, 212

playing to the world 74-5, 162, 164, 172,
180, 188

plays on words 90, 97-100

plumbers 170, 172, 174-5

Pope, Alexander 83

positioning 192, 214, 215

positive rewards 108

Postoptics 246

post-purchase dissonance 227-31, 233,
236, 245, 247

Precision Marketing 248

press advertising 16, 133, 252

pressure selling 115-16, 162

price cutting 164

Pringles 97

Procter & Gamble (P&G) 17, 44, 100, 132,
150, 197

profitable attention 115, 128, 129, 141, 160
seven ways to stimulate 141

promotion, sales 132, 164-5

276

promotional mechanic 234, 242
proposition 127, 169, 181
Pro-Sport 96

R

racing tips, online service 8, 69-70

Radio Five Live, BBC 61-2

random attention 128, 141, 156

random input technique 95

Reader’s Digest 72

reading age of supermarket shoppers 78-9

real offers 239-41, 242-3, 245, 251

Reebok 3, 166-8, 233, 234

rehearsal 195

relevant attention 145-6

reply card, tear-off 9-11, 14-15, 38, 69

reply device 68-70, 72

reply, making easy 45-6

retention of customers 157-8, 159

riddles 90, 100-102, 147

Ries, Al 192, 214

right-facing images 135

Rob Roy 202

Roper Starch Worldwide 128

Roses 42

Royal & SunAlliance 3, 185-6, 188,
212-14

Royal National Institute for the Blind
(RNIB) 100, 102

Royal Society for the Protection of Birds
(RSPB) 30-31, 56

Russell, Bertrand 144

Rusty Jones 153

Ryvita 154-5

S

Safeway 70-71, 243

Sainsbury’s 70-71, 113, 243
sales environment 114, 118, 232
sales promotion 132, 164-5

sales promotion mechanics 39-41



sales spell 226-7
salesmanship 1-8, 13, 17, 22, 25, 27, 111,

155-6, 210, 228, 252
sampling 47, 196-7, 233, 245
sans-serif typefaces 105
Saxon words 80, 103
Scotsman, The 134
Scott, Sir Walter 202
Scottish & Newcastle 83
Scottish National Party 191
Scottish Widows 12
ScottishPower 9-11, 14
selective targeting 164
self-image 219, 221
self-interest 124-5, 142, 149
self-perception theory 233
sensory language 141, 152-5, 156, 219
sensual shopper 196
sentiment 236-7
serendipity 128-9, 252
serif typefaces 105, 106
Seriously Strong Cheddar 141
seven top tips

action 251

attention 156

desire 224

ease 72

interest 188

navigation 35

wording 110
seven wordly sins 90-105
sex appeal 139-41
shopping around 228-31, 251
showmanship 1, 17, 22, 65, 88, 92, 155-6,

210, 252
sight, poor 86-7
similes, irrelevant 216-18, 224
size 130
Sloggi 221-2
Smith, George 70, 132, 182
soft facts 190, 219, 221
Sony 139
spam 183-4

INDEX

split-test mailing 181-2, 205
Stapleton, John 111
Starch Readership Service 120, 127,
129-39, 203
steps you can take
action 228-51
attention 129-56
desire 199-224
ease 66-72
interest 164-88
navigation 25-34
wording 90-109
stickiness 129
storytelling 17, 100, 102
straplines 95-6
Strong, E K 4, 124, 253-5
structural style of writing 103
Stuff 18, 21, 22, 142, 147
subheads 201-2
subway 118
Sun, The 17, 60, 200-201
Sunsilk 121
Surf 40-41
S-W-E-A-R 7

systematic questioning 194

T

tabloid newspapers 17-18, 97, 100, 103,
199-202

Taper, Bernard 93

targeting 180
selective 164

tear-off reply card 9-11, 14-15, 38, 69

tear-strips 42-4

television advertising 15, 100, 128, 155,
172, 252

Terry’s 133

Tesco 70-71, 243

testimonials 210, 211

testing 37, 125, 156, 224, 241

text ‘'n” win 63-4

277



DOES YOUR MARKETING SELL?

think “one customer” 75-7
think tabloid 17-18, 68
Thixo-Tex 153
three-layered delivery 199-202
Tide 150
TIME 131, 138
tip-on coupons 52
tipping point 39, 65, 68, 72, 226-7, 232,
233
touch 196, 232
Toyota 210
tracking 54
trade advertising 98, 237-8
trade press 16, 74-5, 88, 122, 181
traffic-building mailings 70-71
training cycle 193-4
Trask, R L 82
Trout, Jack 192, 214
try-me-free 39-41, 65
Twining's 44
Twirl 113
two-second test of understanding 12, 35
two-sided messages 214
type size 48, 86-7
typefaces
sans-serif 105
serif 105, 106
typographical tips 105-6

U

Underhill, Paco 65, 87, 114, 196, 232

understanding 9-35, 252
two-second test of 12, 35

uniform resource locator (url) 117-18

Unilever 115

unplanned purchases 113

upper case 105

278

\'%

Velvet 181, 244-5
visual cues 87-8, 133
visual humor 89

W

Walkers Crisps 242
Warburtons 14-15, 44, 69, 193, 238
Watson, John 66, 161-2, 168-9, 202, 247
websites 22, 24, 60-61, 116-18, 184, 188,
249-50, 252
Which? 13-14
White, Derrick 226
Who’s Mailing What 183
Wilde, Oscar 104
Williams, Roy Hollister 152-3, 210, 212
wording 73-110, 112, 156, 168, 252
words
choice of 79-84
Latin 80
plays on 90, 97-100
Saxon 80, 103
world, playing to the 74-5, 162, 164, 172,
180, 188
write what you would say 83-4, 90, 110

X

Xbox 143, 237

Y

Yellow Pages 16, 32-3, 132, 151, 174-5
yes 225-51

York Fruits 133

you and we 78, 90, 151, 202



