
I’ve spent some time in this
young column talking about
the snowballing effect of a

cohesive branding effort. One that
starts with a clear objective, keeps
everyone on the same page, and
moves the company toward a well
defined identity and a successful
“place” in its product category.

It’s the best way to go. But, I can
talk all day about the benefits you’ll
enjoy from the money your compa-

ny invests in such an effort and it
won’t make one iota of difference if
your wondering what’s going to
happen in the coming months and
your sales reflect the general mar-
ket slowdown. The better question
right now might center on how to
wring every bit of the effectiveness
out of every dollar you spend, and a
“package” from a full blown agency
may not be in the cards. Well, there
may be a way to actually improve

your effort without signing on the
dotted line. You see, market turn-
downs affect everyone – including
advertising agencies. Media sched-
ules, production of new ads, web
updates, new product roll-outs…all
the things that normally keep agen-
cies very busy are slowed slightly in
a tightening economy as clients
work to sustain their branding
effort with smaller than normal
increases in budget. 

For agencies it means extra
time, time to work on a project or
two. Like an ad for you. Rates don’t
actually go down, but time is avail-
able to ramp up a new project and
provide a nice, “meaty”, well pro-
duced ad, catalog or web site that
would normally require a contract
with the agency. It’s cherry picking
time. A time when you can harvest
the best the pros have to offer and
not worry about an annual con-
tract.

The next logical question is why
in the world would you spend more
money on producing an ad now
than you did last month or last year.
Isn’t this the best time to have that
friend of your daughter’s down at
the Junior College do an ad for $100
so you can save a little money?

I shouldn’t answer a question
with a question, but think about
this. If you made plans to attend six
consumer or trade shows for 2008,
would you show up with a card
table, a box full of product and a
handwritten sign taped to the back-
drop? In effect, that’s exactly what
you do when you settle for anything
less than a professionally executed
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marketing piece. Your mother told
you how important a first impres-
sion was and yet every day, manu-
facturers across the nation pay big
money to run a cardboard table full
of products in their ads.

Think about it this way. If you
jazzed up that booth and worked all
those shows looking as good as you
could you MIGHT expose your
company and product to, say,
20,000 people a year. You could talk
to these people and they would
have an excellent understanding of
your product and how it worked.
Your shirt would match your booth
theme, your hair would be combed
and you’d do your best to make a
favorable impression. You could
CONTROL their perception of your
company in a face-to-face
encounter and life would be good. 

Now let’s look at your ad. If it
runs in three or four of the top
bowhunting publications, with
pass-along readership and audited
circulation, you might reach half a
million people. You don’t have the
benefit of answering questions or
making sure your socks match to
give the right impression. This is
your one BIG CHANCE, and you’ve
tried to save a little money. Sounds
kind of shortsighted doesn’t it?

Here is the bottom line. You
cannot reach enough people per-
sonally in a year to keep your com-
pany afloat. The VAST MAJORITY of
your customers draw ALL of their
conclusions about your company,
your product and you from your
advertising, catalog, press releases
and web site. It doesn’t matter how
nice your offices are or how many
friends you have in the industry,
most of your potential customers
form their opinion of your brand
ONLY from the material you circu-
late in the market. Bet on it. Count
on it. Budget for it!

Having an agency do project
work can save money and at the
same time give you a clear, hard-
hitting, attention grabbing ad that
makes your company look as good
as the biggest players in the game.
And, right now, it makes good eco-
nomic sense to make sure your ads
are working harder than they ever

have. Most agencies can produce a
well conceived ad for much less
than the cost of a single full page
insertion in the better magazines.
So you give up ONE insertion and
roll out a campaign that shines with
the kind of image you WANT to
leave with your customers. ONE
INSERTION!

Tell the agency up front that it
is “project work” and then spend
your time helping them understand
your brand and what you want to
accomplish. Then, let them go.
After all, if you can get some fresh
thinking thrown into the deal by
people who do it for a living, go for
it. Don’t give them headlines or
concepts. Instead, give them a gen-
eral idea of what you have in mind
and let them go about the business
of solving the problem in a new and
exciting way.

The end result is that you start
“looking” like a million bucks in a
slow economy, which instills con-
sumer confidence and helps build
the brand even through hard times.
As things improve you can bring
the agency in on more projects and

before you know it, as things
improve, you emerge with a good
agency relationship and a much
brighter future than your competi-
tors who tried to save a few dollars.

The same holds true for cata-
logs, web sites, booth design, pack-
aging and a myriad of other mar-
keting tasks. Cherry pick while the
time is right. Later, when things are
better, a full service contract is a
great idea, but for now, a little
research and a few phone calls can
pay big dividends.

Editor’s Note: Jim Ising has been
involved in marketing and advertis-
ing hunting products for over 20
years and has also owned an outdoor
products manufacturing company.
His experience on “both sides of the
desk” makes him uniquely qualified
to offer advice and counseling to
mid-sized companies facing the
daunting challenge of being noticed
in an evermore crowded and com-
petitive environment. Jim is an avid
bowhunter and accomplished angler
based in northern Florida.

23rd Annual February 13-15, 2009
Michigan Deer & Turkey Spectacular

LANSING, MI
Lansing Center

19th Annual February 27-Mar. 1, 2009
Illinois Deer & Turkey Classic

BLOOMINGTON, IL
Interstate Center

4th Annual March 13-15, 2009
Minnesota Deer & Turkey Expo
OWATONNA, MN

Four Seasons Centre

17th Annual March 20-22, 2009
Ohio Deer & Turkey Expo

COLUMBUS, OH
Ohio Expo Center

25th Annual April 3-5, 2009
Wisconsin Deer & Turkey Expo

MADISON, WI
Alliant Energy Center1-800-324-3337

www.deerinfo.com

2009 DEER & TURKEY EXPOS
SEE WEB-SITE FOR:

• NEW Deer Decoys Demo

• NEW 
• NEW Firearms Answer Man 

• Optics Try-Out Info Center
• Food Plot Info Center 
• New Seminar Schedules

• Exhibitor Lists
• Hours, Tickets, Hotels

Midwest Hunting Heartland

Photo & Deer Contest Rules
• Traditional Archery AlleyNEW 

Circle 149 on Response Card
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