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It’s Time to Rebalance
Your Promotional 
Marketing Mix
to Take Advantage 
of Today’s Changing
Sales Environments
Time marches on and there is no denying 
that the internet, with its quick-access 
web sites, e-mail services, jpeg and PDF 
capabilities, has all of us marching a little 
bit faster than before. But that’s not bad 
because it offers us an opportunity to do
more of what works and less of what doesn’t.
Let me explain...
For most companies their web site has 
become the single most important 
contact with their markets, prospects, and 
customers. And it’s getting more important 
every day. Keep in mind that the internet 
makes it possible to reduce selling costs 
while increasing market penetration–
and do it internationally.
Here’s how...

The Changing Impact
of Your Marketing Mix
The traditional tools of sales and 
marketing have long been: Advertising, 
Direct Mail, Catalogs, Trade Shows, 
Direct Sales, and Publicity. Some would 
add other activities but most of them are 
more closely related to follow-up.
The basic marketing mix tools are still 
available, but their effective usage has 
been impacted by the internet to the point 
where they are now primarily methods to 
drive prospects to the web site where they 
can quickly (hopefully) find everything 
they need to make a buying decision.
Now is a good time to review our 
budget(s) and human resource allocation(s) 

with respect to what each element in 
the mix now does best.

Here are a few examples...

ADVERTISING. Advertising was never the 
only or best way to get leads, but, leads were 
the classic way of evaluating advertising 
effectiveness. The things that advertising 
does best is create image and establish 
presence. Today’s advertising is probably 
the most effective way to promote your 
web site; and if you are clever, the URL 
can provide some lead tracking capability.

DIRECT MAIL. With mailing lists 
available with pick and chose demographics, 
direct mail offers the ability to reach a 
targeted audience with surgical precision. 
The object is then to get their attention 
by differentiating your approach and 
delivering your message in a unique 
fashion. Again, you want to get them to 
your web site. Consider a DVD presen-
tation with interactive capability.

CATALOGS. The sales catalog is not going 
away, but the number of hard, printed 
copies necessary is being reduced by a 
growing number of prospects who do 
not want printed catalogs, and prefer to 
go to your web site and “shop.” Cost 
savings can be made by putting the catalog 
on your web site, reducing the printed 
quantity and frequency, and offering it in 
a DVD or similar format which can also 
be interactive with your web site. Changes 
and product insertions are a snap on the 
web, and mailing a disc is much cheaper 
than a catalog.
Does this mean you should stop printing 
your catalog and offer products only on 
the web? 
For some the answer is “yes”, for others 
“not yet”, and for still others “never”; 
however, sizeable savings may be possible 
here and those dollars can be diverted 
to activities that build web site traffic. 
Find out how your customers prefer to 
get information about your products 
and act accordingly.

TRADE SHOWS. Even though there 
are more trade shows than ever before, 
attendance is dwindling at all of them 
and the reasons are economics, lack of 
significant technical advances, other 
forums for the exchange of scientific 
research, and the ability to get product 
information on the internet. With a 
reduced opportunity to meet face to face 
with many prospects, shows are signifi-
cantly less cost effective.

DIRECT SALES. Finding good sales reps, 
training them, and getting them in front 
of the right prospects is an increasingly 
difficult and expensive proposition. A 
good sales representative who understands 
the process can be invaluable. The object 
is to identify those individuals on your 
sales staff that fill that bill and leverage 
their capability for the situations that 
require sales intervention and replace the 
good time calls with other programs. Let 
your customers know that you value their 
business, and provide them with contact 
information both internet based and 
direct for technical support and service. 
Funds originally intended for sales force 
expansion can often be redirected to 
activities that increase market penetration.

PUBLICITY. Press releases are still the 
most cost effective tool in the marketing 
mix. If properly structured and consistently 
executed, press release programs can 
generate more exposure and more activity 
on the web site at significantly less cost 
than any other method.

Change is upon us, and there are ways to 
make change work to your advantage. At 
SMS we don’t just accommodate change, 
we anticipate it, plan for it, and use it to 
help our clients.
If you’d like to talk about some ideas 
that can help your product line...and 
your bottom line, call us today for a 
no-obligation discussion of succeeding 
in a changing sales environment 
856-697-1257...ask for Anita.
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A “hit” is a single fi le moved from a server to a browser.
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Are you Getting “HITS” 
      On Your Web Site?
              Sure it’s nice to get “hits” that tell you someone 
             is on your web site; but what are “hits” anyway, 
        and what do they really mean?
Let’s defi ne a “hit.”

                                                                              That’s it... 
                             ...Pure and simple. A “hit” is not a customer,  
                 prospect, or surfer. It is a single fi le loaded to your 
browser. If you go to someone’s (or your own) web site 
home page, you will create the number of “hits” that 
correspond to the number of fi les on that page. Confusing? 
You bet. Every page is comprised of fi les; and by moving 
from one page to another and from the home page back 
and forth to other parts of the site, a visitor can create 
hundreds of “hits.” If you are doing promotions or are in 

some directories, guides, and search engines...
you could generate thousands of “hits.”
But that’s all you’ll know and that’s not enough by 
any stretch of the imagination.
In order to evaluate the eff ectiveness of promotions and 
selling activities, we need to know who and how many 
prospects and customers come to our site, where they come 
from, what they look at on our site, how long they stay in 
diff erent parts of our site, and how long they stay on our site. 
Fortunately, there are ways of getting that information from 
your web site in a format that will allow competent decisions 
to be made.
At SMS, we can help you get the most out of every budget 
dollar and provide you with a promotional solution source 
that turns “hits” into prospects...and prospects into customers. 
Give us a call at 856-697-1257 for a no obligation decision on 
how we can help you grow your business, and you’ll get a 
chance to speak to Anita. Ask for her.
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WOULDN'T  
 YOU 
 RATHER
 HAVE 

MORE   
SALES
 THAN
 MORE
 SALES   
 LEADS?

1...

2...

That’s exactly the option
THE INTERNET gives you...
fewer leads (as we have known them 
for decades) but more sales, without 
having to create complex lead follow-up 
systems. The internet SETS YOU FREE.

What’s the catch? 
There are really only two catches.

 Your web site must be a selling, 
easy to navigate, content full, 

 attractive environment that 
 provides everything prospects need 
 to make informed buying decisions.
 You have to get prospects on your 
 web site. That means build traffi c.
All of a sudden, you and the manager 
of your favorite local retail store have 
the same problem:

How to build traffi c... 
He wants more people physically 
walking through his store and going 
up and down his aisles and looking
at his merchandise and services. 
You want exactly the same thing, and 
all of it can take place in cyberspace, 
but it is really no different. A quality,  
  competitive, pleasant place to shop 
      and lots of traffi c add up to more 
             sales for the local merchant–
                      and for you.

You’re now the shop
keeper in a cyberstore...
Think about it. How do 
retailers build traffi c?
ADVERTISING. 
It builds image, desire, and
drives people to your web site–
traffi c (you don’t need leads if you 
get customers in your store).
DIRECT MAIL. 
Look at your newspaper just before the 
weekend. Chances are it is fi lled with 
fl yers and brochures all aimed at getting 
you into the store so you can be sold. 
They don’t want your name, they want 
your purchases. Build web site traffi c.
PUBLICITY. 
Take advantage of every opportunity to 
get your company’s name and products 
in the trade press. It’s cheap–but very 
effective. Build web site traffi c.
DIRECTORIES & SEARCH ENGINES. 
They can be very effective web site 
traffi c builders since they can expose 
your company to much wider markets, 
but working with them requires some 
serious know-how.
The above are four good ways to build 
traffi c–and business–without having to 
handle lead qualifi cation procedures 
and follow-up techniques. Would you 
rather count increased lead names or 
increased sales dollars? It’s time to 
start thinking about the future of our 
businesses and how they will need 
to operate to succeed in the future. 
    ...The future is upon us.

Let SMS help you meet and beat the competition in the cyberspace marketplace. 
Call 856-697-1257 and ask for Rod Fisher, Bob Norton, Al Perino, Kevin Pyles, Bob Sule, or Anita (she’s fun to talk to).Th
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the latest news from...

and sometimes quite funny!

Want Proof?
Put some fun, different thinking, & 
pizzazz into your next promotion.
Call 856-697-1257 today and ask for 
the SMS Visual Media Demo Disc.

anything's

 possible!

Introducing our newest and most beautiful addition to the 
SMS family! Maya Helena Chen was born to Elzbieta & Albert 
on April 6th, 2004. She came into this world weighing 7-1/2 lbs. 
  and of course has continued to add some more of that adorable  
     chub ever since. So while the rest of us were sunning it up down 
         in Florida, Elzbieta was back in Jersey changing diapers and 
           cleaning bottles. But don't you just want to squeeze her!

We    this 
  part of 
Market
   Jottings!

SMS Media Center
Create Original  Visual Media Shows...
Planning a sales meeting? An important retirement 
function? Kicking off a new marketing effort? 
Need something of interest in your trade show 
booth? Want an exciting sales aid? The list can go
on and on, but we think you probably get the idea.

The SMS Media Center can create original theme 
visual media shows complete with vibrant graphics, 
original music, memorable artwork, and appropriate, 
sometimes, outlandish voice overs.

If you want to turn a somewhat dull or even boring 
event into a fun fi lled memorable occasion, let the 
SMS Media Center create a special program that 
will drive home a message, entertain, and 

make you look like a genius–
for a fraction of what
you’d expect to pay.

SMS ❊ SUMMER ❊ SPECIAL
Have you got a new machine, manufacturing process, or facility addition that you 
would love to have professionally captured for use in a future multimedia sales tool? 
How about a training seminar or customer installation that may prove essential for 
new personnel down the road? If you do, SMS will:
• Shoot at your company AT COST (1/3 the normal price, plus expenses!)
• Archive your footage for FREE in digital format for future use in any 
  and all multimedia projects.
• Write a Press Release for whatever we shoot, totally FREE of charge!

Give Anita a call for details: 856/697-1257
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