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THESE DAYS, developing a new marketing strategy is a lot like surviving in 
the wild. Knowing the terrain, understanding the environment and being 
aware of hungry competition are just a few ways we keep from being at 
the mercy of Mother Nature. Another necessity is choosing the right tools. 
At Ellis-Harper, we specialize in that very thing -- providing our clients 
with the resources they need for successful adventures in Marketing and 
Advertising. So whether you’re climbing the mountain 
of social media, traversing a new creative landscape or 
alone on the trail mapping out your new brand, our guides 
have a knack for turning that trek into a journey of amazing 
discovery. All it takes are the right tools.

BE PREPARED
[  BOY SCOUT MOTTO  ]
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CHAPTER ONE // RESEARCH
[  KNOWLEDGE IS A POWERFUL TOOL  ] 

UNDERSTANDING THE TERRAIN should always be the first priority of any 

new expedition. Striking out bravely towards the great unknown has always been a 

romantic idea, and one well-suited to the movie industry, but not a very smart way 

to go about starting or growing a business. To even survive the journey you have to 

know what you’ll be facing. Our advice: explore everything you can about this new 

environment. Educate yourself about your new industry. Knowing the lay of the land 

and how it changes over time is important if you want to prevent missteps. Learn 

about potential competitors -- there will always be opportunistic predators who 

try to take a bite out of your market and profits. And most of all, have a realistic 

understanding of your own capabilities. If you don’t have the expertise required to 

go it alone, seek out expert guides and capable partners who can help. In the end, 

always do the research. Understanding the variables you face will go a long way 

toward making your business adventure a successful journey. 

“Before you build a better mousetrap, 
it helps to know if there are any mice 
out there.” 

Mort Zuckerman
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RESEARCH //
INTERNAL/DIRECT. Start in-house with your own customers and employees. Simple statement inserts, 
hand-outs/take-ones, tear off pads, online questionnaires can yield a wealth of information. Keep your 
questionnaire short and use rankings/scales/ratings questions to improve feedback.

SECONDARY. You don’t always have to re-invent the wheel. Frame the questions you have then scour 
the internet for previously conducted research. You might be surprised at the data others have already 
collected in journals, online articles or papers.  

PRIMARY. Learn your target audience by commissioning custom research on your product, service or 
company. Strengths, weaknesses, opportunities, threats. The competition. The very best intel you can 
have, when conducted and analyzed properly.

QUANTITATIVE/QUALITATIVE. Compare verbal, open-ended comments to statistical models to see how 
your observations track. 

FOCUS GROUPS. These are great opportunities for feedback -- or qualitative research -- where 
clusters of people express their opinions and feelings about your product, ad, design, slogan, 
campaign or project.

TRENDS. Pull all your resources and research together -- both the data you’ve collected from your own 
research and surveys.

TOOLS. Proper research is critical to 
every journey’s success, yet it always 
seems to be the one thing we forget 
to pack. Thankfully, the Internet 
can be an invaluable resource for 
entrepreneurs. To make sure you’re 
headed in the right direction, check 
out some of these helpful links:

www.entrepreneur.com
www.pewresearch.org
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MAPPING OUT YOUR ADVENTURE is a key part of any campaign, and nothing 

keeps you on course like having a comprehensive Plan of Action. If you think about it, 

traveling in a strange land without a map means you’re probably not going to find your 

destination. The only thing worse is trying to launch without even understanding what 

direction you need to travel! Do yourself a favor. Developing a series of written, well-

thought-out guidelines makes it much easier to find the “X” on the map. Even more 

valuable, it means you can share your vision, your destination and your expectations 

with whomever chooses to take up the quest with you. For the sake of clarity, time and 

good decision-making, write it down. Nothing beats a plan on paper.

CHAPTER TWO // STRATEGIC PLAN
[  FOLLOWING A PLAN OF ACTION PREVENTS PROBLEMS IN THE LONG RUN  ]

“The best vision is insight.” 

Malcolm S. Forbes
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STRATEGIC PLAN //
SITUATION ANALYSIS. It’s Square 1. Situation analysis gives you a 1000-foot view of your company’s 
environment -- acknowledging internal and external influencers -- to assess what may or may not be 
working now as the basis to maximize your strengths to seize business opportunities.

GOALS/OBJECTIVES. Once you know your starting position, set an ideal finish line and establish 
measurable objectives that will help you determine whether or not you reached your goals at the end of 
the race. Establish benchmarks along the way to adjust.

TARGET MARKETS. Bust out the icebreakers and get to know your customers by discovering their 
demographic and psychographic profiles, their key problems and needs to paint a detailed picture of 
what they’re most interested in so you can serve them best.

UNIQUE SELLING PROPOSITION. Do a little soul searching. Grab the microphone and tell them what 
makes your product or service unique from your competitors, what will entice people to choose YOU. 

TACTICS. Tactics are where the rubber meets the road. They are the action verbs -- they are what you 
will DO to reach your goals, fulfill your objectives and carry out your strategies.

MEDIA. Highlight the media options that are optimal for increasing business -- do you want to reach a 
mass audience or have a chat with someone just down the street? Based on your goals, start drawing 
up plans for the appropriate media, whether it be radio, digital campaign, print, direct mail, outdoor 
billboards or guerrilla tactics.

RESULTS. The race is over and the numbers are in. Now is the time to see how you did, if you 
accomplished your goals and objectives. Review the pros and cons of your strategy for future projects.

TOOLS. Plan ahead. Keep in mind... 
it wasn’t raining when Noah started 
building the Ark. But if you’re not a 
professional marketer (or master boat 
builder), you’re probably wondering 
where one looks to craft a suitable 
strategy. Don’t worry -- for some ideas 
on how to create a water-tight plan of 
your own, take a look at some of these 
resources:

www.marketingdonut.co.uk
www.businessplan.org
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LEARNING HOW TO SPEAK THE LANGUAGE is a survival skill that can 

never be overestimated. When you’re lost in the middle of the outback things 

might seem a little grim. But if you can communicate with the locals, in their 

native language, it makes a huge difference. Believe it or not, that’s the key to 

Branding. Don’t think so? Consider this: Communicating your message, in a way 

the natives understand and appreciate, makes a difference when they invite you 

to dinner. Say the right things and you’ll be the guest of honor, sitting at the head 

table with the Chief. Communicate badly and you might actually find yourself on 

the menu. Once you discover your audience, learn their language and always, 

always craft your message in a way that resonates with their culture and makes 

them want to respond. The best brands in the world have all mastered this skill, 

and with some effort you can, too. 

CHAPTER THREE // BRANDING
[  DEVELOPING A STRONG IDENTITY AND MESSAGE ESTABLISHES YOUR BRAND  ]

“Learn to speak from the 
customer’s view.” 

Ranjan Acharya
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BRANDING //
LOGO/MESSAGING. This is the primary way people will recognize and identify with your business. All 
of your media and projects point back to it, people will know it’s you when they glance at it, so make it 
memorable, adaptable and distinctive.

BRAND APPLICATIONS //
CORPORATE IDENTITY. Consistency across all channels is key to a successful campaign.

• SIGNAGE. Make it attractive, eye-catching and remember, simple is usually better. You want your 
sign display to be influential in spreading your message, name and product effectively to the larger 
audience coming into contact with it.

• BUSINESS PACKAGE. Having a solid corporate identity means having all the official materials with 
your name on it -- letterhead, envelope, business card. The whole... well, package!

• PRINT MATERIALS & COLLATERAL. Take the next step beyond the business package for both 
corporate and campaign materials by customizing items such as sales kits, brochures, posters and 
other collateral materials.

• WEBSITE. A major part of corporate identity also dwells in its digital assets, more specifically a website 
that defines the tone and voice of your business from the ease of navigating the home page all the way 
to the font and color scheme. Relevant content is king in improving your organic search results.

SOCIAL //
Policies & Procedures. Every brand needs parameters for developing its social image and deciding 
who represents the voice of the company. Policies should clearly state the rights and leniency 
representatives of the business have online and outline strategies for handling the scope of messages, 
feedback and questions flowing through social channels.

TOOLS. Brands can be anything -- 
from the color, clothes and culture we 
display, to the tools and tech we use 
every day. Creating one that people 
grow to love (and realize they can’t 
live without) is the goal of every brand 
story. To get some ideas on how to 
establish your own brand language, 
check out some of these links:

www.adweek.com
www.blog.hubspot.com
www.brandingstrategyinsider.com
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Content Creation. Content creation helps brands develop autonomy and legitimacy while giving back 
to their audiences, so find that balance between sharing content and producing it yourself and show 
your audience you value them.

Contests & Promotions. Contests and promotions serve as vehicles for your brand and audience to 
interact and create community, while seeding and boosting your message, product or brand along 
the way.

PUBLIC RELATIONS //
Guerrilla & Viral Marketing. When it’s time to get unconventional utilize guerrilla and viral marketing. 
Combine high energy and imagination with multiple low-cost tactics to gain quick and maximum 
access to audiences, with the intention of producing viral effects.

Event Planning. Before you can celebrate with an event, you have to dig your heels in and make a 
plan. Set goals, do site research, create an event design and coordinate with other teams to pull your 
concept together. You can successfully launch that big promotional event for your company’s new 
product, service or milestone.

Tradeshows. Dominate the floor and showcase your expertise, get feedback, stage demonstrations 
and catch attendees’ attention at trade shows as a way to start new relationships and stories for your 
business. Well-designed displays should out-shine your competition.

News Releases. Writing a news story, with summary introduction, then filling in details most important 
to least important, when well-done, can be very appealing to an editor or reporter anxious to fill pages 
with pertinent content. You get that so-called “free press coverage”. Consider a photo and short 
cutline depending on the subject.

Blog. Use your website as your unpaid media platform. Here you can brag about an accomplishment, 
philosophize on a trend in your industry or report and comment on news about your business. 

TOOLS. Yellow Cabs, Target stores and 
Apple products all have something in 
common -- they all utilize consistency 
to promote their brand image. And 
while it’s not a simple task to make 
their global products sync up, no one 
can deny it makes them some of the 
most easily recognized brands in the 
world. We found a few ways to add 
consistency to your brand, located at 
the links below:

www.mashable.com
www.contentmarketinginstitute.com
www.insidefacebook.com
www.rignite.com/blog
ww.socialmediatoday.com
www.prdaily.com
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IN AN ADVERTISING AND MARKETING JUNGLE, the best way to communicate 

to your followers is not always apparent and/or obvious. Smoke signals? Message 

in a bottle? Yodeling from the mountaintops? Any one by itself might work, but 

more often than not it takes a variety of techniques to deliver a complete message. 

Utilizing multiple delivery channels also keeps you from being at the mercy of the 

ever-changing marketing environment, allows you to monitor your responses and 

adjust your bearings along the way. The same can be said of modern-day media. 

With advancements in traditional media and media placement, and the myriad of 

options now available in digital platforms, the options and combinations for how to 

deliver your message are endless. With an understanding of modern media options, 

think of it this way -- you’ll never have to worry about sending your smoke signal up 

on a windy day again.

CHAPTER FOUR // MEDIA
[  EVALUATE OPTIONS AND ADJUST AS NEEDED  ] 

“A brand for a company is like a 
reputation for a person. You earn 
reputation by trying to do hard 
things well.” 

Jeff Bezos
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MEDIA // 

TRADITIONAL. Covers the tried-and-true methods of marketing. 

• TV. Even through time-shifting and the proliferation of networks, television today remains the 
champion of traditional advertising media. It offers the greatest reach and impact to a broad range 
of demographics through storytelling with a quality commercial.

• Radio. Getting on the air and into someone’s mind in morning or evening commute and workday/
weekday routine, can be a great way to reinforce your messaging at a local level and drive more 
traffic to your business. Target by day-part, format and programming.

• Outdoor. By adding a bigger than life, visual element to your media mix, a billboard or other out-
of-home messaging can help snag attention and reinforce your story. Especially in small markets, 
traffic patterns are generally stable and predictable. 

• Print (Magazine, NP, other). Whether it’s leafing through the paper for news, skimming magazines in the 
doctor’s office or perusing handouts and newsletters, print advertising helps reach that publication’s 
audience. Local area and regional break-outs of national publications can be valuable tools.

DIGITAL. Digital marketing is cost-effective and measurable.

• Paid Social Campaigns. Paid media strategies and implementation become the megaphone that 
amplifies your brand image and your message so you rise above the noise and reach that specific 
audience. Highly targeted and reasonably inexpensive.

• Paid SEO. Through a sponsored search result, you have the opportunity to rise to the top of the page 
and serve users who are searching for what you offer, so you can increase conversions and click-
through rates, fresh off the search engine.

• GEO targeted. Geo-targeting helps you keep it close to home, zooming in on the map and 
customizing ads and offers to a user based on his or her geographical location.

With media evolving at an exponential rate, it 
means expanding options for the entrepreneur. 
Be sure to explore all the new and unconventional 
ways you can tell your story.
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• Display. Digital ads on specific websites can promote brand awareness and allow for a strong call-
to-action. Static ads or motion graphics are available.

• Contextual & Behavioral. Contextual targeting will display an ad that parallels the search results 
the user is currently viewing, while behavioral targeting navigates with users site to site, learning 
their interests so it can suggest a product or service later in time -- a friendly reminder about those 
shoes or that fishing creel you were eyeing earlier.

• Testing, Optimization & Analytics. Once your strategy is starting to roll, the next step is looking at 
analytics to see how users are responding so you can decide how to test messages and strategies, 
develop new approaches. Rinse and repeat.

MEDIA BUYING. It’s an art. It’s a science. 
• Negotiation. The primary step in media buying is first negotiating rates for those ad spots you’ve 

determined are best for your goals to get the most value out of your investment. There’s a lot to 
know about media buying -- GRP’s, CPM, CTR, Impressions, CPI, AQH. The Certified Media Buyer 
designation can be an invaluable resource for your campaign.

• Placement. Media placement is about being in the right place at the right time with the right message 
to reach the most targeted people, getting optimal results in return for the dollars you spend.

• Reconciliation. The wrap-up step of the media buying journey is comparing your placement with 
your billing to assure that your schedule ran correctly. When you see a missed ad or spot, ask for a 
“make-good”, or in the case of a promotion that has passed, an adjustment.

TOOLS. 24/7/365. Media, in all its 
forms, is always on and never stops. To 
survive in the advertising wilderness 
we must all become familiar with 
the latest and greatest ways to 
communicate from a distance. Check 
out the sites below to discover a few 
new ways to fire up your messaging:

www.neilson.com
www.arbitronresearch.com
www.nccmedia.com
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CONCLUSION //
Spinning fiction around the campfire is easy -- anyone with a gift for gab can entertain a crowd. But when 
the survival of your business depends on the story you craft, you may want to call in the professionals. 
You might not think so now but finding and securing an experienced guide really can have a huge impact. 
The objectivity, targeting, language nuances, media expertise and the unique hook they develop for you, 
can make the difference in grabbing the flag at the summit, or bogging down in the swamp.

To all our participants, thanks from everyone at EHA. When your branding adventure begins, give us 
a call... we’re here to help make your quest an unforgettable experience.

DEE DEE HARPER
Owner, President

JOYCE BOGGS
Director, Administrative 
Services

LEIGH KREHLING
Agency Manager

KRISTIE MARTINS
Social Media Specialist

DAVID McCORMICK
Creative Director

BRITTNEY DOBBS
Business Development 
Leader / Marketing 
Assistant

Evelyn Newton
Media Services / 
Certified Media Buyer

HAVING BEEN IN BRANDING for over 
30 years, I’d say we’ve gained quite 
a bit of knowledge on how business 
“survival” works. As such, we were 
happy to share a few tales from 
expeditions we’ve helped launch 
over the years. If you’re planning on 
climbing a marketing mountain of your 
own, and need some expert guidance, 
call us. We’d love to help you reach your 
summit. Keep climbing!

Thanks,
Dee Dee Harper

(334) 887-6536
www.ellisharper.com
www.behance.net/ellisharper
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