How to Evaluate Your

Marketing Materials

BY NATALIE E. TIMMONS

Mst marketing departmentsarefinely
tuned machinesthat racethroughthecorporate
environment fed on businessobjectives,
marketing statistics, competitiveness, customer
research, creativity, and puredesire. It'sa
hungry machine. Y ouwant anew brochure?
You'vegotit. Youneed new packaging? Here
yougo. A datasheet? It’sdone.

For yearsnow, infact, you’ ve added new and
better marketing programsand materials. In
your quest to out-perform management
expectationsyou’ vekept adding and very
rarely haveyou dropped anapproach. It stime
now to take afreshlook around at all of your
marketing creations. Thetruthis, weget so
caught upin running our marketing machineat
high speeds, we sometimesforget to makesure
it'sstill ontheright track.

When to Do It

Sinceyou’ regoing to bedigging around abit, |
suggest you do thisproject onaFriday. Planto
cometowork dressed casually and comfortably.
Turnyour answering machineonor planto
have someone el setakeyour callssoyou can
beentirely focused onthejob at hand.

What to Do

Begin by gathering all your marketing stuff. By
“stuff” | mean your marketing collateral and/or
anything that hasyour company name and/or
logoonit. Thisincludesbrochures, factsheets,
proposals, plans, bookmarks, post-it pads,
letterhead, businesscards, signage, datasheets,
pens, fliers, fax cover sheets, direct mail,
correspondence, labels, forms(internal &
external), presentation folders, etc.

It’ simportant that you dig up everything you
can possibly think of that you or anyoneinthe
company isusing (evenif youdidn't produce
or authorizeit) to market or communicate with
your employees and external publics.

Onceyou'vegot all of your marketing
collateral (i.e. “stuff”) out on thetableor spread
out onthefloor, you’'ll needtore-createthe

5 CsChecklist. The5 Cschecklistisatool |
designed to visually pinpoint wheretheweak
spotsarein amarketing communications
collateral program. Thebasic componentsof
thechecklist arean“Item” columnwhereyou
list all of your individual marketing piecesand

then one column for each of the5 Cs—
Consistency, Credibility, Clarity, Content,
Creativity. Thenrateeachitem astowhether
or not it meetsoneof the5Cs.

I’ veprovided asamplefor what apartial chart
for ahealth care company might look like. Y ou
would, of course, put your ownitemsunder the
“item” listing.

personally. They seeit orreadit andinstantly
relatetoit. Thetitlefor the book, How to Win
Friends and Influence Peopledoesn’t appear
tobeaparticularly creative headline—inthe
awardwinning advertising sense, thatis. But|
wouldarguethatitisvery creativeasit speaks
to peopl€’ saspirationsand the benefit of the
bookisexplicitintheheadline. It says, “ Buy
meand I’ [l help you make morefriendsand be
moreinfluential.” It continuestowork and it
continuesto beabest selling book.

Onceyou’ verated eachitem, stand back and
look at your chart. What areasneed to be
improved? Are70% of theboxesinthe
creativity columnempty? Thenwork on
creativity. Creativity requirespreparationand
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Item Consistency

Credibility

Clarity | Content | Creativity

Company Brochure

New Service Brochure

Company Stationary

Business Publication Ad

Senior Ads

=

Imprinted Pens

v

Patient Admission Packet

New Releases

M

S

Thank You Letters

Customer Feedback Surveys

Admission Form

Fundraising Letter

In determining whether or not anitem meets
each of the5 Cs, refer to thefollowing
descriptions:

Consistency: Arecompany colors,|0go,
slogan, typestyle& format used consistently?
Doesthe company “speak with one clear
voice?’ Placeacheck inthebox if theanswer
isyes.

Credibility: 1syour message and |ook
believablefor thisparticular item? Do you
walk your talk? Placeacheck inthebox if the
answer isyes.

Clarity: Isthelook or messageonthisitemor
marketing pieceeasily understood or isit
confusing? Placeacheck inthebox if theitem
hasclarity.

Content: Arekey (core) messagesthreaded
throughout the piece? | sthe content consistent
withyour key messages? | sthetoneappropri-
atetotheaudience? Placeacheck inthebox if
theanswer isyes.

Creativity: Here, creativity doesn’t necessar-
ily mean fineart, high fashion, or cosmetic. By
creativity, | mean clever inthat it speakstothe
heart of theaudience. It speakstothem

research. It'svery difficulttosit downand
writeacreativemarketing letter or advertise-
ment without doing at least alittle background
researchfirst. A good placeto startisby asking
your loyal customerswhat they feel arethe
benefitsof your productsand services.

Or, maybeyou' |l find Consistency and Content
needalittlework. Whatever youfind, this
simpleexercisewill reveal thestrengthsand
weaknessesinyour marketing materialsand

hel p you determinewhat areas need attention.
Oftenwehavethisvagueuneasy feeling that
some elements of our marketing materialsare
not quiteright, that they coul d be better or
moreeffective. The5 CsChecklist takesthe
guesswork out of theeval uation processand
will help you put your marketing machine back
ontrack.

Call (603) 642-4949 for afree copy of the5Cs
Checklist.
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