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CONTACT
g Distribution Cg/ Succeeds in g Very high cost g (gﬁ,‘ Message can be g Hundreds of other
NEWSPAPERS 5 wasted on a 5 clearly telling 5  When market is 5 Lasts one day 2 h 9 d auickl o ads competing for 1 1
a large scale 1 Who-What-Where a limited a 1 changed quickly a attention
4 Inthecaseof |@ g , 4 specificallyin | 4 4 4
- ucceeds in - Depends on Other ads
@ Trade Journals, 3 ; 3 Trade Journals, 3  May be visible a 3 3 . 1 4
MAGAZINES 2 generally aimed 2 clearly telling (20 fair; otherwise @ week or two @ frequgnc_y of 2 promment anq
1 correctly 1 Who-What-Where 7 poor 1 1 publication @ vying for attention
4 . 4 - 4 4 4 4
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2 p @ message 2  tobeprofitable |[(2)  monthly basis | (2) 0 2 other signs, cards
CAR CARDS (4, wrongaudience | g very limited | (1 3 1 ays a
4 , 4 Tells Who-What- | 4 4 @ 4
3 Very high @/ Where but 3 Much _waste 3 3 May be 3 Many ads in
RADIO percentage of ) . for little Here and gone ) )
2 . deaf ears” waste 2 visual stlmu_lus 2 rofitable contact 2 2 changed quickly 2 quick sequence
({, dedeas 1 more effective a P a 1 a
4 @ 4 4 @ panasrado | 4
3 Large scale waste, 3 Visually and 3 Huge cost 3 As radio, 3 Again as radio, 3 Many, many
TELEVISION even on . . can be changed ads, one
2 \ 2 audibly effective 2 per contact 2 here and gone 2 ; 2 .
(.r local stations 1 (.r (.r 1 momentarily @ following another
@ Can be precisely @ ) @ 4 After 4 4 Accompanies
DIRECT MAIL 3 aimed at 3  Graphically shows | 3 Low cost per 3 consideration. will @ Message can be 3 other 1 9
2 . 2 Who-What-Where | 2  profitable contact @ - ’ 2 changed quickly @ correspondence,
decision-makers S be discarded ;
1 1 1 1 1 1 ads, etc.
4 4 what. | 2 Difficult to @ 4 : 4
CLASSIFIED 3 Depends on @ Tells Who-What 3 estimate...but in 3 3 Commitment to 3 Listed with every
S . Where but has h - Lasts a full year one message for )
DIRECTORY @ listing strategies 2 serious limitations (g given situation 2 (% a full year (g competitor
1 1 1 probably very high 1 1) 1)
@' Directto only @ @ @ 4 @
f Monthly copy .
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1 prospects 1 1 1 1 improve flexibility 1

4 - Excellent

3 - Good

2 - Fair

1 - Poor




