Advertising will support communication goals
By Stephen Rhodes
Advertising is just one of the four pillars of communication, but it is often seen as the primary tool to develop business.

I have talked in this space before about the four pillars – advertising, marketing, publicity and public relations.

The rule of thumb is that a business should spend at least, I say at least, two percent of gross revenues on advertising.

Common sense will tell you that there are a number of mitigating circumstances. Highly competitive markets or a new venture will necessarily raise that bar to something more. If you are trying to create “top of mind” awareness for your business, advertising expenses will be considerably more.

I don’t know real estate agent Sandy Kennedy, nor have I used his services. But I do know about him and so do most of the people I talk to regarding advertising. Sandy Kennedy - and there are others in Brampton - has established his brand through advertising. Some would say he is everywhere - newspapers, flyers and even on those benches that you find at major intersections in the city. I have a small notepad on my desk, marked by Sandy’s beaming face, and I have no idea where it came from. The point is Sandy has set out to make himself a household name in Brampton, no mean feat when you consider the size of this city and its rate of growth.
Sandy’s style will not suit every business but it does speak to the power of advertising. 

Advertising can create an aura around a business and it’s particularly true in real estate. Real estate agents don’t advertise to sell houses. They do that face to face with the prospective client. Oh, they need to advertise to provide vendor satisfaction, to ensure the seller that indeed they are working on their behalf. But that’s not where the sale is made.

Real estate agents advertise to get listings and to build a reputation. And repetition works.

There is a concept in advertising called “the thin market”, which says that at any given time, someone is in the market for something. The trick is for your business to be front and center when people are poised to buy. That’s why repetition works. If your message is there often enough, people remember it. Sandy Kennedy is a good example. 

The soft drink giant Coca-Cola spends millions on advertising. Is there anyone, in the western world or the world for that matter that doesn’t know about Coca-Cola? Still they advertise. 
Advertising is an important tool when building a brand. The message needs to be simple. Let’s go back to Sandy Kennedy. At the bottom of my notepad it says, “Call Sandy and start packin’!” The message is simple and straight forward. Sandy’s about to sell your house, so be ready. 
Some businesses advertise so infrequently, they feel this need to tell their life story in an ad. Don’t clutter the landscape with a list of services or product lines, past accomplishments or your grand children’s pictures. 

Brand advertising should be focused on who you are and what you do best. The message should be consistent and repeated as often as your advertising budget will allow.

