The newslatter that halps
librarians market the services
of their libraries and
information centers.
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What's in A Name?

Brand nemes ore all around us, From the potato chips we
cal, o the sodas we wash them down with, we lend 10
choose, ask for, and think of the products and services we
use by their brend names, Brand numes are imporimt o
muanufncturers, who know thal consumers gencrally repenl-
buy their favariie brands. Brand names are miponiant io
relzilers, who depend on bramd recognition 1w help them
sell, And brand names ane imporant 10 e consumers, who
comes 10 know and trust a bromd,

But brand names aren’t used only by manufaciurcss and
relatlers. Service industries also develop brand names and

strive [or brand identification wnd lovalty smong consumers,

Whether promoting a hotel chain's “Getaway Wieekend"™ or
a bank's “Preferred Chocking” plan, service industries un-
derstand the importance of identifying services with brand
names and how & nume Increases recognition and consump-
tion by the public,

And what works for the service industry in general works
for information service providers as well. The principles of
developing a brand name and the subsequent brand marke-
ing stralegy are wselul o the smallest of libranes ond the
mast sophusticated of information centers,

But what, exactly, is & brand name? In's “a name that is
iniended (o identily the goods or services of one seller or
group of selbers and 1o differentinie them from those of
competitors,” according w the American Marketing Axso-
cistion Commitiee on Definitions, Coke® is 1 brand name,
as are Tylenols and Cheerios®. Some brand nomes become
=0 widely used that they either lose their status as brund
names of the companies have 1o fight hord 10 retan the
registered name's uniquencss, Xerms® and Kleenexs arc
regisiered brand names but they are used freely by mony
people o describe the product in & gencnc sense—In the
dismay of the companzes that spent millions o establish
their product in the marketplace,

Why do companies work hard to establish brand names
and identities? First of all, idemifying a product or service
with a unigue name creates @ foundation for a brand image,

This 18 particularly important for intngible information
services. A brand identity attached 10 a service gives that
service o tangible characterstic—a nome (ot you can visu-
ally and verbally siylize 10 communiciie mn image,

Establishing a brand identity increases the ability of a pro-
miticn campadgn o position the product or service relative
o ils competition in the marketplace, and in the minds of
consumers, When Visa advertises the universal accepability
of s credit card, their advertising budget will not go 1o
wasle il consumers automatically pull out their Visa cards
when they don "t know for cenun which cards a merchant
accepts, I United Airlines listed their frequent Nyer mileage
program among the benelis of Nying their aifdine over other
airlines, this service would be as unwigldy 10 promote. What
does the customer ask for? At American Airlines the fre-
quent Mver program 15 nomed AAdvantages, United's is
Mileage Plusx, Nonhwest's is World Perkse, In these ex-
amples, not only does the brand name put a unique identity
on basically the same frequently fyer service, the names
evoke o competitive position in the marketplace and helps
customers 1o ask Tor o specific service,

Brand identification ensures recognition, If you know that
you 're comfonable at Marrion operated hotels, then when
you visit your travel agent or arrive in an unfamiliar city,
your decision iz alresdy made, you book for Mormiot brand
names—Courtyand by Marmots, Mariotl Resoriss, or The
Marriotl. The beand identity has done il work. Brand iden-
tification also often results in a price advantage for popular
brands, Consumers are often willing to pay more for a brand
they are familiar with than an unknown beand—swhich is
why you can save money by purchasing ' generics™ al your
RrOCery of drug sione.

Brand loyalty also comes into play when you develop new
products and services. I vou introduce several versions of 2
service under an established brand name, you have a willing
markel waiting for vou. This strategy, of course, is not with-
out risk. I your new service is not as successful as the old

and trusted one, its poor performance adversely affects the

Cantinued on page 3
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Pearls of Wisdom

The increased dependence on computer technology wrans-
lates into increased need for computer paraphemalia—most
comman, the diskette label. To add some spice 1o all those
boring, plastic file-keepers, order zany labels from DiskPix!
Your set of sixty labels (sets include six labels of ten differ-
ent designs) will amve sporting wild animals, Mlowers, en-
gravings, or a combinution of all of the above, depending on
your chaice, Make o statement and pat a littke sunshine in
your lile with these brightly colored, cheerful labels for all
your diskettes. Rogular sets cost 29,95, For more informas-
lion, wrile DiskPix! 314 Noeth St Joseph Avenue, Evans-
ville, IN 47712,

Looking for the perfect handout 1o give your clienis? Try an
old idea with a distunctive iwist; pop-up desk calendars from
Perrygral®. You can order the standard hexagonal shape
decorated with landscapes, the world ghobe, a color pal-
etle—even cals, Add your imprint and a special message 1o
keep your nume in the limelight. The calendars mail fae, but
are rubberband-activated o pop up automaticully when
removed from the envelope. IF you're looking for something
extra spocial, let Perrygrl custom design a pop-up for you,
Hnw:bnummm:h.nﬂupndu.kphm: prominently
featuring your information center's name and 1elephone
nuember? Just well Perrygral what you want, and they*|l pre-
pare a free full-color sketch and proposal for you, Wrile
Perrygraf, 19365 Business Center Drive, Northridge, CA
91324, or call BO0/M423-5320 or B18/993- 10010,

When you are thinking about the possibilities for a new
promotional product, consider using items made our of
[abwic: custom designed swealers, baseball caps, of tow
bags, for example. 3 Strikes Custom Design produces cre-

ative promotional iems such as these, This company offers

| complete cusiom design services, theme and program coordi-

nation, and fas emaround. For more information, wrile 3
Strikes Custom Design, 45 Charch Street, Stumford, CT
D06 or call 23594550,

Routing has its good side and is bad side, On the posiive
end, mouting adds structure and securily 1o our lives, making
it easicr for us to do the things we have 1o do. On the nega-
tive end, it can make us complacent, uninspired, always
gpproaching the same things in the same old way, Unforu-
nately, even though routing is comfonable, it ofien sounds
the death knell of creativity, Gerald Hamen, president of
Crestive Leaming Intemational, recommends the following
“creative building blocks™ o circumvent the pitfalls of routine:
= Communicate - give out information & ideas and take
new Ones in.
= Take risks - they're worth the payolTs!
= Explore - reach out: network with others.
= Take actions - put those idess o work!
* Lise 1o0ls - brainstoom dictionaries & ash carnds, eic.
= Take core of your environment - set up your work space
up 1o help you work your best,

Scangrafics is in the business of image enlargement—and we
do mean LARGE, With their Scotchprint Electronics Graph-
ics Sysiem, they can generate four cotor blow-ups of your
pictures o any size, up o 10 x 20 feet. Il you have a special
oCcasion 1o commemorale, & new lbrary addition or collec-
tion o adventise, & new idea 10 promole, of just some wall
space o decorate, then iry oul Scongrafics. Send them a
anall color photograph, and request that they send you their
special promotion: a 3' x 3 demo sample for $99.00—half
price! O ask for a free “loaner” sample that you can kecp for
a week. Conact Scangrafics at 5300 Newpon Drive, Rolling
Meadows, IL 60008, 708,392-3980.

A tip from your editor; a handy publication when it comes
time to purchase office equipment is Whar o Buy for Busi-
ness. Dubbed ‘the report that treals businesses like consurm-
ers,” these handy soflcover books are published 1en imes a
wear and are guides 1o all mijor 1ypes of ollice cguipment
pcopiers, fax machines, compaters, phone systems, mauling
equipment, primders and 50 on) as well as office supplics and
long distance phone service. Inaddition o a full year sub-
scription, you can purchase individual utles on specilic
picces of equipment. Call BOY247-2185 for more informa-
oo or wrile What fo Buy for Business, Inc, 350 Theo Fremd
Averue, Rye, NY 10580,
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already well-received brand. But for the most part, the ben-
elils of brand idemtification outweigh the down sides. New
procucts have less elfect on established ones, than esiab-
lished ones have on the new,

Perhaps you are siting a1 your desk, convinced thal you now
know more about brand names (han you will ever need (o do
your gob well, Let"s hope this is only becanse of the thor-
oughness of explanation and not 0 a perceived lack of the
need 1o brand your products and services. There are surcly
many prochucts and services olfered by your librury that will
benelit by having & brand name and identity.

T you are on the verge of introducing a new computer data-
base sysiem for your library, this is an ideal time w star
using brand nomes, Long before the system is ready, choose
a narmne foe it Then advertise the system using its brand name
and identity that you have created for it. Brand numes pro-
vide you with limitless ndvenising opportunitics. Even be-
fowe it arrives, your clients will feel a familiarity with the

By Slem.

50 you aren’l implementing & computer system this week?
How about identifying your in-depth research services by
nume? Your documend delivery services? Your journal imble
of contents routing service? (Just having 10 write the descrip-
tive names of these services causes your editor pain, Think
what it does 10 your cusiomers! )

Once you have a brand name for a service or product, you
can use it (o spin off other names for other related library
services, Say for example that the compuier sysiem is a
chemical database, and you name it Chemi-Comp. If you
span oll an update publication lrom that database, you could
call it Chemi-Alert, Caution ks advised, however, with spin-
offs. Although you want W build ane brand on of anogher,
bewnre of overkill when naming, If you use one word or
word pan 100 oflen, your brands are lishle w be confusad
with each other, creating poor positioning and making it
difficult for the consumer 1o differentiate between services.

‘What some other prodiscts and services libeary marketers
might consicier brand naming? Current awareness, quick
reference services, in-house databases, computer software
collections, A-Y services—ihese and others are excellent
candidaies for establishing a brand name and image. And
from & library marketing standpoint, naming your services
and products serves yet mnother function. [ deltnes your
service for the user, People who aren't accusiomed to calling
you up wilh reference questions, might do o more readily

knowing not only thit “the libeary is available 1o help you
with your questicns,” but, “il vou nieed an answer io any
question, just pick up the phone and call our libeary®s *Facts
& Figures Hotline.” The name gives your service the
olficiality that encourages clients 10 use it In addition, it
glves you more credibility with those who already use it
They no longer think of dialing up the information cenler as
i Vigue, unonymous service, Mexi tme they will call the
“Facts & Figures Hotline™ and can't help but realize they
are using an actual service, And i these scenarios don't
convince you Lo start brand nusing and crealing images for
yemir services, how about this: being able 10 list specific
services und products by brand names in progress reports
and annual repons promises o make your budget requests
euster. You'll be able to point 1o specific "“concrele” ser-
vices and products by name in your budget proposals. Like-
wise, Il budgets are trimmied, vou'll be able 1o list what will
be cut by name,”

Now that you realize you should be branding your prod-
wets, nnd can think of a few you would like to atinch a
brand name to, the questhon becomes, bow do you
choose one?

Mamers follow many guidelines when choosing a brand
name, The name should be short, easy 1o pronounce and
remember, and approprinte for the product. It must also be
o that has nol already been used by another organization,

A less obvious but still important rube foe a brand name is
that it should suggest, nol describe, Your daabase searching
service should not be called Database Searching Service,
because that is generic, Bul call vour service The Data Ex-
plorer, and you not only suggest more than a simple scarch
{explore), you alse have an orginal name that can be begally
protected as 4 regisiered rademark. Keep in mind that your
name should suggest rather than describe. Trying (o creale &
name that describes will limit your options and you'll miss
developing mone creative names,

A crealive, evocative name can also make your marketing
plans easier, Take the case of Apple computer. First of all,
"Apple” is much less high-tech than other compuler names,
suggesting that you don't need (o be a wizard 1o use it, Sec-
ond, because it is a simple noun, and suggests a common
ohject, it lends itself 1o all sorts of visual images and logos,
Third, it"s an appropriate visual symbol for computers.
Think of the apple that opened up the warld of physics o
Sir [saac Mewton,

Contiaved an paged




Vol & No. 2
Paga &

What's In A Name?

The current line of Apple comiputers, brand named *“Macin-
texsh", is nomed for a variety of apple, el we don't think of
Uiat formal connection o the company name. Mo, we call i
e “Bac™. Mavbe il Apple tries 1o wmp into he growing
serdor Glltsen market, they will name that line of comgniters
the “Cranny Smith™, building on the brand name already
positioned in the marketplace.

To recap: you are now looking for 4 shorl name, & name
Ehut sugpests, o name that opens the doors to lufure mar-
keting and advertising, and one that is easy (o pronounce
and remember, ['s me 1o get down o method,

First examine ywour prodisct. Write down is essentisl guali-
ties. W0 ie's a racking and mondioring service, write "irack-
ing"™ and “monitoring’. Mow tink aboul how you want that
service 1o be perceived, Do you siress s comprehensive-
ness, 18 quickness, its ease of use? Do yvou focus on how
inexpensive it is o use? Think about your criteria for this
pervice, but don't woery aboul ranking them, You noed only
i be certain of what comes first on your list, Let’s say you
wish (o promole eise of use, Pul "ease™ on your Hst

MNow it"s tme o brainstoem, List under each word vou wrole
every other word or syllable that comes o mind, This is nol
the ume to edit or censor, that will only inhibit you and limit
your possibilities. I it occurs 1o you, write if down, You can
always strike it from the lis1 later, during the decision phase.
Use u dictionary and a thesaurus 1o help identify words,
There are also books of calch phrases and slogans that can
help stimulale your creative juices,

Adler vou have wour lists, stan playing with them, moving
e words and syllables ground. I noting jumps oul a8 you,
slan mechonically writing oul the possible combinations and
permutations, Choosing a few favorites can be easier than
looking for a single best solutions. IF this approach 15 100
open-cnded for you, iry crossing off the oncs you kiow
won'l work. Rewrite the ones that remain and put them
aside for a while, When you come back o them you should
have a name, If you ane still empiy-handed, ry loying with
the names you have, Sometimes an inversion, Or an exira
syllable inseried for case of pronunciation, make all the
difference,

Some namers [avor acronyms, making the new word ex-
press the product”s theme, while leaving specificity for the
acromymn’s long, spelled-oul version. Mahdsco’s computer
svstem, for example, has the unwicldy name of “Stralegy
Marketing and Research Topics,” bul its fortunale atronyim,

SMART, became the focus of its in-house promotion cam-
padgn. Acronyms provide & significant benefit, if they work,
bist iF voii have o streich oo far 10 include what you wani it
10 say or make it stand for, you should ry a different naming
sirategy. One unwise rend we see in ipday’s library morket-
ing programs is the use of acronym for almogt every product
miame, Librarinns bound @ this practice make their promo-
Lo programs complicaled because they leel obligated w
explain what the scronym stands for. 1t"s no wonder that
soimie library custamers don't kenow what 1o ask for,

Instead, your Marketing Treasures stall strongly recom-
mierds that you scrap the acronym ides altogether, and do as
the West Chester Liniversity library did in 1983, They took
the wiord “Cat"™ out of catnlogue, and *Chester” from West
Chester, and named their online catalog “Chester the Car”
This brand neme has the sdvantages of being a perscnal
nuame, the cal image presents many promotional opticns, and
the opportunities for spin-offs with other cats and other
kinds of animaly are endless,

In addition to personal names and animals, places and colors
s make good beand names, Or you can go the roule of the
Mational Libenry of Medicine which named its user-friendly
sofitware "Grateful Med.™ 118 okoy o chuckle and nsk Do
they realize it sounds like Grateful Dead? Yes, Here (s an
example of a name that works for all the wrong reasons—
i"s & tako-off of 0 popular rock group with “dead™ in its
namse. But il"s short, catchy, and memdorable. 11 works be-
cause people stop o think about the name.

Mow you have your name, appropriate, suggestive, and
clever, It's memorable and casy to pronounce. Now it's time
b profect in 1T there 's & remote chance that your newly
named information service or product will be offered out-
side your organizaton’s environment, you shoukd lake the
precaution of registering the name. There are sad wales of
librarians who thought thelr band name wis protecied only
i discover it wasn'L 50 tke the time o conduct i rade-
mark search. The actually registering of the mark might be
worth o visi i your legal depaniment.

Examine your product and service offenng. Can clients ask
for an information service by name of do they have 10 spend
time trying o explain what they want? Do the currenl names
sugpest an image or position, of are the names mercly de-
soriptive or awkward acronyms? [1°s never 100 lale 1o stan
incleding brand name strategies in your marketing prograom.
Y our editor promises it will be worth the effor.
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Worth Its Weight in Gold

This istue of Marketing Treasures includes your new Cut &
Faste Clip Art Sheet. The sheet presents original artwork in
cameri-ready form. I you would like previcusly published
clip-art shects, ask for the Cut & paste Clip An Ovder Form,
Its shows all the clip art sheets that have appeass in Markes-
ing Trearures,

Handprint. Enlarge this graphic 1o muke o poster or flyer,
You could also reproduce the hands 1o achieve an overall
patterm. IF you want 1o produce the hand in color, just dip
your hand in different color poster paints—a color on each
finger— and make a clean handprint on o piece of while
paper and run it out on & color copier, The headline could be
midified 1o read *Let Us Give You A Hund™,

We Spring Into Action . . . When you want to communi-
cile your library's responsivencss 1o cusiomer requests, this
arapiuc will convey the message. Additional copy (o support
the graphic could read “We ask how high to jump on the
way up,” and ™ We pull out all the swops™,

Would You Buy a Suit that Doesn®t Fit? This would
muake & great lead-in (o an anicle pointing out the pitfalls and
risks people take when they rely on information sources
other than the libeary's. The graphic can also serve 1o iniro-
duce n customized information service.

Take Two (Aspirins) . .. If you're kooking for a graphic
and headline to get potential customers 1o act now, this
should help, Consider using this on a bookmrk that 1akes
advantage of the opportunities for puns—the library ix the
“only pain reliever” they'll noed.

Don't Fiddle Around! Another graphic for 8 book mark or
flyes. Be sure o point out in your supporting copy that a
person could spend hours searching for & piece of informa-
ton OR they coald call the library, get the information
pronio, and be back to work in about 2 seconds—well, almost

Telephone. We left o space after the word “How™ so that

you could indicate the mumber of phone requests you [illed
over a specific period of ume, Be sure (o pick a imeframe
that will yicld an impressive number. That way the graphic
will communicate how busy you are as well as the reliable
service you offer,

Reindeer. Alittle something for the holiday scason—or
remove the headline, reproduce the reindecr multiple times,
and wiork up a headline based on & “herd” theme—how your
services are “head and antlers above the rest”,

Promotion Gems

The recent Special Libranes Association conference in San
Francisco offered a number of excellent programs nimed at
marketing topics, Y our editor bought audio wpes of thess
scsiions and is prepared 10 loan them o Marketing Treasures
residers, I you would Like 1o borrow any of the (ollowing
Eapess, send o the Morketing Treasures olfbee a self-addressed
Labed, along with $2.00 for postage, and the names of the tapes
that you want o listen 1, We'll mail them ot first-class for
twirweek koans, on o first-come, first -served hasis. Tapes
available for loan are described below, They can also be pur-
chased from National Audio Video Tran-scripis, Inc., 4465
Washington Street, Denver, OO 80216,

Corporate Decision-Making, Impact of the Special Li-
brarian: Results of the 1991 SLA Research Grant Study.
(Tape #9-82). Joanne G, Marshall, speaker, with Hope
ColTman as moderator, Dr, Masshall wlks aboui the prelimi-
nury results of the 1991 study, which examined what impact
special librarians had in several financial organizations.
Library users were surveyed to determine how they valued
library information as well as what impact that information
had on their decision-making processes. Following Dr.
Marshall*s talk, a representative from each of the five par-
Ucipating of ganizations discusses her library's involvement.
The resuls of the study are significant, and the session con-
taing useful insighte of how a similar a stady might be car-
med out,

The Information Utility: Optimizing Institutional Infor-
mation. Resources (Tape #15-82), Richard M, Kesner,
Hope Tillman, and Gail Fraser are the speakers, with Helen
P, Burwell as moderator. Mr Kesner outlines the role of the
Hbwrary in the larger information utility strocture, Ms, Tillman
describes the impact of organizational integration on library
services, on other information technology and service com-
ponents, and on how these are received by customers, Ms.
Fraser represents the corporate viewpoint on information
mnitegration. The session reveals the impontance of network-
ing and siruciunng,

What Can Academic Fee-Based Services Ofer to Cor-
porate Information Spedalists? Issues, Answers, and
Strategies. (Tape #33-82). Fee-based services providers
Una Gourlay and Julic Barion, plus clients Ann Holfman
and Jean Fraser, are the speakers. Yem Siu Fong is the
modertor, Talk revolves around what fee-hased services
are, why they camse inlo existence, how they operate, and
howfwhy corporate and non-academic users can utilize
them, The session offers an excellent overview of fee-based
services, a8 well as a helpful discussion of what corporate
needs and wanis are with respect 1o them
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Sparkling Reviews

The Six Imperatives of Markening ! Lessons From The
Warld s Best Compandes, Allan ], Magrath, AMACOM

Books, New York, NY., 1992, ISBN: (-B144-5042.3, X205,

Setting the tone for his succinet, hard-hitting book, Allan
Magrath prefaces The Six Imperatives of Marketing with a
guotation from an unknown source: “Every moming in
Adrica, n gazelle wakes up. It knows il must run fxsier than
thie fastest lion or it will be killed. Every moming a Lion
wakes up. It knows it must outrun the slowest greelle or 1L
will sturee to death, It doesn't matier whether you are a
lion or & gazelle: When the sun comes up, you'd betier be
runmning.”

Huving thus expressed the dog-cal-dog compelitiveness of
iodlay 's marketplace, Magrath goes on to discuss the issues
that o marketing-driven corporation should understand and
sc1 upon in order o succeed, And marketing, the author
Poinis oul, is 10 be aken in it broades! sense: seeing wo it
that the corporation s activities revolve around cusiomes
needs so that customers feel bound (o the company and
continue 1o buy its products or services, thereby creating a
give-and-take, mutually beneficial relatdonship, Magrth
lells his readers that “Marketing s an orientalion, nol an
organization,”

In order 1o survive in loday’s competitive markeiplace,
Magrath advocales six imperatives he claims will make o
break anyone mvolved in the business of marketing (and
novwadays, (hat incledes everyone! ), They are:

« Improve productivity and contain costs,

» Be strongly and continuously innovative,

= hianape distribution channels s0 as W puarandes: vour
products and services 10 your Cusiomers,

v Estublish good partnerships n advenising, promotion,
public relations, and joint distnbution,

v Globalize strosegies, IACUCS, Operalions & onganizations,

» Emphingize, nurture, and develop quality.

[ the book s six chapsers, Magrath deals with each of the
imperntives in-depth, analyzing, among olber things, their
potential meanings, uses, and soes and providing guide-
lines for putting them o use, Throughout te book,
Mapgrath vibranily illustraies hig points with hundreds of
examples from companies all over the world,

The final chapter, which deals with quality, will be, per-
haps, of the most inlerest o information professionals,
The author discusses how w find oul what cusiomers
want, how 1o measure quality, how i manage in order o
umiprove quality, and how haman resources (such as
tearmwork and motivation) can be put 10 work for

quality. As Mogruh says, " Demonsirating superion
product and service quality boosis every key performance
dimensicn in 4 compiny.”

Thas ook 18 suggested reading for those who wand 1o
cultivate & vt role for their information centers within
lnrge corporntions as well as for those who wish 0 trans-
fiarm their libruries o business-oricnied organizations,
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The CrystalBall
January 1415 “Generating and Evaluating New  Fadgelt-Thompsan in Alexandria, V&, Cortact Assodation's Vory Best Workshops In Ghicaga.
|| Products and Serdoss™ Sominar offered by the  5134.51-2500, Coniad; BOOSA5-2430 or fax 3122805029,
Burke Instifuie im Cincinnali, Conmact: 800543
BEIS. January 2526 “How o Measure & Impeova Cus- March 22-26 “Stratiegic Markiting Planning.” A fva
lormer Salislaction” Sponsoned by Infemalional  day seminar sponsoned by the Michigan Busness
January 20 "ABCs of Informafion Markefing® A Cualty & Productivy Conier in Allania, Conladi; Schood in Arn Ardbor, Clantact 31 3TE3-4246,
o tay sermingr oflened by the Matoral Federa-  200/TE3-4400 or BOOEE2-BE84,
lion ol Absiracting & Indormation Services in March 25 “Producng, Designing, Editing, & Wri-

Phiadephia. Contact: H 55632406,

danuary 2122 Customer Salslacion Fe-
saach” Seminaf allensd by the Burke Instilide iR
Peesw Yok City, Condact; SORSA5-R080

January 21-22 How 1o Durect & Produca Boter
Widoos" & two-day course proseniod by

N

Febnery 16-18 Mast Your Markets: Research for
Results ® A theea-day seminas

spormcned by
Georga Washinglon lem.i'.'hM.r!_]m'u'ﬁ
Caoriad: 206951530,

Mauch 18-20 “impeoving Respensheness: Cus-
fewh Seerdc bn IPubdic | branes * Cina ol several

wirkshops being oflerod al 1he Public Library

ing Mewslters " A one-y semicar prasentad by
the Newslemer Factory in Phiadelphia. Cantad
S455-200

March 28 - Apd 2 Severth Annual Sarvice Mar-
keting Insfiute. Sponsared by the American Mar-
keling Association in Tempa, AZ Contact: 312
B48-0535.
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Would you buy a suit
that doesn't fit?

‘Don't Fiddle Around!
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Take two & call us Now!

LI .
il

rrkeitng Tréasrres, Vol 6, BNa. P Cur & Poste A Shees @1 O 1092 Chins Olsom & Associdtes





