
Unsure what to cut and 
what to keep?  This smart, 
4-point checklist is your 
guide to recession-era 
advertising says Kim T. 
Gordon a marketing coach 
at Entrepreneur.com.  

 

When money's tight, the 
knee-jerk reaction for 
many entrepreneurs is to 
cut back on advertising. 
Unfortunately, the 
businesses that 
stop advertising simply 
drop out of sight, taking 
these entrepreneurs from 
slow sales to no sales--
fast. It's a risky move many 
may not recover from. 
Rather than eliminate your 
advertising in a recession, 
cut the fat from your 
campaign, and focus on 
the right media choices for 
the highest ROI. 

To figure out what to cut 
and what to keep, use this 
checklist to choose the 
right media for 
your business in this 
challenging economy. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Advertise where 

prospects look first.  

 
Where will your customers 
look when they've decided 
to buy what you sell? A 
vast majority of Americans 
research purchases on the 
internet before 
buying online or in a brick-
and-mortar store. Placing 
advertising on search 
engines may be an 
important part of your 
scaled down campaign. 
Other search media 
include trade and industrial 
directories, both online and 
in print, newspaper 
circulars, classified ads, 
and shopper sections of 
specialty magazines. By 
advertising where 
prospective customers 
look, you'll shorten your 
sales cycle and lower your 
cost per sale. 

 

 

 

 

Use media that touch 

prospects often.  

 
Even when your customers 
aren't in search mode, they 
still interact with other 
important media. Discover 
which media touch your 
best prospects throughout 
the day. Do they read a 
particular newspaper? 
Which TV and radio 
programs do they enjoy 
and at what times of the 
day? If you're targeting 
B2B prospects, zero in on 
the industry publications 
they rely on for information. 
Both business and 
consumer prospects have 
favorite websites they 
frequent. Armed with this 
vital information, you can 
strategically place ads in 
media you know play 
central roles in their daily 
lives. 

 (continued on Page 3) 
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Valley Towing is the place 
to call when you need your 
vehicle towed. But where 
do you go from there? 
Valley Towing. Thatôs right. 
Valley Towing will not only 
tow your vehicle when it 
breaks down, but they will 
fix it and then clean it up 
for you. Valley towing does 
all types of vehicle repairs, 
from oil changes, new tires 
and exhaust work to 
engine overhauls, air 
conditioning recharge and 
transmission work. Even if 

you get a rock chip on your 
windshield, give them a 
call. Remember to get your 
WV State Inspection done 
at Valley Towing too.  Donôt 
forget to ask about their 
Finishing Touch detail 
work, from car washes to 
complete interior and 
exterior detail work.  So if 
you own a small car or a 
full size diesel truck, rest 
assured that Valley 
Towing, on Rt. 2 in New 
Martinsville, can take care 
of any repair you need. 

Give them a call at 455-
4900 Monday thru Friday 
between 8 and 4:30.     

 

  

I support a united business 
voice at all levels of 
government. We have an 
interest in what happens in 
the agencies that tax, license 
and regulate business.  

I support our opportunity for 
further enlarging our 
business contacts.  

I support the welfare of the 
residents of Wetzel County.  

I support the tourism 

When a Chamber member 
RENEWS its membership 
investment, it is REALLY 
sayingé 

I support promoting a good 
public image for business 
and industry.  

I support broadening the tax 
base and creating more jobs 
by attracting new business 
and industry to Wetzel 
County  

activities in Wetzel County.  

Goals that the Chamber has 
accomplished could not have 
been possible on an 
individual basis. The Wetzel 
County Chamber of 
Commerce does together 
what no one business could 
do alone. We will miss the 
member who cancels, but he 
will miss much more than he 
realizes. 

Valley Towing 

Thinking of Not Renewing Membership? 

a need for local computer 
repairs and web 
development that would be 
of benefit to the surrounding 
area; individual and business 
needs.   

Services offered include: 
computer sales and service; 
website development and 
hosting; network design and 
installation; business 
management software 

The office which is located on 
Route 2, (736 Third Street 
New Martinsville) is open to 
the public from 9:00 am until 
7:00 pm Monday thru Friday 
to bring in their computers or 
come in and talk about 
creating their website. If you 
would rather call and speak 
with someone, our phone 
number is 304 455-5900.  We 
welcome the community to 
stop by and see what we 
have to offer. 

Ohio Valley Online was created 
in 2007 and is maintained by 
parent company, Prosite 
Business Solutions LLC. 
Originally started as a website 
solution for the Valley, Ohio 
Valley Online has expanded to 
incorporate many IT services.  

Owners Jason and Cynôd 
Warren moved back to the area 
in 2002 with their family, and 
they employee eleven local 
residents.  Jason and Cynôd saw 
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Supporting independent 
businesses creates local 
jobs, preserves economic 
diversity, safeguards the 
environment and 
contributes to the global 
economy. 

 

Big box stores are 
steamrolling their way into 
cities and towns throughout 
the country, pushing down 
wages and forcing small, 
local businesses to close 
because they canôt 
compete with these mega-
companies.  But thereôs 
something we can do!  This 

year, letôs vote with our 
dollars in favor of locally 
owned, independent 
businesses and against the 
negative impacts of chain 
stores and big box stores 
on our communities! 

Why Buy Local? 

Local businesses produce 
more income, jobs, and tax 
receipts for local 
communities than big box 
stores do. 

Local businesses are more 
likely to utilize local ads, 
banks and other services. 

Local businesses donate  

more money to nonprofits 
and are more accountable 
to their local communities. 

Supporting local 
businesses preserves the 
economic diversity of our 
communities and the 
unique character of our 
neighborhoods. 

Supporting local 
businesses is good for the 
environment, because it 
cuts down on fuel 
consumption.  Buying 
locally produced goods 
reduces the need to ship 
goods from thousands of 
miles away and also cuts 
down on the distance 
shoppers travel. 

Build our Community:  Buy Local in 2009 

message in the right 
context, and your response 
rates will climb. 

 

Advertise for maximum 

memorability.  

 
 

 

 

 

 

The very best use of 
limited advertising dollars 
is to spend your money 
where your campaign can 
be a standout. That 
requires sufficient ad size 
and frequency. With the 
abundance of clutter in all 
major media, it can be 
challenging to stand out 
with small-size, fractional-
page ads. Larger ads will 

give you more bang for 
your buck because they're 
more likely to be seen and 
remembered. Rather than 
run small-space ads in 
many publications or 
websites, reduce your 
media choices to those in 
which you can afford to buy 
larger ads and advertise 
frequently. Narrow your 
broadcast selections to 
fewer radio stations or TV 
programs, and advertise to 
your core audience with 
frequency so your 
message is sure to 
penetrate. By the time the 
marketplace rebounds, 
you'll be in a solid position 
to expand your campaign 
once again. 

How to Advertise Now cont. 

Put your ads in context.  

 
Not all media that touch 
your prospects will be 
smart advertising choices. 
The issue of appropriate 
context is critical when 
making this evaluation. 
Choose media that reach 
your prospects when 
they're in the right frame of 
mind to be receptive to 
your message. For 
example, your best 
prospects may dine out 
frequently and be exposed 
to the ads inside the 
restroom stalls of popular 
restaurants. But the 
location of this media may 
be an inappropriate context 
for advertising your type of 
business. It all depends on 
when and how you want 
your customers to think of 
your business. Pare down 
your campaign to the 
media that put your 
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