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January 13, 2012


Tools...important information

MARKETING
· Chase MWR Card Update:
New Chase MWR Card take-one applications should have been received by all garrisons.  Please ensure that these new take-one applications are distributed to all MWR point of sale locations.  Discard all old applications.  
Did you know that each garrison has the ability to place a customized message on Chase MWR card statements for cardholders from your specific garrison?  Fill out the attachment and submit to Chase (email address is on the form) to take advantage of this great opportunity.  The form will also be available on MWRbrandcentral.com



Chase MWR card questions?  Contact Pierre Laxa at 210-466-1743.

· Month of the Military Child - April
Promotional materials will be posted on Brand Central soon.

· 2012 Programming Planners/Calendars
The new planners are still available for the taking.  If you would like some additional copies, please contact us and we’ll ship you as many as you need. 
 
POC: Joanie Duncan, Joanie.duncan@us.army.mil, 210-466-1766





EVENTS AND PROMOTIONS
· Operation Rising Star AAR:  Deadline 18 JAN Extended
IMCOM G9 Marketing Division needs an electronic version of your garrison marketing strategy, promotional & sponsorship executions for ORS 2011.  The electronic (sponsorship) after action 
report (AAR) for the VFW was originally due NLT 13 December, however to date our office has  
received sponsorship AAR reports from only three garrisons.
These reports are essential to capturing the scope of the 2011 ORS national promotion and
provides the VFW insight into effective promotional strategies, ROI and ROO.  Metrics are very important to the client for renewal, so please include in your AAR.

Please email a zip file (via SAFE, see article below) report today to:
Andrea Latimore, andrea.r.latimore.naf@mail.mil
Kelly Jones, kelly.m.jones34.naf@mail.mil 

A hard copy can also be mailed to:
IMCOM, G-9
Family & MWR Programs
Attn: Marketing Division (Mr. Kelly Jones) 
2450 Connell Road, 3rd Floor 
Fort Sam Houston TX 78234-7664



           

CREATIVE SERVCES
· Color Phycology and Marketing
When choosing which colors to use for a campaign, try applying the phycology of color.



· Conferences and Events for Web Practitioners
For a complete listing of web practitioners trianing opportunities, click on the link below:
http://conferenceroundup.com/scheduled-conferences/

Tidbits…stuff you can use!
· Safe Access File Exchange (SAFE) 
SAFE is a file sharing system designed to allow employees and those doing business with government employees an alternative way to send larger files via email.  Files up to 2GB can be sent via email.
https://safe.amrdec.army.mil/SAFE2/


Trends…what’s going on out there!                 
· Host A Webinar To Get Sponsorship?
The attached article suggests using marketing webinars in order to generate significant sales
leads. The article provides common sense procedures on how to develop content driven webinars.

Webnars To Generate Sales
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 ARMY MWR Credit Cards

Monthly Statement Message Request Form



Email Completed Forms to:    Tracy.B.Zigman@Chase.com



Date Submitted:	

Submitted By: 

Commercial Telephone #:  

Post/Installation Name: 

Post/Installation ID (4 numeric digits): 

Statement Message Month/Year: 



Creative Guidelines: 

Five (5) lines with sixty (60) characters each, including blank spaces and punctuation, are permitted for a total of 300 characters.



Line 1: 

Line 2: 

Line 3: 

Line 4:  .

Line 5:



Instructions:



· Email your completed statement message forms to Tracy Zigman at Tracy.B.Zigman@Chase.com by the 1st of each month, but two months prior to the month you wish the message to run. For example, for a December Statement Message, you would need to submit the completed form by October 1st.



· If you wish to convey Post Calendar dates for the month of December, then you should submit your statement message to run in November statements. If you submit the message as a December statement message, then some of your Cardmembers may not get the message until the end of December due to the timing in which their account cycles.



· I f you would like the same message to run for several posts, you only need submit one request. List all of the Post Names & Post Ids that you would like to receive the message in the fields above labeled Post/Installation Name & Post/Installation ID(4 numeric digits)



· Chase Card Services may alter messages if the content is over 60 characters per line or 300 characters in total. The bank also reserves the right to withhold messages, if deemed inappropriate.



If you have questions or concerns, please contact Tracy Zigman at Tracy.B.Zigman@Chase.com 
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Installation Name:                                                           POC: 





1.  SHORT SUMMARY OF MARKETING STRATEGY/PROMOTIONAL/SPONSORSHIP

     Mention any particular focus on VFW sponsor or logo





2.  LIST PRINT ADS THAT INCLUDED THE VFW LOGO

a.  Publication Name: 

b.  Ad size (half page, quarter page, etc.)

c.  Cost

d.  Run time





a.  Publication Name: 

b.  Ad size (half page, quarter page, etc.)

c.  Cost

d.  Run time





a.  Publication Name 

b.  Ad size (half page, quarter page, etc.)

c.  Cost

d.  Run time





a.  Publication Name: 

b.  Ad size (half page, quarter page, etc.)

c.  Cost

d.  Run time





3.  SOCIAL MEDIA PROMOTION THAT INCLUDED VFW LOGO – WEBSITE, FACEBOOK, ETC.

a.  Website 

      -  Run time

      -  Number of website hits

d.  Facebook

      -  Any weekly report (activity) information

      -  Number of friends/likes

e.  Other







4.  PRINT (VISUAL) ADVERTISING

a.  Quantity of posters printed/displayed

b.  Quantity of flyers printed/deployed

c.  Quantity of rack/counter cards printed/displayed

d.  Television (static slide, commercial, news story)

e.  Radio (spot, DJ chatter, news story)

Other





SIGNAGE:

a.  Outdoor marquee

      -  Location

      -  Approximate number of impressions

      -  Included VFW logo?

  - Run time



b.  Banner, street signs

      -  Location

      -  Approximate number of impressions

      -  Included VFW logo?

       - Run time

c.  Other





4.  ANY INTERESTING QUOTES OR FEEDBACK FROM PERFORMERS, PARTICIPANTS, AUDIENCE, SPONSORS





5.  INSERT JPEG PHOTOS OR AD LAYOUTS

[image: ]…THIS IS JUST AN EXAMPLE…

Rack Card Layout
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Learn golf
fast, fun, free!

Free personalized golf lessons.
Learn the basics, tips and tricks in one
hour-long class. Continue through May
with weekly sessions to start playing
and master golf faster!

Learn golf today, enjoy it for life!

Call for your free one-on-one
session with our golf pro!
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What you did (ad placements/media coverage). NAVIGATIONAL 


1. Metrics 


A. Reach 


B. Frequency 


C. Gross Rating Points 


D. Target Rating Points 


E. Impressions 


F. Cost per Thousand 


G. Cost per Point 


H. Number of Clips 


I. Media Impressions 


J. Accuracy of Coverage 


K. Advertising Value Equivalency 


2. Tools 


A. Content Analysis 


What they thought (mental states). NAVIGATIONAL 


1. Metrics 


A. Awareness 


B. Engagement 


C. Understanding 


D. Belief 


E. Favor 


F. Etc. 


2. Tools 


A. Burke Test 


B. Starch Tests 


C. Tracking Eye Movements 


D. Message Testing 


E. Editorial Survey 


What they did (behavior). EVALUATIVE 


1. Metrics 


A. Asked for more information 


B. Subscribed 


C. Renewed a subscription 


D. Purchased 


E. Increased the amount of purchase 


F. Increased the frequency of purchase 


G. Referred 


H. Testified 


I. Volunteered 


J. Sponsored 


K. Avoided an adverse behavior; e.g., didn't boycott 


L. Etc. 


2. Tools 


A. Readership Survey 


B. Public Survey 


C. Reverse Tracking 


D. Isolation 


E. Classical Tracking; e.g., clicks, leads, coupons, buys 


F. A-B Split 


G. Rotation 



General Social Media Metrics

· Unique Visitors


o Unique individual or browser which has accessed a site or application and has been served unique content and/or ads such as e-mail, newsletters, interstitials or pop-under ads. Unique visitors can be identified by user registration, cookies, or third-party measurement like ComScore or Nielsen. Reported unique visitors should filter out bots. See iab.net for the audience reach measurement guidelines

• Cost per unique visitor


o Total cost of the placement or application, divided by the number of unique visitors.

• Page Views


o When the page is actually seen by the user. Some platforms, like Facebook cache preview images for applications, which can mean that page views are not counted until a user clicks through to an application canvas page.

• Visits (specific to UGC/Social Media)


o A single continuous set of activity attributable to a cookied browser or user (if registration-based or a panel participant) resulting in one or more pulled text and/or graphics downloads from a site

· Return Visits


o The average number of times a user returns to a site or  application over a specific time period

• Interaction Rate


o The proportion of users who interact with an ad or application. Some will be involuntary depending on where the ad or application is placed on screen, so it is highly dependent on placement.

• Time Spent (section, microsite, community)


o The amount of elapsed time from the initiation of a visit to the last user activity associated with that visit. Time spent should represent the activity of a single cookied browser or user for a single access session to the web site application or other property. Most publishers consider a session continuous if and only if not broken by more than 30 minutes of inactivity.

• Video installs


o Number of Video players that have been placed by a user onto their page. Also called embed, grab or post. A video player is a type of widget.

• Relevant actions taken (custom to widget or application creative execution) and cost per relevant action. Action examples:


o Contest/Sweeps Entries


o Coupons downloaded/redeemed


o Games played


o Videos viewed


o Uploads (e.g. images, videos


o Poll votes


o Messages sent (e.g. Bulletins, Updates, Emails, Alerts)


o Invites sent


o Newsfeed items posted


o Comments posted


o Friends reached


o Topics/Forums Created


o Number of Group Members or Fans


o Reposts (“Shares“)


Blog Metrics


· Number of Conversation Relevant Sites


o The count of sites in the conversation whose content contains conversation phrases from the client’s Request for Proposal (RFP) or Insertion Order (IO).

• Number of Conversation Relevant Links 


o The count of links to (in-links) and from (out-links) content that contains conversation phrases from the client’s RFP or IO across all sites identified for and/or supporting the campaign plan.

• Conversation Reach


o The number of unique visitors (monthly) across sites in the conversation.
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Color Psychology and Marketing 


 


Below is a quick overview of the meaning of basic colors. This information will help you decided what 


colors to use in your marketing projects. The psychology of color changes with lighter or darker shades of 


the colors below are often associated with much different meanings.  


Psychology of Color: Black 


Black is the color of authority and power, stability and strength. It is also the color associated with 


intelligence (doctorate in black robe; black horn rimmed glasses, etc.) Black clothes make people appear 


thinner. It's a somber color sometimes associated with evil (the cowboy in the black hat was almost 


always the "bad guy"). In the western hemisphere black is associated with grieving. Black is a serious 


color that evokes strong emotions; it is easy to overwhelm people with too much black. 


Psychology of Color: White 


For most of the world this is the color associated with purity (wedding dresses); cleanliness (doctors in 


white coats) and the safety of bright light (things go bump in the night ... not the bright sunshine!). It is 


also used to project the absence of color, or neutrality. In some eastern parts of the world, white is 


associated with mourning. White associated with creativity (white boards, blank slates). It is a 


compression of all the colors in the color spectrum. 


Psychology of Color: Gray 


Gray is most associated with the practical, timeless, middle-of-the-road, solid things in life. Too much gray 


leads to feeling mostly nothing; but a bit of gray will add that rock solid feeling to your product. Some 


shades of gray are associated with old age, death, taxes, depression or a lost sense of direction. Silver is 


an off-shoot of gray and often associated with giving a helping hand, strong character (sterling in-fact!).  


Psychology of Color: Red 


If you want to draw attention, use red. It is often where the eye looks first. Red is the color of energy. It's 


associated with movement and excitement. People surrounded by red find their heart beating a little 


faster and often report feeling a bit out of breath. It's absolute the wrong color for a baby's room but 


perfect to get people excited. Wearing red clothes will make you appear a bit heavier and certainly more 


noticeable. (Some studies show red cars get more tickets but that maybe because the red car owners 


drive faster or the ticket giver notices the movement of the red car more prominently). Red is not a good 







color to over use but using a spot of red in just the right place is smart in some cases (one red accent in a 


otherwise neutral room draws the eye; a red tie with a navy blue suit and white shirts adds just the right 


amount of energy to draw the eye (no wonder it's the "uniform of the day" at the seats of government). 


Red is the symbol of life (red blooded life!) and, for this reason, it's the color worn by brides in China. Red 


is used at holidays that are about love and giving (red roses, Valentines hearts, Christmas, etc.) but the 


true color of love is pink. Pink is the most calming of all colors -- often our most dangerous criminals are 


housed in pink cells as studies show that color drains the energy and calms aggression. Think of pink as 


the color of romance, love, and gentle feelings, to be in the pink is to be soothed. 


Psychology of Color: Blue 


Ask people their favorite color and a clear majority will say blue. Much of the world is blue (skies, seas). 


Seeing the color blue actually causes the body to produce chemicals that are calming; but that isn't true of 


all shades of blue. Some shades (or too much blue) can send a cold and uncaring message. Many 


bedrooms are blue because it's calm, restful color. Over the ages blue has become associated with 


steadfastness, dependability, wisdom and loyalty (note how many uniforms are blue). People tend to be 


more productive in a blue room because they are calm and focused on the task at hand. Some studies 


are showing that weight lifters can lift more weight in a blue gym - in fact, nearly all sports are enhanced 


in blue surroundings. 


Psychology of Color: Green 


The color of growth, nature, and money. A calming color also that's very pleasing to the senses. Dark 


forest green is associated with terms like conservative, masculine and wealth. Hospitals use light green 


rooms because they too are found to be calming to patients. It is also the color associated with envy, 


good luck, generosity and fertility. It is the traditional color of peace, harmony, comfortable nurturing, 


support and well paced energy. 


Psychology of Color: Yellow 


Cheerful yellow the color of the sun, associated with laughter, happiness and good times. A person 


surrounded by yellow feels optimistic because the brain actually releases more seratonin (feel good 


chemical in the brain) when around this color. It is the color associated with optimism but be careful with 


yellow, when intense, it is the color of flames and studies show babies cry more in (bright) yellow rooms 


and tempers flare more around that color too. It has the power to speed up our metabolism and bring out 


some creative thoughts (legal tablets are yellow for good reason!). Yellow can be quickly overpowering if 


over-used, but used sparingly in the just the right place it can be an effective tool in marketing to greater 







sales. Some shades of yellow are associated with cowardice; but the more golden shades with the 


promise of better times. 


Psychology of Color: Orange 


The most flamboyant color on the planet! It's the color tied most this fun times, happy and energetic days, 


warmth and organic products. It is also associated with ambition. There is nothing even remotely calm 


associated with this color. Orange is associated with a new dawn in attitude. 


Psychology of Color: Purple 


What color were the robes of kings and queens? Yes, they were purple, our most royal color that is 


associated with wealth, prosperity, rich sophistication. This color stimulates the brain activity used in 


problem solving. However, when overused in a common setting it is associated with putting on airs and 


being artificial/ Use purple most carefully to lend an air of mystery, wisdom, and respect. Young 


adolescent girls are most likely to select nearly all shades of purple as their favorite color.  


Psychology of Color: Brown 


This color is most associated with reliability, stability, and friendship. More are more likely to select this as 


their favorite color. It's the color of the earth itself "terra firma" and what could represent stability better. It 


too is associated with things being natural or organic. Caution however, for in India it is the color of 


mourning. 


Recommended Reading on Color 


Title: Living Colors: A Definitive Guide to Color Palettes Through the Ages  


Author: Margaret Walch  


Publisher: Chronicle Books (1995)  


Comments: Spiral bound work book; shows 80 classic color schemes from art and design history. 


Title: The Designers Guide to Color Combinations: 500+ Historic and Modern Color Formulas in 


CMYK*  


Author: Leslie Cabarga  


Publisher: North Light Books (2003)  


Comments: This author doesn't teach color theory or even provide a color wheel in this book; but the 


book does contain a large collection of color combinations that work together. 
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