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A.
About Coffee News

1.0.
The Founder

The story of Jean Daum is an amazing one! An illness during her last two years of high school prevented her from graduating. Her dream of dancing and teaching others became a reality in 1969 when she landed a job teaching dance at the Arthur Murray Dance Schools. Her ability to teach students at a much faster pace than expected was frowned upon by the school, so she, along with her husband, opened their own dance school. Years later, and more research into better teaching techniques, led to the development of a textbook on ballroom dance. Jean later began writing columns for all five of the major dance association publications throughout Canada and the U.S., becoming the North American expert on new teaching techniques.

Jean spent the following ten years with her children, but still kept her avid interest in researching new learning techniques. She became an expert in a variety of areas such as psycho-cybernetics, subliminal technology, psychology, super-learning, and advertising.

Jean began experimenting with some of these techniques and applying them to a variety of applications. One such experiment in super-learning, allowed her daughter to enter kindergarten with grade two reading ability. Another enabled organ students the ability to learn two years worth of organ-playing skills, in only ten days/two hours per day.

2.0.
The Coffee News Phenomena

Coffee News is the brainchild of Jean Daum, an expert in not only advertising itself, but super-learning and subliminal techniques as well - many of which she designed and researched herself to make Coffee News one of the most potent, yet most affordable sources of advertising ever produced!

Coffee News took months of research before it even started. As you will see, no stone was left unturned when it came to the design and content of Coffee News. It employs no fewer than 17 different psychological and super-learning techniques to boost readership, and more importantly, the bottom-line results for advertisers. Because each advertiser is given an exclusive category advertisement, the advertisers will not give up this exclusivity in Coffee News if it's bringing them constant results. 

It's no secret why Coffee News is so popular. “Everything in Coffee News is a first priority to someone. Some want their horoscopes, some can't wait for the lucky numbers, or the trivia to challenge friends with, then there's the funny or unusual news stories, amazing facts, great jokes, point-blank quotable quotes - all a challenge, inspiration, and more importantly - good fun!" says Jean Daum.

3.0.
Natural Communities:

There's a saying that the average consumer is willing to drive three kilometres toward and one and a half kilometres away from town to buy at any particular store. No-one is willing to drive past five pharmacies for example, to get to the sixth, thus each city, no matter how large, will always be made up of several individual communities, each with their own business centre, serving one or more of the residential communities around them. The smaller businesses of each large city have to rely on the residents of their own surrounding community or communities to survive, and it is those people alone they have to reach with their advertising dollars. TOO MUCH circulation (beyond the area they can reasonably expect customers to come from) is a waste of advertising dollars, yet most advertising mediums include such unneeded circulation - at great expense to the smaller advertiser.

Coffee News "zeros in" on the area they need, allowing them to concentrate their ad dollars on the people most likely to become their customers. It's EFFICIENT yet, inexpensive coverage for them, which makes good business sense.

Why pay for more circulation than they can reasonably expect a profitable return from?

Yet, with multiple area incentives, medium and large-sized businesses can use Coffee News efficiently. For example a large advertiser can re-run his TV commercials in a reader's mind, for a fraction of the cost of the actual commercial. And when a medium-sized advertiser advertises a sale with a large newspaper ad he's already “warmed up" his potential customers through Coffee News, so his "newspaper sale" generates far better response.

4.0.
Coffee News on the Grow

If you have numerous Coffee News licenses for a city, your growth from Day 1 is exciting - not only for you, but for your advertisers who are very much a part of it. Since they are also your best prospects for ads in new areas opening up, it's a very good idea to let them in on your progress and invite them take advantage of new areas opening up.

It's always good business to "surprise" an advertiser with a rate cut or free ads in a new area opening up (which also makes it easier to fill up new areas with ads till they can be replaced by "paying" ads. Note: it was always the policy of Coffee News - Winnipeg to give any advertiser who sincerely had trouble paying for their ads - additional coverage in their own and other areas to help them out. It saved many a business from bankruptcy and was so appreciated, the advertisers still remain loyal, and "paying" customers. Some didn't make it, but a card sent telling them not to worry about their bill and that we'd be very happy to help them again when they got back on their feet, was so welcomed amidst demands for money from everybody else, that "paid" Coffee News advertising was first priority when they did. 

For those that didn't survive beyond bankruptcy, we at least had the satisfaction that we hadn't added to their injuries. Anyone with enough guts to fight the odds against new business survival win or lose - deserves our respect and our help in any way possible" It's not in the Licensing Agreement, but such a policy will always return far more than any financial losses incurred.

5.0.
Advertising Psychological Effects:

Coffee News was six months in research before being introduced by concept designer - Jean Daum. Since her background included not only advertising, but the design and use of subliminal and super-learning techniques in advertising, Coffee News is jam-packed with ad-response enhancers. 

For readers, it's just a fun restaurant publication, but the advertisers are the real winners, with 17 different subliminal/psychological aids built right into their ads to ensure results. 

5.1.
Advert Techniques & Logic

· If it takes an average reader eight to ten minutes to read Coffee News and fifteen minutes to read a daily, 48-page newspaper, the reader has already given Coffee News and its ads 6 to 12 times the scrutiny given to the newspaper's contents.

· Reader for reader, advertisers would need an ad 21 times the size of a Coffee News ad in a daily newspaper to get the SAME visibility - (1 ad unit in 32 as opposed to 1 in 604).

· Whether or not readers are actually looking at the ads, while reading the lines of content in the middle, it's impossible for their sub-conscious not to get roughly 12 repeat shots of the ads on both sides which goes straight into the subconscious since their conscious is absorbed in the content in the middle. In fact, these subliminal shots are more responsible for ad response than the actual reading of an ad. And, since the content itself can be read in two to three minutes, the rest of the time - 7 to 8 minutes is spent on a mental feast of the ads themselves (due to their visually stimulating nature).

· The fact that Coffee News goes into food outlets is also no accident. The susceptibility to ANY form of advertising is greatest just before or during eating, when the mind is at a peak of awareness (a throw-back to pre-historic times when you had to be most mentally alert when hungry and needing to find and/or capture food for your survival). It is for this reason that people eating alone in particular, will mentally devour, not just read Coffee News (and ads). There is a very real need for mental input - food for thought during this time period, and Coffee News is designed to take full advantage of this increased awareness.

· The border design of the ads forms a pattern of S's, backwards and forwards (and both of exceptionally pleasurable subliminal importance) which the subconscious picks up but the conscious doesn't. Readers simply "like" what they see and interpret the feeling to be generated from the advertiser himself.

The border also gives each ad one missing corner. This is a puzzlement to the subconscious and because it can never solve the problem of the missing comer - it automatically gives itself ONE-THIRD longer to fully absorb the information in the ad. This, and accompanying subliminal techniques, is why it takes people so long to finish reading Coffee News. Something compels them to keep looking at the ads, but they don't know what it is. And, the longer they look, the more effective the ads become.

· If you exercise 10 minutes a day for 90 days, which will give you approximately 30 seconds of fitness residue carrying over to the next session, on the 90th day of exercise, your ten minutes plus residue will give the equivalent fitness value of a 55 minute workout - more than five times what you started with! 

Advertising residue builds up in the same manner, and like exercise, if stopped suddenly, the residue will remain working, until all it's effects have faded. Thus, an advertiser who spends money solely on big seasonal sale ads every three months has no residue at all working to boost his results (which is why he and most small retailers think advertising just doesn't pay). The real secret to getting results is building that residue, and Coffee News is designed specifically to accomplish this both effectively and inexpensively. In fact, most businesses that use Coffee News can cut their ad budget by a third, and still get the same or better results.

· The ads themselves are designed to "pop" in the subconscious through the use of "larger than life" illustrations which usually burst through the confines of the borders, which again has the subconscious tricked into allotting more space in the "memory path" to accommodate the explosive space-nature of the ad. Such ad design is exclusive to Coffee News and is a result of our research into a very exciting new development in the field of advertising design called "positioning". The development of Coffee News ads has produced totally new, unique, and effective ads designed specifically for residue enhancement.

· If a customer is for some reason not ready to buy or not sold on buying from a particular store, all any ad can do is bring that person a little closer to being ready to buy. Coffee News ads are intended to cultivate the vast majority who are not ready, and bring them closer and closer to the point of buying. The residue from a large newspaper ad is no more than that provided by Coffee News ads - at considerably less cost. Thus advertisers can use Coffee News inexpensively to bring people closer to buying and reap immediate sales from their newspaper ads - which over-all, can save an advertiser up to a third of his advertising budget, while developing long-term growth of his business.

· Some advertisers use coupons almost exclusively as their business promotion which to them allows the counting of coupons for assurance that the money spent came back in sales. In the long term, this unfortunately has a side effect we call "couponitis" - the boom or bust inability of a business to attract customers without coupons. 

Coupons themselves attract what we call "C" buyers - bargain-hunters who will only buy products or services on "deep discount" and who's loyalty to any store is entirely dependent on what everyone else is offering. Such buyers are good to clear out last year's merchandise - dollars saved for the sake of dollars saved will tempt them to buy things they will "need someday", but the more coupons (or even large discount sale ads) are used, the more such buyers will expect and WAIT for coupons before buying - thus the supposed business boom from coupons, with the dead time in between. 

Coupons do not appeal to the types of buyers who buy at retail and may actually scare them away thinking the business offers poor quality merchandise which isn't worth the retail price. As such, the advertiser is little-by-little forced to cater to the bargain-hunters and keep up his sales at give-away prices while making a meagre margin on the bulk being sold.

Coffee News breaks this cycle by appealing to those who will buy at retail prices and it promotes quality, service, etc. as opposed to price (although “specials” are allowed in Coffee News, remember, very few bargain hunters treat themselves to a restaurant-cooked dinner, so the majority of Coffee News readers are the business-building type of customers - the loyal ones).

A business affected with “couponitis” and advertising instead, quality, service etc., will slowly but surely, see the type of customer he gets changing, the boom and bust will even out, and the do-or-die deep discounts he had to offer to get any sales will be able to slowly return to reason, without losing sales volume. After a year or more in Coffee News, the advertiser will no longer have all his customers desert the store to take advantage of his competitor's cut-rate offerings.

NB:
No ad works alone. If someone sees an ad in the newspaper, for example, and decides to buy a stereo, the ad itself only triggered a response built over years in many cases, not only by this particular advertiser, but by his competitors as well.

6.0.
Benefits of Coffee News

6.1.
Restaurant’s Benefits

· Customers have something highly pleasurable to do while waiting for their order, or having coffee alone or with friends. It puts them in good humour and not nearly as attentive to how fast the service is or why the waitress brought THAT guy's order before his when he was first etc.

· Satisfies a real need for single customers in particular - giving them something to read that keeps them occupied rather than having to sit and appear lost in thought so as not to stare unduly in anyone's direction.

· Satisfies a real need for customers who are shy or who are with someone who is NOT an avid conversationalist. Coffee News breaks the ice by giving them 6 - 8 humorous stories to talk about, their weekly horoscope, plus a whole variety of jokes and interesting facts etc. to share.

· It's short and sweet - not filling restaurant chairs unproductively as reading regular newspapers might. It does its job and customers are encouraged to return it to the holder for others to enjoy, or take it with them - resulting in minimal fuss and bother for restaurant staff.

· The format is easy to handle with one hand, leaving the other hand free for coffee. It never has to be put on the table over food to turn the pages as a regular newspaper requires thus cutting down on messes, spills and clean-ups.

· Encourages customers to come back to enjoy more issues, which helps the restaurant add to it's steady clientele base. It also gives customers a whole bunch of jokes and fun things to use to be more entertaining to fellow employees, sales customers, or to enjoy sharing with their friends.

· The special Coffee News holders take up minimal counter space - usually at the cashier section of the restaurant, or other visible and easily accessible area. It is also noteworthy that restaurants who place Coffee News at each table, or have their waiter/waitresses hand-deliver a Coffee News to customers - "to enjoy while you wait" - experience increased customer loyalty and frequency of visits - the lifeblood of any restaurant.

· Since the restaurant is actually supporting the businesses who are advertising in Coffee News, their neighbours, they help keep their business community financially prosperous, which in turn, provides financially-capable, paying customers to keep them financially prosperous.


It's appearance is highly professional and distinctive, consistently using only good quality brown / gold paper for a unique look. 

Even the ads are designed to be surprisingly eye catching - and a good part of the "fun".  In other words, even the finest restaurant will find Coffee News more than a welcome addition to their customer service

· There's a saying, "You never forget your first Coffee News. Once introduced, it doesn't take long for restaurant customers to discover where to get it and to become avid readers of Coffee News. Since most restaurant-goers seem to settle on five or less restaurants they regard as favourites, the availability of Coffee News at these particular restaurants can become a deciding factor on which to favour. The restaurateur who has Coffee News will invariably get more of their repeat business, at the expense of a favourite restaurant that does not offer Coffee News.

· As a courtesy to all our restaurant, hotel and coffee shop clients in cities that rely mainly on residents for their income, we also offer the protection that no business in the restaurant, hotel or food service industry will be allowed to advertise in Coffee News. Although most restaurants would love to have an ad, they are disallowed automatically. The reason a Burger King advert in Coffee News for example would have every McDonalds refusing to carry Coffee News. No restaurant would welcome their competitor's efforts to take away their customers - right inside their own premises.

On the other hand, restaurants in cities that rely heavily on 'tourist dollars", WILL be allowed to advertise in Coffee News since ALL the restaurants themselves are considered tourist attractions. In these cities, it is extremely important for all tourist attractions - including restaurants - to make themselves known to incoming tourists as soon as possible, so that they can take advantage of this short-term customer base. Since ALL tourists MUST eat at restaurants, hotel etc., there couldn't be a more tailor made way of reaching EVERY incoming tourist than with Coffee News - to the benefit of every tourist attraction - including restaurants.

· IT'S FREE!!! The service (including holder and weekly delivery of as many Coffee News as needed) is FREE to all restaurants, hotels and coffee shops, etc. who request it.

2.2.
Advertiser’s Benefits

· A very inexpensive form of advertising in their own area to people who either live in the area (friends and customers) or those who have already driven into the area. "You only have to be king of your own backyard". 

· Coffee News allows advertisers to be a constant reminder day by day, week by week, in their own trading area, without having to pay double or triple for the added exposure, to keep in touch with 5 or 10% of their customers who may come from other parts of the city.

· Provides a highly positive, fun-loving atmosphere for their ad, which by it's unique design, is also included as part of the fun and conversations. Coffee News gets people talking and thoroughly enjoying themselves, and since the pleasurable experience of eating or drinking coffee is subliminally associated with the ads themselves (which are only read during restaurant visits), the ads put the advertiser in a "good guy" positive light.

· Provides the inexpensive repetition of ads needed to establish buyer patterns - weekly exposure with additional exposure through second and more readings. (Restaurant clients are free to take a copy to share with other friends or put it back in its holder for the next customer to enjoy). Thus too, the number of copies printed is at least 20% of the total readership. The advertisers can safely be told, they'll have over 5,000 readers per week if 1,000 copies are printed.

· Since advertisers are seen as equals, in a fun-loving group, rather than individual advertisers - big and small as in newspapers.  All ads compliment each other and add to the results received by all. This "shopping centre" type approach to uniform sizing and style characteristics of ads acts to sell a very positive view of the advertisers and his products/services.

· When Coffee News ads are used in conjunction with other advertising - TV advertising for example -the Coffee News advert becomes a re-run of the TV commercial in the reader's mind. For less than a fraction of a cent per reader, that particular advertiser had 5,000 people visually see his commercial, thus substantially increasing his TV results.

· The fact that the ads are all the same width and are laid out down the sides of the paper, it does not allow a "big potatoes, small potatoes" type of mental judgement about the advertisers.

· Exclusivity. All advertisers are given exclusive rights to advertise their business category in their issue of Coffee News.  Competitors must go onto a waiting list until space is available. As such, advertisers who join up early are in the best position of keeping their Coffee News unavailable to their competitors.

C.
MARKETING

1.0.
Precise Targeting

Most small and medium-sized businesses are very poorly served by print, radio and TV advertising because of the simple fact that in order to reach the people who are potential customers, they have to buy at least 4 or more times the circulation they need. Even direct mail which does allow them to choose their own circulation, is very expensive - one single mailing to 10,000 homes in their prime area can be replaced in Coffee News with 10,000 readers per week in that same prime area being reminded of their services every single week for an entire year!

Neighbourhood businesses NEED NEIGHBOURHOOD COVERAGE, and there's very little, if any, advertising media that allows them to target their advertising dollars so precisely, so effectively and at so much less cost. (Even the 10% of customers that are coming from areas outside their target area are reached by Coffee News. WHO DOESN'T STOP in for at least a coffee break while shopping outside their area? Picking up Coffee News at the local outlets provides them with additional shopping choices while in the area, and when they come again). As such, Coffee News itself manages to reach the highest and most potent concentration of potential customers of ANY media - for a fraction of the cost!

Add to this, Coffee News reaches a majority of "A" and "B" type customers (explained later in this manual) - those business-building customers that shop loyally and regularly without the need of "sacrifice sales" to keep them happy. (The "C" buyers - those who ONLY buy on deep discount and who's loyalty lasts only as long as a competitor's better offer - aren't likely to treat themselves to a restaurant cooked meal if they can cook it for a quarter of the price - thus make up a very small portion of the Coffee News readers. 

Coffee News also allows it's advertisers to remind their customers on a weekly basis, that they've got what they want.  Most businesses go in for the year because even the inexpensive weekly reminder in slow season increases their slow season sales, but more importantly, skyrockets their high season sales since they haven't lost touch with their customers between seasons. 

Having already cultivated their sales, they're the first to come to mind when high season takes place, and the "Johnny-come-lately" seasonal advertisers can't even begin to compete with someone that's proved quality, service and price to his prime customers while his competitors were asleep, laying low to "save money" in the slow season.

As such, most small and medium-sized advertisers can save at least a minimum of a third of their present advertising budget by using Coffee News. It not only reaches the majority of their "prime potential customers", it also boosts the results of any other advertising they do. 

If you're lucky enough to find an advertiser who only advertises a few times a year in the local papers and totally convinced advertising doesn’t pay - you can deliver the news that he can save even as much as 50% on his ad budget by going with Coffee News. 

By cutting down on his marginally effective newspaper ads, and instead, keeping his prime customers "warm to hot to buy" week by week, his newspaper ads - rather than just warming, puts them over the edge, and both his Coffee News ads and newspaper ads as a team, bring him exceptional results - at far less cost!

Very, very few small and medium-sized businesses CAN'T be helped substantially through Coffee News. Even if they insist on keeping their present advertising strategy, Coffee News can not only provide its own results, but will substantially boost their results with every advertising medium they are already using.

Whether Coffee News is a replacement or a booster to the advertising already booked, advertisers should be informed of the Coffee News power to influence the "A" and "B" type of buyers - the life blood of any business. Although "C" buyers have their purpose - to clear out last year's unwanted merchandise, (which is best advertised in newspapers), for ongoing business at full retail price, Coffee News can't be beaten.
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