Your Advertising Options

26. Your Advertising Options

Advertising is an “Investment”

A solid investment in consistent, relatively intense advertj
your business to a weekly sales volume and client base that
take many years to achieve through lesser efforts. Actuall
housecleaning clients is the easier part of the equation (it is
difficult to attract and keep good employees). It is bggs
— the more advertising you do, the more clients y
but it requires you to commit the necessary finan
happen. You are in a marketing-driven business.

Client Acquisition Cost

» "Client Acquisition Cost" (CAC) i to

a new client
cquired.

cleaning businesses.
run from as little

. nigue and in-
home presg
expect tq
suggest ; client acquisition cost to budget

your, ad

Imber to attract a new client. And it
ou only serviced that client one time.
tracting clients who will stay with you
’riod of time. You can also see how

ing you can, to literally bend over

isSting clients happy with your service.

00 or $450 for a first time cleaning, if it costs
ient, your advertising cost is 50% to 33% for that
other hand, if you invest $150 to get a client who you
every other week for a year at $120 a visit ($3,000 over one
hat's an advertising cost of 5%; dropping to 2.5% if the client
ith you for two years.

ously, there are many factors which can affect the cost of
acquiring a new client:

Page 507

© 1995 — 2009 WorkEnders, Inc.



Your Advertising Options

Factors Affecting CAC

» The cost effectiveness of the media being used: An inex
advertising media or campaign which produces poor results can
lot more expensive than putting more dollars into a more
advertising media.

» The efficiency of the media being used: Advertisi
newspaper or Yellow Pages directory which cov,
you can efficiently serve can result in waste
sometimes using a media with wasted circu
effective if the results meet the targeted cli

> The effectiveness of the adv
the right media but the wrong m
is not effective.

» The audience to why etter you
rvice, the

rs invested.

le parent households,
hildren, and affluent empty-

sing: The more you advertise to the
e you will have of gaining their

bility to generate referrals: Referrals from satisfied clients
le or nothing. The more new clients you get from referrals, the
our overall client acquisition cost will be. However, the topic of
se cleaning” and “house cleaners” isn’t one typically raised at
cocktail parties or around the water cooler in the office. Don’t count
on referrals as a primary source of business if you're serious about
growing your business as quickly as possible.
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» Competitive factors: The quality of the competition in your mark
the reputation they have, and the amount of effective advertisin e
do can have an impact, either positive or negative, on your cq
acquiring a new client.

Your Business Needs Exposure

 There are many factors which can have a direc
acquisition costs. The fact is, before anyone
must be exposed to your business and your
discussion of the advertising media options
us to be the most effective and efficient.

Door Hangers

regulation), door

alternative to dir.

approxi
person

Id deliver 300 to 450 door

g employer’s contributions to FICA,
bur distribution cost would be about
D cents per piece. This compares
esorted bulk mailing rate of ranging
ach (as of August, 2009). However, our

t the response rate on the same advertising
or hanger is better than when the identical
ivered by direct mail.

u want toWise your own employees or hire people to do this job,
n obtain special door knob poly bags for distributing brochures
er materials via this method. One suggested vendor for this
ULINE ($22 per for a box of 1,000, or 2.2¢ each, plus

g). Goto
-//www.uline.com/Product/ProductDetail.aspx?Model=S-
2176C&RootChecked=yes .You may be able to find a local vendor as
well.
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* One drawback is that you need to find somebody willing to deliver
hangers, (not a bad assignment to give your kids and/or other kj
the neighborhood, providing they’re available and reliable). |
have new employees and few clients, or any teams on standb
not booked for a housecleaning during a given time perio
be willing to pick up a few extra dollars to deliver door
few hours.

* While this a good way for employees to make ag
during the early development of a new team
learned that it is a chore they learn to tire o
on hot, cold, rainy, or snowy days).

* In addition to low cost, there are o
one thing, you can get results thi
this morning’s distribution, rath
mail to be delivered. In addition
and use the door handle to enter

mail piece often goes the other

unities or condominium and
some jurisdictions which require
e ban the practice outright.

apartme
that a lig

Ibute a minimum 5 or 10

en visiting a new client’s house
in addition to wages) for distributing
clients provides an extra incentive to

that specialize in delivering door hangers, some
sis. Some will deliver individual pieces (as
wn people to distribute them) and others do so
ith the delivery of other advertisers' material in
ger bag. However, you may have to wait until the
ering in a particular area in order to participate in a
rop. There may also be a minimum number of pieces that the
y will accept on a given drop or in a particular area.

d door-hanger campaign would be the distribution of
een 1,500 and 2,500 pieces a week to your target market
area. The more often you distribute door hangers into the same
neighborhoods, the more effective your advertising efforts should
become. Like any advertising, the long-term success of the campaign
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depends a great deal on repetition, repetition, repetition, repetition,
repetition.

* Response rates (the number of people who respond as a percen
door hangers distributed) experienced over the years hay
widely. The response rate can be affected by a numbe

Factors Affecting Door Hanger Response Rates

» The neighborhoods into which they are
neighborhoods respond better than others,
and psychographic characteristics.

» Whether the door hangers ar
piece, or in a package with o
chance of your brochure or flyer
when there is no other advertisin

» Frequency of di ) od: The
i better the

The better their awareness of your company, the
re to respond. This relates back to frequency of
or word of mouth (repetition, repetition, repetition,
ion, repetition, repetition, repetition).

not just referring to repeating door hanger drops in the same
orhood, but the compounding effect of other advertising you do
eate familiarity, householders seeing your workers and their
vehicles in the neighborhood, seeing or hearing about your company
through public relations activities, and/or hearing about you servicing
one of their friends.
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The combined impact of all of these factors creates an air of familia
in the mind of the consumer (something Madison Avenue advertjg
gurus call "mind share.™)

Good Door Hangers Can Have “Staying Power”

* One curious thing we have discovered over the year
delivery some consumers will retain your brochure (if
content and “look” are professional, appealing i
prospect). We have had owners report bein
have held on to their advertising brochure f
responding! That is amazing, but evidence
handouts that not only convey the right mes
"professional™), too.

Direct Mail

* Direct mail is a powerf

thousands of compary
distribution throug
delivering door ch about

WIT you can’'t get your reader’s
isn't going to read the rest of it

pf advertising, print or electronic). A
Avertising is that the headline is the ad

UR HOME AGAIN!” brochure can be used as
mail piece which only needs a label and

place the label on the blank back panel along with
stage (or you can use a preprinted postage indicia)
ithout the need for an envelope.

ur experience has been that door hangers generally get a
esponse than direct mail (likely because of the way a lot of the
ail advertising goes into File 13 before even being read), there
ommunities and residential buildings which you simply can't reach
using door hangers. Furthermore, you may not be able to find anyone
to deliver door hangers when or where you want to advertise. This is
where direct mail can be an effective alternative to door hanging
“NEVER CLEAN YOUR HOME AGAIN!” or other literature.
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* Bulk mail is much less expensive than first class postage. If yo ai
at least 150 pieces into the same 5-digit ZIP with automatic b
delivery information, you can do so for 24.3¢ (and perhaps eve
If you do a saturation mailing to every household within
you can get the cost down to at least 21.3¢. All piece
identical in size and weight and may not be any sma
or 3%” in height. To do you own bulk mailing you w
a Standard Mail permit from the post office for f

« For more current information on Standard
visit http://bulkmail.info/presort.html?gclid
Iv5xpwCFOQkIswodQhcCOw .

Mailing List Companies

under “Mailing Lists.”
addition to looking af;

you have to
do the rest.

e more costly the list (usually about 1¢ a name
cteristic).

many companies both locally and nationally from
can be obtained. You will want to ask about their
ARACTERISTICS list from which you can select the
raphics to whom you want to mail. Some of the criteria you
sh to select include:

YOU SHOULD SELECT:
Age: 35 - 65

Income: Select the income level in your market which represents the
upper half of income earners. For example, you can choose only those
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households with annual incomes $75,000+ in small cities and town
and $100,000+ in larger urban centers.

v" Home Ownership: Choose households which are (a) Home
only or (b) both home owners and renters.

v Estimated Home Value: You can select the price rang
most likely to utilize your service (for example, $150,0
$1,000,000+)

v" Mail able leads only (unless you’re going to be tele
is not recommended), you won’t need phone n
increase the cost)

v One lead per mail able address (you do
people in the same household)

CRITERIA YOU MAY WISH TO CONSID,

mailing you will want to use a pr
ZIP+4 to bar coding for automati
further. The company 1

v Omit all P.O. Boxg
v" Omit all rural ar®
cs. One we have used and

ding on the quantify you rent

here from 5¢ to 15¢ per
usually starts at about 5,000

e There arg

d throughout the industry. What

he list. Any list that is older than 90
P/en with a list fresher than 90 days you

\very rate as high as 15%. Whichever company

list from it’s important to find out how current

anticipated delivery rate should be.

tain your list on a diskette, Cheshire labels or on
ure-sensMve labels. It may add 2¢ or so to obtain them on a
e or pressure sensitive labels from some vendors.

ote that we referred to obtaining the lists as “renting” them.
Ily, you may only use them one time. In some instances you
uy them outright for a few cents more or rent them for multiple
mailings. However, as we mentioned, any list that is over 90 days old
is out of date so it’'s not really worth purchasing a list outright or
renting it for a longer period of time.
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“Marriage” Mailers

* There are also companies, such as Valpak and ADVO that speci
what is referred to as co-op mailings or “marriage mailer
contract with several advertisers to mail out coupons
advertising literature to a given “drop zone” on a perg
this instance, your advertising literature is inserted in
along with ten or fifteen other local advertisers

* The negative to marriage mailer
in the clutter of all the other liter

looking at its content i response
standing

ou will get a better

ount offers generally do not
e're looking for. It works well if
ing or promoting other periodic or
or $20 discount doesn't mean much to
spending $3,000 or more a year with you. In
nt to attract consumers who will make a

ed primarily on price.

0 use co-op advertising, if you have a brochure or
ow works, try insisting that the company use your
ochure or other literature (or reproduce your literature for

n).

ing any advertising decision, always ask yourself if the
stment is likely to return a reasonable client acquisition cost. If a
$750 investment results in 5 new clients, then it is worthwhile.

actors Affecting Direct Mail Response Rates
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» Competition — the ability of your advertising message to
out in the crowd: We're not simply talking about competitiv,
advertising from other housecleaning services. We are referrin
competition with other direct mail advertisers. "Freestan
mail generally has a better chance of being noticed a
distributed in a marriage mailing with competing adw
However, even freestanding direct mail is competing
mail advertisers whose literature may be in thegigm
day yours arrives.

» The market to which your advertising id
direct mail piece cannot be expected to get X
to the wrong audience. The more
response you can expect to achi

» The quality of the mailing lis
available to most direct mail list c
lists are managed there h0 4 . ist
companies will conti ' e who have

moved, or to whic eason) and

headling i pture the reader's attention,
s e needs to offer a benefit

or her — and that

e reader quickly and

The quality of the direct mail piece
er generally does not have the same impact as

and sneakers, versus wearing an impeccable dark
dress shirt, tie, and wing-tip shoes. Get the point?

If the recipient is thinking spring or fall cleaning, is moving in
f a residence, wants the house cleaned before or after major

s, or has just lost or fired their housecleaner when your

rtising is delivered, the odds of their responding increases
dramatically. The thing to remember, though, is that advertising
directed at onetime events may attract onetime cleaning customers.

If your efforts are not likely to attract people who may be candidates
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as regular repeat clients, your campaign is unlikely to be cost
effective.

» The staying power of your literature: If the time is not exa
right or your message does not create a sense of urgenc
direct mail piece with the right message is often kept
reference (something that is not as apt to happen wi
advertising media, such as newspaper).

» Frequency: Again, that old rule applies. Rg
repetition, repetition, repetition, repetition,
likely to get as good a response on your fird
neighborhood as you are on the seventh. HG
includes the total impact and freq
message in all media. Your dire
dramatically if the consumer ha
media) advertising, or has hear
and feels a sense of familiarity wi

* Reach: Obviously, t the nu
your campaign re greater the
you stand to ac r, since tigh imperative,
it's critically impo lan your ma at you are

i ) u can efficiently service.

. ers’ MEliance on the traditional Yellow
n dramatically changed due to the

he last time you turned to your trusty
listing? When you want to order a
ost likely Google those keywords into
his reason, the school is out on the continued

t of money in the telephone company’s
directory. However, we will nonetheless

ia for whatever its worth.

Ing is extremely fortunate, it may well be some time
your ad can appear in the Yellow Pages of your local telephone
y. If you haven’t already done so, place this on your
diate To-Do List” and get on it right away. Find out when
t directory is due out and what the deadline for placing an ad

Remember that the job of your Yellow Pages representative is to sell
you advertising space. Your job is to purchase the type and size of ad
that you want to run and one that you can afford. After all, you are
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committing to a fixed 12-month expense and you don’t want to
undertake a financial obligation larger than you can afford.

* The only way to terminate the obligation once the book comes
to cancel your business telephone number...an option yo
want to be faced with. In major urban markets the co
ad may be prohibitive.

» Before placing your ad, review your local Yello
what type of advertising existing competitio
generally under the headings “Maids and B
Services”. You'll probably find that most of

larger than your competitors. L
beginning of each category head

increase readership of
lost if most of the ot

* Since most large Yy have seve
Or counties, end that you

primary i er than trying to run a lot of small
ads in eg ‘
somg of * " i annel most of your dollars

cting Yellow Pages Ad Response Rates

The size of your display ad: Unless the consumer is specifically
looking for your company in the Yellow Pages, there is a tendency to
look first at the largest display ads. Think of times you've looked to
the Yellow Pages to hire a taxi without a specific cab company in mind.
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Sometimes you can afford to play the "size game"; but very often t
game is too expensive to play.

» Color: Very often adding one color can improve the response r
your Yellow Page advertising. Red is usually the extra cg
although some directories may offer other colors. Thi
its effectiveness if most of the other ads appear in cqQ

» The Internet: As we discussed, the value of
been greatly diminished by the ease and co
products and services on Google and other
seen continued erosion in return on invest
owners who have used this media over the
current recommendation is not to
toward this media.

Newspaper Inserts

ethod of
market.
advertising,
areas.

* Newspaper inserts c
getting the messa
Most major and wspapers wi
based on a minim in selected

 For exa poution area served by the
newspaq the demographic customer
profile t. The minimum run may be
ired distribution number.

yer inserts is that you get guaranteed
or the cost of the paper’s entire
tribution to selected areas, can target

onsumers look to the classified section of the newspaper for a
of goods and services. Usually the paper will have a “Service
ry” within its classified section where you will find all types of
Isements for such services as Accounting, Bathtub Refinishing,
entry, Painting, Plumbing, Plastering, Wall Paper Hanging, etc. It
is also under this section that you will normally see ads under
“Cleaning Services” or “House Cleaning” or some similar heading.
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» Classified newspaper advertising can be a relatively inexpensive
media. However, like Yellow Page advertising, you're ad is only
to be noticed by readers looking through this section for a paryg
service and, unlike display advertising, your ad is not likely to c
the attention of the person browsing through the paper.
Yellow Page directory, your ad under this column will b
with other ads grouped under the same heading. T
mean that classified advertising shouldn’t be consider
your overall promotional mix but, rather, that
these considerations. Obviously, if classified
wouldn’t be any advertisers spending mone

» Advertising space in the classified section is
line”. The “line rate” is priced bas
days in which the ad is run. Ne
“packages” such as a 1-day rate
14-day rate; etc. The more con
the line rate.

* In some cases, classijg
column inch is usu
copy in a 1-colu
lines of copy, incl
the ad, wo

r in the body of

Newspaper D

the c@iventional advertising which

er. Display advertising is what the
utilize when they include newspaper
igns. In addition to stylized

n include art and logo reproduction not
classified ads (unless it is what is called a

ore apt to be seen by more readers since they

g with news, sports and other articles in various
people read these sections of the paper daily than they
classified section.

request, generally for a premium, that your display ad run in
cular section of the newspaper and, in some cases, you can
request a particular page within that section. For example, since
the woman of the home is the most likely to initiate a call to a
residential cleaning service, placing your display ad in the Women'’s
section (such as "Life-styles™) might be good placement.
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» Rates for display advertising are usually quoted by the column inch
(which is generally 2" wide for display ads, by 1" deep). When hgang
quoted by page size, always remember that a 1/8 page ad in
size newspaper (like the Wall Street Journal) is a lot larger than
page ad in a tabloid-size paper (like the National Enquire

* Newspaper advertising, like other media, works best
In other words, generally speaking, the more often th
better the cumulative effect. Consistency is thg
successful newspaper advertising campaign.

e One of the problems with a lot of newspape
calls from potential customers y

you're paying an advertising rat
Therefore, you wind up paying f

distributed to va
area.

Of coursg i is that if your newspaper ads pull

lation in areas you aren’t
expense.

pre is usually a break in your cost of
uency and/or cumulative lines or
‘onetime” rates are the most

plan to place several display ads

onth period, you can save substantially by
“line-rate” contract with the newspaper.

an often be obtained by agreeing in advance to run a
of ad space throughout a one-year period. Doing so
% to 30% on the cost of each ad, even more,

ing on the policy of any particular newspaper’s advertising

ent. When you do so, the only penalty you might receive if

to meet your minimum contracted commitment for ad space is
u will be billed at the higher rate for the space you did use. But
ould have paid that higher rate up front anyway, so why not take
advantage of the savings you can realize by entering into a “line rate”
contract at the beginning.
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* For example, if you planned to run, say, three display ads per week
the size of two column widths (4™) by 2" inches deep, that woul
amount to a total 12 column inches (168 lines) per week. Ov
year, that would equate to 624 column inches (8,736 lines). _ToO
establish your potential savings by entering into a line-ra
simply study the newspaper’s “rate card” based on it's g
onetime rate versus the contract rate for the lineage
buy. The savings could be so substantial that even if
might be a little short, it might be cheaper to g

* In addition to regular daily news
find other print media as well.
weekly “community” newspaper,
are distributed free. O Amitation )
usually limited to on cy” level is
limited to four tim i two, three or
more times a w e only

local dai iStributed free even less.

y, if your ad appeared on page one of
ould be higher than on any other

her the front news section or alternative sections with
adership by upscale females (who tend to be the ones to
the family's housecleaning service).

ency of advertising: You're going to hear it once again:
tition, repetition, repetition, repetition, repetition, repetition,
repetition! And, again, advertising you do with door hangers, direct
mail and other media to essentially the same audience counts here
and can have an impact on the response rate from your newspaper
advertising. Generally speaking, a smaller ad appearing three times a
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week is usually more effective than one larger ad appearing only on
(depending on placement).

it is placed on that page, the number of other ads o
the relative size of your ad compared to other ads on
the ability of the headline and/or graphics to cajg
attention within a fraction of a second.

» Actual readership of the section or pagd
reach. If you simply let your ad

(anywhere they choose), you mi
with very low readership by you

» The headline of ad: It's said
that you have a er’s attention

better the chance your ad will be
ody copy? What is there to

edia for that matter) should
URL. In fact, this is one way to get a
ssified advertising, too.

s already discussed with respect to
as factors influencing the response rate from
timing, headline, message, etc.).

Domai ame: One of the first things you need to do if you

't already done so is to register a domain name for you cleaning
y. You can search availability and register your domain name
.godaddy.com for under $15. If you don’t have a Web site yet,
ould still choose and register a domain name which you can

” at godaddy.com until you’re ready to launch it.

» If the name you want is already registered: Check to see if your
company’s name is available. GoDaddy will alert you to alternative
domain name options, including versions with web extensions such as
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.com, .net, .biz, .us. and so on. If your first choice and close

alternatives are already registered, think of other domain name
check their availability. This could include your company na
merged with a phrase, such as “jvscleaning4you” (if your com
dba is “JVS Cleaning”, for example).

» Check out other Web sites: To get some ideas as
might want your Web site to look like and information
include, do some surfing on search engines sucieas
Yahoo under “house cleaning services” in yo
cities. Since you probably want to peruse
you’ll need to type in the name of a town o

* Find a Web developer: Now y
to create your Web site for you.
developers and you shouldn’t ha
a good fit for you. Just make su

the site that you can m B#PIL to

add a client testimoni really don’t

want to have to tr i o modify the
e to pay).

eir previous work at a
orth American developer.

unities (see chapter 6)

stimonialS from satisfied clients (when you have a few to post)

ou’re surfing the net looking at other house cleaning Web sites
tice that these primary pages often have links to other sub-
ontaining expanded or related information.

ricing: During your research you’re going to run into Web sites that
either (a) quote prices on their site based on criteria such as size of
the home, number of rooms, etc. or (b) offer to provide a quote if the
visitor fills out a questionnaire responding to questions about their
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residence. We strongly urge you not to follow this practice. You w
to create enough interest for the prospect to call you to arrange in
home presentation to survey the situation before arriving at a

Market your Web site: Once you have your Web site u
which can happen in as little as a couple of weeks, you
traffic to it. In addition to making sure your Web sit
your stationary and printed materials (including news
want to make sure it appears on search engine
your market are looking for a cleaning servicg

identify the local market area yo
how much money you want to s
from the market area you speci
it can be as little as a fe

A word about Web
willing to host yo
quarterly or ann
of more to haye
has droppg However, we don’t recommend
that you ) Mity and uptime is critical and you
want to \ ) ite while they’re surfing

mpanies
monthly,
$100/month

; 1ially, “I'll pat your back if you pat mine.”
ivity is when two nonaligned companies or

ther, either directly or indirectly. It can be as
e shop having a display of business cards for a
AL'S service counter, and vice versa. It can also involve
campaigns between two or more companies, such as
used efféctively by American Express and hotels, airlines,

ants and upscale retailers.

| cross-promotion opportunity for you might be with a company
ecializes strictly in commercial janitorial services and who does
andle residential housecleaning. Another might be with a local
dry cleaner. What about residential and commercial carpet cleaning
companies? For moving-day cleanups, who knows more about who
might need these services than real estate agents and moving
companies? What about building contractors and even the part-time
Page 525

© 1995 — 2009 WorkEnders, Inc.



Your Advertising Options

handyman whose customers may need a good cleanup when they’r
done?

» If there is a local automobile detailing service in your area, ma
whose customers certainly fit your own ideal demographig
profile, leave some of your business cards and “NEVER
HOME AGAIN!” brochures (or other literature you ug
return for offering to refer some of your clients to the
willing and able to spend $50 to $200 having thgs
polished every few months could also be a q
service.

Free Advertising: Referrals

 What's the best way to get refer
ask for them!

service. es. | could!”

gpy of the brochure to anyone

ing clients for referrals either. There
ou to do so throughout the course of
example, even before you leave the
otation visit, you can ask the customer if she
0 might be interested in learning more about
ould appreciate receiving a copy of the booklet.

can have your cleaning team periodically leave two
ree “RefeWal Postcards” to be filled out by your client and either
back or picked up on the next cleaning. Further opportunities
or referrals can occur when you periodically call your customers
up on their satisfaction with your service.

etimes people feel insulted if you offer any type of reward for
referring a friend. On the other hand, they don’t usually mind doing
their friends or associates a favor by helping them solve a problem,
such as help with housework chores, for example. However, when you

Page 526

© 1995 — 2009 WorkEnders, Inc.



Your Advertising Options

do receive a referral which results in a new customer, always call o
write your client and thank her for the reference.

* You might even consider having your cleaning team leave a bo
flowers the next time they arrive to perform their weekly
monthly cleaning. It shows you appreciate her help in
customer and only serves to encourage her further r
future. The cost of a flower arrangement is a very sm
return for an account which could be worth hu r
dollars in annual revenues.

* While you’re bound to get passive referral
others, by getting in the habit of asking for
accelerate the process and add to

Sample Referral Letter

October 11, 2002

Mrs. Arlene Smith,
1234 Somestreet, Apt 567
Somewhere, FL 33487

Dear Mrs. Smith:

Your friend ( es, thought we might be able to

to you about our services.
ntains information which might
er be doing than cleaning house.
e might be able to help you, please give

ABC Clean

s has been a satisfied client of ours for sometime now. Please feel free
t our service.

It is important to plan and implement some form of advertising each
and every week. Upon implementation, it is important to begin
tracking the results from each media as accurately as possible. If one
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media appears to be more fruitful than another, you can adjust you
campaign as it proceeds. However, it's important to give each ia
fair run in order to accurately measure the results. Always re
that each media supports the other. Your direct mail works bet
when supported by newspaper advertising, and vice vers

* As you determine a higher rate of return from a parti
trading area, don’t be afraid to repeat your marketing
periodically within that district. There is a sayigasmedli
that, for maximum impact, a minimum of 7 i
achieve optimum results. Of course, we ha
need for frequency of “impressions” in our
media advertising.

 The important thing to remembe
something going every week an
supplemental campaigns.

* It’s going to take a littl
methods work best,
remember that ad ) ery important
to the growth of ervice in the
world but...if nobo i going to do
very much . It's

§%

as that!
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Your Advertising Options

Documents relating to

Your Advertising Options

Never Clean Your Home Again Brochure
Newspaper Display Ad

Yellow Page Ad
Newspaper Insert/Flyer

Fly

Referral d
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