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They’re commonly known asthe “C’s.”
Chief Executive Officer.  Chief Operating
Officer.  Chief Financial Officer.  Chief
Information Officer.  Chief Technology
Officer.  Chief Marketing Officer. The
people with the power.

If these folks are on your target prospect
list, you may also come to know them as the
people behind a well-protected firewall.
Before your message reaches them it’s likely
to encounter several layers of diligent
screening, with each layer carefully designed
to keep your marketing message away from
your C-level prospect.

So how can you make sure your 
offer makes it through the maze of mail
rooms and gatekeepers and into your
prospect’s hands?

Here are a few guidelines to help your 
C-level marketing efforts succeed:

Match your offer to your audience
This basic tenet of good direct marketing

is never more important than when you’re
targeting an audience of executives.  The
same clever gizmo that intrigues developers,
for instance, may not hold much appeal for a
busy CEO.  

When D&B (Dun & Bradstreet) wanted to
introduce their Supply Management System to
top industry decision makers, they offered a
free DVD of DISCOVERERS, an IMAX®

classic film . . . with a free Sony DVD player
to go with it.

The offer and its powerful presentation
(see inset below) got the CEOs’ attention as
soon as it arrived.

Package your proposition
Once you’ve identified your C-level

Continued on page 7É

High-end offer brings in highly qualified leads
To introduce the D&B Supply Management 
System, D&B used a powerful package 
designed to get through C-level barriers.

•  Unusual triangle-shaped Priority Mail 
box to leap the first hurdle

•  Strong concept — Join the great 
discoverers of the world and chart 
your own path to profitability

•  Great offer!  A Sony DVD player with 
DISCOVERERS adventure classic on DVD

•  Qualified leads — Your free DVD player 
and DISCOVERERS DVD is delivered in 
person by a D&B representative who will 
help you discover new ways to profitability
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You’ll see 

some amazing 

ideas start 

bubbling to 

the surface. 

“

S P Y R O  K O U R T I S , P r e s i d e n t

T H E  H AC K E R  G R O U P

”

▼

A  P E R S O N A L  N O T E  F R O M  

T H E  P R E S I D E N T

Dear Colleagues,

Necessity isn’t the mother of invention -- hard times are.
Watch a really sharp business team when the going gets really
tight, and you’ll see some amazing ideas start bubbling to 
the surface.  

I’ve seen it over and over during this recession we’re coming
out of right now.  Really creative and brilliant companies coming
up with solutions you never would have thought possible during
fat times. 

Let’s face it, there’s no reason to innovate when your company
doesn’t even have to make a profit to survive.  

But, turn down the economic fires and you’ll see some real
creative heat.  So, it turns out that the most successful
campaigns we’ve seen in direct lately are not just the ones that
pulled great results.  Each separate success pulled great results
in the face of its particular adverse conditions.

When budgets got tighter we responded by looking for more
efficient ways to pull higher results.  That led us, for instance,
to find ways to get more bang for the buck with innovative
creative approaches like digital and in-line printing.  

The decision to purchase grew more agonizing, and we came up
with more precise list research -- targeting multiple titles at 
a single company, and better nurturing of potential consumers
with highly personalized email campaigns.  

As audiences have become more savvy, we have responded with
more sophisticated direct interactions.  By combining rich online
experiences with creative mail approaches, in-house lists can be
expanded to include email, while the sharp responder is receiving
just the information and opportunities he or she wants.  

Everybody wins.

It may be the only positive to come out of this recession that
those of us who survived it (and we know who we are) have come
through with sharper skills and a whole new bag of tricks to make
the fat times even fatter. 

Here’s to your success!

Spyro Kourtis
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It’s every direct marketer’s dream
— an established control that
consistently delivers solid results.  
Why would you want to mess with it?

Except to make it better.

Here are some ways to fine-tune
your program for even higher
performance — and longer life.

Can you do it cheaper?
First, look at your package

components.  Are they all pulling their
weight in the mail box?  To find out,
test them.  Mail your control package
with a brochure and
without it.  Does it
make a difference
in your response
rate?  If so, does
the difference
lower your cost per
lead or cost per
sale?  You may be
able to reduce your
cost per package and
your cost per lead or sale by 
simply combining elements.

Second, look at your postage costs.
If you haven’t investigated postage
options in a while, it’s time to take a
look.  You may be able to save a lot of
money with a simple adjustment in the
way you sort or address your mail.

Calibrate your offer
Your control offer works.  

Prospects love it.  It’s easy to fulfill.  
It fits your budget.

But could it be better?

There’s only one way to find out
— test it.  If your offer has more than
one component (maybe a discounted
rate, an early-response bonus and a 

free trial period), test them one at a
time.  Does it work as well without
the early-response bonus?  Then give
it up.  Can you see a difference when
you drop the free trial?  If not, don’t
offer it — you’ll save a lot in returns.
And just because you carefully tested
into the level of your control discount
doesn’t mean you shouldn’t keep
testing it.  If the marketplace teaches
us anything, it’s that audience
response is a moving target.  

What if you plus your control offer?
If you’re doing a product-related offer,
test a non-related gift.  Try a T-shirt or a

calculator.  A small
adjustment in your
offer could make 
a big difference 
in results.

Push the
envelope

Look at your
program and check

the last time you changed the envelope
of your control package.  Nothing else,
just the envelope.

If your control uses a highly
promotional full-color envelope, test a
plain business envelope against it and
see what happens.  If it’s white, try
brown kraft.  If it’s a #10 (standard
business size), check out a 6x9
(oversize).  Collect envelope samples
from any source you can find (starting
with your own mail box) and consider
every one as a potential winner in your
own program.

Put lists under a microscope
Make sure you’re leveraging every

advantage available to your program by
looking at your list options.  Are
lifestyle profiles available for your

target?  Then try them.  Do you need to
expand your target (aiming a consumer
product at small businesses and home
offices, for instance)?  Or tighten it up
(dropping non-responding geographies
or business sizes, for example)?

And don’t forget to examine your
program to make sure you’re mining
your most important resource —
responder files, the folks who
responded to your offer but didn’t
buy.  Just because they didn’t buy
then doesn’t mean they won’t 
buy next time.  Set up a plan to rotate
them into your program — and test 
to find out how long you should wait
between contacts (and when you
should give up on them).  If you
haven’t been mailing responder 
files, you’re in for a happy surprise
when you do.

You might discover other pleasant
surprises by integrating your direct
marketing with Web, print and
broadcast media, or if your program is
already integrated, by breaking from
the integration.

Don’t wait until 
it breaks — fix it now

It’s easy to get comfortable with the
status quo, believing that your program
is all it can be.  But, in truth, everything
out there can get better… or cheaper…
or faster.  And eventually, every direct
marketing control fatigues and starts to
fail.  The key to success is to fix it
before it does.  The way to get it done
is with a carefully constructed, closely
monitored, ongoing testing program.
And the time to do it is now.  ▲

Aging gracefully
How to Þne-tune a mature direct marketing program

“Eventually, every 
direct marketing control
fatigues and starts to fail.
The key to success is to fix
it before it does.”

A  Q U A R T E R L Y  M A R K E T I N G  P U B L I C A T I O N  F R O M  T H E  H A C K E R  G R O U P

▼
▼
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FREE Trial Snipe
Information Offer

� To snipe or not to snipe?
To improve participation in a service
program, one of the country’s most
recognizable technology companies
put together two versions of a mail
package.  They were identical except
for one thing: one had a copy snipe
and the other didn’t.  Which do you 
think won?

� Who really wants that
World Clock and
Calculator, anyway?
A major statewide health insurance
company needed leads for their
coverage programs.  They tested an
offer that was totally unrelated to their
products (a FREE World Clock and
Calculator) versus a package built
around a very strong fear message
about rate hikes.  Which do you think
pulled a higher response?

Pick the winning packages . . .
Win a digital camera!

Occasionally here at High Performance Direct,we like to test you to keep you on your direct marketing 

toes.  Keeping with the spirit of our new format, we’ve added a new wrinkle to the quiz.  This month’s

quiz is online at www.hackergroup.com/quiz. And there’s a prize!  A FREE digital camera! 
To get the answers to the following questions, make your guesses online, and the winner (drawn randomly)

will get the FREE digital camera.  For complete contest rules, see the quiz Web site.

� Battle of the FREEs: 
FREE Trial vs. FREE Pen 
A communications company selling 
a dramatic new teleconferencing
service tried two approaches.  The 
first was a FREE Trial of the service
worth hundreds, if not thousands of
dollars — versus a FREE Light-Up 
Pen worth maybe $2.00.  Which do
you think readers went for?

FREE Pen
No Snipe

Unrelated Offer
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Invitation
Branded

� Flying under the radar
To invite people to tour their newest
property, a nationally renowned vacation
club sent out two kinds of invitations.
One came in a coated stock envelope 
that prominently showed the name of the
vacation club and requested an R.S.V.P.
The other had no identifying marks — 
a “stealth” package.  Otherwise, the
invitations were identical, but one had
more takers.  Which do you think it was?

� Pick-a-party: the first or the third?
A world-renowned marketing company needed to
generate leads for a new service.  They developed two
very different approaches to the job.  The first made the
most of the very well-known company name and brand
in a glossy, promotional package.  The second came
from a third party with a very staid and official request to
participate in a marketing survey.  It barely mentioned
the famous marketing company.  Overall, which
approach do you think performed better?

And for extra credit, on the last program, did more
responses come in via mail-back forms, telephone, 
Web or fax?

You’ll find all the correct 

answers and your chance to 

win the FREE digital camera at

www.hackergroup.com/quiz

until April 4, 2003.  And you 

can also see all the rules 

to this quiz there. 

Pick the winners and enter to win a 
FREE Olympus Camedia D-520 Digital

Camera with 3x optical/2.5x digital zoom
and a macro mode.  It also has

QuickTime¨ movie mode to capture full
movement.  ItÕs a $299 value, but 

you can win it FREE!

➤

Here’s the quiz.
Simply pick which package won from the following sets and 

enter at www.hackergroup.com/quiz.  
It’s multiple choice.  Couldn’t be easier!

A  Q U A R T E R L Y  M A R K E T I N G  P U B L I C A T I O N  F R O M  T H E  H A C K E R  G R O U P

▼
▼

ÒStealthyÓ Third Party
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Use these 10 power-
selling words

When writing copy, every single 
word you use has power.  Don’t waste
any.  To help you get the most out of
your copy, here’s a list of some of the
most powerful selling words in the
English language.  

•  FREE is the most powerful word
in your selling arsenal.  FREE is
always noticed — even by the
wealthiest, most upscale audience.
Caveat: use ofthe word FREE can
trigger spam filters.

•  You shows the reader you know
who’s important in this transaction.
The whole package should center
around what’s in it for “you.”

• “I” is underused in most direct mail
— especially business-to-business
mail.  The word “I” in a letter
emphasizes the one-to-one medium
that mail is.  It implies that the
letter came from a real human
being, talking to “you” as a human
being, too.  The corporate “we” 
is dehumanizing.

•  New is an attention-grabber.
Everyone loves new.  We’re all
looking for new ways to solve 
old problems.

•  Save time or save
money. Two of the biggest
benefits people are looking for in
business-to-business offers.

•  Bonus is a direct appeal to greed.
It’s a word that pushes those on the
brink of deciding over the edge.

•  Now creates urgency.  The sooner
you can get a reader to make a
decision, the more likely it will be
in your favor.

•  Easy is what everyone wants 
from something they buy.

•  Guarantee is a proven
credibility builder.  What more
powerful way to substantiate your
claim than to guarantee it?

•  Discover opens up new worlds
of possibility to the reader.  Like
the word “new,” it helps us believe
we may have found the solution to
a problem or a better way to live.  

You may think that many words are
the same, but they actually have a very

different effect on your reader.  Take a
minute to think about the last word:
“Discover.”  What’s the difference
between “Discover” and “Learn?”
Nothing?  Dead wrong.  Discovering is
exciting.  It’s an adventure.  Learning is
something you did in school.  It was
work.  Tell your reader they are going to
discover something and they’ll get
excited.  Tell them they’re about to learn
something, and they’ll turn their backs
on you.

7 copy-killing words
If it’s dangerous not to carefully

select the right words for your copy, it’s
even more dangerous to choose the
wrong ones.  It’s a fact that a single
unconsidered word can turn a hot
prospect into an angry reader who’ll
never buy from you again.

Consider these seven copy killers:

•  Cost is the exact opposite of
FREE.  “What is this going to cost
me?” is already going through the
reader’s head, if you haven’t
assured her it’s FREE!

•  Pay is difficult to avoid, if you’re
also avoiding “cost” and “price.”
Try saying, “And you get all this for
only $19.95!”

•  Difficult sounds too much like 
work — which is what your reader 
is trying to avoid.  Never appear to 
ask the reader to do anything 
really tough. 

•  Contract sounds like something
you may regret signing someday.  

•  Buy brings out the money-pincher
in readers.  You want them to think
about what they’re getting, not what
they’re giving.

•  Death is obviously just too
frightening.  Why do you think they
call it “life” insurance?

• Liability is a legal term that sets
people’s teeth on edge.  Almost as
scary as “death.”  People see a 
large black hole into which they
may have to throw all their money.
Or, if they’re accountants and 
think “opposite of asset,” they’ll
decide it’s a good reason not to 
do something.

And more… sign… try… worry… 
loss… lose… hurt… bad…  sell… 
sold… decision… hard… obligation…
liable… fail… failure.  ▲

What’s the difference
between “Discover”

and “Learn”?  Nothing?  
Dead wrong.

“
”

Words that pull and words 
that don’t
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A  Q U A R T E R L Y  M A R K E T I N G  P U B L I C A T I O N  F R O M  T H E  H A C K E R  G R O U P

▼

EMAIL APPEND:
Mining for email addresses

One of the biggest challenges
facing direct marketers who want 
to communicate with their existing
customers online is acquiring email
addresses.  Email append can be a
low-risk and cost-effective strategy
that can help you jump-start 
this initiative. 

How does Email Append work?
1) Your customer address files are 

matched against several third-
party, opt-in databases.

2) Successful matches receive a 
permission notification indicating
your company, who has an existing
relationship with them, wishes to
communicate with them via email.
Customers who wish to can 
simply opt-out.

3) You only pay for successful
matches and can add them into
your email marketing database.

What to expect?
Typical match rates will range

from 10-20%, depending upon your
database size, recency and customer
demographic.  Costs per email
appended range from $1 per match 
in low volumes to 25¢ in high
volumes.  The entire process takes
about a month to complete.

Do you have an untapped gold
mine in your customer database?

▼

Personalization adds fascination
This package introduced C-level executives to
another of the world’s great ideas with this 
innovative format — a way to improve customer
service and reduce the cost of doing it at the 
same time.

• Large cylinder mailing tube grabbed 
attention the minute it arrived 

• Personalized poster — The recipient’s 
name is ranked with the great thinkers of 
the world.  Imagine it . . . da Vinci, Galileo, 
Einstein and YOU!

• Executive-level offer — a FREE copy of 
Louis Untermeyer’s landmark book, Makers
of the Modern World, in return for receiving 
a demonstration of their proven success

• Real value in your hands — Included in the 
package were two valuable business reports

ee m a r k e t i n g

S E C R E T S  O F

Talking to the folks in the executive suite . . .
(continued from page 1)

▲

prospects by obtaining a fresh, clean list,
your first hurdle in reaching them will be
the mail room.  You can guarantee that
your mail will get sorted somewhere else
before it lands in the right inbox.  

Face it, the mail room clerk can make or
break your program’s chance for success.

To get your package up to the executive
suite, concentrate on four important factors
in your delivery method:

1.  Authenticity — A letter that looks 
like real correspondence from a real
person is much less likely to hit the 
mail room round file.

2.  Authority — Run the numbers to
determine whether your lead value can
support the cost of priority delivery.  If
so, then send your package via Priority
Mail, FedEx or other similar carrier.

3.  Appeal —Try a dimensional 
package with a strong concept.  One
high-tech company delivered their
personalized poster with an offer for a
collectible book in a large cylinder tube
(see inset below).

The fascinating package was hard to
ignore — and equally hard to justify
having been opened by anyone but 
the addressee.

4.  Exclusivity — Make sure you 
speak at the recipient’s level in
everything, not just the copy.  The 
offer needs to match the high level 
of the target.  If you can offer them
something no one else can get, you’ll 
be more likely to grab their attention.

Make them reach for the carrot
When a C-level prospect can lead to a

six figure sale, a high-ticket offer can 
make good sense for your ROI.  But you
obviously can’t afford to scatter free DVD
players or coffee table books around the
executive lunch room just for the fun of it.

Once you’ve matched your offer to
your audience, make the investment worth
your while.  An excellent tactic is to deliver
the offer in a face-to-face appointment or 
as a follow-up to a qualifying phone call.
Your lead generation letter need not be
explicit about what your busy prospects
need to do.  You can simply ask them to
respond and find out how to get your
wonderful offer.  They will.  ▲



Very often, when it feels like you don’t have quite
enough information to make an informed list decision, you
really do.  You just need a trick to make your vision
suddenly clear.

Well, here’s one of those tricks.  It’s called response
indexing, and it allows you to relate the seemingly
unrelated — like magic.

For instance, say you’ve just completed a test of three
copy platforms — Guilt, Anger and Exclusivity — over
three lists — Single Homeowners, Mail Order Buyers and a
compiled list based on income.  Here’s what your mail
looked like with the results:

To make this program work, you need a response rate
over 2%.  You don’t have the budget to test again.  How can
you demonstrate which package/list combination will make
the grade?

This is one of those agonizing moments when you 
know you have a package format that works and a list 
that you know works, but you can’t tell how well they’ll 
work together.

Untangling the results
The problem — and what’s really sticky until you have

the trick — is that good and bad results are all jumbled
together among unrelated lists, and it seems impossible to
pull them apart.  Stare at those two matrices all you want,
you’re going to have a tough time intuiting which
package/list combo is going to bring you up over 2%.  But
there’s a much easier way.

Here’s how to do it.

First, determine the index number. Calculate this by
dividing the cell response rate by the average response rate.
In this case, you would take the Anger message response of
1.44% and divide it by the average response of 1.05%.  You
get an index number of 1.37.  

The index is the ratio of that single element (the
Anger message results), compared with the overall
average.  But it’s so much more.

Here’s where it gets good.

Now that you’ve got an index number for your best
performing package, multiply that package’s results by its
index number (in this case, that would be 1.44% x 1.37).
That will back out the effect of the other lists.  Next,
multiply by the index number of your best list (AA - Single
Homeowners), 1.67, and you get a package/list combination
(Anger/Single Homeowners) that should pull 3.29%.  Not
bad considering the goal of 2%.  

What’s happened is you’ve started with all the lists
mixed together in your results, but by multiplying first by
the package index number, then by the list index number,
you’ve isolated a good projection for how that combination
will perform.

Easy!  (All you need is a calculator.)  ▲

Mailed # Responses


