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Getty Images conducts
a picture-perfect test

Getty Images, the world’s leading provid
of imagery, film and digital services, had use
direct mail for years — but usually just to
send out its thick, heavy stock photography
catalogs for specific imagery brands such a
Stone, The Image Bank and Taxi. When th
massive and very expensive image catalogs
were sent out, there was usually no way to
track results from them.

Getty Images’ target audience for this
program was designers, professionals who
were very picky about the high quality of
their graphics and who felt allegiance to
one particular brand because it delivers
what they want.
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» Determineif leads generated by direct
mail could result in profitable sales.

e Seehow the graphic design community
would respond to this approach.

Establish a high-performance
mail package.

The Strategy

In order to quickly learn if direct mail
could cost-effectively generate qualified
leads, Getty Images used the Polest™
methodology that allows fast, inexpensive and
simultaneous testing of multiple elements.
Getty tested 13 different mailing lists, 2

gamble out of mailing W = creative formats, 4 offers and 195 distinct
. The challenges were to:
test cells all at once.
e Learn if direct mail could cost-effectively Getty tested two very different package
generate qualified leads and help identify

Online advertising: !
not just for branding

who the buyers/influencers are in
various organizations.

formats to discover whether the Getty brand

Continued on page 7...

anymore
The look of success
Never forget . . . s
From sumptuous photos to a spare and artful copy
treatment, the Getty Images-branded package showed
the reader the value Getty places on a rich, quality look ﬁ__
in everything they produce. i Lo
Microsites — .
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Web experience S e power fr
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Many qualified
leads who aren’t
ready to buy get
dropped into

an abyss. 1)

A PERSONAL NOTE FROM

»THE PRESIDENT

Dear Col | eague,

Here's an upsetting statistic: According to a 2002 report by
Aberdeen Group, nearly 80% of marketing efforts to generate |leads are
ignored by sales.

What does this nean? It neans the conplaints we all hear

fromsales (“The leads aren’'t qualified,” “There are too nany | eads,”
“Al'l the leads are coming at once,” “They're only interested in the
premum . . . ") have substantial consequences.

A lot of these conplaints can be attributed to “thundershower”
mar keting canpai gns. A thundershower canpai gn happens when a huge
amount of mail hits all at once and instantly overloads the sales
force with thousands of undifferentiated qualified, sem -qualified
and totally unqualified leads. This is a bad thing because sales
has to inmediately spend tinme deternining which need inmediate follow
up, which need nurturing and which are just flat-out unqualified.
There’s no time for that, so leads that aren’t blaringly ready
to close get ignored.

As a result, many qualified | eads who aren’t ready to buy
get dropped into an abyss where neither sales nor marketing takes
responsibility for nurturing them The result is a broken |ead
system because of a faulty marketing and sales interaction process.

Sal es needs to define what constitutes a qualified |ead, and
Marketing should qualify them Sales and marketing teans need to ask
a very inportant question: Wi will own the lead? Typically,
qualified leads ready to buy are “owned” by sales. Marketing should
continue to work with the rest, nurturing themuntil they are ready
to talk with sales.

Renmenber the 80% of |eads being dropped? You'll go a |ong way
toward getting those back if you keep in mind the proven strategies
of canpaign planning, testing, lead capture and nurturing. Don't give
your sales teamleads that aren’t ready for them You're just
wasting your scarce marketing resources and efforts.

This isn't a new idea. W'’'re talking about the basic
principles of strategic direct marketing. Follow them and you re on

the road to much higher results (and a much happier sales tean).

Here's to your continued success!

G e

Spyro Kourtis

HIGH PERFORMANCE DIRECT



Cliplips

Clip these tips for
high performance direct!

Open your letters
with

Your letter is critical to the success of your
package. Don't lose your audience with

a dud of an opener. Use these powerful
opening techniques to demand your
readers' attention from the get-go, and
they'll be more likely to keep reading.

1. Flattery — If your reader agrees with you
from the beginning, it's easier to keep
them nodding when you present your
sales message. “You were smart to
subscribe to High Performance Direct.
Now here's another smart move.”

2. Fear — Instill a healthy sense of fear in
your prospect with a few well-chosen
words. Explain precisely what's at stake
if they don't listen to what you have to
say. Will they lose customers? Waste
time? Gain weight? “Every day you're
taking a huge risk, and you don't even
know it.”

3. Greed — When your reader stands to
gain something, try telling him
immediately. Appealing to his sense of
greed will pique interest and have him
looking for the next step. “There's
$120,000 with your name on it
and you can access it tomorrow.”

4. Salvation — Does your product or service
solve a longtime problem your reader
has had? “At last, you can cure that
athlete’s foot for good!”

5. Exclusivity — Let your reader know
just how special she is to be getting
this very exclusive offer. It adds urgency
to your message and tickles the ego.
“I'm going to let you in on something
that The Wall Street Journal doesn't
even know about yet.”

One last thing: Keep it short.
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How to break the code
and boost response 300%

(And avoid problems with the “Do Not Call” list while you're at it!)

Not a bad problem to have

Not many of us would complain
about a 7% response rate to a package.
And that's just what the third largest
vacation ownership organization in the
world was getting from its direct mail
program. Even better, their mail program
was using a survey methodology to
capture a large number of highly
qualified leads.

The challenge
is to achieve that
kind of stellar
performance at
ewvery phase of your
sales operation,
from leads to sales.

That's the kind of response rate
most direct marketers dream of, and
when they're well-qualified prospects
it's even better. But the real challenge
comes further down the sales process,
increasing tour appointments (in the
case of vacation ownership) and sales.

On the front end, a7% response rate'OOk at it. Rather than incenting the

is a pretty good sign that you've broken
the lead generation code. Now this
company needed to find the key to
making their back-end sales work just
as hard for them and increasing the
lead-to-sales ratio.

Testing, 1-2-3

Being good direct marketers, they
tested a variety of different approache

D

Rather than incenting

the responder, why not
incent the telemarketer to
get the responder to tour
and buy at a higher level?

— combining, mixing and matching.
Since outbound telemarketing followed
up with each survey responder to
schedule a tour, telemarketing was the
channel that needed focus. A follow-uf
letter was added to the outbound
telemarketing calls. That was not the
answer. So they tried timing the call
and letter differently. They tried earlier
follow-up calls while the initial response
was still fresh in the
prospect’s mind. No
impact. They
followed up a little
later, after prospects
had a chance to think
about it. That didn’t
help either.

It's pretty well known that “free
stuff works” in direct. So, a range of

gift incentives was the next thing to test.

Though gifts always help response, in
this case premiums were not the winnirn
idea for increasing tour bookings.

Then, they hit on another way to

responder, why not incent the
telemarketer to get the responder to
tour and buy at a higher level?

This idea led to changes in the

bonus structures so telemarketers were

given an extra bonus for booking leads
who showed up for their appointments

Beyond that, telemarketers whose calls

led to actual closed sales were given a
even more generous bonus.

A QUARTERLY MARKETING PUBLICATION FROM THE HACKER GROUP
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... And the moral of the story

Tour rates jumped over 300%as
soon as the new strategy and bonuses
were implemented. But that’s not the
most dramatic news from this storyhe
sales rate for this program now stands
at about twicethe industry average.

After all that testing, the secret
to improved tours and sales was in
the telemarketing staff. When the
telemarketing team was incented to
shoot for higher sales, sales actually
went up dramatically.

And even that’s not the end of the
story. Since the telemarketing staff was
trained and encouraged to consider the
entire sales process when setting up
tours, the average sale has jumped by
20% at both on- and off-site offices!
Imagine what that could do for your
bottom line.

There was one additional benefit
of this strategy. In addition to much
improved sell-through, these responders
had all raised their hands by completing
the survey. That meant the “Do Not
Call” list would not apply.

It really is like having the key to a
puzzle — once you know it, it's easy.
The trick is finding it. Think of this
article as your own little cheat sheet.

We won't tell anyone you got the
idea here. a
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Matching offer to audience takes tf

that gamblers are highly motivated was on the verge of completing a about the upcoming event.
by the prospect of dramatic expansion
getting something for and upgrade of its

nothing. Butin a recel “/n a recent mailing, facilities in a bid to
mailing, a regional a regional casino proved... become one of Western
casino proved that's nc Washington’s liveliest

the whole story. They resort destinations.
discovered the game’s To establish instant affiliation,

) h dBy Audgu.st, It V\llas_ { Clearwater offered the recipient a free
time to get the word out during a lavish membership in “Club Clearwater’s

Early last summer, the Clearwater ~ Grand Re-Opening. Premier Circle” And the package

Casino was ready to crank up the action )
_ i —_— they sent made the most of the benefits

a notch or two. Located in a beautiful # Making it easy to ante up _

that membership conferred.

area west of Seattle on the Kitsap Clearwater developed a mailing

Peninsula, it faced unusual challenges, |ist that targeted self-selected gamblers o
such as overcoming the obstacle of @ | anq |ottery enthusiasts. These were to reveal a personalized “Club

Conventional wisdom would say ferry ride for Seattle guests. The Casino the readers most likely to be excited

Clearwater wanted to use a package
that would generate excitement for
the Grand Re-Opening and make the
recipient feel a strong affiliation with
the new casino.

the game’s the thing. JJ

the thing too.

By using a double-window envelope

4 Dealing the right cards for a winning hand

To turn up the excitement around the membership

in Club Clearwater, the Clearwater Casino put
together a package that focused the reader on the
membership benefits. The membership card showed
through the outer envelope. The look and feel of

the package matched the excitement of
the expanded casino — busy, bright and
agitating. And it worked. a

Win a Teday Holland Americg
Crudse to Mexicn |

4 HIGH PERFORMANCE DIRECT
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1e gamble out of mailing

Clearwater Premier Circle” membership Blackjack or an extra $10 added to

card, Club Clearwater immediately a slot machine play card.
Eugg(:sted o t.he rr]eaderdth?t speuat: Of the three types offered, you'd AS sume
enefits were in the cards for members. expect the gambling audience to clamor d Winner
The test matrix Clearwater for the Sure Things, and they did. But

developed would quickly and efficiently  that's not the surprising part of the story. Whenever you want
determine what category of premium

It turns out the Bonus Offers fared to increase your

: " j Il, and better than S
Chn o~ Byl Justaswell, membership in
Give them an extra . Clearwater expected _ P
chance to play and [ them to. Considering that anything from a club
they'll come )y the Sure Things cost the to a charitable group,

casino more out of pocket to

o i you need to establish
fulfill, this really pleased them.

appealed most strongly to this audience. affinity with the reader
Each mailing package contained four And the story gets even better. The , :
. - - as quickly as possible.
offers couched as benefits of Club Extended Play category — things like a
Clearwater membership, including free ace added to your Blackjack hand By telling the reader
ferry vouchers. and $10 added to your gambling card — they are already a
he free f 4 shuttle helbed did nearly as well as the offers predicted
The free ferry and shuttle helpe _ o be hotter. member throughout
customers overcome one of the barriers the package. vou are
of traveling out to the casino. To add icing to Clearwater’s cake, P ge,y
during the casino’s Grand Re-Opening making the first decision
¥ lLots of instant payouts days, the parking structure was full, and for them. That makes

guests were standing in line — mailings
in hand — to get in. The event was a
great success. say “yes” to the

The other benefits of membership
Clearwater tested came in three categories

it easier for them to

Sure Thingsincluded giveaways

) r f r sal
such as coupons for free buffets, free $5 & The Jackpot goes to ... ST O el Szl

coffee cards and free chocolates. The moral of the story? Self-professed proposition. - 4
Bonus Offeringsgave customers gamblers respond just as well to less-

extra entries into a drawing for a cruise  costly, game-related benefits as to

or a free “Surprise Gift.” Gamblers unrelated premiums. In other words,

love surprises. give them an extra chance to play

Extended Playincluded a coupon and they'll come. 4

good for a bonus card in a game of
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Emarketing

Online advertising:
not just for branding
anymore

Traditionally, online banner
advertising has been relegated to the
online equivalent of print advertising
and TV commercials — great at building
brand awareness and recall, less than
ideal in delivering direct response. Rich
media technology is about to change
that perception.

New rich media advertising platforms,
such as Eyeblaster or PointRoll, offer
several significant advantages that
make them worth considering for your
next integrated campaign:

® Embedded Data Capture: These
new rich media formats now
allow you to catch prospect contact
information directly within the ad,
making it a streamlined process for
both consumer and marketer.

® Increased response: Studies have
shown that rich media, with its eye-
catching creative, lifts click-through
rates by as much as 500%.

® More real estate: Expandable
banner ad formats allow you to
tell more of your story and draw
more attention to your call to action
than traditional banner ads.

If you want to hit the same target
market on several fronts at the same
time, you might want to consider a
“swarming" strategy. Swarming a market
is hitting the target market with a
coordinated campaign across as many
marketing channels as possible — email
lists, online eNewsletter sponsorships,
banner ads and other online advertising
— all at the same time. Swarming is a
good way to make the most of all the
media available to you to hit a tight
segment as hard as possible. A
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Microsites — controlling the Web experience

(continued from page 8)

No matter when they respond, your
prospects get to navigate your microsite.
Though you are controlling what they se
they can explore your site however they
wish. And they can come back wheneve
they wish.

Prospects who respond through a
microsite are more qualified. And
higher qualification rates translate into
more sales.

In addition, there are
many different and
creative ways microsites
can be used to boost
response and better
communicate with
prospects. They can also

Showcase multiple
locations or products.
A microsite is a great
way to display a range of
offers, prices and products.

numbers.

Maintain a consistent, pleasurable
and relevant marketing dialog. Even
prospects not ready to buy often want to
be kept abreast of new opportunities and
ewents. You can make it easy for them.

Give responders something they
want to explore. By letting your
responders have free reign in an
environment entirely under your control,
you're developing trust, fascination and
delight with the idea of your products.
The responder’s imagination is making th
sale as much as yofantastic nctrosite.

You could think of a good microsite
as an interactive device. Stickers, check
boxes, scratch-offs — all these can be
powerfully used in postal direct mail

r

D

If done correctly,
microsites can

help improve
response rates,
conversion and
cost-per-acquisition

to keep the reader occupied for a few
additional seconds. Think of a microsite
as an online interactive device that
engages readers on a much deeper level
by introducing them to a wealth of
information they can explore at their own
pace, and even return to again and again.

You can also increase excitement
about an upcoming event with interim
email. It's relatively simple to personalize
email to a responder’s

particular interests about
upcoming events,
additional products they
might be interested in,
news about their areas of
interest and trends. Even
quizzes and questionnaires
can be fun if they are
properly designed. All
this can help ensure a
much more positive
experience for the customer and more
sales for you.Emalil is a cost-effective
way to keep a prospect interested.

If done correctly, microsites can help
improve response rates, conversion and
cost-per-acquisition numbers. They give
you the control you need to make the sale
while allowing prospects the freedom to
find the information they need to make
the “yes” decision.

And isn’t that what good salesmanship
is all about — answering all your prospect’s
questions and letting them see all the
facts in a way that gently leads them to
the right decision? Your leads from
microsite-driven programs will tend to
be better-informed, better-qualified
and generally more prepared to buy.
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Getty Images conducts a picture-perfect test

(continued from page 1)

increased response. The packages teste
were aheavily Getty-branded, upscale,
multi-element package showcasing the
offers to survey responders andan-
branded, plain envelope from a third-
party research organization offering
recipients a premium faesponding to

the survey.

The Offers

To determine
whether responders
would be more
interested in offers
directly related to
Getty Images or less
related, Getty tested
a spectrum of offers:

d

Every offer was
a clear winner

Two offers tied for first place. And

*oi“-.

Insiders’
STRATEGIES

neither winner was the pre-test favorite.
Rather, the image-conscious mailing list
responded best to the offer of a quadruple
lens 35mm camera.

Even more surprising, the response
rates were almost the same for the 32MB
Portable Mini USB Drive — which was
FREE, but only when recipients made a
purchase of $250 or more. That's a great

sign for sell-through!

*:0

e Highly related: I’r 32MB
Book of award- OB
Image Quad-Cam Mini USB ~ Bendy
winning images book 35mm camera Drive  guy

from around the

world published by

Getty Images — FREE with each
completed survey

e Photo-image related:Quad-Cam
35mm camera — FREE with each
completed survey

e Technology related:32MB Portable
Mini USB Drive — FREE with
purchase of $250 or more

e Unrelated, just plain fun: Bendable,
magnetic, desktop toy — FREE with
each completed survey

The Results

With an overall near double-digit
response ratgdand someest cells with
response rates more than double the
overall average), both package formats
were clear winners with 30% of response
coming through the mail. However, the
Getty Images—branded package did pull
almost one-half point better than the third
party research package.

What we learned

The interactive nature of the survey
questions yielded a wealth of valuable
feedback and data about Getty's competition
as well as about who is really responsible for
searching, selecting and purchasing images
within the target companies.

The survey also gave Getty a better
idea of how important online image
searching is to customers. They learned
how their target audience rated their online
searching skills, as well as what they
thought were the most important features
of Getty’s online search tools.

Since all the lists were for prospects
and since most of the lists had never been
used before by Getty Images, a new,
expanded universe of viable prospective
customers was uncoveresl.

v
Never forget . . .

Before you mail any direct
marketing project, look at the basics
to make sure it's working as hard as
possible for you. Here are some of
the most important (and common)
fundamentals for you to look at when
you're considering a new project.

Remember, you're talking to
one person at a time. In direct mail,
be direct. Use the letter to talk one-
on-one to the person reading it. Use
a tone of voice that is personal and
engaging. Talk to the reader. Don't
talk at the reader in brochure-speak.
That's not direct marketing. That's
mass marketing.

Make it simple. Keep it simple.

If you have an offer, show it right
away. Don't beat around the bush.
Don't hide it. Make it visible. Use
headlines, subheads and bullets to
break up the page and to make it easy
for the reader to scan quickly and
come away with all the key points and
benefits. Think short sentences, sound
bites, benefits and calls to action.

Make it easy to respond. Make
the telephone number or coupon easy
to see. Make the offer easy to
understand. Make the instructions
for responding easy to follow.

Don't forget to learn. After the
campaign, evaluate your list, your
response, your message, your cost and
your delivery vehicle. Find out what
worked well and what didn't work at
all. Also, it never hurts to test and
test again. After all, the more you
learn, the more you'll know and the
more you'll grow.

Break the rules once in a while.
But always apply the basics. A
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Microsites — controlling the Web experience

Give prospects the right information
and they'll make the right decision

A lot of direct marketing success
is about control. If you can control
prospect behavior, you can make them
respond more often. It's true online as
well as on paper. That's why it's
extremely important that.
while you're integrating
your direct mail with
online response and lea
nurturing systems, you
maintain control of
the process.

And that’s what
microsites are all about.

Giving freedom while
controlling the experience

A microsite is a small, robust, fully
functional and (most important) self-
contained Web site that direct marketing

All the right information —
in measured spoonfuls

Prospects who
respond through
a microsite are
more qualified. 77

J exclusive “members only” feeling.

mail recipients are directed to. Although
the microsite may look, feel and navigate
like a normal company Web site, it
features some critical differences:

Microsites are carefully targeted.
Only people who have
been mailed or emailed a
specific direct marketing
offer know the customized
URL of the microsite. It's
created especially for them.

Visitors are easy to
identify and track.
To respond to the offer and access the
microsite, visitors must enter the uniqu
ID number or code found on their direct
mail piece or in their email. This not
only allows for precise response tracking
but it also gives your microsite an

)

Contrary to the lead
generation rule of
“the less you tell,
the more you sell,”
microsites provide
all the information
needed, in a totally
controlled
environment.

«

No one can accidentally leave the
site. A microsite is a closed system
with no links to other sites. That means
you control the experience. Responders
can explore a wealth of different pages
related to your offers and product, but
there are no external links. When
responders do choose to leave the site
(using their browsers), a pop-up lift note
can make an additional offer or collect
further information so they can stay
updated on new opportunities.

Offers and information can be
tailored to responders’ interests.
Microsites use the unique ID code to
automatically fill in any information

" known about the visitors from the

corresponding direct mail offers.

This means you can show them the
information you know they’ll be
interested in. If a responder expresses
an interest in golf on a survey or comes
from a golf enthusiasts list, your
microsite can headline golf-related
offerings. If they fish, the local angling
news comes up. And it can all be
done in a very non-threatening and
anonymous manner.

Beyond control

That'’s just the beginning. Because
the Web is open all the time, a microsite
gives you a response channel that's
open 24/7. If you don't have a 24-hour
call center, you don't have to miss all
those prospects who make their best
purchases at 3 a.m.

Continued on page 6...



