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Planning makes perfect.

It also makes money.

IN THIS ISSUE: It’s one thing to lock in a marketing
strategy that gets you through the year
with an annual plan — even to have a
long-term, multi-year strategy. It’s quite
another to devise a system that gives you
the flexibility to change course during the
year based on quarter-to-quarter results.
Think about it. Your budget planning is
done on an annual basis, and you look at
ROI and performance quarterly. Where
have you built in the ability to turn on a
dime when program results change your
expectations?
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isn’t as daunting a task as it may sound.
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Every quarter, Cingular Wireless
is presented with new creative
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are very different from the current

safeguard against control fatigue.

concepts and package formats (that

controls) to test into their mail program. Not
only does this help Cingular stay on top of
current marketplace trends, it provides a

to respond quickly to incoming results.
Here’s an overview of how they do it.

Leapfrog Planning.

Cingular has developed a sophisticated
means of forward-thinking marketing.
Once you have a program up and running,
you’re going to want to be able to respond
to what may be coming up . . . without
stopping the influx of leads and sales.

Here’s the trick. Since you seldom
have an immediate read on results of your
current campaign, you’ll need to have a
plan already in place for the next quarter.
Today’s mail drop, in turn, will affect
how you plan two quarters ahead. See the

Continued on page 8...
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SPYRO KOURTIS, President

THE HACKER GROUP

e Talk to your
salespeople before
you devise your

sales strategy.’ J

2 HIGH PERFORMANCE DIRECT

A PERSONAL NOTE FROM

» THE PRESIDENT

Dear Colleague,

I'11l bet that the relevant players are feeling left out when you devise
your marketing strategy.

Every year, or every quarter, or even more frequently, you spend loads
of time creating marketing programs that drive leads for your product or
service. But how much time are you spending to make sure that the sales
team actually works those leads?

Sure, you’ve used good market analysis and strategic methodologies to
come up with your plan. You’ve considered everything from the state of
the market in general to the mindset of your target audience. You've
lived inside the head of your product manager as well as your best
potential customer. You have list research that would make the CIA drool.

And you know what? Your marketing program’s still doomed to fail.

Why? Because in developing it, you left out your coworkers, the sales
staff. All that money you just spent on market intelligence has gone out
the window because it has nothing to do with how your salespeople sell

your product.

So the real business result of your grand marketing strategy has been
to frustrate and confuse your sales force. I’'ve seen it happen with
the savviest marketing teams. And the saddest part is that it wasn’t
necessary. To avoid a train wreck between marketing and sales all you
need to do is

Talk to your salespeople before you devise your sales strategy.

Don’t confirm it with them when it’s done. You need to include sales
on the ground floor. That way, you’ll make sure you know what works in
the sale and what doesn’t. That’s critical information. If you’re not
intimately familiar with how the sale works, then you can’t possibly know
the best way to bring the lead into your sales process.

You should talk to your prospects and leads the same way your most
consistently successful salespeople do. You need to speak with one
voice. Otherwise, when you hand a lead off to your sales team, the
transition won’t be smooth. And I promise you, bumps in your lead
transition will result in lost sales.

Talk to your sales team. The gems they give you will help you reach
your goal. Which is what?

More sales.

Here'’s to your success!

S A

Spyro Kourtis



ClipTips

Clip these tips for
high performance direct!

Good form —
focus on the reply!

A great Reply Form can really push the
reader into action. Without a good one —
or without one at all — you could risk
losing your customer's interest. Here

are some things to keep in mind when
creating this overlooked part of direct mail.

Name it.

A nameless form is like a lost puppy — it's
cute but ultimately gets left behind. Come up
with a simple title — Reply Form; Information
Request Form; Quick Response Card; etc.

Now drill home that title throughout the
copy — in every call to action. If customers
know what to look for, they won't ignore it.

Repeat the offer.

Don't let the reader forget what they'll get
for responding. Remember, nothing's a
gimme just because somebody's looking at
a reply form — it should finish what your
letter started.

Make it easy.

The easier you make it for the reader,

the better the response. So the reply form
should be easy to spot and easy to follow.
Use prominent CTAs (Calls to Action) and,
where possible, pre-populate the customers'
contact information.

Put words in their mouth.

Use design and copy details to nudge the
reader toward thinking "Yes" is the only
response. Start with a big, prominent check
box . .. then use first-person voice so the
customer will feel in control of the situation.
(For example, “Yes, | accept your invitation.
And send my FREE Gift Certificate, too!")

Not just for mail anymore.

You don't need to have a mail-back response
to use a reply form. They work great for
phone and online responses, too. No matter
the CTA, the form can certainly help get the
reader to respond. And that's something you
can't ignore. A



Making direct mail and DRTV
work harder together.

b2c We’ve known for a while that
the senior market is changing
dramatically. What makes them
respond to both mail and television is
very different than what did ten years
ago. And ten years from now, you
won’t recognize the senior market.

The key for direct marketers is
taking the best of what works in the
mail and applying it to what we know
works on television. That’s how you
can create breakthrough advertising that
works both in the mailbox and on TV.

Talking to seniors —
the rules are changing.

Extensive testing through the
Power7est™ methodology has shown
that seniors are responding to a wholly
different kind of mail.

Our results have shown that, when it
comes to Medicare lead generation, the
longer the copy, the lower the response.
And the skinnier the package, the higher
the response.

\_/

A minimal and urgent
DRTV format was
extremely successful

bec
conceptually integrate

the winning mail pro

ause it strategically and
d with

grams.

One PowerTest conducted by a large
health insurance company included three
different package types. They were:

* A long, educational package,
the presumed winner with an
involving 4-page letter and
lengthy brochure

* A mid-length two-page letter
with a shorter brochure

e An ultra-skinny, super-short
one-page letter with only a second
page response device (an all-laser,
all-black-and-white format called
eXtreme Direct)

The super-short eXtreme Direct
beat the long copy by a mile.

Response rates for the eXtreme Direct
format topped out over 4.5%. None of
the other formats in the test broke the 3%
line. Not bad, but nothing like the result
for the skinny, fast package.

Later testing showed that a refined
“skinny” format worked even harder.
An URGENT NOTICE format with
a rate increase message achieved a

staggering 3.000 calls in a single

Taking Integration
to the eXtreme

day. Blowing the doors not only off the
previous “skinny” package, but also off
the call center as well.

The lesson came across loud and
clear: Seniors want you to get to the
point. Do it fast with no frills. And get
out. This market doesn’t want to waste
any time.

Making it work on the tube.

The trick for marketers now is using
that intelligence to generate response
from television.

The advantages of the surgical strike
are even clearer in the television medium
than they are in the mail. The question
is, how do you stand out from the senior-
focused clutter during critical time slots?

The answer is far more direct than
you might think. Take a look.

eXtreme Television.

Like the URGENT NOTICE mail
package that so dominated the winner
of the earlier Power7est, the television
spot was no-nonsense. It took a very
official tone with nothing but words on
the screen and a voiceover making an

“IMPORTANT ANNOUNCEMENT.”
The voiceover was punctuated only by
a series of high-pitched beeps — no
music, no other visuals.

Continued on page 7...
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Adding authenticity to your
packages takes dedication to detail.
The more seemingly superfluous stuff
you can shove onto the paper, the more
believability you’re peppering your
packages with. And the more likely
you are to inspire action.

We’ve put together a little cheat
sheet to boost your brainstorming for
the finer details of direct misdirection.
Take your pick of this panoply of
proven direct detail whenever you need
something to make your next package
more official, more personal, more
authorized — in short, more REAL.

Smudge it!

Nothing’s
perfect. And if
you can insert
imperfection at the
perfect point in your
package, you’ll add to the
agitation. Think about any time you’ve
received a letter with a smudge. Where
did you look first? Admit it, you
wanted to see what had gone wrong so
you glanced over at the smudge. Now
imagine that smudge right on the one
benefit or offer you want the reader to
see. See? You're using imperfection to
improve response!

HIGH PERFORMANCE DIRECT

Give it a barcode.

Nothing says real like a fake
barcode. If you need to give a general
feeling that this package has been
through a long process and has been
processed and scanned, a barcode is a
great way to do it. The tactic may not
inspire a specific action by the reader,
unless you name the barcode something
specific like “Express Action Code.”

If you’re sending out mailings that
emulate greeting cards or magazines
bought in a store, a fake UPC code can
add to the value and the credibility that
they actually bought this in a store.

Or if you’re mimicking those formats
for humor, the UPC barcode can be a
clever addition to the package.

Rubber stamp it!

It’s a classic!

agitation, please, please, please make
sure you make it look like it’s actually
been stamped. One trick you can

use is to have an actual rubber stamp
produced to say what you want, then
scan it and use the image from the scan.
There’s nothing worse than a faux
rubber stamp that distracts the reader

because it’s obviously not a

rubber stamp. The worst
signet

we’ve seen was a rubber

stamp that was actually |
printed in half-tone, y/‘
like a newspaper photo.

Embarrassing! And
make sure it’s red.

Festoon it with signatures.

Where can you add approvals?
Authorize forms, faux checks,
discount requests. When you

“Urgent!” I

“Response f - E,n % have a package that’s mirroring

Required,” “Paid,” uM“ i an official document, you’ll
horis ’ 2 TIME OFFER ; d f authority t

“Authorized by:” g WOk B o | need persons of authority to

“Overdue,” “Rush.”

There’s a whole

lexicon of urgency

drivers and agitators you can
use. And it’s growing every day.

But, please do us — and your
readers — a favor. When you use
a rubber stamp to add urgency and

approve it, sign it and even
make notes.

One warning about this tactic:
Make sure it looks different every
time, from the letter to the check to the
initials. If you have three signatures in
a package, one on the letter, one on the
valuable check and another signing a

like a FAKE barcode.

And other proven methods to create authentic looking mail.

lift note, it’ll be obviously fake if you’ve
used the same signature image in all
three places.

And one other thing. Try not to
get carried away. Signatures and
initials are great, and they can
improve credibility,
but it’s possible to
have too much of

mail stamp. And even if you are only
using that cheap standard-class stamp, it
still looks like first-class . . . and oh-so-
personal.

Remember, there’s personal-
personal and there’s business-personal.
Sometimes, a meter is more consistent
with your strategy. If you want
your reader to see your mail has

a fake thing. glizabeth C/lz‘:r?\l been sent officially from an office,
ggt)\;:ﬁ:WA 98 astamp may buy you less in
. response than a meter.
Put it on a |

short deadline.

Even if you don’t have a
deadline, it’s good to add one to give
urgency to your package and boost
response. So make one up. You're
letter’s no good to your quarterly sales
goal if the recipient can take you up on
it next year.

Lick it! (Or at least put
a stamp on it.)

When you put
a live stamp on a
package, what does
it say? It says “we
cared enough to lick this
stamp before sending
it.” A live stamp on a
piece that comes from
an individual adds to the
personal feeling, even if it’s a standard

£k Remember:
Every detail
should lead
your recipient
to action.?’?

Adorn it with a return
address label.

You know the kind. They have
little kittens on them. Nothing adds
credibility to your really personal mail
like a return address sticker. Add
even more veracity to it by
making it a little crooked
on the closed-face OE.

Threatening the postal
service with their own rules
is an effective way to send
a message — but not to the
postal carriers. They’ll do
their jobs come rain or sleet
or mild mist. The post office doesn’t

mind you quoting postal regulations to
them on an outer envelope. What your
little note to the postmaster really does is
tell the recipient that you cared enough
about this package to threaten the entire
U.S. government.

Assign it a
Research Number.

If you’re conducting a survey for
lead generation or for real market
research, make sure it has a very coded
and well-thought-out looking Research
Number. Try 110675. Even better:
110675C-A.

There is literally an infinite number
of subtle (and not-so-subtle) ways you
can add reality to your mail. Whatever
you’re adding, make sure it has

areason. Whether it’s to add

emotion . . . to increase the
urgency . . . to add value
to the offer or to the

'ﬁ" package itself . . . to
ﬁg?g ta(|) the \‘I‘Bﬂd\ka increase the fear factor,
pOS tmaster - % make sure your touches don’t

just add detail for detail’s sake.

Remember: Every detail should
lead your recipient to action. A
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Look before you leap!

How many times have you seen
it? You get an email that starts, “Dear
<$first_name>." Or the subject line
reads "(TEST) 20% Off Until Sunday". Or
how about the unsubscribe link that
doesn't work!

Keeping up with the ever-changing
landscape of email clients and software
is a constant challenge for any marketer.
To help you stay on top, we've compiled
a quick list of best practices to keep your
campaigns error-free, legally compliant,
and optimized for delivery.

e CAN SPAM Compliance: This
one's really important, especially
since there are potentially financial
and legal implications if you get it
wrong. Key questions: Do you have
an unsubscribe link? Does it actually
work? Is your physical address
present? Is there a link to your
privacy policy?

Pre-flight Checklists: Don't

leave errors to chance. Build a
comprehensive checklist to complete
prior to launch. Are the links going
to the right pages? Is the “friendly
from" correct? Are your subject
lines under 50 characters? Does the
personalization work correctly? Has
the text version also been proofed
and tested? Do all the images load?

Test your message in multiple email
environments: Set up test accounts
in all the major email platforms

and ASPs including: Hotmail,
Yahoo!, Gmail, AOL, Outlook, and
Apple Mail. Not only will you catch
any formatting and presentation
missteps, you can also make sure
your message isn't getting dropped
into a “Junk” or "Spam" folder. A
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How AAA Washington
finally broke through
a tough market.

And did it for less!

It was weird. AAA — the
well-known-everywhere
emergency auto help company — had
a healthy 2.25% response rate in
Western Washington. But
the other half of the state
just wasn’t responding.

b2c

AAA has traditionally used a price
offer to win over new members. It’s
been the tried-and-true control for

years. The PowerTest
would include something
different. For this round

NOOd/ing with of testing, an unrelated
AAA was scratching ; offer — a travel mug
their heads. Really? the nUlleEI’S IS and coffee card — was
Could neighbors in the a creative way added to the mix.
same state really behave to dial in results
so differently? Clearly s The test included a
they could. ...and it’s too price offer, too — but
often overlooked. with a significant new

Being long-time
believers in direct mail,
they’d thought they tried
everything in the book. And of course,
they didn’t want to throw a lot of money
into a failing program. They just wanted
a program for Eastern Washington that
performed as well as other regions.

The financial objectives — and
limitations — were clear from the get-go.

¢ Stay under a specified cost-
per-piece.

* Significantly boost response. ..
and keep it up.

* Acquire new members for
less than $30.

To try and find an answer without
spending a lot of money, AAA decided
to initiate a Power7est™. AAA’s new
PowerT7est was designed to gain new
learnings about creative formats, copy,
and particularly offers.

twist. AAA increased

the perceived value

of the offer without
spending a penny more. Ultimately, the
prospect was presented with an even
lower price than the control offer.

Creative formats included a
statement package — similar to
the magazine industry’s successful
subscription formula — as well as
a personal business letter and urgent
mail package.

Immediately, AAA hit one of their
objectives. The new packages came
in under the target cost-per-piece.
Well under. But everyone knew it
wouldn’t matter if the checks didn’t
start coming in.

In January, they sure did. The
Statement Package provided a 33%

Continued on page 7...





