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How to revitalize an ailing program

Premera Blue Cross had to face
the facts. A once vital DM
program was fatiguing — fast.
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Premera Blue Cross is a market leader
offering long-term health care insurance
products with a communication strategy
that ensures people have the proper
information to make prudent decisions
about their health care needs. Premera had
employed a DM program over a period
of years whose effectiveness had been
declining. The program, which mailed
to an audience of 55 years and older, was
suffering the classic signs of fatigue:

* A steady decline in performance,
with response rates dropping as low

as 0.5%

* A decrease in overall lead quality

What’s more, tough market challenges
were added to the mix, and Premera was
hoping to find new leads for $50 or less.
It was imperative to turn this program
around, so Premera turned to The Hacker
Group for help.

Treatment Plan

To find solutions on three fronts,
Premera Blue Cross decided to use the
PowerTest™ methodology to test several of
their program elements all at once.

Offer Strategy

Premera got to work on an offer plan
immediately. This was a quick and easy
fix to start getting the numbers up, since
Premera’s control had no offer at all. They
tested an unrelated offer of a handsome

Continued on page 8...

Fear is a powerful tool — be careful how you use it.

I t may be one of the oldest emotions, but fear certainly hasn't lost
any of its power to motivate us, especially in the insurance market.
The reason insurance exists is to avoid
costly damage in the future — damage
that scares us. Half of all women and

PREMERA |
one-third of men over the age of 65 are
expected to require nursing home care.’

To Premera'’s target market, these are imminent and powerful motivators. a

1. Study in The Wall Street Journal.
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A PERSONAL NOTE FROM

SPYRO KOURTIS, President

THE HACKER GROUP

e Nobody cares
about the company.
They care about

what they can get. )]
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» THE PRESIDENT

Dear Colleague,

You may be surprised to hear me say this, but, depending on what your
goals in the marketplace are, branding can be a very helpful tool. But
(and this is a very important but)

Never overestimate the power of brand.

Think of sales as a continuum, with awareness at one end, and the
sale at the other. The question is: Where do you need your program to
put your target on that continuum? My answer? It all depends on what
you want.

If you need your campaign to generate return on investment and make
the quarterly sales numbers, your marketing dollars are going to be
better spent driving action well over to the sales end of the continuum.
If you want awareness, you can use branded direct, but be clear that
awareness is your goal and your sales results will not be as high.

But why don’t the two get along? Why can’t you have marketing that’s
brand heavy and drives high response numbers too? Well, sometimes you
can, but we’ve discovered that the general case is this:

Brand evokes, where sales provokes.

It is the job of the brand manager to defend consistency of brand
across everything, from the sign out in front of the building to
television, from the envelope to the lift note. The brand manager works
hard to smooth out any inconsistencies in look, tone and copy.

And to a direct marketer, that is anathema. We constantly make the
argument for money. And that argument requires agitation. Brand’s
emphasis on consistency gets in the way of our beloved results.

Also, by its nature, brand talks about the company, not the consumer.
No brand is the buyer’s brand. It’s the company’s brand. When you’re
talking about the brand, you’re talking about the company. Unfortunately
for brand, one of the basic tenets of direct that works is:

Nobody cares about the company. They care about what they can get.

All this is not to say branding shouldn’t be done in direct. It
depends on where you want to spend your money and how well your brand is
recognized. If you would rather push your messaging toward the awareness
end of the continuum, you’ll probably be paying a price in response.

Push further toward the sales end of the continuum and your brand will
tend to be less well represented in your marketing (but you’ll probably
draw better response).

It’s up to you.

Here’s to your success!

/7’“‘4«%’

Spyro Kourtis



Managing the level of intrigue

I’'m going to bet you’re guilty of this.
We all are.

You get an inquiry from someone
who could be a great lead. So what do
you do? You fulfill.

The real nature of nurturing

You need to nurture your leads.
Keep them involved and interested in the
dialog. Become an important resource

for them, not just another

You send them all the salesperson.

powerful sales materials Ifyou don’t give

you’ve tailored so that, “Ah,” you say,

not only do they have all your prospects “nurture email. I can do
the information to make something to look that!” Yes, you can. But
the right decision, they forward to during if you do only that, you’ll
will make the decision to f still lose. You need to

go with you. Slam dunk. the sales dial 0g, give them the information

you will lose them.

Not so fast. Take a
look at how the numbers
work, and you’ll see that’s not the best
way to maximize your sales resources.

Love and the Rule of 45

The sales dialog is very much like
a courtship. When you analyze where
your sales are coming from, you’ll see
that you can achieve a much better
chance of a sale if you manage the level
of intrigue carefully.

Here’s how it works. According to
a Did You Buy survey, about 45% of
prospects buy within a year, 26% within
six months and 19% further out in the year.

Of those 45%, 5% are lay-downs
who buy within the month. That leaves
you at risk of losing a full 40% of
prospects, just because they’ll buy two
to seven months out. They need to
be treated differently, or you will
lose them.

Don’t treat that valuable 40% as
if they were hot to buy immediately
by rushing them every last piece of
information you have. If you do, you’ll
pique their interest too fast, then lose it.
You’ll educate them just for someone
else to close the deal.

they want, when they
want it, and keep them
wanting more. Manage
their level of intrigue.

You need a strategy that talks to them
when they need it, in the format they
want: email, postal mail, telemarketing
— even smoke signals if that’s what
it takes.

Take a look at the communication
plan below. It qualifies leads, then
customizes how they are spoken to and
when. It’s a sample structure that gets

Initial Lead Generation Program

you involved with the 40% of leads who
will buy on those longer time frames.

Remember, every communication
with your leads should be a two-way
dialog: You impart information and you
give the lead an opportunity to tell you
a little more about themselves. Then
you further customize the next touch
to increase the lead’s interest. Make
prospects need to hear from you
again by becoming a critical source
of information.

If you don’t give your prospects
something to look forward to during the
sales dialog, you will lose them. It’s
worse than giving the punch line at the
beginning of the joke. With the joke,
you just lose the laugh. Give them too
much in a sales relationship and you lose
the sale. A
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cards.

for the very best results

When you care to send the very best —

It's a greeting card
with no message on
the outside, but a
personal thank you
note inside. No offer,
no call to action. Just
a friendly thanks.

Washington Mutual Bank sent their customers a thank
you card that had no sales purpose other than to keep
up customer relations. The bank found that those who
received the card were more likely to stay with Washington
Mutual for longer periods of time. Coincidence? They
don’t think so. They send out these cards on a quarterly
basis and continue to see the benefits.

When you go to open your mailbox, what do you look for? Bills? Not likely. Direct mail? Only if you work in
the industry. Checks? Sure. But most of those are actually direct marketing appeals. What you’d really like to see
are handwritten letters and cards.

Business-to-consumer marketers are catching on to that and finding that a greeting card format and feel can
increase response dramatically. Take a look at some of the ways marketers are caring to send the very best for the
very best results.

Why, thank you! )

Jace Barbin uses
return address
stamps just like PRp———
you do!

Come back! All is forgiven!

Cingular Wireless used a thank you card for a very
different purpose, to up-sell current customers to a
new line of service.

AAA Texas has used a greeting card as a very personal way
to win lapsed members back to the AAA fold. The entire
package is delightful. We all know what AAA does — they
help stranded drivers. They fix flats, jump batteries, give
you a tow when you’re stranded. But what does that
really mean? That means someone out there cares
about you, and that’s just what the package says:

“We miss you!”
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The outer envelope had a charmingly crooked
return address stamp from Jace Barbin, the card’s
sender. The address was in a realistic “handwriting”
font. Inside, the card simply said, “Thank you!” o
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It’s nice to get a personal greeting. But it’s even
nicer when the sender adds a check! This thank
you card contained a very check-like Customer
Appreciation Certificate good for a FREE phone and
FREE shipping when they add an additional line.

It all resulted in a significant lift over the control.

hey, thanks! 3

What a nice man! He
sent a thank you card . . .

We miss you!

When you let your membership lapse, this r
package reminds you that George Clarke of AAA —
worries about you and misses you. He’s even
arranged some special offers for you if you come to
your senses and renew your membership. Included
in the card (like a check from Mom) is a special
Member Reactivation Certificate good for discounted
membership dues.

... and look! There's
a gift inside!

A simple, but
heartfelt message
from AAA Texas.
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Just because . . .

It’s so nice to get a gift from someone you haven’t
talked with in a while.

And they care enough = e e | . # i |l|..!
to make it easy to A — [t’s mavie nig One of the most creative uses of the greeting
come back! Tt i card format was sent by Netflix. It’s the “Movie

Night” card. Modeled after one of those light-
hearted “just because” cards you see at the store,

ki Business-to-consumer marketers are Aiohardom -

==
- , . it describes the “fun” of Movie Night. Trouble is,
finding that a greeting card format and feel e if you don’t have Netflix, it's a huge project to go
can increase response dramaﬁca//y_ J) - == out and get your movies. The interior of the card
contains the headline “You deserve better” and
= offers a FREE Trial of Netflix. A
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