


One concept offered to show what we're
all curious about: What does real torture
look like? The link goes straight to a
video of someone being tortured with
“waterboarding.” In this form of torture,
water is poured into the constrained
victim's mouth and nose, causing the
same physical and psychological effects
of drowning. The video is dif cult to
view without feeling compelled to

do something.

The campaigns featured three direct
mail formats: a 6x9 long-form letter
lled with compelling real-life stories,
shocking truths and thought-provoking
guestions; a concise, but persuasive,
of cial #10 campaign; and a skinnier
monarch package.

Using best practices, the direct mail
pieces featured calls to action on every
page, bold crossheads and an agitated
layout with a rough, irregular structure
to match the copy tone and for

better readability.

Visually, the campaign took on a dark,
gritty, in-your-face feeling. The copy
was equally honest and direct.

Amnesty International has always stood
up for those who stand alone and spoken
for those without a voice. In this case,
speaking truth to power, the truth was
allowed to speak for itself.

WHAT DOES REAL TORT
LOOK LIKE=4
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TIGHTER MEDICARE

In the coming years, the over-65
population will be expanding
dramatically. And though only
around 7% of the Medicare
audience now responds to direct
marketing online, that number is
up from about 3% in only a couple
of years. As the Medicare market
heads north of 70 million people
over the next five years, we’re
going to see the number of online
responders inevitably rise.

One insurance provider has already
demonstrated the benefit of pinpoint
online age-targeting within a
limited universe.

CASTING THE NET

The test involved banner ads targeted
to two age groups: one broader, one
narrower. Targeting to banner ad
viewers can be difficult, especially
when it comes to age. You either

target by site topic, which isn’t
efficient at all, or you target by
registration and self-reported age.

It was easier to target banner ads
to serve people age 55 and up.
But that wastes almost a fifth of
those views you’re paying for
(those between 55 and 64 years
old). The challenge was to spend
money only serving banners to
seniors 65 and older.

PULLING THEM IN

The test also included a variety of
banner ad messages and emphasis
on different information sites.

By designing the information at
the landing page so it drove to
multiple types of content, the test
measured the interest level and
the marketing effectiveness of
different Medicare topics among
information-hungry seniors.

Each banner in the test made the
offer of a free information kit to
help the recipient choose a Medicare
plan, but it also drove to one of four
different topic-based entry points at
the response site. Once at the site,
responders were free to explore and
find answers to other questions.

THE CATCH

The test resulted in the discovery

of a new way to tighten targeting to
the over-65 audience, which resulted
in a substantially increased response
rate. But that’s not the end of the
story. The tighter targeting to people
over 65 also returned a cost per new
Medicare member that was 90%
lower than the cost of targeting
those 55 and over.

Not a bad haul for a smaller net! A

BEST OF THE BLOG:

There’s no guarantee of life-long
employment at the same company.
Our economy is becoming
increasingly challenging and
employees are looking to go where
the jobs are. As the recruiter for
Hacker Group, my job is to look
for qualified and, often, experienced
people. And sometimes those
experiences bring baggage.

Heavy baggage.

A recent management study at NYU
examined hundreds of employment
applications and the hiring records
of many companies. The objective
of this study was to assess the
cognitive and behavioral aspects
that employees developed during
their previous stints of employment.
In other words, if the job remained
the same, what characteristics/
attributes did they acquire? The
stunning results were called
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“Cross-Corporation Baggage”—a
fancy term meaning that people get
weighed down by the baggage they
bring from past experiences. Of
particular interest were the interviews
with executives who noticed that
those hired from the competitor came
at a premium price. And they turned
out to be the least successful hires.

What does this mean?

From where I sit in the niche industry
of DM, it means a company should
invest in training fresh recruits with
little experience so the company has
more control over how an employee
“fits” and becomes part of the team.
They’re not “molded.” Also, the
values and culture component need
to be considered.

Values, norms and politics become
part of the on-boarding experience as
well. They shape us and influence our
decisions and actions.

Hiring someone with experience
does not diminish the urgency or
necessity of training. An employee’s
many years of experience will not
translate to an immediate high
return on investment.

As the technologies and rules

of effective marketing evolve,
companies will have to consider
more than just experience in
prospective employees. Experience
may not have as much effect on
your direct marketing as the type
of experience combined with the
right attitude and fit. Creativity will
foster bigger ideas when the right
mix of these intangibles is in place.
In considering candidates for any
direct marketing positions, make
sure they carry the right kind of
baggage, whether they travel heavy
or light. A



SECRETS OF E-MARKETING

— A MULTI-CHANNEL MEASURING STICK

It was a great day for direct marketers
when advertisers finally realized their
marketing efforts could and should be
measured. Since the Internet revolution,
however, people have been fudging

the numbers. Instead of holding all
media to the same high standards of
measurement as direct marketing,

we have lowered the standards for
digital media.

True direct marketers look at costs
with an exacting eye. Because we are
driven by the specific dollar-for-dollar
results of our work, we don’t leave
anything out. It’s the only honest way
to approach measurement, budgeting
and goal-setting—by including things
like creative fees and production costs
in the analysis.

Too often, search-engine marketing
and Internet banner campaigns

only count media costs. And SEM
agency fees can be expensive because
optimization is a lot of work. Plus,
some Web campaigns may cost
hundreds of thousands of dollars to
develop and take months to build.

The newest “media” may not be paid
media at all. Social media, for example,
may be run more like a public-relations
campaign than a traditional advertising
campaign. But costs and results
can—and must—be measured.

Here are a few questions to
ask the next time you review
campaign results:

* TV and radio advertising: Are
you including production costs,
or is this just media? If this is a
direct response campaign, have
you included call center costs?

* Print campaigns: Is creative
included in the costs? If you're
making a special offer, are
fulfillment costs included?

* SEM campaigns: Is this only what

Google (or Microsoft or Yahoo!)

says your cost-per-click is, or have

you also added in agency costs?
How about fulfillment fees?

* Banner ad campaigns: Did you
include Web development costs?

* Email campaigns: Have
you considered creative
production costs? What
about fulfillment fees?

* Social media campaigns: Are
there any sales we can directly
attribute to this effort?

PEOPLE LIKE SIMPLICITY.

And more importantly, it’s proven that they respond to it.
@ ‘ So, when you’re planning your next marketing program,
don’t succumb to the temptation of objective pile-on. It’s the kiss
of death. And sometimes it’s hard to see it coming. But when you
do, stand up, pound the table and say, “No!” Every time you pile
on another objective, you confuse your audience just a little more
and diminish your chance of hitting your primary objective. Direct
marketing works well when it’s focused. And you have the power

to make sure it is.

YOUR WINTER
TO-DO LIST

Zero-based budgeting
is an old idea that has
a lot of merit. It starts
from the premise that
no costs should be
factored into the plans
for the coming budget
period just because
they figured in the
costs for the current
or previous periods.
Rather, everything

in the budget must

be justified.

With the new year,
now is a good time to
consider zero-based
planning, to be sure

all your marketing

ideas are pulling their
weight. But be sure

not to throw out the
good with the bad.

By definition, the results
of experimentation
can’t be predicted—yet
you won’t have any
breakthroughs without
trying something new.
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INTEGRATED INSURANCE
MARKETING CHALLENGE
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Continued from page 1. ..

The direct mail campaign adopted two
cost-effective approaches. The first
offered an enrollment kit. The second
offered an official benefits notice.

The third element was DRTYV, the
hardest-working part of the campaign.
Its success lay in its structure. To
reach the target, the DRTV option
worked by first eliminating those
who weren’t eligible.

The focus was the Medicare card,
shown early in the spot as an instant
cue to its members. By setting the
minimum income requirement, those
who didn’t meet the criteria instantly
knew they were ineligible. The call
to action was emphasized frequently
throughout the ad.

New York is the city where anything can happen.
Like getting a M n you actually like.

HIP VIP CARE
IMPROVEMENT | JRETErrrair soe docort networ -

HIP VIP DUAL
ELIGIBLE

HIP VIP PLUS

When the campaign ended, the
print ads resulted in a good number
of calls.

As expected, the direct mail also did
well. But it unexpectedly outperformed
its goal of $102 cost per call, with a
surprising $78 cost per call.

While the print ads and direct mail
performed respectably, DRTV was the
real hero, beating its cost-per-call goal
by 63% and driving in twice the
expected calls per spot.

HIP was thrilled to beat its overall
cost-per-call goal by 57%. But perhaps
even more surprising was that 75%

of callers met the criteria and were
Medicare-eligible. A

Get the card that gives
|you Medicare Advantage with
%0 plan premiums, NOW!
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ow Yorkers know how to live. We know how to keep them covered.

New Yorkers know how to live. We know how to keep them covered.

ftwait, Call today if you

1-800-233-1891
D: 1-888-HIP-4:

S HIP

(TDD: 1-888-HIP-4833) |
aam-spm.
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PRINT ADS

GREEN INITIATIVE

Continued from page 3. ..

marketing, making it accessible
for companies of all sizes.

Companies that offer green
solutions to consumers, but don’t
follow through in all aspects of
their business, are easily accused

HIGH PERFORMANCE DIRECT

of greenwashing. The Coalition helps
extend Hacker Group’s green reach
to its clients so they can honestly say
their green practices include how they
do their direct marketing. A

We're excited to let you know that the post-consumer waste
(recycled content) of the paper used in High Performance Direct is
25%. And the total recycled content is 50%. That saves a lot of trees!






