Microsoft Seminar Worksheet

Seminar: 12 Direct Marketing Campaigns Up Close

What are Direct Marketing Communications?
Direct marketing is not about generating awareness or building a brand. It’s about motivating an action. The defining characteristics of direct marketing include communications that are:

· Targeted to the highest potential prospects

· Intended to motivate an action (ask for a response)

· Recorded in a database

· Measurable, using a unique keycode

· Expected to deliver a positive ROI

Analyze your communications plan, and ask yourself the following questions:

	Characteristic
	Ask Yourself
	Keep in Mind

	Targeted
	Have I selected the best potential prospects for this campaign?
	It’s better to start with a small selection of your top potential prospects. Test your campaign on them. And if it works, roll out to a larger population. This reduces your risk and improves your chances of success.

	Response
	How am I motivating an action?
	The key motivators of action are 

1) a compelling offer 

2) a strong call to action

(A call to action is when you instruct the recipient to “Act now!” or “Click here.”)

	Database
	Do I have plans to flag the records of campaign targets so I know they’ve been promoted? Have I put in place a system for capturing the responses and recording them in my customer database?
	The database is the recorded memory of the customer relationship. It allows you to analyze your market and identify the most likely prospects for marketing communications.

	Measurable
	What is the unique keycode, and how will I capture it when the prospect responds?
	The code can be numbers, letters or colors which tie the response back to the original outbound message. Typically, the code is pre-populated on the reply form to prevent human error and improve the odds that the code can be captured.

	ROI-driven
	Can I estimate that this campaign will be profitable?
	Because they are measurable, direct marketing campaigns are planned with a pro forma profit and loss analysis to estimate whether the results will cover the expense. If the campaign looks like it will lose money, then you have two options: 

1) abandon the campaign 

2) find ways to improve results by lowering the cost or raising the response rate


Measuring Return on Investment

Be sure to download this additional worksheet for more information about calculating the ROI of your direct marketing efforts:

Lead Generation, Qualification & Tracking Worksheet

Go to: http://www.msreadiness.com/bpmarketing
Scroll: Look for it at the bottom of the page under “Additional Resources”

Pick the Words That Grab Attention
Here is a list of words you can use to capture readers’ attention quickly. 

Advice

Announcing



At last




Because

Confidential


Congratulations


Free



Guaranteed


How to




Introducing



Limited-time 


New



Now

Proven




Revolutionary 


Save



Secrets



Smart



Special invitation

Success



Wanted

Which

Who else

Why

Yes


Offer Development
Offers are designed to elicit a response. The offer should provide a reason to act, in order to overcome people’s natural inertia. It can be a consumer-like incentive, with personal benefit to the recipient. Or it can be related to solving a business problem.  The offer is a critical factor in moving the prospect to action. No sales rep is right there to “ask for the order.” So the offer needs to do the job of gaining a response.

Here follow a number of considerations you will want to keep in mind as you develop your offers:
· Keep the offer simple. Because business buying can be a long process, it is tempting to try to cover the entire thing in a single communication. But direct marketing is about getting a response and moving the process forward step by step. So make the offer very specific to the stage where the customer is in the buying process.  

· Offers can be divided into “hard” and “soft.” Soft offers are attractive, low risk, have high perceived value or broad appeal. Free premiums (promotional gifts), like a t-shirt or a calculator, are popular soft offers in business marketing. Hard offers tend to stress the business value and require more effort on the part of the respondent. Examples include a free seminar or an invitation for a sales person to call.

· When it comes to offers, there is a clear inverse correlation between lead quality and lead quantity. If you are looking for higher quality, use a harder offer. You will receive fewer responses, but they will be more qualified.

· Don’t be afraid to offer something of personal benefit. Remember, the business buyer is still a person with his own self-interest. He may be buying for his company, but his response motivators are as much about his own benefit as the company’s.

· Don’t let your colleagues talk you out of using an offer in every direct marketing communication. If you seek a response, an incentive offer is the surest way to get one. Sometimes business people get so enamored of their product’s benefits, they believe “it will sell itself.” Resist this temptation.

· Match the offer to the objective. Soft offers will gain many inquiries that can be nurtured along later. Nurturing offers must provide information that will move the prospect along the buying chain. Hard offers are useful at the end of the chain, when the prospect is ready to see a sales person and make a commitment. Retention offers, like frequency discounts, make sense after the transaction is completed.

· Keep the offer appropriate to your industry and your company image.

Offer Checklist
Here are the types of offers frequently used in business-to-business direct marketing. Experiment with as many as you can. Remember, the objective of the offer is to get the recipient to stop what he is doing and respond to you. So it needs to be compelling enough to persuade him to take the action you want him to take.  And the offer should only try to do the one job—that of getting the desired response.

· Free information (brochure, newsletter, white paper, reprint, video, demo CD)

· Premium (promotional gift, book)

· Free trial

· Free sample

· Free self-assessment tool

· Seminar or webinar

· Demonstration

· Discount 

· Sales call

· Free consultation or audit

· Free estimate

Message Platforms for Compelling Copy
Message platforms encapsulate the key benefit that you think will appeal most strongly to your prospective audience. Your job is to convert the product or service features into benefits, and then select the benefits that are most meaningful to your prospects.

Here is a checklist of typical message platforms used successfully in appealing to business buyers. Note that the benefits may be appealing for business reasons or for personal reasons or both.
· Save time. Other spins out of this message might be: Get to market quicker. Reduce manufacturing overhead.

· Save money. This can be recast in other profit-oriented formats, like “sell more” or “spend less.”

· Grow the business. Penetrate new markets. Find new customers. Sell them more.

· Be secure in your job. Be a hero. Get promoted.

· Increase efficiency or productivity. Do more with less.

· Greed: Make money. Increase sales. Increase profits.

· Avoid stress or hardship.

· Fear of the unknown, or loss or failure.

· Make your job easier. Get help.  

Convert Your Features Into Benefits
Business marketers frequently fall into the trap of stressing product features in their communications. Especially in technical fields, product managers tend to get excited about all the wonderful aspects they have engineered into their products.  What business marketers need to do is convert those product features into customer benefits. Marketers must understand what is on the target customer’s mind, and then set about translating those wonderful features into benefits that are meaningful, relevant and valuable to the customer.

One term for this approach is WIIFM or “What’s In It For Me?” This is what customers really care about. They care about themselves, not the product per se.  They only care about the product insofar as it helps them. So this is what the marketer has to identify, highlight and then communicate.  

But don’t take this to mean that you should ignore the features. Product details and specifications are needed to justify the purchase. Keep them in there—right along with the benefits.

Notice that benefits can be very personal and expressed in human terms. They are often about fears and desires. Some say the most successful products are positioned to meet one or more of the two strongest human emotions: fear and greed.  

Here’s an example of how product features can be recast as benefits:

	Feature
	Benefits

	Light weight

	Reduces stress; eliminates frequent replacement

	24-hour tech support

	Eliminates downtime and data loss

	Multi-platform file sharing
	Saves time; increases reliability

	Plug and play
	No connection headaches; get started quickly

	Peel-off adhesive backing
	Makes work-flow organization easy


Summary: Key Principles of Direct Marketing Campaign Creative Strategy
1. Stress benefits, versus features

2. Drive the offer

3. Design for clarity, over beauty 

4. Use a personal, “me-to-you” tone

5. Make a clear call to action

6. Make it easy to respond

7. Eliminate risk
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