


How To;

Engineer A Direct Mail Campaign,
One That Really Works!

When it comes to generating new leads and sales for your business,
direct mail remains one of the best and most successful options. According
to the US Postal Service (USPS), 39% of households find advertising mail
interesting, compared to 9% for e-mail advertising and 3% for telemarketing.
USPS research also shows that business mail doesn’t get screened as
aggressively as e-mail is filtered — and businesspeople often keep useful mail
in a mail “library”.

But launching a successful direct mail campaign requires planning,
consistency and expertise. Just because you're spending money on direct
mail doesn’t mean that your campaign is actually working!

Before you implement your next campaign, read these proven, easy-
to-implement strategies for generating 2, 3, 4 or even 10 times more leads,
responses and sales from your direct mail.

Developing Your Mailing List
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The most significant component of any direct mail campaign is the mailing list. Experts
say that the quality of your mailing list represents at least 40% of any direct mail
campaign’s success. So if you're mailing to the wrong prospects or to an outdated or
inaccurate list, chances are good that your campaign won't be a success. You have
to reach prospects who are both right and qualified for your products and services.

Here are a few helpful tips:

1. Identify your target prospects.
Determine specific criteria for your target customers. For consumers, this might
include their zip code, annual income, gender, hobbies, etc. For business
executives, this might include their industry, annual sales volume, job title, etc. Put
this description in writing, and be specific.

2. Build and/or purchase a trustworthy mailing list.
You can build an in-house list from your already existing database of prospects,
but be sure the information is accurate and up-to-date. You can also purchase a
mailing list from a broker, or from organizations, associations, magazines and frade
shows. Most brokers allow you to customize mailing lists based on a variety of
criteria — but be sure the broker is trustworthy and reputable. Also, be sure to ask
what the “deliverability guarantee” is. Typically, it's 93%.




g Getting Your Mail Opened

44% of direct mail is thrown away unopened...which means that it fails to convince
the recipient to open it. If you can’t get prospects to open your mail, then you
won't even have the chance to convince them to call you or to buy your service or
product. So how can you most effectively package your direct mail piece to ensure
the highest open rates possible?

1. Use real handwriting on the envelopes.
To increase the chance that prospects and customers will actually open your
mail, use real handwriting to address the envelopes. Handwriting will personalize
the mailing and capture the attention of your audience much more than
standard mailing labels or typed envelopes. And it's proven to increase the
odds of your mail being opened by 300% or more! Handwrite both the mailing
address and the return address — and if you're confident in the accuracy of
your mailing list, try using no return address to spark the recipients’ curiosity and
enfice them into opening it.

2. Use areal, first-class stamp.
Savvy recipients know that bulk or presorted stamps signal unwanted solicitations.
So place areal stamp on each envelope and prospects will be much more likely
to open your mailing!

3. Change the size, shape or color of your packaging.
Unless your business has a lot of brand name recognition, don't put your logo
or company name on the envelope. That's a sure-fire way of telling recipients
that it's a solicitation. Try using plain white envelopes, but don’t use the same
packaging every time. Change it up once in awhile! Send different size
envelopes, or fry different colors and materials, like clear, foil or colored envelopes.
Consider also sending a mailing in large Fed Ex or Priority Mail envelopes.
Changing the size and shape of your mailings will physically interrupt prospects
and get them to open mail that they may not have opened otherwise!

a Getting Your Mail Read & Responded To

Once you've enticed prospects to open your envelope or package, how will you
convince them to actually read and respond to what you've written?2 Here are some
key strategies for creating direct mail pieces that will grab your prospects’ attention,
make them want to keep reading, and persuade them to act.

1. Write Kkiller sales letters.
Sales letters remain one of the most successful marketing pieces to send out with a
direct mail campaign. One-page letters are ideal — but you can mix it up every so
often with a two or even three-page letter. When using multiple pages, be sure to
end each page in the middle of a sentence or include an interrupting headline at
the bottom of the page to give readers a reason to flip to the next page. Be sure
to develop an arsenal of 5 to 10 sales letters you can rotate between and that
can be customized to different industries or consumers.

2. Use attention-grabbing headlines.
Headlines are the #1 most read part of any marketing piece, whether an ad,




postcard, letter or email. Be sure to sprinkle your letters with attention-grabbing
headlines that touch on your prospects’ *hot buttons”, or what they really care
about when doing business in your industry. Remember, most of your prospects
are extremely busy and won't take the fime to read your letter word for word. So
be sure to use a few different headlines. A good rule of thumb is that, if someone
looked at your lefter and read only the headlines and sub-headlines, they should
be able to understand the gist of your message.

. Focus on your prospects, not on you.

The problem with most direct mail (and other marketing pieces!) is that businesses
focus too much on themselves and too little on the customer or the prospect.
Focus on your prospect and what really matters to them. Educate them about
topics that will be relevant to them. People want to feel in control of their
purchase decisions, so provide them with educational information to help them
make the best decision possible when doing business in your industry. And don't
just focus on the features of your product and service. Rather, focus on how your
product or service will actually benefit prospects (ie, they'll save time and money
or their experience will be hassle-free). Give prospects specific reasons why your
business is different and better than the competition — and tell prospects exactly
why they should choose you.

. Make arisk-free offer.

In every direct mail piece you produce, make a risk-free offer to help prospects
take the next step toward your company. Offer a free educational report,
guide or DVD/CD that educates prospects about what really matters to them.
By educating prospects, you'll bring value in a way your competitors currently
aren't —and you'll be seen as an expert in the eyes of your prospects. Then,

ask prospects to either call or visit your web site to take advantage of your free
offer. That way, you can tfrack how many prospects respond — and you can
collect valuable contact information from qualified leads and begin proactively
marketing to them.

. Use a P.S. in your letters.

While your headline is the #1 most read part of a letter, readers will often skip
directly to the P.S. Make sure to include a low-risk offer or call fo action in your P.S.
Try using a P.P.S. too!

. Personalize as much as you can.

Grab readers’ attention and make them want to keep reading by personalizing
your letters. Use variable data printing so that the salutation can be personalized
(ie "Dear Sally”) — and you can also personalize the headlines by inserting the
recipient’s first name or company name (ie “Here's How You, Sally, Can Quickly
Become Profitable In Real Estate Today”). Be sure to hand sign the letters in blue
ink, so that it stands out. And try using a hand-written Post-it note on the letter for
greater attention and impact.

. Drive prospects to your web site.

According to the Direct Marketing Association, nearly 33% of people respond to
direct mail by going online. All of your marketing, including direct mail pieces,
should drive prospects to your web site. But including your web address in a letter
or postcard isn't enough! You have to give prospects a real reason to visit your
site — some sort of offer or incentive. Forinstance, include something like this in




your sales lefter: “P.S. Go to www.domain.com and download our FREE report:

‘17 Simple Ways To Increase The Profitability Of Your Medical Practice.’” You can
also use custom URLs, such as www.domain.com/freereport, so that you can track
which pieces are generating the most leads. When prospects respond to your
free offer online, you can collect their contact information — and then, use your
web site to further educate prospects about your unique service offering and
what they need to know.

8. Mix up your mailings with flyers, tearsheets or other creative pieces.
While letters are very effective in direct mail, try using other pieces as well. Create
eye-catching and educational flyers using the same fips outlined above. Or
include photographs, case studies, fip sheets or other pieces along with the
mailing. Consider also creating a tearsheet — a customized and designed
informational piece that looks like it was torn from the pages of a magazine or
newspaper. To the recipient, it will appear as if someone has gone to the frouble
of personally tearing out your ad or article and sending it to them. Your message
must be important if someone has gone to all that frouble! You can personalize
the tearsheet mailing by adding a handwritten sticky note. Try writing a call to
action like, “Joan, you should try this!”

0 Getting the Highest Return on Every Mailing

Here are a few more strategies to ensure that your mailings are working as effectively
as possible!

1. Test and track your direct mail.
Test each mailing fo a small sample — typically 10% of your list and no less than
250 pieces. Test different variables, including letter copy, headlines, offers and
even your mailing list. With every campaign you implement, be sure to track
all responses and leads so that you know which campaigns are generating the
best results.

2. Mail frequently and consistently.
Seven out of 10 qualified leads will NOT buy from you simply because of
inadequate follow-up. And the average customer will not buy from you until
AFTER the 7th contact with your business. So be sure that you mail to prospects
frequently and consistently. Don't wait longer than a month between mailings.
And don’t give up even if you haven’t seen a great response after one or two
mailings. Remember, marketing isn't an event —it's an ongoing effort!

3. Put a comprehensive marketing plan in place.
Launching a direct mail campaign is a great start, but remember that it's only
one small piece of the larger marketing strategy that is required for any business
that wants to grow exponentially, set itself apart from the competition, and
increase its profit. Most businesses don't have a plan for growth — or they have
a shotgun approach to marketing. Just like the best football coaches have a
plan for winning games, it's critical to develop a comprehensive marketing plan
that includes direct mail, print advertising, TV/radio and other business growth
strategies that are applicable to your specific business and industry.






