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Marketing 101

I wish I had a dollar for every time I’ve had to explain the definition of marketing.

Even business people often use the term “marketing” to only describe sales or adver-

tising. Marketing is far more than sales and advertising. Look in the newspaper’s clas-

sified ad section and you’ll see jobs under the heading “marketing” that are for sales

positions.

Here’s the definition from the college textbook Basic Marketing by William Perreault,

Jr. and E. Jerome McCarthy. “Marketing is the performance of activities that seek to

accomplish an organization’s objectives by anticipating customer or client needs and

directing a flow of need-satisfying goods and services from producer to customer or

client.”

Good marketing consists of knowing your market. Doing your homework will in-

crease your chances of success for your non-profit. It can be broken down into the 4

P’s of marketing; Product, Pricing, Place (distribution) and Promotion.

Product  – This is the item or service being sold. It can be tangible like an automobile

or clothing, or it can be intangible such as a delivery service. A product can have lots

of features added to it making it more valuable or it can be very simple. Are you

marketing your product or service to a particular group? Can you alter your product

or service to fit the needs of this group?

Pricing  – A product can be priced high with the strategy that fewer will be sold with

a higher profit margin, such as Movado watches. Or, it can be priced inexpensively

with the strategy that more will be sold at a lower profit margin such as Timex watches.

Even though Movado and Timex both sell watches, their target customer demograph-

ics are very different. Are you determining the price of your product or service based

on the income levels of your customer?

Place (distribution) : Who are your customers? Where do they live? You can figure

out where the most populated areas are. By zip code, you can determine the best

place to distribute your product or service, making it as convenient as possible for

your target market. You can also figure out future growth rates. Where is the popula-

tion moving to? Target your service to move with that population.
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Promotion  – This is how a company communicates to the customer about the prod-

uct. Promotion includes Personal Selling, which is generally the sales department

and is face-to-face communication; Mass Selling, which includes advertising in pub-

lication and broadcast mediums; and Sales Promotion such as coupons. Also, look at

your customer. Are they affluent? If so, then channel your advertising, direct mail, etc.

to the specific location. Target marketing is an important element. Over 36% of Fresno

County’s population is Hispanic, making it a very important market to consider.
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Telemarketing

You know the routine. The family just sits down to dinner and the phone rings. On the

line is someone asking for you by name, but mispronouncing it. When you admit that

it’s you, they start talking at the speed of light, not letting you get a word in. After a

lengthy amount of time they say they’ll sign you up right now. You say “No thank

you,” and dinner resumes. Telemarketing.

Why do so many companies use this form of selling when it seems everyone says no

and everyone is annoyed by callers? Because it works. Telemarketers are relatively

inexpensive. Lists are available to telemarketers that can provide such precise infor-

mation on the consumer that the chances of a sale improve greatly.

There are two types of telemarketing strategies: Calling existing customers and calling

potential new customers.

When a non-profit utilizes their own customer list for telemarketing, the odds of clos-

ing a sale increase. The consumer is already familiar with the non-profit and hope-

fully satisfied with that non-profit’s services. The sales cycle is shortened.

When a non-profit cold calls potential new customers, it will take a longer amount of

time on the phone to close a sale. The telemarketer will have to educate the con-

sumer on both the non-profit and the services.

Set-up

A non-profit can have an in-house telemarketing department or contract with a pro-

fessional telemarketing firm to make the calls on their behalf. Benefits include a better

understanding of the non-profit and its services. Also there is more control over what

is said to the consumer and possibly better integrity of the results. Drawbacks include

greater overhead costs, such as telephone lines, a tracking system, and employee turn

over expenses.

The benefits of having a professional firm conduct telemarketing include the prob-

ability of sophisticated tracking and reporting systems, better lists, etc. Drawbacks

include less control over the quality of personnel.

Regardless of who makes the telemarketing calls, it’s important that adequate training

be provided. Nothing makes a non-profit look worse than having someone on the

line that knows less about the service than the consumer. Case in point. I received a
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call from a non-profit regarding an event they were having. The telemarketer was not

able to answer my basic questions. She got her supervisor on the phone who an-

swered my questions, but was giving me incorrect information. My thought was that

I would never support this non-profit because they didn’t know what they were say-

ing.

Things to consider

Telemarketing can be annoying. If the recipient of a call is not interested, it’s best to

end the call quickly and politely. Being too aggressive on a call will lead to a negative

impression of your non-profit.

By law, if a consumer requests to be put on a “Do Not Call” list, the non-profit must

do so. If the non-profit calls that same consumer back they can be fined between

$500 and $750 per each additional call. A system is needed to insure that consumers’

numbers can be purged from lists.

To determine if a campaign is successful or not, a tracking system must be in place. A

non-profit should know the average number of calls it took to make one sale, what

the average sale was, the length of time it took to close a sale, etc. You want to be

able to determine the effectiveness of your script, product offerings and list.

Purchasing the list

Lists are available from a variety of sources. Things that should be considered include

how “fresh” the names and numbers are. Each day that passes from the time a list was

generated means fewer viable consumers. People move, change phone numbers,

etc. A list should only be purchased when the telemarketing infrastructure is set-up

and ready to go. It should be the last thing done before implementation.

Lists should have the right target market profile. For example, if you are selling pet

products the list should be exclusively pet owners. To obtain a list that fits the profile

usually costs more than a generic list, however it’s worth the additional expense

because you’re not wasting time on consumers who have no need for your product.

Telemarketing has several advantages over other forms of selling such as lower cost

per contact and the ability to cost effectively cover a larger geographical area. It’s

important to clearly define your goals, track the results and take care to uphold the

reputation of your non-profit during implementation in order to successfully utilize

this channel.
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Public Relations

The term “public relations” has a variety of elements. Many people consider the press

or media to be the main focus of public relations. To a certain extent, that’s true.

However, there are several other categories that fall within the realm of public rela-

tions such as corporate involvement within the community, providing a speaker’s

bureau, sponsorships of nonprofit events, etc.

The media can provide “free” advertising. Coverage from the press tends to have a

higher degree of credibility. Every company should have a well thought out strategy

to maximize their exposure through this avenue.

To put it in football terminology, media relations can be played from either an offen-

sive position or a defensive position.

Offense

A main example of an offensive position is the press release. A release can be sent to

the general media, such as print or broadcast organizations, or it can be sent to indus-

try-specific trade publications. Before writing a press release make sure you deter-

mine what the goal is and who the audience will be. For example: do you want a

feature article? Do you want a news segment? Do you want the date and time of an

event listed? Is the audience the general public? Write the release based on what you

want it to achieve. Use more esoteric language if the release is going to a trade pub-

lication. Use main stream language for the general public. Include information on

who, what, when, where, why and how. And above all, be sure the release has a

hook. A self-promoting release that has little news value will probably not be used by

the media. Your release will be competing with at least several hundred others for

coverage. Make it as interesting and forceful as possible. Be sure to include a contact

name and telephone number – someone who will be readily available if they’re con-

tacted for additional information. Consider exclusivity to one media contact if you’ve

got a truly newsworthy story as a way to build a relationship.

Because the general media is leery of self-promoting fluff, sometimes it is good to

have the release come from a third party. Say a corporation just donated generously

to your nonprofit organization. The corporation can submit a release themselves,

however it is unlikely that the media will pick it up. If the non-profit submits a release

that mentions the donation, plus adds a hook that says what the money will specifi-
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cally do for the community, the information will have much better odds of getting

coverage.

There are two strategies for press release submittals. The first is to submit an abun-

dance of press releases hoping that by throwing everything against the wall, some-

thing is bound to stick. This is risky. It may have the opposite effect so that when the

non-profit’s releases are seen, they’re not even read because in the past there is sel-

dom any newsworthy information. The second strategy is to submit releases only as

newsworthy information becomes available. The downside to this strategy is that the

media may not readily think of you when they’re looking for an “industry expert” for

an article.

Get to know representatives from the media prior to needing them. Don’t depend on

your advertising representative to make the introductions. Often you will be met with

suspicion if the advertising department is putting you in contact with the news depart-

ment. They’re two different entities with very different goals.

Defense

Let’s say a community watchdog representative comes knocking at your door. There’s

a cameraman behind him and an irate “customer” behind the cameraman. How do

you handle a situation like this? Learn how before it happens. Take a class in media

interviews, read a book, hire a consultant, anything. You can always tell the person

who looks like a deer caught in the headlights when watching the evening news.

Many laugh at them, some feel sorry for them, and generally everyone remembers the

non-profit they represented. How a non-profit responds to negative publicity will

greatly effect their future. Turn a bad experience into a positive one by being prepared

for the unforeseen.

Whether playing offense or defense, the media can have a great impact on your non-

profit. By understanding how it works you can maximize your overall marketing ef-

forts.
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Presentation Skills

A key element of marketing is the delivery of the message. From a marketing perspec-

tive that brings up images of advertising, however personal presentation skills should

also be considered. Think of memorable presentations or speeches you’ve heard.

What probably come to mind are the very best and the very worst. No doubt the

mediocre aren’t surfacing.

Few people are born with the talent to effectively communicate. The good news is

that nearly everyone can learn. Let’s start with the nonverbal elements, the style. The

speaker’s stance, movement, gestures, voice, pauses, and eye contact will all contrib-

ute to the perception of what is being said to the audience.

Stance – Weight should be evenly distributed to both legs about shoulder width

apart. Standing with legs crossed or most of the weight carried on one leg doesn’t

convey an image of confidence. Speaking is a lot like an athletic event. You want to

be balanced and flexible and the stance for speaking is much like the prepared stance

for any sport from golf to baseball to skating.

Movement  – Purposeful walking around a room helps to keep the audience inter-

ested. The human brain can process information faster than the human mouth can

deliver it. By moving when it’s appropriate to signal a transition or change, the audi-

ence has to pay closer attention to you, and therefore your message.

Gestures  – Using your body and specifically your hands to help drive home key

points has more visual impact. Imagine the speaker who stands motionless and states

“I have three points to make.” Versus the speaker who says this while holding up

three fingers.

Voice – Using inflections in the voice is the number one way to get and keep atten-

tion. How many times have we all heard speakers who stay in monotone. I seldom

remember their message. It’s difficult to stay focused on what they’re saying.

Pauses – When a speaker pauses between points the audience automatically stops to

listen to what is going to be said next. Pauses are extremely powerful, yet seldom

used. Try it. Speak to a point then just stop for a few moments. People will look at you,

interested in what is coming next.

Eye Contact  – Looking out over the crowd doesn’t have the same meaning as looking

at individuals in the crowd. Eye contact should be made long enough to say an entire
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sentence or convey a complete thought. Once that sentence is completed, look at

someone else in the eye while saying the next sentence. Methodical eye contact

helps convey confidence in who you are and what you’re saying. Spraying the room

with your eyes indicates nervousness. Be sure to include eye contact in all sections of

the audience, left, right and middle of the room.

Now that we’ve captured the audience’s attention, we need to work on substance.

Tell them what you’re going to say. Say it. Then tell them what you just said. The

opening and closing of the presentation will be the most memorable. Make both the

strongest elements.

We live in an age where there’s first class presentation technology at our fingertips.

Over heads have been replaced by Power Point presentations complete with sound

effects and colorful visuals. Visuals whether they be flip charts, Power Point presenta-

tions, or even common household or office items will aid the audience in remember-

ing your message.

Consider your audience when preparing a presentation. A canned speech can be

detected a mile away. It’s important for any speaker to regard his audience and at the

minimum sprinkle words in that will have specific meaning to that audience.

For additional reading on the subject read the book YOU are the message by Roger

Ailes, president of CNBC. What you say and how you say it are just as important as

your traditional advertising. Ailes delves into the heart of conveying a message re-

gardless of the circumstances.

The concepts come from Bob Treadway at Treadway & Associates, Deliver an Effec-
tive Presentation. The company’s web site address is: www.trendtalk.com.
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A Retention Plan That Stands the Test of Time

A good marketing plan has two elements. The first, and most common, is the plan that

will provide your non-profit with new business. The second is the plan that addresses

the needs of existing customers. Existing customers are the bread and butter for most

businesses, yet often they are overlooked.

The scenario goes something like this: When your non-profit is just starting out, you’ve

got fewer customers. You pamper them, jump through hoops for them, treat them like

they’re kings and queens. Word gets around about your customer service. More people

beat a track to your door, expecting exemplary service. You provide it to them, they

come back, they tell their friends who also beat a path to your door. And BAM. Before

you know it, you’ve got a nice fat customer base. You’ve grown your non-profit,

you’ve evolved.

All of a sudden, you can’t provide the same attention to detail for your customers

anymore. There are just too many of them. They start noticing. They start getting

irritable. You’ve done such a great job of taking care of them in the past, that it has

become an expectation to your customers. Now, when you can’t drop everything,

they’re indignant. They start telling their friends how poor your customer service has

become and your non-profit begins to slide downward. Never mind that your cus-

tomer service is STILL the best around. You’re not competing with competitors at this

point, you’re competing with your own past.

There seems to be no way to please them. They’re running up and down the area

telling people about your non-profit. You know how effective word of mouth is around

here! You’ve created monsters. Like spoiled children, they don’t seem to appreciate

anything you’re doing for them anymore.

What do you do?

For a new non-profit: As a new non-profit, it’s tempting to do whatever it takes to

establish a customer base. That’s good. Just remember to think miles ahead when

you’re servicing your customers. Everything you do for them should be well thought

out. Ask yourself: is this something I’ll be able to do when I have a big agency? If it’s

not, you may want to rethink your strategy. There are plenty of opportunities to pro-

vide great customer service to a large amount of customers. Figure out a creative way

to retain customers that works regardless of how many there are.
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The key is “automatic pilot” programs. These are programs that make customers feel

special, yet don’t require a lot of labor intensity on your part.

Database management programs are available. Before you get too big, put all of your

customers in the database with as much information on each as possible. That way

you’ll be able to manipulate the data to get information more easily. When talking to

customers, the message is more meaningful and effective if it is tailored specifically to

the customer. Never take your eye off of your customer base. Consistently “touch”

them through direct mail, telephone, etc. Your customer base is a primary target for

your competitors. The more attention given to your base, the less likely they will be to

wander off.

For an established non-profit: You may already have monsters. How do you change

their perception of your non-profit? First determine what customer service elements

they’re missing. This requires research. Don’t assume you know why they’re unhappy,

ask them. Telephone surveys are effective, but cost more to implement. Direct mail

questionnaires are less expensive, but have a lower response rate. A rule of thumb in

research is to randomly select 1% of the core. Once the research is completed, com-

piled and analyzed, this will become the foundation for your retention plan. Just

asking customers their opinions is a good first step. It shows them that you care enough

to ask. Address their issues through a long term marketing plan. Talk to your custom-

ers regularly.

There are two parts to marketing: getting customers and keeping them. The non-profit

that gives equal attention to both, wins.
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Internet

More and more non-profits are determining that there is a need for a web site. Here

are some things to consider if you decide that it’s right for your non-profit:

• Have a professional web design firm develop your site. Using someone who

doesn’t know all the tricks of the trade can cause unforeseen disasters. It’s like

many things in marketing: if you can’t do it right, don’t do it at all. Often your web

site will be a person’s first impression of your agency. Don’t give them the impres-

sion that you didn’t spend the money to design a professional site.

• The site should open quickly. People will usually wait less than 1 minute for a site

to open.

• Make sure that your site is promoted to the search engines. If people are search-

ing for information through a search engine, you want your site to come up to-

wards the top of the listings. Search engines update their information about every

two weeks – so your web design firm should promote your site every two weeks.

• Promote your own site. Put your web site address on ALL printed material: letter-

head, business cards, collateral, advertising, everything.

• Have something worthwhile in your site. A hook is needed to get people to visit.

Examples include pertinent data, some sort of interactivity, or great links to other

locations.

• Assign someone to keep the information in the site accurate and updated. Hav-

ing a web site is like having a pet. Once you’ve got one, it needs to be fed and

watered on an ongoing basis!

The world wide web can be a powerful tool to the marketer. It’s a “must read” for

anyone who wants to stay competitive in today’s business environment.

Internet opportunities for marketing and advertising

Many local advertising agencies have indicated that their current media mix propos-

als to clients often do include some form of Internet advertising. It’s quickly becoming

folded into the mainstream of the ad industry.

The benefits to other forms of advertising include: the agility to change information

often, no printing costs, no distribution costs, the shelf life is forever if desired, the

costs for production and maintenance compared to reach and frequency are much

lower. In addition, people come to you for information; the information is available

all the time; and it’s interactive.
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Production costs for Internet advertising vary. As with anything, you get what you pay

for. Fancy is going to cost more than plain. There are companies who specialize in

Internet production and existing agencies, graphic artists, etc. generally include Internet

production in their suite of services.

There are a variety of ways to advertise via the Internet. One of the most common is

to purchase a banner on someone else’s site. A banner is generally a small rectangular

box found within a web page. Well known sites that include banner advertising are:

Search engines such as Yahoo and Snap, news services such as CNN and the Wall

Street Journal, non-profit organizations such as Big Brothers Big Sisters, and daily

newsletters on just about any topic.

Determining what sites to advertise on and how much value the site brings to your

agency are calculated similarly to the calculations used for other forms of advertising.

Reach and frequency should be analyzed, as well as the number of impressions and

“click rates.” Click rates are the number of times people clicked onto an advertise-

ment. Clearly defined demographics of those going to the site should be in line with

the target audience of the advertiser.

eCommerce can be considered both a form of advertising and a form of distribution.

It allows for the sale of goods or services globally. It provides the ultimate in conve-

nience to both the business and the customer. Small companies can compete with

medium and large companies on a level playing field. The overhead costs are much

lower. Your “store” is open 24 hours a day, 7 days a week. The rule of thumb is to sell

goods at a price reduced enough to offset the shipping costs.

E-mail lists are similar to direct mailers. Like advertising through direct mail, there are

companies who sell e-mail lists, do layout and production, and distribute. You can

also create your own lists through your customer base. As more and more people

communicate via e-mail, it’s critical to begin creating a customer list of e-addresses as

soon as possible, if not for use now, definitely for use in the future.

The Internet as an advertising medium is a relatively new concept. The industry is in

a constant change of flux and should be monitored closely. It is best to hire profes-

sionals who have experience in this field to help with strategy, start-up, maintenance

and tracking. And like any other form of advertising, an analysis on the effectiveness

of this medium to meet the individual agency’s objectives should occur prior to in-

vesting dollars.
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Giveaway Items

Advertising specialties, also known as giveaways, can improve the effectiveness of

most campaigns. They are usually utilized in conjunction with some other form of

advertising such as direct mail or booths at other events.

The best way to maximize the effects of the giveaway item and your advertising cam-

paign is to tie a message into the item. New items are available all the time. Being the

first kid on the block with something new adds memorability. Example: A cellular

phone company gave away pens that were curled like cellular phone antennas. People

loved these pens and kept them because they were so unique.

If you sell a product that lends itself to sampling, try giving it away to your target

audience. Example: A flower company gave roses to all women at a business woman’s

conference. The company’s name and number were printed on a tag attached to each

rose.

Old fashion creativity can be the key to success with advertising specialties without

the item tying into any other advertising campaign. Example: A cotton ginning com-

pany gave away miniature bales of cotton with their logo printed on them. The item

had no particular usefulness, however people kept them because they were unique.

Someone once said to me, “I don’t want to give away that, all they’ll do is take it

home and let their kids play with it.” In my opinion, that’s not a bad thing. Something

a potential customer’s child will play with may increase the time it’s seen by the

recipient.

Prices for giveaway items vary. The more an item costs, the more important it is to

make sure only your target audience receives them. Keep in mind that the price per

item usually decreases with the quantity purchased.

Consider the shelf life of the item as well. If it is something edible, it won’t last as long

as some other items.

If you purchase something inexpensive, it should still be of good quality. There’s

nothing worse than receiving a pen that never works. The potential customer may

look at your company as one that cuts corners or provides a poor quality product or

service.
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There are several advertising specialty companies in your area. Things to consider

when purchasing items:

Back-end customer service  – Ask the company about their ability to recover from a

problem. Snags in production, quality and service will happen. It’s important to know

how a company will handle problems after the sale.

Deliverability  – Make sure that whatever you purchase will be delivered in time.

You don’t want your items to arrive the week after you needed them.

Quality  – Always get actual samples of the product you are purchasing. Things have

a way of looking better in a photo than they do in real life.

Creativity  – Sometimes it’s easier to provide the company with your current slogan

and ask them to come up with an item that will be most effective.

Pricing  – Make sure you’re not paying top dollar for the giveaways you purchase. Or,

if you are paying more, determine what additional value the company is providing

you. It may be worth paying more if you know you’ll receive top quality service after

the sale or if the company is very creative with ideas.

There is nothing wrong with the traditional giveaways such as key chains and base-

ball caps, but to really maximize this medium, creativity should be employed to

provide something with impact. A creative giveaway can drive home an advertising

message.
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Maximize Your Event Marketing

My mother used to say “If you can’t do something right, don’t do it at all.” This means

a bad message is worse than no message. This is especially true for event marketing.

There are hundreds of events in your area, thousands nationally. Business confer-

ences, trade shows, festivals, and street faires are just a few of the opportunities that

can be included in the marketing plan. They are an opportunity for one-on-one con-

tact with your target market. A non-profit needs to look its best at an event and also

maximize the dollars spent to be there.

Look your best

Most are aware of the basics such as no eating or drinking in a booth. No reading the

newspaper, or talking on the cellular phone. Dressing appropriately, bringing bro-

chures, etc. The basics are important. Even if no one stops at your booth, they’ll look

at it when they walk by. Their impression of your program will be determined or

fortified based on what they see. In two months, when they’re looking to volunteer

their time or become involved with a non-profit, they may flash back to the booth

they saw and the image that remained with them.

Choose who will man the booth carefully. Booth representatives often look bored. It’s

understandable because events can be boring to the person standing on the other side

of the action. However if the representative looks bored, your program may be per-

ceived as boring too. The person representing your company should look thrilled to

be there. They should convey enthusiasm and energy. There should be a great big

warm and inviting smile on their face the entire duration.

The display needs to be a grabber. You’ll have 2 – 3 seconds to entice someone to

stop at your booth. The display must quickly answer the question “What’s in it for

me?” There must be something worth stopping for.

The overall theme of the booth should have one clear, concise and appropriate mes-

sage. You want people to remember something about your program that is compel-

ling.

An attendee is being inundated with messages. You’re competing for their attention.
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Maximize the dollars spent

Usually when a non-profit purchases booth space at an event they send a representa-

tive, the display, some brochures and perhaps some give-away items. At the show the

representative talks to people and collects leads. After the show a few, if any, of the

leads are followed up on and that’s the end of it. This scenario, however, does not

maximize the money spent to participate in the event.

Promote your participation in the event before, during and after. Before the event

send direct mail pieces to a select list of potential supporters. Tell them why they

should stop by your booth . If possible, include free passes. Call those people the day

before the event begins to remind them to visit you. Try joint promotions with other

exhibitors who have complimentary messages. After an event send a follow-up direct

mailer to those who did visit your booth. Make follow-up phone calls. Track the

success derived from the leads to determine if the event is worth participation next

year.

Opportunities to be creative abound. While at the event hand out something interest-

ing. If you can gave away a sample of your product, great. If your product doesn’t

lend itself to sampling, try giving away something that will be seen by all who attend

the event. Have one person be at the booth and another person work the floor, escort-

ing people to your display.

Short on ideas? Do some research. Go to any other event and watch exhibitors. Watch

the traffic flow. What booths do people stop at and why? Feel free to steal ideas. Many

ideas are interchangeable between industries.

If your company doesn’t have the resources to research, develop a plan, design an

impactful display, follow-up on leads, and track leads then don’t spend your money

on this medium. Events are labor intensive. It’s worth the money if you do it right, and

can do your company harm if done wrong.
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Direct Mail

Direct mail is expensive on a cost-per-thousand basis. However, it can be wildly

successful if implemented correctly.

Lists

Direct mail lists can be purchased from outside sources or generated internally from

your customer base and/or prospect list.

The direct mail concept is only as good as the mailing list used. Generally, you get

what you pay for. If you spend a lot of money on development, printing and postage,

but don’t purchase a good list, you’ve just wasted your money. In order to obtain a

good list, you must first have a strong definition of your target audience.

Lists can be purchased from a variety of sources. A good question to ask is “How

‘fresh’ is the list?” Don’t purchase addresses that were accumulated 5 years ago. You

want up-to-the-minute accuracy in your list. Don’t purchase the list until you’re ready

to mail. An old list will provide an influx of returned mail which drive up the costs of

the campaign and reduce the success rate.

Something new to consider is the purchase of electronic mail lists. Design costs may

be the same, but you save on printing and postage. An e-mail list is useful if your

target market tends to be computer literate.

Content

A direct mailer must sell itself inside and out. There is a lot of competition for the

recipient’s time and you’ve got a millisecond to talk that person into opening your

mailer. Once they’ve opened it, you’ve got to talk them into reading the content.

The more personalized the mailer, the better chance the recipient will open, read and

respond.

The better the “hook” or offer, the higher the response rate. Make sure there’s some-

thing worthwhile to say to the recipient, something that will grab their attention.

Answer the question “What’s in it for me?”

Keep a file of direct mail pieces that you have read. Analyze why you read the piece.

Identify the hook. Look at the layout. Determine if some of the successful elements

can be incorporated into your own campaign.
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Frequency and combination

The more times you reach the recipient, the better chance that they will respond. For

example if you send the mailer out to the same list 3 times, you’ll receive a larger

response than if you only send the mailer once. Or, if direct mail is supplemented

with telemarketing follow up calls or advertising to the same group, your message is

more likely to mentally register with the recipient.

Tracking and cost justification

Estimate the number of responses you’ll receive in order to justify the project. While

many variables may effect the outcome of the campaign, a good rule of thumb is a

1% response rate. Determine your objective. You may want to increase the amount of

telephone calls coming in or, increase the sale of product X. Cost justification must

accurately reflect a specific desired outcome.

EXAMPLE: The mailer will be sent to 10,000 people. Assume 1% respond, or 100

people. The objective of the mailer is the sale of product X. The average sale of

product X is $10.00 therefore sales are estimated to be $1,000. The direct mail cam-

paign costs $5,000 which includes design, production and mailing expenses. This

campaign would not pencil out at first blush. However, estimates should include the

number of respondents who will provide repeat business, those respondents who will

provide referrals, etc.. The point of this example is to be as accurate as possible with

the estimates. Include all of the variables. Seldom does a direct mail campaign pay

for itself initially. It should be one element of an overall marketing strategy.

Tracking direct mail is easier than tracking many other forms of advertising. A cou-

pon, special telephone number, key words or marked mailers can all provide very

accurate response records. It’s smart to determine the tracking strategy simultaneously

with the design strategy. Make sure there’s someone set-up to do the tracking and

provide analysis.

How much time spent on strategizing the campaign will correlate to the success rate.

Your odds for success will depend on finding a quality list, providing a solid design

and giving the recipient a reason to respond. Direct mail is a part of the whole. Re-

member that the more often you reach your target audience, the more likely they will

be to respond.
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Consistency

Consistency in marketing is what makes it work, or not. Consistency is defined in

Webster’s Dictionary as “Marked by harmonious regularity or steady continuity: free

from irregularity, variation or contradiction.” Consistency is achieved in various  ways.

The duration of a campaign
The benefit of a long campaign duration can be found in a message stated in 1885 by

Thomas Smith: “The first time a man looks at an ad, he doesn’t see it. The second

time, he doesn’t notice it. The third time, he is conscious of its existence. The fourth

time, he faintly remembers having seen it. The fifth time, he reads the ad. The sixth

time, he turns up his nose at it. The seventh time, he reads it through and says, ‘Oh

brother!’ The eighth time, he says, ‘Here’s that confounded thing again!’ The ninth

time, he wonders if it amounts to anything. The tenth time, he will ask his neighbor if

he has tried it. The eleventh time, he wonders how the advertiser makes it pay. The

twelfth time, he thinks it must be a good thing. The thirteenth time, he thinks it might

be worth something. The fourteenth time, he remembers that he wanted such a thing

for a long time. The fifteenth time, he is tantalized because he cannot afford to buy it.

The sixteenth time, he thinks he will buy it someday. The seventeenth time, he makes

a memorandum of it. The eighteenth time, he swears at his poverty. The nineteenth

time, he counts his money carefully. The twentieth time, he buys the article.”

As a very knowledgeable friend once said, “You may be sick of your message, but

your target hasn’t truly heard it yet.”

Reach and frequency of the message
Most people have heard of reach and frequency in advertising. Reach is the number

of different people exposed to a particular medium. Frequency is the average number

of times a person is exposed to the particular medium. Example: a television program

has a viewing audience of 100,000. Your reach, therefore is 100,000 people. The

total population of the broadcast area is 500,000. If you run one commercial during

the program your reach is 20% (divide 100,000 by 500,000) and your average fre-

quency is 1.0 (for the one time the ad was ran on the program).

Reach and frequency can be used in other areas of promotion such as direct mail,

print advertising or billboards. The most natural and common question to follow is,

“How much reach and frequency does my campaign need to be effective?” The an-
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swer is, “It depends.” There is a myriad of variables involved to know when enough

is enough. Even people who have been in the advertising business for a long time

often fall back on their instincts. The industry, the target market, and the product are

all contributing factors.

Stick with the marketing strategy
Strategies come in all shapes and sizes. It’s interesting to think about a single industry

and look at the variety of strategies each company is implementing. The Movado/

Timex watch comparison is an example of this. Movado targets high-income markets

and Timex targets active, middle-income markets.

Once a strategy has been developed, agency resources should be utilized to promote

that strategy. The strategy is the foundation of the program’s position statement, and

to follow, the strategy helps define a program’s image and brand awareness. What

would happen if Timex began selling watches at Tiffany’s? What would happen if

Movado began selling watches at Wal-Mart? In either case, their image would be-

come confused in the eyes of the consumer. Generally, a confused consumer does

not purchase.

Stick with the marketing mix
The marketing mix is developed by determining what tools are available to the mar-

keter and then choosing which tools to use in order to coincide with the strategy.

An organization’s marketing strategy may be changed. However, it should be done

with much forethought and research. Do you remember when Toyota first entered the

U.S. market? It was perceived to be a low quality, low price automobile. There’s

nothing wrong with that. However, Toyota spent bazillions of dollars to change that

image. How? They improved their product’s quality and style. They changed their

advertising strategy to coincide with their new and improved product, and they changed

their pricing structure. It has been a successful transition. Today the Toyota brand is

highly regarded in America. But it took years and a significant amount of money to

achieve their current position. Changing image is generally more expensive and time

consuming than creating a new image.

Over a century ago, marketers knew the importance of consistency. Currently the

public is bombarded with thousands of messages each day. It has become more im-

portant than ever before to remain consistent with your marketing message in order to

make your marketing dollars effective.
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The Marketing Plan
Use it Every Day!

Are you one of those people who reads a map for directions? Or do you drive around

until you finally find your destination? Does your organization have a usable market-

ing plan? Or does it simply react to the current situation?

A marketing plan is like a road map. You’ve heard the cliché “Unless you know

where you’re going, how will you know when you get there?” Clichés hold truths

about life and business.

Notice in the first paragraph I said “usable marketing plan.” It doesn’t help to have a

map if it sits in the glove compartment. And a marketing plan won’t help your organi-

zation get from Point A to Point B if it sits in the filing cabinet.

Can you answer the question “What is your agency doing this week to reach its

goals?” Be honest. How that question is answered separates a good organization from

a GREAT organization. Here are some steps to help your non-profit achieve great-

ness:

1. The marketing plan should dovetail your non-profit’s business plan. The business

plan tells where you are and where you need to be overall. The marketing plan

aligns itself with your business objectives to provide specific steps. It includes

tracking mechanisms to make sure it’s working. Make it as succinct as possible.

Use bullets. The more complicated it is, the less likely it will be read or followed.

There are plenty of books on how to write a marketing plan. They’re available at

most book stores. Focus on content more than format. It’ll take several hours to

gather all the information needed and several more hours to define your strate-

gies, but it’ll be worth it. Trust me.

2. The marketing plan should define what the organization will do every single week

to reach the goals. Start with where the program is today. Then determine where

you want the program to be in 12 months. Then lay out what needs to be done

weekly. Include advertising, public relations, networking, promotions, research,

sales contests, anything that will help your program move forward. This becomes

your road map. The key is to make it digestible, task orientated, and doable.

3. Give everyone involved with the outcome a copy which they should bring to

each meeting. Keeping it out of the filing cabinet is mandatory.
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4. Every Friday, pull out the road map and track your success. Tweak the map if an

element isn’t working. Then schedule in the things that need to be done the fol-

lowing week to achieve the goals. Delegate, assign, and hold everyone involved

accountable.

5. Do everything on the list! Make it your number one priority. Don’t let day-to-day

fires deter you or anyone else. If you derail, so will everyone. Keep your eye on

the ball. After all, it’s hard to hit a home run while looking away.

The biggest keys to success are breaking down the plan into weekly task lists and

keeping everyone working off the same sheet, every single week.

This is actually an easy process that works. Once you’ve got a couple of weeks under

your belt, it becomes automatic and keeps everyone focused and on track. It’s a way

to keep your arms around the heartbeat of your organization. It’s a way to monitor

individual and group performance. It’s a way to streamline effectiveness and efficien-

cies. It’s a way to achieve greatness.

Drive around lost on the streets if you must. That only costs a little time and a little gas

money. Use a road map for your organization, where, the stakes are much higher and

the payoff can be quite lucrative.
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