The Other Side of Fear
. . . continued from page 1

uses communication channels that require
their devices are operating. Digital ads are
everywhere, disrupting the lives of many
people.
Direct mail and marketing strategies, on
the other hand, use smart tactics to make
sure the communication is relevant to the
customer needs.
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The Other Side of Fear
When Used Wisely…
Can Help Your Small Business Gain More Customers.
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This article is a good example of the many
skill set in direct-2-customer advertising
an advertiser can use to meet their direct
marketing goals and their revenue.

The Efficiencies of Direct Marketing Led to the Delivery of
   Over a Million Direct Mail Success newsletters.
Today our newsletter, Direct Marketing Success, focuses on the
techniques of direct and customer-centric strategies, in this day of digital
marketing.
Direct mail is still an important channel to deliver a message today. Adding
additional communication channels with mail, such as email, landing pages
and social media, increases response which, in turn, increases revenue.
Let me share a story with you about direct marketing. The strategy of direct
marketing, as coined by Lester Wunderman in the 1950’s, “is advertising
directly to the consumer.” The entrance of the advertising message to the
consumer was a direct path leading to a person’s mailbox.
As a marketer, the purest, most simple goal we have is to get a reader to
receive the message, read the message and make a purchase.
In the early 1990’s, as more companies used direct mail to reach out to
their customers and prospects, the Direct Mail Success newsletter arrived.
Direct Mail Success instructed and developed ideas for mailers to strive for a
better response rate.
Each edition was written to help a mailer write tantalizing copy, remarkable
offers, call-to-action, incredible design, unique mailers, data collecting and
storing, data management to help with a relevant message, and on and on.
Today, when you consider direct marketing as a strategy for your small
business, there are many tactical choices and channels to directly reach a
consumer. This is why we still produce a newsletter to help the small business
owner achieve better results in marketing and not spending a fortune.
Direct Marketing Success is available as a PDF, and issued quarterly. If you
want a free issue, send an email to DMS@DMCM.net. All we need is your email
address. We’ll send you a quarterly pdf issue when they become available.
A monthly email newsletter is also available for you to receive. And please
visit our weekly blog at http://blog.dmcm.net/ and enter your email address
in the sign up for our weekly newsletter, upper right side in the bar just above
the calendar.
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In summation
Take a quick look at what marketing is available to small business marketing
today.
• You know you need marketing
   but you may not be doing it right.
• Marketing provides business growth
   as long as customers find you.
• Knowing what type of marketing works well today
   is not a guarantee for tomorrow.
And that’s why we publish Direct Marketing Success for any small business
with a growth aspiration. Get your copy today! DMS@DMCM.net.
Need additional information on direct and customer-centric strategies?
Visit http://dmcm.net and take the journey. Just follow the directions after
number one and the number two journey.

We are here
to help.

How we operate!

1. Evaluate your company marketing and recommend
any changes
2. Coaching. If you have a good marketing foundation
or even a marketing team but looking for assistance
with your decisions.
3. Teaching. If you want to update
your marketing program, there are
a variety of direct andcustomercentric courses available.
4. Consultation. Help and assist you and your
marketing team with the implementation of our
marketing platform, 4by4Communicate.
5. Training. Create a marketing job description and
train employees for those positions.
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was a time when the world of
advertising cared only about the “features” a
product had to offer to the marketplace. The
product came in four colors, three sizes, and
two shapes. This was really all you needed
to say.
Then some high-powered Madison
Avenue advertising executive discovered
the importance of translating features into
“benefits.” Because it came in four colors,
you could color-coordinate with everything
in your wardrobe. Because it came into three
sizes, one would be ideal for every kitchen
countertop. Well you get the idea.

Don’t stop now!
But wait there’s more. Next the greatest
revelation of all-time surfaced within the
world of direct marketing. The new corollary
went like this:
“You needed more than features and you
need more than benefits.”
You needed an “offer” -– a compelling
“reason” for people to call, to respond,
to make a phone call, to check out your
website, to place an order online, to send a
fax, and so on… and do it now!

And these messages were positive, geared 2. Similarly, people often buy a product
at helping you see that you would and could because they want to feel better. But often
they buy it because they don’t want to feel
look better, feel better, or feel safer.
bad.
Another side or two of fear
3. And people often buy a product because
and what to avoid.
they want to feel safe. But often they buy it
Today, when you need to get someone’s
because they don’t want to be at risk.
attention, you need to instill a generous
amount of fear in your message. That’s
because, in today’s business marketing,
without fear, there is no basis to change.
It’s another tactic of direct and customercentric marketing to use to differentiate your
company from the competition.
Yes, the large advertisers appear to
be everywhere. They are in your smart
phone, websites, email and even streaming
channels. Business survival is simple. Do
not do what big advertisers do with their
marketing.

The BIG reason,
there is no way a small business
could afford the BIG Buiness type
of disruptive advertsing, and even
if they could, it’s comparable to
throwing every cent the company
has down a storm drain. Yes, that
includes your rainy day fund.
Getting back to the emotion
of fear.
So, you want to tell prospects how bad
things can be if they don’t act now. For
example:
1. While it is true that people buy a product
because they want to look better, often they
buy it because they don’t want to look bad.

While the headline in an advertisement
may read “Look slimmer in days,” the results
do improve when the headline is based on
fear, and implies that “If you don’t buy this,
you’ll look bad, you’ll lose all your friends,
and no one will like you!”

Who wants to be that person?
According to Wikipedia, Digital marketing
(also known as data-driven marketing) is an
umbrella term for the marketing of products
or services using digital technologies, mainly
on the Internet, but also including mobile
phones, display advertising, and any other
digital medium.
Digital marketing, in most situations,
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Marketing Strategy vs. Tactics…
here are the main ingredients you need
to grow a profitable customer base.

“The hole in the ground that companies fall into when marketing themselves
by thinking tactically rather than strategically.”

Almost everyone is active in Social Media in one form or another. Many small businesses are looking
at social media for another way to get their message delivered. Hence, the quote above.
The easiest way to get from point A, a company’s marketing strategy (if you have one written), to
point B, your tactical selection(s), can be as simple as using your favorite credit card.
The problem with that method, that it’s more miss than hit. Without a written marketing strategy, it’s
easy to stumble into that hole in the ground, and never see your money again.

Have you designed a creative marketing strategy
for your company?
Attracting attention to any small business is extremely important. Your first attraction to get the attention of your customers may be your company logo, corporate colors and a tagline. When you design
your company “look,” you define the type of business you are marketing.
Is it friendly or austere? Do you offer bargains or firm pricing? Are your
company colors and logo a reflection of your business personality?
You probably spent a lot of time at meetings and a few bucks to get the
right look. You cannot wait any longer to introduce your company to the
world.

STOP.
Before that introduction (or a re-introduction) to the world, start thinking strategically. What did you learn in your design sessions? More than
likely, you’ll have a base of ideas you discussed in the design process of
your company brand.
Creative marketing strategies outline a broad plan of action that best use
the organization’s resources to achieve a marketing goal. For example,
1. a goal can be the response rate of a marketing promotion
2. substantiate proposed customer profiles and
3. how often will the customer make a purchase?
Marketing strategies are the specific actions taken by the organization to
communicate with the select primary target groups.

Direct marketing or direct response are strategies.

The very nature of a direct marketing strategy is to get your marketing
message to a prospect and customer, read, and acted upon. Learning
more about customers is a great goal.
If you are a new company, you may add a market penetration strategy, for your present product, having a goal of obtaining X number
of customers, per a given time. Your tactics may be more effective
(relevant) and would dictate an increase in the frequency of sending
the message.
If your company is past the growing strain, you should consider a
market expansion goal with your direct marketing strategy. Obtaining
more customers from new target groups and market places. Use your
customer profile skills to learn more about your customer’s needs and
wants, and provide solutions for customer problems.
In theory, a marketing strategy must be carefully designed to meet
a marketing goal based on the demands from your prospects and
customer base.

Summary.

Look closer at your current strategies. Are marketing resources allocated optimally to the major elements of the marketing mix? Is your
company using the best basis for marketing segmentation? Have you
developed accurate profiles of each target segment?

HOW TO CREATE A GREAT
OPENING LINE… from business networking, sales

and your direct marketing copy toolset.

Let’s say you’re at a business or social networking event. You are confident in finding potential customers to meet. Suddenly, out of the
corner of your eye, you see a couple talking.
Not just talking but using body language, quick
hand gestures, while pointing to something on
a nearby easel.
You decide to check out the action and hopefully they are interesting enough to have a brief
conversation. Great networkers are always on
the lookout for engaging with people. For them,
it’s the little things people say or do that opens
a door for them to meet prospects.

WHAT’S A GOOD OPENING LINE?

Networking events have changed over time
and even today, business people are looking
for networking resources to help them and their
business grow. At a typical networking event,
you’ll meet people looking for business leads.
They’re easy to pick out in the audience. Look
for someone with a handful of business cards.
Other attendees are looking or providing funding, investors or referrals. You need a good
opening line to make people pause.
The same is true with direct marketing. In
fact, you need two opening lines. The first one
helps you make eye contact – to attract attention. The second one delivers your payoff – that
is, the benefit your prospect receives.
So, think of your opening line as having two
parts. There’s the “what it is” part and the “how
it benefits” part.

HERE’S A GOOD EXAMPLE.
“Our amazing wealth-builder system helps you
gain complete financial freedom
literally overnight.”
First, you’ve told your readers that you have a

system – a solution, answer, or idea. And you’ve
told them what it’s going to do for them – the payoff. In this case, it’s financial freedom.
While you’re at it,
you also need a good closing line.

“Would you like to meet at your office
next week on Wednesday or
at our office on Thursday?”

In your direct marketing copy, your closing line
needs to be a dynamic call-to-action. It needs to let
your readers know exactly what you want them to
do (to order, call or respond).
And it needs to let them know when you want
them to do it – now. There is no better time than
now, is there?

ELEMENTARY, YES.
But elementary is often overlooked. Sometimes the
smallest change you make in business networking

IN SUMMARY…
Knowing what type of marketing works well
today is not a guarantee for tomorrow. However, when you stay true to your commitment on
gaining a better understanding of your customer’s needs and wants, you’ll always know when
a change is in the wind and how to react to it.

or in using your direct marketing tactics, can yield
many results, long and short term included.

TODAY’S SMALL BUSINESS
MARKETING ENVIRONMENT
IS IDEAL.
First, advertising is a tactic of marketing. Everything marketing starts and ends with your customers. You need to listen to them and respond to them.
Customers are willing to share their thoughts about

How Customer Acquisition Becomes Easier When You “Buy in to A Long Tail.”
The task of locating and recruiting new customers is
an essential activity for every business.
So, it stands to reason that you spend a great deal of your time attempting
to attract the attention of viable prospects and make an initial sale.
Sometimes, however, there’s a tendency to concentrate so heavily on
seeking new customers that we often overlook the ones we already have.
That’s why it’s so vitally important to make sure you divide your direct
marketing dollars appropriately between the two activities.

Go for a tail.
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your products for the asking.
If you believe that this is the “age of the customer,” then it’s the perfect time for you to behave like a customer you would love to have as
a customer. So, ask them!
As a marketer, the purest, most simple goal
you should have is to get a potential customer to
receive your marketing message, read the message, make them an offer and make a purchase.
Direct marketing’s PROVEN strategy and tactical
tools were developed for getting customers to
respond to your message.
Plus, there is an assortment of many advertising tactical tools available for any small business.

Go for the “long tail in direct marketing” with as much energy as you
go for the initial sale. That is, go for developing strategies to build
repeat business over the long haul with the same energy. What type of
tactics did you use to capture the first wave of repeat business? Can these
businesses become aligned with existing business to see if there are any
similarities?
For example, by providing a greater variety of inventory (extending the
long tail), businesses hope to reach more customers and generate more
total sales. If you sell printers you have an inventory of paper, toner, color
cartridges, service contracts, and so on.
You may not think your company does not have a tail, but take a

closer look. Could you build in and offer a service
or maintenance contract? Could you devise annual
reviews or client updates? Could you create
innovations in your products or services that
encourage customers to repurchase more frequently?
Longer life of cartridges? Toner?
Many businesses have tails they don’t even
know they have. By looking closer at your existing
customers, are there different ways consumers use
your product?
If you have weak or non-existent customer profiles
in your company database, now is
a good time to start building them.
Just make sure, you keep “going for
the tail” as the end goal that brings
in another revenue stream from
existing customers. No, you will not
find a whale in a stream. But you
may find a whale of a tale from a
local fisherman!

Extra Value

free gift?
free service?
free delivery?
free training?
free gift wrap?
free check up?
free extended
warranty?
30-day money
back guarantee?

FREE
WHAT???
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