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idea or two from them to increase your
overall customer count.
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customers and your B2B market place
becomes easier with time. The market research
you compile may need a little tweak or two.
After all, your market is always changing.

How to do your own market research…
and use your findings for a customer acquisition program?
better customer service?
What is the most profitable market for your products or services?

This publication, Direct Marketing Success,
is all about small business growth...
and how you can use it to fuel your marketing.
When you read our Direct Marketing Success newsletter,
you’ll learn more about direct marketing and customer-centric
strategies. Try a few of the ideas and let me know what you think.
Make sure to visit the Direct2Customer tab on https://www.
dmcm.net.
If your marketing and advertising is not doing the job you
envisioned, you’ll find many ideas in our Direct Marketing Success
newsletter. We publish quarterly. Go to our website, htpps://
www.dmcm.net, click on the Publications tab and download the
latest copy. Send us your email address and we’ll add you to our
quarterly subscriber list.
While you are visiting our site, check out our marketing
evaluation program, MCG Marketing-eVal. Over 30+ years of
experience and still helping small businesses, like yours, grow.
There are so many opportunities available for a small business
marketing and advertising platform today, and is just one of the
many benefits of our MCG Marketing-eVal.
For example:
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option in digital marketing that you may have missed.

• Direct marketing provides business growth if your data
base, CRM or contact list is up-to-date.

• Knowing what type of marketing works well today is not a
guarantee for tomorrow. Keep your options open and visit
our weekly blog on our website by the MarketingDoc.

• MCG marketing-eVal is a great idea if you are planning for
growth and other goals you may have to help you grow
more and better business.

• No matter how great your product or service is, the fact

This is a lot easier to determine than you
might think. Study your competition,
market trends, digital and traditional
communications channels, and, of
course, your customers. But, before you
turn the page, possibly with the idea that
market research is a waste of time and
money, check out these easy how-to four
steps. Plus, doing the market research
in-house means your communications
is with current customers and prospects.
There is no middle man. This type of data
gathering market information directly
from your marketplace turns up a lot of
valuable ideas for better growth.
1. The first step is to gain a better

understanding of your customers.

4. The fourth step is to analyze what

READY?

For the latest information on our MCG Marketing-eVal,
hit the Marketing-eVal tab on our website, https://www.
dmcm.net and add your email address to the contact form.

We’ll schedule a FREE 30-minute discussion
on the how and whys of marketing
a small business.

2. The second step is to differentiate
your customers, by segmenting your
customers into smaller groups. Plus, use

(Variable, Client Name) in association with MCG.

3. The third step is to learn from
your customers with more interaction
with them. Learn what they do—and
don’t—like about your products or
services. Listen carefully to what they are

saying. Keep in mind, what they don’t say
may be just as important. Look into your
data segments to see if any one segment
has similarities.

Knowing as much as possible about
your customers is one of the keys when
using direct-to-customer marketing. All
efforts to achieve product and service
recognition of customers and prospects,
may not be fulfilled until you identify
targeted customer niche and market(s).

remains that those who “have a need for what you have to
offer” must be aware of “what you have to offer.” That is a
great rule to keep the line moving.

your entire target market may not be
buying the same products or services. If
they are, they’re probably not buying for
the same reason. Try building customer
profiles, one group segment at a time, to
determine the why and when they buy,
how they buy and potential additional to
segments into the company database.

the data collected in step one. Remember,

you have learned up to this point about
customer purchasing needs. The one

point we always see is a differentiation in
customer purchases. When you begin to
see a difference at customer purchasing
(i.e., two-day delivery, monthly purchases,
etc.) begin to focus and determine if there
is a better way to communicate based on
what you now know. Continue to analyze
your customers’ needs and values to refine
what your business might offer prospects
in your market area.

Consider the research you are
collecting as an example of a direct-tocustomer marketing strategy to create
stronger customer relationships. Always
keep collecting more info about your
customers. Your customer and prospect
database churns yearly, somewhere
around 20%.
Keep the lines of communication open
making phone calls, direct mail, e-mail,
or visits with the individuals who buy
what you’re selling.
Direct-to-customer marketing builds
solid customer relationships and increases
customer loyalty. The time and effort
you invest will reap amazing personal
and professional rewards. As costs and
competition continue to increase, each
marketing effort gains importance.
For this reason, current industry
trends are leaning toward more precise
targeting and using better technology.
The old salesperson’s adage, “You have
to know the territory,” is truer than ever.
The better you know your customers, the
better you can serve them, have better
communication with them and get an
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The Layout of Creative Marketing Begins with…

How to Break A Few Rules
in Your Direct Marketing
Copywriting…

creativity for converting more people to Customers.

using persuasive or direct response writing
to get your copy read.
More than likely, you were drilled on avoiding various “mistakes,” such as ending
your sentences with prepositions.
They’re a multitude of valuable lessons on refining writing copy for advertising or
posting on social media and in digital marketing. Yet, in the real business world, people
tend to respond to writing that is less formal and more like ordinary conversation.
Being persuasive often means breaking a few rules such as:
1. Avoid anything that makes the eye stop. Weird type or extreme letter spacing
creates “fixations” where you don’t want them. This slows reading and interferes with
comprehension.
When writing copy for websites, brevity is a necessity. Typically, a value proposition
is a brief statement that goes atop the hero image on the home page. Add a descriptive
headline, a sentence or two, and a strong call-to-action button are all that’s needed
to communicate to visitors.
On the other hand, you want to make people pause for a split second on key
words or on an offer using a link to get the reader there quickly. Italics, underlines,
bold, and LARGE type will make the eye stop where you want them to stop, look
and act.
2. Use fragments. This adds excitement. Urgency. Keeps the pace brisk. Just don’t
go overboard with fragments or you’ll risk sounding pretentious and artsy. You save
precious advertising space by getting across the same meaning in fewer words.
Do everything you can to sharpen fragments in the copy that can lead them right
to the offer and make a purchase.
3. Use standard type and layouts. That doesn’t sound very creative, but for easy
reading you shouldn’t get too creative. The last time we looked, there were over
80,000 fonts at your disposal. And when they are used with no reason whatsoever,
other than “I think this font is cute,” the selection may place your job in jeopardy.
In most cases, a simple Roman or serif typeface is best for body copy. Roman
typefaces have features that make them easier to recognize than sans serif or odd
typefaces. In other words, the less attention you call to the type, the easier the copy
is to read.
4. Keep sentences short. A good school essay or a politician presenting a point
of view, may benefit from complex sentence structure, but persuasive writing requires
short, easy-to-read sentences. As a rule, the average sentence length should be 16

If you are looking for a better way to

keep your data clean…

remind yourself you’ll have more customers, not less.

How, you may ask?

• Generate more leads.
• Converting prospects into 		
quality leads.
• Rekindle past customers.
• Better timing of your next 		
promotional tactic.
• Higher revenue.

directmarketingsuccess

words with 32 words as the approximate upper limit. If
you have long sentences, break them into two or more
shorter ones. Speaking about short, try one-sentence
paragraphs. They stand out and add drama.
5. Begin sentences with conjunctions. Words such
as “and,” “also,” “besides,” “furthermore,” “but,”
“however,” and “so” are frowned upon in standard
written English. “But” they help you break long sentences
into shorter ones to make your copy flow smoothly.
6. Use familiar expressions. “A sure thing,”
“awesome,” and “crazy” are all familiar and informal.
Contractions such as “they’re,” “you’re,” “it’s,” and
“here’s” also give your writing a relaxed tone. If an
expression shows up in your industry that is used quite
frequently in ads, social media or a generational group,
such as Millennials, learn more about them before
writing.
7. Be redundant. A “free gift” is redundant, but far
more powerful than just “gift.” “Call anytime 24-hours a
day” says the same thing twice, but that’s okay because
you want to emphasize and clarify your meaning.

I know what you’re thinking, you read that mantra way too
many times. But, if you do some research, you’ll find more
business owners or managers agree. Here’s what the
European Commission is doing.
If you hold and process personal information of clients,
employees, or suppliers residing in the EU, (European
Union) you are legally obligated by the GDPR (General Data
Protection Regulation) European Commission intends to
strengthen and unify data protection for individuals within
the European Union to protect data information.
This regulation is to prevent people from stealing data.
Which is a good start to keep data out of the hands of
criminals.

LET’S RETURN TO YOUR COMPANY DATA.
Data, when compared to now and ten years ago is quite
different. Except for one thing. There may be more data
available but when it comes to analyzing and recording
data, it is solidified on the back burner. Well, the back
burner ran out of fuel and no more fill-ups are available.

Let’s face it, the variety of ways to get a customer
in a B2B small business is an unknown number.
If you were looking at a map of planet earth,
the customer attraction tactic may be to send a
message to everyone on the planet. Is there an app
for that?
A ridiculous example? Absolutely. But honestly,
it does feel like that at times,
right? The one missing link in
B2B small business marketing is the lack of creativity
throughout the marketing
strategy, planning, advertising and sales.
Look at our creativity featured image. There is graphic
design, branding, and print
design. Print design for this
post means whatever the
advertising and communication channel is used
to deliver your message.
The light going on in the person’s brain starts
the thinking about the next marketing effort.
Scattered around are some of the tools required
to use for building the strategy and marketing
message.
For example, creating the copy for the campaign.
When you start copywriting for the next customer
marketing message, but before sharing with your
team, consider weaving creativity –
1. Your copywriting must grab the attention of 		
		 the readers.
2. The copy must focus on them and not your 		
		 company.
3. Differentiate your product or service from 		
		 your competition.
4. Tailor your copy to relevant niche customer 		
		 segments or profiles.
5. Use as many of your customer’s favorite 		
		 communication channels as possible.
6. Tell them why they should buy from you 		
		 and no one else.
That’s about as quick and concise way to mix
creativity using direct marketing copy. But without
creativity in your organization, you may be toast.

Your company is not going to stay the same
forever and that goes for your creativity.

Usually, a good product and service will help
your company grow. As that happens some of the
one-to-one personal dialogue becomes harder to
maintain. Further, customers change, the market
is ever-changing and there is more competition,
direct and even indirect that you face daily.
You’ll want to match your products to the
wants and needs of as many customers and
prospects as possible. Seeing the big picture,
creates more creativity.

Sales people need to keep their focus on
customer needs creatively.
The knowledgeable sales person can start
a conversation with a customer where they
left off the last time
they talked. When
added to a CRM that
made the conversation
more relevant to both
parties. No time was

Summary.
Direct marketing plus creativity, create more
ways to get customers to buy, such as:
1. Create a picture of your customers’ 		
		 buying patterns.
2. Create customized offers for any 		
		 marketing channel such as direct mail, 		
		 email or social media.

wasted, and a good
sales person used
it as a leg up on the
competition.
That
was truly a branding
moment at its finest.
Writing good proposals is an example
of knowledgeable data users for use in
sales. No matter how hard you try to piece
together good copywriting, if the data is
bad, then your copy is bad.
If your data is good, great writing gets
to the point quickly. Your objective is to get the
reader’s attention and attract the reader’s interest,
quickly. The copy does not need to sell but to
generate immediate interest, such as sending
the reader to a website landing page. Another
awesome creative moment.

Digital marketing.
In the age of digital marketing via numerous
communication channels, people do not hesitate
to move on to something else, quickly. Even

• Are you delaying customer analysis because you’re not sure how
you would react to learn your company data is older than dirt?
• Do you think data consumes too much valuable time? If you consider
time is money, you can now remove your head from the sand.
• If you are using customer data analysis, what is the one thing you
would do differently?
• Data today is closer to hitting a much narrower target with a modest
relevant message. The result we see daily is disruptive advertising, but
it’s not a good option.
• When incorporating digital marketing into your present marketing
program, you’ll find there are many more channels at your disposal.
• How will you use them?
Disposal is one of those words with more than one meaning. As
used above, the meaning is a special arrangement or positioning
of something. That seems to work well with multi-channel in direct
marketing and social digital marketing.
If your sales team still shies away from data analytics, but more
specifically recording data into your CRM, your team is using the
wrong definition of disposal.

START LOOKING AT STATS.

the fastest and most motivated readers cannot
read everything they wish. When you are direct,
and your readers know your point immediately,
they are more willing to connect with you and
eventually make a purchase.
As with all the direct marketing strategies,
customer-centric, direct mail, data driven, and
digital marketing, they work harder together
when built with creativity. If you are into digital,
try writing copy designed for mail, direct response
or direct marketing.
These strategies not only focus on direct2-customer creativity, but using customer
data for segmentation, profiling and relevant
communications to create a purchase.

3. Create an increasing number of marketing 		
			
responses, leading to
better revenue.
4. Learning what is relevant
	   for each data segment.
5. Add and correct 		
	  customer information
	  into your database CRM.
The backbone of direct marketing copy is simple — reach
your customers in a timely
manner with relevant communication, a strong
offer and a product that exceeds your customer
satisfaction.

Check out
“How to Break A Few Rules
in Your Direct Marketing Copywriting,”
on the prvious page in this issue of
Direct Marketing Success.

Data analysis is like milking a cow outdoors with a below zero
temperature in Wisconsin. You never know how much you’ll get
until you do it. We strongly urge you to start slowly looking at data
analytics. You’ll quickly find out even the smallest amount of data
analysis can be leveraged for a better response rate.
Statistical data analysis used only in the world of insurance and
finance are now being leveraged by larger marketing departments
in a variety of industries. They need better ways to measure and
understand their data, fine tune their analysis, and learn more about
their customers behaviors. Don’t get bogged down trying to emulate
these larger companies. They have a lot more money to spend than
your company.
Therefore, look at your social marketing data and even analyze your
email stats. Just about anything you use to promote your business
has data for you to analyze - so do it and then record it. You can
thank us later.
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