
  When  you  read  our  Direct 
Marketing  Success  newsletter, 
you’ll  learn  more  about  the  ins 
and  outs  of  direct  and  customer-
centric  marketing  strategies  to 
help  your  company  make  more 
money. How you may ask?
  We believe knowledge is power.  
A  “healthy dose of information” 
can go a long way. 
  Our  35  years  of  experience, 
helping  entrepreneurs,  and  small 
B2B  companies  totally  improve 
their  marketing  and  selling 
performance,  will  have  access 
to  our  new  community, Direct-2-
Customer Marketing.  Here  you’ll 
find a variety of ideas from Direct 
Mail Success, On Target and Direct 
Marketing  Success  publications, 
content  marketing,  in  our  library 
of marketing.
  So,  if  you  are  an  entrepreneur 
or  a  small  b2b  biz,  visit  our 
community website, www.dmcm.
net,  to  learn  and  even  get  your 
initial questions answered free.
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Direct Marketing Success . . .
a direct marketing resource for using customer data, channel selection,
skillful copy and design, relevance, postal regulations, and measurability
of response for your company’s marketing communications.
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Our first journey, “build it and they will come” 
is loaded with free informational articles in our 
Library of Marketing, that teach and help you 
to learn what you need to reach your goals and 
objectives for marketing, advertising and selling. 
Our second journey is systematically designed 
to “evaluate your existing marketing” and to 
pinpoint what is lacking in your marketing, 
advertising and selling.

There are 3 journeys for you to travel upon.

Try a few of the ideas and let me know what you think.
Please visit the Direct-2-Customer tab on https://www.dmcm.net. If your marketing and 
advertising is not doing the job you envisioned, there are many ideas in our Direct Marketing 
Success publications.

The third journey, “becoming more 
strategically focused”, provides another 
look at a variety of ways for better 
marketing, using our five strategic 
marketing models.  

We publish quarterly. Send us your email address and 
we’ll add you to our FREE quarterly subscriber list.

B2B Direct-2-Customer Marketing Community

MCG

 Whenever you want to communi-
cate with these potential customers, 
keep on collecting data. Offers are 
used to entice a certain segment a 
special deal such as two for the price 
one.
 Eventually, your company can show 
hyper-relevant content that fits your 
customers and prospects. Some of the 
people clicking on those call-to-actions 
for more information will eventually do 

 How does a company know if it is staged for 
complete success when it comes to direct and 
digital marketing strategies?
 What is a good way to identify gaps in your 
marketing strategy, to repair mistakes that 
testing brought about? What was learned 
from the last campaign that made your 
strategy not as effective?
 Granted you have created testing points, 
such as response, communication channel 
tracking and website traffic. If you’re using 
direct mail as one channel, there are many 
testing methods available, so don’t hesitate 
to ask. 
 Your website is the hub where you set the 
rules of engagement. Create great content 
and show creativity and design. Today its 
gathering data from call-to-action pages, 
website landing pages and other creative 
tools you are using to capture more data.
 Think of your website as the front door 
to your business. Studying your website 
trafficking data. Do you to test more 
assumptions. For example, if you determine 
there is a significant rise in traffic on a certain 
day of the week, it’s an opportunity to learn 
more about your customers and prospects.
 More than likely, your website is where 
you send all the “clicks” you collect from your 
multi-channel inbound marketing strategy. 
A percentage of these visitors (the click 
throughs) can respond to each message you 
send leaving a trail of data to analyze.

Striving for engagement
 requires a solution.

A great takeaway from website analytics is 

experienced in using direct 
marketing or sales, can 
eliminate a lot of busy work. 

Just another way to set the table
for future customer gains.
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A solution provider

business with you.
 Now you know what a solution provider in 
direct marketing can do for a small business. 
They are always on top of problems with the 
right answers to create engagement.

 They are familiar with trial and error. 
The path is familiar. It’s basically a one-way 
conversation. There is little engagement. 
Reactive marketing is a waste of your 
marketing dollars. Reactive marketing is just 
simple. It’s a yes or a no. Today’s reactive 
advertising represents what we see on TV, 
read in newspapers, printed on paper, digital, 
and what we hear on the radio. 
 What present advertisers are doing is a 
simple numbers game. However, it is a game. 
These companies know buyers are there, so 
they shout, and hopefully create a demand. 
Do I have to tell you that it works? But who 
has that type of budget? Maybe AT&T. It’s just 
not right for a small business.

A solution of any proportion
can ignite an engagement.

 Engagement represents what people 
can do with data. As any experienced small 
business owner or manager know, people 
that purchase have a need and want to buy. 
 Direct marketers know something about 
customer needs and how to get the attention.
Direct marketers will likely build customer 
profiles to attract more business. Add more 
communication with people who showed 
some attention in the latest message. Try to 
understand why some people didn’t connect. 
The ones who were pulled, drawn, enticed, 
fascinated, or tempted by the message, but 
did not engage.

centered around these two direct marketing 
words; attention and attraction. The copy, 
design, the selected communication channel 
and the offer you make is the attention. 
Something stopped them – it caught their eye 
to look again.
 The eye catcher may be in the copy within 
the headline, sub headline or a call-to-action. 
A short video, a post on social media or simple 
colorful landing pages can be the attraction. 
That’s the point where design and creative 
copy, are used to make that last push to get 
an answer.

Here’s the reality check from the above 
paragraph. 

1. It’s all about attention and attraction
2. The analyzed results are what it takes

to make the marketing team better
and smarter 

3. Each person on your team has traveled
many times down the same path
as your visitors

4. The offer was right on based on how
many visitors went to the landing page

One last thought. What stopped the other
visitors from moving forward that went to the 
landing page?

What’s marketing
without data and engagement?

 Not everyone is a solution provider. But 
some can be trained to offer solutions. Going 
down the path is a game. It’s a game of clues. 
People that enjoy video games may be just 
the right type of person for your marketing 
team.
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Somehow, “expert and opinion” means you’re going to hear or see it no matter what. 
Before you can eradicate those two words from your brain registry file, you’ll hear 
what you don’t want to hear. 
However, with so many ideas in marketing, if you hear “You don’t need another 
idea — you need better execution.” Then that statement makes perfectly good 
sense. 

People love to take shortcuts in marketing and advertising.
When using direct marketing and advertising, “shortcuts” are not accepted. Shortcuts 
are useful in haircutting or in a butcher shop, but never in marketing and sales. One 
wrong cut made in the process can ruin the response and the ROI.
The only use of the “expert opinion” that you can bet the bank on is - knowing 
as much as possible about your customers buying habits. A customer-centric 
marketing strategy goal of “direct to customer,” means any business, small or large, 
know the steps to build better business. 
In marketing today, direct to customer is a worthwhile pursuit. Knowing and learning 
more about your market, its prospects and customers, moves you toward having 
acquired data with positive results as the proof.
Working in mid-size business, each customer means a lot more for your survival than 
it does for the larger companies. Then why should you think each customer is the 
same? Or a prospect is, well, a typical prospect? It’s a good idea to lose that attitude.

Well, they’re not the same.
That brings us back to shortcuts. When you start to use the tactics of a customer-
centric marketing strategy, it will uncover more opportunities to share your thoughts 
and ideas with your marketing team. Talking to and listening to customer needs is an 
important tactic of a collecting the right data. 
The opportunity spent by your team talking and listening to customers, must be 
added to your database. Another benefit enhances your data in customer segments 
for better target marketing and relevant communications. 
If you continue to take a shortcut and send every customer the same message, you 
are creating a risk that your customers may decide to move on because they feel you 
don’t understand their needs.
There are many marketing ideas and tools to avoid shortcuts and increase your direct 
marketing results. We have the expertise in direct marketing and mail and would 
love to share with you any additional information to make your marketing a bigger 
success.
Just ask us because we know how to listen. Saving time using marketing and selling 
shortcuts is a money waster. And according to Lewis Carroll, “The hurrier I go, the 
be hinder I get.” That is somewhat like the meaning of “in my expert opinion.”

How to formulate your 
advertising and selling 
teams to work together
and in return,
  increase your revenue.
  Think  marketing  as  being  everything 
leadership  can  do  to  make  money  by  selling 
goods  or  services.  Using  that  premise,  your 
advertising is a tactical tool and a subsection of 
marketing. Selling (sales) is also a subsection of 
marketing.
  Direct  marketing  and  customer-centric 
marketing  are  two  main  strategies  to  use  for 
sustained  growth  and  revenue  in  most  small 
B2B companies. These two strategies, coupled 
with your sales team and marketing team, are 
both unique and can add dollars to the bottom 
line.
  For  example,  selling  is  an  exchange  of 
dollars  for  a  commodity  or  service  by  paying 

the price to obtain goods or services. A 
customer-centric  strategy  works  well 
with  selling  because  it  provides  your 
team additional customer or prospect 
information  which  can  increase 

additional selling revenue.
  When combining selling with your 
marketing team, here are four points 
to consider:
 1. A shared vision
 2. Facing the challenges together
 3. Improving communication and  
  learning from each other
 4. Meeting the targets and    
  improving efficiency

  As you can imagine, there are usually many 
questions that need answers. One of the most 
common processes we see when a company is 
scrambling to sell anything, they tend to hire 
another  salesperson.  That  decision  usually  is 
just another paycheck to drain more cash. The 
company  leadership  tries  using  a  band  aid  to 
close a much deeper wound. 
  Never hesitate putting sales with advertising 
in  a  small  B2B  company.  Usually,  there  are  a 
variety of ideas that will help your team build 
realistic goals when moving forward.
  Most  people  agree  that  marketing,  adver-
tising and sales are undergoing a makeover in 
the wake of digital marketing. If marketing be-
comes a pal of sales, then each will help many 
companies  become  better  marketers  and  in-
crease revenue.

When
you hear the phrase

“In my expert opinion”
do you

start trembling?

You Don’t Need to Sell Everything in One Day
Direct marketing using the direct mail channel tends 
to fall into one of two categories: selling something 
today or setting the stage for selling sometime soon. 
This “setting the stage” or lead generation tool it’s what 
direct marketing mail does with remarkable efficiency 
and finesse.  

Sometimes lead generation can be a simple, single-step 
activity. Such as a press release invitation to attend an 
event, request a free sample, or register online for this 
or that.  At other times, when you’re trying to create a 
relationship or deal with educating your market about 
a complex product or service, lead generation can be a 
multi-step activity.

For example, who you mail to and they respond. Then 
you mail or use another communication channel, such 
as email, a call-to-action landing page or a social media 
channel they responded again and so on. 

Always follow-up.
What you offer in this lead generation process can take 
many forms. You can use content marketing paper, a 
video demo, a newsletter, a free sample, or to register 
online for this or that, for a prospect to respond.  

Each time a prospect responds, they’re saying to you, 
“I’m interested and I’m listening.” They’re saying to you, 
“I’m qualified.” Each time a prospect responds, you move 
closer to a sale more efficiently because you spend time 
with those prospects that are the most interested and 
qualified. Potentially most are eager, ready, and willing to 
buy.  

5 lead generating ideas to keep and get 
more customers.
In order to get the most out of your lead generation 
activities, consider these five critical points.  The first is 
relevancy. In order to capture your prospects’ interests 
in the first place your initial solicitation must be relevant 
to their interests and their needs. In fact, each response 
or activity that follows such as a sales call must be 
equally relevant. If it’s not, the interaction between a 
prospect and you end. The lead disappears.  

Second, remember that in the end it’s all about selling. 
It’s not just about sending out the whitepaper or free 
demo. Everything you deploy must be engineered in 
such a way that it moves the sale forward as part of your 
formal sales process.  

A strategy to incorporate here is the same one that 
streaming video channels have used for years to ensure 
they have an audience the next day. That is, they always 
leave their audience hanging. As it relates to lead 
generation, you may not want to tell the complete story 

in any single piece you deploy. Your goal isn’t to give 
away information, it’s to get an audience.  

Third, frequency is the primary driver in the lead 
generation process. Communicate once to a prospect 
may work. However, communicating a second, third, 
fourth, or fifth time might make the difference. Using 
a different channel or two in your communication 
tactics can also be a success. Your goal is to have your 
information on their desk the day that their immediate 
crisis calls for the solution that you offer.  

Fourth, when prospects respond, you want to answer 
their questions quickly. If they ask for a free sample, send 
it immediately before they’re move on to something else. 
Always follow-up in any channel that they prefer.  

Fifth, test everything. Test your initial solicitations. 
Test your offers. Test your premiums. Allow your lead 
generation activity to grow and evolve as you grow and 
evolve along with it.




