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What is Direct Marketing?

Direct Marketing is a controversial sales method by which advertisers approach potential
customers directly with products or services. The most common forms of direct marketing are
telephone sales, solicited or unsolicited emails, catalogs, leaflets, brochures and coupons.
Successful direct marketing also involves compiling and maintaining a large database of
personal information about potential customers and clients. These databases are often sold or
shared with other direct marketing companies.

For many companies or service providers with a specific market, the traditional forms of
advertising (radio, newspapers, television, etc.) may not be the best use of their promotional
budgets. For example, a company, which sells a hair loss prevention product, would have to
find a radio station whose format appealed to older male listeners who might be experiencing
this problem. There would be no guarantee that this group would be listening to that
particular station at the exact time the company's ads were broadcast. Money spent on a radio
spot (or television commercial or newspaper ad) may or may not reach the type of consumer
who would be interested in a hair-restoring product.

This is where direct marketing becomes very appealing. Instead of investing in a scattershot
means of advertising, companies with a specific type of potential customer can send out
literature directly to a list of pre-screened individuals. Direct marketing firms may also keep
email addresses of those who match a certain age group or income level or special interest.
Manufacturers of a new dog shampoo might benefit from having the phone numbers and
mailing addresses of pet storeowners or dog show participants. Direct marketing works best
when the recipients accept the fact that their personal information might be used for this
purpose. Some customers prefer to receive targeted catalogs, which offer more variety than a
general mailing.

Direct marketing does have some negative aspects, however. Many people are unaware of how
the personal information they include on an order form or survey may be used for targeted
advertising later. One prevailing philosophy in direct mailing circles is the idea that if a
customer orders a swimsuit from a clothing catalog, he or she might naturally be interested
in swimming pool supplies or exercise equipment as well. This could lead to direct marketing
overload, as potential customers and clients become overwhelmed with catalogs, unsolicited
emails and unwanted phone calls. There is also the concern that personal information
collected by legitimate direct marketing agencies could be purchased by unscrupulous or
shady companies for the express purpose of fraud.

Many direct marketing companies belong to self-policing associations, which actively
discourage fraudulent or invasive use of their databases. Legitimate direct marketing firms
should also offer methods by which individuals can 'opt out' of these lists by request. Direct
marketing agencies must respect the do-not-call list maintained by government agencies such
as the Federal Trade Commission (FT'C). Customers also have the right to unsubscribe to
unsolicited catalogs and to block bulk emails from their in-boxes. Direct marketing can be a
very cost-effective sales tool for specialized companies, as long as it is used properly and
sparingly.

How Important is a Graphic Design Portfolio?

Show and tell is not just for grade-schoolers. It's clichéd, but true: a picture really is worth
a thousand words. A graphic designer’s career depends on an ability to communicate
visually. So it's not surprising that your portfolio may be the single most important thing
you'll present to prospective employers or clients. Your education level, work experience or
any other qualification you may possess won't make up for a sloppy portfolio or weak
samples.

When you're putting together your portfolio, keep the following advice in mind:

1. Make it catchy not kitschy

2. Variety is the spice of your graphic design portfolio
3. Get an expert opinion

4. Simplify

5. Put it online!!!

Drip Marketing: Slow and Steady Wins the Customer
By Rick Cook | April 30, 2009

Drip marketing is the rather inelegant term for a marketing campaign that relies on
repeated contact, or "touches,"” with a potential customer.

Unlike a leaky faucet, drip marketing is no accident. Successful drip marketing involves a
carefully planned and thoughtfully targeted series of communications that will get your
message across to customers and keep your company's name in their minds. As prospects
move through the early stages of the sell cycle, drip marketing helps ensure that those
potential customers become your actual customers.

Advantages

Building awareness is one of the most important advantages of drip marketing. It fixes your
company name and message in the potential customer's mind.

Education is another important function. Drip marketing can inform prospects about your
products and your industry by giving useful information while building trust in your
company.

Who It's Good For

Drip marketing is ideal for high-value products with a long sell cycle, especially high-ticket
items which are purchased at infrequent intervals. For example, mortgage companies and
real estate agencies are big on drip marketing. So are health and life insurance agents. IT

vendors whose products are purchased at infrequent intervals are also a rich market for drip
marketers.

Drip marketing is especially effective if you have some insight into the prospect's buying
cycle. Some kinds of goods, such as business computers and automobiles, tend to have a
definite lifespan and are replaced every few years.

Aim Your Drips

Drip marketing needs careful planning for maximum effect. You must decide on a basic theme
or themes that you want your campaign to drive home.

But the same message endlessly repeated loses effectiveness. Even though the themes remain
the same, drip marketing requires variation in the way you present the message.

Kissing the Minimum Number of Frogs

On a percentage basis, drip marketing is not very efficient. It requires you to contact a
number of people a number of times to drive sales. This doesn't mean drip marketing can't
generate a lot of sales. Properly done, it can turn up many good prospects. But it does mean
that you need to carefully focus your drip-marketing efforts. Paradoxically, while drip
marketing uses mass- marketing techniques like email and direct mail, it becomes most
effective when the messages are customized for specific audiences.

Once you've decided on your basic themes, you need to analyze your prospect list to determine
which presentations are likely to be most effective with different groups. For example, a real
estate agency will have some potential clients who are buying their first homes, some who are
retiring and looking to downsize and some who are moving into the area. Each of these groups
will benefit from a different approach. First-time buyers are likely to be interested in
affordability.

Older prospects looking to downsize will probably be more concerned about issues like tax
implications and how to handle the sale of their existing home. By segmenting your prospects,
you can provide them with the appropriate series of messages.

Drip Systems

Fortunately, drip marketing lends itself to a high degree of automation. Equally fortunately,
there are a number of tools to help you run a drip-marketing campaign, or alternatively a
number of companies who will run your campaign for you.

Many drip-marketing products are specialized for particular industries. For example Norvax
Inc.'s LeadMiner is designed for insurance agencies selling health insurance. Agent 360 from
RENWare Inc. is designed for real estate agents. Other software programs, such as
Swiftpage, are more general and will work for many kinds of businesses.

Beyond the industries they serve, drip products vary enormously in what they do. In fact, drip
marketing is more a buzzword than a product description. One must look beyond the term to
see what a product actually offers.

The most basic drip marketing products are email auto-responders. These simply send a
reply, or a series of replies, to queries emailed to your business. Even within this category
there is variation. Some of these products, like Swiftpage, automatically assemble a leads
database in addition to sending out email messages. Others, such as TriggerTouch , will start
with visitor information from your Web site. Most of these programs will send a series of
messages, spaced over a period of weeks or months, in response to an initial query. In effect,
they automatically launch a drip marketing campaign aimed at the potential customer. The
more sophisticated programs allow you to vary the content of the messages as well as their
timing depending on your evaluation of the contact. Some of them even have advanced
features: LeadMiner can automatically generate current quotes to be included in the emails.
But drip marketing can be much more than just email. It can also include direct mail contact,
newsletters, telephone calls or on-site visits. In fact, just about any form of customer
communication can be integrated into a drip-marketing campaign. Some drip-marketing
software will also automatically remind you to call the lead or send out mailings.

Some CRM programs, such as ACT4Advisors , which is built on Sage Software Inc .’s ACT!
CRM program, come with features that let you set up a drip-marketing program. In the case
of ACT! that includes a series of sample letters on various topics.

Finally, there are a number of companies that specialize in running drip-marketing
campaigns, such as MyMarketingPartner Inc . They can help you create your message and
analyze your prospects, and can provide you with prewritten or customizable materials aimed
at the various target groups. You work out the basics and they do the rest.

Avoid the Spam Trap

Badly done drip marketing is Chinese water torture for prospects. They may remember you,
but they're unlikely to deal with you. Bombarding prospects with uninteresting or irrelevant
messages is a great way to end up being ignored. In this day of spam filters and floods of junk
mail, it's all too easy to wind up as part of the background noise rather than a signal.

Email marketing is a particularly tricky business because of spam's current choke hold on
email campaigns. In fact, most people who get a message from a company with whom they're
not familiar are likely to assume it's spam.

Another problem with email marketing is that malicious emails have made people wary of
opening attachments such as newsletters or reports.

The basic way around this problem is content combined with trust. To overcome the spam
barrier you need an interesting message. You have to say something in which your potential
customers are likely to be interested. Often that means giving them tips or other useful
information.

Second, you need to build trust. Your prospects must trust you to give them something they
want and not send them viruses. This is one limit for sending newsletters as attachments to
emails.

Personalization also builds trust, both in your emails and in your company. As much as
possible, include your prospects' names and other information — correct information —
showing that they're not just a name on a mailing list. Also include information about who you
are. For example, an email signed by the sales rep who will handle the account is more
effective, especially if the email is from that rep's own email account.

Customizing on the Cheap

The big advantage of drip marketing is that it gives you a relatively low-cost, low-effort way
of maintaining regular contact with leads who haven't yet made the critical buying decision.
You can do this by other means, of course, but drip marketing lets you touch a lot more people
effectively without wasting a lot of work. With drip marketing you can have more contact with
more prospects without overloading your sales force or breaking your budget.

The original source of this article is InsideCRM.com , part of the Focus network of sites.
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