Direct Marketing
DOES Work,

But You Have to

Follow Through

A2 Norm Robinson

e've talked about this in past issues, but we’re going to talk about it again. Direct
marketing, if done correctly, does work. In this article, we'll give you an example of
how a direct marketing campaign has been extremely successful.

As we write this article, we know many of you have become naysayers about direct
marketing, with good reason. You remember the good old days when a direct-mail
piece would spark the interest of the local business person. But that was then, and this

is now. For the last couple of years, the software industry has stuffed mailboxes with direct-mail
piece after direct-mail piece, and the response has been lower and lower every year. We can't sit
around the table and hypothesize about why, but it gets right down to market demand and sales
techniques. We've said this before, in fact we preach it on a daily basis, that a successful direct
marketing campaign must, must, must include follow-up. And that follow-up, ideally, should be
done by telephone by qualified people who understand the product and the benefits it offers.

The sad part is, most Partners will make every excuse known to man why they can’t do direct
marketing the right way. Not enough money. Not enough time.

So let us tell you a true story that is happening right now. A client of ours is focused on devel-
oping a new Partner relationship in 18 separate markets. There are 11 key points they want to
present to suspects. This isn't complicated, so don't try to read between the lines. We rented a
mailing list of suspects in each of the 18 markets. For the record, the list totals about 1,400. We
developed 12 separate mail pieces in different sizes and shapes. The first 11 each focus on one of
the 11 reasons the reader should consider a partnership relationship. The 12th includes a number
of items including two CDs, a list of the 11 reasons, a letter, and a packet of coffee. In every piece,
which were all included inside an envelope, we provided a number of response mechanisms.
We prioritized which town we should mail to first, second, third, and so forth. Then on day one,
we mailed piece number one to the first city on our list. A week later, we mailed piece number
two to that same city, and piece one to the second city on the list, and thereafter the mailing
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numbers became larger as we started to mail
to additional cities. As you can see, we spaced
this out over time rather than simply doing a
mass mailing, thus avoiding lots of problems
that could come from a mass mailing.

As the mailings went out, we did, in fact,
receive some inquiries. And they were good
inquiries. But the sheer numbers of respons-
es were dismal to say the least. We are certain
that many of you readers are now smiling,
smirking, or laughing... thinking “what did
you think was going to happen?” The story
continues.

When we rented the list, we made sure we
had not only the company name and address,
but also a contact name and a telephone
number. We entered all this information into
our CRM system and noted, by city, when
each direct-mail piece was sent. Then we
turned our sales force loose after each mar-
ket received eight pieces. Since all mailings
were staggered over such a long period of
time, the salespeople could keep up with the
follow-up calls as well as the follow-up calls
to the follow-up calls. Also, when our sales-
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people made the call, the first thing theyd
say was, “Hello, Mr. Johnson, I am Jim Smith
with ABC Company. We are the people who
have been sending you something every week
for the last two months.” In nearly every situ-
ation, there was immediate recognition. The
next thing the salesperson would say was, “As
you know, having read some of our direct-
mail, we are looking for a relationship with
one good business in your town. We want
to make sure that the chemistry is right and
the opportunity is positive for both sides. Are
you interested in at least having a conversa-
tion about our product and how it may fit
into your business?”

Here’s the success part. We've now done
call downs in eight of the markets. We have
qualified, interested prospects in all eight
markets. We are having excellent conversa-
tions with these prospects, some visits to
our main office, and one has already signed a
Partner agreement and ordered product. The
system simply works. Let’s not forget, how-
ever, that we have a product they see will fit
nicely into their business models, ultimately
helping them increase their profits. The best
system can’t sell a product or service if the
suspect has no need for it.

The beauty of this very successful system is
that all the coordination is handled by an ex-
ternal marketing agency. Very little time is in-
vested by the client until it’s time to make the
follow-up calls. And now, after the proven
success of the past few weeks, the salespeople
can’t wait to call down the next town.

As the salespeople are making their calls,
they are documenting everything in the
CRM system, setting follow-up call times,
making specific notes about conversations,
and setting up any number of appointments
and demonstrations times in their calendars.
The sales manager is ecstatic because he can
monitor all of this activity. He can see that his
salespeople are making real calls. It’s a terrific
system of accountability, and it’s bringing so
much success to the salespeople, they are
overjoyed.

Again, don't think this is complicated.
Don't think it has to be 12 pieces. But do
know this: whatever you put in print in a di-
rect-mail piece must discuss valuable points
and benefits to the Partner or the potential
consumer of the product. In other words, no
fluff and not much talk about your company.
It needs to be focused on what the product
can do for the reader and his/her company.
Plus, you must have absolute buy-in and co-
operation by your salespeople making the
telephone follow-up calls. This is where the
sales manager must hold the line, crack the

whip, and keep the salespeople accountable
for documenting their actions in the CRM
system and making the calls on schedule. He/
she should also make sure, since many times
a call will end up in voicemail, that follow-up
calls are made. And by the way, we do leave
voicemail messages with our names, purpose
for the call, and return phone numbers.

So there you have it. An old system, a
proven system, that is actually done properly.
There are no shortcuts; please understand
that. Choosing your vertical target and se-
lecting a good manageable list are key. The
direct-mail portion of the campaign need not
be overly expensive; in fact, several of these
12 pieces were just letters. They were mailed
in envelopes of different sizes and shapes.
They likely attracted more attention by re-
cipients than a standard #10 envelope.

We have several more stories about com-
panies that have followed the same basic plan
with success. But remember, the key to their
success has been the follow-up. Without the
follow-up, you'll simply have another miser-
able, disappointing attempt that will cause
hard feelings and an empty checkbook. ‘
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