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e often provide articles featuring rec-
ommendations about marketing cam-
paigns. This article is a story about
what a Partner is actually doing. More
importantly, it’s a story about incred-
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go a step further. She has “scrubbed” the list recently to
ensure that her campaign lands on the correct desks. If
you're not familiar with the term “scrubbed,” it means
that Donna’s staff made contact with companies or in-
dividuals to verify that they are still employed at the
business and updated their current mailing address,

telephone number, E-mail address, fax number, etc.

mpaign

ible commitment to a marketing effort.

For those of you who have read my articles since
the beginning of The Partner Channel® Magazine, you
know how I appreciate a well thought-out marketing
campaign. I've mentioned in past articles that I've been
fortunate enough to be hired by the Microsoft® folks
to be an independent marketing consultant for what
they now call their Marketing Accelerator Program.
If you're not familiar with the program, it’s what I call
a “motivator” for Partners and ISVs. Microsoft offers
a financial award of up to several thousand dollars to
identified Partners or ISVs who develop a lead genera-
tion campaign with substance. My role is to assist the
submitting Partner in analyzing their campaign, chal-
lenging them to make it the best it can be, and offering,
hopefully, some constructive advice. In addition, if the
Partner receives an award, Microsoft asks me to help
with some guidance and direction in the implementa-
tion phase. I tell you this only to provide background
on how I found out about this unique campaign.

In late May, I received an application for the Marketing
Accelerator Program from a Partner on the East Coast. I
won't divulge the Partner name because I don't want her
to be deluged with calls from curious marketing people.

Before I continue, I can say that I have nothing but
great comments about this campaign. It’s absolutely
fantastic. It's focused, the list is great, the creative is
terrific, and the execution plan is over-the-top great.
There is no question in my mind this Partner will have
great results as she has followed all the rules and made
a major commitment in every category. I applaud her
and her company management for this bold step. Now
let’s talk about the specifics.

Let’s call our marketing director Donna. First and
foremost, Donna has done an excellent job of not only
identifying a very specific vertical (which most Part-
ners do well), but she also has fine-tuned it to what we
call a “rifle shot” target. She has a list of the top 400
businesses in her vertical, in her geography, and has
multiple contacts within nearly all of them. Now let’s

This is what makes a list a gold asset as opposed to 60
to 70 percent correct.

This particular Partner is an ISV with an excellent
track record. Its average selling price is quite high, so
the marketing process needs to be sophisticated, and
the creative must provide valuable information to pros-
pects. This allows the sales force an opportunity to be-
gin prospecting conversations at a fairly high level.

Our applause rises again as we see how well this Part-
ner has identified and presented their unique differentia-
tors. In their case, they have identified seven key points
(what we commonly call pain points) that their solution
addresses. It’s not the usual “puff and stuff” marketing
hype... these are real problems that this vertical market
faces every day. In the campaign printed material, the
Partner zeroes in on these pain points extremely well.

Turn on the applause sign again for their creative
execution. Whereas many Partners, especially to save
money, would jam all seven solutions into one printed
piece, Donna showcases them in seven separate pieces.
I can hear it now, “That must have cost a lot of money”
And the answer is... it did cost a lot of money. But re-
member, the key to good marketing is first to get the
prospect’s attention. How many direct-mail pieces have
you seen jammed with copy and pictures, screenshots,
point by point by point, blah blah, blah, blah, blah? I
can see you nodding your heads already. You know ex-
actly what I'm talking about. In this case, Donna took
the extraordinary step of showcasing one critical point
in each of seven separate pieces. By the way, the layout,
design, and the copy are top-notch.

By now our audience is tired of clapping but, once
again, the applause sign goes on for the execution
phase. Remember earlier when we talked about her
list...400 prospect companies with multiple contacts in
nearly all? Here’s what she did: she packaged each one
of the seven pieces in a UPS package. Separately, not
all together. Her list was approximately 1,300 addresses
with an identified key contact for each one. On day
one, all 1,300 of piece number one were picked up by a
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person in Brown (a.k.a. the UPS man). If you
haven’t thought this through, you'll probably
say “Boy, that had to be expensive” And the an-
swer again is...it was expensive. It also allows
Donna to track every single piece as to when
it was delivered and who signed for the pack-
age. A couple of days later, 1,300 UPS packages
holding piece number two were readied for the
big brown truck...and off they went!

Every couple of days, the next piece was
sent via UPS: piece three, piece four, piece
five, piece six, and finally piece number
seven. Yes, the shipping bill was big; real
big. But try to keep focused on the objective.
Can you imagine the type of impact on the
recipient of seven packages, in a short pe-
riod of time, coming via UPS? In marketing
101, the conversation always surrounds how
important it is to get a recipient to open a
package. We all know how difficult it is to
develop a postcard, for example, that will get
the attention of the business owner when it’s
stuck in the middle of a stack of mail. On the
other hand, the “open rate” of a UPS package
is always extremely high. Sure it’s more ex-
pensive, but the open rate is so far above the
normal open/recognition rate of direct mail,
the cost differential can easily be justified.

Now, as they say, “Donna ain’t no dummy”’
She knows that although she’s gone “over the
top” in her marketing execution, it still gets
down to the sales process. Of her list of 1,300
prospects, she has assigned specific follow-up
to several salespeople. Those salespeople will
begin their telephone follow-up process after
piece five has been sent. Can you imagine
how much easier it would be for a salesperson
when contacting a prospect with the opening
question of, “Have you received the five UPS
packages our company sent you over the last
two weeks?” What do you think the recogni-
tion factor would be to that question?

I know what you're looking for — you want
results. And I wish I could give you those re-
sults, but the campaign has just begun. All I
can say is that this Partner has made a ma-
jor commitment, both financially and from
a marketing management perspective. They
deserve a standing ovation. Donna, if youre
out there and reading this article, you know
who you are. I know you remember our con-
versations and how impressed I was with this
campaign. You also know that Microsoft gave
you the highest financial award in that cat-
egory because, they too, saw this as an excel-
lent, well planned lead generation campaign.

If you're still with me, I can hear the
groans already. “Sure, if we had a budget
like that, we could do the same thing. But
we have only a fraction of the dollars that
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campaign must've cost” Okay, I'm sensitive
to dollars and cents issues. Seriously, I am.
I realize many Partners wouldn’t be able to
do something of this magnitude, but what if
it was on a platform of 130 addresses rather
than 1,300? What if there were four pieces
instead of seven? Do you see where I'm go-
ing with this? That’s right, take this example,
and make it work for you in your situation.
Overview summary: Donna identified her
list and scrubbed it to make sure it was accu-
rate; she developed marketing pieces that fea-
tured her unique differentiators; she did her
best to get these pieces in front of her pros-
pects and did everything she could to develop

an extraordinary open rate; she coordinated
with the sales team to ensure they did the all-
important follow-up. You can do the same
thing, even if it’s with a hundred prospects.
The moral of the story is to do what’s right;
don’t skimp on the process and the execution,
and don’t worry about the money. I know I'm
like a broken record when I say you should ap-
proach marketing activities as quickly as you
can to mentally, physically, and financially im-
plement them. No one can ask more than that.
Now read this article again and identify
what Donna did so well, and try to mirror
her efforts at whatever level makes sense for
your firm. Have at it and good luck. D



