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Direct Forum is a free e-mail newsletter containing useful direct marketing tips, news updates and how-to
information. It's convenient, informative and I am not trying to sell you anything!

This month’s topics include:

1. WHY DO SO MANY DIRECT MAIL APPEALS FAIL TODAY?

2. HOW CAN YOU PASS THE INTERESTING PACKAGE TEST?

3. ANOTHER WAY TO KEEP THE PROSPECTS INTERESTED & INVOLVED
4. TWO VERY INTERESTING PROJECTS

5. PART 4: HOW DO WE ACQUIRE NEW PROSPECTS IN THE FUTURE?
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WHY DO SO MANY DIRECT MAIL APPEALS
FAIL TODAY?

They fail because most recipients simply don't read the
appeals..

The reason: They don't have time in their busy, complex

lives but more importantly— the material is simply not
interesting enough.

Don’t get me wrong. Many of the appeals are filled with
heart breaking stories and many do a great job
communicating the charity’s compassionate vision and yet
the results can be abysmal.

That's because statistics prove that people read very little
of what we send them and this includes even the most
loyal donors of a charity. Too often they look at the
package and go, "Oh! Oh! They want money again,"
without reading the contents.

Those who do have a look often just glance at the material
or read less than 50%. People have very little 'disposable
attention' today and only spend it on things that really
interest them.




The great Advertising Copywriter Hall of Famer Howard
Luck Gossage said, "The real fact is nobody reads an ad.
People read what interests them and sometimes it’s an ad
or a direct mail piece."

The decision to read or not read your stuff comes
down to one thing: Is the person interested in what
you are saying and/or showing?

So how do we make the material interesting enough to
get them to pay attention?

There is no magic formula, but it must start with something
that will pique their interest right away, like a great teaser
or the very first line of the letter or copy with a subtle twist.

Naturally an unexpected visual or photograph or illustra-
tion or even the design of the material will also make a
huge difference.

As David Ogilvy once wrote, "You cannot bore people into
buying your product; you can only interest them in buying
it."

A Canadian Liver Foundation package | created is a
classic example of grabbing attention. The outer envelope
had a child's drawing of herself in yellow with the headline:
"The Yellow on the Outside is Killing Her on the
Inside.”

Inside the letter began:
Dear Mr. Sample,
Lisa wants you to save her drawing on the

envelope.

She hopes you'll hang it on your fridge as a very
important reminder of her urgent, compelling need.

If a picture is worth a thousand words then this
simple drawing illustrates the suffering of a child with
biliary atresia — a deadly liver disease that affects infants.

That got the reader's attention. It grossed over
$141,500 beating the client's target of $100,000.

Then, of course, there’s another obstacle called inertia.




How do you get your readers to act?

Well! That's another story that | will deal with in my next
Newsletter.

koot ok ok ok oK ok oK ok K ok ok ok sk sk ok K ok ok sk ok sk sk sk sk ok sk ok sk sk sk sk ok ok sk ok sk sk sk sk sk sk ok sk sk ok sk sk sk sk sk ok ok ok sk ok ok
HOW CAN YOU PASS THE INTERESTING
PACKAGE TEST?

Here's a very simple method.

Have someone who doesn't know your product or service
open your package and scan it for just a few seconds.
Then have them try to tell you the main idea that you are
trying to communicate or the most important benefit.

If they can't tell you, your direct mail may not be as
effective or interesting as you think. It's really that simple.
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ANOTHER WAY TO KEEP THE PROSPECTS
INTERESTED & INVOLVED

One of the biggest advantages that direct mail has over
any other form of marketing is that it is tactile. Even the
look and feel of the paper on which the piece is printed
tells you something about the company sending the
appeal.

A good way to keep prospects involved is by using an
'Involvement device', anything that will encourage the
recipient to spend just an extra few minutes with your
direct mail package.

Once involvement devices were used quite frequently by
marketers like the Reader's Digest who included a penny
in their package. It is still being copied by many others
today. And who doesn’t remember the famous
Alzheimer's DM piece created by AMW Direct (now
called AGENCY59 RESPONSE) that used a package of
'Forget-Me-Not' seeds.

Coming up with involvement devices is often hard and

can be expensive but it doesn't have to be. In my last
newsletter | mentioned the package | did for Breakfast for
Learning. It had a simple folded flap as part of the letter
that people had to lift to reveal what was below.

Another example of an involvement device is the package




Annual Report Cover for
Breakfast for Learning

| created for Easter Seals, Ontario that included a 'Yes' or
'No' sticker along with their regular Easter Seals Name
Tags. The prospect had to remove one of the 'Yes' or 'No'
stickers and place it on the donation form. It worked
exceeding well at no additional cost.

| love to use 'involvement devices' in my direct mail pieces.
| also use them in my teaching to get my students involved
and interested, because as they say:

Tell me and I'll forget
Show me and I'll remember
Involve me and I'll understand
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TWO VERY INTERESTING PROJECTS

| have just finished a wonderful assignment for a US
Agency called, Newport Creative Communications from
Massachusetts.

The direct mail piece was for their client, IEF International
Eye Foundation, who work in the developing world to
prevent blindness and restore sight. For over four
decades, the IEF International Eye Foundation has helped
millions of people in more than 60 developing nations.

| am very happy with the approach | took and have my
fingers crossed that it will do well. Once | get the results

| will share both the piece and the outcome with you.

Another project that | am delighted with is an Annual
Report for Breakfast For Learning. Once again, the
moment it comes hot off the press, | will share it with you.
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PART 4: HOW DO WE ACQUIRE NEW
PROSPECTS IN THE FUTURE?

'Friend-Get-A-Friend' or 'Member-Get-A-Member'
programs.

Often called referral programs, these present some
interesting opportunities for direct marketers.

The idea is that each of your customers or donors
definitely knows another person just like them, with similar
tastes, likes and dislikes and interests. After all, they

are friends.




So your current customer's friend could be a prime
prospect for you too.

There are two important benefits to a 'Friend-Get-A-Friend'
or 'Member-Get-A-Member' program:

1. It can generate highly qualified prospects and new
customers or donors for you.

2. Once a current customer or donor agrees to refer a
friend — chances are it also increases their support
and their loyalty toward your cause or company.

This program works best when a current customer or
supporter volunteers to do so willingly and is not being
coerced.

But once they do agree to take part, make sure you give
them the tools to do it properly - materials like brochures
they can share or a referral form that can filled out.

However, the technique's potential is far greater on the
Web. It really works best as a viral marketing method —
word of mouth in a cyberspace program.

| am sure we have all received messages of support from
a friend who has decided to climb the CN tower, run ten
miles or even shave his or her head for a charity or a
cause.

Politicians use this method constantly and effectively.

Examples:

During the last American election, the Bush campaign
appointed 100 elite 'Rangers,' who raised more than
$200,000 each by collecting cheques from their families,
friends and business associates.

Democrats did it too when Senator John Kerry created a
'Hall of Fame' for people who raised $100,000 or more.

The drawbacks of this form of prospecting are:

1. Sensitivity is a big issue. Not everyone is willing to
hand out information about friends, relatives or
co-workers or push them to get involved.

2. Not everyone who is brought in as a potential new
client may have agreed willingly.




3. Retention is a problem. Often these new people are
not as loyal as the supporter who brought them in and
often they do not renew their donations once the term
has expired. In fact many become lapsed donors after
they have made their first and only contribution.
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OPT IN, OPT OUT, OPTIONS:

* To unsubscribe, send me an e-mail simply saying, "Please, remove".

* To participate, send me an e-mail with your suggestions.

* To post a comment, please include your name, e-mail address and your thoughts.

Let me remind you again that your name and/or e-mail address will never be shared, sold,
circulated, or passed along to anyone else.

© Designers Inc.

1407-99 Harbour Square,

Toronto, ON

MS5J 2H2

Tel: 416-203-9787

Fax: 416-203-3568

Email: designersinc@sympatico.ca

Web: www.designersinc.ca




