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The hit TV show Mad Men is set in
an era that makes many marketers
nostalgic — all you had to do was
make a few simple calculations to
demonstrate reach and frequency
achieved with budget dollars and
you were off to your three-martini
lunch. In those days, a mass media
shotgun approach, reaching as large
an audience as possible, guaranteed
hitting the target. While mass media
can still make a big bang, it can also
waste resources by reaching many in
the audience with no interest in your
product or service.



Today marketers are held accountable
for more than delivering a message to
the largest possible audience. They must
demonstrate impact on sales and ROI

to justify every dollar spent. So, though
mass media is appropriate for many
consumer products, direct marketing —
with its higher response rates and higher
ROI — has increasingly become the tool

of choice for cost-aware marketers.

Direct marketing

numbers add up

Overall marketing budgets are shrinking,
but spending on direct marketing is on the
rise. In fact, direct marketing revenues will
increase 3.5 percent this year, representing
53 percent of total U.S. ad spending,
according to the Direct Marketing
Association (DMA) 2009 Statistical

Fact Book. There’s a very good

reason for that: ROL

In 2008, direct marketing ROI rose
to $11.74 for every $1 spent, according
to the DMA. That includes spending
for direct mail, e-mail and Internet
marketing. The association predicts
direct marketing ROI will continue
to rise with the following average

ROI for direct mail and for e-mail:

4 Direct mail ROI
$15.50 for every dollar spent
4 E-mail marketing ROI
$43.52 for every dollar spent

These are the kinds of numbers that can

make a budget meeting a festive occasion.

The advanced technology and strategic
tools we use to boost ROI for Pii clients
were unheard of in the Mad Men era.
Though today’s professionals are usually
familiar with these strategies, making the
most of your marketing dollars is easier
with the advice of the experienced experts
at Pii. We're specialists in using technology
and innovation to create a bigger, better

— and more efficient — bang for your

marketing buck. B

A Bigger Bang
with four ROl-boosting strategies:

1. Highly targeted, personalized communications

With direct mail and e-mail marketing, we can pinpoint a target audience using
sophisticated demographic and analytical tools. Then Pii’s state-of-the-art printing
technology lets clients personalize marketing messages for those targeted individuals.
That means getting a specific message delivered directly to a specific customer or prospect.
To help an international cruise line reach its customer loyalty goals, Pii developed a
personalized communications program that incorporates customized data, such as
account information, and targeted offers for each of four membership tiers. The result:
more than $2 million in incremental cruise bookings — a return of $10 for every

$1 spent on the project.

2. Cross-sell/upsell optimization

Because most companies have plenty of information about people who currently use
their product or service, that group presents opportunities for using direct mail and
e-mail marketing to boost sales. For a leading telecommunications provider of high-
speed Internet, digital cable TV and digital voice service, Pii developed a customer
communications program that included monthly e-newsletters and highly targeted
single-message e-mails designed to sell additional services to existing customers.
The program enjoyed open rates more than twice the industry average and click
rates almost 50 percent above average. In addition, careful list maintenance and
e-mail targeting saved the client an estimated $300,000 in 2008.

3. Increased lifetime customer value

Direct marketing helps companies actively maintain lasting relationships with customers.
One Pii client, a major national insurer, has a long-running direct mail newsletter program
created to strengthen relationships between clients and their agents and the company.
Surveys have shown that newsletter recipients consistently have higher
relational attributes: They are 10 to 20 percent more likely to refer,
repurchase or continue doing business with the company than
nonreaders. They also are more likely to feel valued, to value the
insurer’s products and to have a positive view of the company.

In addition, response rates to the newsletter have reached nearly
20 percent.

4. Testing performance and effectiveness

Testing various elements of a campaign and tracking results
can be as easy and inexpensive as coding a reply card. E-mail
marketing programs provide simple tracking of both open
rates and clicks. When Pii created targeted e-mails for loyalty
program members and other customers of a leading telecom
client, we saw continued improvement in response rates after
testing different creative concepts, offers and subject lines.
The program resulted in open rates as high as 37 percent for
loyalty program members and 25 percent for nonmembers.
Clicks averaged 22 percent for members and 11 percent

for nonmembers. We observed measurable spikes in
product usage after e-mail blast dates.



Find opportunity in
“Invisible” consumers

While overall consumer spending is shrinking,
the spending power of four multicultural

segments — African-Americans, Asian-
Americans, Hispanics, and Gays and Lesbians —
will grow to a collective total of $4.2 trillion or more

by 2013, according to July 2008 figures from the Selig Center
for Economic Growth at the University of Georgia.

Jerome Williams, a communications professor at the University
of Texas and vice chairperson for the American Marketing
Association Foundation, says marketers who successfully
communicate with these segments can expect extraordinary
loyalty. “In the past, they have been invisible consumer segments,”
says Williams. “When they find a product and a company that
treats them with respect, they tend to stick with them.”

E-mail:
Do it right or say goodbye

According to a recently released survey by
Merkle Interactive Services, approximately

&l

one-third (32 percent) of respondents say they
stopped doing business with at least one company
because of inept e-mail practices.

The two most frequently cited practices that drive customers

away are irrelevance (cited by 75 percent) and e-mailing too
frequently (cited by 73 percent). More precise targeting of e-mail
campaigns and expert guidance in best practices can help preserve
the long-term value of e-mail as a marketing channel that offers
exceptional return on investment.

Direct mail brings

new customers aboard
and brings back those
who’ve jumped ship

Getting new customers and winning back . F
those who leave are crucial to marketing success.
According to the 2008 DMNews/Pitney Bowes survey
on consumer attitudes and behaviors, direct mail is effective
for accomplishing both goals.

Almost 40 percent of consumers say they have tried a business
for the first time because of information received in direct mail.
Even better news: Nearly 70 percent reported renewing

a relationship with a business because they received a

direct mailing or promotional item.
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. Voyage of Discovery ... continued from page 7

newborn reassured Native American tribes that the Corps
was not a war party.

Although you may be the only person who stays involved

in your project from start to finish, a lot of other people are
going to provide threads of support. It’s up to you to develop
that support and then bring all the threads together.

Be strategic.

November 7, 1805, Columbia River estuary
“We are in view of the opening of the Ocian, which creates
great joy.” — William Clark

President Thomas Jefferson ordered the Voyage of Discovery
to explore the Missouri River and other waterways “for the
purposes of commerce.” The Corps did that and much more.
They studied and mapped the terrain, observed and collected
specimens of wildlife and plants, took account of the natural
resources, made contact with the native tribes and assessed
the influence of hunters and trappers in the area.

Aside from its central focus, what other strategic goals
can your project accomplish? What can it tell you about
the current marketing terrain? How can it help you learn
about your clients, prospects and competition? Will you
walk away with insights into your capabilities and those
of your organization? Most important, what is the
long-term impact?

Lewis and Clark could never have foreseen how the
Voyage of Discovery would lead to profound changes in
the American West. Their exploration sparked interest in
the territory, opened the way to settlers and strengthened
U.S. claims to the land.

Your project may not have such a profound effect. But if it
is important to you, your organization and the industry,
you could not find better footsteps to follow than those of
the Corps of Discovery. Identify your goal, assemble your
team and begin your voyage. l





