Tips from the front lines -- April 2005

*  Paul Frett, who does Web marketing for Target, talked to my St. Thomas graduate class a few weeks ago.  Target is using carefully delineated “micro-sites” to serve its various customers and reinforce its brand.  One site is aimed at new and recent mothers and features links to healthcare resources that deal with pre-and post-natal subjects.  Another site is aimed at 13-18 year old males and features online videos about extreme sports.  The content of each side is radically different, of course, but they both do a nice job of positioning Target’s brand.  

Paul thinks the next major trend will be using wireless capabilities to link retailers to customers.  Cell phones, for instance, offer a widespread medium for providing marketing information, but a way must be found to prevent spamming.

*  Should you use a self-mailer or a piece contained in an envelope for your direct marketing?  For several years we’ve found that a “blind number 10” package is the most effective format for most DM efforts.  It’s an envelope with the recipient’s name and a return address, a 2-page letter and a response card, and it outpulls every other format -- including postcards and most dimensional packages.  

Now there’s new supportive evidence.  A client recently wanted to collect voluntary email addresses from its newsletter mailing list.  The newsletter was mailed out with an offer to those who would provide their information.  Half the list got the newsletter as a self-mailer; the other half got it in a 9X12 envelope with a short letter.  Over 1000 people provided email address and 90% of responses came from the enclosed package.

*  One of the great things about e-marketing is how fast you can get results.  The normal response curve for a direct mail package might be a couple weeks.  For an email it’s about 48 hours.  In a recent test Best Buy offered a desktop computer system for “$400 off.”  Response was below norms after 24 hours, so Best Buy changed the offer to “Systems starting at $299.”  Response increased dramatically.  Within 36 hours the offer was made, tested and changed to be more effective.

* Are brochures becoming obsolete?  Well, no.  Recently a student argued persuasively that brochures do things online media can’t:  they are dimensional so people have a tactile connection to them.  They can be carried to meetings and shared in a way that URLs can’t.  They provide consistent color and layout.  And they slow down the process of communication so people engage more.  Web sites and email may be easier, but they are not necessarily more effective.

The principle holds on a broader scale as well.  While its becoming second nature for many of us to count on web-based media, it’s not true for everyone.  There’s still an acceptance spectrum out there.  In some ways it mirrors the red-state, blue-state political divide.  In urban centers and with highly educated and younger populations, online is where it’s at.  But the further you get from cities, campuses and coasts, the further south you go and the further west, the more you find resistance to computer-based communication.  

* How do you get the most from recruitment advertising?  One of the students in my class is an expert.  Among her tips and suggestions: Get marketing involved because HR people often don’t have the skills to do this right. Ask any group of people what they want to know about a new job and you’ll get a range of answers.  But they’ll almost always include location, hours and salary.  Job postings on the internet are increasing but newspaper classifieds are still slightly more productive.  Change features (company background, position requirements) to benefits:  here’s what we offer and here’s how the job matches your qualifications.

She also notes that branding plays a role in recruitment advertising.  Strong brands attract better prospects, so if you have one, make it prominent.  The want ads are a good place to show your brand name.  One recruitment firm ran ads with just the company name and a contact address.  It drew more responses than “real” ads with details of jobs.     --dw
