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PREFACE

How I Started Making Money in Direct Mail—and How You Can, Too!


AS A BUSINESS OWNER, ONE OF YOUR PRIMARY GOALS IS TO SEE your business grow and become more profitable. In my experience, direct mail is one of the most powerful tools available to help you achieve that.

Regardless of what business you are in, or how big it is, or even what type of customers you have . . . with the right information, I believe you will be able to develop a direct-mail program that will work for your business.

Marketing is a critical need of every business. It doesn’t matter if you are selling software, clothing, or books, or if you manufacture some kind of widget.

Maybe you produce the best face cream in the world. Perhaps it even has the power to rejuvenate the skin and make people look 20 years younger!

You still could end up not making a dime.

That’s because unless somebody buys your face cream, you have no income stream. The product is just the beginning of the process. You have to have customers, too.

There’s one main way to grow any business, and that’s to grow and expand your customer base. It’s all about finding new customers and making additional sales to the ones you already have.

You have to find some way to get the word out about your business so that it reaches the widest possible group of potential buyers and convinces them to give you a try.

What are some of your options?

You could hang a sign out in front of your business. That could lure people in, but you would be reaching only the people who happen to be walking down the street and passing by the sign.

You could put an ad in a newspaper, but then you’re reaching only people who read that paper, who happen to notice your ad as they turn to the sports section.

You could hire a blimp to carry your message across the sky on a streamer. That could potentially reach the whole city—but only the people who are looking up when the blimp goes by.

But what if you could get your message directly into the hands of large numbers of people—people who are highly qualified to become your customers because they have spent money on products like yours in the past and are likely to spend more in the future?

Even better, what if you could put your message in an attractive package that gets their attention and holds it while you explain all the reasons why your product or service is better than any your competitors can provide?

And what if you could tell them about a special offer that’s available for a limited time so that they feel compelled to respond to it immediately?

In a way, it would be as if you were having a private conversation with a thousand, ten thousand, maybe even a million “hot prospects,”  explaining to them your product, touting its advantages, and presenting your unbeatable offer.

Oh, and one more thing . . . you could have that “private conversation” with people all over the country at the same time.

In essence, that’s what direct-mail marketing is all about—reaching out to large numbers of individuals or companies with a targeted, carefully crafted message that you put right in their hands.

And it works! Direct mail has been proven to be an extremely effective way to build and maintain just about any kind of business. In fact, many multimillion-dollar businesses have started with little more than an idea and a sales piece.

Now you too can begin to take advantage of this premier approach to advertising to build your own business. You just have to learn the proven techniques that can make your cash register ring. And I’ve outlined them for you here in the pages of this book.




My Life in Direct-Mail Marketing 

I’ve spent my entire adult life in the direct-mail field. Over the years I’ve strategized and executed thousands of direct-mail campaigns. I’ve seen companies make hundreds of millions of dollars as a result of meticulously planned mailings.

And the techniques that worked for them can do wonders for you. Whether you want to mail only 500 pieces or you’re ready to run a nationwide campaign of 100,000,000 pieces—I’ve done it all. And this book will teach you all the secrets of direct-mail success I’ve gathered over the years.

But let me start at the beginning. My first experience with direct mail came when I was just 19 years old. I was a young entrepreneur with big dreams, manufacturing rock-climbing holds (the fake rocks you bolt onto a wall to practice rock climbing). My “manufacturing facility” was a small workshop in my parents’ garage.

I was selling hundreds of these fake rocks through my friends, but I had big dreams. I wanted to get them into retail shops.

So I bought a list of 100 stores that I thought were good prospects to carry my rocks. Then I wrote a one-page sales letter and stuffed it into an envelope with one of my brochures. After licking the stamps and dropping the mail off at the post office, I sat back, waiting for the phone to start ringing off the hook.

So how did my first campaign do?

It completely bombed—not a single phone call! How could things have gone so wrong? Needless to say, I was extremely disappointed.

And so my first experience with direct mail was similar to that of so many others: an unsuccessful campaign. For a while I even believed as many others do: that direct mail just doesn’t work.

Now that I’ve sent out hundreds of millions of sales letters and generated countless leads and customers, I can look back on my first campaign and laugh. Knowing what I do now, it’s obvious to me that I did everything wrong.

First, I got the list of names I mailed to from an unreliable source. So I could have sent my sales piece to people with no interest in rock climbing. Or the names could have been so old that the addresses were no good any more. Second, knowing nothing about writing sales copy, I prepared a very short letter, deluding myself into thinking I could convince people to buy $150 worth of rocks in just two paragraphs. And those two paragraphs were just bad, focusing on the features of my rocks, not on their benefits. (I’ll explain more about that in Chapter 2.)

Fortunately, that wasn’t the end of the story for me. I didn’t give up on my direct-mail campaigns for my rock-climbing-hold business. I kept testing different methods until I found a few that worked. And as a result, I ended up selling over 4,000 fake rocks!

Now, you may be familiar with the saying, “Be careful what you wish for.” Success doesn’t always turn out to be what we expect, and after a few years of working in my own sweatshop, I decided that manufacturing rocks was not the business I wanted to be in after all.

So I got a job working for a large financial publishing company that had been built upon a highly creative and successful marketing program.

This was my opportunity to learn a lot more about direct-mail marketing and see firsthand how a company could use it correctly to gross over $100 million.

I’ve been immersed in direct-mail marketing for over 15 years now and have worked with a huge variety of clients in many different business niches. I’ve sold everything from courses on the benefits of drinking eight glasses of water a day and how to train your bird to do tricks, to technical software, real estate investments, financial investments, continuing-education courses, health products, diet programs, medical professionals, and even wholesale clothing. Just about anything you can think of can be profitably sold through the mail.

I made some mistakes along the way—especially at the beginning. But I learned from all of them, and soon I was helping companies grow from small start-ups to multimillion-dollar businesses through the direct-mail campaigns I ran for them.

I’ve created this in-depth guide to help save you from making the same mistakes that I made and to show you the techniques I use every day to generate millions of paying customers and countless qualified prospects for my clients.

Direct-mail marketing works for just about any business area. Whether you are a small-business owner, an information marketer, a software developer, or a small retail business owner . . . whether you have an auto-mechanic shop, own an insurance business, run a beauty salon, or even if you just know you want to get into business but you don’t know what it is yet . . . whatever it is that you do or want to do, learning the strategies of direct mail will help you be more effective and profitable with your marketing efforts. I’m going to show you how direct mail can be used for any market . . . in any business . . . and in any economy.

To get started, I want to give you a few examples of market niches in which I’ve seen direct mail work extremely well.

The first is the publishing business. Over the years I have worked for a number of different publishers. The largest was a financial publisher  that sold over 700,000 financial educational courses for $195 each (do the math on that one!).

The largest mailing I ever sent was for this publisher—tipping the scales at just over 5.7 million pieces! A paper mill in the state of Washington had to ship 36 boxcars of paper down to Los Angeles where my commercial printer was located . . . just for this one mailing.

In addition to his flagship product, this publisher sold a variety of books, courses, and newsletters. There were years where this business generated over $100 million in sales—and 95 percent of the revenue was initiated through direct-mail campaigns.

I’ve used this same type of direct-mail marketing to sell information for a real estate information marketer. If you have never explored information marketing or the amount of money you can make with it, you should! A real estate client of mine made over $100 million in one year, and then did it over again in multiple years.

I used the exact same direct-mail marketing methods that I used to sell millions of financial courses and information on real estate to promote a clothing wholesaler. The mailings worked so well for this business that I was mailing out over 50,000 pieces every other week! All based around selling clothing!

I’ve worked with clients in just about every niche you can imagine, and most of them developed highly successful and very profitable companies that make millions each year, all through the right use of direct-mail marketing.




You May Have Heard . . . 

There’s a lot of talk you may have heard that the United States Postal Service is in trouble and snail mail is a thing of the past. I’d like to address this issue before we go any further.

Yes, the USPS has some big issues and problems to deal with, but they are not going anywhere. They are here to stay!

The fact is, direct mail is alive and booming, even in today’s economic downtrend. The Postal Service is seeing a 5.8 percent increase in the amount of money being spent on direct mail. A whopping $47.8 billion was spent on direct-mail advertising in 2011. The numbers were predicted to be larger than that in 2012. Studies indicate that consumers received 5 billion pieces of direct mail in 2011, compared to 3.6 billion in 2010. The 2012 numbers were expected to show another large increase!

SourceLink, a top marketing agency, reported in 2012 that nine out of ten of their clients named direct mail the medium that was best equipped to help them reach their marketing objectives. In March 2013, Target Marketing’s Seventh Annual Media Usage Forecast survey of B2C U.S. marketers reported that the marketing channel that delivers the best ROI for customer acquisition and retention is direct mail.

And these findings work across generations. With all the talk of using email or social networking for marketing, a national survey by ICOM found that in the 18- to 34-year-old demographic, direct mail was the preferred way to learn about marketing offers.

And people love receiving mail. Epsilon surveyed nearly 5,000 customers and found that “U.S. consumers report an emotional boost from receiving direct mail, with 60 percent agreeing they ‘enjoy checking the mail box for postal mail.’” People have a great connection with mail. It’s personal, tangible, and, if done right, can be highly targeted to individuals’ specific interests. The Epsilon survey also revealed that people reported that information received through postal mail was “more trustworthy” than information received through other channels.

And even neuroscience backs up these findings. Using functional Magnetic Resonance Imagery (fMRI) scanning to study brain response, researchers at Bangor University in Wales found that “greater emotional processing is facilitated by the physical material than by the virtual. The ‘real’ experience that the physical media provides means it’s better at becoming part of memory. It generates more emotion, which should help to develop more positive brand associations. The real experience  is also internalized, which means the materials have a more personal effect, and therefore should aid motivation.”

The bottom line is that this type of advertising really works. Small businesses and entrepreneurs make millions each year from direct mail. Even online businesses use direct mail to drive buyers to their sites, including Google, which uses direct mail to get companies to sign up for their AdWords program. And direct mail can work for your business, too.




Now It’s Your Turn 

I don’t care if your business is small or large. If you take what I’m about to reveal to you in this book and use it, I fully believe that you’ll see similar results in your own business. Most won’t make $100 million in a year, but I wouldn’t be surprised if you increase your business tenfold.

The same strategies work whether you own an auto repair business, have a kitchen supply store, run a publishing company, or sell face cream. It doesn’t matter what type of business you are in. Direct-mail marketing can make your business grow!

The following chapters are going to show you—step by step—how to build your business with direct mail. These are the same techniques I’ve been using successfully for 15 years. You’ll learn how to easily acquire new customers and grow your business. And you’ll learn how to communicate with your existing customers and get them to give you more repeat business. I’ve also created a special website for you that includes sample sales pieces, direct-mail reporting examples, gifts, and access to some great resources. You can access it at www.TheDirectMailSolution.com.

Before we proceed, I think it’s important to take a moment to introduce marketing guru Dan S. Kennedy, my mentor, friend, and this book’s co-author. Dan is a best-selling author, speaker, direct-response marketing consultant, and copywriter who has been creating winning  direct-mail campaigns for more than 30 years. His insight and advice makes an invaluable contribution to this book.

And now, on to The Direct-Mail Solution. Growing your client base and getting repeat business from your existing customers—this is how direct-mail marketing can turn any business into a gold mine.

 



—Craig Simpson






CHAPTER 1


How to Think about Direct Mail to Grow Rich

By Dan S. Kennedy

 



 




FOR YOU TO REALLY PROFIT FROM THIS BOOK, YOU WILL NEED TO HAVE faith and confidence in direct mail. You will have to think about it accurately and correctly, be able to justify investment in it and in figuring it out and making it work in your situation. You’ll need to be a rational, reasoned believer. How you think about direct mail will predetermine what you will and won’t do, how determined and persistent you’ll be, and ultimately how successful you’ll be with direct mail.

I have produced hundreds of millions of dollars of revenue for myself and my companies, and many hundreds of millions of dollars more of revenue for my clients, over a 40-year term and currently, in over 200 different categories of products, services, businesses, and nonprofits, and I’ll share some of those experiences as we go  along. But my personal experience is not as important as outright, uncontestable facts.




Facts Are Stubborn Things 

It doesn’t matter what you think or believe, what others think or believe, what it seems everybody thinks or believes. No amount of thinking or believing ever alters fact. It may mask it. But it never alters it. One of the ways you need to think about direct mail is factually. Craig lays out many specific facts. I’ll paint in broader strokes.

Many erroneously think of direct mail as outdated and rendered irrelevant by newer media. Others erroneously think of it as too expensive, especially when compared to online media that seems to be free or nearly free, like email. Others think it is too cumbersome and difficult, especially when compared to dashing off a 140-character tweet with one push of one button. But the fact that something is newer, easier to do, or superficially judged cheaper to do is irrelevant. We do not build wealth by any of those things—easier, faster, cheaper, newer. We build wealth with profitable results. Walking is cheaper and easier to do than buying a ticket for a train or navigating preflight security at the airport, but it isn’t the most effective or (if your time has value) cost-efficient way to get from Boston to Los Angeles for a meeting. Too often, the way people think about marketing media options is flawed, in two key ways: First, in apples-to-oranges comparisons; second, in terms of raw cost rather than comparative, net return on investment.

The right way to think about direct mail is in the present, its long history notwithstanding. The right way to think about direct mail is in the context of the key marketing question: How can you best reach, reach out to, and obtain favorable attention from prospective customers, clients, patients, or donors ideally suited to your product, service, business, or charitable cause? The right way to think about direct mail and to compare direct mail to other media is in the context of true value (never raw cost), considering the quantity and quality of customers delivered, and the  net return on investment drawn from total, measured term, or lifetime customer value—a metric Craig discusses in Chapter 8. Finally, the right way to think about direct mail is as a universally proven engine of business growth. So if you aren’t successfully using it, there’s something wrong with you, and you are missing out on key opportunities for growth, profit, and, maybe most important, sustainability and security for your business.

As I’ll discuss later, there are lots of media you can use to make sales. None offer as much stability and security to a business as does a direct-mail marketing system that works.

So, despite any chatter and opining you may hear around you from peers, friends, and media, you’ve made a smart decision stepping into the pages of this book to explore direct-mail opportunities for your business.


The fact is, more commerce is driven and wealth created by direct mail than by any other media. This was true before the internet. It is true now. If direct mail were outlawed on the first day of a month, the economy would grind to a halt by the 30th day of that same month. This truth is supported by the many facts provided to you throughout this book. Even modern media-tech companies like Google rely on direct mail (and telemarketing and human salespeople) to sell advertisers on using their media. Of the top 500 ecommerce sites I know of, nearly all also mail print catalogs, enveloped solo offers and product literature, and postcards, most in large quantities, very frequently. Lifelock, a huge advertiser on radio, in print media, and across the online media spectrum, also mails huge numbers of direct-mail pieces. Companies like J.Crew, with brick-and-mortar stores and robust ecommerce, mail hundreds of millions of catalogs. If you simply look, you will see direct mail playing a role in virtually every kind of business: retail, service, B2C, B2B, and, yes, (supposed) ecommerce. It is not only as I said, a universal and largely essential engine of business growth, it is even more vital in retaining, developing, and selling to existent customers regardless of how they were obtained in the first place.  “Plugging the holes in the money bucket” for businesses, something I do a lot in my consulting practice, always involves direct mail. You can find an in-depth discussion of plugging holes in a business’ money bucket in Chapter 5 of my book, No B.S. Guide to DIRECT Marketing for NON-Direct Marketing Businesses (2nd Edition), which is an excellent companion to this book narrowed to direct mail.

This is, of course, contrary to the popular perception that direct mail is antiquated, that everybody hates “junk mail,” that nobody reads anymore, that we live in a digital world, and that you, the businessperson, must focus on everything online. This statement is also probably contrary to what employees, peers, your trade association and trade journals, the media, friends, and family are all telling you. It is important to listen more to facts than opinions. To methodically follow the money, not popular opinion.

Something has brought you here. A nagging feeling that too much of what you are being pushed to do is laden with waste, defies accountability, is trendy and popular, and is eagerly embraced yet ineffective. An awareness, maybe, that the direct mail you get from very successful companies is clearly built for accountability and must be productive or it wouldn’t continue. A desire to be more in control of your sales. Whatever has brought you here, you are going to encounter contrarian facts, strategies, methods, and opportunities. Prepare yourself.

When presented with facts, there are three ways people can react. Ignore them—a popular approach in government. Deny them and insist on contradictory opinions and beliefs. Embrace them and find opportunities by using them.

It is a fact that 1 percent are rich, 4 percent do well financially, 15 percent do okay, and 80 percent are distant, distant also-rans. The Income Pyramid in America, and in virtually any organized subpopulation, such as an industry or profession, is a fact. It is not an accident. It is not a forced injustice. There are reasons for this fact, one of which is the way people choose—and they do choose—to react to facts.

Prosperity by direct mail is fact. Now we want to find your opportunities to participate and profit.

As an admittedly nonlinear, hop-about introduction to those opportunities, I’ll finish off this chapter by telling you about some of my favorite reasons for relying on direct mail for myself and for countless clients, as well as linked entrepreneurial and marketing strategies and sources of power in the marketplace.




The Power of Opposite Direction 

In price, there is always a battle, and at the bottom, there is a crowd in combat over cheap, cheaper, cheaper yet, and cheapest. Howard Schultz went in the opposite direction with coffee, and thus we have Starbucks. An enormous amount of price elasticity is available simply by heading in the opposite direction of a crowd.

In distribution, there is always a stampede of followers following followers to any new doorway. J.K. Rowling held her Harry Potter books back and out of digital distribution until millions of copies in hardbound and paperback editions had been sold, thus reaping a much, much, much greater financial harvest from her work. My client, the Guthy-Renker Corporation, created the number-one selling acne remedy, built and then sustained an $800-million-plus business with it (Proactiv®) by not putting it on drug store and discount store shelves where all the other OTC acne products are.

The entrepreneurial world is full of opposite-direction success stories. A lot of ordinary businesses producing ordinary incomes exist by doing ordinary things. Exceptional businesses producing exceptional incomes tend to go in opposite directions. The entire world of algorithms was birthed by a renegade going in the opposite direction of the entire Wall Street community, a fascinating story told in the first part of the book Automate This by Christopher Steiner. Opposite direction is one of the big themes of my Renegade Millionaire System and Renegade Millionaire Marketing System, a comprehensive  blueprint of entrepreneurial fortune-making. (DanKennedy.com/store).

On GKIC stages, we’ve had a lot of opposite direction entrepreneurs. Gene Simmons of KISS did something no other rock star of his era even imagined—he personally retained all rights to licensing of all the band’s images and built and owns one of the largest and richest brand licensing businesses. As Gene says, you can buy KISS-branded condoms and caskets and everything in between. Joan Rivers has made a fortune, building a jewelry business empire not in stores, not by licensing her name, but by selling direct to consumer via the home shopping channel, QVC. I could go on. The point is that, often, acting against common practice and widely held ideas and new, popular fads or trends yields breakthrough outcomes.


The use of direct mail today is its own opposite direction. There is a foolish stampede away from it and, for that matter, away from other “old” media. I have a client in an industry that was badly damaged by direct connection with the real estate and mortgage industry crashes picking up speed from 2008 and 2009 to now. Most of his competitors and peers who survived abandoned all the “old” media they’d relied on and made a complete switch to online media, relying on Google Adwords and manipulated organic search, Facebook advertising and organic search, YouTube, etc., etc., to generate their leads. Even as they saw their lead quantity rise but quality collapse so their costs per sale skyrocketed, they kept pouring all their coal (money+time+attention) into this pit.

My client went in the opposite direction. He just about discontinued his online lead generation and redoubled his use of well-selected mailing lists and direct mail, driving people online to read and watch his video-assisted sales letters and from them to buy his products. He prospered so well at this, he began buying his competitors’ customer and unconverted lead lists that they were only willing to email. He mailed them his postcards and multipage sales letters to drive them to his online sales presentations, and he made money with his rivals’ lists even though they were losing money marketing to them!

The clutter in mailboxes has, in fact, thinned, a Darwinian thinning of the herd. This is an advantage for today’s direct-mail marketers—like my client. As all his competitors congregated online and created overwhelming clutter, confusion, and chaos in peoples’ email inboxes and throughout the media they used, like Google and Facebook, he took over the territory they abandoned and, in his category, pretty much had it all to himself.

Direct mail is the rare creature jointly owned by renegade millionaires and, at the same time, the well-established giants and leaders and the most profitable small businesses in hundreds and hundreds of categories.




The Power of “Evergreen” and “Autopilot,” Predictability, and Reliability 

You do not need to be psychic to predict income.

My clients have direct-mail campaigns that I created for them 3, 5, 7, as much as 11 years ago. They mail week in and week out, and have not needed to change one whit. Because of this, they can accurately predict the number of new customers being acquired and the amount of income being created. Further, many lock it all in on autopilot. The chosen lists go the mailing house; the needed quantity of the direct-mail pieces go to the mailing house; a preset number are mailed each week; a predicted number of sales are made each week or a predicted number of appointments are created for a practice, and a predicted number of people come to a store or showroom. Such a direct-mail asset is, inside the industry, called “evergreen,” because it does not brown-out or die, nor even need watering, fertilizing, or attention. It is much, much more difficult to achieve evergreen in other media, particularly with online media, where the speed of change, copycatting, and changing of rules by the media itself—for example, Google’s incessant changes in algorithms, content requirements, and ranking formulas. Most successful advertising created these days has painfully short shelf life, except in direct mail.




The Power of Showing Up Alone 

Consider the purchase of a commodity, say, a mattress or a portable space heater. If you search “mattress” on Google, you’ll get a dizzying array of over 100,000 product choices, informational pieces, consumer reports, and other things to look at. If you go to Amazon.com and search, you’ll find a myriad of options being sold by Amazon, and by other vendors operating their own stores on Amazon’s platform. If you go to a Home Depot store in October and look at space heaters, you’ll find an aisle full of different products to pick from. Surrounded by variably priced, seemingly comparable options, 80 percent of all consumers pick from the bottom one-third of the prices. Increasingly, consumers also price-compare what’s in front of them on the shelf with other sellers via their smartphones.


Showing up amid a lot of competition cripples price and profit. In such environments, long-established, familiar brand names have advantage, and if you are a lesser-known but superior choice, you are at disadvantage. The internet is not really as democratizing a force in commerce as it is often made out to be. The majority of traffic converted to buyers is bought and paid for, most of it by the highest bidders—not obtained through organic search. And the traffic obtained via “showrooming”—price comparing through smartphone while standing in store—invariably goes to the lowest-price merchant.

If you choose to mud-wrestle in this swamp, I wish you well, but you might be better served, wealthier, and happier by opting out. There is an old line about recessions and No Parking Zones: They are for everybody else. I refuse to participate. Some savvy users of direct mail can say the same thing about competition.


There are only two sales channels that actually remove the consumer from competition, clutter, chaos, and confusion and focus him on a yes or no decision, on acceptance or rejection of one offer or provider. One is the salesperson placed in the consumer’s home or office, mano-a-mano, face-to-face, nose-to-nose, toes-to-toes. The other is the sales letter placed in the consumer’s hands, as he sits in  his recliner or at his desk. The latter is the closest possible experience to the first.

And only my sales letter can bring my customer directly to my mattress store, predetermined to buy a mattress from me and no one else. Only my sales letter can keep the homeowner out of Home Depot and out of Google and get him to pick up the phone and buy my space heater. With direct mail, you can show up alone and bolt the door behind you when you enter.




The Power of the Full and Best-Told Story 

A lot of media imposes a lot of pressure to abbreviate your sales story. Don’t.

Personally, I find 30- and 60-second radio and TV commercials the toughest media to work with. Most experts and most consumers insist that 7 minutes, give or take, is the maximum attention that’ll be given to online video, although I can point to notable exceptions, where 20-, 40-, 60-minute—or even 4-hour—online video presentations have made and are making millions of dollars. To me, the media offering the least pressure to tell less than the best-told story is direct mail. With different direct-mail formats, I can successfully engage people in very long copy and gain the opportunity I want most: to tell my full and best story without compromise, to prospects picked to receive it because of known interest in it. I have routinely created and mailed 12-, 16-, and 32-page sales letters, 24- to 64-page booklets, and other similarly long copy pieces with audio CD or DVD. If I can make it interesting for an interested prospect, he will read it all, listen to it all, and watch it all.

This is particularly important for the most difficult marketing, selling, or lead-generation tasks—such as presenting complex propositions, new and unfamiliar propositions, things that are met with high levels of skepticism, or premium price products or services. Abbreviating these kinds of sales stories to fit preset limits of inflexible  media or to meet short attention spans linked to certain media can be deadly.




The Power of Time Commitment 

This is a secret: The more time a prospect invests with a marketer, the more likely he is to buy from him.

In direct sales, for years, the leaders in selling encyclopedias, fire alarms, vacuum cleaners, and water purifiers had sales presentations deliberately engineered to last 90 minutes to 2 hours. They might have been abbreviated, even to the point of allowing each salesman to run three or four appointments per night, rather than one or two. But it was well understood that the longer you stayed in the home, the more likely you were to leave with a sale.

Sales letters are basically salespeople arriving in envelopes instead of on foot. Direct mail affords the best opportunity to interest, somewhat obligate, and engage the prospect for the longest time commitment. With a good direct-mail piece to a well-selected prospect, I may be able to get him to read a 16-page letter, watch a 30-minute DVD, and pop a 60-minute audio CD into his car’s player to listen to and from work the next day. It’s nearly impossible to secure this time investment with any other form of outreach but direct mail. One of my all-time, most successful sales letters is 64 pages long. A person reading it is time invested.




But Wait—There’s More! 

I’ve enumerated only a few of many profound advantages of direct mail. You will discover more as you progress through this book.

The industrialist Henry J. Kaiser observed that opportunity usually arrives wearing work clothes—and brings a set of overalls and work boots for you. This book does that. If you are up for it, this work can transform your business and your income.






CHAPTER 2


Direct-Mail Basics and Creating the Perfect Sales Piece


DIRECT MAIL IS ONE OF THE MOST EFFECTIVE METHODS I KNOW TO take a small business and make it grow fast. You can quickly and easily reach out to large numbers of people, telling them all about the great features of your product or service and giving them instructions on exactly what they need to do to start improving their lives with what you have to offer.

Yes, it’s true that there are other forms of advertising you can use. But direct-mail marketing offers a huge advantage over most advertising media, and that advantage is that you can use it to target very specific groups of customers or prospects.

Of course, it can also be used to reach a broad range of prospects with your mailings—as broad as you would reach with TV—if that’s your wish. Think about those ubiquitous Publisher’s Clearinghouse  Sweepstakes mailings. I remember those arriving in the mailbox when I was a kid, and you probably do too. They worked, or they wouldn’t still be doing them!

But it’s the ability to zero in on your specific audience that makes direct mail so cost effective—especially when you’re starting with a specific product or service that won’t be of interest to everyone in the world. You want to know your advertising dollars are being used to reach the right people.

With direct mail you can target people by age, sex, income, hobbies, and interests. You can narrow down the people you mail to by what they have bought in the past and how much money they’ve spent. In other words, you can make your mailing specific to the type of customer you’re looking for. This increases the probability that you’ll get the response you want.

For example, if you are selling a special golf driver for $400, and you want to mail only to buyers who have spent $400 or more on golf equipment, then you’ll be able to identify and then mail to the exact type of prospect you want to reach: individuals who are golfers who have spent $400 or more on golf-related products within the past year.

What other advertising medium allows you to be this specific? Direct mail gives you the option either to mail to a broad universe of prospects or a very specific, targeted, narrowed-down, niche population.

Then you can send a message that’s carefully tailored to appeal to the group you’re sending to. Targeted sales pieces allow you to grab your prospects’ emotions, and then you can motivate them to respond by presenting a special offer.

You can give your prospects the option of responding in many different ways. You can direct prospects to call a phone number, have them come right down to your storefront, visit your web page, mail something back to you, or even send you a fax or email—whatever works best for you and your type of business.

As you can see by now, direct-mail marketing gives you lots of flexibility in the kind of prospects you can reach, the kind of sales material you will send them, and how you will ask them to respond.

But even with all that flexibility, a basic direct-mail campaign always involves these three basic elements:1. Sending out sales pieces with a targeted message . . .

2. To a select group of people . . .

3. And asking them to do something very specific—a direct call to action that motivates and tells prospects how to respond.



This book is all about designing and running a direct-mail campaign around these three elements. But before you can send something out, you need something to send! You need a great sales piece.




It All Starts with a Sales Piece 

In this chapter we’ll focus on the sales piece and how to get one that will do the job. With the right sales piece you could see your phone ring off the hook, your mailbox overflow with orders, or your web page receive hundreds or even thousands of hits.

Having an excellent sales piece is a critical part of the success of any campaign. When I first started out in this business, I worked for a man who built a multimillion-dollar company on an unusual sales piece he wrote himself. It worked so well rival companies copied his methods for years.

This man knew how to write a sales piece that appealed to a very deep need in people. I’ll never forget something I heard him say again and again about advertising: “It’s not the product that’s important. It’s the sales piece.”

Of course, you need a great product, too. You need something to sell! But unless you have an appealing sales piece, you won’t be able to sell your product, no matter how wonderful it may be.

Writing an effective sales piece requires a real understanding of the product or service you’re selling, and then putting all your enthusiasm  for it into the piece. You want to make your audience as excited about it as you are.


The Sales Piece That Created a Millionaire

[image: 002]

Ken Roberts was a young man who was determined to become rich. He tried several different businesses with modest success, and then he discovered commodity trading. A natural-born teacher and motivator, he developed a course to teach the skill to others. And that’s when he discovered he was a natural-born copywriter as well.

 



Ken wrote a sales piece to sell his course that was so effective it set him on the path to the wealth he’d always dreamed of. Over the years he sold so many courses that Worth magazine said he taught commodity trading to more people than anyone else on the planet. One feature of this unique sales piece was that he wrote it in the first person, telling his own story, but in such a way that any reader could identify with him and think he could accomplish what Ken did. The copy was many pages long, but because it was so compelling, the reader couldn’t put it down. Finally, the piece was published as an attractive booklet, making it fun to read.

 



There were probably other qualities that made this sales piece work as well as it did. Whatever they were, it was the perfect combination, and it made Ken a millionaire, many times over.
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