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In operating a small business, you know the importance of establishing and
maintaining ties with other locally-owned enterprises. Dealing with a fellow business
owner down the street or across town is not only convenient, but also smart.

A recent study supports what you already know. According to the New Rules Project of
the Institute for Local Self-Reliance, here are the top 10 best reasons for supporting
locally-owned businesses:

1. Preserves local character and prosperity.
Communities that maintain their one-of-a-
kind businesses and distinctive character
have an economic advantage in a
homogenized world.

2. Enhances community well-being.
Business owners contribute to local causes,
strengthening economic and social
relationships.

3. Ensures local decision-making. Local
ownership means decisions are made by
those who live in or feel the impact of
them.

4. Keeps dollars in local economy. Compared
to chain stores, locally-owned businesses
recycle a much larger share of their
revenue into the local economy.
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Creates jobs and better wages. Successful
businesses create jobs, and in some sectors,
provide better wages and benefits.

Promotes entrepreneurship. Small
business ownership fuels innovation and
prosperity, building the middle class.

Offers public benefits and fewer costs.
Local businesses often require
comparatively little infrastructure and
make efficient use of public services.

Promotes environmental sustainability.
Sourcing locally decreases transportation
energy consumption and pollution.

Encourages competition. Thousands of
small businesses ensure innovation and low
prices long term.

Delivers product diversity. Distinctive
small businesses collectively offer a broader
range of choices based on the needs of local
customers.

Contact the pros at Insty-Prints

today for marketing strategy
targeted for your local community.




How can you get your targets to pick your mailing out of a
crowded stack, entice them to read it ... and compel them to
act? Make them an offer they can't refuse!

An effective direct mail offer may not be of great cost to you,
but it should be of great interest to your targets. Of course,
any offer should also be simple, easy to explain and quickly
understood. Setting a time limit on any offer is good practice
because it forces action now.

Here are 10 offers that can motivate your audience to phone
you, visit your website, mail in a response card or visit your
location:

1. FREE information - This is the most common offer when

trying to get sales leads in the business-to-business world.

Free information can be in the form of a helpful guide,
white paper or case study.

2. FREE demonstration - This is important for complex
products like business equipment.

3. FREE trial - This is a common offer for higher-priced
merchandise and many services, both for businesses and
consumers.

4, FREE cost estimate - A good offer for many professional
services such as contractors.

5. FREE sample - Depending on the product, the offer of a

free sample can be compelling, particularly when it is
coupled with something else, such as free information.

FREE gift - This can be an effective offer to drive traffic to
retailers or consumer service businesses.

. Seasonal sale - This offer is limited to a special event or

time period, usually a season or holiday (White Sale, Fourth
of July, Mother's Day, Father's Day, etc.).

Customer appreciation sale - These are special deals for
past and current customers only.

Volume discounts - This offer makes it a good deal for
people to buy more than they had planned. “Save 50
percent when you buy all five!”

. Trade-in - An example of a trade-in offer would be: “We'll

give you $50 off your computer monitor when you trade in
your old one.”

Open Rates - Identify yourself and make your message relevant. In an email, the first

line of impact is the “from” name and subject line. Readers will take about two seconds
to decide, “Do I know who you are, and do I care about what you are saying?”

EMAIL

Readability - Do not send an email that is one big image. According to Marketing

Personalized, Multi-Channel Campaign

BENEFITS INSURANCE COMPANY

Company: An insurance company serving regional and national clients for
over 20 years.

Situation Overview: The insurance company was seeking to generate more
sales leads from its prospecting efforts. Its marketing budget supported
print advertising, mass mailings based on geography, and online pay-per-
click advertising. However, tracking efforts to measure effectiveness of
these campaigns were limited. Dissatisfied with the results, the insurer
sought marketing assistance ...

Marketing Recommendation: The recommendation was a new multi-
piece, direct mail campaign targeted to both businesses and consumers
that supported a dozen of the insurer’s agents. A high-impact envelope
package was key to the new effort, as was the selection of highly targeted
mailing lists.

Lists for business prospects were compiled by annual sales, industry and
location, while consumer lists were compiled based on age, income, home
ownership and geographical parameters.

The mailings were not “generic” but personalized to reflect the specialty
of each of the 12 agents. A series of three direct mail pieces were delivered
to 300-500 prospects per agent (3,600-6,000 pieces per mailing), with the
campaign running 90-150 days.

All mailings featured offers for a free white paper plus an invitation to a
free seminar. Response channels included a telephone number, fax number
and business reply card. Recipients were also invited to respond online via
a personalized URL (PURL).

Follow-up email campaign: Those recipients who supplied an email address

received a follow-up message including an offer for a second free white paper.

Measurement: By securing a higher-quality mailing list and delivering
more relevant and targeted messages, the insurance company increased the
quantity and improved the quality of its sales leads.

Metrics used to evaluate effectiveness, improve performance and measure
ROI included:

e New leads generated by mailings

® Response rates to individualized campaigns

e Number of meetings scheduled (tracked by agents)

e Number of new buyers (tracked by agents)

o Response and click-through rate on PURLs

e Seminar attendance

e White paper downloads and requests
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ADVERTORIAL - An advertisement in a
print newspaper or magazine that has the
appearance of a news article.

SALES CYCLE - The process from the
beginning to the end of a company’s
relationship with the client starting from
collecting contact data to attempting to get
referrals at the end of the cycle.

RETENTION RATE - The percentage of
customers who continue to make purchases
from one period to the next.

PERSONALIZATION - The process of including
personal references in outgoing mail pieces
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Sherpa, 59 percent of B2C and 90 percent of B2B emails are viewed with images turned
off. If readers see only a box with a red X, it’s often a quick trip to the trash.

such as greeting by name or references to
Contact the marketing pros at Insty-Prints when you're ready for new past actions by the client.

growth strategies.

ADVERTISING ELASTICITY - The relationship
between a change in advertising budget and
the resulting change in product sales.

Click-Through Rates - Put links in highly visible locations in the email layout so they
are easy to find. Also, stay away from simple “click here” links. Instead, try something
like, “10 Ways to Generate Leads” and make that the clickable link.




