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Fast  Facts
�� 84% of people remember the advertiser on a promotional 	
	 product they receive. 

�� 42% have a more favorable impression of an advertiser 	
	 after receiving an advertising specialty. 

�� Nearly one quarter indicate that they are more likely to 	
	 do business with an advertiser on items they receive.  

�� Most respondents (62%) have done business with the 		
	 advertiser on a product after receiving it. 

Source: Advertising Specialty Institute®

With the myriad options available, it can 
be difficult to decide the make-up of your 
marketing mix. If  you’re like most and need 
more bang for your buck, it’s best to focus on 
the fundamentals.

MARKETING MUST-HAVES    

What impression do you want to give your 
target markets? Are your customers and 
prospects getting an accurate sense of what 
you do and your organization’s style? It all 
begins with professionally-produced identity 
materials.

The basics of your print communications – 
business cards, letterhead, note cards, invoices 
– should reflect your brand and its image. 

Same goes for your Web site. It should clearly 
depict who you are and why someone would 
want to do business with you. The content 
should be easy to find with user-friendly 
navigation.

Also be sure to make frequent updates. 

����������� Include customer testimonials 
on your site to validate your sales messages.  

For your customers who don’t shop online, 
printed sales materials are vital. Whether they 
are stacked on your counter or distributed as 
leave-behinds on sales calls, people appreciate 
and value printed materials. 

Looking for new business opportunities? For 
lead generation, not all media options are 
created equal. Consider your budget, goals, 
target markets and what each choice has to 
offer when making your decisions. 

Finally, you should have a focused, ongoing 
means of staying in touch with customers and 
key prospects to minimize random acts of 
marketing that are costly and ineffective. 

SEE INSIDE… for a more in-depth look at 
some of the marketing essentials for today’s 
successful small business.  

Marketing 101: Back to the Basics 

BE STRATEGIC
Research, plan 
and execute for 

measurable results 
and an enviable ROI.

I N  T H I S  I S S U E
Sales Literature 
Arm your sales force  

Lead Generation Program 
Uncover new business

Customer Communications 
Strengthen key relationships
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Create a Matrix to Track 
Your CUSTOMER CONTACT

Sales literature that lands in the hands of 
your best prospects is a hard-working tool of 
successful marketers – even in the digital age. 

New product information, comprehensive 
business proposals or trade show packets 
deserve a proper presentation. 

Here are some of the basics of sales 
collateral:    

capabilities package – This is typically 
a pocket folder with insert pages. Be 
sure to include a cover letter specifi c to 
the customer or prospect. Also include 

industry-specifi c article reprints to demonstrate your interest in and knowledge about their 
business challenges. 

Brochure – A visually-appealing, well-written piece should highlight the benefi ts of doing 
business with you. Use your brochure as a fulfi llment piece for inquiries. And, include them in 
your capabilities package. 

Product specifi cation or sales sheets – With today’s digital printing technologies, product 
and pricing sheets can be easily updated with the most current data. 

For high-impact design, see the experts at Allegra today.

Protect your most valuable organizational asset – your current customers or donors – by 
setting up and following a customer contact plan.  

The objective is to fi rst, segment your customers: inquirers, one-time buyers, multi-
purchasers and dormant accounts. Then, plan your communications with them based on 
their sales potential to optimize the value of your efforts.  

By using a simple customer contact matrix, you can clearly see how to direct your 
resources in time and dollars where they will be the most productive. 

For example, inquirers may get six emails, one direct mail piece and one phone call 
annually. But, your best customers who make multiple purchases may get 12 emails, six 
direct mail pieces, six phone calls and one sales visit each year. One-time buyers and 
dormant customers will have a different combination of contact points. 

Know that you’ll want to have some fl exibility that allows you to announce special sales 
or promotions. 

Key coNsIDeRATIoN: Keep your customer information clean and accurate. Be sure to 
enter data correctly from the start, and standardize your format of business addresses. 
Use data-cleansing software regularly, and make it easy for your customers to give you 
updated information.

With a contact strategy in place, you can be sure your market is effectively covered. 
Under-communicating with key customers or over-communicating to prospects or fi rst-
time buyers becomes a thing of the past. 

Ask the pros at Allegra to help you create 
a coordinated customer communications 
plan – and harness the power of print.

weB sITe oR 
leAD mAcHINe?  
your web site can do more than serve 
as an electronic company brochure. 
Put it to work as a lead generator by 
following these quick tips:

• Include a call to action like   
 “Register now.”

• make the registration form short  
 and easy to complete. collect   
 just the basics: Name, company  
 name, email address and phone  
 number.

• Feature an offer such as a free   
 white paper download or personal  
 consultation.

• Have a plan in place for timely   
 follow-up to qualify site visitors.

From branding beginner to marketing 
maven, here are a few terms you’ll 
want to know: 

Brand image – The perception of 
your product or your company by the 
consumer.

market share – The percentage of a 
product category’s sales in terms of 
dollars or units, obtained by a brand, 
line or company.

80-20 rule – A rule-of-thumb that, 
for the typical product category, 80 
percent of sales will be attributed to 
20 percent of the customers.

Target market – The intended 
collective audience of an advertiser’s 
message. 

Direct response – Promotions that 
ask recipients to directly respond to 
the advertiser by mail, telephone, 
email or visit to a Web site. 

unique selling proposition – The 
unique product benefi t that the 
competition doesn’t have. 

Read on 

• The New Rules of marketing and  
 PR: How to use News Releases,
 Blogs, Podcasting, Viral   
 marketing and online media to  
 Reach Buyers Directly, by David  
 Meerman Scott 

• words that sell, Revised and   
 expanded edition: The   
 Thesaurus to Help you Promote  
 your Products, services, and   
 Ideas, by Richard Bayan

• Positioning: The Battle for your  
 mind, 20th Anniversary edition,  
 by Al Ries and Jack Trout

mARKeTING TAlKHAVe A well-ARmeD 
sAles FoRce

Spending too much time with people who 
cannot or will not buy is one of the top 
reasons sales people falter.    

That means improving your sales team’s 
performance is as simple as having a steady 
source of good leads. Easier said than 
done, you might think. Or is it?

An effective lead generation program can 
be yours. Follow these fi ve steps:

1. set campaign objectives.

 Marketing objectives typically involve  
 the number of leads, the quality of  
 leads, cost per lead, a specifi ed time  
 period for leads to come in and  
 conversion of leads to sales.

2. select the most effective media.

 Defi ne your markets and market  
 segments. Look at their characteristics  
 and match them to available media that  
 delivers your message with the least waste.

3. Develop a compelling offer.

 Motivate response by offering a  
 personal benefi t to the recipient such  
 as “buy one, get one ½ off,” or a solution  
 to a business problem like a guide with  
 “12 Ways to Improve Email  
 Deliverability.” 

4. Plan for response management.

 Inquiries should be fulfi lled no later  
 than 24 hours after receipt. Studies  
 show that the faster the fulfi llment  
 materials are received, the more likely  
 the lead is to be qualifi ed. 

5. Qualify the responses and nurture  
 leads. 

 Find out if  the prospect is ready to 
 see a salesperson by asking  
 qualifi cation questions on your  
 response form, or use a follow-up email.

5 steps to uncover New sales leads 



see the printing pros at Allegra for nurturing program ideas that keep you in 
touch. 

MARKET
SHARE

mARKeTING TAlK
Target Market

From branding beginner to marketing 

SHARE
Brand
Image

Regular communication 
ensures you'll be in touch 
when they're ready to buy.


