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Today . . .

• We will examine this in the first hour:
� 1. Vision – what are you trying to achieve

� 2. Plan – importance of marketing planning

� 3. Identify – to identify your target customers as groups

� 4. Segment – understanding which customers to target

� 5. Communicate – how to reach customers

� 6. Measure – why you need to measure your results

• We will then examine . . .



Today . . .

• We will examine this in the second hour:
� 7. Design – good design or nice design

� 8. Content - what you say

� 9. Form - how you say it

� 10. Techniques - to increase response

� 11. Apply the 3 W Formula

� 12. Meeting buyers – 37 buyers looking for local suppliers



The marketing cycle



Vision Plan Segment CommunicateMeasure

Building blocks



Identifying your customers





• Business type (SIC codes)
• Location (postcodes)

• Size
• Budget

• Job function
• Named person
• Purchasing history \ responsibility

• Mail responsiveness

Identifying your customers



Identifying why your customers use you



Ask your current customers? - 1

• Why do you buy from us?

• What did you do before you used us?
• What made you change?

• What one thing would you improve?



Ask your current customers? - 2

• What magazines do you read?

• What exhibitions do you attend?
• What trade associations do you belong to?

• Could you recommend me to a company you 
might benefit from our product?



What is a customer worth to me



What is a customer worth to me?

• First order value?
• Annual order value?

• How many years?
• Gross profit margin?

• Lifetime worth?



How much should \ can I spend ?

• How much did you spend on your last 
marketing campaign?

• How many leads did it produce?

• What is the cost per lead?
• How many of these leads did you convert?

• What is the cost per converted lead?
• That is YOUR cost to acquire a customer.



Two ways
to communicate





Reaching your customers

• The best methods . . .

• Mail – acquire new leads
• Email – up selling current customers



The internet and e-mail

• Advantages:
– Cuts costs
– Short time scales
– Drives web site traffic
– Personalised
– High click through
– Real time



10 things to know

• Do the maths – what is cost per action?
• Develop a test plan – use a 3rd party broadcaster
• Work on the subject line
• Use first 6 lines
• Consider text only to optimise
• Segment audience
• Personalise message
• Have many response channels – not just web
• Get contact details at a minimum
• Remember the forward to a colleague referral







What should I expect . . .

• 2% Hard bounce 
– quality of your data, your reputation with ISP 

• 3% Soft bounce 
– Out of office etc

• 30% Open rate 
– your first six lines

• 9% Click through rate 
– ensure personalised content

• 10% Conversion rate 
– pre-populate, incentivised





Other electronic marketing

• Not for today, whole course on this but . . .
� Social media
� Linked-In
� Twitter
� Google ad words
� Search engine optimisation
� Online advertising – banners etc
� E-newsletters





Direct mail

• Selecting list is all important
• Your own list vs buying a list
• Relevance
• Quality vs cost
• Selection criteria : SIC codes, geography, 

mail responsive, named person, media, test









13 proven ways to increase response
• Increase response rate by - Single sheet 

stand alone leaflet, no covering letter, 
personalised, stamps, handwritten, pre-print 
response details, make response easy, offer 
an incentive.

• Reduce your costs – mail sort\alternative 
carriers, code response, examine print and 
enclosure costs



Other methods to reach customers?



Reaching your customers





Two way
communication



UU



You have 3 seconds































A.I.D.A.A.I.D.A.



• Attention

• Interest
• Desire

• Action



Headline!

80%



Writing headlines – 6 rules

• 3 seconds to capture attention

• Benefits
• 10 words

• Clarity
• Which means that . . .
• test



Remember the 3 W Formula

• WHAT am I selling?
– be clear express benefits

• WHO am I selling to
– know your customers

• WHY should they buy? 
– benefits & motivators





Meet the Buyers

“To ensure that local 
businesses are given every 
chance to access the
opportunities in Gatwick 
Diamond Area and to meet 
major new potential 
customers from across the 
region.”

Picture here



How “Meet the Buyer” works

• The reverse of an exhibition 

• Buyers outline what they want to buy

• You select the buyers you wish to meet

• We pre-book all appointments

• Pre-event briefing and training

• Buyers occupy a Private ‘buyers booth’

• Sellers meet buyers by appointment only



• Venue – Arora Hotel, Crawley

• Thursday 30th June, 9am-5pm

• Over £9 million created over last 8 years.

• Last year events was attended by just under 30buyers 
and 150 suppliers . . . over 1,400 appointments!

When and where?



The results

• Suppliers met 10 buyers each
• 1 in 4 suppliers won business
• 2 in 3 buyers placed business
• 97% of suppliers said range of buyers was good or 

better
• 100% of buyers said range of suppliers was excellent or 

good
• 95% of suppliers achieved purpose in attending 
• 90% of suppliers attend again



Buyers confirmed for 2011

• 3D Reid

• Alpha Flight

• Amalga

• Balfour Beatty Group

• Blackjack Promotions

• British Airways

• Carillion UK

• Chisholm & Winch

• Cofely GDF Suez

• Crime Reduction 

Initiatives

• MoD

• Mitie FM

• Morgan Sindall

• OCS Ltd

• Osborne

• Pasta Real

• Thales

• Varian Medical

• Vinci Construction

• Air Division

• Willmott Dixon

• Damovo UK

• DHD Engineering

• Electric Centre

• Forza Doors

• Gatwick Airport

• Gatwick Construction

• Honeywell

• JLC Automation

• Kier Southern

• Labtherm Scientific

• Mace



What are they looking to buy?

Architectural Utilities Fire and Safety

Service Design Property
Services Health & Safety

Building &
Construction

Transport and
Logistics Telecoms

Environmental 
Services

Plant &
Equipment IT Hardware

HR & Training & 
Education Electronics Office Suppliers

Advertising Mailroom
Equipment Recruitment

Relocation and 
Removals

Tool and Plant
Hire

Vehicle purchase 
& leasing

Communications Waste
Management

Facilities 
Management



What next?

• Cost to attend is discounted (usual cost £450)
– £115 plus VAT (less than 10 employees)
– £140 plus VAT (11to 50 employees)
– £165 plus VAT (51 to 250  employees)

• Companies outside of the Gatwick Diamond Area the 
price is £450 plus VAT.

• Book today and benefit from:
• Ensuring your place - only 160 places
• Priority on appointments



So how do the professionals do it?























Thank you


