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9 Touch Points of Effective Marketing

By Ann DeVere

Almost ALL advertisements fall short of the advertiser's expectations and most of them are just a
plain waste of money! How can | say that?

Just look around, you'll see ads everywhere. How many of them actually make you stop and pay
attention. Not many, right? Why? Because most of them only look good. They DON'T:

- Capture the attention of the target market

- Give enough information to make the decision making process easy

- Minimize the risk of taking the next step in the sales process

Every successful marketing campaign MUST reach the prospect at these 9 Touch Points to avoid the
most common & costly mistakes!

As you will see, the design of a successful piece of marketing material is not that hard to put together.
The goal is simply to get your message across in the clearest way possible.

Effective copy is fundamental for the success of any marketing material. For a marketing piece to be
effective, it only needs to contain the elements described below:

1. Grab their attention

Fight for their attention with a powerful headline that brings up emotion! Depending on your product or
service, and your target market, your headlines should promise them one of two things: Promise to
take them away from their problem or promise to bring them towards pleasure.

- Dentists remind us that our untreated cavities will lead to loss of our teeth

- Cosmetic Dentists focus their advertising on how beautiful our smile will be if our teeth are straight
and "pearly white". How confident we will feel...

Think about your target market, what's their state of mind? Are they more likely to take action to gain
pleasure? Or to make the pain they're in go away?
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2. Shake their confidence in what they are doing NOW!

OK, you've got their attention. For you to keep your prospects' full attention, so they will continue to
pay attention to your message, they need to wonder:

- Are they getting the best possible service or product for their money?

- Are they doing enough?

- Are they doing the best they can?

3. Build their confidence in you

Now that you have shaken their confidence in what they are doing, you need to build their confidence
in you...

- You have to prove you have the solution to their problem.

- You've got to convince the prospect that you are good at what you do and that you're qualified to

solve their problem.

- Show them how your product is something they can count on to do what you promise.
- Prove to them that your product can do what you promise. Start by telling them:

o How you differ from the competition?

o What are your credentials?

o Do you have documented test results?

o Do you have a very high percentage of satisfied customers?

o Do you have professional recognition from peers within your field?

4. Wow them with your service

You may be the best at what you do or have the best product but if your customers can't get a hold of
you when they need you, how valuable are you? Here are some examples:

- 24 hour hotline — to answer common questions

- Do you make house calls? (especially if it's not the norm in your industry)

- Do you offer one on one service, convenient hours or pickup & delivery — going that extra mile brings
great rewards

5. Address and Overcome their objections

It makes no difference what business you are in; there will always be objections to buying what you are
selling. Most often the biggest objection is the price. You should confront them head-on by explaining
why it's worth paying your price. You need to put their fears to rest before they will be ready to buy.

6. Remove the obstacle of risk with your Guarantee

Most people associate the strength and the length of the guarantee with the quality of the product. It
can make or break the sale, the longer your guarantee the better your chance of making a sale. The
guarantee also says that you are an honest business person.
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7. Roll in the testimonials

What others say about you carries much more weight than what you say about yourself. Make sure
you testimonial addresses a problem your customer had and how they benefited by your product or
service. The more testimonials you have the better.

8. Make it easy to contact you

Provide your prospects a reason to contact you and makes it safe and easy to do. The easiest thing is
to offer a FREE consultation or demonstration. This type of an offer appeals to the consumer's
curiosity and at the same time minimize the risk to them.

9. The Win — Win bonus pile-on

Offer Special Bonuses and discounts for those who act NOW! Your customers win by getting a special
value that they normally wouldn't get. And you win by making a sale. You have to make them think
about how much value they are getting for their money. When the perceived value of the product or
service exceeds the perceived cost, you have successfully tipped the scales in your favor.

As you can see, designing effective marketing materials requires a great deal of preparation. | can
promise you this: if you follow these guidelines I've just presented to you, you will immediately increase
your response rates and ultimately your sales. How high a response rate you get depends on how well
you've applied this 9 Touch Point System to your marketing message.

Qualify your prospects BEFORE you spend any money marketing to them!

How often do you receive an expensive, classy looking direct mail ad for a product you don't need? No
matter how fancy the package you will NEVER buy anything from that company, so why don't THEY
know that? Simple, they never took the time to qualify you as a potential prospect. Smart marketing
starts with investing your money where it will bring you the best return.

To find out about Developing YOUR Marketing Blueprint and successfully marketing your business go
to:

http://MarketingBlueprintDeveloper.com

Marketing is all about understanding your customer. When you know what your customer wants —— you
are in the unigue position to develop a marketing message that addresses their wants and needs and
easily walks them through your sales process.

Ann DeVere is a senior partner of NORconcepts; a San Diego based Marketing Firm. Ann customizes
small business marketing, helping other entrepreneurial business owners learn to put their marketing
and advertising dollars to the best use and how to recognize their full potential. Visit
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www.anndevere.com
to discover the crucial pieces of information to develop your marketing tool that

guarantees your success.

Frequency Marketing Will Boost Sales
By Gauher Chaudhry
Frequency Marketing Will Boost Sales by Gauher Chaudhry

How often do you keep in touch with your past customers to
announce a new product or service? Have you developed a
relationship with your customers since their initial purchase?
Do you consistently reward customers for their repeat business?

Frequency marketing is simply identifying high value customers
and building a solid relationship with them. It is also a very
effective way of branding your product or service. Itis a

proven fact the developing relationships with your customers
will increase sales and reduce expenses.

Reduce expenses?

Yes, acquiring new customers always costs more money than
selling to your existing customers. Most companies do not
realize the power of their in—house mailing lists.

Frequency marketing has been around long before the Internet. A
prime example of frequency marketing are the many
"frequent—flyer" programs. Many airlines offer free air miles

if you travel on their planes. This is their method of building

brand loyalty.

Should you implement frequency marketing in your marketing
efforts?

Frequency marketing is a long—term strategy that requires
commitment. Unlike promotions that may last only weeks,
frequency marketing programs could last for several years. If
you cannot make this type of commitment, then it will be tough
to develop a successful frequency marketing strategy.

The rewards that you offer should be of value. Here are a few
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more examples of frequency marketing:

Credit Card Contests — Some credit card companies are offering
you a chance to win prizes. Everytime you use your credit card,
you are entered into the contest.

Stamp or Points — Companies will give you stamps or points that
can be redeemed for brand merchandise. (e.g. Pepsi Points)

Contest and Games; Companies provide games or contests which
require the player to make repeat purchases. (e.g. McDonalds
Monopoly)

You do not necessarily have to offer a tangible reward. Studies
indicate that rewards such as special treatment or recognition
provide a stronger bonding impact.

Be genuine about your rewards. How many times have you
received

a "preferred member" plastic card with a toll-free number on the
back? Where is the value?

Don't promise the world. If you cannot deliver on your promise,
you could seriously damage you reputation and credibility.

When conversing with your customers, you should do it genuinely
and not generically. Sending a letter that starts off with

"Dear Valued Reader," will not be as effective as "Dear Jim,".
Remember you are trying to develop a relationship. Frequency
marketing communication is one—to—one, not one—to—a million.

The most important aspect of a successful frequency marketing
program is to add "real" value to your customers. You have to
look at your product or service and decide whether it warrants a
repeat purchase. If you do not offer a high quality product or
service, your frequency marketing strategy will fail miserably.

Frequency marketing is not for all businesses. They usually

apply to business that have a high need for repeat business.

You should also be in a business where it is hard to

distinguish between you and your competitors to effectively use

a frequency marketing strategy. If you have a monopoly in your
business, it does not make sense to implement a frequency
marketing strategy. Everyone has to purchase from you no matter
what.
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The downside to frequency marketing is that once all your
competitors realize how successful it is, they will jump on the
same bandwagon. Pretty soon, the whole strategy becomes
meaningless if everyone else is doing it. That is why a
frequency marketing strategy needs to be well thought out and
constantly reapplied or revamped.

Frequency marketing is still in its infancy on the Internet.

There are many programs evolving at this moment. There will
be a lot of companies implementing this long—term strategy into
their marketing efforts. Will yours be the next?
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