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The most important marketing weapon any business needs is their own opt in mailing list. Why?

To answer that, first we must define what opt in means. An opt in list as | use the term is a list of
people and their addresses (can be either snail mail and/or e-mail addresses) that you built yourself.
These are the contacts who have come to your web site and have requested information from you. Or
they have responded to an ad you placed either on line or off line. The particular way they contacted
you is not really important for this article but the fact that they requested your information is. They have
given you consent to send them information.

Why is it important that they have requested that information? The answer is NOT what most of you
are probably thinking right now. I'm not talking about Spam here. The importance lies in the
subscriber's receptivity. If | request information | will be much more inclined, first, to read it and,
secondly, to follow through with it.

A side bar here! The fact that some government agency or your ISP disapproves of my marketing
tactics is not relevant. What is important is that, sending mail to someone who did not request it, that is,
someone who did not show any interest in your information, is counter—productive for YOU and a waste
of YOUR time, YOUR effort and YOUR money.

| want to stress the word "information™ here. Your subscribers did not request to be bombarded with
nothing but blatant advertising. If you use your list to send ONLY advertising, your list will disappear
very quickly. Most people get enough pure advertising via their mail (and for this article "mail" includes
both snail mail and e—mail) to last them a lifetime. They really are not asking for more.
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What you need to provide for your list is important, valuable, and relevant content. The criteria you
must use to determine if this content is valuable or important or relevant is not whether YOU think it is,
but whether your subscribers think so.

How do you determine what your subscribers think is important or valuable or relevant?

First of all, the demographics of your list will give you some general ideas. When you set up your list,
you must define a "target market" Who do you want on your list? Not specific names, but you need to
pick some specific characteristics) you want all your subscribers to have in common. Perhaps, they
should all be dog owners or hot rod fanciers or people who raise bees.

This target market is defined first of all by what area of expertise you intend to specialize in. Are you

going to be an expert in martial arts or marital relationships? Once you have defined your area of
expertise, then you ask yourself, "Who will be interested in this information?" Try to narrow this group
down as much as possible. But do not overdo it or you will have such a narrow target market that your
list will never grow to a sufficient size to be profitable.

Once you have defined your area of expertise and your target market, then you can get a pretty fair
idea of what your content should be, at least to begin with. It helps if you start subscribing to other
newsletters that target the same subscribers you do. This will give you a more specific idea of the kind
of content you need to develop. But, let me stress again, this is only the starting point.

A side bar here! If you've followed the seven steps of developing a guerrilla marketing plan that I laid
out in an earlier article, these three questions should already be pretty much answered in that plan.

Now that you have decided on the area of expertise, the target market, and the type of content you
want to provide, the question becomes: How do | provide that content? The most obvious answer is
through your own newsletter. But there are other options as well.

for instance, you could publish a series of reports or a book. You could write a column for someone
else" s newsletter. You could do a radio or television show. You could do a series of audio or video
tapes. Or you could do the on line equivalents of any of these. But there is one important factor
common to any and all of these possible tactics.

Your content must include original material written and developed by YOU! It certainly will not hurt to
have material by acknowledged experts in your field, especially if their advice corroborates yours. But
you must include ORIGINAL material. The more original material you can develop, the better in the
long run for you.

Why is original material so important? It goes back to the question we raised at the beginning about
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what an opt in list is and why an opt in list is so important, which we never finished answering.

Having your own list of people who requested YOUR information allows you to build credibility for
yourself as an expert in your field. But that works only if your content is your own ORIGINAL content. If
you provide too much content written by others, you only build THEIR credibility with your subscribers,
not yours! It is YOUR reputation as an expert you want to develop, not mine or anybody else's.

Besides, it was YOUR information they were requesting, not mine, not anybody else's. Give them
YOUR information — information which is valuable, important and relevant and original. This will build
their trust and confidence in you!

That trust will be useful in two ways for you, but that's the subject of the next article!

This article is copyrighted by 3R Marketing. All rights reserved. You may use this article in your
newsletter as long as the article is left intact and that the author information and this disclaimer are
included.

Please send me a courtesy copy of your newsletter if you do use this article. Send it to:
mailto:reprints@3r—marketing.com

John Botscharow is editor of the Web Guerrilla Journal and the R Market Daily. He is also one of the
partners in 3 R Marketing. Visit them at http://www.3r—-marketing.com and subscribe to one or more of
their marketing newsletters.

The 10 Commandments of Guerrilla Marketing Design

By Roger C. Parker

Guerrilla Marketing Design is more an attitude than a system of do's and don'ts. It's an attitude that
emphasizes the efficient and memorable delivery of information.

—First Commandment: Purposeful

Guerrilla Marketers view design not as a matter of subjective likes and dislikes but as a strategic tool
intended to achieve specific goals. Guerrillas avoid unnecessary decoration. Every mark on the page
must serve a purpose. Guerrillas make design decisions based on how efficiently their designs
communicate a desired message to a specific audience.

Guerrilla Marketing design begins with a plan, based on careful analysis of message, audience and
competition.
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—-Second Commandment: Recognition

Guerrilla Marketers refuse to get lost in a crowd. They know is it better to stand out and be recognized
rather than confused with their competition.

Guerrillas recognize that their customers and prospects are bombarded with thousands of competing
messages each day. Accordingly, Guerrillas choose colors, typefaces and layouts that project a
distinct, easily recognized image that sets their message apart and accurately reflects their values.
Their designs project a consistent image throughout all of their marketing. Consistency is achieved by
using a unique combination of colors, type and layout throughout their print and online
communications. This consistency multiplies the impact of their marketing dollars.

—-Third Commandment: Readable

Guerrilla Marketing Design is reader—friendly design.

Guerrillas recognize that readers are in a hurry and that anything that interferes with easy reading
sabotages the delivery of their message.

Guerrillas make reading easy by paying close attention to typeface, type size and line spacing choices.
They take painstaking care with spacing, hyphenation and punctuation. They carefully avoid design
traps like setting entire words in upper case or overusing white text placed against gray or black
backgrounds.

Color is never allowed to interfere with easy reading.

—Fourth Commandment: Emphasis

Guerrillas know when to whisper, when to shout.

They use design to help readers separate the important ideas from the supportive facts. They use the
tools of emphasis to make their message's information hierarchy instantly recognizable.

—Fifth Commandment: Simplicity

Guerrillas design to Simplify.

Guerrilla Marketing Designers recognize that readers quickly can lose interest when reading extended
text, like articles, memos, newsletters or proposals. Accordingly, Guerrillas maintain reader interest by
breaking information into manageable, bite—sized chunks using techniques like segues, subheads, lists

and sidebars.

Simplicity also involves restraint. Guerrilla Marketers recognize that "less is more" when it comes to
emphasis. They exercise extreme discretion before making typeface, type size, type style or color
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choices.

Guerrillas recognize that one outstanding photograph communicates more than three average
photographs.

—-Sixth Commandment: Instant Communication
Guerrilla Marketing Design is visual.

Guerrillas strive to replace words and sentences with story—telling visuals. These include charts,
graphs, lists, organization charts, tables and timelines that communicate at a glance.

Guerrillas use visuals to quickly communicate comparisons, relationships and sequence.

Guerrilla Marketers understand that words alone are not enough to ensure marketing success. The
presentation of the words has to be as finely—executed as the words themselves.

Guerrillas understand that design is not a mystery, nor is it a cure—all.

Rather, design is a fundamental business competency that can be mastered when the right resources
are chosen and properly utilized.

Roger C. Parker is the $32 million dollar author with over 1.6 million copies in print. Download the
remaining four of the 10 Commandments of Guerrilla Marketing Design here:

The 10 Commandments of Guerrilla Marketing Design
To Lead or Not to Lead?

Do You Build Or Buy? (Tips On Leadgeneration)

10 Killer Ways to Promote Your New MLM Program
Marketing's Greatest Enemy

Free List Pro

The Gurubuster Doubler
Name Branding Syndicator
The Classified List
Guerrilla Mailer
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