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I used a combination of an email campaign and attendance at a
Trade Show recently to get a 14.8% success rate for a client.

Here's how it happened.

The Trade Show
−−−−−−−−−−−−−−

I attended a major trade show recently, the International
Online Show in London. I wanted to follow up a very
successful email campaign I had put together for a client.

The client is an information consultancy, who wanted to
extend their operations by obtaining a small number of
representation agreements in Scandinavia.

The Online Show, a Business to Business show held in
December, focuses on Online Information and the Internet.

It consists of meetings and seminars, together with an
exhibition which brings together the major information
suppliers from around the World − online hosts, major
publishers, software houses, a few ISPs, and so on.

The Show visitors are information users − 20,000 or so
information professionals, librarians, end users,
consultants, academics and students − from all over the
World.
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It's an event where the exhibitors are keen to show their
latest product offerings, to meet customers and to
investigate the possibilities of forging new deals.

I wanted to use the Show as a way of meeting several
companies on one trip, and in one place. The alternative
would have been a number of expensive trips to several parts
of Europe and the USA.

The Email Campaign
−−−−−−−−−−−−−−−−−−−

First, we sent out a mailing shot, by e−mail, to 54
companies , who we thought would be interested in being
represented in Scandinavia.

8 organisations responded to the mailing, all of whom wanted
to meet at the Show. That's a response rate of 14.8% − a
great performance.

8 meetings were held, all of which were followed by offers
of representation agreements.

The client is now following up with the offers of most
interest.

−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−
So, why was this specific campaign so successful?
Here are some of the reasons:
−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−

1)HIGHLY TARGETED
The campaign was highly targeted − at just 54 companies,
from the USA and other parts of Europe, who we knew were not
represented in Scandinavia.

2)SPECIFIC EVENT
It was aimed at a particular event, the International
Online Show, where we knew a number of relevant prospects
would be attending.

3)SOMETHING VALUABLE TO OFFER
It was aimed at companies who had an interest in selling
online information services to the business and academic
sectors, where my client had a wide range of existing
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contacts.

4)GOOD TIMING
The timing was good − it was sent out in the week before
the Show, when the exhibitors were absolutely focused on
what they wanted to get out of the Show.

5)MANAGEABLE FOLLOW UP
The number of companies approached was a manageable
number, and resulted in a number of successful responses,
which could all be followed up in the 3 day duration of the
Show.

6)REASON TO SAY "YES"
The two step approach − a mailing, followed up with a
meeting at a venue they were definitely going to attend,

made it easier for them to say "yes" to a meeting.

7)DEMONSTRATION OF CREDIBILITY
The subsequent meeting was an opportunity to demonstrate
credibility and confidence in the client's ability to
deliver the desired result − new business from Scandinavian
customers.

8)POWERFUL SALES LETTER
And the Sales letter was a powerful invitation from an
organisation with access to a customer base that each of the
companies would like to reach, without them having to devote
expensive resources to starting from scratch.

It needed to be good. It was being aimed at business
professionals, who are notoriously difficult to persuade.

You can see it here at http://www.informationcity.com

I highly recommend this combination of trade show and email
campaign. With a little thought, I'm sure many of you can
mould such a strategy to your own business circumstances.

Stuart Urwin is a business and internet consultant. He isalso the publisher of "Information City", the
FREEelectronic newsletter, which gives specific pointers to theInternet resources you need to make
better businessdecisions every day: Grow your company. Sell more. Savemoney. Manage your
business more effectively.http://www.informationcity.com To contact Stuart,
mailto:stuarturwin@informationcity.com
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Direct Marketing Strategies for Holiday Email Promotions

By Richard Cunningham

Tis the season to leverage customer interest data for successful email marketing.

All of the information gathered throughout the year from customer purchases, customer feedback
surveys, and other behavior offers direct marketers necessary direction for conceptualizing a
successful email campaign.

Further, these customer data strengthen email promotions, ensuring the best possible message targets
each individual customer. In the audio book, "Sound Advice on Email Marketing," author Peter
McCormick sites the example of a sporting goods retailer that uses customer knowledge to devise a
series of successful promotions. Offers for discounts on golf clubs, golf vacations, and pro golfer
apparel specials speak to a particular set of customers' affinity for golf.

As with any direct mail campaign, one key to optimizing customer response is compelling each
customer to open the email. Here, McCormick says attention to the email subject line is crucial, and
suggests one winning strategy is to incorporate the call−to−action - what you want your customer to do
- into the subject line. McCormick says, "Don't let your message get lost on the customer. The key to
making the message obvious to the customer begins with a dynamic call to action in the email subject
line that is carried throughout the body of the email."

For the golf fanatic, combining knowledge of recent purchases with a call to action might result in a
subject line, `John, pack your new clubs for these golf vacation discounts'. Within the email promotion,
the body content would reinforce taking specific action on these discounts - from clicking to learn more
about the featured golf resorts to reserving accommodations and tee times.

According to McCormick, "Leveraging this [customer] data with the correct promotion is the key to a
successful email campaign."

Peter McCormick offers advice on email marketing strategies each week in the free audio newsletter
from What's Working in Biz,

Richard Cunningham is a principal of What's Working in Biz,

, a publisher

of business audiobooks and online audio programs on marketing, sales, and small business strategies.

Direct Marketing Strategies for Holiday Email Promotions
The Dangers Of Highly Leveraged Trading In Forex
How to Use the Web to Boost Trade Show Traffic & Profit
Trade Show Banners: Right On Target
Getting The Most From Attending A Trade Show
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Copywriting Crash Course
Postcard Collector Software
Email Spider Software
Stamp Collector Software
Fixer−Upper Fortunes
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