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One of our jobs as mstess is to enhance
the way a customerdels &#out a band and
its products and sgices bgond just using
them.

How do we g aout binging a band to
lif e for the consumer?

When | look & a band and begin to
cregde a bands messging, | imagine a
house The upper lbor represents the
brands epression of wvha it stands
for...the bands mission stiment. This
expression usuajl takes the érm of long
TV spots thado nothing mae than &tol the
virtues of the kand sudr as the Nik
expetience of “PLAY, or the Disng
experience of‘MA GIC” as ekamples.

The floor belawv is wher the bands
actual poducts and seices ae shevcased
This is the wrld of thirty-second commer
cials and poduct pmt ads, which arwe
intended to mak us avare of a poducts
differentiged dtributes,suc as an adadr a
specifc nev Nike shoeor an avareness ad
for a nev Disney film.

The net story down is really where all
the action is.This is where the bands

hard work gets donewhere a customes’
relaionship with a band eally comes to
life...thpugh diect maketing Here, the
brand has the lance to eadh out to
consumes and cedae a dialgue from
consumer to tand and band to consumer
because this is mere the band has
the dchance to demonste it really
undestands wa you need and he its
products or sesices can help qu cope
better This is wher most consumsr
really experience the band This is tuly
where a band Ives via Diect-Response
Marketing

Direct-Response is arim of ad/ertising,
just as banding is adrm of adrertising and
awareness bilding is a brm of advetrtising.
But only Direct-Response aditising uses
all the media in its comuonicaions,sud as
TV, print, mail, radio, telephone and the
Intemet.

But wha you’ll see with Diect
Marketing is tha overall, it is a little bit
more of a ational sell, with a geaer
emphasis on comuamicaing the ofer and
the call-to-action thanemeal advertising.



Wha are the basics of Dect-Response
marketing or dialgue maketing?

* Direct Maketing connects the
consumer dectly to the maketer

* Direct Maketing comnanicaes the
sales mesgg and povides a esponse
device (phone nmber/URL) though
which consumes can hy.

» Retail stoes or distibutors ae not
needed

Here’'s a qui&k compaison of Geneal
Advettising versus Diect Maketing:

* Both sell gpods and seices

» Both gpeal to lage goups of
consumes

* Both use poduct diferentigion and
segmentdion

* Both gproad consumes thiough
mass media

* Both reflect a band imae for the
product

But thee ae some pmary differences:

Direct Response

Targets specit individuals

Estalishes a dialgue

Sells to indviduals though diect
channels (TYprint, mail, telephone
Intemet)

Identifies customex by name address,
purchasing behaor, shamg common
charmacterstics

General Advertising

Targets goups

Credaes monolgues

Sells to goups though indiect dannels
(TV, print, OOH)

Identifies huyers as a gup

Finally, Direct Maketing is totaly
accountale. Because of asponse deces
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(telephone mmber mail suweys, etc) we
can tadk the impact of a campaign almost
immedidely to shav which offers and
credive works and viich doesrt.

Because Dect-Response @vk is so in
toudh with consumes, with the dialgues it
credes and the da it genestes, it can be
more in toud with a consumes’ wants and
needs than another brm of comnuni-
cdions piogram.

But nav I'm going to s§ something thia
IS going to piss dfa lot of people her this
week in Canneslhe adertising industy is
facing a paadigm shift. Until ecenty,
mary major adertisers gpproadied busk
ness as a and hilding ventue. Their
philosoply...get the band to be top of mind
and people will by. They invested millions
of dollars in adertising with specifc
comnunicdion goals...tha if they could
read a specit number of peoplethe ight
number of times thenusiness wuld thive.
Velry little emphasis was placed on cen
sumer vants and needs.

More maketess ae realizing tha the
deger, longerlasting connections consu
mers deelop with their band is through
Direct Maketing They are also ealizing
the cost accountdlity of Direct vs. Genal.
So moe and moe geneal adrertising
dollars ae shifting to Diect Maketing

But the ley to good maketing comnu-
nicdions is tha you nmust connect with the
consumer so thyewill pay atention to wat
it is you're trying to s§. How do we do th#?

Lester Wundeman, the founder of
Wundeman and the man o is cedited
with inventing the pactice of Diect
Marketing, really deines the best &y to
break though and connect:

“The consumenot the poduct nust
be the heo.

You nmust meet a customerspecit
needs and ing value to tha



customer in adter for him to
purchase pur product and
remain lgyal to your brand”

| think tha the pultic is willing to give up
their dtention to agertisers who gve them
something in @tum. Credae a simple &lue
exchange. “Entertain me tead me tell me
something | vant to knev. Make me laugh,
suppot events tha interest me Il
watch/pay attention/I'll open the mail
padage, if you tell me something leally
care adout’

Becauseatfter all,all we're tiying to do is
to tum wha the dient wants to sg into
something the consumeramwts to hear

It is the elevance of the mesga thd
sepates ¢gnerl adrertising from Direct
Marketing Direct Maketing through this
relevant connectiong¢reaes dialgues with
consumes. Geneal ad/ertising creaes
monolaguesWouldn't you rather be spoén
with than be spaén to?

So ny deinition of good maketing is one

tha makes a connection with the consumer

through elevant cedive insights.“Good
credive is elevant cedive” And in no way
am | sgying “mediocre” credive. Did you
know tha 70% of all avard winnes & the
CannesAdvertising Awards Festval ae
examples of dectve adertising?

But thee is a dilemma. He can ve crede
this relevance?There is so mich dutter out
ther. It's said thathe aerage consumer
sees ver 2,500 maeeting messges a dg
Tha hurts my head to think laout it. What
do you remember fom yesteday’s
onslaught?

It's ironic because togain a world where
we ae moe seemingl connected thanver
before with cell phonespdas, etc—it's
getting moe and moe difficult to read us.
| don’t mean in the carentional sensebut
in a way tha truly gets our #ention.

So we need to bekde to cede work tha
will truly break though,make a connection
and be elevant. Lets consider ho to get
relevant and mad a connection with ehof
our media oppdadunities.

Let's stat with Direct-ResponséV.
There ae thiee components taeg DRTV:

* First,why do people sit in bint of the
TV? To be entanined
So successful DR/ must entetain

» Secondy, DRTV must male a elevant
connection with the consumer

* Thirdly, one nust male the ofer
relevant to the idea of the comnoal
A DRTV spot tha runs a banded
messge for forty-five seconds and
then thows in an ofer thd’s not
relevant to the idea of the spaotjll
neither commnicae the band
messge well, nor the ofer well

When its done ight, it will crede
something | cal'BrandedAcquisition” A
fangy name 6r a commasial tha builds
brands and sells the fef sinultaneousy
and seamlesgl

But heed the adge of efectve
advertising; you still need a god ideaAnd
the acid test of aapd idea iscan it suvive
the onslaught of title cds and phone
numbes? | beliwe you cant kill a good
idea simpy because it has a phonember
on it.

The pint area is vhere Direct-Response
and gnenl adertising ae most similar
The ony difference is thathe Direct piece
will have a nuch more poominent ofer and
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call-to-action than its eneal countepat.
They both still will need gciting, credive
headlines and visuals to neakha initial
impact to beak though the tutter.

With mail, the key component is an tdr
and a cedive eecution tha will break

through the ltter and cause someone to

open the pdage. If the pioject can dbrd
it, an intiguing pa&age will help stge the
offer, much like a stoybook pesents its
stowy. If the poject is a simple emlope

make sue the headline connects with the

consumer and thefefr is n@er undestaed

Another thing &out diect maketing is
tha, while it can work on a poject-by-
project basisjt works best as a pcess...a
selies of commanicaions with a pospect or
customer

At the center of the press is the
knowledge base of the consumé&nd eat
stge of comnunicaion leads to ne,
deeger insights and leaing, to dive future
marketing eforts.

So wha does this all mean?The
combindion of entetainment and da-
driven insights can ede a elevance tha
will really reson#&e with the taget and
produce saledVhen both a& used prpety,
DR can sell as mcefuly as gneal
advertising. Frankly, | think DR sells better
than geneal adrertising.

When all this hppens just ight, the
brand will become something thaan @
beyond just a one-time sale of aopuct.
It will become an actie entity in a
consumes life. This then cedes eped
and long-time customsrwilling to patner
with a band and gpw with it. And what
client wouldn't want tha as an endesult?
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