
SPEC IAL  OFFER ! 
To help you harness the power of direct mail, we are offering 
a FREE guide with secrets to more powerful campaigns. 

You'll learn:

• How to avoid the biggest mistakes 
in direct mail

• Rules of thumb for generating 
better response

• Five essential creative principles

Contact us today to receive your 
guide, “Direct Mail Essentials: 
How to Improve Your Response 
and Generate More Business.” 

Marketing strategies in 2010 will need to 
address the diversity of consumers’ recession 
experiences to be successful, according to a 
recent study by Decitica Marketing Strategy 
& Research. The study concludes that many 
have accepted the creation of a new “normal” 
in the marketplace, rather than just a cyclical 
phenomenon.

CONSUMER INSIGHTS
The research identi� es four distinct consumer 
segments emerging from the recession:

• Steadfast Frugalists – The least brand 
loyal, this group is most committed to self-
restraint and makes up about one-� fth of 
American consumers.

• Involuntary Penny-Pinchers – Representing 
about 29% of the population, their new-
found frugality was forced upon them. 
Marketers will � nd them a challenge to 
motivate because of their diminished 
spending power.

• Pragmatic Spenders – About one-third 
of Americans, this group has above-
average wealth. They are most attractive to 

marketers as they are most willing to renew 
former spending habits.

• Apathetic Materialists – With attitudes 
changed the least by the recession, they 
are mostly males in their 20s and are 
an attractive target for youth-oriented 
marketers.

BUSINESS RELEVANCE
For b-to-b marketers, it’s time to survey 
how the landscape has been altered – for 
your competitors and your customers. Do a 
thorough competitive analysis. How have your 
competitors’ pricing and brand positioning 
changed? Are they even still in business?

Now examine your customers and ask 
yourself  two key questions: How relevant are 
your products and services in meeting your 
customers’ current needs? Do your marketing 
strategies deliver relevant messages?    

SEE INSIDE… for ways to evaluate B2B or B2C 
customer needs and how to ask for valuable, 
business-boosting referrals.

Marketing, Meet the New ‘Normal’
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SMALL BUSINESS              
& SOCIAL MEDIA 
If you think it’s time to add social media 
strategies to your marketing plan, you 
aren’t alone:

57% of small business owners said 
tough economic conditions were 
“very” or “extremely” important 
in their decision to use electronic 
social media as part of their business 
strategy.

65% feel more comfortable using 
digital social media than they did one 
year ago.

52% said online security continues 
to be a top concern preventing them 
from embracing new social media 
technologies.

Companies less than fi ve years old are 
more concerned with fi nding business 
services and getting advice on starting 
and managing their business using social 
media.

Sage North America and AMI-Partners 

Here are a few marketing terms you’ll 
want to know that will have you sounding 
like a pro: 

Buckslip – A small piece of paper 
included in a direct mail package meant 
to draw attention to specifi c information.

Call Out – Short block of copy used 
to describe something in a graphic or 
illustration, often with a line connecting it 
to the highlighted item.

Compiled List – Type of mailing 
list created by collecting names 
and addresses from public records, 
directories and other sources. The least 
targeted type of mailing list.

Offer – The deal you propose to 
a potential buyer to encourage a 
purchase. The offer could be special 
pricing, a guarantee, free gift or 
informational piece.

Response Rate – The number of 
responses to a direct marketing 
campaign divided by the total number 
of people who received the offer.

Segmentation – Dividing potential 
buyers into smaller groups based 
on buying patterns or demographic 
information.

Read On 

• Greening Your Small Business: 
How to Improve Your Bottom 
Line, Grow Your Brand, Satisfy 
Your Customers – and Save the 
Planet, by Jennifer Kaplan

• The Social Media Bible: Tactics, 
Tools, and Strategies for 
Business Success, by Lon Safko 
and David K. Brake

• What the Dog Saw: And Other 
Adventures, by Malcolm Gladwell

• Googled: The End of the World 
as We Know It, by Ken Auletta

MARKETING TALKWord-of-mouth speaks volumes

Your customers or members form a range 
of opinions and perceptions about your 
products, services, pricing and more. It 
used to be they told a friend or a couple of 
associates when they were unhappy. Now, 
they can instantly tell thousands (even 
millions), thanks to the Internet.

Customer surveys can help you uncover 
valuable information about perceptions 
and attitudes. Surveys can help you to: 

• Preserve recurring revenue

• Identify process breakdowns 

• Respond to dissatis� ed customers

• Detect competitive strengths and 
weaknesses

• Pinpoint opportunities for product/service 
expansion

• Set customer-focused goals based on 
� rsthand feedback

• Document customer testimonials 

TYPES OF SURVEYS

Asking the right questions and in the right 
format will yield the type of information 
you need to mend a challenged relationship 
or identify new sales opportunities.

There are two primary types of surveys: 
open- and closed-ended. Open-ended surveys 
are typically used when the respondent’s 
own words are wanted or when the surveyor 
doesn’t know all of the possible answers 
in advance. A closed-ended survey is used 
when you want to rank responses or when a 
statistical analysis is needed. 

Here are a few of the most common 
question formats:

• Likert-scale (Attitudes) – Respondents 
are asked to indicate how closely their 
attitudes match the question or statement 
on a rating scale (“Strongly disagree” at 
one end of the scale; “strongly agree” at 
the other end)

• Multiple choice – Used when you want 
respondents to pick the best answer or 
answers from among a � nite number of 
answers  

• Ordinal – Helps to rate features in relation 
to others (“Rank from 1 to 5 your favorite 
XYZ…”)

• Categorical – Best when the answers are 
categories and each respondent must fall 
into exactly one of them (gender of a 
respondent)

• Numerical – Useful when you want to 
collect real numbers (age, time frame, etc.)

Want answers? Ask the right questions 

COMPILED
LIST

MARKETING TALK
Buckslip

Here are a few marketing terms you’ll 

O
 er

Great customer relationships don’t happen 
overnight. It takes your steady, consistent 
delivery of a quality product, service and 
experience that drives long-term trust – and 
purchasing. 

For today’s skittish spenders, minimizing 
the risk associated with a new business 
partnership is paramount. Anything you can 
do to bolster con� dence among prospects 
early on is more important than ever when 
dollars are carefully watched and results are 
expected.

Nothing soothes a skeptic like a positive 
referral from a reliable source. According to 
Yankelovich, a leading consumer research 
company, consumers trust friends more 
than other sources when it comes to product 
recommendations:

• 65% trust friends

• 27% trust experts

• 8% trust celebrities

During the next decade, 84% of marketers 
say that building customer trust will become 
marketing’s primary objective. (1to1Media 
survey)

Give your current customers an incentive to 
become a trusted organizational ambassador 
that will bring you new customers. Consider:

• Savings certi	 cates/rewards – Offer your 
referring customer a free or discounted price 
on a product or service that is new for them.

• Business gifts – Thousands of business-
related or personal items at every price point 
make gift-giving easy.

• Appreciation events – Why not host a special 
customer appreciation event, like a golf  
outing, theatre experience or luncheon?

And, don’t forget your employees. Satis� ed 
workers are one of your best sources of 
positive word of mouth. Treat them right and 
they’ll treat you right.

See the pros at Allegra 
for marketing strategies 

that will keep your 
customers satisfi ed.

To set up your own customer communications 
or incentive program, contact your Allegra 
representative today.

Gen X + Gen Y= Buying Power
Tech-savvy. Flexible. Diverse. Gen X and Gen Y are mostly grown up and making and 
spending money. And, they’re prime targets for marketers who understand what makes
them tick.

Generally speaking, offering multiple options will win you approval from these groups as 
they are more likely to have a ª exible work arrangement and home life.

More so than previous generations, Gen X and Y are racially, ethnically and culturally 
diverse. Multi-media campaigns that include Internet, direct mail and traditional advertising 
tactics with relevant messages will be most effective.  

The X Factor

Born between 1965 and 1976, Gen Xers embrace a combination of online marketing 
and direct mail, according to recent studies. A skeptical lot, Gen Xers want an offer that 
provides a level of comfort in moving forward with a purchase, like a satisfaction guarantee.

Compared to previous generations, Gen Xers are said to be suspicious of “slick” marketing, 
preferring straight-shooting messages and evidence to support advertising claims.

Genuine Y

Who’s Gen Y? They’re a diverse group born between 1977 and 1994. Gen BuY authors Kit 
Yarrow and Jayne O’Donnell say marketers should involve this age group in the process and 
speak with them rather than to them.

Having grown up reading less and viewing more, Gen Yers want fewer words and more 
visuals when it comes to marketing communications. The most successful marketers use 
technology to get close to Gen Yers, they’re authentic and transparent, say Yarrow and 
O’Donnell.

Other research suggests the generation:

• Likes free samples and trial periods

• Prefers the best price, not necessarily the 
best quality

• Wants to research products online

• Trusts peer reviews

See the pros at Allegra 
for cost-effective ideas 
to reach all of your 
target audiences.  


