MARKETING CAMPAIGNS

are you reaching your  market quickly  with your key messages?

marketing campaigns can dramatically increase your reach.
In many companies, a sales team is the primary method faaching out to the market. Salespeople call pspects and customers,
but they can only do so much in a dayMarketing campaigns can dramatically inease your each.

Simply put, a marketing campaign is a series of touches to your market to communicate a key message. The key vgdiseries”
since it frequently takes multiple touches for your audience teaognize your message andeaspond.

Marketing campaigns include many types of media: KEY STEPS FOR A CAMRIGN:
w  Email, seach, banners and other onlinenarketing Generate campaign ideas and strategies
w Publicity w Identify all of the business goals that will need marketing
w  Direct mail support. You may need campaigns t@enerate and nuture
w  Telemarketing prospects, sell diect or through a channel, or market to

existing customers.
w Trade shows and events 9

w  Print, radio and other “traditional” media w  Evaluate ideas and options: traditional sales activities, internet

It's always best to stat with your company annual goals and marketing, telemarketing, diect mail, email, publicity and moe.

develop campaigns to meet thos@umbers. For example, when you Target your audience

know how many new customers you need, you can calculate how o . .
w  With more specific taigeting, you can speak mae directly to the

many leadsyou’ll need, then design campaigns to generate those . .
prospect and raise your esponse ratesin the process.

leads thioughout the year

Deliver one or two key messages and your call-to-action
With solid planning, a jolt of aeativity and focus on meas@ment,

you'll be in a stong position for success. w  If you include every detail about your pduct and companyit’s

easy for prospects to becomeoverwhelmed. Just move a

uantify your goals .
Q fyyourg prospect one step at a time.

w  Plan your campaigns to meet your annuawenue and volume . . . .
y paig y w Be creative yourmarket is bombaded with messages dailyso

oals. For example, if you# trying to generate 100 new . .
g P y mingtog grab their attention and engage them.

customers, figue out how many leads you'll need and when

you'll need them. Plan to measur e

w  Think about how you'll use dirent media. For example, your When you measur your campaigns, i easier to gain budget
sales team may be able to generate 30%f your leads though approval the next time apund. You'll also knowexactly which
prospecting; the est may come fom telemarketing, email, programs produce the highest eturn.
direct mail, seach marketing, webinars, trade shows and mer w  Establish how you'll measereach campaign. If thez are

variables you can’'t measu, decide how youwill account for
those results.

w Identify how you'll capt the data you'll need — unique phone

numbers, unique URLS, etc.
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Plan your fulfillment

w

Your fulfillment pocesses can help or huryour close rate, so
make sue you outline your equirrments. For example, if youl
running a campaign wher prospects request a softwae demo
and it doesn't arrivefor a week, your pospects may lose

interest.

Continually test and impr ove

w

Even on a small campaign, you can evaluate your ad, cofist

or other factors before you spend yourentire budget.

Choose a subset of your list or two versions of an ad; test them
in small quantities and choose the besine for rollout. Then you
can test a second variable against the winner in the first test.

Keep the testing cycle going and track youesults over time.
You'll impiove your esponse rates andreturn on investment.

Give us a call (203) 254-8556 or email us at
hello@palmer-farrington.com for help planning your marketing

campaigns.
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