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Submitting questions to speaker

Submit question at any time by using the “Ask a
guestion” section located on lower left-hand side
of your console.

Questions about presentation content will be
answered during 10 minute Q&A session at end
of webcast.

Technical difficulties?
Click on “Help” button
Use “Ask a question” interface

© Blum & Company 2007



© Blum & Company 2007



Difference between attention and
no-attention

Difference
Difference
Difference

petween seen and not seen
petween read and not read

petween response and

NO response
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Weird Decision based on reading

People look for a reason to sever
attention

People look for reasons NOT to
respond

DANGER!
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2. The eye
zeroes in on
things that are
out of place.

Make the eye go
where you want
— the brain will
follow.
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4. “Free”
seen
even in
light grey
6-point
type
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6. Photos not seen first necessarily on web —
and once seen tend to be ignored.
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6. Photos not seen first necessarily on web —
and once seen tend to be ignored.

7. Corporate can’t be boring if you want response.
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9. Five
times as
many
people read
the
headline as
body copy
— have one!
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9. Five
times as
many
people read
the
headline as
body copy
— have one!

10. Strive
to design
to get the
entire
message
delivered
in the
headlines
and

subheads.
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12.
and graphically highlighted copy on
sales letters — in 11 seconds

Readers scan only hot spots

Eye-stops on an 11 Second Letter Scan
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10.
11.
12.

Who is writing to me?

How is he addressing me? What
does he want?

Who has signed the letter?

Should | read the letter?

Of what benefit will the letter be for
me?

Why is he writing to me
specifically?

Do | need this?

How have | deal with this need in
the past?

What benefit does this offer me
now?

Who can prove this?
How can | find out more?
What should | do?
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14. The P.S. is
graphically important —
Looking for it pulls
readers to last page of a
multi-page letter.
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14. The P.S. is
graphically important —
Looking for it pulls
readers to last page of a
multi-page letter.
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Marketing Sherpa
moved the box to
the left from the
right and sold
significantly
more.

16. Don’t assume
you know. Be
ready to test.
Direct can be
counterintuitive.
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Form
redesigned —
25% greater
response
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Reply options: BRC, unique URL
Quantity mailed: 19,000

Internet response: 60%

BRC response: 40%

Use the Web to
supplement traditional
response mechanisms
or vice versa
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124%
greater
readership
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concise &
Scannable
Example
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Plus Forrester Research recommends:
Call to action above the fold

Bold headers

Single-line bullets to describe and link
to each piece of content offered
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Over-sized envelopes generally produce more response but
they also cost more — the average increase in response

of 20-30% may not be enough to offset increased cost to malil

Use #11s and #12s in business-to-business to stand out from
the rest of the mail while still letter-size

#10s good for business-to-business
#14 still within letter-size but more promaotional
6x9’s look promotional — less used in B2B than B2C

Rates, Fees, Physical Standards from Domestic Mail Manual
http://pe.usps.com/text/dmm300/ratesandfees.htm#wp1023384
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Focus on the
call to action —
put "glitzy”
images and
beautiful design
in the service of
a selling
strategy
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Focus on the
call to action
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Simple design is an asset
in this ad, underscoring
the emotion and
storytelling that are the
great strengths of the
fund-raising concept.
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If you have any guestions at all,
please e-mail webcasts@dgusa.com

For information on future Dynamic
Graphics Magazine webcasts, visit
www.dynamicgraphics.com/webcasts
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