Youth Marketing

What Madonna can teach you

The youth market is a tough
audience to reach. Tastes,
attitudes and technology shift at a
speed that can often bewilder the more
mature marketer.

If you don’t keep up, your message
— and how you deliver it — can look
stale, old and irrelevant to an Ameri-
can teenager. And you could lose
potential lifetime customers forever.

So how do you get their attention?
Try following these Five Ground
Rules for Successful Youth Marketing:
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1. Say it LOUD!

Bright colors, big headlines and
humor in your message work best with
teens. Butit’s the clever ads that really
get the best responses.

2. Try new media.

Kids and teens are usually the first
to embrace new technology. So why
not test new media that your audience
is already using? The results may
surprise you!

3. Be responsible.

Thanks to the Internet, kids to-
day are more socially aware than
previous generations. Fifty-five per-
cent of teens actively participate in vol-
unteer work in their communities. If
your company is doing something
good in the world, they want to hear
aboutit. When T-shirtretailer American
Apparel positioned themselves as the
anti-sweatshop choice, sales among
teens exploded.

3. Keep it real.

Kids are smarter than many market-
ers give them credit for. They don’t
want you to paint an idealized world
for them where your product takes
center stage. Your message has to
be real. Show diversity, solve actual
problems teens face every day and
demonstrate clearly that you really
know your audience.

4. The power of celebrity.

Celebrity endorsement can trans-
form the success of your campaign.
Celebrities are spokespeople for the

younger generation. They have the
power to set trends, shape attitudes and
sell entire brands. The challenge is
picking the right celebrity. Remember
Ground Rule #3 and make sure the
alliance will make sense to teens.

5. Involve your audience.

This is a generation of “joiners.”
They want to participate and share
their opinion — and technology today
can make this happen. So think about
how you can get your audience in-
volved in your campaign. What works
for online user-generated encyclope-
dia Wikipedia can work for you.

What about Madonna?

Bottom line, you need to under-
stand this young audience. What made
you tick as a teen may not hold true
today. Madonna knows this. Her
brash, individualistic Material Girl
image would not stand well with
today’s teens. Her extraordinary suc-
cess over 25 years has been maintained
because she moves with the times.
Follow Madonna, and you’re on the
right track. s
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Tips |

Clip these tips for
high performance direct!

Who's on your
“A" list

Even when they know how important lists are,
many of the most savvy direct marketers glaze
over when they start to talk about different list
types. Here’s a brief overview:

Compiled Standard Lists

These lists consist of names and addresses
compiled from a variety of sources —
directories, newspapers, public records, trade
show registrations, etc. They often, but not
always, identify groups of people with
something in common. These lists also:

< Provide the highest counts.

= Offer the lowest cost per thousand.

= Often contain inferred information.

= Allow selection based on age and income.

Compiled Enhanced Lists

Also drawn from a variety of sources, these
contain additional information that increases
their value. They:

= Feature demographic and lifestyle
modeling and segmentation.

= Usually deliver higher response than
standard compiled.

= Have a higher cost per thousand.

= May include known responders.

Response or Responder Lists

Commonly called “mail response” lists, these
contain people known to be responsive to
direct marketing offers and give an immediate
advantage. They:

= Contain contact info for people who
responded to mail, telemarketing and/or
Internet offers — and will again.

= Typically cost more, since cost increases
as amount of information increases.

Subscriber Lists

These consist of known subscribers to magazines
or other publications. Their subscriptions indicate
specific, identifiable buying habits. These lists:

= Generate strong response.
= Generally offer a very small universe.
= Have higher cost per thousand. a



Need DM
help now??

Check out the
redesigned Hacker
Group Web site!

Even more information
you need:

= New case studies

= Added resources and
white papers

= High Performance Direct
archives

= News, events and
announcements

= Expanded capabilities

Job postings and more!

Check it out today at

www.hackergroup.com
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yield gold for cingular o

Creating new programs to support
untapped channels proves hugely successful
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Sometimes direct marketing works in
surprising ways. Cingular has a highly successful
direct sales channel in place that drives consumers
to a toll-free number to purchase. But when push
comes to purchase, intensive data analysis shows

of its own target audience and made it easier for
them to do business together.
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that over one-third of recent sales were actually
closed in a retail outlet.

The questions became, what is the best way to
identify these consumers who prefer face-to-face
interactions over call-center sales and how can the
targeting be refined so that mail programs could
reach these individuals to drive them to their
closest retail center?

Cingular combined this highly qualified list with
tested DM strategies in the offer and mailer design.

Whenever possible, the mailing was timed
to correspond to grand-opening events or the re-
opening of remodeled stores. This strategy proved
its strength time after time. Grand openings work.
They create excitement, generate traffic and put
people in the buying mood.
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Scannable Cingular
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More excitement was created in some locations
by announcing Cingular network improvements in
the area, such as the building of new cell towers. This

Uncovering an untapped segment
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Finally, the program used one other best practice
and removed as many barriersto purchase as possible.
The address of the nearest store was lasered at least
once on each package, along with the locations of
two other nearby stores. Most of the packages also
featured simple maps of the nearest store locations.
As a result, readers knew at a glance where they
could go to take advantage of the offer. s

Or sum ing er alismeleste edelore verit nulla feui tat,
DTl s oo porcing el sis dolor siFol ubseloer surn i
= euguarcstrud el et lun do

exer sl wat adizsur

result, Cingular was able to identify a segment of
people who preferred to shop in person, rather than
respond by phone. This is marketing gold — an
untapped audience with a propensity to purchase
in retail settings.
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result, Cingular has changed the way the market

operates. In doing so, it embraced the preferences
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Mystery offer sparks
curiosity and pulls
reader through piece.

Th .Puh\ etnaiion ol ol wRE TUU LETE Y
+ paut pvow phore 3rd e s o b s Chnetar W s e

Self-Mailer

This 5”x 77, folded, six-panel self-mailer pulls out all the
stops to drive traffic to the retail location. The party-theme
photography and graphics generate excitement and indicate
that visiting the local Cingular retailer will be fun and rewarding
for prospects.
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Personalized fields make
tracking easy and reinforce
the expiration date. Phone

is prominently featured.

Offer is reinforced.

Expiration date

drives urgency. Personalized map for

audience’s closest
Cingular retail store.
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Don’t be irrelevant!

Quick tips to develop effective
email personalization.

Every unsolicited inquiry your company
receives could be a lead, and a very
motivated lead at that. There’s no longer
any excuse for marketers to respond
with boilerplate email responses. Email
technology allows every touch to deliver
a relevant message based on building
blocks of content. Make sure your
message isn't irrelevant to your readers
with these quick tips:

Focus on better data collection.

Consider modifying forms to capture
key data points, such as product
interest, buying time frame, pain points,
competitors and product usage.

Don't talk about the wrong product.

Create short positioning statements
around specific products and keep it
simple and relevant to the inquiry.

Use the right offer at the right time.

Plan your offers to the buying stage
of your prospects. If they're just
researching, offer an educational
buyers’ guide. Contract renewal?
Try a solution checklist that puts
your competition on the defensive.

Tailor your talking points.

You can easily apply tabled copy

to email. Think about variable-driven
client testimonials, case studies and
client logos — all driven by prospect
data. Map key data points such as
job title, geography and industry to
your messaging content. Use default
copy blocks for unmapped variables.

Don’t think you have to do it all at once.
Each of these ideas can add to your close
rate. So consider starting with the basics
and raising your game over time.

HIGH PERFORMANCE DIRECT

Market intelligence z

lesting pays off for AAA —
now and down the road

We direct marketers think

we’re pretty smart. We know
what motivates people. We under-
stand their hidden desires. We use
powerful words and urgency drivers
to get them to respond.
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But sometimes we’re stumped
for an answer when we’re asked to
predict a winner.

AAA Mid-Atlantic is not just
a smart marketing organization
— it’s brilliant. It has almost four
million members — that’s 32% of
registered private-passenger vehicles
and 27.3% of households in the
region — a very respectable market
penetration. It takes smart marketing
— and a great product — to keep this
many members happy.

Most members want the Roadside
Assistance AAA provides. You may
not be aware that AAA Mid-Atlantic
also has many other products
and services available — including
auto insurance.

Being marketers, they keep an
extensive database that details more
than 150 different attributes of each
member, including age, whether
the member owns or rents a home,
an overlaid “wealth rating” based
on geography and more. Included
in these attributes is a variety of
transactional data, such as tenure of
membership, number and recency
of any Roadside Assistance calls,
and more.

So . . . which of these attributes

would make a member more likely to
want auto insurance through AAA?

The amount of data to look
through would be overwhelming.
And the predictions would only be
educated guesses.

Let the market decide.

Rather than taking a stab in the
dark, AAA decided to test across all
segments and let the market tell them
who was more interested in getting a
quote for car insurance.

A PowerTest™ was sent to a
random select of the entire database.

Three creative approaches were
tested.  Within those packages,
AAA tested two incentives against
no incentive for getting a quote.
And for one package, AAA tested
a coordinated email campaign.
Different test groups received email
only, mail package only, email before
the mailing, email after the mailing
and both pre- and post-email.

That’s a lot of testing and a lot
of analysis.

But what about the
list segments?

One of the most important things
AAA hoped to learn was which
segments are worth mailing.

Surprisingly, the recipient’s age
had little to do with whether he or
she asked for an insurance quote.
However, certain age groups did
respond better to different creative

Continued on page 8...
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