101 Ways to Improve Your Response

Dear Reader,

Alan Rosenspan & Associates has created, evaluated and reviewed thousands of direct
marketing packages for companies around the world.

They have included American Express, A&T, Dale Carnegie Training, Datawatch, IBM,
J.P. Morgan, PictureTel, Sybase, Travelers Insurance, The Boston Celtics, and dozens of

smaller clients.

Along the way — and at great cost — we’ve learned the big driving factors that most
influence response, and all the little techniques you can use to improve it.

In this booklet, we’d like to share some of those lessons with you.

Advertising legend David Ogilvy used to say that the difference between a great surgeon
and a good surgeon has nothing to do with their hands.

A great surgeon knows more than other surgeons.

We hope this booklet helps make you a better direct marketer, and that you find these
ideas and suggestions useful and valuable.

Sincerely,

Alan Rosenspan

P.S.  After you've reviewed these 101 ways, please visit our website at
www.alanrosenspan.com for additional ideas and suggestions.

The 7 Most Important Factors

You’ve been charged with doing a direct marketing program. It may involve direct mail,
e-mail, direct response advertising or even DRTV.

And you’ll be judged — not on how attractive it looks, or whether or not it is well-written
— but whether or not it works. What can you do to make sure you get a good response?



1. Focus your resources

You can’t sell everybody — and you probably don’t want to. You need to determine who
are the most likely prospects for your product and service, and focus on them.

Focusing your resources also means you’ll spend a lot of effort on your existing
customers. They are usually your best source for future business.

2. Target the right people

You don’t want to try to sell swimming pools to people who live in apartments. It’s not
only a waste of time and money — it can have a demoralizing effect on your sales force.

You need to make sure you are mailing to a list of “most likely” prospects. One of the
rules of direct marketing is that your next customer will look a lot like your last
customer.

3. You need a big idea

David Ogilvy said, “Unless your advertising is based on a big idea, it will pass like a ship
in the night.” In direct marketing, that ship will sink.

A big idea is something that will stop people — and get them to think. It is sometimes
about the product. It is often about the prospect or customer.

For an e-marketing company called BeNow, we wanted to do something dramatic to
create awareness and generate leads.

Our idea was to mail marketing directors a box. The outside of the box read “We’d like
to have a word with you.” Inside the box was a dictionary with a yellow post-it note on
top. The note said — “Look up ‘visionary.’”

When the prospect turned to that page, they found their name listed in the definition!

Before you send out your next direct mail package or e-mail — ask yourself, “What’s the
big idea?” If it doesn’t immediately come through, you may want to re-think it.

4. Make them an offer they can’t refuse

Remember the movie “The Godfather?”” Don Vito Corleone says, “I’ll make them an
offer they can’t refuse.” This should be the goal of your direct marketing.

The offer is not the fact that you have low prices or exceptional service. The offer is the
extra something that gets people to fill out the coupon, go to your website, visit your
store, or call your 800 number.



For a software company, we offered a free box of Dilbert mints.
We received so many responses, we had to stop the program.

The best part about this: we negotiated with the mint company —

not Dilbert. So we were able to do the mailing without paying

expensive royalties.

5. Credibility is Key

Even if you’re IBM, you need to prove your points and establish your claims — with
specific facts, examples, and case-histories. We also recommend using testimonials and
client lists.

6. Measure your ROI

Y ou should measure more than just your response, you also want to measure your
conversion.

How many leads actually became customers? How much are they worth? What was the
return on investment?

Measuring isn’t just a way to keep score — it can help predict the future. It shows you
what worked, what didn’t, and where is the best place to invest your marketing budget
going forward. And that’s why testing can be so important.

7. Use experts

Every time you send out a direct marketing package or even en e-mail, you are sending a
sample of your company.

You may think it’s just direct mail — but it may be the only part of your company that
someone will actually hold in their hands. You may think it’s just e-mail — but you’d be

amazed at how easy it is to offend a customer.

Before you trust your valued customers or your valuable prospects to an agency or
freelancer, make sure they know what they’re doing.

101 Ways to Improve Your Response

The Outer Envelope



1. Put a strong message on the outer envelope.

Some direct marketing professionals recommend a “blind: envelope. The evidence proves
otherwise. The book Million Dollar Mailings features 71 of the most successful direct
mail packages of all time. Almost without exception, they each have a strong message on
the outer envelope.

2. Use the back of the envelope.
It’s 50/50 that the envelope will arrive face-up on the kitchen table or the desk. Why not
use the back to further entice the prospect to open the envelope?

3. Ask a provocative question.

One of the world’s best copywriters, Bill Jaymee, created a famous outer envelope for the
magazine Psychology Today. He wrote, “Do you close the bathroom door, even if you’re
the only one at home?”

4. Highlight the offer.
If you have an irresistible offer, don’t run the risk of someone missing it. Put it right on
the outer envelope, and include a photograph of it.

5. Put the prospect’s name on the outer envelope.

Not just to address the envelope, but to get their attention. We developed a mailing for
Bay State Gas that targets people who have oil burners. The outer envelope looks like it’s
smudged with soot. It says, “Hey, Alan Rosenspan, are you still using that dirty old oil
burner?”’

6. Put their name in more than one place.

Apple sent me a terrific mailing addressed to: “Alan Rosenspan, Art Director. Alan
Rosenspan, Account Executive. Alan Rosenspan, Media Director.” They wanted to make
the point that their computers could be used for a lot of different tasks.

7. Test Fedex.
It can be expensive, but nothing has a better opening rate. One caveat, however. Make
sure you explain why you needed to send this urgently.

8. Test faux fedex.

Response Mailers is a company that offers dozens of different outer mailing devices that
look extremely important. You can even come up with your own “Express gram.” All for
a fraction of the cost of Federal Express.

9. Test Western Union.
This is ideal for getting out an extremely timely message fast. It also demands to be

opened and read.

10. Use a dimensional package.



Boxes always get opened. A/ways. Just make sure to include your name and company
very prominently. On the other hand, I’ve never had much success with tube mailings.
Once you open them, they tend to be hard to read.

11. Put a pen in the package.
At AT&T, we tested including a pen in a package versus the same package with no pen.
We increased response about 50%. Bics are cheap.

12. Put a puzzle in the package.

One of my clients is a software company called The MathWorks. They mail to engineers.
They’ve found that putting a clever puzzle in the package increases response
significantly. And they put their name on it, so they get more exposure when it’s passed
around the office.

13. Make your envelope stand out.

The average American receives 10 direct mail packages a day. Many of us receive much,
much more. So don’t look at your envelope up on the wall; look at it alongside a pile of
direct mail.

14. Add color to your envelope.
Many companies spend a fortune on color photography on their brochures. But some
prospects never even open the envelope and get to see it...

15. Version your envelope to your list.
Nothing will get a prospect to open it quicker than if it’s obviously for them. For
example, “Inside: a special offer for Creative Directors.” How could I resist opening it?

16. Test unusual envelopes.

We used a mock Inter-Office envelope for AT&T Alliance teleconferencing; a paper bag
for the “Direct Marketing on a Shoestring” Award show; a clear poly bag for another
client.

17. Dominate the mail.

DHL in New Zealand sent prospects the world’s largest direct mail package—an
envelope over 3 feet by 2 feet. Think of ways to make your package the most intriguing,
the most provocative, the most unusual one that your prospect will receive that week.

The Letter

18. Always include a letter.

I have never seen a self-mailer beat a letter package. Ogilvy & Mather Direct did
research and discovered that the letter is most important part of any direct mail package,
hands down. I believe it.



19. Make the letter look like a letter.
A letter is not a design project. Too many letters look like flyers or even brochures. It
should look like a personal one-to-one communication.

20. Make the letter sound like a letter.

A letter should be personal, private, even intimate. It should be written in a different
voice than the brochure. Think about it—it’s the only kind of advertising you will ever
write or even read that starts with the word “Dear.”

21. Tell a story.

The famous Wall Street Journal letter opens with a compelling story about two young
men. One becomes the president of his company, one the manager of a small group. What
made the difference? The Wall Street Journal. This letter has been responsible for over
one billion dollars worth of subscriptions—more than $1,000,000. a word!

22. Focus on the prospect - not the product.
It doesn’t matter if you’re selling gourmet coffee, satellites or super computers—people
would rather read about what you can do for them than about your product or service.

23. Write the letter in the first person.

Our control package for winning customers back to AT&T began as follows: “Dear
Name, I love a challenge. As the President of AT&T Consumer Long Distance Services,
I face them every day. And that’s why I’m writing you.” It won back over 1.2 million
customers without an offer.

24. Start the letter with a short sentence.

The easier you make it to begin reading, the more likely they’ll continue reading. A
heavy block of copy at the beginning of the letter makes it look like too much work to
read.

25. Version your letter to your list.

The most successful seminar package I’ve ever done had four different versions of the
letter. One to past attendees, one to no-shows, one to people who had inquired about our
products, and one to general prospects. The message was slightly different to each. The
letter is also the easiest and least expensive element to version.

26. Add a Johnson Box.

The Johnson box is the headline on top of the letter. It can include the main benefit or
highlight the offer. The research that I’ve seen shows that letters with a Johnson Box
outpull the same letters without by as much as 40%.

27. Treat the reader as a valued customer.

One of our most successful packages for AT&T Winback had this as a Johnson Box: “A
very special offer for our most valuable former customers.” It worked so well, we tested
it on lower value customers. Did it do as well? It did even better.



28. Be sincere.

Forget using jargon or snappy sales talk. Avoid acronyms. A letter should be a one-to-
one communication from one individual to another. If it doesn’t sound sincere, it
probably won’t work.

29. Add a powerful P.S.
The P.S. is still one of the first things people read. Use it to highlight the offer, or remind
readers of the main benefit of your product. You can also use it to version your letter.

30. Start the letter with a provocative question.

A great letter for Amore catfood began: “If you were on a cruise ship, and a giant wave
suddenly swept your husband and your cat overboard, who would you save first? If you
even hesitated, have we got a cat food for you.”

31. Make your letter longer.

How long should a letter be? There’s only one answer—as long as it’s interesting.
Remember that you’re not talking to everyone, you’re trying to find the 5% of your list
that will truly be interested in your

product or service. An Ogilvy & Mather letter for the QE2 World Cruise went to 13
pages before response started to fall off.

32. Involve the reader.

By asking questions, by making them imagine things, by testing them. Remember the
quote: “Tell me and I’1l forget. Show me and I’ll remember. Involve me and I'll
understand.”

33. Feature a great quote.

Whether it’s a testimonial about your product, or a great thought that’s relevant to your
message. Our most successful package for The Private Bank of Boston had several
testimonials from customers. One said “With the Private Bank, I have clout.”

34. Use a larger typeface.

Over half of all adults wear glasses. Even more as they get older. Yet even the American
Association of Retired People uses small type. Make sure you use a large, easy-to-read
typeface.

35. Have the letter come from the President.

The fact that he or she is writing will alert the reader that this is an important letter. Plus
most readers are flattered. (See #23)

36. Put the offer higher up in the letter.

Some writers treat the offer like a punchline to a joke. They save it for last. Make sure
your offer is in the Johnson Box, or at very least, in the first three sentences of the letter.
It’s the direct marketing equivalent of “Show me the money!”



37. Ask for the order more than once.

Any salesperson knows to ask for the order at least three times. Why should your letter
work any less? You will improve response if you tell people exactly what you want them
to do, and ask them more than once.

38. Add a yellow Post-it note.

It improved response for some of my clients by over 10%. You can even personalize
them, and place them on any part of the package. One technique is to put a yellow Post-it
note on a page that seems to be ripped out of a magazine. I received one for a diet
workshop that said this: “Alan, try this. It really works!” It was “signed” J.

39. Give them a way to respond in the letter.

If letters are so important—and they are—why force a reader to turn to another element
to find your 800 number? I usually put it in both the body of the letter and the P.S. and I
make it bold.

40. Underline the most important benefit.

Too much underlining and your message gets lost. Try underlining a single element of
your letter, such as the offer or the key benefit. The reader’s eye will automatically be
drawn to it.

41. Tell them what happens if they don’t act now.

Will I miss getting a raise or promotion? Will my garden wilt and die? Sometimes the
negative is even more persuasive than the positive. I did an extremely successful package
for a software company with the following outer headline, “ISO 9000. Will your
company fail?” It outpulled upbeat mailings.

42. Include a holiday or seasonal message.

Anything that helps make the letter “real” and not just advertising will increase response.
If you’re mailing during a holiday season, why not test wishing people a happy holiday?

You can also use the seasons in a different way. Our most successful sale for Toro snow

blowers came in the middle of August. With the temperature in the 90’s, the commercial
really got people’s attention.

43. Get emotional.

A recent subscription mailing for Business Week included two stickers. One said, “Yes, I
want what I’m entitled to!”” The other said, “No, give all my benefits to someone else!” If
Business Week can add emotion—you probably can too.

44. Tell them how many other people have responded.

One of our control letters for AT&T read as follows: “Even without the special offer I'm
about to present to you, over 10,000 people have come back to AT&T this week alone.”
Makes the prospect feel—I’m in good company.

45. Write to only one person.



Try to picture that person in your mind. It could be your spouse, your boss, your
competitor. Your letter shouldn’t be a speech, it should be a one-to-one communication,
even if it’s being mailed to a million people.

46. Include the word “you” as often as possible.

This helps you stay focused on the prospect and not your product or service. One creative
director I knew claimed she could tell whether or not a mailing would be successful just
by counting the number of times the writer used the word “you.”

The Brochure

47. Put numbers in your headlines.
“Saves you 3 times as much.” “5 times faster than the competition.” Numbers add
credibility to an ordinary headline. And use the actual number, don’t spell it.

48. Put captions under photographs.

Captions are the most-read part of an advertisement, after the headline. The same is
probably true for brochures. But don’t use captions to simply describe the picture—make
sure they include a strong selling message too.

49. Use pictures of people.

Humans are irresistibly drawn to pictures of other humans. And contrary to what you
might expect, men are drawn to men, and women to women. There is also some research
to support that we prefer looking at happy, smiling people.

50. Use charts to prove a point.

The most widely-read newspaper in the United States is USA Today. They make
extensive use of charts, graphics, and nuggets of information. Bottom-Line Reports has
been having great success with this technique for years. Would your direct mail would be
more widely-read if you did the same?

51. Use a striking visual.

Most advertising solutions are verbal—that means visual solutions really stand out. An
advertisement for disability insurance showed a photograph of a bear about to catch a
salmon. The headline said, “You probably feel like the bear. We’d like to suggest you’re
the salmon. Now let’s talk about disability insurance.”

52. Include a Q&A.

Even the best direct mail package will sometimes leave people with questions. A Q&A
format is an ideal way to anticipate and answer any possible objections. It also forces you
to “think like a prospect.”

53. Make the last question a call-to-action.



Your last question should sound something like this: “Q. I’'m impressed. What should I
do now?” Your last answer should include everything they need to act, including your
800 number. In my seminars, I call it “The Q&A Segue.”

54. Make them understand “at a glance.”

Prospects usually glance over your brochure before they start to read—or decide not to
read. If your main benefits and your offer are readily apparent at a glance, you will
probably increase your response.

55. Compare your product to your competitors.

Chances are, your prospect is evaluating several solutions. If you can do the work for
them and show them how you product or service compares, they might decide to buy
from you right then and there.

56. Compare your product to something else.

When I worked on the Steinway Piano account, we found out an astonishing fact. 40% of
all Steinway owners did not play the piano. They bought it as a decoration for their
homes or as an investment. Our brochure compared Steinway not just to other pianos, but
also to other investments such as fine wine and a Mercedes-Benz. We won a Gold Echo
for the results.

57. Compare your product to an earlier version.

The most successful advertisement I ever did for a software company had this as the
headline: “It’s even better than Training Administrator!” Of course, the product was the
new version of Training Administrator.

58. Include testimonials.
They can really add to your credibility, particularly if the prospect can recognize the
company names. Also, include any positive product reviews or public relations.

59. Use an unusual format.

A brochure does not have to be a simple rollfold. We used a paper airplane for an AT&T
mailing; a huge newspaper-sized broadsheet for a wholesale club; and a globe-shaped
brochure for another client.

60. Steal an idea from a children’s book.

My favorite format was a package I did for a large department store chain. They wanted
to feature three tops that mixed and matched with three bottoms. I designed the brochure
so you could flip the pages to see each top with each bottom. I got the idea from one of
my four year-old daughter’s books.

61. Use “progressive disclosure.”
Don’t give the reader all the information right away. Reveal more and more as they

unfold your brochure. Time-Life has been using this successfully for many years.

62. Use black type on light backgrounds.



That’s the way we were all taught to read. Avoid reversed-out type, except in short
headlines. Above all, make the brochure easy to read.

63. Put the 800 number in the brochure.

Why force your prospect to try and find it somewhere else in the package? This is
particularly important in business-to-business direct mail, where the brochure is often the
part they pass along.

64. Give them 10 reasons to act now.

People like lists—it’s one reason David Letterman is so popular. I did a highly successful
mailing for New England Business Services that included the “Top 10 Reasons Why
Contractors Lose Money.” And how to avoid them by using our product.

65. Give them a test.

Westar Home Security recently sent me a “Home Security Test.” I didn’t know I needed
a home security system until I took that test. It’s an extremely effective way to increase
response.

The Reply Device

66. Put in a photograph of the offer.

Even if it’s simply a free report. You need to show people what they’ll get. Sometimes
the offer can be a photograph. UltraSlim says, “Send us any photo of yourself, and we
will send you a computer-generated photograph of you at your desired weight!”

67. Put "sell" copy on the reply device.

I have a test that I call the “empty envelope” test. Basically, if your mail got opened and
everything fell out of the package except the reply device, would it 1) give people enough
information to respond, and 2) give people enough reason to respond. If the answer is
yes, you have a great reply device!

68. Offer something money can’t buy.

When we launched a sweepstakes for Quaker Oats, our prizes included breakfast with the
crew from a popular TV show. If you come up with an offer that can’t be bought or
duplicated, you might significantly increase response.

69. Personalize the reply card.
If you can only personalize one element of the package, make sure it’s this one. The
easier you make it to respond, the more likely people will.

70. Add a “lip” to the reply card.
This is an extra piece of paper that folds over on the right or left. This gives you a little
more room to describe your offer, or show a photograph of it. Some business magazines



ask you to save this as a “record” of your subscription, to highlight the fact that
professional magazines are usually tax-deductible.

71. Include a brief questionnaire.
People love to share their opinions, and questionnaire mailings often get a very high
response. Warning: keep it to no more than 7-9 questions.

72. Then put the reply card under it.
Why not put the reply card right on the same page, so that it naturally follows the
questionnaire? After all, your prospects already have a pen in their hands...

73. Thank them for responding.

This is particularly effective in fund-raising. It works because many people pick up the
reply device before they’ve decided whether or not to act. A simple “thank you” can help
push them over the edge.

74. Include “Yes” and “No” boxes.
For some reason, this seems to involve people and can improve response.

75. Include a “Maybe” Box.

I used this with great success in several mailings. My goal was to get people who were
undecided to hold up their hands. Of course, the danger was in possibly cannibalizing the
“yes” people. It didn’t. We found that for every “Yes”, we received an incremental 40
“Maybe’s.” Then we called every one of them.

76. Let them fax or e-mail their reply.
This is ideal for prospects who don’t want to call the 800 number, but want prompt
attention. It also may increase response. You should also offer an Internet option.

77. Include a moneyback or satisfaction guarantee.
You can mention it in several places, but you should show it on your reply card. Any last
minute hesitation from the prospect may be dispelled.

78. Personalize the offer.

Advertising Age used a cartoon on their outer envelope with this caption: “We need
someone with vision...creativity...and great marketing instincts. We need Alan
Rosenspan!” I thought this was the single best direct mail package I had ever seen—until
I realized not everyone had my name on their cartoon.

Inside, they offered me a full-size copy of this personalized cartoon with my subscription.
People love seeing their names in print, on coffee mugs, almost anything.

79. Include an 800 number.

But it’s a reply card. They mail it to us. Doesn 't matter. Some prospects may change their
minds about how they prefer to respond. Or they mess up when they write it. Why not
give them the opportunity to call if they need to?



80. Test a business reply-paid envelope.

Traditional thinking says you should only include a BRE when you’re asking your
prospect for credit card information. However, privacy has become such an issue that you
may increase your prospect’s comfort by offering them a BRE. And that would increase
response.

81. Offer a white paper.

A white paper is an report on changes in your industry, a look into the future, or anything
that has value to your prospect. It positions you as the leaders or experts in your field,
and can generate a surprisingly good response.

82. Offer a free “kit.”

Never offer “more information.” Package that information into a kit. It not only sounds
like a better offer, but it gives you the flexibility to change what’s inside, take out items,
or insert them as needed. You can even name the kit after your main benefit. For
example, for Putnam Funds, I created a “Cut Your Taxes” kit.

83. Use the word free on the reply device.
Make it big. There’s no better way to describe your offer.

84. Assign a dollar value to the offer.

You can use how much the average person will save, or how much you’d have to pay to
get something similar. You can even include how much it cost your company to develop
it. For example: “Our $500 report on trends in mutual fund investing—yours free!”

85. Give them a choice of offers.
It’s another way to involve your prospect. Do you want our coffee mug in green or in
black? But don’t give them too much of a choice—it could decrease response.

86. Put a deadline on the offer.

Remember that the role of the offer is to get people to act now.

A package for ChildReach has a yellow sticky on the reply form with a date, and the
number of children who need homes before this month. Make sure you give people
enough time to respond — but no more than 30 days.

87. But give it to everyone.

“Only the first 100 people to respond will receive this free premium” can be an excellent
way to get people to respond faster. However, you can also turn everyone else off. If you
do use that technique, I recommend that you give everyone the free premium. It will
make them feel good about your company.

88. Increase the offer if they act now.

The Kirby vacuum cleaner comes with a $500 discount—but only if you buy on the same
day they demonstrate it in your home. Otherwise, it’s full price. Anything you can do to
get people to act now, and not put it off until later, can increase response.



Miscellaneous

89. Mail a follow-up reminder.

One of the most successful programs we ran for AT&T included a short follow-up letter.
It read: “10 days ago, we sent you a letter about a very important offer from AT&T.”
Response jumped substantially.

90. If you use a teaser pre-mailer, make sure you include a way to respond.
Mailings to “announce” a mailing have never worked well for me or my clients. The
only exceptions have been when the “teaser” had a way to respond.

91. Test an interactive device.
Stamps and stickers usually boost response — and are certainly worth a test. Anything that
lets the prospect spend just three extra seconds with your mailing will increase response.

92. If you have news, use it.
The word “New” is almost as powerful as the word “Free.” And don’t merely mention
news, use it prominently throughout your package. It will increase response.

93. Make customer mailings look different than prospect mailings.

If your customer mailings look the same as your prospect mailings, you’re missing the
point. Because you know your customers, and they know you. Mailings to them should
look like you’re trying to assist them, and not trying to sell them.

94. Re-mail an old control.

Too many clients get tired of their direct mail packages faster than the public does. Find a
package that worked very well in the past, update it, and mail it now. You will probably
get a good response.

95. Change the format of your control.

Use the same copy, the same offer, and simply change the size of the package or the
format. This is particularly important when you’re mailing over and over again to the
same lists.

96. Test something every time you mail.
If you don’t, you’re not learning about what works for your market. You don’t have to
test a large quantity —just 10% of your list will usually do.

97. Add a lift note.
A lift note is anything that will “lift” response. In magazine publishing, it’s usually a
separate note from the editor who is amazed that you’re even hesitating about



responding. But it can be from a satisfied customer, or almost anyone. Make sure it
focuses on the offer.

98. Make the 800 number bigger.

Sound simple, but nothing says “Call me” like a bold 800 number. The smart cataloguers
put it on every single page. Does your direct mail have it on every single element? Why
not?

99. Make your direct mail look important.

This is particularly true in business-to-business. One way is to use the manila colored
envelope favored by the IRS and other government agencies. Your goal is to do
something that will make your direct mail package the first one opened that day.

100. Test offers aggressively.

After list, this is the second most important part of a direct mail package. I did a five-way
offer test for the MathWorks, where one offer outpulled the others 7 times over. The
winning offer was “Free! The 5 Most Requested Technical Briefs and Articles from The
MathWorks.” Why did it do so well? It was a no-brainer. People always want what
everyone else has.

101. Try for more than one response.

One of my clients uses a double reply card in every mailing. It reads, "One for You. One
for a Colleague." It lifts response an average of 40% -- for very little incremental
expense.

10 Ways to Improve Your e-Mail

e-Mail can still be a remarkable effective marketing communications tool. It is best used
when you want to reach people with news or timely information; to alert people or
remind them; and as part of an integrated campaign.

Here are some techniques that have proven highly effective.

1. First, get permission.

SPAM is absolutely unacceptable — even illegal. Make sure you tell people why they
received your e-mail.

2. It’s all about the offer.

Think of e-mail as an “electronic offer delivery system.” Put your offer in the subject

line, or at least the headline of the e-mail.

3. The subject line is king.



This is the most important element of your e-mail, and the one thing you want to test.
DON’T USE ALL CAPS or @#$%& — it looks like you’re screaming.

4. Avoid using the word “free.”
Or your e-mail may be blocked or filtered out. Instead of writing “Free Book™ in the
subject line, write “Valuable Book for You.”

5. Link at the top and bottom.
Putting a link at the top of the e-mail increases response. Why? Not sure — just do it.

6. Send people to a micro-site only.
If you send them to your regular web page, they don’t know where to look or what to do.
And you don’t capture their name.

7. Include an 800 number.
Some people print out their e-mails. Many prefer to call.

8. Offer opt-out options.
Always give them a way to opt-out — but be creative. Give them a choice of what they
want to receive, or when, or how.

9. Permission is not enough.
You want participation. Involve people. Test their knowledge. Give them something to
do. Your response will almost always go up.

10. What else can you use e-mail for?
It’s a great way to do surveys; a low-cost way to test different copy approaches and
offers; an excellent follow-up to direct mail, or for confirmation.

Our contact information is provided below. Additional information is available on our
website at www.alanrosenspan.com.

Please contact us at:

Alan Rosenspan & Associates

281 Needham Street, Newton, MA 02464

Tel: 617-559-0999, Fax: 617-559-0996, e-mail: ARosenspan@aol.com
www.alanrosenspan.com

Alan Rosenspan is the President of Alan Rosenspan & Associates, a direct marketing
creative services and consulting company.



He and his teams have won over 100 awards for creativity and results, including 18 DMA
Echo Awards. He has also been a judge of the Echoes, the Caples, the EDMA Best of
Europe Awards and the international judge of the RSVP Awards in New Zealand.

Mr. Rosenspan has been a direct marketing instructor at Bentley College for the past 10
years, and has also taught courses at the Ad Club. He is also published monthly by direct
marketing magazines in four countries.

He is a co-author of two books on direct marketing, and the author of Confessions of a
Control Freak, published in 2002.

Mr. Rosenspan has given presentations and led workshops in 19 different countries, as
well as for individual companies including AT&T, House of Seagrams, IBM, Kessler
Financial Services, The MathWorks and other organizations.

He is the creator and presenter of the “Improve Your Direct Mail in One Day” workshops
and the “Creative Strategy in Direct Marketing” Seminar course for the DMA.

Mr. Rosenspan is a past president of the New England Direct Marketing Association and
a former “Direct Marketer of the Year”
in New England.
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