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Six Ways to Contact Customers 
and Prospects
Marketing experts agree: the basis for developing new business—whether new work 
from an existing customer or the first job from a prospect—is communication. Experts 
also agree that the more diversified your communication tools, the more efficient the 
outreach, and the more likely it is to successfully reach the person targeted. Relying on 
only one or two communication methods is risky. With voicemail to avoid phone calls, 
the “delete” button to ignore emails, and a wide variety of social media outlets, it is 
necessary to broaden your communication efforts. To help you improve your chances of 
being successful, we offer six ways to contact customers and prospects.

1. Direct mail is alive and working well. It was true yesterday and is still true today: 
direct mail works. According to the Direct Mail Association (DMA) Facebook for 
2013, 65% of consumers of all ages have made a purchase as a result of direct mail. 
The response rate for direct mail continues to be higher than for electronic mail. 
Some reasons for this outcome include:

• There is less competition for reader attention in the mailbox than the inbox. First 
class mail reached its peak volume in 2001, and has been declining ever since. 
This means fewer mail pieces overall are being delivered to homes and businesses, 
making a direct mail marketing piece more visible. Conversely, the volume of email 
continues its rise.

• Email can be blocked, labeled spam, or deleted without opening. If the email 
message is never delivered or read, it is useless. In contrast, a direct mail piece 
can be designed so it doesn’t require opening, thereby automatically exposing the 
reader to the message.

• Email has replaced direct mail as a source of annoyance. As early as 2006, a 
survey conducted by the University of Georgia Grady College of Journalism and 
Mass Communication found that most people regarded spam as more intrusive 
and irritating than direct mail.
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1. Phone calls because people still like to talk. Phone calls—
not telemarketing, but a person-to-person call—is still 
an effective way to reach a customer or initiate contact 
with a prospect. On the phone, voice tone adds another 
dimension to the words, conveying more than the words 
alone. In his 1967 study Inference of Attitudes from Nonverbal 
Communication in Two Channels, Dr. Albert Mehrabian found 
that voice tone and spoken words together account for 
42% of effective communication.

Certain communications, particularly those that are 
sensitive or confidential, are best handled with a phone 
call and the two-way interchange it enables. Finally, some 
matters can be handled more quickly with a phone call than 
with email or texting.

2. Social media to bring them to you. Social media can be a 
leading traffic generator to your website. Without social 
media, a business’s inbound traffic is limited to customers 
who are already familiar with it, or prospects that used the 
right key words in a search engine. By adding social media 
profiles and sharing content from your website—blog, 
posts, videos, etc.—you give the audience a reason to click 
through to your site and begin engagement.

Social media can be used as a customer service platform as 
well as a forum to interact with customers. It is a powerful 
tool for customers to promote a brand they like (though it 
can also be a way for customers to discipline a business for 
real or perceived poor customer service).

Chris Reitermann, Ogilvy & Mather, CEO for China, reminds 
marketers that they don’t have to use all social platforms. 
Instead, use a main platform and build around that, then 
expand to two or three where you can dominate.

Facebook provides a place for customers and prospects 
to interact with the business, and is often the first social 
media profile a business develops. Keep it active by making 
important announcements, answering questions, or issuing 
reminders on a regular basis.

Twitter is for quick, frequent updates about your business. 
You can engage with individual customers by answering 
questions and providing product support. YouTube is a 
useful way to provide instructional videos or explanations; 
from it, a business can easily post the video to Facebook or 
Twitter.

3. Printed newsletters have intrinsic value. Because it is 
more expensive and difficult to produce than an email 
letter, a printed newsletter has a greater intrinsic value. It 
also arrives with all graphics and photographs in place—
without distortion or editing by browsers. Digital printing 
has brought the price of printing a newsletter—especially 
printing one in full color—within the budget of most 
businesses.

A printed newsletter is versatile. You can mail it to 
customers, use it as a leave-behind on prospect sales calls, 
place it in your reception area, and use it at tradeshows. 
A printed newsletter will get multiple views from your 
customers during its shelf life of 30 to 90 days, and may 
even be archived in a folder or binder.

4. Live events take you to where they are. If done wisely, 
participation in a live event (e.g. tradeshow or vendor 
fair) can be a way to generate leads and promote brand 
awareness. Look for smaller shows that are vertical, or 
are aimed at a specific industry that represents your 
target audience. A tradeshow allows a business to reach 
more prospects in less time than it would to take to make 
individual sales calls.

An added benefit of participating in a tradeshow is the 
opportunity to visit with current customers and nurture the 
relationship. Whereas it may be difficult to get face-to-face 
time with a busy customer in his or her office, a tradeshow 
offers fewer demands on the customer’s time.

There is also a residual benefit from tradeshow 
participation. According to data from the Center for 
Exhibition Industry Reach, 87% of attendees will pass along 
some of the information they obtained at the show, and 
64% will tell at least six other people about it.

5. Email to establish you as an expert. Sending an email 
newsletter on a regular basis can establish your business as 
an expert in its field. Unlike a printed newsletter, an email 
newsletter should be short (i.e. a few hundred words), 
provide relevant content that shares insights on a single 
topic, and can be accompanied by a visual. Use an email 
delivery service with an opt-out feature (e.g. Constant 
Contact or MailChimp), and be sure to comply with the 
CAN-SPAM Act of 2003.

Content written for an email newsletter can be used in 
other ways. Upload a copy to a section of your website. 
Post it as a link to your social media channels. Collect 
issues on the same topic and publish as an e-book that can 
be downloaded for free from your website.

Communication is a multi-faced activity
Regular communication with your customers and prospects 
through multiple channels establishes the basis for an 
ongoing relationship. Informative, relevant content is the key 
to attracting and keeping readers. We can help you format 
content into a printed newsletter and a direct mail campaign. 
For more information on our communication services, contact 
[RepFullName] at [RepPhone] or [Repemail].



Q What is a modern marketer?
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According to Andrea Ward, Vice President of Marketing for Oracle Marketing Cloud, 
a modern marketer is someone who knows how to use technology to learn about their 
customers, apply those learnings to create personalized conversations and content, 
and execute programs that measure their effectiveness in doing so. A modern marketer 
integrates traditional marketing techniques with internet marketing and social media.

Modern marketing has four elements: strategic planning, outbound marketing, inbound 
marketing, and measurement.

• Strategic planning activities include research, planning (including forecasting and 
budgeting); strategies for product, market, channel, content and positioning; and branding.

• Outbound marketing activities are the traditional techniques: advertising (print, broadcast, 
online, direct response, and brand ads); publicity; events (tradeshows, webcasts, 
seminars, demonstrations); and sales.

• Inbound marketing activities include use of the internet and social media; generating 
content for printed material; and direct mail marketing.

• Marketing measurement activities use traditional methods (publicity clips, customer 
relationship management, market research) as well as those based on the internet and 
social media.

Email is not digital direct mail. While it does share some core principles with 
direct mail, it also has other characteristics that are unique.

• In email marketing, the customer is in control. The customer gets to decide what 
to accept in the inbox. In order for an email message to avoid being classified 
as spam, it must be sent with permission (opt-in), not mislead the recipient, 
and be easy to opt-out.

• Email delivery is complicated. As a service to customers, ISPs (Internet Service 
Providers) use algorithms to determine the likelihood that a message is spam 
and block delivery to the inbox. If a customer or prospect changes his email 
address, there is no forwarding service or notification of the new address back 
to the sender.

• Campaign performance is measured differently. The email industry has not yet 
standardized performance metrics. Measurements range from process metrics 
(for instance, how many emails were sent and how many were opened) to 
opt-in form completion rates and spam compliance rates. Response rate, the 
important metric for traditional direct mail, has little or no relevance for email 
marketing.

• Email appearance can be altered. Web browsers may display the email content 
with font substitutions or missing graphics. Preview panes may block all but 
a tiny portion of the email. Email providers like Gmail and Yahoo! may display 
ads next to your email.
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Direct mail marketing remains a powerful tool for generating leads and selling 
products and services. If your direct mail program is not providing the results you 
expected, here are some ideas for improving your response rate.

• Target an audience. Rather than mail to your entire customer list, select a subset 
that share like characteristics, crafting a message that will specifically appeal to 
them. When prospecting, use a list of people whose characteristics match those 
of your best customers.

• Provide a compelling offer. Incentives and pricing are fundamental influences on 
the decision to buy. If you have an offer that provides clear savings, incorporate it 
into the message. Create a sense of urgency by adding a deadline for responding, 
or limiting the offer to a certain number of buyers.

• Use a well-designed mail piece. The mail piece should be professionally designed 
using proven principles to attract attention and lead the reader through the sales 
message. For example, a Johnson box on a letter functions like a headline to 
draw attention while a P.S. is a frequently-read comment that reinforces the main 
point of the letter.

• Interact with other marketing channels. Use a direct mail postcard to drive traffic to 
your website. Use social media to alert customers and prospects to be expecting 
something in the mail.

Blog: A contraction of web log. A 
publicly-accessible web page that serves 
as a personal journal for an individual or 
business.

CAN-SPAM: Legislation signed 
into law in 2003 by President George 
W. Bush in response to a growing 
number of complaints over spam email. 
Requires compliance in three areas: 
content, sending behavior, and ability to 
unsubscribe.

Click-through rate: a measure of 
how often a visitor clicks on a web 
advertisement and is taken to the 
advertiser’s website.

Direct mail: printed matter (such as 
postcards, flyers or brochures) prepared 
for the purpose of soliciting business 
or contributions and mailed directly to 
individuals or businesses.

Drip marketing: a communication 
strategy that sends (i.e. drips) a prewritten 
set of messages to prospects or customers 
over time. Often distributed via email.

Marketing channel: a selling method 
that connects the seller to the buyer 
without a middle man.

Marketing strategy: a comprehensive 
plan that defines an organization’s 
marketing goals and strategies for 
attaining them.

Spam: irrelevant or inappropriate 
messages sent on the internet to a large 
number of recipients.

Social media: any of a variety of 
web-based platforms, applications and 
technologies that enable people to interact 
online.

Social media listening: the process 
of identifying and assessing what is being 
said about a company, individual, product 
or brand on the internet.

Social media optimization (SMO): 
the process of increasing awareness of a 
product, brand or event by using a number 
of social media profiles to generate viral 
publicity and drive traffic to a website.

Spam filter: a program that detects 
unsolicited and unwanted email messages 
and prevents them from getting into a 
user’s inbox.

Tradeshow: an exhibition organized so 
that companies in a specific industry can 
showcase and demonstrate their latest 
products and services.

Web analytics: the study of the impact 
of a website on its users.



Today’s Low Mail Volume = Opportunity. With the overall 
economy still down and with so many companies moving 
their marketing efforts online, mail volume has dropped 
tremendously. The resulting empty mailboxes present a unique 
opportunity. While competition to get noticed in email inboxes 
continues to grow, a well-crafted direct mail package is now far 
more likely to garner attention than before.

The Advantages of Direct Mail . While both “snail mail” and 
email allow for targeted marketing, direct mail has some 
distinct advantages:

• High Delivery Rates—If your mailing list is current, nearly all 
of your direct mail will get delivered. Email on the other hand 
must get past spam filters, service provider issues . . . and 
more.

• High Readership Rates—While many people review their email 
inbox with their finger on the “delete” key, studies show that 
80% of consumers will at least scan the direct mail they 
receive.

• Nearly Limitless Format Options—Direct mail offers virtually 
unlimited formatting options—from postcards and envelopes 
(of all sizes and colors) to mailing tubes and boxes.

• Much More Space—With direct mail you have as much space 
as necessary to tell your story and deliver a compelling 
message in one package. You can include letters, brochures, 
coupons, photos, DVDs, product samples, small promotion 
items . . .  
and more.

• Extreme Personalization—It is now possible to personalize 
every element of a direct mail package without the expense 
of multiple print runs. For example, you can create a four-
color brochure where everything from text to photos are 
personalized based on particular fields in your database.

The bottom line? With so much less competition, now is an 
ideal time to consider adding direct mail to your marketing mix.

The Case for Direct Mail

5Visions 763-425-4251



An organization or business logo—whether a graphic symbol or 
a distinctive typeface—is a visual way to instantly identify the 
entity. When used on signs, in advertising, and on marketing 
materials, it is a shorthand way for customers and prospects to 
recognize the business or organization.

Logos come in four forms:

1. Font-based—composed of type only (e.g. Coca-Cola, 
Google, Louis Vuitton).

2. Symbol-based—an icon commonly associated with the type 
of business (e.g. scissors for a beauty shop, or a tree for a 
gardening service).

3. Abstract graphics—a symbol created for the purpose (e.g. 
Nike swoosh, Twitter bird, Olympic rings).

4. Combination—a mixture of type and either a symbol or 
abstract graphic (e.g. Lacoste alligator + font, and Chanel 
double C + font).

These examples are well known—made so by their advertising 
budgets that use the logo in global ad campaigns. However, 
good design makes these logos memorable and identifiable.

Logo Design Principles
In 2009, Smashing Magazine, a website and blog resource 
for web developers and designers, offered five principles for 
effective logo design:

• Simple. Milton Glaser, the designer who created the I  New 
York logo, touts simplicity as a guiding design principle. A 
simple design is quickly and easily recognized. Ideally, the 
viewer sees the logo and immediately understands what it 
represents.

• Memorable. Paul Rand, the designer of the IBM, UPS, 
Westinghouse and ABC logos, observed that logo design 
must be distinctive, memorable and clear. It does not, 
however, have to illustrate what the business or organization 
does. (For example, the ABC television network logo does not 
include a television set or broadcast tower.)

• Enduring and timeless. To be enduring, a logo needs to 
remain current looking for several decades—a quality called 
forward looking. Using colors and fonts that are the latest 
trend is the opposite of forward looking. Milton Glaser’s I  
New York logo was created in 1975; its clean lines, simplicity 
and neutrality have given it staying power.

How to Develop a Great Logo
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• Versatile. The logo must work in a variety of sizes (ranging 
from business card to outdoor signs); in color and black 
and white; in print and on the web; and on signs, vehicles, 
clothing and advertising specialty items.

• Appropriate. The typeface, symbol and colors used for 
the logo must be appropriate for the type of business or 
organization. A law firm or technology company needs a 
more formal-looking logo than a children’s clothing shop.

Technical Considerations
Besides great design, a successful logo follows technical 
principles to achieve distinction. Understanding and honoring 
these technical aspects improves the chances of creating a 
great logo that is easy to work with in all situations.

• Simple.  A simple logo does not try to do too much. The 
logo does not have to represent the company’s products or 
services (the Nike logo is a swoosh, not a shoe) or reflect 
its company history. It also does not have to be a visual 
representation of the company’s tagline.
A good practice aimed at keeping a logo simple is to begin 
designing in black and white. Color can be added later, after 
the basic design is established. Another tip is to turn the 
logo upside down so its shape becomes more apparent and 
reveals possible flaws.

Over time, most logos are redesigned  —made simpler. To 
keep an initial design as simple as possible, subtract anything 
that isn’t essential—if in doubt, leave it out.

• Memorable. A memorable logo is one that is original and 
doesn’t borrow from others, either by imitating or copying. 
Although it is possible to use clipart as a starting point, it is 
not recommended. Besides the possibility that others may 
be using the image, the conditions of sale of some clipart 
companies forbid using their images in a logo.
A memorable logo is devoid of clichés (a globe to represent 
international or a light bulb for ideas) and may use only type 
without a symbol or graphic.

• Enduring and Timeless. To create a logo that will last for 20 
years without appearing dated or stale, choose a typeface 
that is simple and legible. This is especially important if the 
business name is unusual or unfamiliar. Use no more than 
two fonts in the logo design—avoid gimmicky, currently-
fashionable, or trendy fonts.
If the logo features both an image and a tagline, construct 
each of these elements as a separate piece of art—in other 
words, don’t overlap or entwine them. This will enable using 
the elements separately as well as together.

Extend the life of the logo by creating some elements that are 
enduring and others that can be subtly refreshed, modernized 
or adapted for future visual formats. When the logo design is 
complete, consider protecting it by applying for a trademark 
or service mark from the U.S. Patent and Trademark Office.

• Versatile. For today’s multi-media marketing requirements, 
a logo must be versatile so it will work in print, on the web, 
and on other items like apparel and advertising specialty 
items. This means it must reproduce accurately in all three 
colors paces:  PMS (Pantone Matching System) for one- and 
two-color printing; CMYK (cyan, magenta, yellow and black), 
the four-color process colors for full-color printing; and RGB 
(red, green and blue) for the web. The logo may also need a 
version to use on a dark background, over photographs, and 
in gray scale or black and white.
The aspect ratio (the relationship between the height and 
width) determines the shape and orientation of the logo—
square, horizontal or vertical. A logo that is too tall and 
thin or too short and wide will present layout problems on 
artwork. Square and circle shapes are pleasing and adaptable 
to many design layouts.

Logos need to be prepared in two file formats:  vector and 
bitmap. The image in a vector file consists of a set of points, 
lines, curves and shapes based on mathematical expressions 
to represent images, making it very easy to alter the size. In 
addition, vector file formats can be output at the resolution 
required for the output device (such as 300 dots per inch 
or dpi), ensuring the best quality reproduction in print. Two 
vector file formats are EPS (Encapsulated PostScript) and AI 
(Adobe Illustrator).

For websites, blog layouts and social media, a bitmap file 
format is required. This format creates images using pixels. 
Low resolution bitmap files (such as 72 pixels per inch or ppi) 
are much smaller than EPS files and, therefore, faster to load 
on the web. JPEG, TIFF, GIF, PNG and PS (Photoshop) are 
bitmap file formats.

An EPS file can be converted to a bitmap file with relative 
ease. However, a bitmap file must be redrawn to convert to 
EPS. Because of this, it is generally better to create the logo 
as an EPS file first.

• Appropriate. Type, symbols and graphics have distinctive 
characteristics and should be matched to the brand image. 
For example, use big, powerful slab fonts to signify strength; 
serifs or scrip fonts to imply class, style and elegance; italics 
or slanted fonts to suggest movement and forward thinking.
Negative space—the space around and between an image, 
such as the arrow hidden in the FedEx logo—can also be used 
to define a brand characteristic.

Evaluate Your Logo
If you have never evaluated your logo using the design 
principles discussed in this issue of The Idea File, we suggest 
you do so now. If you find a few areas that need attention, give 
us a call. We can help with refreshing the logo or a redesign. 
Contact [RepFullName] at [RepPhone] or [Repemail] today.
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The 40-40-20 rule was developed by direct 
marketing maven Ed Mayer. It is a tried-and-
true formula for success that all business 
should follow. The dictum is that 40% of 
your direct marketing success is dependent 
on your list, another 40% is dependent on 
your offer, and the last 20% is reserved for 
everything else, including how the material 
is presented. Concentrate on getting your 
message to the right audience with the right 
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offer and watch your ROI grow. Contact [RepFullName] at [RepPhone] for more information 
on how Visions can assist you with your next direct marketing project.
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