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off er and watch your ROI grow. Contact Jeff  Laing at 763-425-7391 for more information on 
how Visions can assist you with your next direct marketing project.

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 off er, 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 



2. Phone calls because people still like to talk. Phone calls—
not telemarketing, but a person-to-person call—is still 
an eff ective 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 eff ective communication.

Certain communications, particularly those that are 
sensitive or confi dential, 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.

3. Social media to bring them to you. Social media can be a 
leading traffi  c generator to your website. Without social 
media, a business’s inbound traffi  c 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 
profi les 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 fi rst social 
media profi le 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.

4. Printed newsletters have intrinsic value. Because it is 
more expensive and diffi  cult 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.

5. 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 specifi c 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 benefi t of participating in a tradeshow is the 
opportunity to visit with current customers and nurture the 
relationship. Whereas it may be diffi  cult to get face-to-face 
time with a busy customer in his or her offi  ce, a tradeshow 
off ers fewer demands on the customer’s time.

There is also a residual benefi t 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.

6. Email to establish you as an expert. Sending an email 
newsletter on a regular basis can establish your business as 
an expert in its fi eld. 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, 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 or email newsletter and a direct mail campaign. 
For more information on our communication services, contact 
Jeff  Laing at 763-425-7391 or jeff .laing@visionsfi rst.com.

• 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 fi rm 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 refl ect 
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 fl aws.

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 Offi  ce.

• 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 fi le formats:  vector and 
bitmap. The image in a vector fi le 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 fi le 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 fi le formats are EPS (Encapsulated PostScript) and AI 
(Adobe Illustrator).

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

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

• 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 defi ne 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 fi nd a few areas that need attention, give 
us a call. We can help with refreshing the logo or a redesign. 
Contact Jeff  Laing at 763-425-7391 or jeff .laing@visionsfi rst.
com today.





Today’s Low Mail Volume = Opportunity. With the overall 
economy still down and with so many companies moving 
their marketing eff orts 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 fi lters, service provider issues . . . and 
more.

• High Readership Rates—While many people review their email 
inbox with their fi nger 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 off ers 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 fi elds 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. Contact Jeff  Laing at 763-425-7391 for details on Visions’ 
mailing services.
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