Guerrilla Marketing author offers advice


Interview by Mike Johnson


Jay Conrad Levinson, author of the best-selling marketing series of all time – the “Guerrilla Marketing” series of books – is one of the most sought after marketing geniuses in the world. His background includes leadership positions at advertising giants Leo Burnett and J. Walter Thompson. His clients have included the Fortune 500, the Inc. 500, national organizations, municipalities and celebrities. He’s earned numerous international, national and regional awards based on his writing and marketing abilities. Recently, AccuData interviewed Mr. Levinson for AccuTips readers.


AccuData: “What are the most effective ways to improve direct mail results?”


JCL: “First, an inviting envelope, second, an enticing offer, and third, clear writing.”


AccuData: “Can you share an example where these three elements might have come into play?”


JCL: “ A California firm, Institutional Financing Service (IFS), is a fundraising organization. They help 50,000 schools around the country raise funds. They market their services to schools. They would do mailings that would have all three of these things. They use direct mail and telemarketing as their only way to grow, they never would run ads, yet they were listed in Fortune as one of the 100 fastest growing companies in America. So obviously they were doing all right.” 


AccuData: “Can you tell us what offer they did and the results they got out of it?”


JCL: “They would offer a free gift and people would respond for more information. They would offer a nice valuable thing, like a desk clock or a pocket calculator and we found, as many have since, Bank of America on down, that when you offer people free gifts, it spruces up the direct mail results. They found that when you offer a free gift, you don't need a lot of space -- you can do it with a postcard – and that would double their response rates to letters. You can show a picture of the gift, in a short space on a postcard. That got their response rate very high. I don't know if they stayed with that but they stayed with that over a long period of time, it kept working.”


AccuData: “Can you share  some cost cutting techniques that folks might use with their direct mail?” 


JCL: “IFS weeded out people and I think that was a great cost cutter. When you make an offer for something free in return for more information, the people you are offering it to know that there are strings attached and must either read a brochure or talk to somebody who calls up on the phone. Many people don't want to go through that, so people weed themselves out. That way IFS, anybody in direct mail, can concentrate on a fewer number of people. I think that's a way for saving a lot of money.


“Postcard mailings are also a cost-saver. Whenever a person can do that you save postage, design and the paper cost. You shouldn't do it though just because somebody is saying it. For example, financial institutions can't use postcards because most people like to keep that information private. But lots of businesses can. 


“Another huge  cost saving technique is to concentrate on your current customers because it costs one sixth as much to sell to them as it does to somebody else. That enables you to really reduce your costs.” 


AccuData: “Is there a problem, do you think, of  businesses not following through with customers?
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JCL: “68% of the business that is lost in America is lost due to apathy after the sale. The customer gets ignored once they've made a  purchase. So its obvious that there isn't much follow up. There isn't nearly enough. Customers don't desert the person they buy from because of bad 


quality or poor service, they desert because they're being ignored. Businesses don't pay attention to them. So people who follow up and stay in touch with their customers save money and they stand out from their competition because so few of them do follow up.”


AccuData: “Can you list a few simple ways to inexpensively market to a list of prospects that you've gotten from a list broker?”


JCL: “Try to say something to prospects that feels very, very personal to them. For example, if you’re going to write to a lot of people who happen to own a home, if you refer to them as homeowners, they'll think of themselves in a special way rather then if you refer to them just by their names. You can sort of adjust their mindset. You can say something to them that's true about them, instead of their name -- Dear Pool Owner, Dear Pet Owner. Another good idea is to ask them a question right up-front to which the answer is yes. You’re going to be able to nudge them into seeing things your way. Really smart writers do that a few times, getting people to say yes and that creates a momentum toward believing what the advertiser or marketer says.”


AccuData: “Is there any unique idea I haven't given you the chance to mention?”


JCL: “Well, I'll tell you my favorite direct mail idea of all direct mail ideas -- it's unbelievable how few people do it. A way to REALLY break through the direct mail clutter is to pop for first class postage. But when you pop for first class postage, instead of planning to spend 32 cents for one stamp, use that 32 cents to buy 11 stamps. A 6, two 4's, two 3's and six 2 cent stamps. If you put those 11 stamps on an envelope, it will be the first letter the person has ever received in their lives that had 11 stamps on it. That letter is going to get opened and it's going to get opened first. Better yet -- it doesn't cost you any more than a regular stamp.” 


	AccuData: “Thank you Mr. Levinson.”


Jay Conrad Levinson is available for speaking and consulting. He can be reached at Guerrilla Marketing International 415-381-8361 or through his website at ht
