
Association Marketing Forum



Agenda

Coffee and Networking 8:30 -- 9:15
Introduction & Goals 9:15 – 9:30
Today’s Marketing Essentials: 
Channels & Programs 9:30 - 10:30
Break 10:00 - 10:15
Tactics & Strategies 
for Maximizing Revenue 10:45 – 11:45

Lunch Break 11:45 – Noon
Brainstorming: Challenges & Solutions Noon – 1:00
Anatomy of Our Campaigns: Critical 

Choices /Success Factors 1:00 – 2:00
Break 2:00 – 2:15
Program/Case Study Reviews/
Group Discussion 2:15 – 3:30



Introduction

• Speakers/General Topics

– Kevin Whorton, WM&R –
Marketing Essentials, Campaign Anatomy

– Scott Oser, Scott Oser Associates –
Tactics & Strategies, Case Studies

– Everyone - Strategy/Solutions 



Expectations

• Interaction

• Answer your questions

• Help meet your challenges

• Develop roadmap

• Have fun!



Anatomy of a Campaign:

Critical Choices/
Success Factors

Presenter: Kevin Whorton, WM&R

Module 4: 



Assumptions

• Your program is well planned
– Your projects are where the real work lies

– Generate all the results

– Create opportunities for program expansion/refinement

– Platform for innovating in small ways

• Generic descriptions
– Could be one-off effort for the year

– Could be one element of a multi-year  systematic program

– Could be the first step in rollout of a new media, technique, 
audience segment, etc. 

• Tips & Tricks
– Nothing fancy, but variations in approach

– Maximize results, position marketing as strategic partner





Testing: Brochure or Factsheet?

Later: Closed face carriers, 
HW fonts, alternative offers



MGAM 
Campaign



Stage I: Planning

• Take guidance from budget and schedule

– Generally planned, hope for flexibility 

– Link to institutional objectives

– Review accuracy of forecast/
reasonableness of expectations

• Conduct background research

– List/audience research: available size/quality of 
prospects

– Perceptual: determine motivations, current audience 
need

– Historical performance: conduct a results analysis 
including performance of test lists, packages, 
approaches and media

• Adjust effort/annual plan based on learnings



Stage I: Tips & Tricks

• Determine sufficiency
– How does campaign integrate with other planned activities
– Predict ROI per effort—incorp. servicing/product costs
– Project ROI per channel—newer technologies with lower 

cost per contact need to translate into cost per acquisition
– Review/allocate response per medium: 

distinguish between Web-closed vs. Web generated actions 
– Determine HOW budget & schedule might need modified

• Use planning stage as ‘excuse to learn more’ 
– List/audience research: new to market lists

• Tie in with a lead-generation & conversion strategy 
• Define potential cross-sells

– Need for perceptual ‗customer insight‘ should prompt
• Calls with recent signups, users
• Informal survey techniques for testimonials & red flags

– Historical review should teach us trends, seasonality
• Relationship between creative & results 
• Make smarter segmentation decisions



Stage II: Design & Messaging

• Define the creative strategy

– Easy to do if a strong control

– Identify big picture tests if none in past

– Otherwise, test minor elements: 

• Mail: stamps, teasers, color, length, inserts, 

• Electronic: length of message, subject lines, from 
address, frequency, format, visuals

– Of course, adhere to branding, style/graphic guidelines

• Develop copy

– Select from standard copy points, new developments 
and what‘s necessary to convey freshness

– Determine if variable copy/versioning necessary

• Define offer

– Timing: drop dates and response deadlines 

– Pricing: limited-time discounts or variable offers



Stage II: Tips & Tricks

• Employ a creative brief

– Description of tactics, conceptual messages, integration in 
program, define expectations

– Achieve a level of transparency

– Focus internal clients on the science & art 

– CYA: forecast low, medium high and factors driving 
performance

– ABL: ‗Always Be Lobbying‘—address any sources of 
opportunity cost that (if lifted) would yield improvement

• Employ a group process in the planning

– Help reverse any sense of disengagement among clients 

– Invite their involvement early in the concept/process

– Encourage them to review & diagnose past performance

– Identify concerns/negatives early in the process

– Increase potential buy-in or flag your ‗problem children‘ 



Stage III: Audience/Database 

• Determine audience size, composition
– Export/rent mailing/distribution lists 

– Core names, other house file names, external sources

• Manage the audience data
– Merge-purge files to eliminate duplicates

– Retain profile data on file: source codes, demographics, 
personal history, alt contacts (mail/email addr./phone #)

– Process should quantify overlaps to help assess list quality

– Use data hygiene: NCOA, filter for bouncebacks, opt-outs 
and undeliverables 

– Consider scoring your file: fancy or simple

• 2 points for past purchaser, 2 points if a member, 1 
point if from a new response list, -1 point if never 
attended/purchased

• Incorporate into your plan for frequency, level of 
investment in each name



Stage III: Tips & Tricks

• Triage your marketing

– Single greatest opportunity to make a difference

– Expand audience selections to include non-members, 
past users/attendees with high action likelihood 

– Contract audience selections to suppress hard-core 
non-responders, to segment based on best creative

– Vary level of effort by prospect quality:

• Add IVR/telemarketing, integrated email with 
mail, second-step followup with key prospects

• Maximize ability to customize

– Make offers match the size/quality of prospects

• Variable copy when segment/profile is known

• Variable offers when history is known
– Pre-publication, first-timer, new member discounts

– Non-transferable and time-constrained limit risk



Stage IV: Review/Implementation 

• Go through review process with internal 
client, administration

– Determine what to defend up-front

– Know enough about what drives response

– Give yourself a platform to push back if necessary

• Select vendors/business partners

– Three-bid/proposal process for stewardship … or

– Engage those you have internal or external 
relationships defined to ensure business continuity

– Common criteria: cost, timing, available capacity

– Special abilities: data handling, quality, 
inserters/affixers for traditional DM

– Expertise and audience knowledge that is beyond 
yours



Stage IV: Tips & Tricks

• Make review process a mind-expanding one
– Sometimes, share captures of early versions: 

• ―How we got here‖ 
– Scan samples of competitors or inspiring examples

• Share these if you are expanding creativity
– Link to past precedents or co-incident efforts you‘re 

using in campaigns

• Make vendor process educational
– Don‘t expect new partners to over-apply experience
– Guide them with past results; and share results with 

the partner who worked with you on campaign
– Tit for tat: encourage full revelation of outcomes

• If they advocate a certain approach, diagnose 
reasons

• Being steered to a more profitable solution?
• Proceeding with outdated solutions? 



Stage V: Evaluation

• Track results chronologically & cumulatively
– Preliminary results reports (esp. if doubling days 

known)
– Measure unit & revenue results overall
– Measure/infer segment level results
– Measure results by test cell/tactic and by media
– Try scenario planning: feed outcomes back into next 

period‘s relevant budget and schedule

• Present/share results
– Put into context of all other efforts—historically,  

seasonally, and by type of campaign
– In contentious cases (aesthetics, turf) hold meeting

• Encourage internal partners/clients to predict 
winners

– Help you both vest more into your shared goal—
RESULTS 



Stage V: Tips & Tricks

• Ensure review feeds systematic knowledge 
– Should have a master database of test lists/tactics
– Incorporate results into an evaluation cycle: 

• Good: Do, Measure, Modify, Repeat
• Bad: Ready, Fire, Aim

– Find a report mechanism sufficiently fast & flexible
• Hint: It may not be your AMS
• Microsoft SQL in your network, Excel or SAS tools 

for the more ambitious 

• Adapt to your weaknesses
– Source coding sucks? Determine an imputation 

method to inflate results 
– Cross-channel complications? Use research tactically:

• Determine web-mail crossover
• Measure read-click-buy ratios 





Spring 

2006

Mail New Respons

e

Cost Revenue

Lapsed 5,351 55 1.03% $2,943 $7,645

Insurance 

partner 

5,067 19 0.37% $2,787 $2,641

State 

licensure 

19,369 84 0.43% $10,653 $11,676

Total 29,787 158 0.53% $16,383 $21,962 



Testing Results: Package Comparison

Evaluation: Results of head-to-head tests 

A B C

# Mailed 364,945 150,000 50,000

% Response 0.71% 1.23% 0.77%

Average Gift $36.48 $23.73 $55.52 

Rev/M $257.26 $292.99 $424.76 

CPDR $1.38 $1.54 $0.93 

• A: New Refugee Control

• B: Control with Gold Angel Token

• C: Urgent Letter Package



Effective design



Kevin Whorton, Whorton Marketing & Research

301-312-8938  info@kwhorton.com

Scott Oser, Scott Oser Associates

301-279-0468   scott@scottoserassociates.com

THANK YOU FOR ATTENDING!!

mailto:info@kwhorton.com
mailto:scott@scottoserassociates.com

