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"Direct Mail Night                                  13/14
Wednesday, January 16, 2002

Mark E. Johnson 


Direct Mail 
Copy Ideas*
for 2002 


* and other thoughts

· How to succeed despite rough economic conditions

· How your DM should change as a result of 9/11 

Rough economic conditions?

1. Many signs of strength 

“Post 9/11 Success May Breed New Complacency” – IBD, 1/16/02
“Consumers defy predictions, December retail sales OK”  
– AP, 1/16/2002

2. Glaring exception – USPS 


3. What can you control?

What has NOT changed since 9/11 

Human nature - 7 Deadly Sins
1. Pride 

2. Avarice 

3. Lust 

4. Envy

5. Gluttony

6. Anger 

7. Sloth 


Self

Money

Sex

Possessions

Food

Justice

Easy way to do something 

Post 9/11 Copy Ideas … 

… to address factors that have changed
1. Get to the point –FAST!

Morgridge Construction


Eliot, Maine

POOL WATER DELIVERED

SEPTIC TANKS PUMPED

NOT SAME TRUCK

Get to the point – FAST!
Professional Courtesy Offer 

· Forbes 
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Post 9/11 Copy Ideas 

2. Refocus your core benefits 

YES – Security, comfort, home, permanence, long-term value 


NO – “Bells and Whistles” – 
Stickers, deadlines, gimmicks 

Caveat – TEST!!!

Post 9/11 Copy Ideas

3. Get Personal 

· One-on-one copy 

· “I” and “you.”

· Credible letter signer 

Caveat – don’t forget institutional identity 

Post 9/11 Copy Ideas 

4. Grab a red pencil




Rethink references to war, bombs, explosions, tall buildings, airplanes 

Post 9/11 Copy Ideas 

5. Take a fresh look at your premium 

Use your premium to focus your offer and your benefits 

Post 9/11 Copy Ideas 

6. Re-test hard and soft offers 

7. Focus on retention 

We’ve got mail! 

· Sears

· Globe Life 

Norm Thompson 
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Thank you. 

markejohnson@tellink.net 

info@nedma.com 
