timeandpatience. Startby collectingnamesandaddressesof | SuggestedDirectMailT imeline
studentsthroughanin-storedemo program. Thenrun
contestsintheschoolpaperthatask studentstosubmit
couponswiththeirnameandaddressforprizes. Putthese
intoamailing list.

10weeks out-Developyourdirectmail strategy
(audience, product, offer)
9weeks out-Contactadministrationaboutmailing
list, process and costs
- Contact post office for mailing costs;
printer for production costs; mail house
for mailing costs if large mailing
8weeks out-Developinitial budgetproposaland
obtain funding
- Request mailing labels fromthe
campus (type of label required may vary
depending on mailing process)
7weeks out-Developfirstdraftof direct mail piece
6weeks out-Obtainfinal pricingonmailpiece
production and mailing
5weeks out-Developseconddraftofdirectmail
piece and review with target audience
- Review mail piece with post office to
make sure it meets all restrictions;
confirm postage costs
4weeks out-Printdirectmail piece
2weeks out-Mailpiecesifgoingtooff-campus
addresses
1week out-Mailordistribute piecesifgoingtoon-
campus addresses

-Sample directmail offersinclude specialbundlestargetedto
specificgroups,adiscountedbundle, free software, sampleor
crippledversionsofsoftware, freetemplates, freerentalofa
computerforacertaintime, afreedemo, freeloanofa
peripheral, freelogoedmerchandise, orafree productfroma

co-promoter. Theseofferscanalsobe usedforothertypesof
promotionaswell.

Anticipateresponsesfromthemailingtopeakfrom10
daysto2weeksatfterthe mailing hitsits destination.
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Promotions, Promotions

Apromotionisanymarketingdevicethatprovidesthe
prospective purchaserwiththeincentivetoactnow. The
mostcommonformofpromoationisprobablyaprice
discount. Butmanyotherformsofpromotion, suchasgames
orcoupons, canbejustaseffectiveinincentingthe sale,and
areactuallyfarlessexpensivetothereseller.

Promotionisusedtomotivate peopleintoaction. Inmost
cases, theactionyouwanttoincentistogetsomeoneto
purchasetheproduct. However,whenyouarefacedwithan
expensive productandalengthypurchasecycle,youoften
needtoincentseveralactionspriortopurchase. Forexample,
afirststeptowardyourendobjectivemaybetogetpeopleto
comeinandtryademoonthenewcomputer. Anotherkey
stepmaybetogetthemtoreviewinformationaboutnew
eligibilityguidelines. Youcanuse promotionstohelpmeet
bothoftheseobjectives.

Aneffective promotioncombinesacompellingofferwitha
definitetimelimit. Youwantthe offertobeasattractiveas
possibletoyourtargetgroupinordertomotivatethe desired
action,andthetimelimitisthereto pressthemintoaction
withinthetimeframe.

Thetime periodyousetforapromotionreflects howquickly
youwantpeopletorespondtotheofferyouaremaking.
Ideally, the offer should be attractive enoughto get peopleto
respondassoonaspossible. fyoumakeanoffertosomeone
offcampus,i.e.parents,havetheexpirationdateonyour
offeratleast4-6weeksaway. Ifyou’rerunningthe
promotiononcampus, thetimeframeshouldbeshorter,
perhaps1-2weeks. Shortpromotional periodsallowyouto
focusyourmarketingeffortsintoaconcentrated periodto
breakthroughthe mediaclutter, while providingthe program
withasenseofimmediacyandexcitement.

Desired Customer Action

- Take ademo of a new product

- Visit the store (find location)

- Check outa new software package

- Buy a certain product

SamplePromotional Offer

- Getfreefootballticket (orany
premium) when you try this product.

- Enteracontesttowinafree
computer by filling out the entry
blank and dropping it off at the store.

- Readthe brochure,thenanswerthe
five questions provided. If you answer
all five correctly, you're eligible for a
free sample copy of the software.

- For today only, you'll receive afree
when you purchase a Macintosh
computer with Personal LaserWriter.
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-DiscountingorPriceReduction-reducingtheproduct
pricetomotivatepurchase.
Oneofthesimplestwaystogetpeople’sattention, butcanbe
extremely costlytothe promoter.

-Events-a“show”oncampusdesignedtopromote
computertrialandpurchase.

Eventscomeinallshapesandsizes,butalleventsleverage
theexcitementofthe crowdtobesuccessful. Eventsmay
includeanythingfromtrade showstoseminars.

-Bundlingor Special Packaging-Offeraspecificgroupof
productsataspecialprice.

Thisstrategyisoften preferredtosingleitemdiscounting
becauseitseasierfortheresellertomaintainsomemarginby
creatingattractive bundlesincludingsomethirdparty
products.

Ideas: Softwarebundlingworksveryeffectively. Manyschools
havehadsuccesswithofferingaMacintoshcomputerwhich
hasbeenpreloadedwithaselectionofsoftwarepackages.
Theschoolsworkwiththe manufacturerforaprice breakon
the software, whichtheycanthenpassalongatabundled
pricetotheirstudents. Notonlydoesthistype of promotion
provideagoodvaluetothe student, butithelps standardize
thecampusoncertainsoftware.

-Games,contests or sweepstakes-Offeringpotential
purchasersthe chancetowinsomethingiftheyperformthe
requiredtask.

Games, contestsandsweepstakesarepopularformsof
promotion. The primaryrequirementistohave sometype of
prizethatpeoplewillwanttowinasyourincentive. Toget
peopleinvolvedinthe contest, runentry blanksinyour
newspaperads,thenhave people bringtheentryformstothe
storetoenter. Orhavethementertheirinformationonthe
computer. Onewordofcaution: youcannotrequirea
purchasetoenteracontest. Thisiscalledalotteryandisnot
legalinmoststates.

-Trybuildingacontestaroundthe hottestsportsteamin
town.Have peoplecomeintothe storeand picktheirwinners
forthe biggamerightonthe computer.
-Buildyourcontestaroundapopularevent,suchasthe
Academyawardsorapopular TVshow. Duringthetime of
thetelevisionshow, TwinPeaks,"manycontestswererunon
collegecampusesaroundcertainplotthemes.

-During Orientation\Week, runatruckloadsale. Havethe
truckparkedinasvisibleaplaceaspossible,decoratedwith
bannersandflags.Havecomputersdeliveredtostudents
roomsbybrightlydressed“porters”withdecoratedhangcarts.
Makeeveryaspectoftheeventashigaspossible.
-Tocelebrate EngineeringWeek, dueamini-trade showin
frontofthe bookstorefeaturingengineering solutions (and of
courseaspecially-pricedengineeringbundie).

-Premiums-itemseithergivenawaywithorsoldata
discountwithcomputertrialorpurchase.

Premiumsareanyitemsthatcanbeincludedaspartofasale
tomotivateaction. Whenyoubuyacar, theymaygiveyouthe
built-in CD playerifyou buy before acertaintime. Orifyou
buythecomputer,acertainsoftwarepackagemaybe
includedfree. Orifnotfree, youmightbe abletobuythe
softwarepakageatagreatlydiscountedamount. Mousepads
andMacintoshpapercubesarealsopremiumsyoumight
considerdistributingto peopleforcompletingademo.

-Examplesofpremiumsincludegametickets, t-shirts,
pencilsorpens, software, electronicequipment, freefood
coupons, records, tapes, giftcertificates, oranythingthatthe
resellercanaffordthatisperceivedofvalue.

-Co-promotions - apromotiondonejointlywithanother
organizationtopromote bothpartners.

Co-promotionsare opportunitiestosharemarketingcosts
withanotherorganizationwhohasasimilaraudienceto
yours.Forexample, youmaywanttodoacross-promotion
withtherecord store intown, wherethey provide youwith
recordstouseasprizes, ifyouincludetheirnameinyour
advertising. Youmightwanttoworkwithatravelagencyto
getthemtodonateatripwhichyoucanuseasagrandprize
inacontest. Inreturn, youpromotetheirtravelagencyinall
yourmaterials.
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AMerchandisingPrimer

Merchandisingisusedtodescribeeverythingyoudoinyour
storetohelppromotethe salesofproduct...fromdisplaysto
signagetobrochures. Merchandisingisoftencalledthe
“silentsalesperson,”becauseit'salwaysatwork promoting
yourwares...evenwhenyouoryoursalesstaffisbusy. Which
iswhyeffectivemerchandisingissovaluable.

Inadditiontoshowcasingyour“star” productsthrough
attractivedisplays, merchandisingpresentsanexcellent
opportunityto provide customerswithincreasedinformation
aboutyourproductsinalow-pressureway. lt'sagreatwayto
buildthesizeoftheaverage salebyshowcasingcomplete
systems,anddoesagreatjobinexplainingwhatperipherals
gowithwhatproducts. Merchandisingcanalsobeusedto
createexcitementaroundslow-movingproducts.

Herearesomemerchandisingtrickstoattractattentionin
yourstore:

"Featureonedisplaywhichalwaysshowcasesthe “hottest”
new product. Changethe display oftentokeepattention
high.

" Justreceivedanumberofnewproducts?Ifso, tryastacked
floordisplay. Stackfourorfive productboxesontop of
eachotherwithasignonthetopthatdescribesproduct
name, featuresand monthly price. Tapeasignortwoto
theside ofthe stackwithsayingssuchas “WhiletheyLast,”
or“MovingFast.”

" Addthelistof Top 10 software productstoyour software
display,and prominently markthe bestsellerswithstickers
orstarbursts.

" Setupa“Sale”tableinthe back ofthe storeforobsolete or
discontinueditems. Use brightly coloredpricestickerson
these products.

” Around the holidays and graduation, setup adisplay of
computergiftideas. Ithelpstoarrange by pricerangeor
suggesteduser, e.g. perfectfortheengineeringstudent. Be
suretoinclude giftcertificatesasanoption.

"Ifyourtryingtomove portables, be suretoincludeallthe
portable add-onsandperipheralsinyourdisplay, including
smallmodems, hand-size printers, carryingcases, etc.

HowdolBuy?
Oneofthe phenomenonsuniguetocampusresellersisthat
therearedifferentwayscomputersaresold. Helptakethe
guessworkoutofpurchasingbydevelopinga“HowtoBuy”
sheetwhich canbedistributedthroughoutthe store, aswell
asinprimarycampuslocations.

“HowtoBuy”sheetincludesthefollowinginformation:
-Who'seligible to buy, including all eligibility
requirements
-Howthe purchase processworks, including specificson
orderinganddelivery of products
-What productsareavailable and pricing (or reference
wherethisinformation canbe obtained)

Merchandisingthe “Complete Solution”

Thenexttimeyouvisitone ofyourfavorite retailers, take
timetostudytheirdisplaysclosely. Noticethedisplaysthat
youfindcompelling. Ifyouwantyour displaystoattractthis
kind ofattention, hereare sometipstofollow:

___Primarydisplaysshouldfeatureyourbest-selingsystems
ornewproductsthataregeneratingalotofstoretraffic.
Don'twastespaceonslowmoversornon-marginmakers.

____Putappropriate “alternative” productstotherightand
leftofthe primaryproducts. Thisgivesyourcustomersan
easy-to-find alternativeifthey don'tagree withyourfirst
choice.
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___Peoplebuywhattheyseedisplayed,somakesureyour
displayiscomplete. Awaysdisplayappropriate software,
peripherals,andimpulseitems(mousepads, surgeprotector,
diskholders)witheachcomputer.

___Useclearsignagetoclearlyexplainwhatproductsare
beingfeaturedinthedisplayandwhatbenefitstheyoffer.
Include informationon “how-to-buy” forcampuslocations.

___Makesurethecomputeristurnedon. Youdon'tsell
wellinyoursleep;eitherdocomputers. Addarollingdemo
foranevenhigherattractionmode.

____Makesureyourdisplayisnetworkedtoaprinter. People
putahighercredibilityincomputersthatcanprint. Have
samplesofprint-outsreadilyavailableforcustomerreview

___Useappropriate postersorfiyersprovidedbythe
vendor, butonlyusethematerialsyoufindappropriate.
Don'tovercrowdyourdisplaywithtoomuchsignage.

TheMostimportant ThingstoRememberabout

Merchandising

1. Makeiteasyforyourcustomerstofindthe productsthey
wantorshouldlook at

2. Placenewproductsatthefrontofthestore

3. Display complete solutions-notisolated computers

4. Presentalargeselectionofsoftwareandaccessories

5. Usesignagetoexplainproductsandprovidemonthly
pricinginformation

6. Placeyourmostimportantproductsateyelevel

7 . Displayimpulseitemsnearthecheck-outstand
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