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Marketers and business 
owners are realizing 
more than ever before 
that reaching out to 
new clients/customers 
involves a diverse 

approach to communications, utilizing 
several forms of marketing across both 
print and web channels. While many are 
jumping aboard the digital marketing and 
advertising bandwagon, several recent 
studies reveal that marketers and business 
owners should continue to use print as it 
remains is still a highly effective form of 

marketing & advertising.
Although there are several print and digital 

channels available today, finding an effective 
“mix” of these channels is an ongoing 
struggle for many. With that in mind, 
this month I’m touching on several ways 
you can better market and advertise your 
business – online and off. 
Have an upcoming print or web project? 

I hope you’ll reach out to me for the 
professional, affordable design services I 
have to offer. Thanks for reading – have a 
great month!
– William Scott, Scott Creative
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4 Ways to Make Sales 
Copy More Effective
When it comes to writing effective sales 

copy, experienced direct response writers 
know that every word counts and the 
tricks to maximizing each word’s impact 
on the reader. Beyond print marketing 
and advertising pieces, experienced writers 
also know how to keep email subject 
lines, blog and Twitter posts short, sweet 
and compelling. Pat Frissen, who writes 
for direct mail, email, blogs, catalogs, the 
Web, and other direct response media, has 
four tips to share that can make your sales 
copy more effective:
Choose Your Words Carefully. Some 

words obviously draw more attention 
than others. There are literally hundreds 
of words with powerful appeal for the 

audiences you’re targeting, but most eye-
catching words are short (five characters 
or less), are one syllable (easy to process), 
and and are verbs (Find, Earn, Win!). 
Some examples include free, save, discount, 
exclusive, act now, deal, bonus, advanced, 
compare, etc.
Put the Right Words in the Right Place. 

Every headline, subject line, sentence and 
paragraph has “hot spots”: places where 
the eye goes first. Put your most potent 
words in hot spots – avoid the middle of 
sentences or paragraphs where they might 
get lost. If you only have a few seconds to 
capture your audience’s interest, you have 
to have the right words in the right place. 
Practice editing and rewriting headlines, 
subject lines, letters, even the first sentence 
of blog posts to learn how to make the most 
of hot spots.

Speak Your Audience’s Language. Study 
the vocabulary being used by your 
audience. Keep a list of specific words 
— primarily adjectives — used most 
often by your audience. Then, use this list 
as a reference when writing your sales copy.
Save Space and Encourage Speed 

Reading. Using inflated words or elevated 
diction rarely works in direct response 
copy. Using elevated diction not only 
takes up more space,  but it also slows 
down the reader – it’s not ideal if your 
message only has a few seconds to connect 
with your audience.

Source: Four Ways to Make Your Sales 
Copy More Effective (http://www.
directmarketingiq.com/article/4-ways-
make-your-sales-copy-more-effective-
copywriters-marketers#)
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5 Steps to Smarter  
Direct Mail Planning

Whether you’ve used direct mail in the 
past, or you’re looking into it for the first 
time, consider the following questions 
when planning your next campaign. 
Determine the goal. “What do I want 

to accomplish?” It may be as simple as 
bringing in enough new customers that 
the campaign pays for itself. Whatever 
the case may be, set a goal that you feel is 

attainable and tailor the message of your 
campaign to this goal.
Identify your target. The products/services 

that you provide simply aren’t going to 
appeal to everyone. That being said, target 
prospects that have a high probability of 
becoming your customers. To determine 
who these prospects are, start with looking 
at your current list of customers. Are there 
any recurring demographics, such as age, 
profession, distance from your office/shop, 
income, interests, etc. that can be used as a 
basis to target new prospects?

Include an enticing offer. What are you 
willing to give your prospects? Make your 
offer hard to ignore and easy to act on. This 
may be a generous discount on products/
services or entry into a sweepstakes/
giveaway. One thing is for certain: leaving 
an offer or incentive out of your campaign 

can have crippling effects on its success.
Track results to measure success. Unless 

you track results of your direct mail 
campaign, how can you determine whether 
or not it was successful? This may be as 
simple as documenting the number of 
incoming calls, emails or website visits 
that come in response to the campaign, 
or sales that come from it. You might also 
consider calling/emailing prospects to raise 
awareness of your direct mail piece before 
receiving it, or to collect their feedback 
afterwards.
Determine your budget. Start with asking 

yourself several questions, including “what 
am I willing to pay for a new customer?”; 
“How much revenue is associated with 
a new customer?”; and “How many new 
customers do I need for the campaign to 
pay for itself?” Evaluate the projected costs 
for prospects’ data, printing, design and 
postage for each piece mailed. If you see 
the costs outweighing the potential return 
on your investment, consider ways to keep 
your costs down.

What are you willing to give 
your prospects? Make your 
offer hard to ignore and easy 
to act on.

Email and Direct Mail 
Can Work Together
“If digital communication was so good, 

online giants of the world – namely 
Google and Microsoft – would rely solely 
on email and other digital communication, 
but they don’t. They spend millions of 
dollars each year reaching out to customers 
and prospects using direct mail. Why? 
Because it works.” (Charles Gaudet, 
founder of Predictable Profits)
Several studies indicate that prospects 

may have to be reached up to seven times 
before they take action on one of your 
messages. That being said, if you’re using 
the same marketing channel/medium 
to little affect, you’re probably using the 
wrong channel to connect with them. 
What if all those emails you’ve been 

sending are going to customers that don’t 
regularly check their inboxes? 
This question and several others support 

the idea that you should use several 
marketing channels – including the web 
and print – to reach your audience. Here 
are some tips on combining two top-
performing marketing channels, email and 
direct mail to maximize your campaigns.
Send a teaser email before a mailing. 

Create excitement for your direct mail 
campaign before it launches by first sending 
out emails to alert folks about your special 
offer that will be arriving in the mail soon. 
This can be a good technique if you have a 
new product, service or offer.
Follow up mailings with email. If your 

direct mail piece is enticing, then your 
recipients should take notice, but that 
doesn’t guarantee they will take action It’s 
encouraged that you send additional emails 

to recipients to remind them about the 
direct mail piece, provide them with more 
information and/or an additional offer. 
Doing so can get more customers to take 
action.
Use QR codes. Another way to boost 

your response is to include a QR code 
on your direct mail piece. QR codes 
allow customers to view your web page, 
online offers, etc. directly on their mobile 
devices. Considering the growing number 
of mobile device users and the nature of 
business today, QR Codes make it easy for 
recipients to act on a message.

Source: How Email and Direct Mail 
Can Work Together (http://www.
pbsmartessentials.com/manage-my-
communications/pbsmartadvice/how-
email-and-direct-mail-can-work-together/)

Spencer Investments 
Logo Design

Spencer L., a friend of mine with a 
background in commercial and residential 
real estate, recently approached me about 
designing an identity for his new business 
venture, Spencer Investments. 

After researching other brokerages’ identity 
design approach, we decided on a simple, 
elegant identity that aims to establish 
a sense of trust and experience in the 
brokerage & investment services  
Spencer provides.
The logo combines an uppercase ‘S’ and 

‘I’ within a larger polygon representing 
a keystone: an architectural reference to 
residential and commercial real estate. 
Additional line work applied to the 
letterforms gives them some depth, resulting 
in a chiseled look. The type centered below 
the image is set in Adobe Caslon Pro, an 
attractive serif font that ties in well to the 
services provided by the company.
Want to see more of my work? Check 

out this project and others on my 
LinkedIn or Facebook page, or online at 
scottcreativedesign.com.


