
Hands up if
you’re

interested

How pre-screening your
audience can save you a
marketing fortune

Was it soap king Lord Leverhulme who
observed that whilst half his advertising
worked, he didn’t know which half? Whoever
it was, just think how much easier life would
be if you could tell at the outset who is
genuinely interested in buying what you have
to sell...

As a percentage of sales, advertising expenditure varies enormously
from business to business - and from market to market. But forget

about half of it being wasted: unless you accurately target your spend
on ‘prospects’ rather than ‘suspects’, it’s actually more of a cost than
an investment.

Fortunately there is a proven way to acquire the names, addresses,
telephone numbers and even e-mail addresses of all the people in
your catchment who are sitting at home or in their office seriously
considering the purchase of whatever it is you sell… It’s called
“free-sampling”. 

Put simply, offering a free taster of your product - or a free first
consultation or treatment - to demonstrate to your buyer your
superior quality, expertise or value without asking them to take the
risk of paying outright will definitely win you more profitable
business than NOT doing so ever can.

Done well, not only does it compel responders to reveal their interest
to you up-front for highly targeted marketing initiatives later on, but
- better still - you’ll find that a high percentage will become buyers
more or less straightaway. So, compared to the more traditional
approaches to new business generation almost certainly used by your
competitors, free sampling can be very effective for generating high
volume, profitable sales.

Leap the learning curve
Businesses tend to make two mistakes when they distribute free
samples or offer taster sessions:

· Assuming that the world at large is the target audience, they
overlook who their ACTUAL audience is (no product or service
appeals to ‘everyone’, no matter how 'general' it is).

· They let respondents off the hook by not combining a strong
enough ‘call-to-action’ with their sample so as to close the first
sale that could herald a new, ongoing customer relationship.

Fortunately it’s easy to avoid or overcome these fundamental errors –
and here are 3 key steps:

1. Run simple ads in relevent newspapers, magazines, radio or TV
slots (for cash-strapped fledgling businesses, the local post office
and supermarket noticeboards can be surprisingly effective too)
simply asking the question:

"Are you interested in this product (or service)? If so, here's a
valuable free sample to help you assess it… For yours, call
(freephone or lo-call) XXXX XXXXXX NOW without obligation". 

By and large, the people who make the effort to respond will be
genuinely interested – and, by the same token, those who are not
interested, won’t bother.

With the whole rationale for your advertising being to search out
interested prospects, you’re already optimising your spend
because - depending on the appeal of your product or service and
offer - from here, statistically, between 1/5 and 2/3 of your
respondents will go on to buy from you!

1 of 2



2. Collecting each repliers’ contact details for your database,
promptly send them their free sample (or a voucher to book an
appointment, etc.), with a personalised covering letter that
thanks them for their interest, details the virtues and benefits of
the enclosed sample and steers them towards purchasing your
product or ongoing service, as the logical next step.

3. Realise - and this is crucial - that very few people will go out of
their way to buy from you just because they've had your free
sample… You have to make it simple for them to act fast and
purchase easily – without begging time from their busy schedules
to visit a store, book an appointment, or order a product. The
way to do this is to include an irresistible offer for them to buy
your product or service as soon as possible before they forget or
get distracted from their current interest. Depending on the
nature and profitability of your underlying product or service the
offer could, perhaps, be:

· a time limited discount 
· an added value service enhancement 
· an improved maintenance deal 
· a model-enhancing upgrade, or 
· price-inclusive training or user instruction. 

Don’t dismiss this idea of offering free samples or tasters and
special offers… You should always, of course, monitor the
financials for viability but, generally, what you save by
concentrating your marketing on genuine prospects who’ve
raised their hands in interest will almost certainly more than pay
for these initiatives, as well as generating considerably better
overall sales. 

But, please note, you have to do all the running - and your entire
communication process should be a journey, designed to lead
your prospects openly, firmly and respectfully towards their all
important first purchase in what could become a very profitable
and loyal customer relationship.
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“ ...what you save
by concentrating
your marketing on
genuine prospects
who’ve raised their
hands in interest
will almost
certainly more than
pay for these
initiatives...

”

Hands up...
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