Direct Mail that Works

Getting the most from your
Mailings
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What makes Direct Mail tough?

e Sheer size and volume
o 100 Billion pieces per year

e Climate and Environment
e Legal
o Regulatory
e Privacy
o Etc.




What makes it worth it?

e Direct Mail is non-invasive
e People still opt for it and like it

e Preferred choice for many things, including
LTCI

e Highly Targeted



Keys to Success

e Have a plan!

e You must think through your:
Obijectives
Budget
Target Market
Message and Offer
Contact Plan




Keys to Success, cont.

e List — The single most important factor
Target: Broad vs. Segmented
Frequency and Usage

e Offer — The second most important factor
Hard, Soft, or Super Soft

s it of value? Is it relevant?

s it highlighted?




Keys to Success, cont.

e Content and Creative
Think visually...Pictures
Benefits vs. Features

Customer Focused
Credibility

e Response Options
e [racking




Tricks of the Trade

e Response vs. Conversion... The Dilemma

e \What is your objective?



Tricks of the Trade

e How to increase lead flow?
Tell less about the product
Make it easy to respond
Promote the offer
Ask for less information




Tricks of the Trade, cont.

e How to drive fewer, but more qualified leads
Mention a phone or sales call
Talk about product or price

Ask for a lot of information
Tie the offer to a sales call or bury it in the letter



Tricks of the Trade, cont.

e Analyze Your Results
o Cost per Lead
e Production per Lead
o Cost per Sale




Tricks of the Trade, cont.

e With a 5% response, you are still missing
95% of people!

e Therefore, make the most of your leads
Follow Up
Referral Potential
Cross Sell Potential

e Think beyond direct mail



Direct Mail Concepts

e Short and Sweet, Less is More.
Headline should spark interest and create a reaction
Body copy should identify need
Lead card designed to motivate response

e Multiple Product (Combo) leads.
Greater return, greater possibility for sales
Diversification of your offerings and knowledge
Opens door for longer lasting relationship



Understanding your numbers

e Cost per Lead
e Cost per Sale

e Cost per Lead vs. Cost per Sale

e You must know these numbers!




Cost per Lead vs. Cost Per Sale

$1000 for 100 leads = $10 Cost Per Lead.
If you sell 10 polices, or 10%, your
Cost Per Sale is $100.

$400 for 10 leads = $40 Cost Per Lead.
If you sell 8 policies, or 80%, your
Cost Per Sale is $50.

Cheaper leads are not always better!

The time you spend to call 100 leads over 40 leads
is also an important factor to consider.



Productivity Report

Productivity Report for: All Dates

Total Leads

Agent 1, Demo Leads
Demo Leads-2020-034 20
Total for Demo Leads 20

Agent 2, Demo Leads

Demo Leads-2020-034 20
Total for Demo Leads 20
Total 40

Agent 1, Demo Leads

Total Cost

$550.00

$550.00

$550.00

$550.00

$1100.00

Avg. Premium

Demo Leads-2020-034 $2884.00
Total for Demo Leads $2834.00
Agent 2, Demo Leads
Demo Leads-2020-0354 $3079.00
Total for Demo Leads $3079.00
Total $2970.6T
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Batch Batch Cost £ of Mailers Z of Responses Response Rate Cost Per Lead Z of Policies Sold § Total of Policies
LTC Direct Mail Leads $420.00 1,000 12 1.20% $35.00 2 $.3,000.00
Mewspaper Ad Leads $E00.00 0 14 0.00% $42.86 3 $6,600.00
Radio &d Leads $1,000.00 0 20 0.00% Fa0.00 1 $1.,476.00
Target Leads - Combo Leads $600.00 1,500 32 213% Fa.75 1 $2,585.00
Target Leads - LTC Only 574000 2,000 38 1.80% 1947 2 F3,420.00
Totals F3,360.00 4,500 116 2.58% 28497 9 17,094 00




Sales Report

Policy Holder Date Sold

Agent 1, Demo Leads

May 11 2005
kerry Johnzon SR AN
Janice May 11 2005
Ballestreri 10062

. May 11 2005
Linda Parker 10 DR AN

May 11 2005

James Parker 10 DR AN
- . May 11 2005
Olivia Jenking 10 DR AN

Agent 2, Demo Leads

Kim Gilbert gﬂgﬁégﬂ 2005
Peter James gﬂi?lf;ra 2005
Mally Andrietta ’;’!iﬁéghﬂ 2005
Adam &ndrietta ;’!iﬁé;h?l 2005

Batch

Demo Leads-
2005510-34

Demo Leads-
2002510-34

Demo Leads-
2005510-34

Demo Lesads-
2005510-34

Demo Lesads-
2005510-34

Demo Leads-
2005510-34

Demo Leads-
2002510-34

Demo Leads-
2005510-34

Demo Lesads-
2005510-34

Comjprany

Equitakble

Medimerica

Allianz

CGenywarth

Metropolitan
Lite

Equitakble

MedAmerica

Allianz

Genwarth

Policy Type

LT

Long-Term
Care

Long Term
Care

Long Term
Care

Long-Term
Care

LT

Long-Term
Care

Long Term
Care

Long Term
Care

FPolicy Humber Payment Option

2435-6743 Lifetime

5595-55939 Lifetime

4636-8411 Lifetime

2323-213505 Lifetime

435366-754:56 Lifetime

Total for Demo Leads

S456-25956 Lifetime

3446-86341 Lifetime

G449-85332 Lifetime

M 2-B5357 Lifetime

Total for Demo Leads

Total

Annualized
Premium

Status

F3000 SoldiPlaced

F2960 SoldPlaced

Application Submitted And
Palicy Information Entered

Application Submitted And
Palicy Information Entered

3600

2400

$2460 SoldPlaced

$14420.008

Application Submitted And

2300 Policy Information Ertered

F2760 SoldPlaced

F4116 SoldPlaced

$2940 SoldPlaced

$12316.008

$26T36.008
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