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 How Direct Mail

Can Build Public Support

for College -

If You Know How To Use It

Y OU'RE in the direct mail business
-% but yvou may not know it. Many con-
certs, plays, student performances,
classes and otfier programs depend on
attracting off-campus audiences. The
more vour institution becomes part of
the communiity, the greater the variety
of sich programs, the greater your de-
pendence on direct mail to seek out
vohr andiences.

Furthennore, as an educational in-
stitution you have unique advantages
in the use of direct mail, including
wnusually lower cost. Yet, most of the
printing pouring out of colleges and
universities seems to reflect a “take
it or leave it” attitude. At the prices
you're paying for today's printing, why
not make it work better? If vou don't
need the income, you are unique.

If you don’t need the com-
munity support that can he built
through large audiences attend-
ing campus events, you only
think you’re umnique. You may
séon be extinet.

Too many college announcements
simply give the title of a lecture or
name of a concert artist, dates, place
and ticket prices ~- no maif order ticket
form, no details of the umisual reasons
why your faculty' committee considers
this program stinmlating or enjoyable.
“Take it or leave it”; “Show up at the
box officc if vou're interested,” these
anncuncements say, in effect.

But there’'s a good chance that for
every two persons who remember the
date and show up on the performance
night, there are at least two more
persons who were convinced abont the
program and would have ordered tick-

© ts by mail.
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Some program planners who don’t
want to be bothered say, “Anyone
who is reallv interested will come with-
out much urging.” But if you want
to make every cevent more successful,
remember that at the moment of read-
ing, the moment when interest, desire
and conviction ahout the program have
reached the hottest point, that’s the
right moment to make it easy to act
and get vour prospects to commit them-
selves to attendance. Better to helieve

that those who are “really” interested” .

will come no matter how much you say
than to say so little that yon lose a
larger segment of vour ‘potential andi-
ence. Use of a mail order coupon that
is made to look like evervbody is ‘clip-
ping and mailing it should be standard
proceclure. *

Shortcomings of some college
advertising can he traced bhack
to the time when such promo-
tion started out as a part-time
activity, then gracdually ex-
panded to full time but withont
professional personnel.

In the beginning someone probably
saic, “All it takes is a little coonmon
sense to aunomce our public prograins.”
Bnt professionals in advertising, as well
as in other management practices, are
wot paid for common sense but for
their uncommon sense. Uncommon
sense is the anmajor ingredient which
some mmagement consultants apply
to ont costs or improve production by
lindreds of thonsanids of dollars in a
variety  of dissimilar  companies  and
indnstries. They enter a company, ana-
hze existing  operations, and  apply
principles of cfficient managenent.
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Applving unconunon sense to direct
mail selling of education can alse bring
magical results. So-called common sense
xays, “Colleges should not sell cultural
or educational programs.” Uncommon
sense says, “Selling need mnot involve
unethical advertising language or super-
lative promnises that create dissatisfac-
tion in audiences. Instead, a straight-
forward description of the content,
meaning and value of an educational
or cultural program can sell more of the
right audience, and guarantee satisfac-
tion to that audience.” (If your pro-
gramning does not reflect this quality,
then the programing needs improve-
mnent.) ‘ .

In the: area of public lecturves and ex-
tension’ programs for off-campus audi-
ences, uncommon sense savs, “Educa-
tion — learning abont any subject —
can be made exciting, dramatic and
appealing to those who have an interest
in-the subject. Lots of specific infonna-
tion will attract that specific audience.
An equal amount of general information

‘can never excité all of the public: so

don’t trv” : )

The-gptimuin resnlt you may. want
from a program may be a small, sophis-
ticated audience for a high-level pro-
gram or.a full auditorinm for others.
Whether your objective is optimnm
andience quality or optimum ticket
sales, the application of the uncommon
sense of professional direct mail ex-
perience can improve vour current pro-
motional efforts.

Commen: sense might sav, “There’s
no use mailing the same mailing piece
one semester after another — we needl
a new approach for programs that are
repeated.” {Incommon sense proves not
onlv that you can use the same mailer
(with date changed) but that vou
should use it.

Common sense says, “Drop old names
from your mailing list.” But uncommon
sense iy investigate deeper and prove
that by doing so von might have thrown
awav as much as 25 per cent of your
husiness.




Here are a few more samples
of the application of direct mail
principles to selling education:

® Jf vou want to sell more. tell more.
Loag copy sells more than short copy.
® A self-mailer may cost the least in
printing ind mailing. but may not nec-
essarily ring up ticket sales at the low-
est cost per ticket sold.
o If unit ticket price is too low to pay
the costs of direct mail selling, vou cain
increase the unit of sale in several ways
other than a reduction for quantity
purchases. :
© When your initial concert announce-
ment has only partially: sol! out the
_auditorium,  then properlv  planned
emergency mailings can still convert
half-empty  houses into .a large suc-
-cessful attendance.
¢ Direct mail gelling costs can be re-
duced by selling series tickets even on
~ dissimilar programs.
.® Your preseat customers can help vou
increase your mailing lists, and in tum
increase your audiences.

® Improved readability of copy and
layout can increase read-through of yoiir -

3

message by 10 to 25 per cent. !
® Bizarre layouts and irrelevant art can
cut returns to a fraction of vour fﬁ_ll
potential. 5
® In vour theater pmgrams and ek-
tension catalog, proper weording and
use of display pages to announce special

programs can replace parl of ydur -

special mailings and atiract as much
as half vour audience. This enables you
to reduce the quantity of the special
annoincements printed and . mailed.

In forthcoining articles, these
uncommon principles and other
ideas that make direct mail more
effective will be discussed.

I hope to make clear the reasoning
behind the many elements that are
combined to make the mailings suc-
cessful, and spell out exactly how the
same general principles can be applied
successfully to your own promotions.
You may be able to dircover here and
there some of the errors that are tum-
ing away audiences and income. Future
articles will deal with such subjects as
how to utilize the unique advantages

p o e

— and overcome some disadvantages
~ of your direct mail as campared to
comamercial direct mail. Later we will
discuss copy that sells; emeigency ac-
tions that may double vour audience:
how to adapt a varietv of formats to a
variety of audiences; research to guar-
antee continued success; how to keep
vour prospect reading until he is con-
vinced he should act; the care and
feeding of mailing lists, and any other
mail advertising problems readers might
suggest., .

College Mailings Face Harder Task
Than Commercial,

But Have Own Advantages

OST universities rely heavily: on

mailing amouncements for their
andiences for lectures, concerts, films
and other_cultnral events aimed at the
off-campns public. Persuding one in-
dividial to do sonething when you
are talking face to face is a fairy diffi-
cult job. But, it is easy compared to
perswading many insecn individhals by
means of amessage printed on a page
or in a letter.,

Your mailing announcements are di-
rect mail advertising and, compared
with most other advertising, direct mail
is different in that ‘it mast ask for an
order; it must be aimed at persnading
amany individuals el obtaining a de-
cision to come to your cunpus box
office, or to order tickets hy mail.

Successful direct mail therefore must
tell a full story and answer all questions
ad objections likely to arise in the

niinds of most readers. That's asking a

lot, particularly when univensity and
college direct mail usually asks for the
big decision: Send money now — in

ardvance,

- Othet direet mail, yon will find
hy simply reviewing the kst few picces
vou have received. smphasizes no de-
cision now: just a iny hit of fwvorable
action of a sort made easy for you to
do, and- of comese, you “send no

mmey.” 4

Let ns compare thie factars involved
with commercial direct mail and our
own, the better then to overcome scme
of our disadvantages, and to exploit our
very real advantages.

Temus of the Offer and Format
Commercial Direct Mail: Send no mon-
ey or a smalt deposit. Twenty years and
more of mail order records show that
if you can get 50 orders based on “send
no money — pay later on approval”
then you will get only 335 orders based
on “send no money now, just pay the
postman C.O.D." When vou sell on the
basis of “cash in advance with the or-
der,” the number of orders  has
dwindled to 25. _
Unicersity Dircet Mail: Usually “cash
in advance now with the order”.

Commercial:  Mail the separate
postage-free reply card after you simply
put a check mask in the square. Letter
nsed with the most personal approach,
in an envelope with a scparate folder
and reply envelope.

Unigersity: Fill ont a complete coupon
which is part of a folder. Clip the cou-
pon, find pen, fill in the information,
write check, find envelope, address it,
find sta ap. Sometiines enckse a self-
adcressed, stuiped envelope for the
reply.  Usmally economy  demands o

self-mailer. 7
4
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Commercial: Pay after zpproval. Guar-
anteedd money back if, unt “absolutely
delighted.”

University: Approve now l).nsed on the
information fumished, and send fuell
payment now. Limited rehmd policy, it
any.

Commercia': Newly always a1 hargain
or special price. Usually an additional
premium if you act now.

University: Net possible.

Commercial: “Test many different for-
mats and advertising appeais  before
prozeeding with the full mailing,

University: Time daes not permit test-

ing on the same scale.

Capywriting in Direct Mail
Commercial: Headlives dramatize
benefits to the indivdual.

University: Usually an academic title,
although an interesting  subtitle can
sometitnes be added.

Commercial: Direct emotional appeals
to sex, romance, Lealth, comfort, prof-
it. self-achancement, social  prestige.
Unicersity: Limited in appeal to cul-
ture, edncational value, indirectly in
tenins of self-advancement.
Commercial: Written person to per-
SOzt

Unicersity: Somezimes addressed  di-
rectly to the reader to act and benefit,
but often must be addressed to a
company, trining director, principal,
student comnselor, ur other person whe
then must select or persuade the pro-.-
pect vou are trving to reach — thera-
fore difficult to aim copy in readable

.Style.

This comparison should convince you

.that direct mail must have a lot of what

it takes to win favnorable action. The

comparison demonstwtes how average -

commercial direct mail says: “Don’t de-

-

dde now, don't worry about paying,
vou're not doing anything that commits
von just nke that easy little check
mark next to where we have already
filld in your name. Never mind a

stamp, we pay the postage. You're not

even  buymg anything because you
can retarn it so very cn‘si]y without
visking a penny.” _

Don’t despair. University and col-
lege direct mail bas certain other ad-
vantages that many an advertiser would
take in trade for ail the advantages he
seems to have,

For example, the average advertiser
must invest much more n getong at-
tention. Then, having attention, the
advertiser must use devices and strat-
agems in words, layout and art to
make sure prospects ‘read his message
from beginning to end. Also, advertisers
must convince the reader that the
advertiser is worthy of the confidence of
the prospect. And, all this he must do
ahead of and to the exclusion of many
competitors.

In the realm of persuasion, in the
long tricky road from initial attention
through interest, desire and cenviction
to action, many a prospect drops ofl on
the way. In these abstract areas, vol-
lege direct mail hias unique advantages.
Here are some of them:

1. Our unique product is education,
including cultural entertainment. If the
reader has any knowledge of the sub-
ject, we have a better chance of get-
ting his very favorable attention.

2, Those who have asked to be put
on your mailing list — have demon-
strated a special interest in what you
have ‘o say — will hear you out, Esten to
vou - full story, if you give them half a
.nance.

3. What the university is doing is
news. One of the most important ele-
ments in advertising is just that: the
news element.

4.. Because you offer news from a
university, your reader expects the news
itself will be educational. The reader
expects some worthwhile  knowledge
just from reading yeur announcement
regardless of uhclhcr or not he attends
the: program you are tclling him ahout.

5. The other advertisers are obvious-
ly out to “sell a bill of goods.” Your

readers think of the university as dis-
interested, offering nonprofic education
or entertainment.

All of these qualities make it easier
to achieve conviction in the mind of the
prospect that your proposal is worth-
while. The average advertiser pleads,
begs, entreats the prospect to believe
in his product, and then become con-
vinced that he must act. Your public
Lelieves in you, he is convinced of the
quality, reputation, honesty of you and
your offer.

Combine the unusual advantages
that we enjoy wiith full consideration of
the other differences between our di-
rect mail and commercial direct mail,
and you have a combination of tech-
nics that will seem to work magic in
improved results and income.

Direct mail can be an expensive,
even a prohnbmve way of doing
business when it is not understood an¢:
not properly planned. Successful di-
rect mail follows certain broad prin-
ciples. In most cases, the measure of
success is the number of tickets you
sell, anid this result will be most often
mentioned in these articles. But the
test of effectiveness, and the reason for
making direct mail more effective, can
be represented by other goals than
money and income. The objective may
be a small but highly qualified audi-
ence. Once you have improved your
direct mail, you may be able to up-
grade the quality of your progmms
and of your audiences.




HIS article is the third in our series

on the use of professional direct
mail advertising technics in the promo-
tion of on-campus cultural programs,
lectures and classes desxgned for oif-
campus audiences.

How can we talk about profes-
sional direct mail and the pro-
fessional approach?

We can do so if.we have a backlog
of successful experiments to show that
favorable results have been proved.

‘When you plan fer results and trace

those results, you soon leamn by experi-
ence and intuition born of that experi-
ence just what works and what does
not work.

This is not to say that cirect mail
professionals can always predict the
winner in a test of several mailing
pleces or letters; but, comparing a mail-
ing piece that has none of the ingredi-
ents of successful persuasion to those
that do rontain them, experienced ad-
veriisers predict which is more lkily
te succeed.

In the 1930s, years of very hard

selling, two brothers Townsend electri-
fied the advert lsmg profession when
they announced. that they had discov-
ered 30 ingredients that an ad must
possess to be successful. Many adver-
tising cuencies scoffed, but they and
«thers were foreed by clients to submit
their ads for seiret analysis. In most
cases, the Towrisend formula of suc-
cess did improve ad results. The secret
selling points leaked out in varied forms.
The impnttant lesson is that such for-
mulas can be deduced from the teach-
ings of many advertising geniuses,
So, when we come to a considera-

tion of effective copy wiiting, w: could

readily reprint the writings of Claude
Hcepkins. Ermest Elmo Calkins, James
Webb,
David Ogilvy, and many others. But
for the reader whoe is limited in time,
I would suggest Clvde Bedell’'s “How To
Write Adveitising That Sells.” His “34
Proven Selling Stratagems™ for com-
mercial products can be applied to the

johis Caples, Ciyde Bedell,

e

Tell More To Sell More - -

Is Good Rule for Educahon 3
Dlrect Mall Adverhsmg

abstract area of education and, Lnllvm]
eatertainment. :
The transference is not eisy to

achieve, but those who pennst in com- " -

paring our educatiomtl “product” and
our techmm ‘of sellmg with others will
be rewarded with more and more peo:

ple coming %o the campus to experience

the theill ot le'\mmg or the greater ap-
preciation of the arts.

In addition to needing more of the
copy elements that sell, most college an-

" nouncements can be xmproved in read-
ability ibrough an application of the -

teachings of Rudolf Flesch.

Advertising textbooks ¢an tell you
what 0. say, and. this advice will help
you sell’ m.u.y more people. But your
copy can produce greater success if you
follow the a.ilvice of Rudolph Flesch on

" “how to say it.” Simple words. human

references, short sentences malke up the

_ Flesch formula for readability that ed-

jtors of necwspapers and magazines
have applied with startling success.

Befors ‘we walk through a
demonstration ¢ wriling copy,
here are a few other principles
to consider:

1. Long copy will sell- more than
short copy.

2. Don't talk gencrally to the general
public. Few programs have that broad
an appeal. Pick out who siur pros-
pects are so you can talk to then in

specific language about specific fea-
-tures.

3. Every average subiect, no matter
how dull it may seem to you, is excit-
ing and interesting to its fans. Talk to
these fans with their enthusiasm, and
vou will persuade them as well as oth-
ers marginally intereste:].
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- 4. Start where )our prospv t is. Be-
gin with the faniliar before describing
the new and unfamiliar aqpects of the
subject.

5. Avoid “advertisingese.” Windy su-

perlatives, extreme claims, and exagger-

ations only produce dissatisfied cus-
tocmers.

6. At the other extreme, avoid pre-
tentiousaess, fine wiriting, abstractions
where - the ‘writer forZets he is a sales-
man and tries to_be a perfonner. Tn-
stead of sales, he seeks’ applause —
and usually gets only his own and that
of a flattering friend or two. o

7. Don't try to be cute. There is
plenty of entertainment in the funny

‘papers and ¢n TV. If vou want to sell,

be straightforward, honest, serious.

8. Verify your basic assumptions.
You have some surprises coming. For
example, ask a few people, “Have you
ever been to a concert on our campus?”
Some will answer, “I thoughit they were
only open to studen's and faculty.”

. Ask others, “Have you ever taken ex-

tension clusses?” And your next-door
neighbor may surprise you with, “But
don’t you have to be a college gradu-
ate?”

" This bit of research should teach you
to fcuture prominently such words as,
“Opesi to the publie,” “Public lectures,”
and t repeat this message by para-
phrasing, “A lecture series for the lay-
man and all those interested in undes-
stanCing today’s scientific advances” or

. “A concert for ai lovers of string qu.ar-

tets.” This rescfirch should also start
you seeking out new lists of people to
tell them that they should not have
the mistaken cor.ceptions you have dis-
covered in part of your public.

How do you adapt the princi-
ples of good copy writing to talk-
ing about concerts, lectures and
other educatiemal and cultural
programs?
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Her: are a few pcinteis:-

Your copy must be written i terms
of benefits to the reader — what the
reader gets or experiences. First, your
title is your headline. It is the most im-

portant element in an advertisement be- -

cause it forms the reader’s decision
whether to go om and read or stop
there. Now, in many situations you are
given an academic title that you ean't
change. But you can supplement it
with a subtitle that arcests more at-
tention, promises definite benztits in en-

tertainment or education.

Then, immediately, go into de‘aiis
about the program, details that cany
forward the ideas given in the headline.
Don’t write literary essays. Talk to peo-
pie. In order io get interesting material
for your body copy, question the per-
forming artists or lecturers. They have
an enthusiasm for their subject. That
same enthusiassm is shared by other
people who, so far, «xist only “way out
there somewhere” and have not yet be-
come an audience. But keep pumping
for answers to the questions: “Why
shuuld pari ot ow public drop every-
thing ard rush to attend this perform-
ance?” “What's so geeat about it?”

Viost times, the enthusiasm: of
the performer or the lecturer
for his subject can he trans-
forrned into a description that
transmits the enthusiasm to the
public, and you jet a good at-

QO :ndance,

Most of the people who plan these
piograms have spent a half hour or
morz2 with the person who will present
the progiam, and. often their reaction
Ias been, “He makes it sound so very
interesting and fascinating, I am going
to be sure to attend myself.” That's the

kind of enthasizsm to pick up and put
- tn paper to persuade more pecple lo

attend.

~ Will this copy approach work for
concerts, recitals and other enmnpus
cultural events designed to attract off-
campus audiences? Try it. Use short
¢ipy in a test against longer copy. Prop-
ely written longer copy will wsually
outsell brief “announcement” copy.

Remember the advantages vou have
over other mail advertisers. Your pub-
lic considers vour announcements edu-
cational and worthwhile news. -

bs the case of musical performances.
dan’t hesitate — in the vreliminary an-
nouncement - to give some details
about some of the compasitions or com.
posers in additiors to material about the
artists. Why save all the exciting and
interesting notes for the performance
progran: where half your audience ar-
rives too late to read it? Take a wew
leuk at those notes. '

In selling 2 produet, there comes a
point in the persuasic: process where
you picture to the prospect the enjov-
ment that comes from using the prod-
uct. It is as if the prospect is now
in your audience and your words as-
sume he is there starting to enjoy the
pl‘ogram-.

Try to meet the reader on his
own ground —- who are our
prospects end what do they al-
readsy” know about the subject?

4
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When a bookseller tries to sell you a
book through the mail, the one hit of
copy he alwavs includes is the table
of contents. It may not look pretty in

the layout, and to those only mildly in-.. .
- terested it may: seem to take wp too

much space. But those who have an
active interest are not about to part
with thefz money without judging
whether the contents promise more
than books already read on the same
subject. -

Don'’t use-the biography of -the lec-
turer as given in “Who's Who” with all
the cull details starting with where he
got his B.A. degree. Instead, rewrite
the biography to answes this question:
“What unique experiences and knowl-
edge qualify this specific person to
talk on this specific program?”

Emphasize how to enroll in a czurse,
also that it is apen to the public.

Since the series is for the layman,
strongly infer that attendance by more
than one person is expected — bring
a friend, suggest a hasband and wife
enroll together,

You get more multiple enrollments
when the enrollment blank suggests it
by providing spaces to fill in the names
of “other persons covered by this en-
rollment.”

Besides capy, other factors that make
for snceess o failure of your dizect mail
are readability, format, lists and re-
search, which will be discussed in fu-

ture articles. S

]
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THE more peopie who read your
announcements  of  on-campus
cvents, the more your public following
will increase.

The title of a lecture, or name of a
performing artist, may be all you need
to bring in orders for tickets from a
few enthusiasts. Stop there, if you
want to, but you haven't even started
getting the most for your printing
meney. Each bit of good information
that you add will attract a few more.

You will get optimurn resulis
if you can keep more people
reading through to the end of
your message. .

Lawrence G. Chait, a counselor in
mail advertising and selling, says of di-
rect mail readership: “Marketing peo-
ple who are exposed for the first time
to direct mail readership studies are
generally shocked to find that a piece
of direct mail will be seen/identified by
the prospect group to an extent four or
five times greater than that accorded to
the sune advertisement in a newspaper
or Wagazine representing a circulation
andience of equa!l size.

“In specific terms, direct mail reader-
ship normally is in the 65 per cent to
85 per cent rang2, as against the 10
per cent to 20 per cent figure which
gencrully emerges for print media ad-
vertising of other types.”

This is not to play down the effec-
tiveness of other nedia. Rather it is to
anticipate the uncucientiic and subjec-
tive reaction: “I never .rcad business
mail. I don’t think anybody reads di-
rect mail.” The people who know how
wrong you are, if you are addicted to
this fallacy, are laughing at you — all
the way tc the bank.

Nevettheless, more attention can be
given profitably to getting more people
to read through to the end of your mes-
sage. The more who do read all the

| . way through, the more will buy.

Readabili.ty Studies

Provide Ground Rules
To Make Your Advertising
More Effective

A eurvey made years ago fo-
cuses attention on the impor-
tance of read-through.

A successful mail order fiimn mailed
a thousand picces to a sample in
10 states, then followed up with pes-
sonal interviews. Here’s what they
found:

Qut of a thiusand people inter-
viéived, 384 did not remember the let-
ter ( it was assumed they did not open
it), 616 remembered receiving it but
393 of those 616 remenbered nothing
of the contents .(i¢ was assumed they
did not read it). ‘This totals 777, or 78
per cent who dic¢ ot open or did not
read any part. Two hundred and twen-
ty-four did remembe:r something in the
letter (it was assumed they icad it),
and 34 of the 224 bought the product
offered. Th: mailing was very profit-
able.

It doesn’t matter »nether the figure
of 78 per ceat nonreaders can be at-
tributed accurately to other mailings.

 What does matter is the working as-

sumption that a majority may not read
our mail at all, unless we remember to
nake them read. Add up nonreaders
and readers who did not buy, and you
have 96.7 per cent of your list to work
on for improved read-through.

We cannot hope to achieve 100 per
cent readership umless our list is com-
posed of 100 per cent prospects.

Quantitative readerslu’p by use of a
wide general appeal is worthless, un-
less in that readership group are the
qualitative ‘group: ‘the prospects. To
the extent that advertising is directed
specifically to the prospects, the more
likely it is to pick up fringe prospects.

Readership "studies of copy,
layout, art and typography pro-
vide ground rules t0 make ud-
vertising more cffective.

Ads that are already effective have
been made 10 per cent to 25 per cent
more effective in read-through by ap-
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plying the results of rescarch. An in-
crease of read-through readership of 10
per cent to 25 per cent in direct mail
would mean that a mailing of 5,000
will have the effect of a mailing of
5,500 to 6,250. Thus increased read-
through can obtain a bonus of 10 per
cent to 23 per cent for every dollar in-
vested in advertising.

If you are serious abont conmmicat-
ing, you need to pay attention to how
easy, or difficult, it is to read and com-
prchend your announcements. The
mass media have applied readability
formulas  such as those of Rudolf
Flesch and Robert Gunning to great
advantage. Many publishers and edi-
tors, who paid no attention to these

readability formulas, have beent run out

of business fast.

Yet a great number of university an-
nouncements are more difficult to read
than the Yale Review. The majority are
much harder to read than Atlantic
Monthly and Iarpers. Is this too high
a reader Jevel for the language of your
direct mail? Remember, those who pick
up Atlantic, Harpers, Yale Revicw have
their own motive: for doing so.

But, you cannot- assume any such
motive when the same people pick up
your advertisement.

Unless you make it casy to ge
on from sentence to sentence,
you lose readers all along the
way.

You lose readers with a word — a
fancy polysyllable that you think makes
your writing erudite. The reader stops,
puzzes, begins to lose interest. Also,
you can lose readers at the end of each
complicated sentence, each paragraph,
at the bottom of a page, at every point
where you stop to take ;i breath.
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Most people thin’ﬂof the reading

level of Atlantic Monthly and Harpers,

for - example, as aimed at university

graduates, intellectuals who will over-

come any complications of long words

-and sentences.

You should take another look. The

cditors of these and other magazines -

are fighting for complete read-through.
Set their articles next to some of your
own copy. Compared to your expecta-
tions, you may now discover that their
language is almost primer-like. Not so.
It is the current language of clear-cut
communication — putting an idea over
with the least possible strain on the
reader. '

Many books have been written on
how to make reading interesting. At the
very least, find out what Flesch and
Gunning .are talking about, and agpply
some of their suggestions. If you don't,
you’re wasting a lot of money on print-
ing and communication that could be
more effective.

Here we are concerned not
with the readership formulas,
but with physical &ids in format,
layout and ‘!ypography, which
help keep people reading.

Start with the basic piece of mail — a
Ietter from mc to you. The method of
reproduction of such a letter affects the
degree of readership. Find out about

the difference between letters repro- -

chiced by automatic typing, printing but
with a matched fill-in of name and ad-
dress, multigraph and straight printing.
Also, learn from professional direct mail
about indenting some paragraphs,
numbering items in a list, marginal
marks or underlines in a second color,
signature in a second coler, use of the
PS. (the first thing, not the last
thing, most people read).

‘Most college and wiversity an-
nouncements are printed folders or
self-mailers, so let us look into getting
maximum read-through of sach printed

_ material.

With regard to folders, seif-
mailers and booklets, here are
some ways to make reading
more attractlive:

1. Use captions and subcaptions to
telegraph the story for the reader who
skims over the copy fisst before reading

" details.

2. If your headline is an academic
title you can’t change, then back it up
with a subtitle that has reader interest.

3. Copy on the cover or in the head-
ings should include all those elements
that may pick a prospect out of the
crowd and sav: “Wait a minute, don't
throw this away = this is for you.”
These elements. t_n:}y include title, sub-
title, audience (“open to the public”
or “for lovers of classical music,” and so
forth), dates, place, time and special
features. If a lecture series includes
demonstrations, slides and films, why
not say so?

4. Back cover copy must be consid-

ered in exactly the same way as cover

copy. You think you know which is
your front cover, but watch people pick
up their mail and youll discover that
both covers are important. Look maga-
zine discovered that 25 per cent of
magazine readers thumbed through
from the back of the magazine, so they
put some feature articles therel

5. With respect to art and illustra-
tion on the cevers and inside, remem-
ber that the primary. purpose of the
layout is. to achieve complete read-
through. A majority-of peopl: will not
buy until they have read all you have
to say; never forget that. Ouly as art
and layout contribute relevantly to this
objective are: they effective. This miles
out most extraneons decoration, as it
shonld be ruled out. Generally, a photo-
graph or an illustration approaching a
photograpl: is the nmst successful in at-
tracting readers. '
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6. Photogruphs with accompanymg

aptions are alnost compnlsory  read-
ing for most people. In newspapers they
get two to three times more readership
than text. For this reason, a photo
shoukl”scarcely ever be used without
a captin under it, preferably empha-
sizing a selling feature. With regard to
pictures, readership rescarch further
tells us that in pictures used to tell a
story, unusual cropping, outlining or
tilt should be avoided. Captions should
be phced right under the picturc.
Dor't deface  yowr photograph by
printing a headline over the picture
arca itself. This car reduce attention
value by an average of 19 per cent.

Layout and typography de-
serve as much stiention as edi-
tors of mass meilia give them.

The aditor knows that his objective
is communication, and he wants com-
plete read-through.

Do you really want maximum read-
through? Then' leam from research
that reports 5, 10, 25 per cent, and oth-
er varying percentage drop-offs in
readers when any of these rules are
violated:

1. Type should be as large as the
text permits — 10 peint usually is
used in books. You may be forced to set
it spualler, .but if so, try to put white
spaces between the lines. Find out
which type faces are larger for their
size. For example, 8 point Times Roman
probably appears as large as 10 point
Weiss type face.

2. Typographic cxperts advise an
average width of line equal to cne and
one-half alphabets or 39 characters. If
you exceed this by very much, consid-
er putting white space between lines.

3. White space should be used to
make important headings and subheads
stand out. Large massive type does not
emphasize a title or headline as well as
lesser blacks with white spice.

4. Avoid long lheadlinazs of all-
capital letters. They are 1) per cent




harder to read than upper and lower
case,

5. Emphasize key words in a long
headline by italics, boldface, or letter-
spaced capitals.

6. Do not use condensed type faces
for text or long copy. Condensed typs
faces were generally designed to meet
limitations  of newspaper columns;
leave them there.

7. Where all caps dre used in a
headline or subhead, they are general-
ly made more readable by letter-spac-
ing between the letters.

8. Set text in the kind of type we
grew up reading — the kind of type we
read most of every day. That type is
serif type, not sans-serif.

This article is set in serif type.

This line is set in sans-serif,

9. If your type is being set on a lino-
type machine, the type face comes in

two varieties: sometimes Roman and

italic, sometimes Roman and boldface.

Learn how to use the cther face judi-
ciously to emphasize key words or to
break up copy blocks.

10. Type can be used, when copy
permits, to keep readers going by such
methods as the following:

a. Subtitles foilowing the heading.

b. A subtitle preceding the heading,
providing the subtitle and heading are
worded as a complete sentence or
thought.

c. Boldface lead-in for text.-

d. Indenting some paragraphs right
and left in the middle of the text.

e. Setting a sentence or short para-
graph in italics if that ftalic face is easy
to r=ad.

f. Numbering or lettering ideas in a
list.

g First paragraphs set in larger type
or with more spz:ve between lir:es.

h. Start the text or new par.z.aphs
with a twe-linz or three-line initial let-

ter. One study says that & large initial
letter will increase readership an aver-
age of 13 per cent. :

i. Use decorative initials that are
part of the type face used.

j- Other decorative characters (called
printer’s flowers) that do not distract,
e.g. an em quad, a dot or a star in
place of numerals in a listing,

k. Run-over of copy from one col-
umn or page to the next is desirable to
keep them reading. Newcomers often

space copy so that each column or page

ends “neatly” with the end of a para-
graph or sentence. The end of the
thought makes it easy for your reader
to stop thinking about what you are
saving altogether, and vou lose your
reader.

. 1. Use nonnal book style of indent-
ing first line of paragraphs. centering
lines. ‘ ‘

Setting type with ragged (un-
even) lines at right or left is an
obstacie to readerzhip.

Here are some don'ts — they call
more attention to the type and lavout,
and forget that the pumsose of type is
to communicate ideas. These are some
of the cliches that crop up in cycles.
are imitated badly by amateurs, and
have no place especially in direct mail
where the objective is to obtain action
from the reader, not throw obstacles at
his eyes.

Avoid: (a) unusual word-splitting:

(b) excessive use of lower case only

where readers expect nommal capital
letters; (c) heavy rules that attract
more attention to themselves rather
than functioning as separators of copy;
(d) large heavy numerals or dates that
distrect from emphasis on the copy;
(e) excessive type sizes; (f) jumbles of
type faces; (g) text or long copy
printed on colored tint blocks, lengthy
reverses of type or text type in red,
orange or other bright colors.
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Never set your copy in reverse, that.

is, white type on a black background.- . - *

and never set it overa gray or. colored

tint — they make reading virtally im- <~

possible. Surveys'report a'10-per cent
to 42 per cent advantage’in reading of.-
black on white versus white on: black

or on tint blocks. * . .

Use of color for headings and
subheads calls for a_reconsidera-
tion of the type face to he used.

Color should be used judiciously. Tn
the case of excessive use of display
type, it is said, “All display is no dis-
play.” The same principle :applies to .
use of color. '

In some cases, where a heading or"
subhead will appear in color, it is nec-
essary to step up the type in size or
boldness, otherwise the black text copy
overpowers it. o

The next article will discuss fitting
the format to the task. .




How To Choose a Format

‘That Fits Objectives
of Your Mail Campaign

HEN we come to a considera-
tion of formats to be used in
advertising campiis concerts and cul-

tural events, then we should reconsider:

our objectives. If the objective for one
event is to attract an ever larger pub-
lic audience, one’ kind of format or
package, for example, a self-mailer
might carry our message. But, if the
objective is to attract the social, poli-
tical and economic leaders of the, com-
nmnity, you may find another format
brings startling results, for example, an
invitation type of mailer.

The format by which you
communicate to your prospec-
tive audiences covers many pos-
sibilities.

First there are the from-me-to-yon
personal communications: a single let-
ter sent first class. Then there are let-
ters’ personally addressed but sent in
quautities. When the quantity is large
. cnough, you can use automatically
* . typewritten letters. To retain some per-
sonal touch to printed letters, you may
match the typewriter type with a
matched fill-in of the name and ad-
dress of the prospect, or fill in the
name i a deliberately nonmatched
type. Even with no fill-in, but starting
the letter “Dear Friend” or with a head-
line, the printed letter still can look
more personal when the signature is
printed in a second color,

Does it all sound too gimmicky and

.x . comy? Try some new formats, take a

count of the improved ticket sales, and
tuke a good, critical look at the new
customers. Neither the extra ticket
sales nor the new customers will look
comy.

But, this is not a suggestion to use
blatant, irrelevant formats. The format
should suit the objective, the type of
program, and the audience.

Bear in mind that the cost of
mailing; whatever format is
used, does not depend on how
much you pay the printer, mail-
. ing department, and post office.

The mailer that costs most in dollars
may bring in more crders and be the
most economical per ticket sold. The
mistaken idea about cost instead  of
sales per dollar spent keeps many
promoters from trying out more effec-
tive formats.

Tests can_point to better results.
For example, if you are mailing to last
year's concert season subscribers,
you'll get more renewals by enclosing
an addressed reply envelope with a 5
cent postage stamp affixed to the en-
velope. This will increase your cost of
mailing by $55 to $65 a thousand to
cover the stamps, affixing stamps, en-
velope, inserting. But try it on half
your list — when the _results are in
you'll probably wish you had done it
on the entire list.

That's one example of an improve-
ment in format to be tested at least on
prime lists. Now let’s get back to gen-
eral considerations.

Generally, the most effective
mailing format is a letter, bro-
chure, separate order card, and
reply envelope.

The qualifying word generally is im-
portant because many individual situa-
tions contradict this principle. I will
contradict it too when I talk sabout
the invitation format a little later.

Often, letters and separate reply or-

ders are not available to you. You re-
ceive heralds from the booking agent,
and have little choice but to mail
them as self-mailers or use them as
throwaways. Most of these heralds
made up by the booking agents and
mamagers  conld stand  considerable
improvement in copy and application
of other direct mail technics. Some,
which you probably recognized, al-
ready have that professional touch
and fairly certain high retum in ticket
orders. o
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Self-mailers can range in
format according to the method
of reproduction.

They can be mimeographed, multi-
graphed and printed by offset or letter-
press. Generally, if von are using
photographs — and you should use
than on main announcements =~ then
you will use a printing process. The
self-mailers should include a tear-off
order blank so that- tickets can be
ordered by mail. : '

When you are using more than one
list for your mailings, you should ar-
range your self-mailers so that replies
are automatically coded. You can tell
svhich lists are producing the most
business if your order blank is placed
on the inside so that its reverse side
contains the address space. Thus, by
turning over each order blank, you
read the addressee and identity of the
list so you can tabulate results. When
other formats are used, order blanks
cam be coded in different ways which I
will describe in a subsequent article.

Self-maijlers can inclnde compara-
tively large sheets folded down as well
as post cards and double post cards.
As to the final folded size. the post of- .
fice has some limitations, but another
limitation often overlooked is the size
of the mailboxes you're sending to. If .
your institution is surrounded Dby
apartment houses, a large mailer will
be folded (or crushed) to go into an
apartnent honse mail slot, or left ont-
side in a general pick-up box where
mnch of the mail is not always picked
up.

If ticket sales are not up to expecta-
tions. and youn are cquite sure it is. not
the fult of the concert artist or the
pragrma, -don’t hesitate to use & boost:
er wailer any ‘way you can get it out
in a hmry. If the printed advance
picce can’t be reprinted. a mimeo-
graphed self-mailer can do the job.
Switch the copy emphasis to tickets
available at the box office on the night
of the concert.

Emergency mailings like these have
donbled the audience in more than one
of our programs, and research has

" proved-that the second and emergency

mailing was mainly responsible for that
andience increase.
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Choice of {ormat can do a lot
in successfully attracting new
audiences, and audiences made
up of more of the leaders of
vour immediate community,

An invitation-hpe  announcement
mailed iu invitation-size envelopes can
do much to attract their favorable at-
teation and attenda:ice.

The autside panel of the invitation
carries. the conventional messagee of in-
vitation. including artist, place, dates.
At theibottom of the panel, be sure
th put.the scale of ticket prices so
that there is no mistale that the in-
vitation is to buy tickets, not to come

as a guest.

Smwme might criticize this format

before using it — as perthaps de-
meaning, or injuring the image of your
institution or program. Quite the cen-
trarv. More leaders of the community
will respond to this than to other for-
mats. if you want steadily to build the
bes? community support. you'll try this
out soon, You'll find yeurself in goo'l
and dignified company: Harverd Busi-
ness Review has used the invitation
format almost exclaively for years,
as has the National Geographic Sau-
cicty.

The mail you receive at your nwn
home will suggest to von the wide
varictv of formats. Make sure you gat
on direct mail lists for all types of
offers. and ask yourself whether eich
format car be successfully adapted to
your use.

Don’t Fimit your ideas to mail
samples alone,

Qre unusval format we have wused
sucressfully was to mail the 12 page
concest program. I's prireary” fur.ction
was as a handont ac the concent it-
self, kut the concert no'es wore ex-
citing and enticing enough to hiing in
areevn] andience.

Test new formats with clesr chjec-
tives in view, and use the test 1esults
o impnae foture mailings. L]
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The Care and Tending of Prospect Lists
Garners Profit and

OU canmot expect to huild steady

andiences for cultural events, yon
cimot obtain optimum direct mail re-
sults at mininum cost unless you build,
rcfine and expand your mailing lists.
Some experts say the quality of vour
list determines 75 per cent of the suc-
cess of your mailing. 1f vou are not
putting the names of all your patraos

on regular lists, yor: should start doing

so. If you are not adding mwre prospect
names from all possible sources, you
are letiing audiences and revenue slip
away. Before we discuss the specifics
of college nailing  lists for public
ivents. there are two generalities that
geserve mention: ZIP codes and ad-
dressing systems.

This is a good time to evalu-
ate your muailing lists and ad-
dressing system.

This p('rmd from the present to Jan.
L. 1967, is a particnfarly: opportine time
because of the impending requirement
that all lists will lm\e to be completely
ZiPcoded by Jan. 1, 1967, or pay
péaalty pastage. You mwust undertake
the cost of extracting each address
plate from your list file, alding the
sew 2IP code (or making a complete
w plte to accmunodate the ZIP
caded and refiling: the plates in muner-
ical ZiP-code order. This cost inay run
as high as the cost of installing a com-
plete pew addressing svsteni.

Now s the time to cousider whether
vour present system does suit vour
present and  future  requirements.  in
uomnaal mailing pericds, the  biggest
obstacle to a change-over to a new,
improved system of addressiyg is the
cnanmons cost to convert from one tyvpe
to anuther. But whether or not vou plan
tn (h.m«'(- vonr svstem, start now to
ZIP-code by adding ZIP codes with
cach new addition or change.

Many systemns are available
for maintaining lists and ad-
dressing mail.

A mailing list can be established
simply by typing names and addresscs

or index cards, then addressing indi-

12

DR S KR H s e ot 1 F R v (N - Tt e O e SR A by ol - DTSR

Community Support

vidual pieces from'that list, Or, vou cin
use multiple labels and type as many
as six set: of libe's at one time. Or, re.
produce such labels on a copying
machine. Fromn these elementary sys-
tems you can progress, as lists become
larger aud more complicated, to paper
and ‘metal address plites, on up to
using a computer and maiitaining lists
“en magnetic tape. )

Somewhere between the two  en-
tremes you will find 2 mailing list sys-
tem that suits yenr purposes. The. de- ~
tails of each sy:.lf'm. its advantages a1 |
disadvar;agres, are too many to discuss /-
here. /‘,‘

Theaight system for you depends on
the weight you give factors like the
size of Ysts, the wnmber of categories
or corles used, the frequency of use and
desirability of sclcchn&, smull seginents
of the list. An axiom .mmng mailingy
list houses s that if you are going to
us$ a mame maore than six times a year,
then it pays to set up sone kind of mat
chanival addressing system.

Pe:laps you have been required to
use the system already established by
the administration for record purposes.
Such a system may be suitable for rec-
ords but not for mailing, especially
since complete ZIP-coding lies just
ahead. It is not impractical to install a
seemd address system if the system
offers more advantages and economy: in
mailing aperations,

You can find complete dis-
cussions on the mechanics of
mailing and mailing lists in
texthooks on direct ma3l.

The mast cconomical way ta (h'\ugc
each addressing system to ZIF cade is
beiag covered in a series of articles
that slarted in the April 1965 issue of
The Heporter of Direct Mad Adver-




tising. In this series, each manufacturer
of addressing  equipment  hus  been
asked 1o detail what steps to take first.
i second, third, and so on, to prepare the
clangeover, and how to aveid costly
CITOrs or unnecessazy steps i making
the complete change-over te ZiP codes.

Within the limits of this wrticle, let's
consider specifi: aspects ot building,
refining and expanding canpas  lists,
Reconsider dr a moment your obijec-
tives: pracuring audiences and public
support for your institations, Some day
your administration n:zy want to use
the lists to send cut public relations
messages to persuade community lead.
ers. If you build responsive lists for
your culural events, and attract good
andiences, you can Le that much more
confident  that  other kinds  of
commmunity support also will he there
when vou need it.

"~ How do you establish si:ch a
list in the first place?

IE von are still selling most tickets
over the counster or at the box ‘office,
then ask you: audience to tum in their
names and addresses for future an-
nonncements. Be aggressive about this.
If you merely set out cirds in the lobby
to be picked up, you'll get only a few
Elled in at intermission. - Instead, have
ushers pass out one card to each patron
and have the ushers stand at the head
of the aisle and circulate during inter-
missions, asking each individual to tum
in his card.

You may even find it doubly useful
to get numes by passing out cuestion-
naires so your public has 2 chance
to give opinions and suggestions for fu-
ture programs. Tt usually takes some
persuasion to convince ushers or hox
office emploves of the value of these
names. You can easilv demonstrate how
few names are tumed in when vou
lcave it to the initiative of the pa‘rons,
compared to active collection by the
ushers.

Another way to get addition-
al names is hy mesans of a re-
quest and tear-off coupon
printed in the program itself.

As you set up your list, start refining
it by dating and coding each nanie ac-

cording to the specific interest shown,
As vour lists grow, you can select and

mil to each segment instead of the en- -

tire list. All those who attend a series
of forcign films, for example, are not
prospects for a dance recital. Nor will
the juzz fans necessarily respond to a
chamber music program. After coding
the uames und addresses, thev should
still be interfiled in one addressing mun.
You'll soon find that most patrons have
more than one interest.

If your list totals 2,000 to 5,000 von
may still find it profitable to send all
types of annomwements — films, jazz,
classical music. daice recitals. and so
on = to all of the names anvway, B,
when that mailing is made and you
have a couple of lndred announce-
ments left over, you can “second mail”
these “overs™ to the specific segment
of the list.

In crder to vefine your lists,
you need tg trace mail orders
back to their list source.

The best way to do this is to be surc
thit the order blink for tickets is on
the reverse side of the address panel
in the case of self-mailers. After all
retums are in, tabulate your mail or-

ders und see which parts of the list .

responded best, whether some parts
did not respond at all, and perhaps
would not be profitabie the next time.
Then use the retams to improve your
list ‘classifications.

Add the new codes to the old plates
where patrons have expressed a new
intercst. Those responsible for list work
can compare the order blank name: and
address with the addressed side and
pick up only the new narmes and infor-
mation. If the address panel is .not
there to check, then all names and ad-
dresses must be checked against pres.
ent lists in order to pick up that per-
centage that is new.

If it is possible to keep track of the
orders you get from each addressee,
then vou can keep your list up to date
according to the amount of business
you get from each name. Large mail-
order houses do this based on how fre-
quently, how recently, a person has
purchased, and how much he buys. If
you ¢xan't undertake this amount of
bookkeeping or research, you should at
lexit know how much business each
segment of your mailing list produces
by tracing the coded orders.
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When the plate address backs up the
order blank, you can also use it to keep
down duplications. Your :mail may be
addressed to me as Glean:L. Anderson;
if the order blank is sent in and signed
by my wife, Ruth, or my duaughter,
Joan, then a quick check of the address
panel will wam you not to put the new
names on lists.

Order blunks that can easily
be traced to source lists give .
you an additional advantage
when ticket sales are slow.

Duily sales records should tell you
when you need more promotion to fill
the Louse. When von do, chieck the or-
ders already received to find ont which
segments of your lists have respondid
well, and mail again to that segent.
The selfsame umouncement remaifed
to a productive list will bring retums
ranging from 60 to 100 per cent: of the
original result.

Lists must alse grow. Peopl: moving
out of your area may decrease your
lists by 10 per cent and more in a year.
How do you expand lists? One way to
expand lists and increase ticket sales
is to mail announcements from tine t.
time in envelopes with twe ordsr
blanks instead of one. In a recent sea-
son subscription mailing for a theater
series, an extra ordér blank increised
sales of season subscriptions Ly 1C per
cent with an average sale of 2.8 tickets
amounting to $50.40 per order.

Ariother-way to get new names is to
leave space on the ticket crder blank
With a message like, “Pleage send this
and future announcements to the fol-
lowing friends.”

A direct appeal to your present ists
for recommended 'ri:_llnes ran increase
your list totals as much as 10 to 20 per
cent. and these names are almist as
good as your customer list itself. To get
these, you can meil out a double raail-
ing card to your present patrons. The
message says in effect that you will be
mailing announcements for the new
season, that you appreciate their pa-
tronage and would like more pecple
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like them in yonr audience. You ask,
would they do you and their friends
a favor by seuding in recommended
names and addresses.

The second half of the double mail-
ing card, the reply half, should he
large enough to enter five or six names
and addresses. By leaving space for
this number, von will receive an aver-
age of two to four sumes per card. If
vou llow space for only two names.
vour average will hardly nn over ene
mnue per reply. It is advisable %o com-
pare these recommended names with
enisting lists before you put themn on
the prospect list because claplications
are bound to be submitted.

Certainly vou want the leaders of
vour convnunity among vour patrous,
and one way to get them is to use ont-
side lists. Your local Chamber of Com-
merce will fumish vou with lists of
sacial and fratemal gronps. From these
you might find it worthwhile to se-
lect the names and addresses of the of-
ficers of these gronps — as individuals
and comnumity leaders. not as oficials
of clubs. Entire membership lists da
not seem to Jiriug o good nesponse, bt
ntay be worth trving in ynn ot towit.

A vompiled list of outstand-
ing people in your community
can be very valuable in terms of
ticket sales and public relations.

Some specialized list compilers can
furnish hundreds or thousar«ds of such
names, depending on the size of yons
town. Expert compilers ¢an take your
present list of patrons, analyze the
names according to characteristics such
as income, home ownership. education-
a} level, occupation, and others. This
research produces a profile of yonr
ideal customer. These list speciulists
can then go back to the same source
material and select hundreds and thou-
sands of names to fit the same pmfile.
As a further refinement, they can even
analyze the results of the mailing to
the first compiled list, correct the pro-
file, and produce still more refined
lists. ’ '

Your mailings may not yct
warrant the addings of tens of
thousands of new prospects, hut
you can still- prospect with a
smaller number.

One way to test the value of new
prospect names is to date them and put
them on a prospect list. Send them all
your announcements for a year, and as
they become customers, transfer the
names to your permanent lists. You cun
afford to do this with 500 or maybe
cven 3,000 names.

If you want to test a larger nimber

(5,000 to 10,000), then it might be
worthwhile to mail them two or three
announcements in which the order
blank also carries the altemate choice
of buying tickets or marking a liox that
says, “Please put my mune on your
mailing list for future announcements.”
You'll find many of vonr addressees are
well enough schooled in mail-order
methods to nse this reply conpon.

Anotirer way to pull ont the inter-
estedd minority from a large list is to
mail two or three regular annomce-
meats. Then follow these anmenmce-
ments with a special mailer. On it.
pictire the previons announcements so
the addressee recalls themr. Your mes-
sage’ would read to the effeet that “we
have sent you announcements of somie
of cur campus events that are open to
the public. If you wish us to coutine:
m;lilltng these announcements to you.
please che:k and return the reply card
attached.” In one such prospecting
campaign, we picked up 10 per cent
of the nimes for our regular lists, and
the whole promotion was more than
paid for hy the additional ticket sales
made by the regular mailings.

Another source of new names is the
respective departmental lists of vour
own college. Find out whether the mu-
sic department, theater, or other de-
partments have lists and arrange for
their uise. Correspondence, phone call
inquiries, and alurani lists should also
be regular sources of new names.

Now that you are building dated
and coded lksts of patrons and pros-
pects, how do vou keep the lists up to
date? If you are mailing second-class
matter, the postman automatically
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sends yoii corrected addresses. Your
list clerks should be instmcted to make
the cormrection if the new address is in
vour area. or to kill the plate entirely
if the addressee has moved too fur
.il\Vﬂy.

A frequent error in list main.
tenance is the illusion .of keep-
ing a card file up to date as
your duplicate of the address-
ing plates themselves.

Filing new cards and taking cut old
cards is a task usually assigned to a
clerk. And the job is put off day after

- day until at any particular time the

card file is days or weeks out of date.
Keep in mind that there is only one
accurate record of your address list.
That record is the plates themselves.
A card file kept next to them might be
up to date, but the further away the
card file gets from the only accurate
source. the more likely that the card
file will be reglected.

Since you should be entering new
codes or new dates on existing plates,
some record may be essential. In many
cases, you can accomplish this by hav.
ing your list nm periodically on galley
sheets of 20 or more names per sheet.
Galley sheets are easier to use than
index cards for making new entries as
well as for entering the new codes on
the plates.

If your mailings are third class, yon
will not get postal retums unless von
ask for them by printing “Retum Re-
cuested” en the mailing piece itself.
If ym1 mail once a month or oftener.
don’t put “Retumi Requested™ nn every
mailer: vonll he paving double
vaur retums because as a correction
comes in yonll already have addressed
another picce to the wrong address.
Correcting plates takes time: vou vn
avoid nailing out duplicate old ad-
d:esses by establishing a mile that. as
corrections  come  back. the plate
should be pulled out at oncr. Then.
even if the correction takes o dav or a
week, you will avoid a second mailing
to the wrong address.

“Cleaning” mailing lists,
eliminating :deadwood, sounds
so desirable, hut it can be over-
done.

Yon can hold prospect and iuquiry
lists to reasouwable siz2 by putting the
names on a prospect list first and traus-




ferring them to vour cictoner kst onlv
after theéy buy tickess. Sitce the pros-
pect names will be dated. yoar can take
them off the lists after soveral mailings.

But the same approcik to cleaning
your customer list can he <lisast-ous. A
year ago we mai‘ed 2 ca:d ta names
that were dated 19680 .rd 1961, The
message was to the effer i that we were
preparing new  annowdemnenis  and
would the addressee idease confirm
tnt he still wanted 1o b on the dist by
retuming the cardl. About 50 per cent
did not retum the card. Latér, an-
nomcements were sent to then: anv-
way and results comparest. We made
the same profitable percentage ol sales
to them as to the “active”™ customer
list. Needless to say, thore nanis went
back on the list. Customer name: are
too valuable to throw away, and anv
cleaning of customer lists should be ap-
proached carefully.

Depending or  vour  ohjective.
whether it is to keep as mary as pos-
sible on vour lists. ¢ to get as many as
possible off your lists. you can slnt

your list-cleaning mailings either way.
If you want to trim only a small num-
ber from an active and profitable list.
then your message might say that the
addiessee should rerurn the card onlv
if he no longer wants to be on the lixt
or will he unable to attend any cam-
pus event in the next year. Such a
mailer may bring a 10 per.cent rium
and reduce that list 10 per cent.

On the other hand, if you tell the
aldressee e must retumr the cand if
he wishes to stay on the list and names
will be dmpped if the card is not re-
timed. then you'l still get something
like 2 10 per cent or perhaps 20 per
cent retun. But, youll have to drop
80 to 90 per cent of vour list and will
w:doubtediv- be drapping seme poten-
tislle valuable custoraers. That's mail
order for vou. Handled well, vonr Jist
is 1 gold mine. =
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