Marketing by attrition?

Is your idea of marketing to send out the same offer over and
over and over and over again in the hopes that your target
will get so tired of hearing from you that they’ll just pay up
to get rid of you? No? Well, it seems to be the force behind a
lot of marketing, especially direct mail and email marketing.
I call it marketing by attrition and I think it is probably
the least effective type of marketing there is (not too
mention the most annoying to recipients).

An example

Case in point is Sirius XM. A few months ago, I bought a new
car that included three months free of Sirius XM radio. Before
I even had the car a couple of weeks, I got a letter from
Sirius that said I could sign up for $5 per month for a
year(!). But then, I read in the small print, I would be
charged $16.99 per month after. SiriusXM sent me this exact
offer in a letter several more times. Then, when my three-
month trial was over, they sent me another slew of letters. So
many in fact, I don’t have an exact number.

The offer is always the same. I am still not interested, but I
bet they will continue sending me letters for the next year or
more.

Is there a strategy?

What is the strategy here? Is there a strategy? Or is it a
mandate that hasn’t been ever reviewed?

It seems to me that there’s some sort of mandate or directive
at large companies, which have hundreds of thousands of
potential clients, to keep marketing the same offer to each
person who doesn’t sign up for the product or service. And
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keep sending it until they sign up.
But what happens if the target doesn’t respond?

Experience says that if a target doesn’t respond to your
marketing, you may need to change something. Perhaps you need
to revise the offer. Or perhaps you need to change your
marketing tactics. In the marketing by attrition “strategy,”
there seems to be no course correction other than eventually
giving up. I wonder if there is a certain number of mailings
that these companies send out, perhaps based on cost, after
which they conclude the cost of having you as client is too
high. This method seems highly ineffective and costly.

What would work better?

Perhaps what would work better is to really understand what
motivates each particular potential customer. This could
involve sending out a survey or having a better sense of each
customer through demographic and psychographic data.

Bottom line

If you are marketing by attrition, you may be fighting a long
and losing battle.

Success starts with being
targeted

When you’'re left shaking your head

The other day I got an email from someone who wanted to write
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a guest blog post (presumably for this website) about how to
get better sleep. Do you know what I did with that email? I
deleted it. Why? Because if you take even a cursory look at
this blog/website, you will note that it is not about
sleeping, or health, or wellness, or anything related to
getting better sleep. Also of note is that I write all posts
on the blog. I don’'t have guest bloggers or any information on
how to submit a guest blog.

A friend was telling me just the other day how she got a call
about her expired car warranty. Except she doesn’t even have a
car.

And then there’s the gas company that calls about your gas
bill, and you don’t even have gas at your house.

It probably is spam

Yes, these are all examples of spam. We know spammers don’t
have time to research and target a message that is specific to
you. That is why they are spammers. They send out the same
message to everyone and hope that one hits the right target.

Effective marketing is not spam. It is targeted.

The opposite of spamming is targeting. If you target your
message to the right audience, you have a much better chance
of success.

How do you target?

To be targeted, you have to start with definition. You must
understand exactly who needs or wants your product or service,
and be able to describe those people or organizations. Once
you know who you are selling to, you know your target
audience. For example, if you are selling extended car
warranties, your audience is people who own cars that are out
of warranty. Perhaps you can further narrow it down by how old
the car is and where these people are located.



Once you’ve defined your target audience, you have to figure
out where you can find this group. Where does this group go to
find information?

Bottom line

Send your message to the right audience and you will be much
more effective.



