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Direct Marketing

Earn Five Bucks More Per
Customer in '06

Michael Mayor

The SVP of strategic business development for
Aptimus explains how to do it -- withowut adding
resources or sacrificing qualry.

Article Options

The first of the year is a mixed blessing to most online

direct marketers. The annual consumer marketing

biudget fyou know, the one that ran out in mid @4 of last

ywearh is thankfully replenished, hut so are the customer

acouisition targets. Each year, it seems not only are the acguisition goals
higher, 5o is the revenue that management is demanding from each
customer.

Why? Because it's costing mare to getthem. As an example, | know plenty of
marketers who are paying more and mare for their treasured keywards. In
the online waorld it's not just Lowes vs. Home Depot: it's Lowwe s wersus Home
Depat and the hundreds of other sel-employved people with an online stare,
a couple distributar relationships and a FedEx number who whip out the Visa
card to buy search terms. In otherwords, hundreds of businesses are
competing for one term. Prices aren't going downl! In fact ALL anline
tmarketing costs are riging (at least the stuff that warks).

This means it has never been maore important to offset your marketing costs
in one way or anather -- especially by earning maore from that useryou paid
g0 dearly to drive to your website. If you could get just one dallar moare per
new custormer, that would be huge! Every dollaryou can sgqueeze from a
customer will amplify gquite nicely on an excel spreadsheet in a boardroom.
Yet, yvou and | hoth know it's not that easy.

Well let me re-phrase that. It may he easy to increase revenue per custamer
ifyou aren't concerned about the user experience, repeat traffic oryour brand
identity, butyou are so unfortunately it's much trickier.

[ got to thinking akout ways to bring in just five more dollars per customer.
Five bhucks is such a universally good direct marketing numhber. t's enoudgh to
getthe CEO's attention -- especially if few {f any) resources are required --
whereas ane dollar is not. You're expected to be able to do that in your sleep.
on the ather hand, 10 dollars will likely get the "yeah right" responses and
ultimately put your hack against awall. Like | said; five bhucks is a great
numkber.

There are marny ways to bring in incremental revenue hut wanted to limit this
exercise a hit. ['wanted to only employ extrermely simple methods that don't
upset users and don't distractyour entire marketing and tech departments.
As aresult, | came up with the following set of rules for abtaining five
incrermental bucks:

o Paythe hills first. Any incremental revenue opporunities should occur
after you've achieved your prime ohjective, which is to acquire new
customers.

o PO over-marketing or intrusive advertising.

« Mo horing banners. Just customer-fed, dynamically generated stuff
here.

« Baseline revenue estimates. ¥ou should achieve at least these
amounts from each respective activity, hopefully buckets mare.

« Assume minimal user activity to make projections even maore
haseline.

« Mo heawy engineering or development swork, Strictly plug and play
stuf.

S0 here's how to do it

FPlace relevant ads in a trangactional process afterthe  $0.4%5
submit button (calculated at 15 cents per impression
times three -- initial registration and two subsegquent
dowwnloads, purchases, free newsletters or similar

FPlace relevant ads at log onfout pages befare £2.40
(calculated at $0.05 perimpression, two Sessions per

rnonth)

Place a checkhbox for standalone third-party F0.75
offers (calculated at two rentals per month)

Weekly newsletter (opt-in) F0.75
FPostal list rentals $0.65
Total $5.00

My personal favorite is the first one because, hypothetically, you'll earn at
least 15 cents even ifthe user never buys amvthing from you. Maothing's better
than recouping some of youdr investment on those who turn out to be dead
wood!

The key to all of these items, of course, is &) the relevance of the ads you use
in each spot and B) the ability to optimize therm. Ideally, relevance should be
determined ky the user, either through the fields they complete or outright
consumer action (opting into specific categories of third-party email offers, for
instance).

Qptimizing within a grouping of relevant ads is a little trickier but it can be
done. You may even wish to outsodrce most of these activities, which is
probably @ good idea. Selectvendors have the tools and sales force that will
garner higher revenues per impression and get you that five bucks even after
their cut. In fact, you should do better that that. Also don't forget: you have no
FeSOUrces ammwayl

20 as you implement your nesy marketing plan to acguire new customers far
2006, make sure your incremental revenue opportunities are lined up. This
weay when you go into the CEQ's office ta tell him the keyword "paint” just
went up another two dollars, you can tell him "but I'm getting five rmore bucks
per customer”l

Michael Mawvor js S1F of strateqic business developiment at Aptimus, Thc.
Aptimus provides ah online fead geheration hebvark that leverages
parormance-hased aovertising to genarate leads ahol acquire customers far
aovertisers and pubiishers. At the core of the Aptimus Nebwork piatform is the
COFREN s proprietanys techhoiogl, Dyhamic Ravaenle Ootimization, which
automatically determings, on & reaktime hasis, specific gaovertisar offars for
promotion on each publisher's webasite and In each emall sent THis
appraach places the right offers in front of the right customets, for the targeted
leac! genaration.

For achviertisers, the Aptimus Network offers g plalform fo present thelr offers
grroas ah audience of website aho emall distibution channels. For website
publishers, the Aptimus Mebvork generates hew revehuas while pramoting
offers from Khown brahcs in formats that complement the pubiishers'
wiebsites, Aptimus' current clients Include many of the top 200 direct
matfeters.
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