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Whether on 
posters, in 
magazine 

advertisements, or on direct 
mail pieces, these and other 

high-identity personas create brand 

identification. When consumers see 

them, they associate these characters 

with more than just products. They 

associate them (and, consequently, the 

brand) with humanlike characteristics 

that they too want to be associated 

with, such as likability and charm, 

strength, manhood, safety, and security. 

This marketing technique is called 

anthropomorphization. It is a powerful 

tool for creating brand recognition. When 

consumers see Flo the Progressive Girl, 

they think about being smart and 

savvy auto insurance shoppers. 

When they see Allstate’s 

Mayhem, they think 

about the destructive 

forces in the world around 

them and the need 

to have trustworthy 

insurance agents to protect 

them following disaster. 

Anthropomorphization is used 

successfully to educate customers 

about the qualities of certain products, as 

well. When Exxon wanted its customers 

to understand the benefits of high-

octane gasoline, it developed the Exxon 

tiger and the slogan “Put a tiger in your 

tank.” When drivers fill up with Exxon, 

the company wants them to feel that 

their cars are endowed with the strength, 

endurance, and maneuverability of a tiger. 

This technique isn’t for everyone, but it 

has been incredibly successful for many 

companies. Creating a persona helps 

to make a brand memorable. It helps 

consumers understand and relate to key 

brand messages in a way that is hard to 

forget. (“They’re G-R-R-R-E-A-T!”) It can 

also make the brand more likeable. 

Whether on posters, marketing 

collateral, email, or direct mail, be 

consistent. Use the character to deliver 

the messaging in a way that is memorable 

and becomes identified with the 

brand. Listen to your customers 

and prospects and be willing to 

make adjustments in response 

to the feedback they 

are giving. Do your 

research. Do your 

testing. Then let your 

persona do the talking!

BRAND 
PERSONA

IS IT RIGHT FOR YOU?
If you think anthropomorphization 

might be for you, how can you use 

this technique to your advantage? 

• Ask yourself what humanlike 

characteristics are associated with 

(or you want to be associated 

with) your brand. Endurance? 

Innovative thinking? Sexiness? 

• Determine which types of 

characters can be used to 

embody those characteristics. 

• Look at all elements of that 

character—clothing, speech, 

behaviors—and ensure 

that they work together to 

accomplish your goal. 

• Develop slogans used 

to serve that goal.  

• Add these elements to your 

print materials, public relations 

efforts, and digital marketing. 

1

Endurance?

Precision?

Innovation?
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Any good direct mail or multi-channel marketing 

program includes a call to action. You want the recipient to 

make a phone call. Visit a website. Make a donation or request a sales 

call. But unless recipients have an immediate need for your product 

or service, they may need something other than a well-designed 

mailer and a two-week deadline to get them to pull the trigger. 

This is why marketers add incentives. 

What’s Your Incentive? 

When creating incentives, 
ditch the generic. Think about your target 
audience and what really motivates them. 
Every audience is motivated by different 
things. Use starbursts, bright colors, and 
other graphic elements to really draw 
their eye to the value of what you are 
offering. Be sure to test different offers 

to see which ones work best at different 
times and in different segments. 

Be creative! 
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Want your promotion to go viral? Tap into social media sharing and give your 

customers additional chances to win prizes or obtain discounts if they share 

your promotion via Twitter or Facebook. When Calvin Klein wanted to promote 

a new line of jeans, it created a compelling billboard with a QR Code and easy 

mobile sharing options. The social media component lifted its reach by 27%.

Buy now and get an extra two 

weeks free! Sign up today and 

be entered into a sweepstakes 

for a chance to win $1,000! At 

the same time, an incentive that 

works for one target audience 

may not work for another. 

Let’s look at five incentive 

categories and see which ones 

make the most sense for you. 

Everybody likes to test things before 

they buy them. Plus, marketers 

know that once consumers 

have things in their hands, they 

aren’t likely to give them up.

Not everyone is motivated by a chance to win a monetary 

prize, so match the value of the prize to the target audience. It 

might be hard-to-get tickets for an upcoming local concert or 

box seats to the local baseball team’s opening game. Maybe it’s 

a signed guitar by a well-known local musician. Give prospects 

something they really want and can’t get on their own.

New customers are more likely 

to try your product if it’s been 

recommended by a friend. 

Instead of trying to incentivize 

potential customers yourself,  

Customers like to be rewarded for their loyalty. Given a choice 

between two otherwise equal options, they are more likely to 

choose the one that pays them back. Points programs don’t have 

to be complicated — a punch card with your logo and numbers 

to be knocked out with each purchase is a simple solution. 

try motivating and encouraging your 

current customers to refer others to 

you. Offer discounts, “one month 

free,” sweepstakes entries, and 

other things of value to them. 

1
Free
Trial

2
Sweepstakes

3
Referral
Rewards

4
Points 

Programs

5
Additional 

Chances
to Win
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As you develop your marketing plan of 

attack, there are three types of mailing lists 

you want to keep in mind. Each will be used 

for a different marketing purpose and  

to target a different type of 

customer or prospect base.  

Specialty List
These are pre-defined lists that target 

specific categories of consumers. 

Parents with young children. Expectant 

mothers. Health enthusiasts. Pet 

lovers. Small business owners. New 

movers. Homeowners. They are great 

for prospecting and beginning a dialog. 

W hen it comes to direct 

marketing, it’s all 

about the list. Even 

the most powerful offer sent to the 

wrong list will produce dismal results. 

Conversely, when sent to the right list, 

even a mediocre offer can generate 

great results. The goal, of course, is to 

get the right offer to the right list. 

What is the “right” list? It’s the one 

that contains your best customers or 

prospects. However, what is “right” 

may change from mailing to mailing. 

If you’re focused on customer 

re-engagement, for example, the 

“right” list may be people who 

once bought from you but no 

longer do. If you are prospecting, 

it might be one that mirrors the 

demographic characteristics of your 

best customers—the ones that 

buy from you most frequently and 

spend the most money. If you want 

to boost sales quickly, however, 

you might want only the 

customers with the highest 

per-order values, even if 

they aren’t purchasing 

from you as often. 

The better job you 

do with list selection, 

the better your 

chances for success. 

 and

 want

All lists are not created 
equal, and different types of lists can help 

you accomplish different 
goals. Keeping in mind 

these three types of lists 
can help you expand your 

print marketing efforts in 
ways you might not have 

previously considered. 

Purchasing the Right 
MAILING LIST
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Custom Mailing List 

Sometimes you need a list that is more 

refined than a specialty list. You might be 

targeting a specific psychographic profile 

or lifestyle that requires a customized 

combination of variables. If you’re a natural 

foods store, for example, you might want 

a list of consumers within specific ethnic 

groups, with higher incomes and levels 

of education, and with young children. If 

you are a custom home manufacturer, you 

might want a list of high-income consumers 

in a specific age bracket, who have great 

credit, but who are currently renting.

Cloned List  
What if you already have a list that 

is highly productive and you want 

to add more customers like them 

within the same market? Or you want 

to take your products into a new 

city or geographic region? You can 

purchase a cloned list in which you 

add the names of customers similar 

to your current and best customers. 
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Abbott Communications Group is a full
service communications company, 
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exceptional customer service at a most 
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• Printing
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• Promotional Products
• One to One Marketing
• Online Systems Management
• Fulfillment
• Shipping
Contact Abbott Communications Group
at 407-831-2999 or www.abbottcg.com
and see how we can make your job easier!
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