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Why? When? What? To Whom? 

These are all very important questions 
regarding your marketing, especially 
during these trying times.  The phrase 
“you have to spend it to make it” comes 
to mind.  There is a buyer and seller for 
everyone  it's up to you to make that 
happen.  Your presentation speaks to 
your potential clients about who you 
are, your professionalism and integrity. 
Whether through personal interaction, 
via your business card, eBlasts, phone 
voice, attitude, or produced advertising 
materials, the messages reflects directly 
upon you.

The first two are easy to answer:  Why 
& When?  Readers know the many rea-
sons why marketing right now is impor-
tant.  Every piece of marketing you put 
out is, in essence, a “sales rep” for you 
and your product. Now is the time.  
While everyone else is cutting back on 
their marketing, take this chance to 
increase yours. Get out there, ahead of 
the crowd, and stand out.

What & To Whom? Now those are the 
most important questions! The answers 
are QUALITY and QUALITY! Regard-
less of what you are sending, be it 
eBlasts, direct mail campaigns, newslet-
ters, or promotional items it has be use-
ful and of quality.  We've all heard peo-
ple say “I've tried direct mail and it did-
n't work” what they really meant was 
they tried using direct mail and what 
they used didn't work for who they sent 
it to.

In this time of economic slow down, it's 
not about quantity, it's about QUALITY. 
I t ' s  benef ic ia l  to  unders tand  your 
options in marketing, prior to dipping 
into your hard-earned marketing budget.

There are 3 keys to marketing…What 
you're marketing, who you're marketing 
to and how often you're marketing it.
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Take direct mail for instance.  Market-
ing by mail is still (even in the tech-
oriented world we live in) very effec-
tive. “While technology has signifi-
cantly affected the way we work, com-
municate and socialize with each other 
on a daily basis, we find some types of 
technology such as e-mail marketing to 
be most effective when they are used in 
conjunction with traditional methods of 
grabbing consumers' attention,” said Jim 
Litwin, vice president of market insights 
at Vertis Communications. 

The 3 keys to direct mail are:  

1.  Mail something of quality.  Get with 
a designer who thinks outside the box 
and will design something that's effec-
tive and that stands out. 

2.  Mail to a quality list.  Don't use just 
any mail house, find a distributor who 
understands your target market and has 
the capability to build a list that zeros-
in on that market. Use a distributor who 
will sit down with you to determine 
what you need and then spend time 
weeding through the data to perfect 
your list. Many mail houses today think 
it's all about quantity, and while that 
may be somewhat true, it's not entirely 
accurate.  For example if you're selling 
a $50,000 vehicle, you can take your  
mail piece to a regular mail house and 
blanket mail it one time to 10,000 peo-
ple.  What if 8,000 of those people 
could only afford a $20,000 vehicle?  
Why not find a distributor who can nar-
row the list to one of QUALITY.  Have 
your distributor single out the 2,000 peo-
ple who could afford the $50,000 vehi-
cle and mail them the postcard FIVE 
TIMES. This leads us to…

3.  Repetition. Any salesperson worth 
his or her commission check will tell 
you that landing worthwhile new busi-
ness takes a repeated and concerted 
effort  and lots of contact with the deci-
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sion-maker. This is all the more true 
with salesmanship in print.

Another  effect ive and inexpensive 
method of marketing is Email Advertis-
ing.  And again, sending quality infor-
mation to the right consumer or col-
league is the key.  Email Advertising 
suits our “immediate gratification gen-
eration”. More…faster…for less.  How-
ever, it 's only effective if it 's done 
with…that's right:  QUALITY.  

1.  Email something of quality.  Find a 
d e s i g n e r  w h o  w i l l  d e s i g n  a r e a l  
“WOW” factor eBlast, and come up 
with a short and effective subject line.

2.  Mail it to a quality list.  Use the dis-
tributor that will mail it to an “Opt-In” 
list, a list of people who WANT to see 
what you're selling.  If a real estate 
a g e n t  i s  s e n d i n g  a n  O p e n H o u s e  
announcement  to  o ther  rea l  es ta te 
agents, it's not about quantity, don't 
send that announcement to all the real 
estate agents in the state. Use a distrib-
utor who can narrow down the list send 
it to the agents in the local area THREE 
TIMES, Once as a “Save The Date”, 
then an “Invitation” then a “Friendly 
Reminder.” Again this leads us to…

3.  Repetition.  It's a busy time for 
everyone, who doesn't need a “heads 
up” or “friendly reminder” now and 
then? It is through repetition that you 
establish your credibility, establish 
brand familiarity, and become the first 
thought when a need for your type of 
product or service arises.

That's Quantity vs. Quality and the 
three keys to marketing. Quality and 
Repetition win every time.
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Tina Darling, the founder and owner of Innovative Agent Services, holds degrees in 
Computer Programming and Business Administration.  As a longstanding affiliate of the 
Sarasota Board of Realtors, Tina is known for specializing in eBlast and Direct Mail 
distribution.  Tina and the staff at IAS work diligently to get the right word out to the right 
people.  Tina started by working for a “handful” of local business people and now boasts 
a client list of over 1,600.  Clients have expanded from Sarasota real estate professionals 
to include restaurants, dentist and doctors offices, car dealerships and wine wholesalers 
nationwide. For more information about the services of Innovative Agent Services, visit 
www.InnovativeAgentServices.com. Contact Tina directly at 941-921-5027 or via email at 
TinaDarling@Comcast.net. 
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