MarlketingTools and Bugrs@ittitudes:
What are your buyers thinking?

In dine and eayl dily 2006 surveyed att buyers and other photognahy buyers (designersrt direc-
tors, etc.)[see disclosug note at end of dicle].The purpose of the swey was to get an idea of their
likes and disli&s regading some of thedrms of marleting used  photogrgphersThe suwvey was done

online with irvitations to paticipate sent via emaénd paticipation was anoymous (the paicipants
could choose to be identibedut it wasni®equired).However, to call it truly OscientibcCowid not be entiely accurateAs is not un
usual dr surveys done this withe response rate was under 2% of thoseiiad and that could mean that thesults could be signib
cantly slewed (that isperhas those who paticipated were more predisposed to liking emaigr example)Sq although |Om not a stat
istician and the statistical accuracy of the datg bmtechnicayl inexactthe information provided should still see to give us a god
general idea of some of the thinking out teer .

It is important to keep a éw things in mind as &vlook at the lesults For exampleit® important to remember that gur mileage ma
vary, as they sg. That isjf you are marleting to a ery select and highltargeted listtheir behaior may be quite di#rent than the gen
eralities listed he. It is crucial to get to kn@v your market as best gu can to be as efttie as possible inour marketing;the data
here is fom a \ery un-targeted gvup as the paicipants vork in a range of companiesofin top agencies to small design bPr®sc
ondly, remember that things @rchangingery quicky these dgs;what mg be true as of this writing couldevy well be outdated
within a year just because of some sioof technolog shift.lt would be geat to be able to sathatOdoing X alays results invO but
reality just doesh@ork that way, unfortunately.

Regadlesswhen considering défent marleting tools a photognaher alvays has to look at his/herwn paticular situation and
needsThe inbrmation in this aticle will help get pu started in understanding some of the generadrids in some of the tools out
there. DonOmale Pnal decisions based sgleh this inbrmation.Do reseach on your own,targeted ér your specibc mas, bebre
making impotant Pnancial decisions.
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Email Mar&ting

One of the never marketing tools out thee is the email pgmo, the e-plomo.The advantage of this tool i&f course cost.If you
manage the email blastsurselfthere is often ery little cost associated with emailgnos.However, it is rare that a self-managed
blast lesults in accurate data about itssults For exampleif the email gets suekl into the spam blteyou will neser know.Also, doing
it yourself can esult in poory programmed HTML which can get spam-bledlor may end up looking tetible when it does get
through.

If you use a sevice lile ADBASECEmailgtthere is some costut the trade-off is better and hightrackable esultsThe cost to use
these sevices is still mch lover than mang of the generajl efective marleting tools out thee. In exchangegu (often,depending on
the sewice) get detailed anades of click-thwughs and open ratestc.

The impottant questionregadless of method choseis,however, will the targets gen get the emailsthat iswill the e-pomo get
blocked as spam befe even reaching its intendececipient? i

According to the esults in the swey, the ansver isOpobaby, but it depend€While a considerableumber of respondents (13%)
didntknow if they had am restrictions on emails im non-gproved senders/1% stated that thecould indeed eceie both plain-
text emails with attachments and HTML emaitsnfirnon-gproved sendersAn adlitional 9% said that HTML was gkbut attach
ments were not,and ony 3% said that attachmentowld get though while HTML emailsogblocked (in all case&,om non-gproved
senders).

Thus it is lilely that your e-promo will get to your target,but not a sue thing.In practicethe open raté(% of emails sent thatar
actualy viewed) for a typical HTML email is opl20-30% because the use of sophisticatesMsBlocking softwae is so widesprad.lt
is very important to male sue that your efforts are making it though orat the \ery leastto know who isn(etting the e-pomo so
that you can use some other tool toeach them.

If you use an email seice part of what you should be gettingdof your money are gpod numbers and data about who does and does
not get your emailsThis data can helpoy to improve your marketing consideralpllf an email does not get tbughyou can send a
plain-text email to the target asking Wao best contact him/heor even call with the same questio@r, of course you could use
print promos exclusigly for that target.Getting the inbrmation to be able to mad suie you are reaching gur targets is debnitgl
worth the cost of the sevice

By the wg, the stated peference br one format over another is petty well spead out ozer the three main types of email pmos.
In other words,whether you choose to use HTML or an attachment or a text-pr@mail with a linkf® not ging to male a huge dif
ference on the attitude of theeceier. 36% pefer HTML,28% pefer attachmentsand 17% pefer text-only with links.

A surprising 19% of theespondents in the questioreferred to aboe ansvered that they preferred to receie no emails at alvhen
the data is anss-tabulatedt appears that those 19% seem teaeive more emails a dafrom photogrghers than others (is@he larg
est sub-goup receiving 21 or maz e-piomos a dg).And,a signibPcantumber of those espondents also pierred to be contacted
a rep or suggested that photogohers should contact their abuyer instead oPbotheringO theWhile purely supposition on m
part, | tend to think that most people who gahey@ prefer not to receive emails a& not art buyers but rather at directors (or de
signers) at brms with abuyers.Eery art buyer | have asled personajt has told me that while sometimes thelume of pomos (e-
and traditional) can get largihey need to knav who is out thee--it® pat of their job--and so thg do not hae problems with getting
promos in ag form.
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Pll have a little coffee with that crow, please

In the recent past | ha often counseled photogpders to consider sending text-gnemails befre stating a
full e-plomo campaigiThat issending an email thatould state something lék

Annie Photogrpher is stating to send bi-monttyl emails to her lisThese emails will include images and link
to more information.If you do not wish to leceie these updateqlease click herto be removed from the list.

(2]

Well,it seems that such an email ynaot be as geat of an idea as pviousy reported.When asled if it would
beObetterQof a photograher to send such an email ahead of tjioly 35% of the espondents sai®gsO In
the comments i the respondentshowever, no one said that it wuld be a bad thing to dgust an unnecessar
one, and seeral of the 35% (th@©gsO esponders) said that iteuld actuall beOgeatO

But do they Bkthem?

I mentioned earlier that thex is a signiPcant calation between those espondents who complained about getting emaihpos
and the mmber of e-ppmos they get.Overall,however, the volume of email ppmos received by the respondents was eer than | had
expected50% eceie between 11 and 20 a gaand another 38%eceive 10 or lessThese mmbers ae by no means werwhelming.
However, this is one of those @&as whee things could shift on a dime aiifdpeople star gettingOwaerloadedO with e-pmos,their
attitudes could turn.

But for now, they€@e actual fairly popular with their eceiers When aslkedOWhat is the BEST wiéor a photogrgher (one yu do
not have a pevious kelationship with) to each pu?0 29% said via eymo.Asked in a dirent question whether thg generall pre-
ferred to receive email-based pmos or postcads flom photogrgphers,16% chose emablut another 41% said that either was bPne

In other words,yes,inasnuch as thg like ary promotional materials-promos ae an acceptable tool to usewould expect that
general} it will become moe and moe acceptable to send e-pmos as the gunger generations me into the creative posts--that is,
as long as the pmos dontOwell,suck But more about that later

Other eleabnic options

Online soucebooks ae becoming mae and moe populaiWhile some photogrphers (usuajl lower-end or consumedirect) may
try to male a claim that hang yur site Seath Engine Optimized (SEO) is theyata go, they are wrong when it comes to magking
to adwertising and design client¥hen asled what souces (moe than one anser ok) they most often use to Pn@neO photogra
phers (that issomeone thg haren©used bedre) not a single personven mentioned Google or gnother general seah engineNot
one. However 40% mentioned wrkbook.com,22% mentioned blackbook.coand 15% mentioned altpick.coil. the other sites
(photosee.com,portfolios.comASMP oiAPA® Pnd-a-photoggzher sites) eceied single-digitasponsesOf the 55% who mentioned
anOotherOeasponsea large mmber saidagainOny art buyer® recommendation®. Spwvhile spending the moyeto SEO wur site
won®©hurt you, it® not realy going to help unlessou€e targeting consumers dictly.

Of course the photogrpher®own website is a vital paof his/lher marleting mixWhen | asked Cindy HicksSeniorArt Producer at
the Mattin Agency (thg have clients lilke MillesTLC, Geicg etc.) about hav the process usualigoes when selecting a photogiaer,
here®what she epliedOVbsites brst alays,maybe then potfolios [called in]sometimes notthen estimatingas of late triple bide)
That response is matty typicalWebsites ag the Prst signiPcaneseach tool a potential client usesnce s/he knws you€e out there.
Your marketing needs to drig your client there (and once theg, it had better not be bad).

Pint-based maeking tools

The god-old print soucebook isas peviousy mentionednot being used as often or in the sameyes in the pasTiffary Correa,
Art Buyer,of PUSH in Orlandgd-L (their client list includeBhe Orlando Museum ocirt and Scotiabank) explained her setaprocess,
sgingOl talk with the drdirector to see what thg're thinking and then also doymown reseach,unless | think of someone right off
the bat after seeing the eatie.!l review websites or the usual suspecttdrooks and call in pdfolios if neededalthough | lik to see
a god portion of work onlineONhen | askd her to clarifyshe explained that she uses her personal Ples/mgrhast;if she still
needs to seath then she uses the online seabooksand if shetill looking after thathen the print booksThis seems to be a
pretty typical oute.

So what printObookO soces ae most often used®hen asled (and again the option of selecting radhan one was gén so the
total exceeds 100%) he®how they ranked:

CommunicationArts " 63%
Workbook " 4 58%
Black Book" " 46%
AltPick "" " 25%
AtEdge "" " 18%
PDN " " " 15%
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Additionall, under theOotherO categy in that question it is impdant to note that a considerableumber of people liste®vord-of-
mouthO (gs.even though that is not a print soae) Your reputation and attitude a@r big factors in whether or notqu get work. Peo-
ple do talk and sharinbrmation about photogrghers the have worked with in the pasthoth the good and the badVhen asled
OWhat is the wrst thing a photogrpher can doO thessponse was almost ueisalbe a jerk on a shoot.

Postcad mailes ae a vaste..ight?

No, actual, they generai} are not.35% of espondents said that the best i contact them is though a postcat mailer (the
highest pecentagedr any of the options listedhy the way).While the postcad is often not considexd OgeatO in and of itseif® pur
pose is still solid--it getsoyr name and image indint of your buyers.Lots of people noted that thekeep cads they like and use their
bles brst when lookingif new photogrghers.Seeral people mentioned that tlyelike cads because thebt in Ples and takup little
space in their ger-crowded cubiclesMary said that thg will eventualy at least look at postcals (but not single cals in evelopes!),
even if ony brieBynotingOihader to Odeleted a posth@r

Of course more elaborate mailers are mentioned in esponses to an open-ended question leaskbout geat promotions re-
spondents hadaceied (in arly format).Books mini-books 3-dimensional piecesionthly thematic postcats (calendars or other
themes)promotional items lik beautifulf designed calendars or funy®-these were all items listed asvarites.But the burs also
understand that these pmos ae cost,.

Calling all Art Buyers! .

It can easjl be inérred from this data thatwhen you@ making gur target listsfor ad agencies wabys stat
with art buyers if the agencyou are targeting has thenihey really are your best point of contact with a ne
target agency as tlyggreatly infRuence the buying choices of the directors and other ceativesThey are not
generalf just some sarof administratorbut rather a vital parof the creative team and the person(s) with the
greatest ability to getqu work. Sometimes the arbuyer will even @ to the shoot!

If there is no at buyer, ask if the print poducer has photo-buying dutidéyou hase the budget to marét to a
wider list,then adl art directors nextfollowed by designers and ertiwe directors.For editorial,send to photo
editors prstjast,and alvays.

About the work 3

No matter what medium useane thing wasepeated again and againrespondentsit doesntOnatter if the promo is expensi or
chea, elaborate or simpldf the image ish@reat it won©work and if it isjt will. The quality of the image(s) was consistgiited as
the most impotant factor in all the manting piecesSeveral people stated that a simple postdawith an image that just biethem
avay was their faorite (recent) pomo. On the other handmary people said that most of what thiget ae promos that do not shav
great images and tlyeget deleted or trashed without a second thougl&teveral also mentioned that design canydb so nuch--
while it is impotant to use geat design in allour marlketing toolsjf the images anCOfantasticgood design wn©hide their lack of
qualityLipstick on a pigf you will. So in the endif real is all about gur work--the imagelf you arenOsure what is yur best work, in
your target audience@yes,ask aound or hire a pio to help you male these decisiongvhichever way you go, remember that i€our
shot at getting the kind of ark you want--dontQvaste it by sending aything that isn@our best.

A note for full disclosue:I need to thank the Pneofks atADBASE ¢r their help in distributing the emailsif the survey.They did so
using their nev Emailer sevice but did notjn ary way, ask br preferential treatment or @od OspinO in thistenle. They also povided
general irdrmation and data on CTRBounce Ratesnd other email-elated statistics l&the fact that onf 20-30% of psmotional
emails ae ever opened and to expect higheesults will esult in disppointment.

Leslie Burns-Dell®Acqua is an internatipmedipected ceative/marleting consultant and coacBhe can begached via her ebsite at
burnsautopats.com and via email atneup@burnsautopds.com
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