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InsIde: tIps, technIques and frIendly advIce 
to help you get great results wIth prIntIng.

              

We know you could choose a printer half way round the 

world, but we believe the quality of our work, the friendliness 

and efficiency of our service, and our dependability, will make 

you happy to look a little closer to home. Bring your next 

printing project to us, and sign off with confidence!

bartnayprinting.com — 713 468 8602

cool hotbecause of the ipod’s success, or is ipod so
are silhouettes of 
dancing people so because of those 

dancing people?

Whatever your preference for musical enjoyment, you 
have to agree that Apple’s distinctive advertising has 

played a big role in making the iPod so successful. 

The strong contrasts and vibrant colors command atten-
tion, while the dark silhouettes put the emphasis on the 
action rather than the personality of the figure.
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Don’t settle for “just-looking”
If your standard greeting to shoppers 
entering your store is “Can I help you?” 
you will most likely hear “No thanks, 
just looking” a lot. Instead, try engaging 
shoppers in a conversation that is more 
helpful to them, and you may find it 
much easier to make sales.

Since your aim is to help people make 
the best choice and get the best value for 
their money, the first thing you need to 
find out is what they want. Ask an open 
ended question that reveals their interest. 
Something like “Thank you for coming 
in today, what can I help you find?” or 
“What are you hoping to find today?”

If the answer seems evasive or reluc-
tant, that is actually good news! You will 
often encounter high resistance from 
people who are just about ready to buy 
but do not want to be pressured. Make 
them comfortable by focusing on what 
they need. Let them know that your role 
is to help them find the best value, and 
you are there whenever they are ready. 
Then give them space to browse.

If a shopper is more willing to enter 
into a conversation, ask them to describe 
the perfect end to their search. Based on 
this, make a suggestion: “I have a dress 
that you will look fabulous in!” or: “If you 
like mission, I have one of the most com-
fortable chairs you will ever sit in!” Make 
sure your suggestion fulfills the promise, 
or this approach will not work.

Finally, if your shoppers want to “think 
about it”, it means they did not find their 
ideal solution. This is an opportunity to 
discover what they do consider ideal, or 
to offer a compromise. Ask which item 
came closest, and whether they could see 
themselves with it if they did not find a 
better solution. If yes, offer to put it on 
hold, or offer an extra incentive to buy, 
rather than simply letting them leave.

The more of these elements 
you include, the better your 
response will be.
Once you have delivered your piece 
to the right targets, it is the creative 
elements that capture interest and 
propel readers to action. Stack the odds 
in your favor by making sure that any 
direct marketing piece you send is as 
strong as possible in all these areas.

1 A compelling headline
Like the teaser on the outside enve-

lope, the headline has a very important 
job to do – not to sell the offer, but to 
sell the recipient on taking the time to 
read the rest of the piece. It boils down 
to answering the reader’s only concern: 
“What’s in this for me?”

2 Persuasive visuals
A picture is worth a thousand 

words, but only if it fully supports the 
other elements of your direct market-
ing piece. Show your product in use, 
and even better, show someone repre-
sentative of your target audience enjoy-
ing the benefit that your offer delivers.

3 Personalization 
Personalization can go far beyond 

using your recipients’ names to catch 
interest. Take it further by using every-
thing you know about them to make 
your offer, proof and visuals relevant to 
the particular needs of each recipient 
and group. Doing this well will boost 
your response more than anything else.

4 An interesting story
A good story gives a plausible rea-

son for your offer, which helps people 
justify their buying decision with logic. 
It also dramatizes the benefits of the 
purchase. Use a conversational voice, 
as though you were talking to a friend, 
and use descriptions that help readers 
to picture themselves using your prod-
uct or service successfully.

5 Testimonials 
Your claims will always be far 

more convincing when they come not 
from you, but from customers just like 
your prospects. Make sure to include 
full names, company names and loca-
tions, and pictures if possible – this 
makes testimonials more credible.

6 An irresistible offer
The more valuable your offer, the 

better the response. The key is to tailor 
your offer to the needs of your target 
audience, rather than find an audience 
to suit your offer. It may take a more 
valuable offer to win a new customer 
than to get follow up purchases. Con-
sider the lifetime value of a new cus-
tomer as you set the value of the offer.

7 A generous guarantee
Very successful businesses have 

been built on boldly stated money back 
guarantees, because they lower the per-
ceived risk of a purchase so effectively.  
As long as you deliver the benefits you 
promise, returns will be insignificant 
compared to the marketing benefits of 
greater response and happy customers.

8 A motivating call to action
Even people who want your offer 

and are ready to buy may put off acting 
on it, and then forget about it. Prevent 
this by creating urgency with a deadline 
or a restriction on availability. Support 
it with a plausible reason, or readers 
may feel manipulated and reject it. 
Guide the response with clear, specific 
directions to place the order.

9  Ability to track results
Keeping complete and accurate 

records is vital to success with direct 
marketing, so that you can make deci-
sions based on solid facts. Test your 
mailings to find what works by chang-
ing just one detail at a time. When your 
piece is successful, keep using it until 
response drops.

Back to basics: 9 essentials for 
successful direct sales creative

Your printed communications 
set the stage for everything 
else you do – they must look 
their best to generate the 
results you need. You can rely 
on our top quality imaging to 
reflect your professionalism, 
while our friendly, efficient 
service makes your job easier.

Bart Nay Printing 
713-468-8602

Continued from front page

Use simple silhouette techniques to jazz up 
your own campaigns. The impact of a well crafted “iPod” 
silhouette image is far out of proportion with the effort involved in 
making it – it’s EASY, and it can help you look cool, catch attention 
and get your point across quickly!

the strong, active poses in the 
original image, top left, make it 
a good choice for the silhou-
ette treatment. the unclut-
tered background also makes 
it simple to isolate the fore-
ground figures. the intermedi-
ate stage, middle left, magni-
fies the emotional impact and 
removes the beach context, but 
still says “summer.” Adding the 
dark silhouettes makes the im-
age transferable to completely 
different situations.

An accurate selection was 
built for each figure using the 
magic wand and lasso tools. By 
switching between the cmyk 
channels, bottom left, you can 
maximize contrast between 
subject and background, and 
make silhouettes more easily. 

the edges were softened slight-
ly by feathering at 2 pixels. you 
could also try a Gaussian blur 
of .2 pixels radius. the selec-
tion was then saved so that 

it could be loaded again. the 
shadows thrown by the boys on 
the sand were also selected and 
set up on their own layer, to be 
blended in at reduced opacity.

the isolated figures were cop-
ied onto two new layers. the 
topmost selection was filled 
with the background color, 
black, by clicking option-de-
lete (alt-backspace on PC). the 
eraser tool was set to a broad 
brush and low opacity, and 
portions of the black fill were 
carefully erased to reveal hints 
of the unchanged image on the 
layer below. this enhancement 
looks best when it is subtle.

A variety of vector elements 
and color fills was used to build 
the backgrounds for each of 
the figures. the layers were 
overlaid and knocked out us-
ing various blending modes 
to build expressive effects 
that still allow the silhouetted 
figures to be prominent. 
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