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sage: “Hello! Your signal has
been reached by the marketing
superheroes at The P.O.P. Shop.
Do not leave your marketing
needs to mere mortals.”

A soothing, southern-
accented voice on the com-
pany’s phone system prompts
callers to dial the appropriate
extension for departments like
superhero sales or superhero
customer service.

Visitors to the company’s
Web site are greeted by the
company’s superhero family —
El Deflecto, Creative Inferno,
Flythang and others. Each one has a bio
detailing his or her superpowers — a lead
pencil for a fingertip in the case of Cre-
ative Inferno, for example. The seamless-
ness of how The PO.P. Shop is branded -
from the phone system to its superhero-
based sales presentations — is a crucial
selling technique, says Brian Beam, one of

the company’s marketing superheroes.
“We believe in the fact that if you can’t
brand yourself, then how is the client going
to trust you with their brand?” Beam asks.
Rather than a standard voicemail sys-
tem, Beam and his wife Sonya, another
company superhero, who work mostly
out of their home, thought a voicemail

system could seriously elevate
the degree to which they engage
clients and prospects. “It almost
makes talking to voicemail fun,”
says Brian, rather than simply
passing a caller to an extension
through routine voice prompts.

To remain creative for cli-
ents, the Beams create regular
promotions for their own firm,
in part to give clients a sense of
how creative they are. In Febru-
ary, for example, they launched
the “What Do You Love?”
sweepstakes in which clients
were asked to type in what they
love — about anything — on the company’s
Web site. One winner received a $200
iTunes gift certificate.

Responses include, “I love a slice of
pizza in the morning” and, “I love Star-
bucks.” The first two days of the promo-
tion brought in 39 new registrants to the
company’s Web site and 28 new P.O.P.

Keeping It Creative

Want to wow your customers with creative sales techniques?
You should. After all, creativity is one of the main services that
clients and prospects are seeking from advertising specialty
companies.

Here are a few tips to infuse creativity into your sales
efforts.

sGuard the gimmicks. Gimmicks are great, says Steve
Carroll, CEO of Lee DuBois Technologies, a sales consultancy
based in Ft. Myers, FL. Just make sure that they're clever, not silly.
Too many gimmicks, he says, “can be a danger point, because it's
limiting in the marketplace’

dMake it personal. In today’s hyper-competitive marketplace
it's not enough to simply target an ideal group of customers.
Marketing and sales pitches need to be highly personalized. One
distributor, Mike Beckman, marketing strategist for Proforma-
BPM (asi/’491193) in Cumming, GA, personally delivers
handmade, 3-D mailing pieces to a limited audience of prospects
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(as few as five). The in-person delivery adds an extra personal
touch and gives Beckman a better sense of when a package
has been opened.

Bethe ultimate brand. When The PO.P. Shop (asi/202900),
a Geiger-owned company based in Alpharetta, GA, formed its
latest business model it did so with one thought in mind: If we
can't brand ourselves, how can our customers expect us to help
them develop a brand? So the company created a superhero
theme that is incorporated in everything they do, from their
phone system to their sales presentations, says Sonya Beam,
one of the company’s designated marketing superheroes (as
they're called on their Web site).

Theideais to give yourself and your company a unique identity
that dictates sales strategy and how you present the company to
clients. Make it something that will differentiate you from other
businesses — and stick with it. You need to be dedicated to the
creative approach or it won't work.



Shop followers on Facebook, which
is linked to the What Do You Love?
promotion.

Consistency in branding is crucial to
creativity and sales success, Carroll says.
The P.O.P. Shop’s heroes are profession-
ally illustrated throughout an organized
Web site and clever phone system, as
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well as in communication pieces. It’s gim-
micky, but it works. Other distributors,
Carroll cautions, may want to make sure
that any theme they incorporate so per-
vasively throughout their business model
doesn’t confuse prospects. The key to this
kind of creative branding and sales strat-
egy is to stick with it — make it a part of

Creating More Selling Time

Ad specialty distributors often spend so much time on tasks that don't involve selling
— fulfilling orders, following up on invoices and talking to suppliers, just to name a few
— that they neglect their main objectives. Yes, you need to create as much time in your
day as possible for dealing directly with clients.

Carving out time for prospecting, cold-calling, following up on sales proposals and
crafting new promotional programs for current clients is vital for distributors. You can't
get so caught up in other administrative tasks that you forget the thing that's most
important to your business: bringing in revenue.

Here are four tips to ensure you're spending more time selling. These come
from Scott Gingold, CEO of consulting firm Powerfeedback (www.powerfeedback.
com), who specializes in helping businesses prioritize their time and go-to-market

strategies.
1. Get up early.

“A lot of businesspeople you deal with today are starting earlier; Gingold says. “A lot of
times, people have to get out of the mindset that the business day starts at 8 am. or
9 am. It doesn't. It starts earlier than that. | try to schedule myself a 6:30 a.m. coffee,
8 a.m. breakfast, another coffee at 10 am. and 12:30 p.m. lunch”

2. Don’t be a slave to e-mail.

“It's easy to fall into the trap of checking e-mail every two minutes rather than setting
up a schedule for i) Gingold says. “Have selling time, whether it's on the phone or

face-to-face!

3. Consolidate appointments.

“If 'm getting in the car and have to drive 10 miles, I'd better be looking at that map
and saying, ‘Who else can | see? even if it's just a courtesy call Gingold says. “If
you're right there, you might as well meet a current customer.’

4. Reinforce a positive attitude.

Sometimes distributors shy away from selling because they've come to fear rejection.
Turn that around by focusing on current clients that appreciate you and your business
— the change in tone should help your confidence level. “If you're getting doors
slammed in your face, pop in somewhere that loves you and loves your company,’
Gingold says. “You've got to keep pushing that rock up the hill

everything you do, and clients will come
to expect it.

The Ultimate Drop-By

When Mike Beckman cold-calls, he
doesn’t bother to phone ahead. He sim-
ply drops by with his “warm-call intro.”
That amounts to an unusual direct-mail
piece that Beckman, marketing strategist
for Proforma-BPM (asi/491193) in Cum-
ming, GA, hand-delivers to a select group
of prospects.

A recent attention grabber was a small
cage built by Beckman with change inside.
“This was in a box that had a question on
the outside asking if the recipient was
‘Afraid of Change?’ ” Beckman says. Inside
was a card letting the recipient know that
Proforma-BPM could help them find a
new vendor — namely, Proforma-BPM.

On another occasion, Beckman
dropped off a decorated gift box with a
small clock inside and a card explaining
that his company was giving prospects
the “gift of time,” since the prospects,
Proforma-BPM promised, would “save
time by working with us,” he says.

Taking direct mail one step further,
Beckman says it’s crucial sometimes to
deliver mail himself rather than waiting
for the post office to do it. “If you mail
something, you have no idea when they’ll
open it,” he says. “If you drop it off, they
get a phone call from the front desk and
they have to open it.”

This is a tactic Beckman relies on
monthly, usually delivering original pieces
to somewhere between five and 10 pros-
pects. “These are people I've never met
before,” he says, but they’re ones he’s
targeting based upon a demographic he’s
interested in working with or a type of
company he’d like to do more business
with.

After dropping off the cages of change
to five prospects, Beckman landed two
meetings, as well as a request to call back
the following month. Two others never
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responded. But a response rate of more
than 50% isn’t bad, he says — much bet-
ter than a massive direct-mail cam-
paign that would be far costlier.

When dropping off a mailer, Car-
roll suggests that distributors think
carefully about how the package will
be received by the prospect — not just
physically, but also psychologically.
“How do you want them to feel when
they open up the box?” he asks.

The beauty of such drop-offs, if
done right, is that they “avoid the
‘breathing brochure’ syndrome,” Car-
roll says. If what a distributor pres-
ents through direct mail or in person
is essentially the same information
found in a company brochure, mar-
keting materials or a catalog, the prospect
or client is likely to think, “I can read the
brochure and I don’t need you,” Carroll
says. “That’s a breathing brochure” — a
problem that makes the distributor obso-
lete. “You've got to go beyond that and do
something special.”

Shaking The IDEA Tree

At the top of a page taken from a pre-
sentation folder made by SwervePoint
(@s7/340679) is written this bit of boastful-
ness: “We’re a fun, creative bunch that’s
passionate about products and energized
by ideas.”

Emphasis is placed on the word “cre-
ative,” with two arrows hovering above
to draw readers’ eyes in to that very
word. That’s where the competitive edge
occurs as far as Juli Sinnett and Jamie
Mair are concerned; they’re the Boston-
based company’s principals of client ser-
vices, and marketing and merchandising,
respectively.

So, to illustrate SwervePoint’s commit-
ment to creativity, the company “planted”
an IDEA (identify, develop, execute and
assess) Tree, a creative approach to doing
business —and an idea illustrated through-
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out the company’s communications
pieces — that metaphorically informs
every decision and interaction they have
with clients.

In fact, the tree, which looks more like
avine with its spiraling branches, also rep-

resents a uniform network of sales offices

worldwide. No matter if clients are
dealing with SwervePoint in Lon-
don, New York or Boston, “They’ll
get the same client experience,” says
Sinnett. “That’s something that feels
great because promotional products
is such a fragmented industry.”

Working off the notion that team
members climb up into the tree to
pluck ideas from its branches, Sinnett
and Mair say they’re able to provide
a more creative, consultative sale to
prospects and clients. “It’s more of a
metaphor to open the door,” Sinnett
says.

That kind of thinking is smart,
Carroll says. In today’s market it’s
important to reassure clients with
strong imagery and language that speaks
to their need for creative consultation.
Ultimately, he says, distributors should
want prospects and clients to “feel elated,
positive, and confident.” O

Betsy Cummings is senior writer for
Counselor.

4 Steps To A Creative

Sales Approach

1. Never say no. Being a creative partner to your clients means finding a way to
always say ‘yes” to unique requests. Be the go-to distributor for the wackiest of
promotions.

2. Think of new products to use. Many distributors look for untraditional products
not normally found in the ad specialty industry so that they can surprise their clients.

This approach will make you stand out.

3. A budget isn’t always a budget. Clients will often spend more than they planned
for a creative promotion that will gain them attention. Offer options within their
budgets, as well as other slightly more expensive options that will gain notoriety.

4. Position yourself in a creative manner. Distributors should be spending more
time promoting themselves in unique ways to gain attention for their services. You
can't expect to be able to charge for creative services if you don't promote your
company as one that will surely get attention for its clients.



