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Dear Fellow Marketer, 

In this issue of Marketing Insider, we’re taking a closer look at a universal business 
marketing objective: increasing brand awareness. 

Managing a critical asset like your brand is a shared responsibility across an 
organization. Every touchpoint with a customer or prospect should support your 
unique value proposition and leave a consistent, positive impression . . . every time. 
This drills down to your tactical branding elements, from business cards and printed 
collateral to signage and vehicle graphics. 

Truth is, any business can lose sight of its mission and purpose, and what makes it 
special. Changes in management, staff turnover, expanded product and service 
offerings, or new competitors can shift an organization’s brand positioning. 
Approached strategically, it may be the right decision to re-group. 

Here, we’re sharing ways to help you bring your brand into sharp focus, creating 
more opportunities for you to carve out a space in the minds of those most important 
to you. 

Which begs the question: What do your customers or supporters think of you? At the 
end of the day, they are the ones in charge. As branding expert Marty Neumeier says, 
“Brand is not what you say it is. It’s what they say it is.” 

We’ve asked two marketing influencers to offer their perspectives on brand building; 
and we hope you’ll take a read. See pages 2-3 for tips from content marketer Kristin 
Twiford on how to amplify your visual storytelling to boost engagement. 

And beginning on page 6, Carla Johnson, named one of the top 50 women in 
marketing, gives her thoughts on the obstacles and opportunities small to mid-sized 
business owners and marketers face in growing their brands. 

Let us know your branding success stories or where you think you have chances for 
improvement. We’re always here to help! 

Happy Marketing, 

From your friends at Allegra 



ISSUE 01 2018 

C o n t e n t s 


IN THIS ISSUE 

02	 Visual Storytelling Tips to Give Your 
Content Marketing a Boost 
Whether you “geek out” on GIFs or go behind the 
scenes, learn how to get more eyes on your content. 

04	 Multi-channel Response Rates 
Check out how marketing channels stack up in the Data 
& Marketing Association’s annual study. 

05	 Case Study: New Logos and Names 
Drive Major Branding Effort 
See what a food service company did to stay 
competitive – and whet appetites at the same time. 

10	 Direct Mail Marketing Delivers Response 
Discover proven ways to get your mail campaigns 
opened, read and remembered. 

12	 eCommerce Sites Drive Better Brand 
Control and Consistency 
Centralize the ordering and management of your 
marketing collateral and products. 

06 SPOTLIGHT 

Grow Your Brand 
How to cultivate 

greater awareness 
and recognition 



The numbers ar

V

2019 (Cisco)

Here ar

Now

7 V
to Give Y

e staggering – marketers are investing 

heavily in visual content: 

74% of marketers use visual assets in their social 

media marketing. (Social Media Examiner) 

93% of senior marketers say photography is either 

important or critical to their overall marketing 

strategies. (CMO Council) 

ideo will account for 80% of all internet traffic by 

e seven ways you can improve your 

storytelling with visual content. Remember, you 

don’t have to try all of them at once. Start with 

one, experiment and tackle new ideas as you go. 

, this may seem like an obvious tip, but 

it needs to be reinforced. It’s crucial that 

your team is communicating visually across 

platforms. 

Does your team have a policy to always 

include a visual on Facebook or Twitter? 

Posts with images get 2.3 times more 

engagement on Facebook. 

Do an audit of your website, social media 

channels, emails, apps and more, and 

make sure you’re using photos and 

videos to catch and retain your fans’ 

attention. 

isual Storytelling Tips 
our Content 

       Marketing a Boost 
By Kristin Twiford 

• 

• 

• 

Always use a visual. 
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7 Visual Storytelling Tips 
to Give Your Content 

       Marketing a Boost

Build a consistent visual identity 
across platforms. 

When you build your brand guidelines, include a 

photography section that outlines your photography style, 

key photo characteristics, and guidelines on image use on 

social media and your website. This ensures your audience 

has a coherent, familiar experience with your content. 

Connect with a value. 

Customers don’t connect with products or services; they 

connect with a brand’s values. Red Bull sets a fantastic 

example of how to connect with a value through visual 

storytelling. Rather than making videos about energy 

drinks, Red Bull makes videos about energy. They know 

what their customers care about, and they produce content 

with those values at the core. 

What do your customers care about? What makes them 

tick? Creating a video that tells that story will get more 

attention than a video about your product. 

Geek out on GIFs. 

The Graphics Interchange Format was introduced in the 

1980s, and now – lucky for us – we are experiencing a GIF 

renaissance. 

GIFs are great for sharing fun, light-hearted content. 

Twitter has made it easy to add GIFs to your tweets as 

well as your replies, with a built-in GIF option that lets you 

choose a prepopulated GIF around phrases like “mic drop” 

and “no.” 

You can also use Giphy Capture or Adobe Photoshop to 

create your own GIFs. You can repurpose video clips, share 

teasers for upcoming content, demonstrate a step-by-step 

process and more. 

Highlight real employees and 
customers. 

The stories unfolding every day about your brand are 

often more interesting than the stories you brainstorm in a 

marketing meeting. Listen for those stories. 

Keep open the lines of communication with your 

employees and your customers, and let them know you’re 

looking for story ideas. Remind them that no story is too 

small or insignificant. Sometimes the simplest stories are 

the best ones. 

Go behind the scene. 

Audiences love behind-the-scenes content. Think about 

the perspective only you can give your fans. You may find 

you should share that content across all your social media 

channels. 

Sometimes, you might have to convince your own team to 

let you share a behind-the-scenes look at your brand. Take 

the time to earn their trust – it will pay off.. 

Interact with other brands. 

Followers love seeing brands interact with each other on 

social media. The #CuteAnimalTweetOff – perhaps the 

best battle ever to happen on the internet – is a fantastic 

example of how a playful back-and-forth with another 

brand can delight your fans. 

It all started when a fan saw a cute photo in the National 

Zoo’s Twitter feed, and challenged her local aquarium 

(Virginia Aquarium) to share an even cuter photo. Zoos and 

aquariums across the country started chiming in, sharing 

their own adorable photos. 

Make sure you have a good dance partner. If you want 

to have some fun with another brand on social media, 

sometimes it’s best to make sure they’re game, then let the 

conversation evolve organically. n 

Kristin Twiford is the Content Marketing Manager for Libris by Photoshelter where she covers visual 

storytelling trends and best practices. She uses her background in television production, daily news and 

communications to produce written and video content for social media, marketing and sales. For more tips, 

go to contentmarketinginstitute.com/2017/10/visual-storytelling-tips/. 
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  0.6%
Email list

 0.6%
Social Media

 0.5%
Paid Search

  0.9%
Online Display Ads

$


Source: Data & Marketing Association,  

Response Rate Report 2017
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CASE STUDY: How we help customers meet their goals 

Major Branding Effort Supports Food Service 
Company With 14 New Logos and Names 

Challenge 
A food service company operating cafeterias for businesses, school 

districts, universities and other clients needed to stay current with a 

growing trend. 

In place of traditional cafeteria serving lines, colleges were calling for 

the creation of dining hall food stations. With them, eye-catching logos 

and distinctive names distinguish the places at which students can get 

pizza, sandwiches, coffee or any of many other selections. 

More than a dozen food station names and logos were needed – at a 

price affordable enough for their mid-sized business, and without delay; 

competitors were already responding to the trend. 

Solution 
For assistance, the company reached out to us. Mobilizing an exclusive 

resource that includes an award-winning team of graphic designers and 

copywriters, we quickly started delivering four to five recommended 

names per food station. 

While fun suggestions were requested, the choice of finalists for the 

client’s selection was anything but lighthearted. Before submitting the 

names, each was researched by our team for patents and trademarks. 

Results 
Once a food station name was chosen by the client, our graphic 

designers went to work developing three new logo designs for each 

station, at which point a final selection was made. 

Adhering to an ambitious timeline, all new food station names and 

logos were completed on time and to the food service company’s 

complete satisfaction. 

One measure of the client’s happiness with the outcome? They’re 

coming back for “seconds” and are now discussing new projects with 

our team. 

To learn more about our copywriting and 
design services, contact us today. 
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How to cultivate 
greater awareness 
and recognition 
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If you think of your organization as a living entity, it’s natural to want to see it 

flourish. For most businesses, that seldom happens organically. It takes steady 

care and attention for your brand to grow. 

According to Carla Johnson, chief experience officer at Type A Communications, 

the one thing small to mid-sized business (SMB) marketers can do in 2018 to 

improve brand awareness is to be consistent. 

“It’s not about getting your brand in front of people, so they know who you are 

and then checking that box as ‘done,’” says Johnson. “People want to know 

they’re doing business with people they trust, and showing up in the same way 

consistently is how you do that. You can’t separate the experience that people 

have with a brand from the brand itself.” 

While consistency in minor details may sometimes seem like a waste of time, 

Johnson says, small things add up to creating your brand. 

“SMBs have a huge advantage because they don’t have the same level of 

bureaucracy as large organizations,” she explains. “It’s easier to teach employees 

to answer the phone in a way that’s consistent with a brand experience, to use 

the same signature block in your email, to educate sales people on how to tell 

the company story, and to make sure all the marketing materials look the same.” 

On the following pages, Johnson shares more insights with Marketing Insider 

about the importance of a strong brand, and the obstacles and the opportunities 

in growing one. 



MI: Why does branding matter? 

Johnson: A brand is a promise you make to 

customers and a belief for which employees 

stand. A brand is the foundation of how you create 

an emotional connection with your audience. It’s how 

people recognize your company for something unique. 

MI: What can happen if you neglect the care 

and feeding of your brand? 

Johnson: Interestingly, brand neglect shows itself 

first on the inside of the company. Employees 

become negative or, worse, apathetic. There’s nothing 

to inspire them when they walk through the door 

every day. And that shows in how they interact with 

customers. 

There’s research that points out that customer 

satisfaction is directly related to employee satisfaction. 

Employees are happy and inspired when they spend 

time supporting a cause that has personal meaning. 

MI: For an SMB, what are the primary obstacles 

to building brand awareness? 

Johnson: The biggest obstacle that SMBs face is 

the perception that building brand awareness is 

something that’s separate from the day-to-day function 

of the business. Business owners think they have to 

spend a lot of money before people know their brand. 

That’s simply not the case. 

MI: What are some cost-effective tactics to 

grow awareness and recognition? 

Johnson: The best way to get people to know who 

you are and recognize you is by being the best 

resource for every question in your industry. That’s why 

we see sites like L’Oreal’s makeup.com or the American 

Express OPEN Forum for small businesses. 

You go to these sites first because you have questions 

before you ever buy a product or service. And the best 

way to grow awareness and recognition is to be the 

go-to resource for any question you or someone in your 

industry has. It builds brand awareness through word-

of-mouth, search, social media and employee advocacy. 

It’s the least expensive and most effective way to build 

a brand. 

MI: How does a company or nonprofit find its 

unique story to tell? 

Johnson: They have to go back to their roots 

and understand why the founders started the 

organization. Every business owner believed there was 

something they delivered that was different, unique or 

more helpful that another company wasn’t delivering. 

The best brand stories are based on the differences that 

the company makes in the lives of their customers – the 

gaps they fill that no one else can. 

For example, human resources software company Gusto 

is a brand that’s all about creating a world where work 

empowers a better life. While their competitors are 

pushing branding about software, Gusto draws in a 

wider audience – and bigger potential customer base – 

by addressing the need of the HR professional first. 

080808

Delivering an amazing customer experience that’s 

consistent with your brand promise is something that 

people tell their friends about. We all know how gossip 

spreads like wildfire, but so does word-of-mouth about 

an interaction with a brand that delighted us. We can’t 

wait to tell people because it’s unexpected. That’s 

how we build brand awareness with the right people – 

customers and friends of customers – rather than just a 

lot of people. 



Nearly nine out of 10 agree 
it’s important to present 
their brand consistently, yet 
less than half are doing so. 

Source: The Impact of Brand Consistency, 
Demand Metric Research Corporation and 
Lucidpress 

MI: How does a B2B enterprise approach 

brand awareness goals, strategies and tactics 

differently than a B2C? 

Johnson: The basic tenants of B2B and B2C 

branding are the same – articulating the difference 

you make in the lives of your customer. For B2C brands 

that’s more about lifestyle. For B2B brands it’s about 

trust and reliability. For many B2B customers, they can 

take years to research and justify the decision to buy 

something. That’s because the price tag on business 

purchases is higher and the success or failure of the 

business may be at risk. 

MI: Where does a start-up, start? 

Johnson: A start-up has a bigger opportunity for 

impactful branding because they don’t have 

legacy perceptions to overcome. The founder is involved 

and can keep the passion for the brand’s purpose front 

and center. And then it’s all about creating the tangible 

expressions of a brand, from a logo and tagline to the 

website and how people answer the phone. 

The important thing is to ensure that the brand is 

expressed through every touchpoint, both with the 

external audience – customers, prospects, the industry, 

reporters and so forth – and internally with employees 

and how they’re recruited. 

MI: Can a mature business pay less attention to 

brand awareness activities? 

Johnson: Once a brand has reached a certain 

 level of awareness, a business doesn’t need to 

invest in the recognition part as heavily. But they still 

need to nurture the brand and continue to evolve how 

it’s expressed.  

Our world moves so fast these days that any company 

that gets complacent and thinks it can coast will be 

sideswiped by a new competitor out of the blue. And, 

there’s a difference when it comes to brand awareness 

between, “I recognize that logo” and “I recognize what 

this brand stands for, how it’s unique and the role it 

could play in my life.” 

We see this between Apple, Amazon and Google. 

These three brands are household names with logos 

we all recognize. But as ferocious competitors, they’re 

constantly investing in brand awareness from the 

perspective of helping people remain cognizant of new 

things they’re doing. 

MI: What are some measurements you can build 

in to know you’re succeeding with growing 

awareness? 

Johnson: There are different levels and 

sophistication of metrics that a company can 

use. There’s research to benchmark brand awareness 

and recognition. There’s the net promoter score that 

measures the likelihood of someone referring your 

company to someone else. 

And then there are little things like how much people 

talk about your brand on social media. How much of 

your web traffic is direct, meaning people intentionally 

go there, versus searching for something more generic 

– they know you for something specific. Then there’s 

social media following and engagement. People share 

and engage with content they find interesting and 

relevant from sources they know, like and trust. n 

Carla Johnson is a world-renowned storyteller, an entertaining speaker and a prolific author. Her latest book, Experiences: 

The 7th Era of Marketing, sets the benchmark for marketing’s evolving role in business. Today, she travels the world teaching 

people how to cultivate idea-driven teams that breed unstoppable creativity and game-changing innovation. Dig deeper at 

www.TypeACommunications.com. 
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Direct Mail       
Marketing

10 

Delivers Response 



So much to read; so little time. 

These two notions – real or perceived – are the leading 

reasons given by about one in four consumers who  

feel less than enthusiastic about receiving direct  

mail advertising.1 

The good news for direct mail marketers? The hard 

numbers continue to show the power of direct mail 

for delivering response rates that exceed other 

channels: 5.3% with a house file and 2.9% for a 

prospect list.2 (See how digital channels stack  

up on page 4.) 

In a digitally connected world, a strong online 

presence for businesses of all sizes is a must-have.  

Still, some of the realities that can challenge digital 

marketing efforts include ad blocking tools, unpredictable 

pay-per-click costs, strict email filters and the splintering 

effect of social platforms. 

Together, direct mail plus digital marketing campaigns 

marry the best of both worlds. To note: More than 60%  

of marketers say they use online tracking capabilities,  

like personalized URLs, to measure responses to their  

mail campaigns.3 

When you combine the targeting ability, measurability and 

memorability of direct mail with personalized web pages 

where your customers and prospects can get emotionally 

engaged, along with the immediacy and 24/7 availability  

of email, you can achieve breakthrough results. 

Here are a few other considerations to tip the scales 

in your favor with time- and attention-challenged 

audiences: 

Clean up your list. Best case, data should be 

cleansed before every mailing. Take the time to 

remove duplicate addresses, names or businesses 

– often a result of merging multiple lists. And 

suppress the records of customers who’ve 

requested no mail.  

Be willing to test. Seasoned marketers know much 

of their success is a result of a test, learn, improve 

formula. Testing helps to identify the strongest lists, the 

most powerful offers and the most compelling copy and 

design treatments. Test your mailing against a control 

group and test group with one variable, like differing offers.  

Keep it simple. Consider using an economical postcard. 

It may be just the right amount of real estate for your 

message, offering a quick read for the time-crunched. The 

format also provides the lowest cost-per-response of direct 

mail media.4 

Add personalization and relevancy. With today’s variable  

printing technologies, you can create one-to-one 

campaigns with specific imagery and content that is 

relevant to the individual, driving greater interest, 

engagement and response. 

Stand out. Pick an interesting-looking paper, from light 

pastels to rich and vibrant shades, and stand out in a 

mailbox. Or use a textured stock that matches your 

content, products or stories, and captures attention 

through touch. 

Go dimensional. For can’t-miss mail, trade an envelope 

for a mailing tube or box, and send along a logoed item 

that coordinates with your campaign and its key message. 

According to the Advertising Specialty Institute, 85% of 

consumers remember the advertiser who gave them a 

promotional product. n 

Looking for ways to drive better results from your  

direct mail? Let us know; we can help. 

1 MarketingSherpa, Consumer First Survey, 2016 
2 Data & Marketing Association, DMA Statistical Fact Book, 2017 ISSUE 01 | 2018 11 
3,4 Data & Marketing Association, DMA Response Rate Report, 2017 



eCommerce Sites Drive Better

Brand Control and Consistency

Brand inconsistencies can creep into even the most 

watchful organizations. Especially vulnerable are 

businesses with several locations, marketing materials 

accessed by multiple people and printed pieces 

requiring frequent updates. 

Small breaches in branding can do major damage. 

Marketers and brand managers surveyed by Demand 

Metric Research Plus said branding inconsistencies result 

in market confusion (71%), harm credibility (56%) and 

make it harder to compete (30%).     

Marketers looking for a way to better manage their 

brand assets might consider a web-to-print solution. 

Referred to as W2P, online storefronts and print 

eCommerce, an online order and print fulfillment 

system offers a competitive edge with: 

•	 Increased brand consistency and accuracy through 


centralized control


•	 Greater impact in the marketplace with localized 

content and easy versioning 

•	  Improved time management and cost savings 

•	 Enhanced tracking of usage and purchases across 

employees and offices 

•	  More convenience with 24/7 access 

•	 Faster turnaround of personalized marketing materials 

for a well-armed sales team 

This type of permission-based website enables 

employers and their employees to order and re-order 

company-approved branded apparel, advertising 

specialties and printed materials that build awareness 

in the marketplace. 

Satellite offices are often fertile ground for locally 

produced marketing and sales materials that can 

take creative license. Having centralized control over 

sales, marketing, technical and legal content all but 

eliminates “rogue” materials that fail to meet company 

brand standards. 

Creating a seamless brand experience – both offline and 

online – is an attainable goal when brand standards are 

defined and followed. From websites and social media 

to direct mail and signage, brand consistency at every 

touchpoint enhances engagement at each step of your 

customer’s journey. (See page 4 to learn more.) n 

WEB-TO-PRINT AT WORK 

A bank wanted better assurances that its multiple 

locations were using the most recent versions of 

required legal documents and lending forms. 

A new eCommerce site ensures consistency and 

accuracy in all its business forms across the company 

and allows easy customization by location. 

Contact us to see how web-to-print can help you 

streamline the ordering and management of your 

marketing materials and business forms – all on a 

convenient, customizable and user-friendly website. 
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Retailers have long known the 
value of signage – inside and 
out. More than a third of North 
American shoppers say they 
associate sign quality with store 
and product quality.1 And nearly 
three out of four say they told 
others about a business simply 
based on its signage.2 

Advancements in large format 
printing bring affordability and 
flexibility to small to mid-sized 
businesses of all types. Solutions 
range from outdoor banners to 
interior décor – and everything in 
between. Here are three ways you 
can be among the trendsetters in 
2018 when you go “big” with 

your graphics: 

According to the Event Marketing 
Environmentally friendly materials 

and inks can help ensure that you 

EXPLORE NEW
SURFACES 

ADD TEXTURE 
WITH TEXTILES 

GO GREEN 

On Trend: 
SIGNAGE 

meet your industry’s regulatory 

standards or your own company’s 

goal to reduce waste. Consider two 

out of three consumers are willing 

to pay more for products and 

services that come from companies 

committed to making a positive 

social and environmental impact, 

according to Nielsen. 

Digital printing technologies make 

it possible to print on or affix to 

nearly any surface for a custom look. 

Murals for a lobby or conference 

room, wayfinding floor graphics, 

and wraps around pillars or posts 

can transform your workplace from 

simple to simply inspiring. 

Institute’s 2018 Event Marketing 

Benchmarks and Trends report, 63% 

of event marketers plan on investing 

more in events both in budget 

and number of events. Textured 

backdrops and graphical drapes 

draw foot traffic to your booth or 

define a space for your product 

demos in this busy environment.  

1 University of Cincinnati 
2 FedEx Office, Ketchum Global Research 

& Analytics 
Talk to our pros to learn more about your signage options. 



Ask us for your FREE copy of this 
must-have resource for your marketing library! 

Ask us for your FREE Research Report:  

Data-driven Marketing Strategies 
for the Small and Medium-sized Business 
Without an effective data-driven marketing 
strategy, small and medium-sized businesses 
(SMBs) lack the ability to acquire, organize, 
analyze and translate customer information 
into actionable insights. 

But what does an effective data-driven 
marketing strategy look like? To find 
out, we partnered with Ascend2 to field 
this survey that exclusively represents 
the opinions of marketing influencers 
working for companies with fewer than 
500 employees. 

Key findings in the free report include: 

• 98% of SMBs agree that an 
effective data-driven marketing strategy 
is crucial to achieving success. 

• Nearly half (48%) of SMBs want to base more of their decisions on the analysis 
of marketing data. 

• A website or eCommerce site is considered the most effective digital channel used for collecting 
marketing data by 58% of SMBs. 

A S C E N D 2  R E S E A R C H  C O N D U C T E D  I N  PA R T N E R S H I P  W I T H  A L L E G R A  M A R K E T I N G  P R I N T  M A I L  

DATA-DRIVEN MARKETINGSTRATEGIESF O R  T H E  S M A L L  A N D  M E D I U M - S I Z E D  B U S I N E S S  


