
INSPIRE TOP PERFORMERS
with a variety of incentives

• 67 percent cited praise and commendation 
from their immediate manager. 

• 63 percent named attention from leaders.

• 62 percent wanted opportunities to lead 
projects or task forces.

The data underscores workers’ desire to feel 
valued, have their well-being be taken 
seriously, and be given opportunities for career 
advancement and growth. At a time when 
organizations need leaders and employees to be 
fully engaged and ready to go the extra mile, 
motivation is taking a hit, according to another 
McKinsey survey. The poll showed:

• 13 percent of respondents reported that 
managers are praising their subordinates 
less often.

• 20 percent said that opportunities to lead 
projects or task forces were fewer.

• 26 percent said leadership attention had 
diminished.

A handwritten note of praise, cross training 
or continuing educational opportunities, gifts, 
and better or more equipment all go a long 
way toward incentivizing and rewarding 
your employees. 

As some industries begin their comeback to 
profi tability, fi nancial incentive programs, 
like bonuses, are returning. Using a 
combination of both fi nancial and frequent 
nonfi nancial incentives to motivate and reward 
key players will have the most impact – short 
and long term.
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FREE Marketing Guide!
Contact us today to receive, “How to Improve Marketing Program E�  ciency 
in Challenging Times.”  

You’ll learn:  

• The top two audiences to target for most

immediate results

• How to eliminate waste and improve results 

by pre-qualifying mail and prospect lists

• Ways to cut printing and mailing costs 

without sacrifi cing impact and performance

 It’s yours free from Insty-Prints.
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Looking for meaningful ways to acknowledge and motivate employees to peak 
performance? According to a recent McKinsey Quarterly survey, nonfi nancial motivators can 
e� ectively reward top performers with satisfactory salaries. Respondents rated the following 
nonfi nancial incentives as “extremely” or “very e� ective”:
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and communications programs, 
talk to the experts at Insty-Prints. 



When you are looking to grow your business through high-quality 

prospects and ongoing referrals, it’s time to look at networking. 

Opportunities to get connected include industry-specifi c groups and 

small business associations, expos and trade shows, workshops and 

seminars, awards ceremonies, and fundraisers.

Here are eight ways to make the most of the occasion:

1. Do your research. Determine the membership profi le, dues, 

meeting frequency and sponsorship or speaking opportunities. 

2. Be forward-thinking. Networking is a long-term process, 

designed to nurture relationships for referrals and sales. If 

you wait until you need referrals to start networking, it will 

be too late. 

3. Attend regularly. Networking success occurs through repeat 

attendance rather than single encounters with multiple groups. 

4. Get involved. Volunteer to head up a committee, edit the 

organizational newsletter, or make phone calls for the next 

membership drive or fundraising event. 

5. Embrace social networking. LinkedIn, for example, is the 

world’s largest professional network with more than 65 million 

members. The site lets you build connections to trusted contacts 

and helps you exchange knowledge, ideas, and opportunities 

with a wide network of professionals. 

6. Become a trusted source. Be a connection conduit: “I don’t have 

a need for ABC widgets, but I do have an associate who may have 

several customers who do. Let me give you her contact 

information.”

7. Remember the take-away. Trade business cards. Make notes on 

the back of each card to jog your memory about conversations 

had and ideas discussed. 

8. Follow up. You made the notes. Now be timely with your follow-

up. “We met on Monday night, and I promised to forward some 

research I have on ABC.”

TAKE YOUR
SALES LETTER

FROM GOOD
TO GREAT

8 Ways to 
Network
Like a Pro

Company: A small veterinary hospital with approximately 1,000 current active 
patient fi les. The business is competing with at least a dozen other vets within the 
metro area.

Current marketing includes: building signage, website, print and online 
directory listings, tri-fold brochure, thank you and reminder cards, and referral 
incentives.

Situation Overview: The clinic is seeking to increase patient fi les to 2,400 within 
two to three years. Campaign objectives are:

• Generate fi rst-time patient inquiries at a rate of 30 calls or visits per month.  

• Increase awareness of the clinic within the market area.

• Generate referrals from existing customers at a 15 percent annual rate.

Marketing Recommendations: 

Prospect direct mail program – Launch a three-piece prospect direct mail 
program. Initial introductory mailing will include a personalized letter, tri-fold 
brochure and special o� er coupon. This mailing to be sent to approximately 5,000 
cat and dog owners within a 10 mile radius of the clinic.

Two oversized postcard mailers to follow. Mailings to be sent to 2,000 cat and dog 
owners within a fi ve mile radius. Email addresses will be solicited from responders 
for future communications through web registration. 

Print advertising – Develop and implement a local area print advertising e� ort to 
reach a broader metro area customer base. Six insertions in fi ve outlets. 

Public relations – Take advantage of publicity opportunities in all print and 
electronic media with press releases highlighting sta�  additions, recognition 
announcements and special events.  

Customer referral program – Send a letter with referral cards to 1,000 current 
customers. The letter should explain the referral incentive program ($15 discount 
coupon) and ask for participation.

The clinic should also reach out to third parties who serve/contact pet owners. Its 
basic information pamphlet should be distributed to pet stores, animal shelters, 
humane societies, etc. A letter asking for referrals should be included.

Measurement: Metrics used to evaluate e� ectiveness, improve performance and 
measure ROI include:

• First-time patient inquiries to be measured by phone calls and visits. This 
information is to be tracked by the receptionist using a brief questionnaire. 

• A pre/post research questionnaire measuring awareness, interest, purchase 
consideration and image to gauge awareness and attitudes toward the clinic.

• Number of referral coupons redeemed.

Contact the pros at Insty-Prints when you’re ready for new growth strategies.

Here are a few marketing terms you’ll want to 
know that will have you sounding like a pro:

DIRECT RESPONSE – Promotions that ask 
recipients to directly respond to the advertiser 
by mail, telephone, email or visit to a website. 

SEGMENTATION – Dividing potential buyers into 
smaller groups based on buying patterns or 
demographic information.

4 Ps – Stands for product, price, place 
(distribution) and promotion. Also referred to 
as the “marketing mix.”

VIRAL MARKETING – A technique or strategy 
that helps and encourages people to pass 
along a marketing message either by word of 
mouth or via social media and the Internet.

4 Ps TEASERDirect
Response

Segmentation
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4 Ps TEASERDirect
Response

Segmentation
A key advantage to direct mail is its capacity for one-on-one communications with the 
prospect or customer. Here’s how to help you make the most of this unique sales opportunity: 

• Place the most important benefi t in the headline. Experienced writers will often use a 
“Johnson Box.” Placed above the salutation, the box contains the letter’s key message. 

• Elaborate on your key benefi t right away, and provide details. The letter is your 
opportunity to share sizes, colors, weights, places, times, sales conditions and more. 

• Back up your claims. Today’s readers are skeptical. Use a third-party testimonial or 
provide a list of satisfi ed users when you can.

• Restate the benefi ts in your closing o­ er, just before the letter’s call to action. 

• Induce action immediately. Conclude your letter with a strong call for action and a credible 
reason for acting now.  

MARKE T ING 
SPE AK

OPERATION MARKETING:
 Vet’s growth plan hits customers, prospects


