“ Direct Mail

SWEENEY

As a full-service, marketingcentric public relations firm, Sweeney offers an exceptional

strategic direct mail capability. In fact, just as direct mail is a cornerstone of the marketing
industry, so too is it a fundamental practice of the agency.

Defining Success

From post cards and letters, to packets and premiums, we use direct mail to achieve
our clients’ corporate and sales objectives, including: building brand awareness,
affecting opinions and behaviors, building loyalty, generating leads, producing
immediate sales, creating and building traffic, and driving information requests.

Critical Considerations

While many elements and factors impact on the success of direct
mail — existing levels of brand awareness, timing/seasonality of
mailing, frequency, selected response mechanisms — three primary
factors consistently affect outcome:
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BacKkyard Fantasies

Sweeney’s 12-Step Aproach to Direct Mail
Set specific ROI goals

Identify and segment target audiences

Establish the audience “needs”

Factor in “timing” issues

Determine the offer

Craft the messages (proposition) and call-to-action
Determine direct mail “format" and “response mechanisms”
Design the direct mail vehicle (creative)

Test - offer, creative, format, list, timing, response mechanism

And thanks to MosquitoNix! there will be no more
Launch the direct mail campaign swatting, ducking, scratching, running, itching, hiding,
lathering, zapping, fogging, or bombing.

Conduct follow-up
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Monitor results, fulfill requests, measure and evaluate success Mosquitos HATE us.
People LOVE us.
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Client Experience 0

OUTDOOR INSECT MIST SYSTEMS

Since the establishment of
the firm in 1986, Sweeney has been actively involved in the development
and implementation of high-impact business and consumer direct mail
campaigns for a wide range of clients, including:

s = Assurant Preneed Kaiser Permanente
' ' Blue Cross & Blue Shield of Ohio Larsen Architects
il Broadview Multicare Center Medical Mutual of Ohio
Cleveland Clinic Sports Health MosquitoNix
ComDoc Inc. Nordson Corporation
W ContainerPort Group North Coast Health Ministry
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Ll Goodman Conveyor Company Roulston & Company
Hy-Tech Products Waste Management of Ohio
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Everything Communicates. Everything Matters.™ SWEENEY



