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Frequency, Frequency, Frequency
Perhaps, by this time, you have begun asking, "Why does Alan/Anthony keep sending me this newsletter?" 

We don't do it to torture you. Nor do we think you need more practice at hitting the 'delete' button. 

There are three words that explain our motive. They are at the heart of all successful efforts to create customers:  “Frequency. Frequency. Frequency.” 

Once Is Never Enough

Frequency is a powerful idea that comes, unless you’re a radio engineer, from the advertising industry. Let's say you hire the world's greatest advertising agency, with the world's greatest copywriters and designers. Based on the greatest marketing strategy ever devised, your agency creates an unforgettable ad that is, of course, the world's greatest. 

Then you run it exactly once in your industry's leading trade magazine. What do you get? The world's greatest bill from your advertising agency. And that's about it. 

To have any impact, you must run your ad many times in many different venues. People need to see it repeatedly for it to be effective. That's frequency.

It's Basic 

Frequency is not restricted to advertising. This newsletter is an example of frequency. We don't expect you to buy something from us because you read this issue. We want to reach out and, we hope, offer you something useful from our store of experience. We know that, over time, a cumulative effect will occur, and we want to make it a positive accumulation. 

Frequency is basic to learning. Getting to Carnegie Hall takes practice, practice, practice. We learn skills - from doing arithmetic to making foul shots - by repetition. Customer creation works the same way. You try to have repeat contact with potential buyers and to deliver a consistent message to them over time. Since the potential buyer isn't in math class and doesn't hope to make the school basketball team, you can't force them to engage with you or expect them to do so on their own. You need to motivate them by being creative, entertaining and informative. And you need to be patient and realistic about results. 

Six is the Magic Number

The satellite industry's leading trade publication has frequency down to a science. Through careful testing, they determined that six was the magic number of times they needed to send a subscription offer in order to get results. Send five offers and they were missing opportunities. Send seven offers and they were wasting their money. But a frequency of six got the attention of - and a response from - the most people for the lowest cost per new subscriber.

When was the last time your company creatively, entertainingly and patiently made sales contact with a prospect six times in a row? In B2B customer creation - where the price tag is usually high and the sales cycle long - getting the right message in front of your prospect one more time can make all the difference.

Or do we need to say it again?

News briefs
AAI Senior Partner Lou Zacharilla moderated a roundtable on "Creating New Customers for Satellite & Broadcasting," at the National Association of Broadcasters convention in Las Vegas on April 7. Panelists included representatives from Motorola Broadband, Verestar, Intelsat and the law firm of Salans.

Practice Leader Stephen Tom also chaired a panel discussion titled "From SNG to CDN: Outsourcing Media Contribution and Distribution" at NAB. Executives from CNN, Eutelsat, Ascent Media Group, and ViaSat participated. 
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