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The Harty Press sharpens
focus with FSC certification

The Harty Press, Inc. in New Haven,
Conn., continues to demonstrate its
commitment to environmentally
responsible business practices by
earning a five-year certification
agreement from the SmartWood
Program of the Rainforest Alliance
and Forest Stewardship Council
(FSC.) Harty’s clients may now
choose to use FSC-certified paper
and the FSC logo on their printed
product to exercise their choice to
use forest-friendly paper.

Harty has been reducing its carbon
footprint by recycling its waste
paper, cardboard and aluminum
plates. In April 2006, Harty worked
with the United Illuminating
Company to upgrade 100 percent of
its lighting to new energy-efficient
bulbs. Harty received a certificate
for “Community and Environmental
Leadership” from UI for its
participation. The company was an
early adopter of using soy-based
inks and alcohol-free dampening
solutions.
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Go Where the Money Is
Everybody wants to get more out of their customer database these days.
Are you getting the most out of yours, or are you leaving money on the
table?

When many businesses think about boosting sales, they think about
sending out promotions or prospecting for new customers. But what if
increasing sales were as close as mining your own customer base for
untapped revenues?

Skimming the Cream
For example, instead of sending out a promotion to your entire customer
base, what if you mined out the top 25% of your customer base instead?
These customers have already demonstrated an affinity with your
company. They are more likely to respond to your offer and purchase
more when they do. You will get more for your marketing dollar by
mailing directly to this “cream of the crop” than by sending to your whole
customer list.

To boost revenues even further, personalize the mailing. Pair offers by
demographic or past purchase history. If you don’t track past purchase
history, even personalizing by name can boost response rates if you do it
in a creative way.

Which top 25% of your customer base you use depends on your
marketing goals. You might want to select the 25% who purchase from
you most frequently. Alternatively, you might want to choose the 25%
who spend the most money with you. On the other hand, you might pick
the 25% who generate the highest profit margins.

Even Better News
Not only are you likely to generate higher revenues from one of these
groups, but by focusing on the top 25%, you cut your printing and mailing
costs by 75%!

Personalizing your campaign will increase your costs, but you could still
end up spending less money. Instead of sending out 25,000 postcards to
your entire customer base at a cost of $.40 each (a $10,000 print and
mail campaign), for example, you might send out 6,500 postcards to your
top 25% at $1.00 piece—a $6,500 print and mail campaign. If your
budget is really tight, you might focus on the top 10% of your customer
base instead.

You’ve worked hard to develop your existing customer base. Why not
make the most of it?
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