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IN 2010?

new customers

22.4%

WHAT IS YOUR COMPANY'S
CUSTOMER MARKETING AliM

Wao will focus primarify on acquiring

We will facus primarily on retaining and
reactivating customers we already have

W will foeus primatily on building brand
mage and awareness wil

AS RECESSION EBBS,
ARE MARKETERS ON
THE HUNT FOR NEW
CUSTOMERS? CHikF
MARKETER'S FIRST
PROSPECTING SURVEY
WANTS TO KNOW.
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th our whole market

conscious times: Its cheaper to retain
o1 reactivate a current custonmer than to
.acquire a new one. In recent quartets,
marketers have taken that doctrine to heart
and worked to optimize the lifetime value of
the customers they're already transacting and
engaging with.

But eventually that prospect pool has to
get refilled, if only from naturai attrition. With

Direct Telemarketing
mail

E-mail Direct Affiliate
response markeling
print

WHAT MEDIA DID YOU USE TO FIND NEW CUSTOMERS
IN 20097 WHAT WILL YOU USE IN 2010?

Sociai
media

WHAT PROSDECTING OFFERS DID YOU USE IN 2009?
WHAT WILL YOU USE IN 2010?
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Discounts  Exira Free Giftwith info,content Contests Entertain-  Other
services  shipping  purchase (eg white  or sweep- meant

P content
[eg ringtones)

papers,
webinars}
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WHAT’S THE MOST IMPORTAMT i TOOL IN YOUR
PROSPECTING STRATEGY?

that in mind, Chief Marketer fielded its fizst
survey on prospecting and lead generation
at the end of 2009, asking marketers how
they view the strategic aims of finding new
leads for their business, what channels they
used to do so in 2009 and how they planned
to change thal strategy in the coming year.

Targeted prospect lists

Targeted creative copy

EDITOR'S NOTE: A fuller discussion of
: the data revealed by the survey, including

tabs for business type, annual revenue
and industry verticals, is available 2t the

wwew. ChiefiMarketer.com, Simply register

. ‘ . 2 . % : i
with your e-mail address and click on the - S e At o o :
vith your . - .
link provided.

WHAT BPROEPECTING TACTICS WILL YOU PURSUE
MORE AGGRESSIVELY THAN IN 2009?

Almost half of the more than 1,000 poll
respondents (48.6%) said their main cus-

tomer aim in 2010 will be to generate rew
& Prospect lists rented from

leads, although one quarter of the response _ third-party outsiders

said they wiil concentrate on retaining the 4 New direct mail formats (e.g, 521%
> - postcards vs, letter packages)

anes they've got. Those numbers showed

significant variation by annual revenue, New types of copy creative
with businesses in the $5 million - $49.9 :
million annual revenue category showing
markedly higher interest in prospecting
than those at either end of the spectrum,
where the care and nurture of existing cus- ‘_ Social media marketin
continved on page 24

New offers

Online engagement
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WilLlL YOU NEED TO OFFER
HIGHERVALUE IRCERTIVES

W CUSTOME P - " -
TO NEW CUSTOMERS IN 2010 WHAT % OF YOUR ACGUISITION NAMES DID NOT

COME FROM TRADITIONAL LIST BROKERS IN 2009?

. 0-4%
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5%-24%
25%~49%
: 50%-74%

75%-99%







