Humans are complex communicators. Scientific
research provides great insight into our communication
methods, memory and recall, patterns of reading, colour
recognition, mind associations and attention spans.

Great marketing is partly based on using this knowledge
effectively in a creative sense to maximise response.

Response is not one single thing - it is dynamic.

Response operates along a time continuum. Therefore it
has no end.

Response is not simple. It is a complicated equation
containing a myriad of elements that can come together
well — or not!

Eliciting a response means :

The value of evaluation
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Why use the whole marketing mix?

For example, people may

marketing-doctor.co.uk '

Marketing-Docto'r recommends:

Use a company that not only can write great copy or pro-
duce great designs, but understands and can explain why
things are put together a particular way. This makes advice
part subjective (based on experience) and part objective
(based on science)

Take small bites — test response and learn from its success
or failure.

Include many different ways and reasons to respond, to
cater for preferences.

Do your research — utilise on-line surveys, telephone
research and focus groups to ensure that the message you
think you are communicating is being received and per-
ceived the way you want it to be

Repetition — innovate & repeat, innovate & repeat to hook
those long-term responders!



