Teaching
grandmothers
how to suck eggs?

- Case Study How we helped the UK’s largest and most successful IFA
achieve even better results through direct communications

1

- The Challenge Hargreaves Lansdown (HL) is one of the leading providers of investment
management products and services to private investors in the UK.
During the 25 years they have been in business, they have placed investments for over half a million clients.
Today, they have more than 350,000 active clients and as at 31st March
2007 held £8.3 billion of assets under administration on behalf of private
investors.
HL market value is expected to be £711 ml in their forthcoming flotation
on the London Stock Exchange.
Over 2.5 million copies of their market-leading investment publications
and research are circulated each year.
The Hargreaves Lansdown research team is the most widely quoted financial commentator in the media.
When asked how he built his business, Peter Hargreaves said: “Simply by
using direct marketing.”
HL has an in-house team of copywriters (the best being Peter Hargreaves
himself) and designers that produces outstanding pieces of direct marketing - with often outstanding results.
They came to us with a very precise challenge. They wanted to see if we
could produce better results.
We worked on a number of products, including SIPPs (Self Invested
Personal Pensions), Annuities, Life Insurance (Term Life Insurance and
Critical Illness Insurance), and ISAs - targeting both consumers and intermediaries, in a variety of direct media - online and off.
In addition we provided training for selected members of their team, as
well as their entire marketing department - attended by Peter Hargreaves.

How do you improve
on“outstanding”?
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- The Solution It is hard to improve on excellence, but we were able to.
Direct Marketing is not a “one size fits all” discipline, therefore we varied
the solution depending on the nature of the product, the promise and the
audience - in one case, two audiences at the same time.
In general, we did a more complete selling job, resulting in greater efficiency. By that we mean fewer replies of far greater quality.
Our work generated more money - and saved HL a lot of money (and
time), by cutting the fulfilment cost of unqualified replies.
How did we do that? Simply by using tried and tested direct response
techniques:







Strong headlines promising a clear benefit to the prospect;
Use of emotional triggers - appealing to greed, flattering the
prospect or both;
Incentives;
A detailed and easy to understand explanation of what the product
is and, more importantly, what it can do for the prospect.
“Proofs” of the products’ benefits, with mentions of awards won,
experts’ opinions and clients’ quotes;
Strong calls for action - repeated more than once in each piece using offer closing dates to create a sense of urgency.

“Making more money
- at less cost”
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- Selling to intermediaries The problem
HL segmented their database according to occupation and it emerged that
for their investment products, the largest category of clients was accountants.
It stood to reason that accountants should be amongst their best prospects
for SIPPs too.
They had tried in the past to target accountants specifically - but without
much success.
They asked us to create a direct mail pack that would be sent to a cold list
of accountants, at their practice address.
The objective was to sell to two audiences: the accountant as the prospective client and the accountant as an adviser.
This had to be a two-stage mailing. Accountants were offered a free guide
to SIPPs. The respondents would then be followed up and converted.
The solution
The mailing we wrote got a 23% response rate - the highest they ever got.
More to the point, conversion rates were 100% on target.

“23% response rate the highest ever”
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This “hand-written” post-it
note (“Other accountants
asked for this information.
Perhaps you will find it useful
too”) attracted attention and
reassured the accountants
that it is OK to get something
free, as their colleagues did.
This headline (“A free 16 page
guide to SIPPs for your
clients”) appeals to greed it’s free - and flatters the
prospects, by implying they
don’t need the guide, their
clients do.
Starting with the opening and throughout the letter accountants are further flattered (“of course you already
know this but your clients...)
The selling argument is supported by experts’ opinions.

The copy goes into detail, giving every reason why they
should reply - and covering
any possible objection.

Strong calls for action
throughout the letter - and a
closing date in the P.S. (“If
you reply by 11th July, you
can get as many copies as you
like free”)

Attention to every detail: not
just a reply coupon - a
Priority reply slip for
accountants, plus a picture of
the incentive
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- Selling direct to consumers The problem
HL had been selling Life Insurance products for a while.
As this was not their main product offering, they didn’t expect to sell as
many policies as they sell investments; nevertheless they thought their
results were not nearly as good as they should have been.
The solution
The mailing we wrote got 3 times less replies than their control - but 5
times more conversions.

“5 times more conversions”
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A combination of emotion (“If
you don’t think about your
loved ones, who will?”) and
comparison (“Can you spare
5 minutes and £10.20 a
month? £100,000 for those
you love - £43,354 more than
you might get elsewhere”)
make this a very strong headline

The table proves the promise
is believable.

We offer an incentive - a free
camera - but we also explain
why (“How can we afford it,
you may ask? Once again, it’s
very simple: the extra replies
we get more than cover the
cost of the camera”)

Strong calls for action, using
phrases as “Why not make it
the very next thing you do?”
or “Pick up the phone right
now”
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- What they say about us “I value the partnership which seems to have to have grown between our
two firms” - Peter Hargreaves, Co-Founder and CEO, Hargreaves
Lansdown
“Extraordinarily good at understanding products, identifying what motivates prospects and, above all, getting more of them to reply and to buy.
All I can say is Thank God for Drayton Bird” - Alex Davies, Marketing
Director, Hargreaves Lansdown

“Thank God for Drayton Bird”
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