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Effective marketing can 
have a big impact 
on a business. It 
can create growth, 
profit, and brand 
value.

A marketing team 
can be defined in 

different ways. Maybe 
you have a full in-house team that 
takes care of all aspects of your 
marketing. Maybe you have one 
person, or small team and rely on 
outside resources to help define 
and achieve your businesses 
marketing goals.

Finding the right partners with 
good resources and support is 
a requirement for success. A 
working partnership should be 
built on communication and a clear 
understanding of what to expect.

Here are some things to consider 
when choosing the right resources 
or partners for your business.

• Leadership - Leads with 
communication, innovation of new 
ideas, and understands the big 
picture when you need to adapt.

• Advocates - Understands your 
business, brand, standards, and is 
in your corner to cheer you on.

• Working Together - Collaborative, 
knowledgeable, and not afraid 
to speak up when something is 
wrong.

If you are ready to start exploring 
the right resources or partners for 
your marketing, feel free to reach 
out to a McClung representative.

Happy Marketing!

Courtney Rogers
Marketing Specialist
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Buyers Are in The 
                 Driver’s Seat

Are you their destination?
In today’s world of “information 

everywhere,” marketers are no longer 
in the driver’s seat. Buyers have the 

world at their fingertips, and they can 
access product information, reviews, 

and comparison data 24 hours a day, 365 
days a year, from the convenience of their 

couches, offices, and favorite coffee shops. 

Buyers—not marketers—are now 
in the driver’s seat. In fact, one 
study found that B2B buyers are 
typically 57% of the way to a 
buying decision before they even 
engage with a salesperson (CEB 
Marketing Leadership Council). 
Some studies put this as high 
as 80%. 

This is where content marketing 
comes in. By feeding buyers a 
regular stream of content through 
a variety of marketing channels, 
you gradually draw them into the 
sales funnel and nurture them 
along until they are ready to buy. 
To do this, you must serve up 
that content where they are: in 
their homes through direct mail; 
at work through direct mail and 
email; and out and about through 
email, mobile, and social media. 
Why do you need all of these 
channels? There are multiple 
stages in a buyer’s journey, and 
each channel and type of content 
is more effective at different 
stages. 

Stage #1: Product/ 
brand awareness.  
Before someone can make a 
purchase, they have to become 
aware of your product or brand. 

One of the best ways to do this 
is through direct mail.  Email 
addresses and social media 
preferences change. Buyers can 
ignore Internet  advertising. But 
nearly everyone looks at the direct 
mail that arrives at their homes. 

Stage #2:  
Product research.  
Once buyers are aware of your 
product or category, they begin their 
research. The first step is generally 
the marketer’s website (nearly half 
of buyers say vendor websites are 
one of the first three resources 
they use). You can also use email, 
marketing collateral, white papers, 
product samples, and other content 
to gradually feed buyers information 
during the research phase. 

Stage #3: The closer. Once 
they’ve done their research, buyers 
are ready to contact you. At this 
point, your calls to action turn from 
engagement to closing the sale. 
Use email to follow up on direct mail 
CTAs or, if you are engaging 
via email first, follow up with direct 
mail for a more powerful punch. 
Mix up your channels because 
you never know which channels 
a customer will respond to at any 
given time.



Learn how to connect with your customers’ 
vertical markets to rise above the competition

Getting 
Ahead 
By Going 
Verticle

1 Understand the ever-changing 
pressures and opportunities in 

your customers’ marketplace.

2 Know what products and 
services your customers are 

using (or should be using) now.

3 Speak your customers’  
language.

4Craft your marketing messaging 
in a way that emphasizes the 

benefits that are most important to 
your customers’ business.

Let’s take the fitness industry as an 
example. Like any business, fitness 
centers need to stay current with 
the latest equipment, recruit new 
customers, and motivate existing 
customers to stick with them. But 
there are other issues, too, such as 
lack of industry regulation, leading to 
inconsistencies in trainer experience 
and qualifications, and competition 
from non-traditional sources, such as 

apps and wearables. 
How might this knowledge help 

you? Say you sell fitness equipment. 
To address the market issues with 
inconsistent trainer experience and 
expertise, you might develop a 
training course offered at no charge 
with purchase. After completing 
the course, trainers would receive a 
professional certification that fitness 
clubs could promote. 

Your marketing copy might look 
something like this: 

Set yourself apart from  
“the other guys.” Get the most 
advanced fitness equipment 
available, PLUS professional 
training certifications.

Or, knowing the challenges faced 
from fitness apps, you can use it to 
create hard-hitting marketing copy:

Five Reasons Our Fitness 
Equipment Beats an App! 

Knowing your customers’ vertical 
market also helps you speak their 
language. You don’t have to be an 
expert, but you should have a basic 
understanding of industry terms 
so you can follow the discussion 
and ask pertinent questions. If 
you are selling into the investment 
market, for example, will you have 
to stop the conversation to ask what 
EBITDA stands for? Knowing basic 
terminology not only says “I know 
your business,” but it shows a basic 
respect for the client.

The extra effort taken to 
understand your customers’ market 
verticals speaks volumes to your 
clients about their value to you. It 
also raises you above the level of 
commodity suppliers, reduces price 
sensitivity, and creates a stickiness 
to the relationship that can be 
invaluable. 

So study up!

f you are serving the business-
to-business marketplace, 
understanding your customers’ 
vertical markets can make the 

difference between being seen as a 
commodity supplier and being seen 
as a trusted partner. How does it 
accomplish that? By helping you to 
do four things: 



UPDATE: McClung and Immerge Partner with 
The Downtown Creative
We are proud to update you on the 
successful preferred partnership 
transition of our subsidiary, Immerge 
Technologies to The Downtown 
Creative. The transition of current 
and prospective customers has 
been exciting, and the feedback has 
been extremely positive. 

The partnership with The Downtown 
Creative has given McClung the 
ability to expand and enhance our 
digital marketing portfolio. We are 
excited for our upcoming segments 
of client stories and videos. 
We hope that you will enjoy the 
segments as much as we do.

IMMERGE — THE WEB AND DIGITAL MARKETING DIVISION OF McCLUNG COMPANIES

Testimonial:

“Immerge and TDC worked in tandem with me to make the 
recent transition seamless. Despite facing staff changes and 
an overwhelming sales season for our company, the support 
and problem solving that both teams gave so selflessly helped 
me keep my head on straight. The creativity, kindness, and 
unwavering support I have received from TDC makes me very 
excited for the work we will do together moving forward.”

Mary Louise Johnston
Sales and Marketing Representative
Turkey Knob Growers
Timberville Va.

THE ANATOMY OF CONSISTENT BRAND COLOR

Brands like Amazon, Google, and Starbucks all know 
the importance of color. Whether it’s on a direct mail 
piece or retail packaging at the big box store, buyers 
recognize these brands based on color alone. Highly 
identifiable brand colors are among a company’s 
greatest marketing assets. 

This is why, when your brand colors are 
reproduced, you want them to be accurate and 
consistent. The human eye is very sensitive, and 
a slight shift of a yellow into the green range, for 
example, or a blue that is a little more gray, may 
not result in the same level of recognition.  

How do we, as your printer, ensure that all of 
your colors are accurate and consistent from run 
to run? 

We start by printing to industry standards. In 
the commercial printing industry, these include 
GRACoL, SWOP, XCMYK, and for spot colors, 
Pantone. The printing process is complex, 
however, and your color is impacted by a variety 
of factors, including the settings on the press, 
the base color of the substrate, and the type of 
inks. It is also dependent on the printing process 
used. Offset, digital, and wide-format presses 
all reproduce color differently. To compensate 

for these differences, we adhere to rigorous 
standards, use sophisticated color management 
software, and employ best-in-class color 
measurement tools.

Every time your job is run, whether it’s a repeat 
job on the same press or a project spread 
across different presses, we measure how close 
we are to the target color. To do this, we use a 
measurement called delta E. The word “delta” 
means “change.” A delta E is the change from 
one color to another. If you spec a color, the 
difference between your proof and the final color 
is measured in delta Es. Although delta Es can 
be as small as one, the human eye has trouble 
distinguishing differences this small. Most 
customers find delta Es between two and four to 
be acceptable. 

Consistent color also requires your files to be 
produced properly. If there are errors in the file, it 
limits the ability of our systems to compensate. 
Great files in, equal great printing out. 

Let’s talk about your brand colors. Let’s go 
over your expectations, what’s possible on our 
presses, and steps for proper file preparation. 
Working together, we can ensure that your color 
is reproduced consistently, repeatedly, and as 
accurately as possible.

BUILDING BRANDS THROUGH COLOR
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Overton was awarded employee of 
the third quarter
Sue Overton, Customer Service 
Representative, was recently chosen 
Employee of the Quarter at McClung 
Companies. Established in 1992, the 
award is based on recommendations 
from fellow workers and recognizes 
McClung employees who display 
extraordinary dedication to their jobs.

“Sue has become a very valuable 
addition to our customer service 
department since joining us in 
February,” noted Chip Bell, Vice 
President of Sales. “She brings a vast 
amount of experience and knowledge 
of the printing industry. Her dedication and thoughtful processes 
were duly recognized by her co-workers. I’m proud to have Sue 
as a part of the McClung team.”

Overton has worked one year at McClung and lives in 
Waynesboro. 

Sue Overton

What are the odds of being 
born on February 29th?
Email answers to mcmarket@mcclungco.com  
by February 28. Be sure to include your name 
and phone number. One name will be chosen 
from all entries and will receive a cool gift card!

Congratulations to Arika Conley at 
Harrisonburg Rescue Squad for winning last 
issue’s McQuiz contest. She got a $25 gift card. 
Minnesota is the top turkey-producing state.

Dear friend,

68% of buyers say they 
notice ads from vendors 
during the research process.

37% of buyers say that 
vendor ads positively impact 
their view of the company.

75% of buyers say they are 
spending more time doing 
research.

97% of buyers say online 
content should not be gated.

74% of buyers say they 
conduct a more detailed ROI 
analysis than they used to.

73% of buyers say they are 
relying on a higher number 
of resources before making a 
purchase decision.

48% of buyers say vendor 
websites are one of the first 
three resources they utilize in 
their research.

97% of buyers say it’s more 
important than ever for 
sales reps to demonstrate 
a “stronger knowledge” of 
buyer needs.

A Steady Stream of Resources
Engage B2B buyers throughout the sales cycle

The world of engaging B2B buyers has changed. 
DemandGen’s “B2B Buyers Survey Report” uncovers 
fundamental shifts that all B2B marketers should know. 
Although the research was conducted prior to the global 
COVID-19 pandemic, the challenges of our “new normal” 
reinforce these trends. 

Among the takeaways from the data? The increased 
importance of first-contact channels such as website and 
advertising/direct mail in the research phase of the buying 
cycle; the growing role of content (email, direct mail, 
marketing collateral, online resources) in helping buyers 
present a strong ROI case; and the need for vendors to 
provide buyers with a steady stream of resources throughout 
the buying cycle. 

    IS YOUR CONTENT STRATEGY READY? 


