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1. Request


This document is intended to support my request for a total of four hours for life learning that is equivalent to or exceeds that which I would have acquired in an advanced college-level course covering Direct Marketing.

2. Sources of Learning


My sources of learning in the area of Direct Marketing are the following:


I am founder of GMS Production. This 20-year-old company had its roots in filling the needs of audio reinforcement for non-profit organizations but GMS has now evolved into a consulting resource for direct marketing of events. I have learned valuable incite into the techniques of direct marketing through both GMS’s successes and failures.


At Swyers Printing I served in the roles of Sales and Marketing Manager and was a marketing consultant to our clients. We had our own in house direct marketing agency. Working with our Art Director and design staff we handed the direct marketing for companies that found their products in outlets such as Wal-Mart and K-Mart.  I also assisted on direct marketing campaigns for companies for Wells Fargo Bank, Bank One, HSBC, Key Bank, Focus on the Family and Alan Keys Political campaign for President in 1996. 

Sales and Direct Marketing seminars at Concepts 96 at Walt Disney World, Concepts 97 at Orange County Convention Center in Orlando, Print 98 McCormick Center Chicago.

Success 1996 (seminar) October 1996 at HSBC Arena – Speakers included George H. Bush, Jim Kelly, Larry King, Zig Zigler and others. This event taught direct marketing techniques. 


At Walt Disney World I learned valuable concepts of Direct Marketing. Working on the Research and Statistics team I was mentored in the proper measuring points of a direct marketing campaign. I would see first hand both the successes and failures of direct campaigns. 


In 2001 I was given the honor of being on the start up team for the Joshua Revolution. Joshua Revolution is the city reaching event division of Western New York Youth for Christ (YFC). Serving as the Marketing Director on a 1-year commitment I brought the concept of synergy to this non-profit organization. The origin organization structure could only handle 1 event at a time. I was successful in growing the marketing department to handle 3 national conferences, a weekly radio talk show, monthly rallies, monthly support appeal, vending for the events, secure web based group registration system and media relations. Through this experience I learned to value of direct consumer marketing.

Mentoring relationship with Buz Swyers (father), who staring in his basement grew Swyers Printing to an $8 Million year operation in 2 states.

3. Learning


When determining if I had already learned the equivalent of 4 advanced credit hours of learning in the area of Direct Marketing I researched an advance level textbook. I was able to find and purchase “Successful Direct Marketing Methods” by Bob Stone. Bob Stone is the Chairman the Board for Stone & Adler Inc and has been published over 200 Articles concerning direct marketing. His awards list is too long to for this document but is highlighted by earning the Direct Marketing Association Best of Industry six times and is a member of Direct Marketing Hall of Fame. The Direct Marketing Association of America called this textbook the “bible” for direct marketing.


The following outline will demonstrate the area of leaning that I have already attained in the area of Direct Marketing.

Section I Getting Started in Direct Marketing

1 – The Scope of Direct Marketing. I have learned the key difference between a marketing campaign and a direct marketing campaign is direct marketing always has a ”measurable response.” Direct marketing is also distinguished by the selling to individuals rather than broad groups. In direct marketing the marketer tends to “control the product till delivery” instead of turning the product over to a distribution channel. If mass media is used a direct marketing ad will inspire an immediate sale or inquiry.

I have learned there are six keys to success when using direct marketing. 1) You must have the “right product or service.” 2) “Right media” could be as simple as selecting the correct mailing list or cable channel. 3) “Right offer” 4) “Right format” 5) “Right Tests” direct marketing is the most “measurable” form of marketing so there is no excuse not to measure. 6) “Right analyses” you need to know the difference between a trial order and repeat orders.

2 – Strategic Business Planning. This is not a marketing plan but your strategic business plan but may include marketing issues. The key to a successful strategic business plan is that it includes – a complete overview of the business as it is today, a outline if issues and opportunities that will need to be handled in the near future, it should offer “clear direction,” and a plan of action that is realistic.

3 - Importance of the Offer. This is what makes direct marketing different from other forms of marketing. If there is no offer “it’s not direct marketing.” I have learned that the presentation of the offer is just as important as the offer itself. A widely used example is the offer of 1) Half Price! 2) Buy one – get one free! 3) 50% off! Studies have shown option 2 to achieve a 40% better favorable response to offers 1 & 3. Note all three offers are technically the same but perception is everything. Some basic concepts of offers that I have learned are the following: “Free Information” is one of the most successful ways to generate sales leads. Samples are effective but the lack of consumer investment reduces the chances that they will actually use the sample. “Till forbid” is used predominantly in publication sales – bill me automatically until I say stop. Get-a-friend, Contests, Charter Membership are other samples of the many types of offers. The grand daddy of them all that must never be left out is the “guarantee.” There are many types of guarantees from buy backs to 100% satisfaction so choose accordingly, but don’t forget to include at least one. 

4 – Selecting and Selling Merchandise. All the best marketing in the world does not compensate for a bad product. A few of the items to consider when choosing a new product to distribute are: study the competition, read consumer magazines, Trade Journals, travel to trade shows, follow Disney’s lead of reviving past successes (re-release their movies about every 7 years), add features to current products, don’t forget to personalize when ever possible, and above all else never stop looking.

Now that you have selected the merchandise you now must sell it. The Price/Value relationship can be the hardest decision to make. One person’s definition of cheap is another person’s just right price. You also have to monitor the fact that some items will only sell for “x” dollars regardless of your costs or extended quality. Once you have developed the right price and right product don’t forget the consumer who bought the item. They are still your best chance of selling any more. They will either repeat the order or tell their friend, relative, or neighbor about your product and or service.

Section II Choosing Media for Your Message

5 – Mailing Lists. I learned through my experience at YFC the true value of lists. Note there are two main types of lists. Internal lists, which are your best resource, this group is all ready your customers. External Lists, are lists that you may have purchased based on some predetermined guideline. Some examples of guidelines or breakdown of data will include – demographics and psychographics (life style). 

A list left unto its own becomes useless. There need to be a manager in charge of your own lists. Responsibilities may include proper cleaning, de-duping and segmenting. You should not only know if a customer ordered but how recent the order was, how often they normally order, what size (dollars) the orders were and what type of order was it. 

I have learned, depending on the project that renting a good list from a broker is a great way to get new contacts. When renting a list be aware that there are single use lists and time frame lists. I found that renting for a year a list that included phone numbers worked best. I could follow-up the postcard with a phone call and if necessary send a second mailing all for the same list costs.

6 – Magazines. A properly placed ad in the correct magazine is like “having low rent in a high traffic retail district” according to Stone. Some of the concepts I have learned thru placing direct marketing ads for a hunting supply manufacturer and for YFC are the following: The larger magazines will allow you regionalize your ad. The universe of magazines is vast. It is best to categorize the magazines to simplify your selection process. Don’t underestimate the effectiveness of a bind in card or blow in card. Bingo cards do work but there is a big IF. If you respond quickly with your literature and your product matches the profile of the reader the magazine a high rate of return per inquiry can be expected. Size and Position do matter. Two rules of thumb the closer the ad is to the front of the magazine the better the response and of course more visible the position the better the response.

7 – Newspapers. The old reliable newspaper, still one of the best circulation values for direct marketing. I have learned one of the best parts of the newspaper is its distribution network and loyal readership. One disadvantage is the lack of high quality and stock options. The concept of Pre-Prints is the best of both worlds. I worked on a program for West-Herr Ford where we placed a pre-print in the Buffalo News Sunday edition and it had one of the highest success rates of any program run that year. After the pre-print the next best place for direct marketing is the comics – everyone reads the comics. Even though ROP (run-of-paper) advertising is the most budget sensitive it may not be the most effective. 

One other concept that I have learned about newspapers is there tendency to be local in nature and time orientated. While a magazine will sit on a desk for extended periods of time giving your ad repeat opportunities a newspaper is disposed of the next day. The same concepts of ad placement and size that applied to magazines also apply to newspapers. 

8 – Electronic Media. This area is exploding. There are three main categories for electronic media, one way – TV, Radio, two way – Internet, Interactive TV, stand-alone – DVD, video cassettes, and kiosks. 

One way - Broadcast TV is what most people think of when considering direct media advertising. The rules are similar to print ads. The size (length) placement (time of day) and frequency are the main factors in determining cost. TV stations will have ROS (run-of-station) rates at a discount but your ad might run at 3am when your potential customer is sleeping. The biggest change in this industry is cable. If you are selling golf balls you don’t have to buy time on NBC, CBS and ABC to reach golfers, just the Golf Channel. 

Radio tends to be a more predictable media for promoting your product. Like cable TV radio stations now specialize on a particular audience. The rating system for radio reveals the number of listeners not households as well as giving demographics.  

Stand-alone - Who has not gotten an offer from Disney to order a Vacation Planning Video? This form of advertising, which is offered as a free gift, generates leads as well as gaining an audience for not 30 seconds but possibly 30 minutes.

Two way - The most powerful electronic media today is the Internet. Any Company who want to compete must have a website with online ordering built in. Companies are now tending to use all other forms of media to point them to their website. The website may hold that customer for seconds or for hours. One great technique is the up sale – after the customer pusses the buy button for a skirt, you then show a photo of the matching purse next to the complete your order button.

9 – Telemarketing.  This ever hated but most effective form of marketing. While at YFC I tried to limit the amount of phone calls we made to our customers. I was concerned about the amount of bad press and negative emotions that come from the concept of telemarketing. What I was forced to admit after careful market studies is the effectiveness of a phone call. On average we would get 10 times the response rate from telemarketing over any other form of marketing.

In a commercial application telemarketing usually performs one of the following roles – Order Taking, Customer Service, Sales Support, and Account Management. I have found that the best programs are not stand-alone but are part of a “synergy” style approach. Soften up the lead with a postcard and explain your offer with a phone call for example.

 Section III Creating and Producing Direct Marketing

10 – Techniques of Creating Direct Mail Packages. Over the years I have learned the effective use of The Classic Mailing Package by working on projects for some of the larger financial firms in America. The standard package always includes the following:

The Outer Envelope – The goal is to say OPEN me… I have done some projects that were concerns that the envelope would not be opened. In these situations we would use clear envelopes so the consumer could see inside.

The Brochure – This is your chance to impress and inform. I have learned that content does matter and consistency does count. But with proper preparation and planning a brochure will sell the product

The Letter – This is where you go personal. The brochure is more corporate and generic but the letter can have the customers name and address personalized right on the piece.

The Order Form – “The Moment of Truth” I know for myself I tend to read the order form first to determine what the offer is really all about. 

Buck Slip or Gift Slip – This is a great way to call to attention one particular special or service. Items can get lost in the brochure or at the last minute you can offer a new item that did not make it time for the printing. Current technology allows different buck slips to be inserted based on the profile for the customer. Deer hunters may get a coupon for arrows while fishermen will get a coupon for bait.  

11 – Techniques of Creating & Marketing Catalogs. When you think of catalogs Sears comes to mind. In the eighties the catalog businesses exploded. Currently the concept of catalogs is alive and well but the format has changed. The high cost of printing and the slower response time catalog companies has caused many venders to rethink the way they do business. Internet sites like Amazon.com and Ebay.com have replaced a lot of the catalog businesses of old. The catalogs that are succeeding are specialty in nature and have advanced databases to reach their target market.

When working on Quaker Boy Game Call catalog careful research was done concerning individual product shot vs. gang shots, and studio shots vs. different location shots. We learned that customer tended to buy more products when displayed in a natural environment instead of 100% studio. We also learned that the customers better received product displayed in gang shots rather than individual product shots. The ultimate was when a testimonial photo of a customer using the product was placed on the same page as the product information.

12 – Techniques of Creating Print Advertising. Two questions must be answered before any ad can be created.  “Who are the prospects” and what are the “outstanding product advantages or customer benefits.”  When you are selecting what advantages and benefits you want to promote I have learned you must keep asking your self – what I am selling. It is easy to loose focus in print advertising and start selling your background photo or tag line instead of the product. 

Section IV Managing Your Direct Marketing Operation

13 – Managing a Lead Generation Program. In today’s fast market a one step sales effort is not practical. Emphasis should be places on “lead qualification” and “lead generation.” 

At YFC I learned some important lessons in lead management. First if the offer is too good unqualified leads will sign up for more information. Second I learned to qualify my leads by Hot Warm and Cold. Cold leads were contacts that have not made contact with us in over two years or we bought their name through a broker. Warm lists were contacts that have contacted us in the past but not for the current campaign. The Hot list is the contacts that have generated some interest to us for the current campaign. 

Depending on the current campaign we would send postcards to the cold list, brochures to the warm list, but personal letters to the hot list. The goal was to move cold contacts to the warm and warm contacts to the hot. Our hot list generated a 20% return. 

14 – Mathematics of Direct Marketing. I learned the value of excel working in direct marketing. One of the key elements that distinguish direct marketing from other forms of advertising is that direct marketing is measurable. Math is how we measure. Before a program is launched budgets should be formed and then during the campaign process the program’s progress should be monitored. 

Concepts of break-even points, variable costs, contribution to overhead, sales order costs are not just for the accountants but also for the marketing team. When determining the mail count or ad size or magazine distribution careful analysis of the math must be done.  

Summery

My years of direct marketing experience have caused me to attain college level training in the form of books, seminars and mentoring relationships. My successes in growing Swyers Printing from $2 million to $8million annually could have only been accomplished not only learning direct marketing at an advance college level but also applying these principles in real life. I welcome the opportunity to discuss further my direct marketing learning with the evaluator. 
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