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Developing a Straight Route to Reach Customers

Direct marketers try new tactics to address consumers’ preferences and
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= A& Retrospective Look at Selling Products Today

* Talking With Passion Without Cressing the Line

Thomas F. Buckley, CEO of Redi-Direct, says he uses Web sites to survey visitors on shopping and vacation

habits. [Steven J. Dundas] * Ricoh Americas Announces Organization Changes

Direct marketers are evalving the way they get the word out, with audiences harder to reach = Surfing the Net to See Big Boats
because of their increased des-ire for privacy and changes in media preferences. ' HRR

; .- - . . ! . * Dynamic Media Adds Iris Scanning Tech to its Portfolio
The narrowing opportunities to make promotional pitches are forcing providers of direct
marketing solutions, such as Redi-Direct Marketing Inc. in Fairfield and Kroll Direct
Marketing in Plainsboro to help their respective business clients adopt new tactics and
technology to reach potential customers.
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b This Week's Most Read Articles
Direct marketing can take the form of direct response television programs, also known as

infomercials, print catalogs, telemarketing phone calls, e-mail and text messages. Rather than 1. Fixing The Country's Worst' Tax Cimate
steer customers to buy a product or service through a retailer, the pitches attempt to lure the i,

audience directly to the company providing the wares. 2. Surviving the Credit Crisis

When the public hangs up on promotional phone calls or ignores e-mails, direct marketers 3. Optimism Remains Steady in Southern Jersey
must look for better ways to home in on their intended audience, says Leland Kroll, president of : aw

Kroll Direct Marketing. He says finding customers who might be interested in a specific product 4. With Foreclosures Ballooning, Trenton Acts

can be accomplished through new software tools due to hit the market next year.

Krall says software is currently being developed that integrates consumers’ e-mail data with E':E';';‘I;._Er"'”“" oo bibconnbilr oot e, gty
their postal address and mobile communication data. That means creating a clearer picture of a s-40 e
customer and better focusing promotional pitches on products and services they are interested
in. Kroll says such technology may be released as soon as 2009, and will help direct marketers
get more information quickly about consumers and business clients. He could not disclose the
names of the companies that are developing the technology. “In real time we can look at that
household and, based on the demographics, determine what other products to offer to them,”

Kroll says.
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= Corzing Address Gives Boost to DEP Plan to Owerhaul
Parmit Process

Thomas R. Buckley, CEO of Redi-Direct, says another growing method of directing promotions
to a target audience is through so-called dynamic Web pages. These Internet sites ask visitors
to volunteer demographic information and ask about shopping and vacation habits to help
direct marketers fine-tune their other promotions. "Gleaning information, such as household
income and ethnicity, allows you to become a more sophisticated marketer,” he says.

* PEEG Chief: Enargy Efficiency is the Top Public Waorks
Project
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Ramesh Lakshmi-Ratan, executive vice president and chief operating officer for the Direct
Marketing Association in New York City, says Internet-based marketing hinges on capturing
data such as telephone numbers, e-mail addresses and social network addresses, and using
software to sift through the information. “That goes back to data mining and combining » UPDATE The Hard Question: But How Do We Pay For
purchase history with address data,” he says. The DMA is the trade group for businesses and It7

nonprofit organizations that use direct marketing methods to reach clients and contributors. '
MORE

Anather emerging channel of direct marketing is through text messaqging, though the format is
slow in growing. In the United States, wireless users must first sign up to receive promotional
pitches due to strict contrals by cell phone service providers. Redi-Direct's Buckley says there
i great potential to reach customers literally in the palms of their hands through wireless
devices, but the idea has yet to take off. "That's still taking shape because of the laws governing text messaging,” he says. "Everyone is talking a good game
but nobody is doing a lot with it.”

Kroll concurs that text message marketing is still in its infancy but presents the possibility of launching tightly focused campaigns. As phones become more
advanced, he says, multimedia messages may also follow with graphics and sound. "BlackBerry devices and the iPhone open up tremendous possibilities,”
he says.

Kroll says direct marketers abroad use billboards and placards on buses to invite consumers to opt in to receive text-based pitches. "We are seeing a very
small amount of that leaking into our society here,” he says. Kroll adds that marketers in Asia and Europe have embraced text-based marketing already.
“They are capturing and using data much more effectively than we are,” he says.

DMA's Lakshmi-Ratan says the use of wireless devices to deliver direct marketing messages surprised the industry. "No one anticipated this explosion in
technological capability in the hands of consumers,” Lakshmi-Ratan says. He says more than $1 billion is spent worldwide in mobile advertising, with less
than $250 million spent in the United States.

Raising the stakes for direct marketers is the reluctance by the public to be bothered with promotional pitches. Businesses and consumers that want to be
left alone can point to federal legislation such as the Do-Mot-Call Implementation Act of 2003 and the CAN-SPAM (Controlling the Assault of Non-Solicited
FPornography and Marketing ) Act of 2003 to fend off unwanted phone calls and e-mails from marketers. Also, a consumer's attention can be thinly divided
because of the abundance of forms of communication, including mobile devices and the Web.

Because of such roadblocks, Redi-Direct's Buckley says using a single method of contact no longer suffices for direct marketers. He says multiple
approaches are needed, combining such methods as print mail, Web sites that tailor promotions to the visitor and an emerging use of text messages sentto
mobile devices. "Anyone who's not making the transition is falling behind,” Buckley says.

Demanstrating results from marketing spending is a great concern for businesses in the current economy, says Lakshmi-Ratan. Marketing managers, and
more impaortantly their bosses, want to measure the effectiveness to justify their investment in promotional campaigns, he says. “It's not enough anymare to
say 'l have generated awareness in the marketplace,” Lakshmi-Ratan says. He explains that many marketing executives are being asked to reportto CEOs
and CFOs the return on investment for any promotions. He says direct marketing campaigns, which pursue specific target audiences through clearly
defined channels, offer ways to gauge that impact.

E-mail to jpruth@njbiz.com
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