
DIRECT MARKETING AND TECHNOLOGY
COMING TOGETHER, RIGHT NOW
Maria Haan, National Sales Representative, Cox Target Media

For those of us who remember that
Beatles' hit tune from years gone by,
the lyrics included the words, "come
together, right now':

The powerful combination of proven
direct marketing methods coupled
with cutting-edge technology can
open up unlimited opportunities in
the marketplace. And for our industry,
it's time for them to come together,
right now.

We all realize how advertising is chang-
ing, impacted by the Internet. A trend
is to increasingly move toward alliances
or mergers involving the melding of

virtual and real worlds, as we see con-
sumers shopping and buying in new,
exciting and innovative ways.

We see the emergence of e-commerce
having an effect on such things as the
interior design of retail stores as well
as the ways we do marketing. The
Web has created channel turbulence
for many consumer industries.

We have a unique opportunity to help
our clients successfully ride out this
turbulence through carefully thought-
out, well-executed advertising strategy
and campaigns bringing together new
technology and the positive impact of
direct marketing

Innovative DMA Insurance Plans
designed for groups of 2 or more!

The unique DMA Expanded Insurance
Benefits Package offers non-traditional
insurance coverages as well as traditional
coverages. Each Plan has been thoroughly
researched to deliver the highest value at
the best price available!
These uncomplicated DMA Plans readily
meet your need to attract and retain loyal
productive employees.
• They are flexible to provide a choice of benefits!

• They are comprehensive to maximize protection!
• They are cost-effective to assure affird:tbility!

For further information:
Call 1·800·808·4514 Today!

DMA Insurance Plans are administered by USI Affinity.
a division of USI Services financial network.

Health Plans (for groups 0/2 or 10 or more)
DMA Group Health Plans offer the most compre-
hensive coverages available at the most affordable
rates for your geographic area. Whether the Plan
you need is a Major Medical option, a Preferred
Provider Organization (PPO), a health Maintenance
Organization (HMO), or an Indemnity Plan, you
are assured your group coverages will provide
value-added protection at very competitive rates.
Dental Insurance Plan
Participants can use any dentist they wish, no matter
which of the 3 comprehensive plans you select.
Term Life Plans
You have a choice of basic coverage in high face
amounts at very affordable rates. Plans include
A.D.&D. and special Seat Belt Benefits.
Disability Income Plans
Short-Term, Long-Term, and a customized Integrated
Plan are available, providing both Short- and Long
Term coverages according to your needs.

As an industry, it's time for us to seize
the moment. One effect of this trend,
industry analysts believe, is that com-
panies will eventually be forced to
abandon the use of historical sales data
as they create their "market penetra-
tion vs. market saturation" models.

And as e-commerce grows, changes
will be felt across most retail indus-
tries. We must be prepared to' lead our
clients through this change. Today
retailers are always looking for
alliances to increase their market
share. We must step to the plate and
come to terms with the changes being
wrought by the Internet.

What's our strategy to help clients
meet this challenge?

While most brick-and-mortar compa-
nies work to figure out how to inte-
grate a Web presence, with direct mail,
printed catalogs and the retail stores,
industry leaders such as Cox Target
Media's Val-Pak have invested time
and resources to bridge the real and
virtual shopping worlds.

• CyberValuz.com allows advertisers to
reach a targeted, wired, high-income
audience that spends online. Its print-
ed guide, distributed by Carol
Wright, directs shoppers through the
vast Internet marketplace. The direc-
tory has a companion Web site offer-
ing a link at no cost to participating
advertisers. The timing of these types
of media marriages couldn't be better.

According to data released by Jupiter
Communications, online advertising
revenues are expected to grow at a
compound annual growth rate of



30 percent, reaching $16.5 billion
by 2005.

That means each consumer will
receive more than 950 Internet-based
marketing messages every day; that's
up from 440 impressions in 1999. It's
predicted the Internet will become the
fourth most popular advertising medi-
um by 2005, behind broadcast-TV,
radio and newspapers. That translates
into 8 percent of the total U.S. adver-
tising market.

''A lot of that growth will be made
possible as more and more people go
online, spend more time online and,
more importantly, make buys online.
Industries that will take particular
advantage of online advertising will be
financial services, media, computer
hardware and software, telecommuni-
cations, travel, auromotive, health and
consumer packaged goods," Rob Rohr,
Cox Target Medias dot-com strategy
sales director, commented recently.

This idea of going beyond just gaining
the buying-power of consumers and
those surfing on the Web can result in
retaining a "share-of-wallet" through
direct e-commerce.

Some experts say content-heavy Web
sites are not likely to have great value
in and of themselves. Most advertisers
are fully aware of the value they get on
the Web, and that it is not as great as,
say, direct mail. Here is our opportuni-
ty to combine the two mediums into a
powerful partnership that serves our
clients by reaching these consumers.

It's an e-commerce question that
needs to be answered: When will
direct marketing become the vehicle
where merchants can come together
to make their inventories available
through the Web?

The direct marketing industry must
embrace e-commerce technology. We

must provide our clients with the
appropriate advertising tools to move
freely and profitably through this new
technological age. We must come
together, right now.

Maria Haan is a national sales
representative in the dot-com
category fir Cox Target Media,
America's leading direct mail
marketing company. Headquartered
in Largo, FL, Cox Target Media
is a subsidiary of Atlanta-based
Cox Enterprises, Inc.

As an industry, it's one of our most
important issues .•
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THE DMA CALENDAR
OF EVENTS

November 9, 2000
The Third Annual MTIC E-Commerce Porum & Demo Workshop
Grand Hyatt Hotel. Grand Central Station at
New York, NY 8:30 a.m. (Registration &
9:00 a.m. - 4:30 p.m. (presentations & demos)
Sponsored by: The DMA Marketing Technology
& Internet Council

December 3-5, 2000
National Center for Database Marketing
Walt Disney World Dolphin
Orlando, FL

February 26 - 28, 2001
The DMA net.marketing
Conference & Exhibition
Washington State Convention Center
Seattle, WA

http://www.the-dma.org

