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Preface

Welcome to this thoroughly revised, updated, and expanded third edition

of Mail Order Selling! I've added six new chapters; each is packed with
dozens of useful facts:

Chapter 1—“Exploring the Exciting World of Direct Marketing.” Re-
views direct marketing’s expanding role in our economy, intro-
duces the field of mail order selling, accents the contributions of
direct response advertising, and describes the phenomenal growth
of at-home shopping via TV.

Chapter 7— “Automation Alert: Go on Computer as Soon as You Can.”
Focuses on the benefits of computerizing your new mail order busi-
ness, offers advice about the kinds of hardware and accessories
you'll need, and recommends appropriate software for the direct
marketing firm.

Chapter 8—“Promotion: Your Master Key to Sales Growth.” Offers
many insights into the promotion mix, the tools and techniques of
sales promotion, effective public relations programs, and publicity.

Chapter 19—“Telemarketing.” Provides specifics on the value of
adding a telemarketing operation to help you increase your sales
volume and on the training of skilled telemarketers.

Chapter 20— “How to Manage Company Finances More Effectively.”
Shows you how to improve your mail-order operation by monitoring
closely certain financial ratios, how to avoid cash flow problems,

v
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the value of budgets as planning and control devices, and the tax
obligations you face as a business owner.

e Chapter 21—“Planning Your Organization.” Discusses approaches
to organizational planning including recruiting and selecting per-
sonnel, pay plans, the training and development of employees, mo-
tivation, and supervision.

The third edition is designed to help those among you who fit any of
the following brief descriptions:

* You have the courage and initiative to dream about starting a
business of your own, even though you’re not sure of the type of
business to go into.

* You prefer to keep your present job for the time being, so you can
continue to buy food and clothing, pay the rent, and take care of
other necessities, but you need to earn more.

* You're struggling to keep abreast of inflation, cope with a sluggish
economy, and live with high tax rates.

* You've been looking for ways to convert your idle time into extra
dollars.

¢ You would like to know more about the potential of a mail order
enterprise.

¢ You're becoming increasingly dissatisfied at your place of business,
perhaps because you're paid much less than you believe you're
worth or because you realize that your chances of being promoted
are rather slim.

* You haven’t enough capital to warrant investing in machinery and
a plant or a new store and its opening inventory.

¢ You find you must stay at home, yet you would like to bring addi-
tional income into your household.

* Although retired, you know you need to earn more so that you can
* pay for an occasional vacation, a new car, or some other luxury.

My intent was to write a comprehensive, practical, and easy-to-follow
guidebook for starting and running a successful mail order operation. I
planned to remove much of the mystery that seems to surround this field
and to expose those “secrets of the trade” that are presumed to be known
to only a few. At the same time, I studiously sought to tone down those ex-
aggerated visions of potential, untold wealth that reputedly hypnotize the
aspiring mail order entrepreneur.

I won’t promise to set you squarely on a fast, sure track to riches.
The truth of the matter is that mail order selling isn’t a quick, certain,
no-sweat path to wealth. To succeed in this field, just as in any other
kind of business, you need courage, know-how, innovativeness, and
dogged perseverance. You must also have some money to invest. Even
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with these requirements fulfilled, you still face a great deal of hard
work—and uncertainty.

Yet, mail order does have its attractive features. Some of them are
unique. For example, there’s no need to commit yourself at the outset to
renting business premises. Nor do you have to leave your present job.
Moreover, you can launch your own business with a much smaller in-
vestment than is typically required for other types of enterprise.

Yes, you can earn an excellent, full-time livelihood selling by mail. You
may even succeed in making a lot of money; many people do. But per-
haps the most rewarding payoff in this business is the fun and excite-
ment you'll enjoy all along the way.

Many of the mail order books and manuals currently on the market
are weak in specifics, or bog down in trivial details, or are unrealistic in
their appraisal of eventual rewards. Few offer more than a cursory treat-
ment of “prestart” activities, so important in securing a foothold in this
field. Two or three are much too technical, too advanced—and designed
to serve primarily as texts for advanced courses in direct marketing.
They’re not for the beginner, but rather for the larger, well-established
operation.

This third edition of Mail Order Selling is organized into five parts:

e Part I introduces you to the exciting field of direct response adver-
tising in general, and mail order selling in particular, and then dis-
cusses the phenomenal growth of at-home shopping via TV. After
reviewing the more significant advantages and disadvantages of
starting one’s own business, you're offered a thorough grounding in
the fundamentals of launching a mail order operation and provided
with a detailed outline to help you prepare your business plan.

e Part II begins by furnishing insights into buyer behavior and
demonstrating how to target both consumer and organizational
markets. You're shown where to look for, and how to select, goods
and/or service(s) to sell by mail. You discover how to locate the fi-
nancing you need to start a successful business. You learn all about
balance sheets and income statements—and how to set the selling
prices for your offerings. Following a discussion of the advantages
and disadvantages of the three legal forms of ownership, you're
shown how to set up your operations center, told about patents
and copyrights, advised on the kinds of insurance coverage to seek
and on which records to keep (and how long to keep them). You're
also advised to computerize your operation just as soon as you
can. A thorough treatment of promotion then follows. You learn
about the tools and techniques you need to convey the story of
your new mail order enterprise to potential customers and how to
get free publicity. An entire chapter about the selling process con-
cludes this part.

¢ Part IlI focuses on print advertising and the print media. It delves
into the intricacies of print production, discussing such aspects
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as composition, art and photo reproduction, the use of color, and
hints for reducing production costs. Subsequently, you're shown
how to create effective print advertisements, devise compelling
headlines, and write order-pulling ad copy.

A detailed overview of direct mail selling follows. This de-
scribes the “basic direct mail package” and shows you how to
schedule your direct mail campaigns, key your mailings, convert
inquiries into orders, save on postage, and much more. A chapter
on mailing lists addresses important topics such as list mainte-
nance, the testing and evaluation of purchased lists, and how to
make more money by renting your house list. It also offers a sam-
pling of list brokers and compilers, along with their names, ad-
dresses, and telephone numbers.

The final two chapters in Part Il are devoted to the print
media. You learn of the different types of newspapers and maga-
zines, review the attractions and drawbacks of these media for
direct-response advertisers, and are shown how best to buy
space. Also provided are comparisons of advertising rates among
a variety of magazines.

Part IV explores the broadcast media. It examines the advantages
and disadvantages of advertising on radio and TV and, among
other topics, describes how to purchase air time and how to pre-
pare results-getting radio announcements and TV commercials. A
chapter on telemarketing completes Part IV. You learn why this
method of selling has been growing so fast as well as how to de-
velop your telemarketing program, hire and train telemarketers,
and other useful information.

Part V contains three chapters, each of which offers more ad-
vanced information for the growing mail order firm. You learn how
to run your business better by monitoring certain financial ratios—
and are given a simple procedure that will stave off cash-flow prob-
lems. You're shown how proper budgeting can help you plan and
control your operation. You're also made aware of your responsi-
bilities regarding taxes and your company.

The topics of organizational planning, personnel administration,
motivation, and employee supervision are then addressed. The final
chapter in this book centers on the future of your new mail order
business. After discussing both growth and expansion, it explores
other opportunities—in wholesaling, manufacturing, and retailing.

The Appendix contains examples of filled-out federal tax forms to
help you in preparing your income tax returns for your new

“business.
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Exploring the Exciting
World of Direct Marketing

Over the second half of this century, a vast explosion of scientific knowl-
edge has transformed much of the American scene—hopefully for the
better! Among the more memorable technological innovations are the jet-
liners that crisscross our skies; lunar modules, satellites, space probes
and shuttle voyages; robot-controlled assembly lines; and the rapidly de-
veloping science of genetic engineering.

In the business sector, changing technology has also impacted mar-
keting activity in general and mail order selling in particular.

A few of the technological contributions that affect direct marketing
companies include;

e Advances and refinements in television including, among others,
stereophonic sound, remote controls, cable television, satellites,
and the proliferation of transmission channels.

¢ The invention and rapid mass acceptance of such home/office
equipment as tape decks and cassettes, personal computers, cam-
corders, VCR recorders and tapes, compact disks, CD-ROM players,
and so on.

¢ The distribution of 800 and 900 telephone numbers; inventions such
as beepers, portable and cellular phones; and other accomplish-
ments in telephone technology.

¢ The accelerated evolution of room-sized data-processing equipment,
culminating in the proliferation of diminutive yet power-packed

3
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desk-top and laptop computers with all their wizardry and multime-
dia capabilities.

e Ongoing experimentation with advanced interactive electronic
systems and the development and continuing expansion of the in-
formation superhighway.

Over the past few decades, we've also witnessed substantial change
within the American population. Among the features of singular interest
to direct marketers are:

¢ Anincreasing life expectancy.

Vigorous growth in nonfamily, one-, and two-member households.
A large number of married women now in the workforce.
Increasing per-capita income.

A higher level of education.

More leisure time.

Widespread interest in proper diet, physical exercise, and main-
taining good health.

Sharp growth in the “Over 65” age segment of the population.
The near-universality of credit-card usage.

THE EXPANDING ROLE OF DIRECT MARKETING

During the past half-century, major changes have also taken place in the
mail order/direct marketing arena.
The leading publication in its field defines direct marketing as:

An interactive system of marketing that uses one or more advertising
media to effect a measurable response and/or transaction at any location,
with this activity stored on database.!

Mail Order and Direct Marketing

Along with tremendous growth in this field over the past few decades, the
phrase mail order selling has been supplanted by the term direct market-
ing. We should, however, distinguish clearly between these two terms.
Strictly speaking, mail order refers more to a specific method of selling
than anything else. It entails selling by mail either through:

1. Mailing out circulars, brochures, sales letters, flyers, catalogs,
and/or other advertising literature (we give the name direct mail to
this advertising medium) or

2. Using newspapers, magazines, radio, television, and/or other
media to bring in orders or inquiries.

! Direct Marketing, September 1994, p. 4.



