From the Lab

Is Direct Mail For Me?

The fact is, just about every marketer at some point will consider testing direct mail as a potential enhancement to a DRTV cam-
paign. For those of us that come upon this from a DRTV background, there are many unknowns, including two key questions:
How much would it cost to test direct mail! And what's the best way to go about it!

This month, TEST spoke with some of the industry’s top authorities on direct mail to get some logistical questions answered, and
we've found that it's still all about testing and payout.
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TEST thanks its panel of experts: Steve Pittendrigh, CEO, InPulse Response Group;Trish Mahon, president, Outsource Marketing Group Inc.; Susan
Terranova, director of partnership marketing, Juniper Bank; and the list-rental and data-management companies who assisted with this story and
wish to remain anonymous.

Founded by Adam MacDonald, TEST Marketing Group operates a “Test Laboratory,” where campaigns are developed by experts in a controlled environment.
t St The TEST Laboratory Is a specialized inbound/outbound phone center. The center is staffed with a group of specially trained marketing agents working on
a state-of-the-art platform designed specifically to develop and measure the most profitable sales strategies for DR campaigns. Once determined, the strat-

egy is “rolled-out" through the primary inbound and outbound telemarketer. The preferred result of this process: massive increases in net profit. TEST can
Test Marketing Group D€ reached at (714) 546-5555. For Adam MacDonald, TEST CEO, dial ext. 202, For Chris Walshe, TEST president, dial ext. 201,
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