
















































































































































































































































































































































































































































































































































Desktop Marketing with the Macintosh 

Figure 11.9: Activity reports are an excellent way for a sales rep or sales 
manager to keep track of the status of different leads. 

Continuing Marketing Programs 
nee you create your customer databases, they become one of 
your most valuable assets. Use these databases to encourage your 
customers to buy more. To help decide how to reach your cus­
tomers, you should think and plan like a salesperson. A good 

salesperson knows you should only contact a customer when you have 
something to offer that will put the customer in a better position. Mak­
ing contact for the sake of making contact is expensive and generally 
wastes money and time . 

.. 
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Categorizing Customers 
The first rule for continued maintenance is that all customers and con­
tacts are not created equal. Some customers are great customers; some 
customers are a one-time shot. An old sales rule says that 20 percent of 
your customers will generate 80 percent of your income. You want to 
be sure to focus most of your money and time on that 20 percent and 
keep your investment in the other 80 percent at a minimum. 

A very effective approach to guide the categorization of your customers 
is to set up some type of scoring system for your database of customers 
and prospects. The most commonly used system is the A, B, or C 
accounts. 

A Customers: Customers who have bought at least $xx in the last 12 
months. 

B Customers: Customers who have bought more than $yy but less 
than $xx in the last 12 months; or customers who have bought 
more than $xx, but not in the last 12 months. 

C Customers: Customers who have bought up to $yy in the last 
12 months; or customers who have bought between $yy and $xx, 
but not in the last 12 months. 

If you find that some measure other than purchase amount is impor­
tant to your categorization scheme, add those to your definitions. For 
example, a specialty food company may find that some of its customers 
order gift baskets regularly throughout the year. Some of the other 
customers may spend the same amount of money, but they order only 
in November and December. Therefore, order frequency could play a 
major role in their desktop marketing planning-and therefore, their 
customer categorization scheme. Once you've decided on the dividing 
point for each category, you should go through your customers and 
rate all of your accounts. 

Next, you should determine how often and what type of contact you 
should have with your different types of customers, keeping in mind 
each contact should have a purpose. Generally, A customers should be 
contacted most frequendy, B customers the next, and C customers the 
least. The method of contact you use with each category may differ 
widely. For example, you may assign all your A accounts to sales reps 
to receive direct, face-to-face contact. Your B accounts might all be 
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assigned to telesales people, to be serviced regularly via the phone. 
Finally, your C accounts might be handled with direct-mail efforts on 
an occasional basis. You can create a simple matrix to indicate how 
often each type of customer should be contacted and in what format 
(Figure 11.1 0). 

Phone Mail Visit 

A Monthly Monthly Monthly 

B Monthly Monthly Quarterly 

c Quarterly Quarterly Annually 

Figure 11.1 0: Create a simple customer contact matrix to decide the 
level of effort you'll extend for each type of customer. 

If your continuing contacts will be made via desktop marketing efforts, 
you should think of each contact as a separate effort in your ongoing 
customer programs. You should create a Program Outline and have 
objectives for each type of contact. This will help ensure you have pur­
pose to each contact, instead of contacting customers just to keep in 
touch. 

You can score prospects using a system similar to your customer 
scoring. 

A Prospects: Inquiries that have been received within the last 90 
days as a result of direct contact with a salesperson, direct mail, or 
telephone; or qualified leads less than 12 months old that haven't 
converted to customers. 

B Prospects: Inquiries that are over 90 days that have received at 
least three additional contacts and not qualified as a lead; or 
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inquiries from reader service; or leads that are over 12 months old 
that haven't converted to customers. 

C Prospects: Inquiries over 180 days old that have not qualified as 
leads; qualified leads over 12 months old but less than 36 months 
old. 

A software company has been doing desktop marketing to sell its soft­
ware. It has used both direct response advertising and direct mail. The 
direct marketing offer encourages interested prospects to call an 800 
number for a demo disk. The company also does outbound 
telemarketing to follow up on inquiries. Its prospect rating might be as 
follows: 

A Prospects: People who have called the 800 number in the last 
90 days and still expressed interest after receiving a telemarketing 
call. 

B Prospects: People who called the 800 number between three and 
six months ago or have called more recently but were unsure of 
their interest when called by telemarketers. 

C Prospects: Inquiries older than six months. 

Working Your Lists 
As you did for your customers, you can create a contact matrix for your 
prospects. You can use the same desktop marketing programs for pros­
pects as you use for your customers, as long as you keep in mind that 
both customers and prospects will be a part of the program when you 
are developing the offer and writing the copy. Don't emphasize first­
time use of your product if current customers will also be getting the 
mailing. Focus on benefits that are good the first and the hundredth 
time someone uses your product. 

As you continue with your desktop marketing efforts, you should put 
every marketing contact into your computerized database. By doing 
this, you can begin using prior contact history to establish the next 
logical contact and marketing activity. You can combine groups of 
customers into marketing categories based on such measurements as 
recency of order, frequency of ordering, or number of orders made. 
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Keeping up with all your contacts and all your desktop marketing pro­
grams will mean giving a lot of attention to your database. Tracking 
results requires on-line storage and the flexibility to change the files 
each time you introduce a new marketing program. 

The key database element you must keep as up-to-date as possible is the 
names and addresses of your prospects and customers. If one of the 
sources of your prospect database is MarketPlace Business, you can 
update your records every quarter when the new CD-ROM comes out. 
To do so, define a list exactly like your current database but add the 
data options to include only new and changed records. You can then buy 
the modified records and merge them with your database file to update 
your records. 

If the source of your names isn't MarketPlace, use the Postal Service to 
help you update your records. At least once a year, you should do a 
direct mailing via first-class or pay the extra fee in third-class to get ad­
dress corrections sent to you. You can collect all the returned enve­
lopes after a couple of weeks and make the changes to your database. 

Don't be afraid to purge prospects or customers from your database if 
they no longer are. worth the effort. A good cutoff point can be after 
a C-rated customer or prospect no longer fits even the C definition. 
These people clearly aren't interested in your products and services 
and you shouldn't be wasting your money or effort to contact them. 

To get the most out of your databases, you should make them acces­
sible to as many people in your company as possible. Sales or market­
ing people can learn a lot by sorting and categorizing customers and 
prospects. Even your financial staff may be interested in looking at 
customers' purchasing habits. 

However, although you should give a lot of people access to the data­
base, you shouldn't allow everyone the freedom to make changes. 
Because accurate database information is crucial for your marketing 
success, you don't want it bungled unwittingly by "helpful" staff mem­
bers. You should have only one or two people responsible for making 
any record changes. Some of the more advanced database manage­
ment packages allow you to lock the database with a password, so that 
only the person with the password can make changes, although every­
one can view the database. Of course, since you do want everyone's 
input on changes that need to be made, you should establish a 
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standard form for staff members to use to indicate which records need 
to be modified. 

We've now shown you all the steps you need to take to set up a desktop 
marketing program of your very own. With a modicum of analytic 
skills, some creativity, and a good product, you'll find you can be very 
successful selling your products or services direct. Always be willing to 
test your assumptions and your programs, because only by testing will 
you be able to improve yourself. Although your first attempts may not 
be a roaring success, use the techniques you have learned to tease out 
what worked and what didn't. And with flexible desktop marketing 
tools, changes can be made quickly and easily, so that you can go out 
there and try again. 
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APPENDIX 

Unlike many forms of marketing, 
desktop marketing depends on 
measurement to evaluate the 
success and failure of any pro­
gram. The worksheets in this ap­
pendix will guide you through the 
number crunching you will need 
to do, both prior to beginning 
your desktop marketing efforts 
and after you've finished. 
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You can photocopy these worksheets and fill them in for different pro­
grams. Better yet, copy the worksheets to a spreadsheet program and 
calculate the figures as directed. When you're using the worksheets, 
don't worry about having the exact numbers, particularly with the first 
four worksheets. The goal of these four worksheets is to give you an 
overview of your business, not to nail it down exactly. If you're planning 
to market an entirely new product or service, you'll initially have to 
estimate numbers, until you have some real numbers to go on. 

By the time you complete the first four worksheets, you'll have a set of 
benchmarks to use: marketing cost per order, customers' acquisition 
cost, sales contact cost, desktop marketing requirements, and a variety 
of other information that will help you to spend·your time and your 
resources more wisely. The final worksheets will help you to plan and 
evaluate the results of any actual desktop marketing program. 

Worksheet 1) Value and 
Worth of Customers 

he first benchmark you must establish is how much you're willing 
to spend to gain a new customer. When you don't know what a 
customer is worth to your business, you can lose money by spend­
ing more to acquire a new customer than the customer will ulti­

mately buy. 

We will take you through the worksheet, line by line: 

A) Your total sales/revenue for the year: The figure you use here 
should be based on the products or services you will be selling via desk­
top marketing. If you will be using desktop marketing for different 
business units or different products, you should create a separate set of 
worksheets for each division. 

If you prefer to look at the value of your customers in terms of units of 
sales instead of dollars, substitute units for the dollar signs and the ref­
erences to value in the worksheet. 
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B) Total number of customers on f"Jle: If you have a customer data­
base, simply count how many customers you have in the database. You 
can count all your customers or only customers you have had for the 
past year or two. If you are selling to businesses, you must decide up 
front what level of customer you are measuring. Are you counting every 
individual in the corporation who buys from you, each corporate site 
that buys, or the corporation as a whole? It doesn't matter which you 
choose, as long as you are consistent for the rest of your calculations. If 
you're a retail operation or some other business without a customer 
file, do your best to estimate how many people buy from you. 

C) Percent of customers who order per year: Most companies do not 
get orders from all their customers every year and lose some customers 
each year. If the numbers aren't in your customer file,just make a 
guess on the percentage of your total customer's order annually. 

D) Total number of active customers: To calculate this figure, set up 
your spreadsheet to multiply Total number of customers (line B) by 
Percent of customers that order per year (line C). This will give you the 
unique number of customers, not customer orders. You may have five 
customers that order 300 times per year. In this case, lineD will calcu­
late to be 5. 

E) Total number of order/sales per year: This is the total number of 
orders or sales you get in a year's time, regardless of how many custom­
ers you have. 

F) Average order/sale: This is a crucial number in the desktop mar­
keting process. You will see "average order" asked for again and again 
on these worksheets. Average order is one of the key leverage points of 
desktop marketing. You're attempting to increase the size of the aver­
age order by improving your offer and changing your customer mix to 
those customers more likely to place large orders. 

To calculate this figure, have the spreadsheet divide Total sales/revenue 
per year (line A) by Total number of order/sales (line E). When you get this 
number, take a look at it and check it against your gut feeling about 
the average order size. If you find that it is too high, go back and look 
at the sales total. Check for any exceptionally large sales that are un­
likely ever to be repeated. Drop these high sales from your totals to give 
you a more realistic view of your average order. 
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G) Average number of order I sales per customer per year: Divide 
Total number of order I sales (line E) by Number of active customers 
(line D) to calculate this value. The average number of orders will be 
helpful in planning how you are going to fulfill customer orders. You 
will be able to compare your plans for new customers with your ability 
to fulfill the number of orders they will generate. 

H) Average revenue per active customer per year: Divide the Total 
sales/revenue (line A) by Total number of active customers (line D). 
This average is your target number for your desktop marketing pro­
grams. You can compare the customers you are bringing in with the 
average revenue to learn if you are bringing in better or worse custom­
ers than you expected. 

I) Gross margin percentage or gross profit percentage: Gross margin 
is the source of overhead payments and profit. It comes directly from 
your profit-and-loss statement. It is total sales revenue minus the total 
cost of sales or cost of goods divided by total sales. If you are planning 
to sell different products or services, try to use the gross margin for that 
specific product, not an average gross margin for all your products. 

Gross margin will be very important for evaluating the success of any 
desktop marketing program. If the gross margin of your sales equals 
your marketing costs, you have marketing break-even. Any sales above 
the break-even point will contribute to your overhead, and most impor­
tantly, your profit. 

j) Annual gross margin value of a customer: To calculate the annual 
gross margin value of a customer, multiply Gross margin (line I) by 
Revenue per customer (line H). On a year-to-year basis, you shouldn't 
spend more than the average annual gross margin value of a customer 
to acquire a new customer. 

K) Number of years a customer orders: This is a difficult number to 
come up with if you aren't in the subscription business, but it is ex­
tremely useful for determining the worth of any new customer. If you 
can't find the figure, just make an educated guess. 

L) Lifetime worth of a customer: Calculate this number by multiply­
ing Annual gross margin value (line]) by Number of years a customer 
orders (line K). You can use the lifetime worth of a customer to guide 
how much you are willing to spend to acquire a new customer. You 
should not make customer acquisition decisions based on value of 
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the initial order. In all likelihood, you'll not make money on a new 
customer's first order. You must look at the expected value of a cus­
tomer over a lifetime to evaluate your acquisition methods. If the 
acquisition cost of a customer is greater than the lifetime worth of a 
customer, you can take steps to increase the lifetime worth, reduce 
acquisition costs-or look for another business. 

Worksheet 2) Salesperson 
Cost and Closing 

ou should use this worksheet if you use either direct sales reps or 
telephone sales reps. Understanding how much these sales reps 
cost you provides you with a baseline of how much or how little 
you need to use desktop marketing to support or replace your 

sales force. 

To get the best sense of your needs, you should enter the numbers 
from last year or this current year in the first column. In the second 
column, you should calculate what your salespeople will need to do to 
achieve your forecast for next year. 

The assumption behind this worksheet is that you don't have a sale 
until a salesperson takes an order. This means your marketing costs will 
be amortized into your sales contacts and finally into the orders that a 
salesperson makes. 

A) Total sales/revenue for year: In the first column, this is the same 
number as Line A in Worksheet 1. If you're using a spreadsheet, you 
can link this directly to Worksheet 1. In the second column, you need 
to put the level of sales you hope to do in the future. 

B) Total annual marketing expenses: This number represents all your 
expenditures for marketing: desktop marketing, advertising, sales pro­
motion, sales compensation (plus bonus and commissions), support 
staff, management costs, travel, phone, and any other item you deter­
mine to be a marketing expense. If you're selling retail, you could 
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include the cost of your retail space and inventory carrying costs as 
marketing expenses, since you're using the retail floor as a sales contact 
point. 

C) Total number of orders/sales per year: Carry this number over 
from line E in Worksheet 1. 

D) Average order/sale: Bring this number over directly from 
Worksheet 1, line F. 

E) Number of salespeople: A salesperson is someone who has the 
responsibility of asking for an order. You can calculate the worksheet 
using only outside salespeople, or using outside and inside salespeople, 
or using independent representatives. If you include independent reps, 
be sure you included their commissions in the marketing expenses. 

F) Average sales per salesperson: To calculate this average, divide 
Total sales/revenue (line A) by Number of salespeople (line E). You 
will have some salespeople who perform above this average and others 
who perform below, but this number gives you a sense of what each rep 
is achieving. Most companies get some sales regardless of sales activity 
and marketing activity, but you should include all the sales for these 
calculations. Your goal is to increase this number by improving your 
salespeople or improving your marketing. 

G) Cost per salesperson per year: Divide your Total annual market­
ing expenses (line B) by Number of salespeople (line E) to arrive at 
what each salesperson costs you each year. This figure is based on the 
assumption that every marketing activity you do, from advertising to 
brochures, is oriented toward making sales and bringing orders to your 
salespeople. The rule of thumb for the nonretail salesperson is that 
your cost per salesperson usually runs three times the person's 
compensation. 

H) Average number of orders per salesperson: Set your spreadsheet 
to divide Total number of sales/ orders (line C) by Number of sales­
people (line E). The results in the second column begin to give you a 
sense of what each salesperson is going to need to achieve your fore­
casted sales goals. 

If you look at the number of orders a salesperson needs to generate per 
year, you begin to understand why good salespeople are so protective 
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of their time. You can also begin to understand why salespeople are 
generally not great at following up new "leads." They are busy trying to 
make their numbers, and they know new contacts don't close at the 
same rate as existing customers. 

I) Average sales contacts per day per representative: The number of 
sales contacts a representative can make per day is always a matter of 
great debate. In a retail environment, you should look at the average 
over a week, or longer, since numbers can be unusually high on any 
given day. It is easy to track a phone representative's contacts through 
the use of counter or scatter sheets (see Chapter 8). An outside sales­
person can usually only make from two to five contacts a day. 

You need to be realistic with yourself when determining how many 
contacts your representatives make per day. It is probably around two 
to three personal contacts and three to five phone contacts. 

J) Available sales days per year per salesperson: Starting with 365 days 
per year, you need to deduct from available selling days the following: 
holidays, weekends, vacation days, sick days, training days, meeting 
days, personal days, award or recognition days, and any other days that 
sales representatives are not doing what you need them to be doing­
selling. When you are through, you will have between 210 and 230 days 
available per representative. Hyou are using part-time representatives, 
multiply the result by the percent of a day the representative works to 
give you the available days. 

K) Number of sales contacts per year per salesperson: Multiply 
Average sales contacts per day (line I) by Available sales days (line j) 
to come up with the possible number of sales contacts for each sales­
person. 

This is always an interesting number; it represents the total number of 
sales contacts your sales rep has available to ask for orders. The only 
way you can get more sales contacts is to hire more representatives or 
increase the use of the telephone. You can, however, make each con­
tact more productive. 

L) Cost per contact: Divide Cost per salesperson (Line G) by Number 
of sales contacts per salesperson (line K) to get the cost of every per­
sonal or phone contact your sales reps make. Most people find this 
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number to be outrageously high compared to national studies. The 
latest report by McGraw-Hill analyzing the cost of an industrial sales 
call puts the number at about $250 per personal call, including the 
salesperson's cost and travel. Most companies find the number to be 
over $400, without including all the marketing costs. It is safer to in­
clude all marketing costs in your calculations if you want to understand 
realistically the value of a sales contact. This will help you focus on the 
need to qualify inquiries before you hand them over to your sales force. 

M) Average sales contacts needed per order: To learn how many sale 
contacts your reps need to make before getting an order, divide Num­
ber of sales contacts (line K) by Average number of orders (line H). 
Keep in mind that this will be a calculated number based on averages 
to be used to guide you in your planning. The figure also includes all 
the contacts a salesperson makes to prospects who never order. 

N) Sales cost per order: Multiply Cost per sales contact (line L) by 
Average sales contacts needed (line M) to find how much each order 
costs you. If this cost is higher than your average order (line D), you 
have something to worry about. If the cost is greater than your gross 
margin per order, you also should worry, because you aren't bringing 
in any money for overhead or profit. 

0) Closing rate: To calculate this percentage, divide Average number 
of orders (line H) by Number of sales contacts (line K). This close rate 
is important for later planning, because it will help you set expectations 
for any desktop marketing programs you plan. The better your qualifi­
cation of inquiries and/ or the higher the requirements you used to 
generate traffic, the higher your close rate. Some businesses close at a 
30 percent rate (about one in three). Most close at a rate in the 10 to 
20 percent range (one to two in ten). 

P) Sales cost rate per order: Divide Sales cost per order (line N) by 
Average order/sale (line D) to come up with your marketing costs as a 
percent of revenue. You should arrive at approximately the same result 
you would have had by dividing your annual marketing expenses by 
your annual sales. 
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Worksheet 3) New 
Customer Planning 

This worksheet is designed for you to establish what you want to do in 
the future. You can use this worksheet for your entire business, for a 
subset of your business, or for a specific program. 

A) Total sales/revenues (current or previous year): You used this 
number in Worksheet 1, line A, and Worksheet 2, Line A, first column. 

B) Annual sales forecast: This is the same number you used in 
Worksheet 2, line A, second column. 

C) Revenue per active customer per year: Take this number from 
Worksheet 1, line H. This assumes that you will acquire new customers 
at the same rate as the current, base year. 

D) Number of customers lost per year: Every business loses customers 
through attrition. Estimate how many of your current customers you 
will lose next year. (It may be easier to think of it as a percentage first: 
"I lose 5 percent of my customers each year," and then multiply that 
percentage by your customer base.) 

E) Sales requiring new customers: This is one of the most compli­
cated formulas yet. It calculates how many new sales you will have to 
make to meet your forecasted sales increase, taking into account lost 
customers: Sales Forecast (line B) -[Total Sales (line A)- (Number of 
customers lost (line D)x Revenue per active customer (line C))] 

You now are getting to the real grit of your desktop marketing plan­
ning. If this number is high, desktop marketing will have to perlorm 
extremely well. If the number is small, you can be more selective about 
who you want to acquire as customers. 

F) New customers needed for year: Divide Sales requiring new cus­
tomers (line E) by Revenue per active customer (line C), to learn how 
many customers you will need to reach your new sales goals. Once you 
know this number, you know what you have to deliver with your desk­
top marketing programs. 
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G) Sales contact closing rate: Take this number from Worksheet 2, 
Line 0. 

H) Total number of prospects needed: Divide New customers needed 
(line F) by Sales contact closing rate (line G). You will need to locate 
this many prospects to achieve your overall forecast. 

If you do not use a sales force, you can eliminate lines I through K from 
the worksheet. 

I) Number of salespeople: Transfer the same number as in Work­
sheet 2, line E, second column. 

j) Number of new customers needed per salesperson: You simply 
divide New customers needed (line F) by Number of salespeople 
(line I). 

K) Total number of prospects needed per salesperson: To calculate 
this number, divide Total number of new prospects needed (line H) by 
Number of salespeople (line I). On average, each sales rep will need 
this number of prospects. 

L) Total marketing budget: This is the same number you used in 
Worksheet 2, line B, second column. 

M) Percent of budget for new business: It is difficult to assess how 
much of your expenditures for marketing are used for current custom­
ers and for prospects. It is generally accepted that an order from a 
current customer can be generated at about 20 percent of the cost of 
an order from a new customer. The lower your customer reorder rate, 
the higher the amount of marketing budget you need to devote to ac­
quiring new customers. 

N) Marketing budget for prospect generation: Multiply Total market­
ing budget (line L) by Percent of budget for new business (line M). 
This is the amount of budget you should be using for programs tar­
geted toward new customers. 

0) Marketing budget per prospect: Divide Marketing budget for pros­
pect generation (line N) by Number of prospects needed (line H). 
Each prospect has a cost. For most businesses, the cost ranges from $40 
to $150. It's best to understand how much you're going to need to 
spend before you begin so that you won't be surprised when you start 
calculating the costs of desktop marketing programs. 
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P) Marketing budget cost per new customer: Divide Marketing bud­
get for Prospect Generation (line N) by New Customer Need for Year 
(line F). This is what you will spend for each initial order from a new 
customer. If your average order gross margin is higher than this num­
berJ you may lose money on obtaining each new customer. 

Q) Average sales contacts needed per order: Get this number from 
Worksheet 2J line M. 

R) Total contacts for new customers per salesperson: Multiply Num­
ber of new customers needed per salesperson (line j) by Average sales 
contacts needed (line Q). This number will show you how many con­
tacts a salesperson will need to devote to new customer acquisition. 

S) Number of sales contacts per year per salesperson: Take this num­
ber from Worksheet 2J line K. 

T) Percent of contacts used for new customers: Divide Total contacts 
for new customers (line R) by Number of sales contacts (line S). With 
this numberJ you can determine what percent of your sales reps' sales 
calls should be devoted to new customers. The closer the new customer 
contact percent is to IOOJ the lower your sales will beJ because most 
sales still come from current customers. 

Worksheet 4) Market Size 
Requirements 

ou can push numbers around all dayJ but when you've finishedJ if 
the target market you're planning to attack is not big enough to 
support your growth plans, you will have to make some modifica­
tions. You will need either a higher average orderJ a higher close 

rate, or a different target market. 

With Worksheet 4, you calculate the concentric circles of a market (see 
Figure A. I) The outer circle is the entire target market you can reach. 
The next circle indicates how many from that market will respond to 
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your offers. Within the respondent circle is the circle of respondents 
who are qualified to buy your product. Finally, the inner circle repre­
sents how many will actually become customers. 

Figure A.l: Think of your customers as the inner portion of the big 
circle representing your market. 

With this worksheet, you can calculate how big each circle is, according 
to your needs. You can then compare the numbers with the actual size 
of the market by using counts in MarketPlace (see Chapter 6) or other 
industry sources. 

You can use this worksheet for a specific program, a group or division, 
or a specific product line. It should match the same parameters you 
have been using for Worksheets 1-3. 

A) Prospects needed for year: You calculated this number on Line H, 
Worksheet 3. 
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B) Responses/traffic qualified as prospects: There is a distinction 
between responses and a prospect. Only a certain percentage of re­
sponses is qualified to become a prospect. The tighter the selection 
criteria you use with a desktop marketing program, the higher the level 
of qualification. Setting up a procedure to screen out the unqualified 
is important, because you don't want to waste expensive sales contact 
time on unqualified prospects. A typical qualification rate is 70 percent 
to 80 percent. 

C) Responses needed per year: Multiply Prospects needed per year 
(line A) by Responses qualified as prospects (line B). 

D) Response rate for desktop marketing program: Not everyone 
within your target market will respond to a desktop marketing pro­
gram. Therefore, you need to estimate what percentage will actually 
respond. If you have never tested your desktop marketing approach 
before, you will be better off if you are conservative and choose a small 
percentage, from .5 percent to 1.5 percent. Don't believe you have 
something so unique that you are going to get double-digit responses. 
Unfulfilled, wild expectations are big demotivators for desktop market­
ers. It is better to be conservative ... and maybe get pleasantly surprised. 

E) Number of targets needed for desktop marketing program: Divide 
Responses needed per year (line C) by Response rate (line D). This 
number will tell you how big the universe of targets must be in order 
to generate the number of customers you need to obtain. Check this 
number against the actual counts in MarketPlace or the counts from 
your list broker. 

F) Number of programs planned: If you think you will be doing a 
series of desktop marketing programs over the course of the year, you 
should indicate here how many. 

G) Targets needed for each program: You won't need to reach all 
your targets in one effort if you are doing multiple programs. To calcu­
late how many you need to contact, divide Number of targets needed 
(line E) by Number of programs planned (line F). 
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Worksheet 1 
Value and Worth of Customers 

A. Your total sales/revenue for the year 

B. Total number of customers on file 

c. Percent of customers that order per year 

D. Total number of active customers (BxC) 

E. Total number of orders/sales per year 

F. Average order/sale (A/E) 

G. Avg. number of orders per customer per year (E/D) 

H. Avg. revenue per active customer per year (A/D) 

I. Gross margin or gross profit % 

J. Annual gross margin value of a customer (Hxl) 

K. Number of years a customer orders 

L. Lifetime worth of a customer (JxK) 

©Tracy Emerick, 1990, USA 603-926-4477 
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Worksheet 2 <C 

Salesperson Cost & Closing 
>< 

Current/ Forecast 
Last Year c 

A. Total sales/revenue $_ $ 2 

for year (line A, WS. 1) 
LU 

B. Total annual marketing $_ $ a. 
expenses a. 

c. Total number of sales/ <C 

orders per year (line E, WS. 1) 

D. Average order I sale 
(line F, WS. 1) 

E. Number of salespeople 

F. Average sales per salesperson $_ $ 
(A/E) 

G. Cost per salesperson per year $_ $ 
(B/E) 

H. Average number of orders $_ $ 
per salesperson (C/E) 

I. Average sales contacts per day 
per salesperson 

]. Available sales days per year 
per salesperson 

K. Number of sales contacts 
per year per salesperson (I~) 

L. Cost per sales contact {G/K) $_ $ 

M. Average sales contacts needed 
per order {K/H) 

N. Sales cost per order (LxM) $_ $ 

0. Closing rate {H/K) __ % % 

P. Sales cost rate per order (N/D) __ % % 

©Tracy Emerick, 1990, USA 603-92&4477 
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Worksheet3 
New Customer Planning 

A. Total sales/revenues (line A, WS. 1) $ 

B. Sales forecast (next year) (col. 2, line A, WS. 2) % 

c. Revenue per active customer per year (line H, WS. 1) $ 

D. Number of customers lost per year $ 

E. Sales requiring new customers B-[A-(C*D)] ) $ 

F. New customers needed for year (E/C) 

G. Closing rate (line 0, WS. 2) % 

H. Prospects needed for year (FIG) 

I. Number of salespeople (col. 2, line E, WS. 2) 

J. Number of new customers needed 
per salesperson (F /I) 

K. Number of prospects needed per sales-
person (H/1) 

L. Total marketing budget (col. 2, line B, WS. 2) $ 

M. Percent of budget for new business % 

N. Marketing budget for prospect $ 
generation (LxM) 

0. Marketing budget per prospect (N/H) $ 

P. Marketing budget cost per $ 
new customer (N /F) 

Q. Average sales contacts needed per $ 
order (line M, WS. 2) 

R. Total contacts for new customers per 
salesperson (JxQ) 

s. Number of sales contacts per year per 
salesperson (line K., WS.2) 

T. Percent of contacts used for % 
new customers (R/S) 

©Tracy Emerick, 1990, USA 603-926-4477 -276 
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Worksheet Four 
Market Size Requirements 

A. Prospects needed for the year 
(col. 2, line H, WS. 3) 

B. Responses qualified as prospects % 
(est. 70-80%) 

C. Responses needed per year (A/B) 

D. Response rate for desktop marketing (.5-1.5%) % 

E. Number of targets needed for 
new customer program ( C/D) 

F. Number of programs planned 

G. Targets needed for each program (E/F) 

©Tracy Emerick, 1990, USA 603-92fH477 

Worksheet 5) Direct Mail 
Budgeting 

y using this worksheet, you will be able to budget your direct mail 
efforts both before and after you complete the mailing. The end 
of the worksheet asks you to estimate the type of results you ex­
pect, so that you can get a sense of whether the costs will be cov­

ered. In the Program Evaluation Worksheet, you can then compare 
your expectations with the actual results. When you estimate the end 
results at the bottom of the worksheet, estimate the final sales results, 
even if there will be intermediate steps involved. If there are follow-up 
steps either via mail or phone, you will have to include those in your 
ultimate success calculations. 

In order to have an accurate budget for your mailing programs, you 
need to determine the cost for all materials used as part of the mailing, 
even if the materials preexist. This includes letterhead, second pages, 
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envelopes, and brochures. If you are having materials printed especially 
for a mailing, you can include the cost of the portions used for the 
mailing. If you hire someone to design letterhead, write brochures, or 
prepare mechanicals, you can include the costs as an outside service or 
you can count the costs as overhead. 

This direct mail budgeting worksheet is designed to give you results 
based only on your variable costs. If you include the preparation costs 
in the budgeting process, you might decide not to continue a program 
because the cost per sale is too high. However, if you were to continue 
the program, preparation costs would no longer be an issue, and the 
program might have an acceptable cost of sale. 

A) Letterhead cost per page: If you use existing letterhead, simply 
divide your last printing bill by the quantity printed. If you had the 
letterhead carrier mounted or if you bought special pinholed letter­
head for use in an Image Writer, you will need to increase the cost per 
page by about 10 percent to account for the waste you'll experience 
while aligning the system. 

B) Envelope cost, each: If you have carrier-mounted envelopes to be 
fed through your ImageWriter, your costs will be higher than if you are 
using single envelopes with the LaserWriter. 

C) Additional inserts, each: You may elect to include some specifica­
tion sheets or coupons in your package. Calculate the cost of each by 
dividing the total bill by the number you order. Because printers have a 
trade practice of overshipping and billing up to 10 percent over what 
you ordered, be aware of actual costs and numbers when you make the 
calculation. 

D) Reply fonn: You may have a special reply form printed on the 
second page of your own stationery, or you could have a reply postcard 
printed on seven-point thick paper stock. You should calculate the costs 
as covered above. If you are using labels to address the reply card, the 
cost of the label should be included with the cost of the reply form. 

E) Brochure: Calculate the brochure as you calculated the cost of the 
other printed materials in the mailing. 

F) Return envelope: Calculate the cost as you calculated the other 
costs. 
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G) Postage per package: This number will be based on the weight of 
your package, whether you mail it first- or third-class, and whether you 
take advantage of some of the postal discounts available for large 
mailings. 

H) List cost per name: If you are using your own customer files, there 
is no cost. If you are renting names from some other list source, the 
price will vary. You might consider including the cost of labels here if 
you're generating labels with your own list. 

I) Cost per piece: Sum the material costs from Line A to Line H. This 
number will tell you how much each direct mail package will cost you. 

j) Total pieces mailed: This is the number of pieces mailed for a spe­
cific program, even though you may mail them over several days. 

K) Total materials cost: Multiply Total pieces mailed (line j) by Cost 
per piece (line I) to get the total cost of materials for this direct mail 
program. 

L) Outside service or part-time labor: If you use an outside mailing 
house to accomplish your mailing, you will have charges for each piece, 
probably quoted as a cost per thousand. You \\ill also have charges for 
set up or management. To make sure that all of these charges are in­
cluded in your per mailing cost, they should be entered as an aggregate 
amount, not a piece amount. Part-time labor is often a good source of 
staffing for folding your mailing materials and stuffing it in envelopes. 
Include the total labor cost on this line. 

M) Total mailing cost: Add together Total materials costs (line K) and 
Outside service cost (line L). Materials, list, postage, and labor are the 
four components of any mailing. If you have your entire mailing 
executed on the outside, you can put the total amount here without 
calculating the piece cost. 

The remaining entries on this worksheet give you a sense of what type 
of results you will need from your mailing to break even. 

N) Estimated average order size: Estimate how big you expect each 
sale to be that results from your direct mail effort. You can use the 
same average order size you calculated in Worksheet 1 or come up with 
another average. 

0) Gross margin: This is the percentage of money you make from a 
sale after you subtract cost of goods. You can get this from Work­
sheet 1, line 1. -279 
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P) Gross margin per average order: Multiply Gross margin (line 0) 
by Estimated average order size (lineN). This number will tell you how 
much you will make on each order after you pay for the cost of goods 
or services. 

Q) Number of orders needed to break even: Divide Total mailing 
costs (line M) by Gross margin per order (line P). This number will 
help you estimate how many orders you must make to break even with 
your marketing costs. 

R) Required order rate: Divide Number of orders needed (line Q) by 
Total pieces mailed (line J). This number can be an excellent reality 
check for your numbers. If the percent is in the double digits, you 
should consider doing a much less expensive program. 

S) Response rate: This is the percentage of people you expect to re­
spond to your mailing, whether it is an order or a request for more 
information. If your program is designed to develop traffic in your 
store, or for lead generation, the number of inquiries is the total num­
ber of responses you can track. You can take this number directly from 
Worksheet 4, LineD, or come up with a new one for this specific 
mailing. 

T) Number of responses: Multiply Response rate (line N) by Total 
pieces mailed (line J) to come up with the number of responses you 
-will receive. 

U) Cost per response: Divide Total mailing cost (line M) by Number 
of responses (line 0) to learn how much it will cost you for every re­
sponse you get. This number is one benchmark of desktop marketing, 
the cost it takes to get someone to indicate interest in your product. 
This cost can and should be used across all programs to compare pro­
gram effectiveness. If you are using any type of fulfillment mailing, you 
"Will also need to complete Worksheet 7, Fulfillment Budgeting. 

V) Total number of sales from mailing: This is the number of total 
sales you can attribute to this program. Total sales will seldom be a 
scientific number. It will include a great deal of personal judgment on 
your part to properly assign sales to this program. One way to make this 
judgment is to follow up a number of the responders-several months 
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later-to learn what percentage ultimately bought your product or 
service. You can then extrapolate this percentage to all of your 
respondents. 

W) Total revenues from mailing: This number is the money that 
comes in, thanks to the mailing. 

X) Cost per sale: Divide Total mailing cost (line M) by Total revenues 
from mailing (line Q). This is another benchmark you can use to com­
pare the effectiveness of different desktop marketing programs. 

Y) Average order size: Divide Total revenues from mailing (line R) by 
Total number of sales from mailing (Line Q). You may find that the 
average order size you experience from direct mail is either smaller or 
larger than your sales using other means. Knowing this can be useful 
for planning future programs. 

Z) Gross margin: This is the percentage of money you make from a 
sale after you subtract cost of goods. You can get this from Work­
sheet I, line 1. 

AA) Gross margin made on program sales: Multiply Gross margin 
(line U) by Total revenues (line R). This number will tell you how 
much you made from the direct mail program after you paid for prod­
ucts or services. You will use this number to see whether you have bro­
ken even, with the marketing costs of the program. 

AB) Profit/loss on program: Subtract Gross margin made on pro­
gram (line V) from Total mailing costs (line ~I). When you do this 
subtraction, you will know whether you made money. This is where 
your assessment of the program becomes essential. Sales from this pro­
gram may continue for up to a year or more. You must decide if all 
sales are in and if the margin is accurate. If a program costs the same as 
its gross margin, you can extrapolate that you will have a positive return 
on this mailing over time if your customers continue to buy over several 
years. If this mailing is to old customers that you are trying to regener­
ate, and you do not make money, you can assume there is no point in 
continuing the program. 
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Worksheet 6) Phone Budgeting 
ike the direct mail budgeting worksheet, this budget does not 
include any overhead or management costs. You may need to 
prepare one budget for telemarketing and another for telesales, 
because you will usually have different labor costs. 

This worksheet allows you to first estimate your costs and results prior 
to actually doing the program to help you evaluate whether it is worth 
trying. You can then put in the actual results to compare and decide 
whether you should continue the program. 

A) Hourly labor cost: The costs for telemarketers will usually be lower 
than the cost for telesalespeople. You can usually hire temporary em­
ployees to handle telemarketing needs, since it is entirely scripted. If 
you are using existing staff to make calls, your labor costs will be much 
higher, since they will rarely be as consistent about dialing the tele­
phone. 

B) Phone line charges: These numbers are easy to find in your regu­
lar phone bills. Take into account the geographic dispersal of the calls 
you are making, as this will affect the line charges. Don' t mix charges 
for your regular business calls with the specific telemarketing calls. 

C) Total variable costs: Your total variable costs are labor and phone 
lines. If you are using an outside service, plug that cost per hour into 
this line. 

D) Total nwnber of records to call: This is the number of people you 
plan to contact through your telemarketing or telesales program. 

E) Percent of records contactable: No list will ever be 100 percent 
contactable, because of people moving, businesses going bankrupt, and 
no one there to answer the phone. You can estimate this percentage 
based on experience or knowledge of the list. Most likely, it will be any­
where f~;om 60 percent to 85 percent. 

F) Nwnber of records contactable: Multiply Total number of records 
(line D) by Percent of records contactable (line E). This will give you 
the true numbers of records you can possibly reach . 
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G) Dialings per hour: The number of dialings that can be completed 
per hour will depend greatly on the experience level of your tele­
marketers. The general rate of dialing varies anywhere from 10 to 30 
dialings per hour, partially dependent on how long the call lasts if con­
tact is made. 

H) Percent of dialings that make contact: Again, this number will vary 
depending on the list you are calling and when you are calling. The 
percent of contacts for business calls runs about 40 percent. 

I) Contacts per hour: Multiply Dialings per hour (line G) by Percent 
of dialings making contact (line H). 

j) Total telemarketing hours: Divide Number of records contactable 
(line F) by Contacts per hour (line I). You will probably be surprised to 
see exactly how many hours it will take to reach all of the people you 
are trying to contact. 

K) Total telemarketing costs: Multiply Total telemarketing hours 
(line I) by Total variable costs per hour (line C). 

L) Estimated average order size: Estimate of the size of each order 
you will get as a result of your phone marketing. Remember that it may 
vary from your typical average order due to a different marketing 
mechanism. 

M) Gross margin: This is the percentage of money you make from a 
sale after you subtract cost of goods. You can get this from Work­
sheet 1, Line I. 

N) Gross margin per average order: Multiply Gross margin (line M) 
by Estimated average order (line L). This number will tell you how 
much you will make on each order after you pay for the cost of goods 
or services. 

0) Number of orders needed to break even: Multiply Total 
telemarketing costs (line K) by Estimated average order size (line L). 
This number will help you estimate how many orders you must make to 
break even with your marketing costs. 

P) Required order rate: Divide Number of orders needed (line 0) by 
Total number of records to call (line D). This number can be an excel­
lent reality check for your numbers. If the percent is in the double 
digits, you should consider doing a much less expensive program. 
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Worksheet 7) Fulfillment Budget 
ulfillment for a program can be generated by phone, mail, or 
other media. You should calculate your fulfillment costs as part 
of your overall program. Include these costs when you are evalu­
ating whether or not a program is profitable. This worksheet is 

designed to give you an overall evaluation of your program if you are 
using materials, rather than a salesperson, as a fulfillment vehicle. 

Refer to Worksheet 5 for the description of most of these line items. 

A) Letterhead cost per page. 

B) Envelope cost, each. 

C) Premium or gift cost: If you are using a premium or a gift as part 
of your offer, the cost should be included here. If you are giving away a 
sample of your product, the costs should be indicated as a fulfillment 
cost. 

D) Reply form. 

E) Brochure. 

F) Return envelope. 

G) Postage/freight per package. 

H) Cost per name: You won't have any list rental costs when you are 
responding to inquiries. However, if you are using outside or part-time 
labor to type in your inquiries, you should enter the cost here. 

I) Outside service costs, each: You may have a premium house fulfill 
your premiums. This is generally charged on a per-piece basis. See 
Worksheet 5, line L. 

j) Delivered cost per piece: Sum together the items from Line A to 
Line I on this worksheet. 

K) Total number of contacts: Estimate how many people you expect 
to respond to your offer requesting a fulfillment package. 
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L) Predicted response rate: Make your best guess at what percentage 
of those being contacted will respond to your offer. (You probably 
started thinking about this as you filled out Worksheet 5 or 6.) 

M) Predicted number of inquiries: Multiply Total number contacted 
(line K) by Predicted response rate (line L) to calculate how many in­
quiries you should be expecting. Your fulfillment costs will only have to 
cover the number of inquiries you have, not your total contacts. 

N) Total fulf"tllment costs: Multiply Predicted number of inquiries 
(line M) by Delivered cost per piece (line j) to calculate how much 
your total fulfillment costs will be. 

Worksheet 8) Program 
Measurement 

ach desktop marketing program that you execute should be mea­
sured and compared to your benchmarks to see if it is better or 
worse than your general expectations. This multilevel worksheet 
helps you evaluate the overall results of your desktop marketing 

program, including direct mail, phone, and fulfillment costs. The sum­
mary at the bottom gets you an overall program summary. The num­
bers should be taken from the appropriate lines in Worksheets 5-7. 

The first part of the worksheet is applicable only if you did direct mail. 

A) Total pieces mailed: Take this from Worksheet 5, line J, second 
column. 

B) Total mailing costs: Take this from Worksheet 5, line M, second 
column. 

C) Total number of responses: Record the total number of responses 
that came from your direct mail effort. 

D) Response rate: Divide Total number of responses (line C) by Total 
pieces mailed (line A). This rate will tell you what percentage of pros­
pects responded to your offer. 
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E) Cost per response: Divide Total mailing cost (line B) by Number 
of responses (line C) to learn how much it cost you for every response 
you got. This number is one benchmark of desktop marketing, the cost 
it takes to get someone to indicate interest in your product. This cost 
can and should be used across all programs to compare program effec­
tiveness. If you are using any type of fulfillment mailing, you will ulti­
mately need to take those costs into account as well. 

F) Total number of sales: This is the number of total sales you can 
attribute to the entire program. Total sales will seldom be a scientific 
number. It will include a great deal of personal judgment on your part 
to properly assign sales to this program. One way to make this judg­
ment is to follow up a number of the responders-several months 
later-to learn what percentage ultimately bought your product or 
service. You can then extrapolate this percentage to all of your 
respondents. 

G) Total revenues: This number is the money that comes in, thanks 
to the desktop marketing program. You may also have to estimate this 
number. 

H) Order rate: Divide Total number of sales (line F) by Total pieces 
mailed (line A). You can compare the actual percentage of orders to 
the estimate you made when you did your initial budgeting. 

I) Cost per sale: Divide Total mailing cost (line B) by Total number 
of orders (line F). This is another benchmark you can use to compare 
the effectiveness of different desktop marketing programs. 

J) Average order size: Divide Total revenues from program (line G) 
by Total number of sales from program (line F). You may find that the 
average order size you experience from direct mail is either smaller or 
larger than your sales using other means. Knowing this can be useful 
for planning future programs. 

K) Gross margin: This is the percentage of money you make from a 
sale after you subtract cost of goods. You can get this from Work­
sheet I, line I. 

L) Gross margin on sales: Multiply Gross margin (line K) by Total 
revenues from program (line G). This number will tell you how much 
you made from the direct mail program after you paid for products or 
services. You will use this number to see whether you have broken even 
with the marketing costs of the program. 

-286 • 



Desktop Marketing Worksheets 

M) Money made/lost on mail: Subtract Gross margin on program 
sales (line L) from Total mailing costs (line B). When you do this sub­
traction, you will know whether you made money with just the direct 
mail portion ofyour program. This is where your assessment of the 
program becomes essential. Sales from this program may continue for 
up to a year or more. You must decide if all sales are in and if the mar­
gin is accurate. If a program costs the same as its gross margin, you can 
extrapolate that you will have a positive return on this mailing over 
time if your customers continue to buy over several years. If this mail­
ing is to old customers that you are trying to regenerate, and you do 
not make money, you can assume there is no point in continuing the 
program. 

The second part of Worksheet 8 is applicable if any part of your pro­
gram uses the telephone, either inbound or outbound. 

N) Total contacts made: Take this number from Worksheet 6, line F, 
second column. 

0) Total phone costs: Take this from Worksheet 6, line K, second 
column. 

P) Total number of responses: Write in how many of those contacted 
by phone responded positively to your offer. 

Q) Response rate: Divide Total number of responses (line P) by Total 
contacts made (line N). This number will tell you what percentage of 
prospects respond when they are contacted via the phone. 

R) Cost per response: Divide Total phone costs (line 0) by Total 
number of responses (line P). It is worthwhile to know how much your 
phone costs are, when you are launching a major program using the 
phone in support. You may decide that multiple mail contacts that 
result in decisions are cheaper than one phone contact. 

S) Total number of sales: Again, unless prospects are ordering 
directly then and there on the phone, this number can be difficult to 
estimate. 

T) Total revenues from sales: The number will be easier to calculate 
if the program is entirely self-contained. Otherwise, you will have to 
make your best estimate. 
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U) Order rate: Divide Total number of orders (line S) by Total con­
tacts made (line N). You can compare this actual rate with the rate you 
estimated before you began. 

V) Cost per order: Divide Total phone costs (line 0) by Total num­
ber of orders (line S). Cost per order can be used as a comparison 
number across a wide variety of desktop marketing programs to evalu­
ate which program is most effective. 

W) Money made/lost on phone: Subtract Total phone costs (line 0) 
from Gross margin on program (line L). When you do this subtraction, 
you will know whether you made money on the phone part of your 
program. If the difference is positive, you are making money; if it is a 
negative number, you are not making money. 

Finally, in the last part of the worksheet, you will combine all the ele­
ments of your program and decide whether or not you made money. 

AA) Total contacts made: If either the mail contacts or phone con­
tacts were a subset of another, take the largest number as your total 
contacts. If you mailed to some of your targets and phoned others, 
add the two figures together here. 

AB) Total direct mail costs: Carry this down from line B on this 
worksheet. 

AC) Total phone costs: Carry this down from line 0 on this 
worksheet. 

AD) Total fulf"illment costs: See Worksheet 7, lineN, second column. 

AE) Total program costs: Add together lines AB to AD. 

AF) Total number of sales: You have this number on line F or line S 
of this worksheet. 

AG) Total revenue from sales: You have this number on line G or 
line T of this worksheet. 

AH) Order rate: Divide Total number of sales (line AF) by Total con­
tacts made (line AA). This will give you the order percentage for the 
overall program. 

AI) Cost per order: Divide Total program costs (lineAE) by Total 
number of orders (line AF). This is one of your most crucial costs. You 
should compare this cost per order rate with your average rate of cap­
turing an order. If the cost is too high, your program isn't a success. 
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AJ) Gross margin on sales: Carry this down from line L or line Yin 
this worksheet. It will tell you how much money the program made. 

AK) Money made/lost on program: Subtract Total program cost (line 
AE) from Gross margin on sales (line AJ). This number is your ultimate 
decision maker. If the number is positive, your mailing is a success and 
the money can go toward overhead and profit. If the number is nega­
tive, you've lost money and should think about how to modify the 
program. 

Worksheet 9) List Comparison 
fat all possible, you should include your customer file in every 
program you run to offset the cost of acquiring new customers. 
Even though the list may be small compared to your potential 
market, your customers will almost always buy at a much higher 

rate than prospects. This worksheet is a simple comparison of 
customer-versus prospect-performance for each program you run. 
You can substitute the customer and prospect headings to represent 
any kind of list samples you are using and want to compare. 

A) Number contacted: You should put here the number of people 
you contacted, either by phone or by mail. 

B) Total program cost: Indicate the total cost of the program for 
each list. You may have to calculate the numbers separately by using 
Worksheet 8 for each individual list section. 

C) Cost per target for program: Divide Total program cost (line B) by 
Number contacted (line A) to figure how much it cost you to contact 
people on each list. Generally, it will be less expensive to contact your 
own customers, because you won't have any list rental fees. 

D) Total number of responses: If you used codes to indicate different 
list sources, it should be easy for you to distinguish responses from list 
groups. 

E) Response rate: Divide Total responses (line D) by Number 
contacted (line A) to calculate the response rate. In most cases, the 
response rate for your current customers should be higher than for 
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prospects. Mter running a few desktop marketing programs, you 
should know what type of response rate to expect from your customers. 

F) Cost per response: Divide Total program cost (line B) by Total 
responses (line D). The cost per response is an interesting number, but 
it isn't key for decision making. You can use it as a benchmark to see if 
you are equally effective with your program execution from program to 
program. If your cost per response is on target, but your cost per sale is 
high, your problem is not in the desktop marketing program but in 
your ability to qualify and/ or close. 

G) Number of sales/closes: Try to estimate these numbers as closely 
as possible. 

H) Sales/close rate: Divide Number of sales/closes (line G) by Cost 
per response (line F). 

I) Cost per sale: Divide Total program cost (line B) by Number of 
sales/closes (line G). This is the key number for determining if your 
desktop marketing program is successful and for comparing it with 
other programs. The lower your acquisition cost of a new customer, the 
less you will spend for target market growth. Once you have sold to a 
prospect, the prospect becomes part of your customer base and should 
act like the rest of your customer list. If you find when you calculate 
cost per sale that your customer cost per sale is greater than your pros­
pect cost per sale, put all your effort in prospecting. Some businesses 
find they receive no repeat business from customers; the first order is 
the only order. 

j) Program sales: Enter all the sales for the entire program. You will 
have to determine a cutoff date for your program, since responses 
could continue to come in for a year or more. Large mail-order and 
direct mail companies use the "doubling day," the day when, histori­
cally, half of all responses have been received. If you plan to do many 
desktop marketing programs in a year, you need to develop some way 
to determine the success of the program before it is completed so that 
you will know whether you should repeat it. The sooner you can deter­
mine a successful program, the faster you can remail it. 

K) Average sales for program: Divide Program sales (lineJ) byNum­
ber of sales/closes (line G). Looking at this number can be interesting. 
There are no rules here, except that customers order at a better rate 
than do prospects. The amount they order will be affected by how long 
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they have been customers and how much product variety you have 
from program to program. If you find the average sales of this program 
are higher than your overall average order (calculated in Worksheet 1), 
go with the program. If the program average is below average, decide 
how you can fix it or stop the program. 

Worksheet 10) Program Summary 
our effectiveness as a desktop marketer is dependent on how well 
you target your markets, how well you create your offer, and how 
well you execute your programs. By preparing a summary of each 
program, you will force yourself to think through the variables of 

each program. This worksheet is an example of the type of summary 
you can write to keep track of a program. 
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Worksheet5 
Direct Mail Budgeting 

Planned 

A. Letterhead cost per page $ 

B. Envelope cost, each $ 

c. Additional insert, each $ 

D. Reply form, each $ 

E. Brochure, each $ 

F. Return envelope, each $ 

G. Postage per package $ 

H. List cost per name $ 

I. Delivered cost per piece $ 
(Add A through H) 

J. Total pieces mailed 

K. Total materials cost (lxj) $ 

L. Outside service or $ 
part-time labor cost 

M. Total mailing cost (K+L) $ 

N. Estimated average order size 

0. Gross margin % 

P. Gross margin per average $ 
order (NxO) 

Q. Number of orders needed to 
break even (M/P) 

R. Required order rate (Q/J) % 
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Worksheet6 
Phone Budgeting 

Planned 

A. Hourly labor cost $ 

B. Hourly phone line charges $ 

C. Total variable costs $ 
per hour (A+B) 

D. Total number of records to call 

E. Percent of records contactable % 
(60% to 85%) 

F. Number of records contactable 
(DxE) 

G. Dialings per hour (10 to 30) 

H. Percent of dialings that end in % 
contact (30% to 50%) 

I. Contacts per hour (GxH) 

J. Total telemarketing hours (F /I) 

K. Total telemarketing costs (JxC) $ 

L. Estimated average order size $ 

M. Gross margin % 

N. Gross margin per average $ 
order (LxM) 

0. Number of orders needed to 
break even (K/N) 

P. Required order rate ( 0 /D) --% 
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Worksheet? 
FuUrdbnentBudgeting 

Planned 

A. Letterhead cost per page $_ 

B. Envelope cost, each $_ 

c. Premium or gift cost $_ 

D. Reply form, each $_ 

E. Brochure, each $_ 

F. Return envelope, each $_ 

G. Postage/freight per fulfillment $_ 

H. Cost per name $_ 

I. Outside seiVice costs, each $_ 

J. Delivered fulfillment $_ 
(Add A through I) 

K. Total number of contacts 

L. Predicted response rate __ % 

M. Predicted number of 
inquiries (KxL) 

N. Total fulfillment costs (Mxj) $_ 
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WorksheetS <C 

Program Evaluation 
X 

Direct Mail Actual Planned 

A. Total pieces mailed (col. 2, c 

line], WS. 5) 2 

B. Total mailing costs (col. 2, $_ $_ w 

line M, WS. 5) c.. 

c. Total number of responses c.. 

D. Response rate ( C/ A) __ % <C 

E. Cost per response (B/C) $_ 

F. Total number of sales 

G. Total revenue $_ 

H. Order rate (F I A) __ % __ % 

I. Cost per sale (B/F) $_ 

J. Average order size (G/F) $_ $_ 

K. Gross margin __ % __ % 

L. Gross margin on sales (GxL) $_ $_ 

M. Money made/lost on mail (L-B) $_ $_ 

N. Total contacts made (col. 2, 
Line F, WS. 6) 

0. Total phone costs (col. 2, $_ $_ 
Line K, WS. 6) 

P. Total number of responses 

Q. Response rate (P /N) __ % __ % 

R. Cost per response (0/P) $_ $_ 

s. Total number of sales (line F) 

T. Total revenues from sales (line G) $_ $_ 

u. Order rate (S/N) __ % __ % 

continues 

-295 



Desktop Marketing with the Macintosh 

WorksheetS 
Continued 

Phone 

v. Cost per order (0/S) 

w. Money made/lost on phone 
(line L-0) 

Summary 

AA. Total contacts made 

AB. Total direct mail costs (line B) 

AC. Total phone costs (line 0) 

AD. Total fulfillment costs 
(col. 2, lineN, WS. 7) 

AE. Total program costs (AB+AC+AD) 

AF. Total number of sales (line F) 

AG. Total revenues from sales (line G) 

AH. Order rate (AF I AA) 

AI. Cost per order (AE/ AF) 

AJ. Gross margin on sales (line L) 

AK. Money made/lost on program 
(AJ-AE) 
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Worksheet9 
List Comparison 

Prospect 

A. Number contacted 
(by phone or mail) 

B. Total program costs $ 
(lineAE, WS. 8) 

c. Cost per target for program $ 
(B/A) 

D. Total number of responses 

E. Response rate (D/ A) % 

F. Cost per response (B/D) $ 

G. Number of sales/ closes 

H. Sales/dose rate (G/D) % 

I. Cost per sale (B/G) $ 

]. Program sales $ 

K. Average sales for program (J/G) $ 
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Worksheet I 0 
Program Summary 

Market __________ _ 

Program Title---------

Media _____ _ 

Date ___ _ 

A. Market Objectives _______________ _ 

B. Program Objectives ---------------

C. Program Goals -----------------

D. Market Targets-----------------

E. Offer (Call to Action) -------------

F. Creative Strategy _______________ _ 

G. Timing--------------------

H. Fulfillment _________________ _ 

I. Contact Criteria ----------------

J. Contact Qualification Process ___________ _ 

K. Contact Tracking Mechanism ___________ _ 

L. Budget __________________________ _ 
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Using Worksheets: An Example 
James Roberts' company, Clear Vision, sells window washing services to 
office buildings in the Southwest. His sales for the current year will be 
$8 million, and he would like to grow by five percent to $8.4 million by 
the end of next year. Because he would like to keep his sales staff level 
at seven sales reps, he wants to find alternative methods to get leads 
and make sales. 

The gross margin on his company's services averages about 33 percent, 
depending on the various discounts and special pricing opportunities 
he offers. He generally budgets total marketing expenses to be at I 0 
percent of sales. Over the years, James has acquired 2,400 customers, of 
which 65 percent use him every year. His company did a total of 4,550 
window-washing jobs last year, with the average job bringing in about 
$1,700. 

James has completed Worksheets 1--4 to get a handle on his current 
situation, and what he will have to accomplish to grow his company as 
planned. To reach his growth plans, he needs 1,1171 prospects each 
year to ultimately convert to 878 new customers. Fortunately, when he 
·checks the numbers for the target market, he feels confident there is 
room to grow. 

James would like to try out a desktop marketing program to see if it 
can be a serious alternative for making sales, particularly to small 
companies. He decides to try to do a combined program in which he 
will mail a direct mail package, send a fulfillment package to there­
sponders, and do telemarketing as a fulfillment follow-up. He first uses 
Worksheets 5-7 to budget out the mailing to 4,000 prospects and pre­
dict the results. 

The direct mail piece will consist of a letter, brochure, an insert about 
his company, a reply form, and a reply envelope. James budgets the 
entire package out to cost $.59 a piece. Because he is generating all the 
materials internally, he hires a temporary, at $7 per hour, to do the 
folding and stuffing of the envelopes. 

He expects to get about a 1.6 percent response rate, or 64 responses. 
He will send all the responders a fulfillment package worth $10.17. 
James decides to use the phone as a follow-up to his fulfillment. He 
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again hires a temporary and prepares a script for the temporary to use 
when asking for orders. According to his calculations, the calls should 
take 13 hours to complete for a total cost of $367. He expects that 
about 33 percent of the responders will buy his services. Since they 
are smaller businesses, the average order size· should be about $700, 
instead of his usual average of$1,758. If he can accomplish all of his 
predictions, james should make money on the program. 

Of course, the actual program did not go exactly as he had planned. In 
reality, he got a 1.3 percent response rate, with only 31 percent of those 
responses converting to sales. The sales were also lower, running closer 
to $550. When he looks at the mail and the phone by themselves, the 
program is a great success. However, when all of the elements are com­
bined, he comes up with a profit of only $159. Of course, the project 
did pay for itself, so that he feels vindicated. He has managed to make 
16 new customers at the cost of $21 0 per order, a cost he feels is very 
reasonable. 

James then uses Worksheet 9 to take a look at how brand-new prospects 
did in the program versus the 500 customers he also sent the mailing 
to. Not surprisingly, the customers responded much better and cost 
much less to make the sale. But overall, the prospects alone are still 
promising. 
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Worksheet 1 
Value and Worth of Customers 

A. Your total sales/revenue for the year 

B. Total number of customers on file 

C. Percent of customers that order per year 

D. Total number of active customers (BxC) 

E. Total number of orders/sales per year 

F. Average order/sale (A/E) 

G. Avg. number of orders per customer per year (E/D) 

H. Avg. revenue per active customer per year (A/D) 

I. Gross margin or gross profit% 

J. Annual gross margin value of a customer (Hxl) 

K. Number of years a customer orders 

L. Lifetime worth of a customer (JxK) 
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Worksheet 2 
Salesperson Cost and Closing 

A. Total sales/revenue for year 
(line A. WS. 1) 

B. Total annual marketing expenses 

C. Total number of sales/ orders 
per year (line E, WS.1) 

D. Average order/sale (line F, WS. 1) 

E. Number of salespeople 

F. Average sales per salesperson 
(A/E) 

G. Cost per salesperson 
per year (B/E) 

H. Average number of orders 
per salesperson ( C/E) 

I. Average sales contacts per day 
per salesperson 

J. Available sales days per year 
per salesperson 

K. Number of sales contacts 
per year per salesperson (lxj) 

L. Cost per sales contact (G/K) 

M. Average sales contacts needed 
per order (K/H) 

N. Sales cost per order (LxM) 

0. Closing rate (H/K) 

P. Sales cost rate per order (N/D) 
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$8,000,000 

$800,000 

4550 

$1,758 
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$1,142,857 

$114,286 
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7 

220 
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$176 
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Forecast 
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$1,758 

7 
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$78 
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Worksheet3 
New Customer Planning 

A. Total sales/revenues 
(current or previous year) (line A, WS. 1) 

B. Sales forecast (next year) (col. 2, line A, WS. 2) 

C. Revenue per active customer per year 
(line H, WS. 1) 

D. Number of customers lost per year 

E. Sales requiring new customers (B-[A-(C*D)]) 

F. New customers needed for year (E/C) 

G. Closing rate (line 0, WS. 2) 

H. Prospects needed for year (F /G) 

I. Number of salespeople (col. 2, line E, WS. 2) 

J. Number of new customers needed 
per salesperson (F /I) 

K. Number of prospects needed 
per salesperson (H/1) 

L. Total marketing budget (col. 2, line B, WS. 2) 

M. Percent of budget for new business 

N. Marketing budget for prospect 
generation (LxM) 

0. Marketing budget per prospect (N/H) 

P. Marketing budget cost per new customer (N/F) 

Q. Average sales contacts needed 
per order (line M, WS. 2) 

R. Total contacts for new customers 
per salesperson OxQ) 

S. # of sales contacts per year per sales­
person (line K, WS. 2) 

T. Percent of contacts used for 
new customers (R/S) 
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Worksheet4 
Market Size Requirements 

A. Prospects needed for the year 
(col. 2, line H, WS. 3) 

B. Responses qualified as prospects (est. 70-80%) 

C. Responses needed per year (A/B) 

D. Response rate for new desktop 
marketing program (.5-1.5%) 

E. Number of targets needed for 
new customer program (C/D} 

F. Number of programs planned 

G. Targets needed for each program (E/F} 
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WorksheetS 
Direct Mail Budgeting 

Planned 

A. Letterhead cost per page $.02 

B. Envelope cost, each $.05 

c. Additional insert, each $.03 

D. Reply form, each $.02 

E. Brochure, each $.10 

F. Return envelope, each $.04 

G. Postage per package $.25 

H. List cost per name $.08 

I. Delivered cost per piece $.59 
(Add A through H) 

]. Total pieces mailed 4000 

K. Total materials cost (Hxj) $2,400 

L. Outside service or part-time $50 
labor cost 

M. Total mailing cost (K+L) $2,410 

N. Estimated average order size $700 

0. Gross margin 40% 

P. Gross margin per average order $280 
(NxO) 

Q. Number of orders needed to 8.6 
break even (M/P) 

R. Required order rate ( Q/J) 0.2% 
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Worksheet6 
Phone Budgeting 

Planned 

A. Hourly labor cost $11.00 

B. Hourly phone line charges $18.00 

c. Total variable costs per hour $29.00 
(A+B) 

D. Total number of records to call 64 

E. Percent of records con tactable 100% 

F. Number of records contactable 64 
(DxE) 

G. Dialings per hour 9 

H. Percent of dialings that end 45% 
in contact 

I. Contacts per hour (GxH) 4.05 

]. Total telemarketing hours (F /1) 16 

K. Total telemarketing costs (jxC) $464 

L. Estimated average order size $700 

M. Gross margin 40% 

N. Gross margin per average order $280 
(LxM) 

0. Number of responses needed 1.7 
to break even (K/N) 

P. Required order rate (0/D) 2.6% 
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Worksheet 7 
FuUrdbnentBudgeting 

Planned 

A. Letterhead cost per page $.02 

B. Envelope cost, each $.05 

c. Premium or gift cost $9.00 

D. Reply form, each $.02 

E. Brochure, each $.10 

F. Return envelope, each $.04 

G. Postage/freight per fulfillment $.93 

H. Cost per name 0 

I. Outside service costs, each 0 

J. Delivered fulfillment $10.16 $10.17 
(Add A through I) 

K. Total number of contacts 4,000 

L. Predicted response rate 1.6% 

M. Predicted number of inquiries 64 
(KxL) 

N. Total fulfillment costs (Kxj) $650 
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WorksheetS 
Program Evaluation 

Direct Mail 

A. Total pieces mailed (col. 2, 
linej, WS. 5 

B. Total mailing costs (col. 2, 
line M, WS. 5) 

c. Total number of responses 

D. Response rate ( C/ A) 

E. Cost per response (B/C) 

F. Total number of sales 

G. Total revenue 

H. Order rate (F I A) 

I. Cost per sale (B/F} 

J. 
K. 

L. 

M. 

N. 

0. 

P. 

Q. 

R. 

s. 
T. 

u. 

Average order size (G/F) 

Gross margin 

Gross margin on sales ( GxL) 

Money made/lost on mail (L-B) 

Total contacts made (col. 2, 
line F, WS. 6) 

Total phone costs (col. 2, 
line K, WS. 6) 

Total number of responses 

Response rate (P /N} 

Cost per response ( 0 /P) 

Total number of sales (line F) 

Total revenue from sales (line G) 

Order rate (S/N) 
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Actual 

4,000 

$2,448 

52 

1.3 

$47.08 

16 

$8,866 
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$151.86 

$550 

40% 

$3,546 

$1,098 

51 

$411 

16 

31% 

$25 

16 

$8,866 

31% 

Planned 

4,000 
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v. Cost per order (0/S) 

w. Money made/lost on phone 
(line L-0) 

Summary 

AA. Total contacts made 

AB. Total direct mail costs (line B) 

AC. Total phone costs (line 0) 

AD. Total fulfillment costs 
(col. 2, line N, WS. 7) 

AE. Total program costs (AB+AC+AD) 

AF. Total number of sales (line F) 

AG. Total revenues from sales (line G) 

AH. Order rate (AF I AA) 

AI. Cost per order (AE/ AF) 

AJ. Gross margin on sales (line L) 

AK. Money made/lost on 
program (AJ-AE) 
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Worksheet9 
List Comparison 

A. Number contacted 
(by phone or mail) 

B. Total program cost 
(Line AE, WS. 7) 

c. Cost per target for program (B/ A) 

D. Total number of responses 

E. Response rate (D I A) 

F. Cost per response (B/D) 

G. Number of sales/ closes 

H. Sales/close rate (G/D) 

I. Cost per sale (B/G) 

J. Program sales 

K. Average sales for program (J/G} 
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3,500 

$2,964 

$.85 
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$383 
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APPEND I X 

Throughout this book, we have 
referred to a wide range of soft­
ware for the Macintosh that can 
help you accomplish your desktop 
marketing goals. T he type of 
software you choose to use is en­
tire ly dependent on your needs 
and what you decide to handle 
yourself. 
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This appendix lists a selection of software in each category we have 
discussed. This is by no means an exhaustive list; there are other excel­
lent software packages available in all of the categories. To learn more 
about available software, you should visit your local computer software 
store. 

Lead Generation 
earl-generation software is the cornerstone of any desktop mar­
keting effort. With lead-generation software, you get the pros­
pect names and data you need to accomplish all the other parts 
of desktop marketing. 

MarketPlace Business 
MarketPlace provides marketing information on over 7 million 
U.S. businesses on a single CD-ROM. The data is provided by Dun & 
Bradstreet, the industry leader of business-to-business marketing 
information. 

You can select companies based on location, type of business, and size 
of company by revenue and number of employees. You can then gen­
erate mailing labels, prospecting lists, reports, or export the list to 
other software packages. 

System requirements: Macintosh Plus or above with 4MB of RAM 
or more. (The company recommends a Macintosh SE/30 or 
higher). AppleCD SC drive and hard disk. 

Suggested retail price: $695. 

Three quarterly updates: $195 per year. 

Additional meter units: $500 for 5,000 units. 

Company: MarketPlace Information Corporate, Three University 
Office Park, Waltham, MA 02154. (617) 894-4100. 
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Word Processing 
ou can use word processing software to write copy, compose offer 
letters, or create telemarketing scripts. With word processing 
software, you can easily modify and change your copy until you 
get exactly what you want. Most word processors allow you to 

merge the names on MarketPlace lists with any text to produce person­
alized letters. 

Word 
Microsoft '\Nord is the best-selling word processing package for the 
Macintosh. It is a heavyweight product with a lot of features. It's the 
only word processor with true style sheets that can export formatting to 
popular desktop publishing programs. This ability can be very useful if 
you plan to do most of your copywriting in your word processing soft­
ware and then transfer it to your desktop publishing software. 

The software also has a Table feature, which can be helpful if you 
create lots of tables in your writing. The structure of Word is flexible, 
allowing you to change the order of the menus or to assign keystrokes 
to represent the menu items. Unfortunately, Word is not as intuitive as 
some of the other word processors, so that you may not find it as easy to 
learn. 

System requirements: Mac Plus, two BOOK drives or a hard disk 
drive. 

Suggested retail price: $395. 

Company: Microsoft Corp., 16011 NE 36th Way, Redmond, WA 
98073-9717; (800) 426-9400. 

MacWrite II 
Mac Write II has a very easy to use interface. It probably has the easiest 
mail-merge setup of any Macintosh word processing package. Instead 
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of requiring you to type out the symbols representing the field you 
want to merge, Mac Write II lets you select the proper field from a 
scrolling dialog box. This capability can be extremely helpful when 
personalizing letters for desktop marketing. 

System requirements: Macintosh Plus or higher, hard disk 
recommended. 

Suggested retail price: $249. 

Company: Claris, 5201 Patrick Henry Drive, Santa Clara, CA 
95052-8168; (408) 987-7000. 

WriteNoYI 
WriteNow is an excellent choice for a first word processor. Although it 
is a low-end word processing program, it can handle long documents, 
and can import and export a wide range of file formats. It can handle 
up to four columns of text, but the method used to create those col­
umns can be difficult. The software is fast and comes with an excellent 
80,000 word spell checker. You can't put boxes around text, and you 
can't wrap text around graphics. 

System requirements: 512 Mac, BOOK drive. 

Suggested retail price: $199. 

Company: T/Maker, 1390 Villa St., Mountain View, CA 94041; 
(415) 962-0195. 

WordPerfect 
H your office has a lot of IBM-compatible computers using 
WordPerfect, you might consider the Macintosh version to maintain 
compatibility. WordPerfect can handle columns very well and is good 
for macros. However, its hierarchical menu interface is more similar 
to an IBM interface than to a Macintosh interface. This can make 
WordPerfect more difficult to learn if you aren't already familiar with 
the IBM DOS version. 
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System requirements: Mac Plus, two BOOK drives or a hard disk 
drive. 

Suggested retail price: $395. 

Company: WordPerfect Corp., 1555 N. Technology Way, 
Orem, UT B4057; (BOO) 451-5151. 

Integrated Packages 
ntegrated packages combine several types of functionality into 
one software package. This makes it very easy to transfer infor­
mation from one function to another. In general, integrated 
packages have not been a big hit for the Macintosh, because the 

Macintosh interface makes it so easy to cut and paste from one applica­
tion to another. 

Works 
Works combines word processing, spreadsheet, flat-file database, com­
munications, and drawing in one package, but each of the applications 
is more limited than you might find in a stand-alone package. This 
combination makes it very easy to draw in the middle of your text docu­
ment, instead of having to cut and paste from a separate drawing pack­
age. You can also quickly cut and paste between the spreadsheet and 
database formats and the word processing formats. If you don't expect 
to have large databases or complex spreadsheets or fancy documents, 
you may find Works sufficient for all your marketing needs. 

System requirements: Mac Plus, two BOOK drives or hard disk. 

Suggested retail price: $295. 

Company: Microsoft Corp., 16011 NE 36th Way, Redmond, WA 
9B073-9717; (BOO) 426-9400. 
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RagTime 3.0 
RagTime is the leading Macintosh software package in Europe, but it is 
just beginning to make inroads in the United State. It combines page 
layout, word processing, spreadsheets, and business charting in one 
package. The package is based on the page layout portion of the pro­
gram, and everything else is done within "frames" that you draw on top 
of the page layout. You move the frames around to layout the page 
exactly how you want. 

The word processing is probably the weakest part of the package, be­
cause its rulers can be difficult to control. However, because it is linked 
to the page layout, you control the typographic appearance of the text. 
The spreadsheet is quite large, and it has all the basics you need for 
calculation. Because RagTime has both word processing and spread­
sheets, you can do calculations within your documents and can format 
text impressively within your spreadsheets. You can create graphs from 
the spreadsheet data, and you have a lot of formatting options with 
those graphs. 

System requirements: Mac Plus or better (SE or above recom­
mended), 1MB RAM (2MB recommended), and a hard disk. 

Suggested retail price: $599. 

Company: RagTime USA, 702 Marshall St., Suite 322, Redwood 
City, CA 94063; (800) 875-9632. 

RagTime Classic 
RagTime Classic is a more limited version of RagTime that includes all 
the principal capabilities except business charting. Each function is 
more limited than in the full-fledged version, but many people will find 
it's everything they will need. 

System requirements: Mac Plus or better, 1MB RAM, hard disk 
recommended. 

Suggested retail price: $195. 

Company: RagTime USA, 702 Marshall St., Suite 322, Redwood 
City, CA 94063; (800) 875-9632. 
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Desktop Publishing/Page Layout 
esktop publishing software is designed for creating publishable 
pieces such as newsletters, brochures, and catalogs. The software 
allows you to combine both text and graphics and gives you pow­
erful layout capabilities. You have control over the typography, 

including spacing, kerning, etc. 

Personal Press 
This is a good program for the budget-minded. Although it may be a 
bit slow, it has most of the key desktop publishing features including a 
basic word processor. 

System requirements: Mac Plus or better, 2MB RAM, hard disk 
drive. 

Suggested retail price: $299. 

Company: Aldus Corp., 411 First Ave. S., Seattle, WA 98104; 
(800) 333-2538. 

Ready, Set, Gol 
This is another low-budget desktop publishing program. It comes 
with ready-made style sheets and the product is quite easy to use. 
Don't expect to be able to do a lot of graphics manipulation with the 
program. 

System requirements: Mac Plus or better, 2MB RAM, hard disk 
drive. 

Suggested retail price: $295. 

Company: Letraset USA, Inc., 40 Eisenhower Dr., Paramus, NJ 
07653; (800) 343-8973. 
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Publish It! 
If you have only a Mac Plus or an SE, you may want to consider Publish 
It! It includes word-processing capabilities and simple drawing and 
painting tools. If you are only trying to design simple brochures or let­
ters, Publish It! May give you everything you need at a low price. 

System requirements: Mac Plus or better. 

Suggested retail price: $495. 

Company: Timeworks, 444 Lake Cook Rd, Deerfield, IL 60015-
4919; (800) 535-9497. 

PageMaker 
PageMaker is the top-selling desktop publishing software package for 
the Mac. In spite of the complexity of desktop publishing, PageMaker 
has an intuitive interface that makes it very easy to learn how to com­
bine text and graphics. PageMaker now has a Story Editor window that 
allows you to more easily update and change text. You can also do spell 
checking or word searches in this window. PageMaker will handle 
documents up to 999 pages long, or you can link a series of small docu­
ments together. 

System requirements: Mac Plus or better (recommend SE or bet­
ter), 2MB RAM, hard disk (20MB or more recommended). 

Suggested retail price: $795. 

Company: Aldus Corp., 411 First Ave. S., Suite 200, Seattle, WA 
92104; (800) 333-2538. 

Quark.XPress 
Many people consider QuarkXPress more advanced than PageMaker. 
QuarkXPress emphasizes precision and control for every element of 
layout, particularly typography. However, although improvements 
in user interface have been made, it is more difficult to use than 
Page Maker. 
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With QuarkXPress, you can import formatted word processing 
files from most of the major Macintosh word processors. You can also 
do color separation of images within the software. 

System requirements: Mac SE or better, 2MB RAM, hard disk. 

Suggested retail price: $795. 

Company: Quark, 300 S.Jackson, Suite 300, Denver, CO 80209; 
(800) 356-9363. 

Spreadsheets 

Excel 

preadsheets allow you to do numerical analysis, from simple addi­
tion and subtraction to advanced formulas and complex numeri­
cal models. You can use spreadsheets to examine the status of 
your own business, to analyze the results of your desktop market­

ing programs, and to assist in your analysis of new markets. Most 
Macintosh spreadsheet programs also have powerful graphical capabili­
ties. They will all easily import text files from MarketPlace, either the 
actual lists or analysis results. 

Excel is the leading spreadsheet program for the Macintosh. It has very 
strong statistical functions and matrix math capabilities. As with its 
word processing counterpart, Word, you can customize the menus in 
Excel and create your own dialog boxes. It is also very easy to link 
spreadsheets together. You can also do charting and graphics with 
your spreadsheet data. 

System requirements: Mac Plus or better. 

Suggested retail price: $395. 

Company: Microsoft Corp., One Microsoft Way, Redmond, WA 
98052-6399; (800) 426-9400. 
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1 ·2·3 for Macintosh 
1-2-3 for Macintosh is a new version of the popular PC-based spread­
sheet product. You can add popular choices to the pull-down menus 
and customize the appearance of the worksheet. 1-2-3 letS you build 
three-dimensional worksheets that allow you new methods of linking 
worksheets together. You can also do charting and graphics with your 
spreadsheet data. 

Wingz 

System requirements: Mac Plus or better. 

Suggested retail price: $495. 

Company: Lotus Development Corp., 55 Cambridge Pkwy, 
Cambridge, MA 02142; (800) 872-3387. 

Wingz' biggest claim to fame is its impressive graphics capability. Not 
only do you have a lot of control over the graphs you create, you can 
also create 3-D charts and graphs. Wingz also includes a programming 
language, called Hyperscript, that makes it very easy for you to auto­
mate common functions. However, Wingz lacks an easy way to link 
several spreadsheets together. 

System requirements: Mac Plus or better. 

Suggested retail price: $295. 

Company: Informix Software, Inc., 16011 College Blvd., 
Lenexa, KS 66219; (913) 599-7100. 

Database Management 
atabase management software can help you to maintain customer 
and prospect lists. If you already have a customer database, you 
can transfer it to a database management software package to do 
customer analysis and to make follow-up marketing much easier. 
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There are two basic types of database management packages: flat file 
and relational. Flat file databases tend to be simpler to use and less 
expensive. Relational databases can be extremely powerful but take 
more effort to set up. 

FileMaker Pro 
FileMaker is a very popular flat-file database management package. It 
is simple to lay out exactly how you want your records to appear, or you 
can use the preformatted options that come ·with the software. Once 
you have created a layout, you can name it, so that you can quickly call 
it up in the future. You can easily include graphics in the database and 
link different files together. You can write scripts that will run through 
different database steps automatically with one click of the mouse. 

System requirements: Mac Plus or better with 2MB of RAM. 

Suggested retail price: $299. 

Company: Claris, 5201 Patrick Henry Drive, Santa Clara, CA 
95052-8163; (408) 727-8227. 

File Force 
File Force is a low-end relational database made by the same company 
that makes 4th Dimension. It is an excellent stepping stone to learn 
more about relational databases, and you can use its documentation to 
teach you how to create them. You can build very effective databases 
using File Force, but if you find yourself needing more control or more 
features, you may need to go to a higher-level relational database. 

System requirements: Mac Plus or better, 1MB RAM, hard drive. 

Suggested retail price: $395. 

Company: ACIUS, 10351 Bubb Rd., Cupertino, CA 95014, (408) 
252-4444. 
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Double Helix 
With Double Helix, you create relational databases very differently than 
with most other databases. Instead of working out procedures in a 
linear way, you drag icons to create fields, do data entry design, etc. 
This method can be very easy to learn, although it may confuse users 
who are used to putting together databases in a more linear fashion. 
To help you spot any structural flaws in your database system, Double 
Helix can generate a report describing the current structure of the 
database. 

System requirements: Mac Plus or better with 1MB of RAM, hard 
disk. 

Suggested retail price: $595. 

Company: Odesta Corp., 4084 Commercial Ave, Northbrook, IL 
60062; (800) 323-5423. 

4th Dimension 
With 4th Dimension, you can create anything from a simple database to 
a very advanced application. The graphical interface makes it easy to 
use and to customize your database. To help you with more complex 
applications, 4th Dimension comes with its own debugger. You should 
spend a fair amount of time studying and planning your database be­
fore you start to build it with 4th Dimension, because it can be difficult 
to change things once a database is built. 

System requirements: Mac Plus or later, 1MB of RAM with 2MB 
recommended. 

Suggested retail price: Developing package, $795. Run-time 
package: 1-user $125, 2-user $225, 4-user $595. 

Company: ACIUS, Inc., 10351 Bubb Road, Cupertino, CA 
95014; ( 408) 252-4444. 
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Omnis 5 
Along with 4th Dimension, Omnis 5 is one of the most powerful rela­
tional database software packages available for the Macintosh. If you 
are an experienced programmer, you will find Omnis 5 very fast and 
easy to use. And, if you plan to have several people on your staff enter­
ing data into the database at the same time, a database built in Omnis 5 
will usually respond the best. In many cases, the database tool does not 
have as many features as 4th Dimension, so that a beginner program­
mer may have more difficulty. Also, there is no built-in debugger to 
help you find any programming errors. 

System requirements: Mac Plus or better with 1MB or RAM. 
Hard disk with at least 1 MB available. 

Suggested retail price: $795, $99 per additional user. 

Company: Blythe Software, Inc., 1065 E. Hillsdale Blvd, Suite 300, 
Foster City, CA 94404; (800) 843-8615. 

Specialized Software 
everal different types of software can help you with the more 
specialized aspects of desktop marketing. Mapping software can 
help you to analyze information in a geographic context. Label­
generation software can aid in the creation and enhancement of 

mailing materials. Lead-tracking software is database management 
software that has been customized for the purpose of tracking leads 
and customers. 

GeoQuery 
GeoQuery automatically creates "smart maps" that will accurately clas­
sify and pinpoint the location of prospects or customers based on 
5-digit ZIP codes. It can import ASCII data from any database or 
spreadsheet and can link directly to MarketPlace data before it has 
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been "bought." You can generate summary and list reports for 
standard regions or any region you define. You can display the infor­
mation either as pinpoints or shade areas, based on aggregate 
information. 

The software comes with maps of the continental United States, Alaska, 
and Hawaii with state boundaries and all ZIP code locations. You can 
also purchase additional atlas files: individual states with county 
boundaries, six regional United States files with county boundaries, 
United States with Area of Dominant Influence (ADI) boundaries, 
United States with Designated Market Area (DMA) boundaries, and 
United States with Metropolitan Statistical Area (MSA) boundaries. 

System requirements: Mac Plus or better, with hard disk. 

Suggested retail price: $395, state maps $100, regional maps 
$250, specialized maps $475. 

Company: GeoQuery Corp., P.O. Box 206, Naperville, IL 60566; 
(708) 357-0535. 

Map Info 
Mapinfo will bring data in Excel spreadsheets, FoxBase/Mac or a tab­
delimited ASCII file like you get from exporting a MarketPlace file. 
You can view the information either as text, a graph, or a map, allowing 
you to choose whichever mode is more useful for your analytic pur­
pose. You c~ use the relational database that is created to link any 
record to a graphic that will appear on the map, to help you find 
specific types of places. 

Mapinfo comes with a map of the United States with state and ZIP code 
locations (but not boundaries). Mapinfo also has a wide variety of 
other maps available, including Streetlnfo, maps at street level detail 
that come with name and address ranges. It also has boundary maps 
for world, state, 3-digit ZIP codes 5-digit ZIP codes, block groups, coun­
ties, census tracts, 3-digit ZIP codes, counties, area codes, MCD, MSA, 
ADI, MA and others. 

System requirements: Macintosh Plus or better with 1MB RAM 
(2 recommended) and hard disk. 

Suggested retail price: $695. -324 
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Company: Maplnfo Corp., 200 Broadway, Troy, NY 12180; 
(800) 327-8627. 

MacEnvelope Plus 
With MacEnvelope Plus, you can completely automate your mail prepa­
ration, from envelope or label design to packaging and sacking. You 
can use any type of graphic or font to design your label. MacEnvelope 
Plus can also automatically compute and place bar codes on the enve­
lopes, which can save you money when you do bulk mailing. 

MacEnvelope Plus can handle up to 100,000 addresses and can sort 
them on many levels. The package can import any text file or files di­
rectly from many standard Macintosh products. It can print onto any 
of the leading label formats, including Avery, Dennison, and Moore 
labels. 

System requirements: Macintosh Plus or better, hard disk 
recommended. 

Suggested retail price: $250 ($187.50 if you buy directly from 
SYNEX). 

Company: SYNEX, 692 Tenth St., Brooklyn, NY 11215-4502; 
(718) 499-6293. 

MacLabel Pro 
MacLabel Pro can help you to print professional-looking labels very 
quickly. The package contains complete drawing tools so that you can 
easily add graphic elements to your labels, and a library of clip art is 
included. 

You can do a print merge with an existing database of any size, either 
in a database management, spreadsheet, or word processing program. 
You can also use a MarketPlace text file with MacLabel Pro. MacLabel 
Pro includes preset layouts for Avery Dot Matrix and Laser Labels. 
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System requirements: Macintosh Plus or better. 

Suggested retail price: $99.95. 

Company: Avery Commercial Products Division, 818 Oak Park 
Rd, Covina, CA 91724-3624; (800) 541-5507. 

C•A•T Ill (Contacts•Activities•Time) 
This product combines relational database technology, word- and 
forms-processing, with time management functions. C•A•T stores data 
on your business contacts (phone, FAX, address, personal and com­
pany profiles, etc.) and can retrieve files instantly by name, date, and 
subject. It lets you create and store graphical forms or form letters and 
automatically merge them with your database information. You can 
import data from text files, including MarketPlace text files. You can 
create simple graphics within the package or bring in graphics devel­
oped in other Macintosh products. 

System requirements: Macintosh 512E or better, 1MB of RAM, 
a hard drive. 

Suggested retail price: $495. 

Company: Chang Labs, 3350 Scott Blvd., #25, Santa Clara, CA 
95054; ( 408) 727-8096. 

TeleMagic 
TeleMagic is a sales lead-tracking system built in FoxBase+/Mac. It 
allows you to easily look up customers or prospects based on serial 
number, name, phone number, or any other field. You can include all 
the fields you need to track your specific type of customer. It can gen­
erate envelopes for direct mailing, including putting bar codes onto 
the envelopes to save money at the post office. 

System requirements: Mac Plus or better, 1MB of RAM, hard 
drive. 

-326 



Z·CR 

Software Options 

Suggested retail price: TeleMagic Professional $495, Personal 
TeleMagic (which lacks some features) $129. 

Company: Remote Control International, 5928 Pascal Court, 
Carlsbad, CA 92008; (619) 431-4000. 

If you plan to do mass direct mail efforts, it may be worth your while to 
subscribe to Z-CR. Z-CR is a CD-ROM that holds all the United States 
addresses, ZIP codes, and carrier-route numbers. You can use Z-CR to 
add carrier routes to any mailings you do from MarketPlace or any 
other databases. By adding carrier routes, you can save a considerable 
amount in postage costs. Because carrier routes change so frequently, 
the Postal Service requires that any carrier route products be sold on a 
subscription basis with a built-in expiration date after three months. 

System requirements: Mac Plus or better, 1MB RAM, hard disk 
recommended. 

Suggested retail price: Z-CR CD-ROM for one year $945, or Z-CR 
program $199 +floppy disks with carrier routes for states at $99 
per floppy disk. 

Company: Semaphore Corp., 207 Granada Dr., Aptos, CA 95003; 
( 408) 688-9200. 

-327 

X 

c 

w 



G L 0 S S A R Y 

This glossary covers terms used in 
desktop marketing as well as 
terms used in associated market­
ing activities. Many of the terms 
are provided for your reference 
in order to understand the special 
language used by practitioners of 
various specialty areas. 
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Action devices: Items and techniques used in a mailing to initiate 
the response desired. 

Active buyer: A buyer whose latest purchase was made within the 
last 12 months. (See Buyer.) 

Active customer: A term used interchangeably with "active 
buyer." 

Active subscriber: Someone who is presently committed for regu­
lar delivery of magazines, books, or other goods or services for a 
specific period of time. 

Actives: Customers on a list who have made purchases within a 
prescribed time period, usually not more than one year; subscrib­
ers whose subscriptions have not expired. 

Additions: New names, either of individuals or companies, added 
to a mailing list. 

Address coding guide (CG ): Contains the actual or potential 
beginning and ending house numbers, block group and/ or enu­
meration district numbers, ZIP codes, and other geographic codes 
for all city delivery service streets served by 3,154 post offices lo­
cated within 6,601 ZIP codes. 

Address correction requested: An endorsement which, when 
printed in the upper left-hand comer of the address portion of 
the mailing piece (below return address), authorizes the United 
States Postal Service to provide the known new address of a per­
son no longer at the address on the mailing piece. There is a fee 
for this service. 

A.D.I. (Area of Dominant Influence): Broadcaster's method of 
defining a market within its reach. 

A.I.D.A.: The most popular formula for the preparation of direct 
mail copy. The letters stand for get attention, arouse interest, 
stimulate desire, ask for action. 

Alphanumeric: A contraction of "alphabetic" and "numeric." Ap­
plies to any coding system that includes letters, numbers (digits), 
and special symbols such as punctuation marks. 

Audience: The total number of individuals reached by promotion 
or advertisement. 

-330 



Glossary 

Average order size: A simple arithmetic formula used to establish 
the average order size. The total revenue generated from a pro­
gram, divided by the total number of orders, will establish the 
average order size. 

Back end: The activities necessary to complete a mail order trans­
action once an order has been received and/ or the measurement 
of a buyer's performance after he or she has ordered the first 
item. It can also be used to define the measurement of prospects 
who became leads and their performance in purchasing. 

Bangtail: Promotional envelope with a second flap that is perfo­
rated and designed for use as an order blank. 

Beat-the-champ: A process where you establish a baseline or best 
performing promotion as the champ. You then continually test 
other promotions in hopes of finding a new champ. Also known 
as Control. 

Bill enclosure: Any promotional piece or notice enclosed with a 
bill, an invoice, or a statement not directed toward the collection 
of all or part of the bill, invoice, or statement. 

Bought list: A MarketPlace list that has been paid for with units 
from your meter. 

Bounce-back: An offer enclosed with mailing sent to a customer 
in fulfillment of an offer. 

Branches: Local company offices. 

BRC (business reply card): An addressed reply form that carries a 
postage payment guarantee or requires no envelope. It must be 
printed on .007 inch thick stock to pass postal regulations. 

BRE (business reply envelope): A preaddressed envelope with a 
postal payment guarantee, to hold a reply form. 

Break even: The point in a business transaction when income 
and expenses are equal. 

Broadcast media: A direct response source that includes radio, 
television, and cable TV. 

Brochure: A pamphlet, with especially planned layout, typogra­
phy, and illustrations. Term is also loosely used for any promo­
tional pamphlet or booklet. 
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Building a list: MarketPlace option that selects names from the 
CD-ROM that match the criteria defined by the user. 

Bulk mail: A category of third-class mail involving a large quantity 
of identical pieces that are sorted and classified before delivery to 
a post office. 

Business list: Any compilation or list of individuals or companies 
based upon a business-associated interest, inquiry, membership, 
subscription, or purchase. 

Buy list: A MarketPlace term for passing a user-defined list 
through the software meter, allowing the customer to use the list 
for mailings, telemarketing, or marketing analysis purposes. 

Buyer: Someone who has purchased from a company. 

C/ A: Change of address. 

Carrier route: Grouping of addresses based on the delivery route 
of each letter carrier. The average number of stops is 400 but 
may range from 100 to 2,500 to 3,000. In total, there are about 
180,000 carrier routes in the United States. 

Cash buyer: A buyer who encloses payment with order. 

Cash rider: Also called "cash up" or "cash option," wherein an 
order form offers installment terms, but a postscript offers the 
option of sending full cash payment with order, usually at some 
savings over installment price. 

Catalog: Any promotion that offers more than one product. Fre­
quently, a catalog is a book or booklet showing merchandise with 
descriptive details and prices. 

Catalog buyer: A person who has bought products or services 
from a catalog. 

Cell(s): In list terminology, a statistical unit or units. A group of 
individuals selected from the file on a consistent basis. 

Census tract: Small geographical area established by local com­
mittees, and approved by the Census Bureau, which contains a 
population segment with relatively uniform economic and social 
characteristics with clearly identifiable boundaries averaging 
approximately 1,200 households. 

-332 



Glossary 

Cheshire label: Specially prepared paper (in rolls, fanfold, or 
accordion-fold) used to produce names and addresses to be 
mechanically affixed, one at a time, to a mailing piece. 

Circulars: General term for printer advertisement in any form, 
including printed matter sent out by direct mail. 

Cleaning: The process of correcting and/ or removing a name 
and address from a mailing list, because it is no longer correct or 
because the name is to be shifted from one category to another. 
The term is also used in the identification and elimination of 
duplicate names on a house list. 

Clip art: Art and graphics that have already been designed and 
converted to electronic format. The art is combined in collec­
tions, often with a specific theme, and sold for anyone to use. 

Closed-face envelope: An envelope that is addressed on its face 
and does not have a die-cut window. 

Cluster selection: A selection routine based upon taking a group 
of names in a series, skipping a group, and taking another group, 
(i.e., a cluster selection on an nth name basis might be the first 10 
out of every 100 or the first 125 out of 175); a cluster selection 
using limited ZIP codes might be the first 200 names in each of 
the specified ZIP codes. 

Coding: 1) Identifying devices used on reply devices to identify 
the mailing list or other source from which the address obtained; 
2) a combination of letters and numbers used to classify charac­
teristics of an address. 

Collate: 1) To assemble individual elements of a mailing in 
sequence for inserting into a mailing envelope; 2) a program 
which combines two or more ordered files to produce a single 
ordered file. Also the act of combining such files. Synonymous 
with merges as in Merge/Purge. 

Commission: In the list-rental business, this is a percentage of the 
sale, by prior agreement, paid to the list broker, list manager, or 
other service arm for their part in renting a list. 

Compiled list: Name and addresses derived from directories, 
newspapers, public records, retail sales slips, trade show registra­
tions, etc., identifying groups of people with something in common. 
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Compiler: Organization which develops lists of names and ad­
dresses from directories, newspapers, public records, registrations, 
etc., identifying groups of people, companies, or institutions with 
something in common. 

Comprehensive: Complete and detailed layout of a printed piece. 
Also: "comp," "com pre," or "mechanical." 

Computer compatibility: Ability to interchange the data or pro­
grams of one computer system with another computer. 

Computer letter: Computer-printed letter that includes personal­
ized, fill-in information in predesignated positions. 

Computer personalization: Printing of letters or other promo­
tional pieces by a computer using names, addresses, special 
phrases, or other information based on data appearing in another 
file, usually a database file. The objective is to use the informa­
tion in the data file to tailor the promotional message to a specific 
individual. 

Computer record: All the information about an individual, com­
pany, or transaction stored in a data file. 

Computer service bureau: An internal or external facility provid­
ing general or specific data processing services. 

Consumer list: A list of names (usually, home addresses) that has 
been compiled, or is based on a common inquiry, membership, 
subscription, or buying activity. 

Contact: Each time a target is reached by mail, phone, or in per­
son. Multiple contacts may be necessary to accomplish a single 
sale. 

Continuation: The next step after a list test. If the test proved 
responsive within established financial parameters, the list should 
be reordered. 

Continuity program: Products or services bought as a series of 
small purchases, rather than all at one time. Generally based on 
a common theme and shipped at regular or specific time intervals. 

Continuous form: Paper forms designed for computer printing 
that are folded and sometimes perforated, at predetermined verti­
cal measurements. These may be letters, vouchers, invoices, 
cards, etc. -334 • 
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Contributer list: Names and addresses of persons who have given 
to a specific fund raising effort. (See Donor list.) 

Control: A baseline package or program against which other 
packages or programs can be measured. 

Controlled circulation: Distribution of a publication at no charge 
to individuals or companies on the basis of their titles or occupa­
tions. Typically, recipients are asked from time to time to verify 
the information that qualifies them to receive the publications. 

Controlled duplication: See Merge/purge. 

Conversion: 1) Process of changing from one method of data 
processing to another, or from one data processing system to an­
other. Synonymous with reformatting. 2) To secure specific ac­
tion such as a purchase or contribution from a name on a mailing 
list or as a result of an inquiry. 3) First-time subscriber renewal. 

Co-op mailing: A mailing of two or more offers included in the 
same envelope, with each participating mailer sharing mailing 
costs according to some predetermined formula. 

Cost per inquiry (C.P.I.): A simple arithmetic formula derived by 
dividing the total cost of a mailing or an advertisement by the 
number of inquiries received. 

Cost per order (C.P.O.): A simple arithmetic formula derived by 
dividing the total cost of a direct marketing campaign by the num­
ber of orders received. Similar to cost per inquiry, except based 
on actual orders rather than inquiries. 

Cost per thousand (C.P.M.): Refers to the total cost per thou­
sand pieces of any part or the entire direct mail program. 

Coupon: Part of an advertising promotion piece intended to 
be filled in by the inquirer or customer and returned to the 
advertiser. 

Customer: An individual who has purchased product(s) or 
service(s) from you. 

Data: A representation of facts, concepts, or instructions in a 
formal manner suitable for communication, interpretation, or 
processing by manual or automatic means. 
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Data field: One of the types of information attached to each 
record in a database: for example, annual sales or ZIP code. 

Database: A collection of records or information. For the pur­
poses of desktop marketing, a database holds names and market­
ing information on customers or prospects, as well as having the 
means to store further information and to extract information as 
needed. 

Database management software: Software that allows you to orga­
nize, sort, and manipulate data records on your computer. 

Deadbeat: One who has ordered a product or service and, with­
out just cause, hasn't paid for it. 

Decoy: A unique name especially inserted in a rented mailing list 
by the list owner to verify use. 

Demographics: Socioeconomic characteristics pertaining to geo­
graphic unit (county, city, sectional center, ZIP code, group of 
households, education, ethnicity, income level, etc.) 

Desktop marketing: Desktop marketing is the active pursuit, tar­
geting, and maintenance of customers using a personal computer 
and a wide selection of software tools such as lead generation, 
word processors, database management, lead-tracking tools, 
spreadsheets, and desktop publishing. 

Desktop publishing software: Software designed to create pub­
lishable materials, such as flyers, ads, or brochures. The software 
gives you control of layout of text and graphics and the overall 
appearance of the final version. 

Dimensional mailings: Large three-dimensional mailings; gener­
ally packages or thick letters that have a tendency to be put on the 
top of a prospect's mail pile. 

Direct mail advertising: Any promotional effort using the Postal 
Service, or other direct delivery service, for distribution of the 
advertising message. 

Direct response advertising: Advertising, through any medium, 
designed to generate a response by any means (such as mail, 
telephone, or telegraph) that is measurable. 

DMA: Direct Marketing Association, a trade association for direct 
marketing. -336 
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DMA Mail Preference Service: See Mail Preference SeiVice. 

Donor list: A list of persons who have given money to one or 
more charitable organizations. Synonymous with Contributor list. 

Doubling day: A point in time established by previous experience 
when 50% of all returns to a mailing will have been received. 

Dummy: 1) A fictitious name with a mailable address inserted 
into a mailing list to check on usage of that list, similar to Decoy. 
2) See Mechanical. Dupe (Duplication): Appearance of identical 
or nearly identical names more than once on a file. 

Duplication elimination: See Merge/purge. 

Editing rules: Specific rules used in preparing name and address 
records that treat all elements in the same way at all times. Also, 
the rules for rearranging, deleting, selecting, or inserting any 
needed data, symbols, and/ or characters. 

Establishment: A single location where business is conducted or 
where services or industrial operations are performed. 

Expiration: A subscription that is not renewed. 

Expiration date: The date a subscription expires. 

Expire: A former customer who is no longer an active buyer. 

Field: One of the types of information attached to each record in 
a database. Also the reserved area in a database management sys­
tem that serves a similar function in all records of the file. 

File maintenance: See List maintenance. 

Fill-in: A name, address, or other words added to a preprinted 
letter. 

First-time buyer: Someone who buys a product or seiVice from a 
specific company for the first time. 

Fixed field: A way of laying out or formatting list information in a 
compute file that puts every piece of data in a specific position 
relative to every other piece of data, and limits the amount of 
space assigned to that data. If a piece of data is missing from an 
individual record, or if its assigned space is not completely used, 
that space is not filled (every record has the same space and the 
same length.) Any data exceeding its assigned space limitation 
must be abbreviated. -337 
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Flat-nle database: A flat-file database has a rigid structure consist­
ing of a series of records with the same number of fields (which 
may or may not contain data). It differs from a relational data­
base in that it isn't set up with tables which you can link together. 

Fonner buyer: Someone who has bought one or more times from 
a company but with no purchase in the last twelve months. 

Frequency: The number of times an individual has ordered 
within a specific period of time. (See Monetary value and 
Recency.) 

Front end: Direct marketing activities that occur prior to getting 
an order or contribution. 

Full print: 'When the addressee, salutation, and all of the body 
copy are generated by the computer printer one at a time. 

Function addressing: Addressing an envelope or letter according 
to the functional duties an individual performs rather than the 
title or name. It is used when mailing to business lists when there 
is no individual name. 

Geo code: Symbols used to identify geographic entities (state, 
county, ZIP code, SCF, tract, etc.) 

Geographies: Any method of subdividing a list based on geo­
graphic or political subdivisions (ZIP Codes, sectional centers, 
cities, counties, states or regions.) 

Gimmick: Attention-getting device, usually dimensional, attached 
to a direct mail printed piece. 

Guarantee: A pledge by the seller guaranteeing satisfaction and 
specifying the terms by which the seller will make good that 
pledge. 

Headquarters: The center of a company's operation or adminis­
tration. In MarketPlace, parent companies appear in this data 
field. 

Hot-line list: The most recent names available on a specific rental 
list, that are no older than three months. Companies renting lists 
should specify whether the "hot-line" list is weekly, monthly, etc. 
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House list: Any lists of names owned by a con1pany as a result of 
compilation, inquiry, or buyer action, or acquisition, that is used 
to promote that company's products or services. 

House-list duplicate: Duplication of name and address records 
between a company's own lists and any other list the company is 
mailing to. 

Indicia: Imprint on the outgoing envelope to denote payment of 
postage. 

Influencer: In the business-to-business environment, a person 
who is involved in the buying decision process but not the deci­
sion maker. They can influence the decision but not make it 
themselves. 

Inquirer: One who has asked for literature or other information 
about a product or service. Unless otherwise stated, it is assumed 
no payment has been made for the literature or other informa­
tion. 

Insert: Refers to a promotional piece inserted into an outgoing 
package or invoice. 

Installment buyer: Someone who orders goods or services and 
pays for them in two or more periodic payments after their 
delivery. 

K (Kilobytes): Used in reference to computer storage capacity, 
means 1,000 bytes of storage. 

Key Code (Key): A group of letters and/or numbers, colors, or 
other markings, used to identify a specific mailing in order to 
measure the effectiveness of specific media, lists, advertisement, 
offers, etc. 

Label: Piece of paper containing the name and address of the 
recipient that is applied to a mailing for address purposes. 

Layout: 1) Artist's sketch showing relative positioning of illustra­
tions, headlines, and copy. 2) The positioning of subject matter 
on a press sheet for most efficient production. 3) The designing 
of database management data structures and reporting formats. 
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Lead: A prospect that has been qualified and turned over to sales 
for contact and closing. 

Letterhead: The design on a letter that identifies the sender. 

Lettershop: A business organization that handles the mechanical 
details of mailings such as addressing, imprinting, collating, fold­
ing, and preparing for mailing according to postal regulations. 
Most lettershops offer some printing facilities and many offer 
some degree of creative and other direct mail-related services. 

Lifestyle: Categorization of consumers based on where they live, 
the types of things they do, the things they buy, etc. There are 
several different lifestyle categorization schemes. 

Lifetime value: Measurement of the long-term dollar value of a 
customer, subscriber, donor, etc. This figure is essential when 
evaluating initial costs to bring in a customer against the lifetime 
proceeds. 

List: Names and addresses of individuals and/or companies hav­
ing common interests, characteristics, or activities. 

List broker: A specialist who makes all necessary arrangements 
for one company to use the list(s) of another company. A 
broker's services may include most, or all, of the following: re­
search, selection, recommendation, and subsequent evaluation. 

List buyer: Technically, this term should apply only to someone 
who actually buys mailing lists. In practice, however, it is used to 
identify anyone who rents mailing lists for one time use. 

List cleaning: See Cleaning. 

List compiler: See Compiler. 

List exchange: A barter arrangement between two companies for 
the use of mailing list(s). This may include: list for list, list for 
advertising space, or list for a comparable value-other than 
money. 

List maintenance: Any manual, mechanical, or electronic system 
for keeping name and address records (with or without other 
data) up-to-date at any specific point in time. See Update. 
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List manager: Someone who, as an employee of a list owner or as 
an outside agent, is responsible for the use, by others, of a specific 
mailing list. The list manager generally serves the list owner in 
several or all of the following capacities: list maintenance (or ad­
vice thereon), list promotion and marketing, list clearance and 
record keeping, collecting for use of the list by others. 

List owner: Someone who, by promotional activity or compila­
tion, has developed a list of names having something in common; 
or someone who has purchased (as opposed to rented, repro­
duced, or used on a one-time basis) such a list from the 
developer. 

List rental: An arrangement whereby a list owner furnishes names 
to a mailer, with the privilege of using the list on a one-time basis 
only (unless otherwise specified in advance). For this privilege, 
the list owner is paid a royalty by the mailer. 

List royalty: Payment to list owners for the privilege of using their 
names on a one-time basis. 

List sample: A group of names selected, usually randomly, from a 
list in order to evaluate the responsiveness of that list. 

List segmentation: See List selection. 

List selection: Characteristics used to define smaller groups 
within a list or database (essentially, lists within a list). Although 
very small, select groups may be very desirable and may substan­
tially improve response. 

List sequence: The order in which names and addresses appear 
in a list. While most lists today are in ZIP code sequence, some 
are alphabetical by name within the ZIP code, others are in car­
rier sequence (postal delivery), and still others may (or may not) 
use some other order within the ZIP code. Some lists are still 
arranged alphabetically by name and chronologically, and in 
many other variations or combinations. 

List sort: Process of putting a list in specific sequence or no 
sequence. 

List source: The media used to acquire names: direct mail, space, 
TV, radio, telephone, etc. 
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List test: Part of a list selected to try to determine the effective­
ness of the entire list. See List sample. 

List user: Someone who uses names and addresses on someone 
else's list as prospects for his product or service; similar to Mailer. 

Load up: Method of offering a buyer the opportunity to buy an 
entire series at one time, after the customer has purchased the 
first item in that series. 

M: Refers to a 1,000 measurement unit, as in CP/M cost per 
thousand. 

Magnetic tape: A computer storage device primarily for main­
frame and minicomputers that electronically records and repro­
duces defined bits of data. Processing via computer tape is 
restricted to sequential processing of the information. 

Mail date: The date by which a rental list user is obligated to 
have mailed a list. No other date is acceptable without specific 
approval of the list owner. 

Mail merge: Combining a database of names and addresses with a 
text file, such as a cover letter, to create personalized mailings. 

Mailer: 1) A direct mail advertiser who promoted a product or 
service using lists. 2) A printed direct mail advertising piece; 
3) a folding carton, wrapper, or tube, used to protect materials in 
the mail. 

Mailgram: A combination telegram-letter, with the telegram 
transmitted to a postal facility close to the addressee and then 
delivered as first-class mail. 

Mailing list: See List. 

Mailing machine: A machine that attaches address labels, inserts 
printed pieces into envelopes, affixes postage to pieces, and other­
wise prepares pieces for mailing. They are usually found in 
lettershops. 

Mail-order buyer: Someone who orders, and pays for, a product 
or service through the mail. Generally, an order telephoned in 
response to a direct response advertisement is considered a direct 
substitute for an order sent through the mail. 
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Mail Preference Service (MPS ): A seJVice of the Direct Marketing 
Association wherein consumers can request to have their names 
removed from, or added to, mailing lists. These names are made 
available to both members and nonmembers of the association. 

Mapping software: Software that allows you to bring in data with 
some type of geographic content (usually ZIP codes) and will then 
accurately place the data on a ready-made map. 

Master f'de: File that is of a permanent nature or regarded in a 
particular job as authoritative, or one that contains all subfiles. 

Match: A direct mail term used to refer to the typing of personal­
ized addresses, salutations, or comments onto letters in which 
other copy has been imprinted by a printing process. 

Match code: A code determined either by the creator or the user 
of a file for matching duplicate records contained in another file. 

Match f'ill: Mter the body copy of a letter has been typeset and 
preprinted by a printer, the process of using computer printing to 
add an address, salutation, and perhaps some specific information 
in the body of the letter to simulate a personal letter. 

MB (Megabyte): Used in reference to computer storage capacity, 
meaning a million bytes of storage. 

Mechanical: A mock-up giving a preview of a printed piece, show­
ing placement and nature of the material to be printed. 

Merge/purge: A method by which names and addresses from two 
or more lists are matched (usually by computer) in order to elimi­
nate or limit extra mailings to the same name and address. 

Meter: MarketPlace has a software meter that is installed on a 
computer hard disk to allow users to "buy" a list before using 
it. The meter can be filled with meter refills in 5,000 unit 
increments. 

Micro VISion: A lifestyle categorization schema developed by 
Equifax, Inc. MicroVision describes each ZIP+4 in the United 
States by modeling more than 100 variables, including credit­
related data and comprehensive demographic information, to 
create 48 unique market segments that share common interests, 
purchasing patterns, and financial behavior. 

-343 

a: 

<C 

0 



Desktop Marketing with the Macintosh 

Monetary value: Total expenditures by a customer during a spe­
cific period of time, generally 12 months. 

MSA (Metropolitan Statistical Areas): A United States Govern­
ment designation for areas that comprise one or more counties 
containing a city of at least 50,000 population, or an urbanized 
area of at least 50,000 with total metropolitan area population of 
at least 100,000. 

Multiple buyer: One who has bought two or more times over two 
or more time periods; also called a Multibuyer or Repeat buyer. 

Name: Single entry on a mailing list. 

Name acquisition: Technique of soliciting a response to obtain 
names and addresses for a mailing list. 

Name-removal service: Portion of Mail Preference Service offered 
by the Direct Marketing Association wherein a consumer is sent a 
form which, when filled in and returned, constitutes a request to 
have the individual's name removed from all mailing lists used by 
participating members of the Association and other direct mail 
users. 

NECMAs (New England County Metropolitan Areas): NECMAs 
designate county-based urban regions in New England, because 
MSAs in New England are actually defined in terms of cities or 
towns rather than counties. MarketPlace uses NECMAs in New 
England to offer consistent metro data across the United States. 

Negative option: A buying plan in which a customer or club 
member agrees to accept and pay for products or services an­
nounced in advance at regular intervals unless the individual 
notifies the company, within a reasonable time after each an­
nouncement, not to ship the merchandise. 

Nesting: Placing one enclosure within another before inserting 
into a mailing envelope. 

Net name arrangement: An agreement whereby a list owner 
agrees to accept adjusted payment for less than the total names 
rented to a list user, usually to make up for names that duplicate 
the list user's customers names. Such arrangements can be for a 
percentage of names shipped or names actually mailed (which­
ever is greater) or for only those names actually mailed (without a 
percentage limitation). -344 



Glossary 

Nixie: A mailing piece returned to a mailer by the Postal Service 
because of an incorrect, or undeliverable, name and address. 

No-pay: Someone who hasn't paid (wholly or in part) for goods 
or services ordered. 

North/south labels: Mailing labels that read from top to bottom 
and can be affixed with Cheshire equipment. 

Novelty fonnat: An attention-getting direct mail format. 

Mh name selection: A fractional unit that is repeated in sampling 
a mailing list. For example, in an "every lOth" sample, you would 
select the 1st, 11th, 21st, 31st, etc., records. 

OCR (Optical character recognition): Machine identification of 
printed characters through use of light sensitive devices. 

Offer: The terms promoting a specific product or service. 

One-time buyer: A buyer who has not ordered a second time 
from a given company. 

One-time use of a list: An intrinsic part of normal list use, list 
reproduction, or list exchange agreements in which it is agreed 
that the mailer will not use the names on the list more than one 
time without specific prior approval of the list owner. 

Optical scanner: An input device that optically reads a line of 
printed characters and converts each character into its electronic 
equivalent for processing. It can also be used to convert pictures, 
photographs, or other graphical images to an electronic format 
that can be used in software packages. 

Order-blank envelopes: An order form printed on one side of a 
sheet, with a mailing address on the reverse, The recipient simply 
fills in the order, folds it, and seals it like an envelope. 

Order card: A reply card used to initiate an order by mail. 

Order fonn: A printed form on which a customer can provide 
information to initiate an order by mail. It is designed to be 
mailed in an envelope. 

Package: A term used to describe all of the assembled enclosures, 
parts, or elements of a direct mailing effort. 
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Package insert: Any promotional piece included in a product 
shipment. It may be for different products (or refills and replace­
ments) from the same company or for products and services or 
other companies. 

Package test: A test of part, or all, of the elements of one mailing 
piece against another. 

Paid circulation: Distribution of a publication to individuals or 
organizations that have paid for a subscription. 

Peel-off label: A self-adhesive label attached to a backing that is 
attached to a mailing piece. The label is intended to be removed 
from the mailing piece and attached to an order blank or card. 

Penetration: Relationship of the number of companies, individu­
als or households on a particular list (by state, ZIP code, SIC, etc.) 
compared to the total number possible. 

Per Inquiry (P .I.): A payment method in the direct marketing 
industry. The user agrees to pay for media services based on a 
per-lead or per-sale basis. 

Personalization: Individualizing of direct mail pieces by adding 
the name or other personal information about the recipient. 

Phone list: Mailing list compiled from names listed in telephone 
directories. 

Piggy-back: An offer that hitches a free ride with another offer. 

Positive option: A method of distributing products and services 
incorporating the same advance notice techniques as Negative 
option, but requiring a specific order each time from the member 
or subscriber. Generally, more costly and less predictable than 
Negative option. 

Postal Service Prohibitory Order: A communication from the 
Postal Service to a company indicating that a specific person and/ 
or family considers the company's advertising mail to be pander­
ing. The order requires the company to remove from its own 
mailing list and from any other lists used to promote the 
company's products or services all names listed on the order. 
Violation of the order is subject to fine and imprisonment. 
Names listed on the order are to be distinguished from those 
names removed voluntarily by the list owner at an individual's 
request. -346 
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Postcard: Single-sheet self-mailers on card stock. 

Postcard deck: Offerings from many different companies printed 
on 3x5 cards, gathered together in an envelope or cellophane 
wrapper, and mailed to a specific list. The card deck is extremely 
easy to respond to, because each card also serves as its own busi­
ness reply card. 

Postcard mailers: Booklet containing business reply cards that are 
individually perforated for selective return, to order products or 
obtain information. 

Premium: An item offered to a buyer, usually free or at a nominal 
price, as an inducement to purchase or obtain for trial a product 
or service offered via mail order. 

Premium buyer: Someone who buys a product or service to get 
another product or service (usually free or at a special price), or 
who responds to an offer of a special product (premium) on the 
package or label (or sometimes in the advertising) of another 
package. 

Presort: Refers to presorting of mail to carrier route by ZIP codes 
and preparing it to specifications established by the United States 
Postal Service. Properly executed, the mailing receives a dis­
counted postal rate. 

Program: 1) A sequence of steps to be executed by the computer 
to solve a given problem or achieve a certain result; 2) a sequence 
of direct marketing activities that identifies a direct marketing 
effort to sell products or generate leads. 

Prospect: 1) A responder to a desktop marketing program, con­
sidered to be a potential buyer for a given product or service and 
who has not previously made such a purchase. 2) A group of tar­
gets that meet your predetermined qualification criteria and are 
included in ongoing marketing programs. 

Prospecting: Using direct marketing to get leads for further sales 
contact. 

Publisher's letter: A second letter enclosed in a mailing package 
to stress a specific selling point. Also called a buck slip or lift 
memo. 
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Purge: The process of eliminating duplicates and/ or unwanted 
names and addresses from one or more lists. 

Questionnaire: A printed form to a specified audience to solicit 
answers to specific questions. 

Recency: The latest purchase or activity recorded for an indi­
vidual or company on a specific customer list. See Frequency and 
Monetary Value. 

Record: The collection of information about a single business 
establishment or household. 

Reformatting: Changing a magnetic tape format from one ar­
rangement to another, more usable format. Synonymous with 
Conversion. 

Relational database: Information in a relational database is stored 
in tables, which can be linked together through a common field, 
such as customer name or account number. 

Renewal: A subscription that has been renewed prior to expira­
tion or within six months thereafter. 

Rental: See List rental. 

Repeat buyer: See Multiple buyer. 

Reply card: A sender-addressed card, included in a mailing on 
which the recipient may indicate his response to the offer. 
Synonymous with Order card. 

Reply-0-Letter: One of a number of patented direct mail formats 
for facilitating replies from prospects. It features a die-cut open­
ing on the face of the letter and a pocket on the reverse. An 
addressed reply card is inserted in the pocket, and the name and 
address shows through the die-cut opening. It can be used with 
Image Writers. 

Reproduction right: Authorization by a list owner for a specific 
mailer to use that list on a one-time basis. 

Response rate: Percent of returns or inquiries from a mailing. 

Return envelopes: Addressed reply envelopes, either stamped or 
unstamped, included with a mailing. 
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Return on investment (ROI): The evaluation of return on in­
vested capital. In desktop marketing, often loosely described as 
the return (income) based on the dollars expended in a desktop 
campaign. 

Return Postage Guaranteed: A legend imprinted on the address 
face of envelopes or other mailing pieces when the mailer wishes 
the Postal Service to return undeliverable third-class bulk mail. 
A payment equivalent to the single piece, first-class rate must be 
made for each piece returned. See List cleaning. 

Return requested: An indication that a mailer will compensate 
the Postal Service for the return of an undeliverable mailing 
piece. 

Returns: 1) Responses to a direct mail program; 2) returns of 
products shipped to customers on free or limited trials that are 
not purchased. 

RFMR: Abbreviation for recency-frequency-Monetary-Value 
ratio, a formula used to evaluate the sales potential of names on a 
mailing list. 

Roll out: To mail the remaining portion of a mailing list after 
successfully testing a portion of that list. 

Rough: Dummy or layout in sketchy form with a minimum of 
detail. 

Royalties: Sum paid per unit mailed or sold, for the use of a list, 
imprimatur, p(\tent, etc. 

Running charge: The price a list owner charges for names that 
are run or passed through the computer, usually for some type of 
analysis. When such a charge is made, it is usually to cover extra 
processing costs. 

Salting: Deliberate placing of decoy or dummy names in a list to 
trace list use and delivery. See Decoy or Dummy. 

Sample buyer: Someone who sends for a sample product, usually 
at a special price or for a small handling charge, but sometimes 
free. 

Sample package: An example of the package to be mailed by the 
list user to a particular list. Such a mailing piece is submitted to a 

-349 

>-

a: 

(/) 

(/) 

0 

....I 



Desktop Marketing with the Macintosh 

list owner for approval prior to commitment for one-time use of 
the list. Although a sample package may, due to time pressure, 
differ slightly from the actual package used, the list owner agree­
ment usually requires the user to reveal any material differences 
when submitting the sample package. 

SCF (Sectional Center): A Postal Service distribution unit com­
prising different post offices whose ZIP codes start with the same 
first three digits. · 

Selection criteria: Definition of characteristics that identify 
segments or subgroups within a list. 

Self-mailer: A direct mail piece mailed without an envelope. 

Seven point: The minimum paper thickness (.007 inches) the 
United States Postal Service allows for use as a post card for mail­
ing purposes. 

Sheet-fed forms: A standard cut form for use in LaserWriter 
printers. Also referred to as cut-sheet forms. 

Shopper Type: One of the selection criteria in MarketPlace: 
Household. It categorizes households into one of nine types of 
shoppers. 

S.I.C. (Standard Industrial Classification): A United States De­
partment of Commerce system that organizes all types of business 
in the United States economy. Each business establishment is 
classified according to its primary activity. For a complete SIC 
manual contact any Government Printing Procurement Office or 
contact: National Technical Information Service, 5285 Port Royal 
Road, Springfield, VA 22151, order# PB 87-100012. 

SMSA (Standard Metropolitan Statistical Area): Major metropoli­
tan areas as set forth by the government that are used by the print 
publications to define and compare markets. See also AD I. 

Software: A set of programs, procedures, and associated docu­
mentation concerned with operation of a data processing system. 

Solo mailing: A mailing promoting a single product or a limited 
group of related products. It usually consists of a letter, brochure, 
and reply device enclosed in an envelope. 
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Source code: Unique alphabetic and/or numeric identification 
for distinguishing one list or media source from another. See Key 
code. 

Source count: The number of names and addresses in any 
given list, for the media (or list sources) from which names and 
addresses were derived. 

Split test: Two or more samples from the same list-each consid­
ered to be representative of the entire list-used for package tests 
or to test the homogeneity of the list. 

Step up: The use of special premiums to get a mail order buyer to 
increase his or her unit of purchase. 

Stock art: See Clip art. 

Stock formats: Direct mail formats with preprinted illustrations 
and/or headings to which a company can add its own copy. 

Stopper: Advertising slang for a striking headline or illustration 
intended to attract immediate attention. 

Stuffer: Advertising enclosures placed in other media, e.g., news­
papers, merchandise packages, mailings for other products, etc. 

Subscriber: Individual who has paid or has qualified to receive a 
periodical or some other ongoing service. 

Syndicated mailing: Mailing prepared for distribution by firms 
other than the manufacturer or syndicator. 

Tag: To mark a record in a database with a definitive criteria that 
allows for subsequent selection or suppression. 

Tape layout: A simple "map" of the data included in each record 
and its location. 

Tape record: All of the information about an individual or com­
pany contained on a specific magnetic tape. 

Target: A household or business selected as the recipient of some 
form of marketing effort. 

Teaser: An advertisement or promotion planned to elicit curios­
ity about a later advertisement or promotion. 
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Desktop Marketing with the Macintosh 

Telemarketing: Using the telephone as a marketing medium 
staffed with scripted communicators. 

Telephone Preference Service (TPS ): A setvice of the Direct Mar­
keting Association for consumers who wish to have their names 
removed from national telemarketing lists. The name-removal 
file is made available to subscribers on a quarterly basis. 

Telesales: Using the telephone as a marketing support tool, 
staffed by communicators or sales people that have product 
knowledge and some selling skills. 

Test panel: A term used to identify each of the parts or samples 
in a split test. 

Throwaway: An advertisement or promotional piece intended for 
widespread free distribution. Generally printed on inexpensive 
paper stock and most often distributed by hand to passers-by or 
from house-to-house. 

Tie.in: Cooperative mailing effort involving two or more 
advertisers. 

Till Forbid: An order for continuing service that is to continue 
until specifically cancelled by the buyer. 

Tide: A designation before or after a name to more accurately 
identify an individual. (Prefixes: Mr., Mrs., Dr., Sister, etc.; suf­
fixes: M.D.,Jr., President, Sales Manager, etc.) 

Tide addressing: Addressing an envelope or letter according to 
the title of the desired recipient when mailing to a business list, 
rather than to an individual name. 

Tip-on: An item glued to a printed piece. 

Token: An involvement device, often consisting of a perforated 
portion of an order card designed to be removed from its original 
position and placed in another designated area on the order card, 
to signify a desire to purchase the product or service. 

Traffic builder: A direct mail piece in tended primarily to attract 
recipients to the mailer's place of business. 
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Trial buyer: Someone who buys a short-term supply of a product, 
or buys the product with the understanding that it may be exam­
ined, used, or tested for a specified time before deciding whether 
to pay for it or to return it. 

Trial subscriber: A person ordering a publication or service on a 
conditional basis. The condition may relate to delaying payment, 
a right to cancel, a shorter than normal term, and/or a special 
introductory price. Unbought list: A MarketPlace list that has not 
been paid for with units from the meter. 

Unit of sale: Description of the average dollar amount spent by 
customers on a mailing list. 

Universe: Total number of individuals that might be included on 
a mailing list; all of those fitting a single set of specifications. 

Update: Recent transactions and current information added to 
the master (main) list to reflect the current status of each record 
on the list. 

Up front: Securing payment for a product offered by mail order 
before the product is sent. 

Variable field: A way of laying out database information that as­

signs a specific sequence to the data but doesn't assign it specific 
positions or lengths. While this method conserves space, it is 
generally more complicated to work with. 

Verification: The process for determining the validity of an order 
by sending a questionnaire to the customer. 

White mail: Incoming mail that is not a form sent out by the 
advertiser; all mail other than orders or payments. 

Wmdow envelopes: Envelopes with a die-cut portion on the front 
that permits viewing the address printed on an enclosure. The 
"die-cut window" may or may not be covered with transparent 
material. 

ZIP Code: A group of five digits used by the United States Postal 
Service to designate specific post offices, stations, branches, build­
ings, or large companies. 
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Desktop Marketing with the Macintosh 

ZIP code sequence: Arranging names and addresses in a list 
according to the numeric progression of the ZIP code in each 
record. This form of list formatting is mandatory for mailing bulk 
third-class mail, based on the sorting requirements of the Postal 
Service. 

ZIP+4: A group of nine digits used by the United States Postal 
Service to designate one side of a block. There are currently over 
28 million ZIP+4s in the United States. 
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Symbols 

1-2-3 for Macintosh, 320 
4th Dimension, 322 

A 

A/B split test, 216-217 
accounting software, 7 
action devices, 330 
active buyer, 330 
active customer, 330 
additions, 330 
address coding guide ( CG), 330 
address correction requested, 330 
addressing 

envelopes, 166-168 
function, 338 
title, 352 

ADI (Area of Dominant Influence), 
330 

age, selection criterion, 107 
Annual Sales selection criterion, 82-84 
Area Codes selection criterion, 95-96 
audience, 330 
average order size, 331 

B 

bangtail, 331 
basic payment offers, 50-51 
beat-the-champ process, 331 
benefits 

of databases, 237-238 
of Macintosh, 4-5 
of offers, 48 

bill enclosure, 331 
bought list, 331 
bounce back offer, 331 
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brochures, 331 
direct mail campaigns, 153-154 

color, 178 
creating, 177-180 
layout, 178-180 
size, 178 

budgeting 
direct mail, 277-281, 292, 305 
fulfillment, 284, 294, 307 
telemarketing, 211-213, 282-283, 

293,306 
build-up-the-sale offers, 63-64 
bulk mail, 332 
business letters, 155 
business lists, 332 
business reply card (BRC), 331 
business reply envelope (BRE), 331 
buy list, 332 
buyers 

c 

installment, 339 
multiple, 344 
one-time, 345 
premium, 347 
sample, 349 
trial, 353 

carrier route, 332 
cash rider, 332 
CAT III, lead-tracking software, 

250-254, 326 
catalogs, 332 

direct mail campaigns, 163-164 
categorizing customers, 255-257 
CD-ROM,8 

Z-CR, 327 
cells,332 
census tract, 332 
cheshire label, 333 
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circulars, 333 
cleaning process, 333 
clip art, 333 
clip-art software, 8 
closed-face envelope, 333 
club offers, 65-71 
cluster selection, 333 
co-op mailing, 335 
coding, 333 

desktop marketing tests, 218 
collating,333 
color brochures, 178 
commercial databases, 127 
commission, 333 
compiled lists, 126, 333 
compilers, 334 
computer compatibility, 334 
computer record, 334 
computer service bureau, 334 
consumer list, 334 
contact, 5 
continuity 

offers, 65-71 
program, 334 

continuous forms, 334 
contributer list, 335 
control program, 335 
controlled circulation, 335 
conversion, 335 
copywriters, direct mail 

campaigns, 187 
cost per inquiry (CPI) formula, 335 
cost per order (CPO) formula, 335 
costs 

assessing, 224 
marketing campaign, 42 
of orders, 226-227 
per response, 226 

coupons, 335 
credibility of offers, 4 7-48 

custom analysis, 138-140 
customers, 335 

active, 330 
defining, 76-77 

household prospects, 104-110 
list selection options, 113-115 
MarketPlace Business, 77-104 
with multiple selection 

criteria, 110-112 
finding, 25 
maintaining 

categorizing, 255-257 
customer lists, 239-241 
databases, 237 
leads, tracking, 248-254 
order management databases, 

242-248 
new customer planning worksheet, 

269-271' 276, 303 
target, 5 
value and worth worksheet, 

262-265, 274, 301 

D 
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data, 335 
data field, 336 
Data Options selection criterion, 96-97 
database software, 7, 320-323, 336 
databases, 127, 336 

benefits, 237-238 
CAT III, 250-254 
customer, 239-240, 257-259 

merging names, 241 
purging names, 241 

flat-file, 338 
order management, 242-248 

data entry form, 246-247 
mailing label layout, 24 7 
quote layout, 24 7 
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relational, 348 
updating,258 

decoys, 336 
defining 

customers, 76-77 
with multiple selection 

criteria, 110-112 
household prospects, 104-110 
products/services, 37-38 

demographics, 336 
desktop marketing, 336 

definition, 4 
preparation 

defining products/ services, 
37-38 

evaluating current marketing 
system, 31-37 

financial considerations, 41-44 
fulfilling programs, 39-41 
positioning products, 38-39 

testing 
A/B split test, 216-217 
analyzing, 224-233 
coding, 218 
frequency, 220-221 
frequent contacts, 221-222 
lists, 218-219 
offers, 219 
setting up, 217-218 
timing, 222-224 

desktop publishing software, 7, 
317-319, 336 

dimensional mailings, 336 
direct mail, 20-21, 336 

brochures, 153-154 
creating, 177-181 
layout, 178-180 

budgeting worksheet, 277-281, 
292,305 

commercial printers, 187 
copywriters, 187 -358 

envelope printers, 188 
envelopes, 152-153 

creating, 165-171 
postage, 169-171 

formats 
business letters, 155 
catalogs, 163-164 
dimensional mailings, 158-160 
letter packages, 156-157 
lettergrams, 163 
oversize packages, 157-158 
self-mailers, 161-162 

graphic artists, 186-187 
letters, 153 

creating, 171-177 
personalizing, 174-176 
postscripts, 173 
printing, 176-177 

lettershops, 188-189 
mail houses, 188-189 
packaging, 26 
reply devices, 154 

Business Reply Card (BRC), 
184 

business reply envelope 
(BRE), 184 

creating, 181-185 
telemarketing, combining, 

210-211 
testing, 219 

direct marketing 
contacts, 18 
customers 

finding, 25 
maintaining, 17, 27 

definition, 5, 16-19 
inputs, 18 
media, 19 
offers, developing, 25 
outputs, 18 
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preparation 
defining products/ seiVices, 

24 
evaluating current marketing 

systems, 23 
financial considerations, 24 
fulfilling promises, 24 
positioning products/ 

seiVices, 24 
results, analyzing, 26 
selling methods, 18 
shared information base, 19 
telemarketing, 21 

planning, 26 
time allocations, 22 

direct response advertising, 336 
discount offers, 56-58 
donor lists, 337 
Double Helix, 322 
doubling day, 337 

E 

editing rules, 337 
envelope printers, direct mail 

campaigns, 188 
envelopes, 152-153 

addressing, 166-168 
closed-face, 333 
creating, 165-171 
order blank, 345 
postage, 169 
printing, 169 
return, 348 
window, 353 

establishments, 81 
evaluating current marketing 

systems 
goals, 34-37 
sales process, 32-34 

F 

fields, 337 
File Force, 321 
FileMaker Pro, 321 
files 

house, 128 
master, 343 
tab-delimited text, 175 

financial variables 
gross margin, 42-43 
marketing campaign cost, 42 
response rate, 43-44 

finding customers, 25 
fixed field, 337 
flat-file database, 338 
forms, sheet-fed, 350 
free gift offers, 51-53 
free offers, 53-56 
function addressing, 338 

G 
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gender, selection criterion, 105-106 
geo code, 338 
geographies, 338 
GeoQuery, 142, 148-150, 323-324 
gifts, as motivator, 49 
goals, 34 

closing rates, 36 
customer value/worth, 35-36 
market size requirements, 37 
new customer planning, 36 
salesperson cost, 36 

graphic artists, direct mail 
campaigns, 187 

gross margin, 42-43 
guarantee offers, 61-63 
guarantees, 338 

and credibility, 47 
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H 

hassle reduction, as motivator, 49 
bot-line list, 338 
house 

files, 128 
list, 339 

household prospects, selection criteria 
age, 107 

I 

defining, 104 
gender, 105-106 
income, 106-107 
lifestyle, 108-109 
location, 107-108 
mail-order purchase history, 

109-110 
marl tal status, 109 

inbound telemarketing, 21, 193-197 
income, selection criterion, 106-107 
information base, 5 
installment buyer, 339 
integrated software, 315-316 

J·K 

key code (key), 339 

L 

labels, 339 
cheshire, 333 
north/ south, 345 
peel-off, 346 

laser printers, mailing labels, 166 
lead-generation software, 312 
leads, tracking, 248-254 
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letter packages, direct mail 
campaigns, 156-157 

lettergrams, direct mail campaigns, 
163 

letters 
business, 155 
direct mail campaigns, 153 

creating, 171-177 
personalizing, 174-176 
postscripts, 173 
printing, 176-177 

lettershops, direct mail campaigns, 
188-189, 340 

lifestyle, selection criterion, 108-109 
lists 

broker,340 
business, 332 
buyer, 340 
comparing, 229-231 
rnmparison worksheet, 297 
compiled, 333 
consumer, 334 
contributor, 335 
customer, 239 

creating, 98-104 
defining, 76-77 
household prospects, 

defining, 104-110 
MarketPlace Business, 77-97 
merging names, 241 
multiple selection criteria, 

110-112 
prospect lists, 240-241 
purging names, 241 
selection options, 113-115 

donor, 337 
exchange,340 
hot-line, 338 
house, 339 
maintenance, 340 
manager, 341 
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owner, 341 
phone,346 
prospect, 240-241 
rental, 341 

alternative access, 131-132 
commercial databases, 127 
compiled lists, 126-127 
house files, 128 
industry structure, 118-119 
limits, 131 
membership lists, 125-126 
minimum orders, 130 
pricing, 129-130 
renter's rights, 120-122 
renting names, 129-131 
response lists, 122-123 
subscription lists, 123-125 

royalty, 341 
sample, 341 
selection, 341 
sequence, 341 
sort process, 341 
source, 341 
testing, 218-219, 342 
user,342 

location, selection criterion, 90-95, 
107-108 

Lotus 1-2-3, 142 

M 

MacEnvelope Plus, 168-171, 325 
Macintosh, benefits, 4-5 
MacLabelPro, 168,325 
MacWrite II, 313-314 
magnetic tape, 342 
mail merge, 342 
Mail Preference Senice (MPS), 343 
mail-order purchase history, 

selection criterion, 109-110 
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mailers, postcard, 34 7 
mailgram, 342 
mailing labels, 166-168 

coding, 218 
mailing machine, 342 
mailings 

dimensional, 336 
solo, 350 
syndicated, 351 

Maplnfo, 324-325 
mapping software, 8, 343 
marital status, selection criterion, 109 
marketing 

campaign costs, 42 
see also, desktop marketing 

MarketPlace Business, 77-80 
list options 

Merge List, 113-115 
Sample List, 112-113 

Mailing Labels, 166-168 
markets, analyzing, 134-140 

custom analysis, 138-140 
standard analysis, 136-138 

performance, improving, 79 
selection criteria 

annual sales, 82-84 
area codes, 95-96 
data options, 96-97 
location, 90-95 
number of employees, 84-86 
type of business, 86-90 

telemarketing, 200 
markets 

analysis, 143-150 
mapping software, 142-143 
MarketPlace Business, 134-140 
spreadsheets, 141-142 

identifying, 22 
size requirements worksheet, 

271-273, 277, 304 
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master file, 343 
match code, 343 
membership lists, 126 
Merge List, 113-115 
Metropolitan Statistical Area (MSA), 

344 
Microsoft Excel, 142, 319 
Microsoft Word, 313 
MicroVision, 343 
motivators, creating effective 
offers, 48-49 

N 

name-removal service, 344 
negative options, 344 
nesting, 344 
net name arrangement, 344 
New England County Metropolitan 
Area (NECMA), 344 

north/south labels, 345 
number of employees selection 

criterion, 84-86 

0 

offers, 5, 345 
basic payment, 50-51 
bounce back, 331 
build-up-the-sale, 63-64 
club, 65-71 
comparing, 231-232 
continuity, 65-71 
developing, 25, 46 

benefits, 48 
credibility, 47-48 
motivators, 48-49 
time allocations, 22 

discount, 56-58 

free, 53-56 
free gift, 51-53 
guarantee, 61-63 
improving, 72-74 
perpetual, 71-72 
sale, 58 
sample, 59 
sweepstakes, 64-65 
testing, 219 
troubleshooting, 72-74 
time limit, 59-60 

Omnis 5, 323 
optical character recognition 

(OCR), 345 
optical scanners, 345 
order blank envelopes, 345 
order card, 345 
order form, 345 
order management databases, 

242-248 
data entry form, 246-24 7 
mailing label layout, 24 7 
quote layout, 24 7 

orders, costs, 226-227 
outbound telemarketing, 21, 

197-198 
calling process, 201-206 
scripts, 207-210 
who to call, 199-201 

p 
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package insert, 346 
package test, 346 
packages,345 

oversized, 15 7-158 
sample, 349 

page layout software, 317-319 
PageMaker,318 
peel-off labels, 346 
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perpetual offers, 71-72 
Personal Press, 31 7 
phone lists, 346 
positioning products, 38-39 
positive option, 346 
postage, direct mail envelopes, 

169-171 
Postal Service prohibitory 

order, 346-34 7 
postcard mailers, 34 7 
premium buyer, 347 
premiums, as motivator, 49 
price, as motivator, 48 
printers 

commercial, direct mail 
campaigns, 187 

envelope, direct mail 
campaigns, 188 

laser, mailing labels, 166 
printing 

envelopes, 169 
letters, direct mail, 1 76-177 

products 
defining, 37-38 
positioning, 38-39 

program 
evaluation worksheet, 295-296, 

308-309 
measurement worksheet, 

285-290 
summary worksheet, 291, 298 

programs 
1-2-3 for Macintosh, 320 
4th Dimension, 322 
Double Helix, 322 
File Force, 321 
FileMaker Pro, 321 
GeoQuery, 142, 148-150, 

323-324 
Lotus 1-2-3, 142 

MacEnvelope Plus, 168-171, 325 
MacLabelPro, 168,325 
MacWrite II, 313-314 
Maplnfo,324-325 
Microsoft Excel, 142, 319 
Microsoft Word, 313 
Micro Vision, 343 
PageMaker, 318 
Personal Press, 317 
Publish It!, 318 
Quark>UPress,318 
RagTime 3.0, 316 
RagTime Classic, 316 
Ready, Set, Go!, 317 
TeleMagic, 326 
Wingz, 320 
WordPerfect, 314-315 
Works, 315 
WriteNow, 314 

prospect lists, 240-241 
prospecting, 34 7 
Publish It!, 318 

Q-R 
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QuarkXPress, 318 

RagTime 3.0, 316 
RagTime Classic, 316 
Ready, Set, Go!, 317 
recording telemarketing calls, 203-206 
references, and credibility, 47 
reformatting, 348 
relational database, 348 
rental lists 

alternative access, 131-132 
industry structure, 118-119 
limits, 131 
minimum orders, 130 
pricing, 129-130 

X 

w 

c 

z 



Desktop Marketing with the Macintosh 

renter's rights, 120-122 
renting names, 129-131 
types, 122 

commercial databases, 127 
compiled lists, 126-127 
house files, 128 
membership lists, 125-126 
response lists, 122-123 
subscription lists, 123-125 

reply cards, 348 
reply devices 

direct mail campaigns, 154 
Business Reply Card (BRC), 184 
business reply envelope (BRE), 

184 
creating, 181-185 

reproduction right, 348 
reputations, and credibility, 48 
response devices, see reply devices 
response 

lists, 122-123 
rate, 43-44, 348 

testing, 225-226 
results, measuring, 225-227 
return envelopes, 348 
return on investment (ROI), 349 
running charges, 349 

5 

sale offers, 58 
sales reps, cost and closing worksheet, 

265-268, 275, 302 
salting, 349 
Sample List, 112-113 
sample 

buyer, 349 
offers, 59 
package,349 
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scanners, 181 
optical, 345 

SCF (Sectional Center), 350 
scripts, telemarketing 

computer, 208-209 
contents, 209-210 
flip chart, 208 
printed pages, 208 

services, defining, 37-38 
sheet-fed forms, 350 
software, 350 

accounting, 7 
CAT III, 250-254 
clip-art, 8 
database, 7, 320-323, 336 
desktop publishing, 7, 317-319, 

336 
integrated, 315-316 
lead-generation, 312 
mapping, 8, 142-143, 343 
page layout, 317-319 
specialized, 324-327 
spreadsheet, 7, 227-231, 319-320 
word processing, 7, 313-315 

solo mailing, 350 
source code, 351 
source count, 351 
specialized software, 324-327 
split tests, 351 
spreadsheet software, 7, 227-231, 

319-320 
spreadsheets, 141-142 
standard analysis, 136-138 
Standard Industrial Classification 

(SIC) system, 86-90, 350 
Standard Metropolitan Statistical 

Area (SMSA), 350 
Standard Rate and Data Service 

(SRDS), 128-129 
stock formats, 351 
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stoppers, 351 
stuffers, 351 
subscription lists, 123-125 
sweepstakes offers, 64-65 
syndicated mailing, 351 

T 

tab-delimited text files, 175 
tape layout, 351 
target customers, 5 
teasers, 351 
TeleMagic, 326 
telemarketing 

budgeting, 211-213 
worksheet, 282-283, 293, 306 

direct mail, combining, 210-211 
inbound, 21, 193-197 
MarketPlace Business lists, 200 
outbound, 21, 197-198 

calling process, 201-206 
scripts, 207-210 
who to call, 199-201 

planning, 26 
recording calls, 203-206 
telesales, 21, 192-193, 352 

Telephone Preference Service 
(TPS), 352 

telesales, 21, 192-193,352 
test panel, 352 
testimonials, and credibility, 4 7 
testing desktop marketing 

A/B split test, 216-217 
analyzing, 224-233 

cost of order, 226-227 
cost per response, 226 
costs, assessing, 224 
lists, comparing, 229-231 
offers, comparing, 231-232 

response rate, 225-226 
results, measuring, 225-227 
spreadsheet programs, 

227-231 
coding, 218 
direct mail, 219 
frequency, 220-221 
frequent contacts, 221-222 
lists, 218-219 
offers, 219 
setting up, 217-218 
timing, 222-224 

text files, tab-delimited, 175 
time, as motivator, 49 
time limit offers, 59-60 
title addressing, 352 
tokens, 352 
traffic builders, 352 
trial buyer, 353 
trial offers, as motivator, 49 
trial subscriber, 353 
Type of Business selection criterion 

86-00 ' 

u-v 
variable field, 353 

w 
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white mail, 353 
window envelope, 353 
Wingz, 320 
word processing software, 7, 313-315 
WordPerfect, 314-315 
Works,315 
worksheets 

direct mail budgeting, 277-281, 305 
fulfillment budgeting, 284, 294, 307 

X 

w 

c 



Desktop Marketing with the Macintosh 

list comparison, 289-290, 297, 310 
market size requirements, 271-273, 

277,304 
new customer planning, 269-271, 

276,303 
phone budgeting, 282-283, 293, 

306 
program evaluation, 295-296, 

308-309 
program measurement, 285-288 
program summary, 291-292,298 
salesperson cost/ closing, 265-268, 

275,302 
value/worth of customers, 262-265, 

274,301 
WriteNow, 314 

X·Z 

Z-CR, 327 
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Desktop marketing - the active pursuit, targeting and maintenance of 
customers using your personal computer - can greatly increase the 
effectiveness and productivity of your marketing staff or small business. 
This practical, bands-on resource offers proven techniques for using your 
Macintosh to find and keep new customers, sell more product or 
expanded services, and increase market share. 

Inside you'll find: 
• Seven essential steps for effective desktop marketing 
• Best ways to use available software tools to analyze your market, develop 

your offer, generate leads, create a direct mail package, analyze results, 
and maintain your customer base 

• Full coverage of both business-to-business and business-to-household 
marketing strategies 

• Helpful appendices with worksheets to plan your desktop marketing 
campaign plus key software product listings 

Computerized marketing is efficient and effective. Let Desktop Marketing 
With the Macintosh show you how to tap the power of the Macintosh for 
truly successful marketing results. 

T.-ac:y Emerick has been involved in direct marketing for both the consumer and 
business segments since 1974. lie owns and operates his own direct marketing agency 
and consulting firm and he gives lectures, seminars and training sessions on di .• ,...__. _ _ ~ 
marketing internationally. Stacy Gasteiger is VP of Marketing with r,., 
Delonas, Inc., a computer consulting and marketing firm in Bo~tr 
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