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Indeed, according to the Direct Marketing Association most recent Statistical
Fact Book, most multichannel merchants expect their catalog and their
Website sales to be roughly equal by 2010.

The DMA predicts that e-commerce will have accounted for $424.5 billion by
the end of 2007, or 20.6% of all DM-driven sales. In contrast, direct mail,
both catalog and non-catalog, will have driven $699.1 billion, or 33.9%.

But Internet merchants haven't embraced every old-school tenet, Wolansky
points out. For example, try and find an 800- number on Amazon.com. And
NetFlix, the Internet firm that claims to have gotten call-center religion, also
doesn't have an easy-to-find toll-free number. To be fair, though, the number
is reportedly more prominent than it was during the days of e-mail customer
service.

“Amazon narrowly chooses how they want to interact with their customers,
and they do it well,” says Wolansky. “But if you look at my site, I give you
every possible way to contact me.”

What does all this mean in terms of job prospects for marketers? Well, for
one thing, senior DMers with multichannel CRM know-how are in demand,
according to Jerry Bernhart, principle of Bernhart Associates Executive
Search.

“Integrated marketers — the guys who know all the channels and can tie it all
up — they're in big demand right now,” he says. “Companies want to build
relationships with their customers and you do that using multiple channels.
However, this didn't just happen. It's been going on for some time.”

He adds that marketers who understand the various channels and have
experience with all of them are getting increasingly harder to find. For
example, a large unnamed client was looking for a marketer with
multichannel experience. It has loosened its salary requirements because
Bernhart is having difficulty finding an executive with experience integrating
the channels who is senior enough.

“We need a leader who can introduce all of this into an organization,” he
says. “That's a combination of talents that's not easy to come by.”

As a result, the company recently told Bernhart not to let its compensation
range limit him in his search.

“I don't hear that very often,” he says. “I'm starting to hear it more.”

That's not to say multichannel marketing companies are simply throwing
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money at DMers. “There's certainly upward pressure on salaries, but I
wouldn't say people are getting massive increases,” Bernhart notes.

Meanwhile, Bernhart has multiple searches in the works for firms for which
the Internet accounts for a third to half of their business, and they're all
looking for the same thing. “These companies want integrated marketers
who can build relationships,” he says. “They don't want an Internet guy. They
want a direct marketing guy.”

Okay, so it's no surprise that experienced integrated direct marketers who
can lead a team are hard to find. But what about the worker bees?

The youthful hubris displayed by many no-nothing e-commerce execs during
the dot-com bubble has softened. But it's not like traditional direct marketers
are suddenly the new black, says Heather Frayne, president of Direct
Marketers On Call, a DM freelancer and consultant placement firm.

“During the dot-com bubble, I would meet young people who were moving
into this area [where her offices are located in the trendy SoHo neighborhood
in New York], and they would talk to me about ‘a whole new paradigm,’
saying ‘we've never been here before, and it's all  about out-of-the-box
thinking,’” Frayne continues. “Very often when some of these folks would
contact me for freelance or consulting help, and I found them someone with
direct marketing experience, they would day ‘Nope, that's an old-time direct
marketer and we're not in the direct marketing business.’”

Today, Frayne is seeing Internet entrepreneurs embracing many of the
principles of classic DM, but not necessarily its practitioners. Often, the
person doing the hiring at an e-commerce outfit knows more about
technology than marketing, and that skews them toward technically savvy
hires, she says.

“Many hiring managers want new blood,” Frayne adds. “The fear is you can't
teach an old dog new tricks. They don't want to consider [a seasoned direct
marketer] for fear that they'll be old style, won't fit in and won't be able to fully
grasp what can be done online.”

Another problem is that no one ever grows up saying: “I want to be a direct
marketer.” It was true during the heyday of print in the '80s and is still the case today. Yes, some e-commerce players survived the dot-com
crash by learning DM skills, but they're still techies more than anything else.

“Many young people who understand technology and use it every day in their lives may not have grown as marketers yet, but they will often
be more highly regarded for some of the openings we place than will people who have very heavy marketing experience but fewer years in
the online space,” says Frayne.

But some lucky DM pros will be given the opportunity to make the transition within their firms from traditional marketing to online. They will fair
better.

“There still really are two different camps, and it often depends on the culture of the company,” Frayne says.
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