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f it feels as if the floor is
moving beneath your feet
these days, it’s not just your
nervous knees knocking
together as you map out

your direct marketing program’s
path. Major changes in culture,
technology and process are occur-
ring that will radically alter today’s
business model, pushing direct mar-

keting in new directions, too.
This business revolution is both

information- and customer-driven
and, if direct marketers don’t catch
up with these trends, it could be
government-driven. Of the eight
industry experts interviewed for
this article, more than half expressed
concern that direct marketers are not
recognizing the impact of change,
continuing to run their businesses
the same way they have for decades.

So in addition to sharing their
interpretations of the current direct
marketing climate, these experts
also offer some advice on how to
adapt to your new environment.

Big Idea:
Talent Needs to Be
Nurtured

The hiring of direct marketing
practitioners is on the upswing,
according to reports from the heads
of two executive search firms that spe-
cialize in the direct marketing indus-
try.

Jerry Bernhart, president of
Bernhart Associates, an Owatonna,
Minn.-based executive search firm
that specializes in database mar-

keting candidates, conducts quar-
terly polls to keep an eye on hiring
trends. Survey results on companies’
hiring plans for Q2 ’05 lean toward
a need for creative professionals
(copywriters, creative directors,
etc.), general practitioners (direct
marketing managers, directors,
coordinators) and database mar-
keting experts (analysts, database
managers), says Bernhart. And the
latter group, he adds, has been a top
hiring category for direct marketers
for some time now.

The strategy behind marketers’
hiring decisions, Bernhart theo-
rizes, is due to response rates that
are stale, flat lists, and the need to
move the dial. The way to do that,
he says, is with better creative and
data analysis.

While the fact that one-third
of survey respondents were agen-
cies might account for the demand
for creative help, the other two-
thirds were scattered among cata-
logers, nonprofits, financial ser-
vices, etc.

Also encouraging for the state of
the industry is that the ratio of new
posts to replacements for this planned
hiring growth was 6-to-1. �

TARGET MARKETING TALKS TO INDUSTRY EXPERTS
ABOUT THE TRENDS THAT ARE SHAPING THE WAY

DIRECT MARKETERS DO BUSINESS

BY HALLIE MUMMERT
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Companies
seek employees
with experi-
ence in their
particular
business 
vertical;

they’re not looking for
generalists like they

used to.
—JERRY BERNHART, PRESIDENT, BERNHART

ASSOCIATES
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