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My subject today is "Deja vu all over 

again" ...  And I hope it gives you one of 
the most helpful of all these hints.  

 
It's prompted by a recent after 

dinner speech to a couple of 

hundred people at an awards dinner 

in Utrecht.  

 

When they invited me to speak I  

immediately promised to lower the 

tone of the occasion with my usual 

effortless skill, but the chap who's 

paying me said I had to entertain and 

inspire.  

 

"Tell me all about the audience," I 

said.  

 

"Well, online is so fashionable that 

they're all bit ashamed of being in 

direct marketing. The Netherlands 

direct marketing association has 

even changed its name to dialogue"  

 

"Oh dear," I said, and started 

working on a few good jokes and a 

song to cheer them all up.  

 

Ashamed - then we hit the jackpot.  

 

This took me back to those dear, 

dead days when nobody at parties 

would admit they worked in direct 

marketing. We used to mutter 

something vague about advertising 

and bury our noses in our drinks.  

 

Then - hallelujah - our discipline 

became fashionable. Lucky chaps like 

me sold our businesses to hungry 

advertising groups (for far too little, 

of course).  

 

Too good to last, of course! Soon 

people were busy inventing grand 

new names for what we do.  

 

CRM, for instance. Big firms hired 

CRM Managers and set up 

departments without bothering too 

much about what it meant.  

 

Management Consultancy vultures 

swooped. I.T. firms said (and still do) 

that all you need is a computer 

programme.  

 

Billions were lost all round because 

nobody knew the basics of direct 

marketing.  

 

Then came on-line, and eventually 

people started to get it right (But 

only after even more billions were 

lost).  

 

Now it, too, is flavour of the decade 

- and it's not going away. It's growing 

and growing. But because it's a new 

medium, people are bemused by it.  

 

And they think direct mail, for 

instance, is old hat.  

 

Reasons to be cheerful.  

Well, guess what? U S. direct mail 

continues to grow at 5% a year, 

compared to 25% growth on-line - 

from a much lower base. So, don't 

despair.  

 

More important, today's hint: on-line 

marketing is just accelerated direct 

marketing.  

 

I came up with that analogy when 

being interviewed on Indian 

television a few years ago, and since 

then my colleagues and I have spent 

a lot of time justifying its truth.  

 

If you doubt it, go to the Amazon 

website. There is not a thing on 

there that doesn't directly relate to 

what smart direct marketers have 

been doing for decades.  

 

A few years ago my colleague Marta 

Caricato gave a one-hour talk to the 

marketing people of a very 

successful European group.  

 

Her background is in online and she 

just went step by step through what 

they were doing off-line and showing 

how it could be applied on the 

internet.  

 

They were fascinated - especially  

their Chief Executive.  

 

The thing about online is that the 

medium may have changed. But the 

customers haven't. You aren't a 

different person when you look at a 

computer screen to when you look 

at a TV screen or a piece of direct 

mail.  

 

More gems like this at AskDrayton. 

Have a look and you'll see what I 

mean.  

 

Best,  

 

Drayton 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons – 

such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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