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ABOUT THE DIRECT MARKETING ASSOCIATION 
 
The Direct Marketing Association (www.the-dma.org) is the leading global trade association of businesses and 
nonprofit organizations using and supporting multichannel direct marketing tools and techniques.  DMA 
advocates industry standards for responsible marketing, promotes relevance as the key to reaching consumers 
with desirable offers, and provides cutting-edge research, education, and networking opportunities to 
improve results throughout the end-to-end direct marketing process.  Founded in 1917, DMA today 
represents more than 3,600 companies from dozens of vertical industries in the US and 50 other nations, 
including a majority of the Fortune 100 companies, as well as nonprofit organizations. 
 
In 2007, marketers—commercial and nonprofit—spent $173.2 billion on direct marketing in the United 
States. Measured against total US sales, these advertising expenditures generated almost $2.03 trillion in 
incremental sales. In 2007, direct marketing accounted for 10.2 percent of total US gross domestic product. 
Also, in 2007 there were 1.6 million direct marketing employees in the US alone. Their collective sales efforts 
directly supported nearly 9.0 million other jobs. That accounted for 10.6 million US jobs. 
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FOREW ORD 

In 2007, we released the Integration of DM and Brand which investigated whether all marketing was 
converging.  This report specifically investigates new media or Web 2.0 as a platform which enables 
such convergence.   

Designed by Eugenia Steingold, Ph.D., this study addresses a wide range of issues surrounding direct 
marketing and branding and their integration using Web 2.0  In the following pages you will find 
data about which Web 2.0 tools are frequently used and which are highly effective for branding or 
direct marketing; in addition the report covers which techniques and methods enable the integration 
of the two approaches and which metrics can be tracked to evaluate the success of Web 2.0 
strategies and practices.  

This report presents the most up-to-date survey available of how far the marketers traveled along 
the path towards the integration of DM and Brand using Web 2.0.  By understanding the new 
marketing opportunities which Web 2.0 provides for both DM, Brand and their integration, this 
study aims to help all marketers find practices that work for them. 

 

Edward T.  Manzitti, Ph.D. 
 
Vice President 
Research and Market Intelligence 
Direct Marketing Association, Inc. 
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Merkle is a leading provider of information-based marketing solutions that maximize results and 
demonstrate return on marketing investment. Merkle is a privately held corporation with 900+ 
employees and projected 2008 sales of $220 million. Merkle’s services include strategic consulting, 
business intelligence and analytics, data strategy and sourcing, database development and 
management, interactive services, creative and production management services. Merkle provides 
the necessary framework for organizations to aggressively apply quantitative marketing strategies to 
their marketing programs. Merkle’s highly disciplined and organized approach allows our clients to 
close the gap between database marketing strategy and implementation, leading to significant 
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In addition, John has overseen the development of numerous award-winning Websites, digital and 
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About GraficaGroup 

For over 22 years, some of the most respected brands in the New York/New Jersey metro region, 
including over 40 FORTUNE 500 organizations, have counted on GráficaGroup to engage 
customers through contact strategies that manage communications – all within a media-agnostic, 
closed-loop environment. Be it advertising, direct marketing, interactive, TV, print, radio, online 
marketing initiatives, integrated media planning, breakthrough creative, interactive marketing and 
blogs, social networking, or email campaigns, our solution is to initiate an ongoing dialogue with the 
customer (externally) and the sales force (internally) – to name but a couple of the constituencies.  
 
As communications experts, GráficaGroup uniquely provides what clients need. Clients are looking 
for an agency that understands the importance of integration across all communications channels, 
how to measure disparate channels, and where to maximize their marketing dollars in real-time. To 
accomplish those objectives, we have put together a well-rounded team with a broad range of 
expertise in all disciplines and vast experience in virtually every industry in the marketplace. 
GráficaGroup’s client base and market expertise have evolved over time but technology has always 
been at our core in research and development, operations, communicating, and creating solutions. It 
has allowed us to achieve the ultimate goal: one-to-one communications allowing for both relevancy 
and optimization in a two-way dialogue.  
 
Current clients include AT&T, Century 21 Real Estate LLC, Horizon Blue Cross Blue Shield of 
New Jersey, Jackson Hewitt Tax Service, the New Jersey Board of Public Utilities’ Office of Clean 
Energy, Ortho-Clinical Diagnostics, PSE&G, Purchase College, Silberline Manufacturing Co., 
Summit Medical Group, Synchronoss Technologies, and Trane, among many others. 
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HOW TO READ TH IS  REPORT  

This section provides background on the survey methodology and collection of data, the terms and 
concepts used throughout the report, and the scales on which respondents rated effectiveness of 
web analytics and their own expertise.  

The report came from an extensive survey covering many aspects of using Web 2.0 to integrate DM 
and Brand. The first chapter of this report provides an overview of the survey respondents.  It 
provides data on their job level, the type of company they represent and their expertise in Web 2.0.  
The second chapter summarizes different opportunities provided by Web 2.0 for both direct 
marketing and brand building and discusses methods for their integration using the Web 2.0 
platform.  Chapters 3 and 4 investigate the specifics of using Web 2.0 for branding (Chapter 3) and 
direct marketing (Chapter 4).  Chapter 5 provides data on budget allocations and Chapter 6 looks 
into the specific metrics that need to be monitored when evaluating the performance of Web 2.0 
strategies.  Finally, Chapter 7 looks into more traditional Internet tools—search engine placement 
and company website—in terms of their roles for branding and generating leads and sales.  

METHODOLOGY 

In January 2008, we deployed an online survey to our target audience, which included B-to-B and B-
to-C direct marketers who use Web 2.0 as part of their marketing strategies, and specifically strive to 
integrate DM and Brand.  As an incentive to participate, respondents who completed the survey 
received a PDF file with the executive summary of the Integration of DM and Brand report. When 
the survey was closed for tabulation in late February 2008, we had obtained data from 160 
respondents who completed the survey. 

POPULARITY (USAGE) 

The term popularity refers to how widely a certain Web 2.0 practice is used among all respondents. 
It is expressed as an aggregate percentage that indicates the portion of respondents who currently 
use a particular Web 2.0 practice and can rate its effectiveness. 

EFFECTIVENESS RATINGS 

Effectiveness ratings represent the foundation of both the survey and the report. Based on a scale of 
1 to 7, where 1 means “not effective at all,” 4 means “somewhat effective,” and 7 means “extremely 
effective,” these ratings reflect the perceived usefulness of each Web 2.0 strategy or metric in 
advancing a specified purpose or positively impacting overall ROI. 

The effectiveness ratings were collected only from those participants who use the Web analytics 
practice or metric in question. We felt that marketers actually utilizing the specified Web analytics 
strategy were the best qualified to rate its effectiveness. 

EXPERTISE 

We asked survey participants to rate their level of expertise in branding, direct marketing and 
interactive marketing. They rated themselves based on how long they have worked on direct 
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marketing and branding, and the sophistication of their understanding and usage of Web 2.0 
strategies and tools. Where experts significantly differ from the rest of the respondents, we break 
out the survey results based on respondents’ levels of expertise. The variance in usage and perceived 
usefulness reported by experts, intermediates, and beginners provides actionable insight on 
promising practices in Web 2.0 and its role for the integration of DM and Brand. 

ADVICE FROM AN EXPERT 

In working on this report we have come to greatly respect the immense complexity of Web 2.0. 
There are many different tools that can be employed and an overwhelming amount of data that can 
be collected. Deciding which tool to use for which purpose and which data to monitor is a daunting 
task.  

To help you make sense of it all, we are happy to be able to offer advice, commentary, and analysis 
from Web 2.0 authority John Flores, of GráficaGroup, which specializes in providing assistance to 
companies in using Web 2.0 for branding and relationship marketing.   

Watch for our experts’ comments throughout the report! 

 




