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THE VIP INTERVIEW

This issue profiles a direct response
living legend who is now breaking records
globally in this demanding specialty disci-
pline.  {Forms of advertising and marketing
where resulis can be measured.) Famous
direct rmail names of the past such as Maxwell

Sackheim, Bob Stone, John
Schwab and Lester Wunde
Joined by a new role model.
Avrick has emerged with the

agy vel retaing many of the proven practices
he learmed az a vouth working with Max
Sackheim,

No douhi Avrick will be best rente
for writing the advertising line: “I've [
and I cant gel up”. Ungquestionably (s is
the most famous line in advertising history.
Itz been the source of thousands of stand-up
COMic mrm'ur.;. T shirt slogans ﬂnd rhe

kevstone of ¢
slogan crea
p-Pr:nm.rI 6 i

ﬂu-rmg the vears Avrick has had many
‘firsts.” He developed the first printing press
capable af lithographing a ready-made
envelope, The process has been
world-wide standard af the indusiry.

He launched the posi-card deck
Ar the current time Standard Rate &
an entire section devated to postcard decks,
Again, this has become an indusiry. There is
a postcard deck published literally every day.
Every businessman has a shrink-wrapped deck
arrive in his mailbox once or twice a month.

Literally sight unseen, Avrick patd cash for
5,000,000 animated art cels from Academy
Aveard winning animator Chuck Janes, He
turned these “cartoon acetates” inte works of
art. New hundreds of thousands of homes are
decorated with “original’ Bugs Bunny, Wile
E. Covote, Daffy Duck and Road Runner cels.
Thousands of art palleries, around the world

L (B S . S, S O

sell animared art, and many sell nothing
else. I war Avrick s wnderstanding of the art
potential, and boldness thar created this
fridlusiry,

Every American watches Infomercials: but
rio oie krows the creator. Avrick ereated the
wr decades ago, then called
rtising. This breakihrough
ept is now a mulii-billion
I n both sides of the Arlanric,

Cher I.Fle vears Avrick has andquestionatly
generated more sales leads than any other
marketer in the world, As a matter of fact, ke's
over 20 million for one client alone.
t the nwmber af pieces mailed, it's the
af responses that have been generated.
e mailing that he created has generated
over 5.000.000 respenses, probably the maost
swccessful mailing pifﬁ' Ever writter.

mals throughout
miries. Me'’s the
, @ 58 of rules for
direct response that are always true. He's
contsidered by many, because of his pioneering
and success. 1o be a direct response living

ndante Koad, Sania Barbara,
Califormia 93105 USA

" R05-963-8388 (Phone)

® BO5-563-4637 (Fax)

" gvrick@sh.net (E-Mail).

He is fisted in Whe's Who fn California.
Avrick has an infernational repulation,
Adverrising copy wrilten by Avrick has
appeared in Malaysta, Singapore, the USA,
Canada, Hong Kong, England, Ireland,
Scotland, Wales, Thailand, New Zealand,
Austrafia, Brunei, Taiwan, Japan, amd South
Korea, plus parts of Chisa,

=\

Avrick has

Baneroft Avrick can be reached :
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By Forrest Wallace Cato

Cate : How would von deseribe what vou do
foer a fiving ?

Iavid Bancraft Avrick @ I'm a marketing
capent. My job is to help a client bring their
product or service o the marken
place wsing direct response
techmiques. The area where |
have the greatest reputation is
lead generation. Companics
with o nationwide sales force
have a massive need for
sales leads. I"ve devel-
oped an expertise in
gencrating  massive
quantities of sales beads,
[t's easy to create o thou-
siandd sales lemds a week;
but when you start koeok-
Ing for five thousand or
ten thousand or a hundred thousand, simple lead-

genending :..'-._'hnlqtu-;"-. fanl to work

Cato  How many safes eads has the Bereissance Wan
generated for any oune clien?

David Bancroft Aveick : Owver a period of many years of
w-.:r]-:||13.: with the Uraltmanch U ontour ||rg,'|||i:rj|1in|1
they generated 23,000,000 responses to the various
advertsemems that | ereated. That's over a mllwon g vear
lor almosl two decades. 1 also represents a |1|.'|r|v.|.'11nt'_

invesiment -.rf II.II IHLT‘L'I.I\ i I.'. ar I lvons al |.|I.II| Ars

Cate » It's been clotmed that “yon can't buy Avmck s
experiiie.” What does thad meeam?
Diavid Baweraft Avrick

reputation as a result of heing the marketing congultant o

| certainly have ganed a

several major companies.  Bui, ['m never inerested in
simply receiving a monthly fee. ['m only imerested in
getting involved with a corporation on an equity Basis, or
as a percentage of sales or profits, |don's think s Gxir wo
ask a company to pay me a fee-per-month regardless of

hioy effective the work | da lor them may be
Conversely, I think it’s only fair that as long
as I"'m willing to take a risk with the

Company, I should be ]Iil1I|J\|.I'I1:||.'|'F|.

rewarcled,

Cator = What kindy of clienis lhave
you worked with?®

Dervid Barcraft Avrick @ The
clients | have worked with
fall into cemain categories,
First of all there are finms
that need leads for their
sales force. Second are
publications thal require
1u|!|:u:.'|i|:lll:-::l||h for thei
magazine and newslbetiers.
Third, there are companies
who sell some type of
cominuity product who are looking for people to begin
collecting their series. These three groups cenainly make
up the vast majority of companizs which 1've worked with.
A final group would be companies who have a product o
sell, and 1 help them generate sales. In the area of
generiing sales leads 1've worked wiath every company
that sells an encyclopaedin, including Encyclopacdia
Britannica. ['ve generated sales leads for Beltone
Hearing Asds and Dohlberg Hearing Aids. ["ve penerated
legichs Tor EVEry :||1.'|j|:'|r Wall Street broker ||:|_'||:||_|i|'|g
Mermll |.:.'||n:_'|1 and Dean Waitter, And, of course, ["ve
created hundreds of lead generating programs for
Craftmatic Adjusioble Beds and Contour Chair Lounge.
Al some poant i me 've generated subscriptions for
every major publication in the country including
TV Guide, Time, Mewsweek, I']||3|I|n;|.', Hpnrt\.
INastrated, MeCalls and Redbaook,

| .'J|'-|'::IEI\."I:|I.'HI|1_:|,| ‘stamers for I-.|'.'\-|I'||_'} ard Girolicr

ardd World Book and dorens of other continuity clubs
Ihere s hardly a major |1I._:|'H'r in the indl_hlr:.. Lthat
I haven 't worked wiath, on some hagis, over the years
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Henaissance Man Honored ~ By US Senate

Cate @ You've been a ploneer in creating new medis.
Let's examine thai for a moment. What new media do
v fhink ywou"ve created thar has had the prearesi
impact?

David Barcraft Avrick @ Ungquestionably what is now
called the infomercial. When [ created this almost a
quarter century ago [ called it long-form advertising, or
a movie sponsorship. The federal governmeni's FOC
had developed a series of guidelines that dictated the
number of minutes of sdvertising that could be run in any
half hour period of time. Those guidelines were
ultimately challenged in
court and the FOC lost.
However. most of the
stations, especially all
those that were network
affilistes, still adhered to
the guidelines. When I8
decided I meeded a format
that would permst 30 min-
utes of mdvertising, | had
to spread that over a 2%
hour television show, |
would purchase the
rlt:hl!'-. [y o movie and
buy 4 howrs of  televi-
sion time, | would then pro-
wvide the station with a 2
hour movie, 30 mdnutes o
commercials, and specilic

&

instructions as o how 1o place the dozen or so
commercials befone, |Juri||:: amid alter the movie,

The idea was 1o have the advertiser ‘sponsor’ the movie
During the commercials, which were made 10 appear
like a telethon, the viewer was urged to call an 304
number o receive free information on the product
beimg offercd. The concept was an immediate success,
Wie penerated sales beads for Encvelopaedia Britannica,
Miagara Therapy, Craftmatic Adjusiable Beds, Colondal
Penn Insurance, and a host of other major national
advertisers.

Cate : I believe you were the person whe siarfed the
original animartion art craze. How did that rappen?

David Bancraft Avick @ | discovered that the animators
stored all of the cels used in each and every caron they
produced. They simply coulbdn't bring themselves to thaow
them away, and their union comnract prohibited them from
re-using the cels. But, there was o market for these cels. I
wis kind of a Catch-X2. They couldn't discard them be-
cause they represented months or years of work - they
couldn’t re-use them - and there was no market to sell them.
S0 each animation studio paid for warehouse storage.,

.lrbl':‘-.fl.'l':'n.l.l':k'.l'ﬂ{r'll"ru'x.a NS ek .lll.l:l i'.ﬂ.l'r].]'h.lrJlﬁl.'..l.!.
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One day 1 was visited by the acoountant for Chuck
Jones, unguestionably the world's greatest living
animaigr. The accouniant had been refermed 1o me by a
mutwal friend who knew [ was involved in the mail-osder
buziness. He brought a few dozen cells with him. They
were beautifully matted and contained the images of the
animation stars 1 grew up with - Daffy Duck, Wile E.
Coyote, Yosemie Sam, Elmer Fudd, The Roadmanner. They
were sensational, But I had no idea what they
were. | asked him what they were, and he explained their
background. He said that Chuck had 2 “warehouse filled
with these” and wanbed o
convern them into cash
Mo one had ever figured
out what to do with
ihiEse
[ asked him how

many good quality imag
celly !!‘:'.':. had. 1
aszuming he would say
something like 5,000 or
mayibe 1LY, He ol moe
5000, 000, | made him an
offer “om the spot”. He
called Chuck with my
offfer and Chuck accepted
it. I was instamly the
owner of millions of
picces of anwork, withouwt
any idea what I would
do with it. 1 also knew that unless 1 came up with
some brillant strategy [ was going io be broke; becanse
1 had offered to pay Chuck a lod more money than |

The major challenge was o creabe an “art’
marketplace for this. As lomg as people viewed
these a5 ‘kid's pictures” and not an ‘adult collectible’
we would never sell our inventory. 1 then began a
massive direcl marketing campaign. Full page, full
cobor ads were creqted and mun in national magazines,
I started 1o call on arl gallenes. Slowly, but sarely,
we stanted o sell ammated ant cels. The public became
aware of the fact that they could own a piece of their
childhood

The rest, as they Sy, 15 hastory. You can now by
animatinn &rl n an art galery, or specialty store, anywhere
in the country. The market is so powerful that limited
editions are being created all the time. The cels that [ sold,
retail, for $39.95 are regularly sold, today, for $1,000.00.
When I visit an animation art gallery [ will usually see cels
that I, at one ime, ownad, 'z amiEing whien yiou realize
that an entire industry was just waiting to blossom.
Mow tens of thousands of p:’upl.r,: wre cn]_u;l}'in_g_ this
wonderful ant form.

Wik
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Cito : There are a greal many Hnes in advertising that
have becawme part of the general culivre, such as “where's
the beef?" Hut nothing compares to the impact of “'ve
Jallew, and [ can’ get up.” You wrote that line, What's
the history of @?

David Bancroft Avrick : A client, Life Alert, had created
a wonderful prodoct, In's basically an alarm that you
aclivale by depressing a button on a necklace or
bracelet, This semds an emergency signal to o eceiving
and transmutting device in your home. In turn this
device dials the Life Alen emergency cenier, which
operates 24 hours a day. You can talk with their
ecmergency stafl and advise them of the nature of the
problem = which could be requiring an ambulance, or
police or fire equipment be dispaiched to your home. I
you are not able o ralk, they will immediately
contact 911 on your behalf.

In brying 1o create a situation that would demon-
strate an emergency that everyone could relate o, | came
up with the image of an elderly person falling, and 1hen
being incapable of moving. The copy was simply: “Help.
["ve fallen and [ can't get up™. The line caught on. U8 now
prinded on hundreds of greeting cards and T-shorts, and
wsed by dozen of comedians. Every president has
incorporated the line inlo one, or more of his specches.
It"s certainly a big pan of our pog culiure

Renaissance Man in Jerusalem

.ll;lr FNT ﬁ'_m'l.'..f.'l'.': ardi ||'.-«.l|'-|'-\.l"|'.|':'\-:' -'l X e o -'-'I'I'
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M, Tiis i3 e el most mportant relyrons
LTl ] |r~|r4r.'|. airer Mdecea J.l.-...‘.'l-fn.':u.'... ||II|:|:'.'I"I|':. (]
e spoor froms wihich the Progher Mamimnad
-'-"'I.‘i.lllll;l-'r gy lr'|'|ll.{'i'| L

Cate = What project was the greatesi disappoinitanent fo
yarna

David Bancraft Avrick : 1spent a solid year working on
what 1 refer w as the “wine project™. The idea was o
create, for wine collectors, the world’s greatest collecuible,
The idiea was o have the world's finest wine. in the world s
finest bottle. The bottle would be packaged in a beautiful
woden chest. There would be a special, hmited edition
art print enclosed in the chest - and the limived
exdition would be reprinted on the an label. The ant print and
label would be consecutively numbered, the chest would
have & brass plate with the same number, and the @t prnt
wiuld be hand signed by the aist.

[ ithought the most diffscult task would be 1o sgn the sl
[ asked 10 museums to let me know wha they felt were the
1op living artists. At the time Dali, Chagall and Miro were
living - and their names were on each list, | contacted the
agents for Chagall and Miro and couldn’t make a deal. 1
met with Drali. He was interesied; bui wanted me o use an
image he had already created; which was unaccepiable o
me. | was finally able to meet with and sign Andy Warhol.
He was thrilled with the project and 1 was ready to move
on 1o the next step. [ met with Baccarst and was finally
able 1o negotiate the purchase of 1,000 liter decanters and
) magnum decanters, [ had to view a zillion different
mosdels since miost decanters are nod used for holding a
cork. Finally we were able 1o strike a deal on the decaniers.
This lefi the wine. 1 had been assured that we would
be able to get the approval of Chateau DY Yquem. This is
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the world's finest white wine. That wine was critical to
the program because i's the only top quality wine
bottled in clear glass (all the red wines are bodtled in
green glass, which I didn't want 1 use).  After working
on this for about a year | flew to Bordeaux with my
wine importer. The owner of Yquem said ‘no’. No
muakter how hard [ iried, [ oowld not comvinee ham to change
hiz mind. He thought the idea was sensational; b
wouldn't give us the exclusive rights to sell his
wine, in this ?-.]#L'iu| bottling. S, the project decd. 1 mion
only lost a years worth of work, but [ loved this project
andd was devastated that it would never be launched.

ok : Wag thai vour only failnre?
David Bameraft Aveick : Ohnoo ['ve had hundreds of
Faluges.

Cate : Any other major failures?

David Bancraft Avrick © Lotz and lots, 1 ofien tell
peopde that one of my major assets is that =1 fail well.”
I don’t let failures get me down, Too many people
seem o 2o into a slump when faced with failure. 1 don™
do that. One of my other great failures was Clark
Aircraft. Right now there's a big problem with the
production of equipment that will go into the Space
Shuttle. The shuttle is quite wide. and launch
coonomics dictate that you build vouor equipment to
utilize the entire diameter of the Shottle. Buot there
is no plane capable of loading equipment that wide.
This means that the equipment must be buili, then
broken down and shipped to the launch site, where
it is rebuilt, You can imaging the inefficiencies of ths,
W had ereated a modification on the DC- 100 which
would permit loading completely assembled equipment.
Wie wonaldd then fly this equipment o Canaveral, or any
other launch site, where it would be unloaded and placed
inside the Space Shunle. My job was a get NASA 10 give
me a contract 10 transport this oquipment.  Using that
contract we had already lined up financing to

purchase and modify the DC-110L.
NASA and the Pentagon wanted to own
the aircraft. [ wanted 1o be in the
airfreight business, [ had no imerest in
building and selling them a modified
airplane. | wanted o simply be in the
freight business, We would use the
plane for NASA when they needed
transportation; and wse it for other
people when it wasn't being used by
MNASA. Again, this project wok over a
vear; and [ was never successful. Fi-
nally the Pentagon built their own plane, at a cost a tril-
lion times more than our allernative, But this gave them
the control they insisted on. [t was pretty frustrating
knowing | had a superior system and not being able w
|r|I;|'l]|.'l'|'ﬂ.'E|liL

Cate : What career accomplishment are you mosi
proud of?

Drvid Bancroft Avrick ; Evervone talks aboul geiting
a 1% or 2% response to their mailings. 1 have always
been of the opinion that if 1 had the right offer and
semt it 00 the right list, and had a rationale for
responding, then everyone would respond. If I'm
offering free information on how (0 maintain a germ-frec
swimming pool to a list of 10,080 people who just
installed swimming pools; why wouldn't everyone
respond? So my goal has always been to get a 100%
response. I've mever accepted the philosophy that
states you should be satisfied with a 2% response.
I was able o create a mailing piece for Crafimatic that
offered the consumer an array of valuable information
about health problems of they would give us some
information about themselves. The mailing consistently
pulled a 25% response and we generated literally
millions of keads using this mailing package. I think that
more replics were generated from this mailing
package than from any other mailing cver created.
So I'm prowd of two things, First 1 created & mailing
that shattered the 2% barrier by | 300 percent.  And
second | believe | created the mailing package that
has generated more responses than any other mailing
package in history - literally millions of responses.

Cate : On a personal level, what are yon mosi
prowd of?

David Rawerafi Aveiek @ | challenged an associate to o
10K race. | had never run more than a few blocks in my
lifie. About 6 months Later | recall mnning 10 kilometers,
and then abowt a month later expanding that 1w 10 males
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Cater : When were you most emtbarrassed !

David Bancroft Avrick I had a business meeting
with someone | did not know in Singapore. The cal
pulled up in front of my hotel, where the meeting was o
take place. As | exited the cab my pants splhit. [ remember
holding my attache case behind me as | skined the
outside walls of this huge hotel lobby. [ was finally able to
gel into the elevator. get to my room, change and mn
down to the lobby for my mecting. 1recall being red with
embamussment; bul the person [ was mesting with never
knew what had happened. He just thought [ was late
fior pur meeting.

Calo : What's vour idea of enjovment?

Diavid Rancroft Aveick @ There are two answers here.
Carcer and personal. In my carger it's coming up with a
concept, implementing it and finding out it’s a success,
I remember when [ was Jay Abraham's partner. We wene
selling & $5000 MasterMind Marketing Seminar (o
business owners. [ felt that there was a need for an
advanced program that gave the people more one-on-one
attention. I conceived of a 5-day, $15,000 War College.
I remember writing the better ancd mailing it to a thousand
people who had attended our 3-day program. [ had
arbitranily set a limit of 24 people and within a few days
we had 20 people signed up. That's very enjoyable. Una
personal level I like challenging travel. | went 1o
Mepal 1o rek Everest, 1've trekked Kilamanjaro, Iwent i
the jungles to visit the moumtain gorillas, |
spent a week in the midst of the Amazon. | like goang 1o
interesting places. 1 also ke going inevents. 1'vie been 1o
the (Mympics, and World Cup, the Kentucky Derby and
Super Bowl. Tlike being in the midst of the action.

Cate : What's vour greatest fear?

Dyrvid Banerofi Aveick ; Noa being able 1o do the things
I want. [can't imagine what life would be like if I wanted
1o do things; but was physically incapable of doing themn.
| accept some reasonable amount of moderation is
MECELSary; bt | don’t know how [ would deal with the
fact that I was not able to visit the North Pole.

Cato »
adnire?
David Baneroft Aveick ; Enstnamuni. He was opposed
o the concept of people I:.lci.nF controlled by other
people, whether in the name of nationalism or religion or a
police force. Mo one should control you, your movements
or your toughts. There 15 no substitute fior freedom. Peogle
will often voluntarily give up their own frecdom for what
they call ‘the better good’. That's
There is no good that's greater than my own freedom,

What person living, or dead, do you mosi

ahsurd.

Cato : Wihat is the greatest hoax?
David Bancroft Aveick @ Politics.
that we are electing officials who have an agenda that
includes our best interest.  The evidence is pretty clear
that the only agendas that politicians have are their own.
Sure, you can make political donations and get them
focus on your agenda. But that's not done because they
care about you, or your agenda. Their efforts, on your
behalf, are a direct result of their need for funding; and
their supporting vour agenda is simply something they
mast do in onder 1o accomplish their own goals.

W have this sense

Cater : Who do you think are the greatest talenis in
vour field?

David Bancroft Avrick : Clearly the copywriters. The
days of the mail-order entrepreneur are gone. You hardly
ever gel a mailing, or see a space ad, offering a single
mail-order product. Nowadays every company has either
s catalog with hundreds of products, or some kind of
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Renaissance Man Is A Marketing Expert

back-end or continpity program. That has
wirned the industry from one built by
entreprensurs to one controlled by large
corporations that have no personality, The
suppliers. whether it's printing, envelopes,
letershop, computer service bureau or list
brokers, are all using the same tools, Group |
soiftwane is used by every computer service
bureaw, the list brokers all use the
samic list search softwore, and
there is litthe talent required in
most of these industries. On the
other hand the copywniters are
usually the people who create
the offer and use thewr skills (o
persuade the consumer to
=y “yes - | want your product
or service”. There are also a
handful of extremely talented
graphic designers in the industry,

bl s

pruarketoeg i, 18 fe Al e R

Cate - What ix WO bt Enown
characteristic?

David Bancroft Avrick ; As | mentioned before, | fail
well, 1 dov nedt behieve in spending months and months
researching & concepl. 1'd raher take an wlea and | the
1||.Hrk|.fl|'|l:|.-|.'c: tell mee whether 1its a pond wlea or nat,
When you do things my way you try a lot of things that
fail. And, if you're going to become depressed over
these failures, you'ne never going 1o succeed, 5o, I've
learned o wse my mstincts o identify “probable” winning
concepts, Then | ler the marketplace el me whether I'm
right of wrong. My hatting average isonly 1 in 10t [ in
) - w0 obvionsly 1"'m failimg all the time.

Cate : Do you have ghosis which hawnt you, and

if so, what?

David Barcraft Aveiek @ Yes, the legal system. | found
riyse I in serbows legal problems becase somsone | rented
The

names to was sending out illegal mailings.
govemment authorities decided that 1
wis 4 participant in that program and
cansed me incredible gricf. [ ended up
having to plead guilty 1o fraud charges
even though [ never was a part of this
min’s organization. | was forced o pay
huge legal fees. a massive fine and resti-
tution and suffer enormous conse-
quences. | was not a principal in this
event and yet | was held responsible as
a participant. 1 don’t know how a busi-
nessman can avoid these kinds of
problems, so they creale ghosts for me,

T kAl v 8
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Cate - Whar would yvou advize others whe
desire to exeel, ax vou have, in the same
Hr'.a'n:iph'nr.r?

Thavid Ilrlrrrn.l_ll"l' Averck -

pmhlcnh 15 lnck of focus, As ¥OU (AR Se8

Oine of my major

from the answers thal | have given you, my
career has spanned dozens of different
industries and disciplinegs, | think
your chances of success arfe
much greater if you are more
focused than | have been.

[ would recommend people
understand the tremendous
|1||||:|11|;|I ol direct response
marketing. When you market
via traditional distribution
routes you're fighting for shelf
SRS and :n.'nu':n.' r|.'|.|||ir|.'-:! 0%}
spend @ virtual fortune in
promoling your prodoct if you
winl [he COnsmer 10 382k ot oal in the
retail environment. With direci
response you can, with a very limited
budget, go directly to the marketplace. Once you
understand that concepl, and vou are willing o
gecept fallure, then you have the opporiunity to market
goods and services o 3 vast marketplace. There ane
100000, NN consumer households, amd over 100000, 0000
busimesses in America. And all are looking for products
amnd services that will make them more money, provide
them with pleasure, ¢ase their chores and make

them happy.

Ciafo = What irritates you?

David Bancrafi Avrick : Burcaucracy. | cam't stamd
spending hours on the phone talking to voice-mail,
and mever getting a call back.
with government offices, and atilities and large
corporations. Mo one is willing to take a call, listen
to the gquestion, and take the responsibility of either
giving an answer, or oblaining
one. Tasks that should be accom
plished in minutes take days, tasks
that should be a ccomplished in
days, take months.

Everyone has to deal

Renaissance Man Who
Hecame A Legend

; o ;
Asrrck explarns, “For my dinecy
markesing cliemes [ come up wieh
a concept, implement i, and

fend oure o v £ 2 soccess.”
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Renaissance Man Is A Dog And Cat Man

Cate : Do you have a personal motta?
David Bancroft Avrick ; Yes. Do it now.

Cato : How do you maintain your discipline?

David Rancroft Aveick : 1 think it was fostered by
my parenis. They had o respect for “doing nothing’.
S0 if I'm not busy doing something, I hear this linthe
parental voice, telling me 1o get busy.

Cate @ When are you most satisfied?

David Bancroft Avrick : When things are working
fairly smoothly. When sup-
pliers aren’t disappointing
me. When schedules are
adhered to. When [ don’t
have to spend my lime
anticipating the mext crisis.

Cate @ Where do you see
the direct response industry
polng?

David Bancroft Avrick : In
a wond: “soaring™. Direct
response has alwiys been a
very been a very costly way
to distribute goods and
services. An economist
might say it's patently
ahsurd for a manufsciurer
to send & mauling offering a
product 1o one person. And,
if that person decides 1o
make a purchase, a single
order is processed, and the
product packaged and shipped 1o one person.  There is
no efficiency in this, especially when you compare it (o
shipping 5,000 cases of the product to a central
warchouse where it's then reshipped to each of SN
supermarkets in a chain store. However, the costs of
traditional distribution have simply gotten out of
hand. Manufacturers are now being asked to pay
retmilers & fee 1o have their merchandise get shelf
space. General Motors is currently spending over 52
billion te promotc their cars. As traditional retail
distribution becomes too costly, direct response
becomes a mone rational albamanve,

We'vie experienced the amazing sales of exercise
equipment on television using infomercials. There s cur-
rently & catalog for every product category, hobby and
fantasy imaginable, Escalating media costs have removed
magazines and newspapers from most direct response
media budgets, but I'm predicting a change in that.

Arrick fus e s, 2l Prosars, Rowbha, & shosm abore wath

the clireer marketmy coasultan, The ober cnts aer Mionggns,
.r_:f f.‘:r;lnr .JI.-.".II.:II.\.'.IEI-|":L"\.
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We're going to see publishers coming out with
meaningful direct response rates in order to attract
these advertising budgets back to their meia

The government is investigating many of the multi-level
marketing companies. You're going 1o see many of
them switch their sales practices to direct response.

Cato : What aboul the infermel?

David Bancroft Avrick : Many people fecl the internet
will revolutionize the way in which we do business. The
internet is just beginning to make its impact on the way
we obtain information,
goods and services. Com-
panies such as Dell Com-
puiers and Amazron Books
are selling millions of dol-
lars worth of merchandise
directly to the conswmer
By the end of this vear just
about everyvone with mea-
surable discretionary
incorme will be online.

Cato : What about
credit, especially on the
imdermel?

David Bancraft Avrick :
Although there are Sorme
rizks using credit cands on
the internet this has been
highly exaggerated in the
media. The truth is that we
don't think rwice giving a
1 T-year old kad who pumips
our gasoline our credit cand information. Or, we will leave
our credit card number on a table in a restanrant, Mo one
is concerned about this, The internet has all sons of con-
trols and they will get better. Within a short period of
time that myth will explode and people will transmit
their credit card information with impunity.

Cate : What, if anything, do you see holding back the
growth af direct responie?

David Bancroft Aveick @ If anything is going 10 hold
back direct response it is a lack of talent. The old
mail-order companies were highly entreprencurial. The
employees started in the mail room and worked their
way up in the organization. Each successful mail-order
company launched a half dozen competitors. The new
‘corporate” mail-order company 1% not a training
ground. There 15 no systematic method for teaching the
principles of mail-onder.
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Renaissance Man Says, “For Me Success Is Getting Results For Clients!™

Averok sead T mabe a ok wanh e clerass
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Cate : Are there any specific areas where you do
see prowth®
David Baneroft Avrick : The firstthing we're seeing is an
explosion in the intemnational markeiplace. American
corporations ane now marketing all over the world. They
are doing this either on their own, oF a5 joint ventures with
local companies. So the first major arca will be an
expansion from 3 stricily domestic to an international
murketplace

The second major growth area will be the shafi to
non-traditional merchandise. Computer software 15 an
excellent example of this. Similarly we've expenenced an
explosion in the selling of information. Newsletters are a
huge direct response product. People are secking belp with
their spiritual and emotional needs, and darect
response is going to fill that void with books, audio and

VHieD apes.

Cato : How did vou gel sigried in this business?
Ihavid Raneraft Aveick : 1twas an evolubion, When [ was
basrr iy dad was in the paper and envalope busimess, L
family continued in that business, and some of them are
aill involved in that field today. One day about 25 vears
ago | asked a major client : “what do you do with all these
envelopes [ sell to you™. He explined that they were in
the co-op marketing business. They distributed
coupons for package goods companies, and brochures for
muail-order companies. It dadn’t take me bong to figuse out
that there was more money to be made selling space “in'
the co-op envelope than there was in selling the

1

envelope. That was an imponant day in my life; because it
shifted the direction of my carser. | staried selling insens
into co-ops and branched out into selling non-competitive
insert space in outgoing mail-order shipments, Before |
knew it 1 was consulting w mail-order companies, and
creating my own mail-order offers and marketing them
[£4] 1I'|I." SRS IRTTNET,

| remember when I first started distributing
mail-order literature, there was obviously a tremendous
need, | filled a huge void. 1was getting orders for 1ens of
millions of insers, Cne day a client asked me to disinbuie
P00, 00000 inserts. 1 had never believed thene was tha
much sales wolume around. The quanfities were truly
staggering, | was driven 1o constantly come up with mone
and more brochure distribution vehicles. It was my
clients’ insatiable need for more and more responses that
led 1o the creation of the infomercial.

It didn't 1ake long for me to become exablished
% “the source’ if you needed vast quantities of responses.
Whether that was subscriptions. or starters [or your
|.:|:_:-||1||:|uil3,' ProsEram, or leads for your sales force, Sooner
or later, vimually every major direct response company dad
business with me.

Cato : What would you do differently, if you had to do
it all over agpain?

David Bancraft Avrick @ I've always enjoved lsunching
new projecis. Which means I've abandoned a great many
programs well before they matored, Considenng my
personality, | don’t know what choice T truly had, B
if 1 had it to do over again, I'd recognize that trait and
make arangements 10 build a larger stafl w carry on the
various projects that 1 created,
that would be in the area of st rental, | sarted a list boo-
kerage firm 25 years ago and Jost interest in it shorily

A good example of

Renaissance
Man In
Japan
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Renaissance Man Is World's Lead Generating Champion

thereafter, Bur by having a sirong
support team and people to take
over the operation, 1 was able to
generate billions of dollars in sakes
after Istopped any active involve-
meent.

Cato : What's in vour fuiure?

David Raneroft Aveick 1 never
Right now 1'm marketing
severnl dilferent unigue coins. 1'm

i e manl 11!'|'|.'1"||.‘|;'." an invesimenl

know,

course on an unusual invesimen
I'm consulting o a firm
whach is selling a superlabtive computer
software product that identifies
cashiers that are stealing from their
company. I've been asked to gEct
invalved with ihe purchase of, and
marketing for a fast-fosd franchise

Several companies who mn seminars

Qi ITI'|:'|.'|_'II

have asked me to assist them 1

building a barger seminar organization

It"s really a matter ol

for them,

wn:i:ng wha calls tomonoow, and how
challenging the opporfunity is. I'm
also deeply involved in marketing
various mailing lists. ["'ve [ownd
various niche arcas where there 15 o
need For mailing lists. Toumently have
sevieral dozen lists in the markeliplace
and l|1l|:-|: Lo -:~:|:--3r|.n:| this arca
significantly.

Cate : Are there any specific areas
where von have an interest right

I'II'J'H-'..’

David Bancreft Avrick : Yes. I'd
like to get more involved with
intermational marketing
the first people (o set up o mal-order
operation in Japan, [ was too early,
and the effori was a disaster.  Ower
the years ["'ve probably done mofe
mailings inte Canada then anyone
else. Each of these opportunities has
a series of challenges., Many people,
afraid of failing. avoid these conflicts.

A [ stated before, [ do ot

| was ane of

fiear e, 50 1 Chivtve om
these Kimds ol |.'|I|.|I|-."I'|;:‘|.'*~'
Obviously the joy is

when | wan.

Cato : You mertioned
warking with  Jay
Abrabham. Whai was

that all about® David
Bancroft Avrick @ Jay
and 1 have been associabed
for over 20 years. He
started oul as a cliend, then
he became an employes
Then we did a senes of
jinl-ventures together
Lead

Generaling

Champp

Avrack prmeraind

v 2O ks

3 LA
fear e ol IS CIRTAS
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o st b ke
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Finally we were equal partners in
Albraham Training Centre, The com-
pany basically had two profit centers.
The first was selling seals (o our
£5.000 - 3-day Masterhdind Market-
ing Seminar and our 515,000 - 5-day
War College. The second area was
selling books and tapes. Although it
was a very difficult marketing chal-
lenge, we were very successful. 1
created a 24-page full color advertise-
ment that | ran in Success, Entrepre-
peur and the Delta Adrlines in-flight
magazine. [ also created a massive
direct mail campaign which was sent
to customers and subscribers of
companies with whom [ formed
sirategic alliances. These endorse-
menis were critical o the success of
the operation, and that was one of
the principles that we taught in our

SEITVNATS

Caro ;O all the profects you v been
involved with, what was the most
cirellenging?

Davied Baneraft Avrick

the sales force of Crafimatic Adjus

Pronvading

able Beds with a constant flow of
leads, month after month - year
after vear, This staried oul as a
relatively easy project. T printed and
mnbed @ few million pieces a month
and kept the sales force supplied with
lends, But after generating 5 or 10
il in responses it gets progressavely
more difficult to find “new” prospect
especially

responses need o be generated

niames, simce  Lhese
within a specific budget. Over a
period of 15 years | created several
rmail

hundred different direci

packages. It was a never ending
challenge to come up with new
approaches, T
strategies, and new media. Our goal

was 100,000 responses a month,

new  ollers,

The first several milhon are casy.
Then it geis harder and harder and
harder. When you have a ouse list of
aver 20,000,000 people who have
already responded, the challenge

1:.:|_l_u|'|l_"l-\. C IO TS, and excili L
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Avrick Says, “Respect Each Person As Unique And Special.”

Cate » You've worked with quite o
few stars, Have they been effective?
Pavidf Bancrofi Avrick @ Absolutely,
The right endorser will do wonders
for wour affer, §hined Am Linkletter for
Contour Chair Lounge. Within
o YeEr OF 1w An and Comour were
inseparable. He has a wonderful
reputation and people hold him in
the highest regard. Those feclings
transferred from Art 1o
Contoar,  Similarly [ wsed Ed
MecMahon for Craftmatic Adjustable
Beds. Between An Linkletter and Ed
McMahon | probably generated
10 OO KD pes pomises
using their endorse-
ments. However, mot all
endorsers worked.
I  tested Donald
O0'Connor and Redd
Foxx and =several
athers. They added
nathing o the appeal
of our advertising, and
their controcts wens
mot reneaed,

But the mght endorser,
coupled with the nght
product, can be a very
powerful assel o s
r|||.'|rh_'!|:||1_' [ 'F'_"""'

were

Cate ;T understand
you re kiown for gl
micks, What's that
all abowr?

David Bancroft Aveick @ 1 love
gimmicks. [ have mailed tens of
millions of snap-apan forms, These
are the kind of mailings that your
liscal library sends o you when your
book is overdue, Or your college
sends 1o you with your grades, ['ve
found these are very well received by
the consumer. I've mailed dozens of
differcnt packages that have an
‘official” look. I've mailed o
Amencans from oul ol the country,
using forcign stamps. And, ['ve
mailed o people out of the country
using American stamps, | think it's
very important (o examing unigue

formats and 1o make your mail appear
different and ineresting.

ST p-r,:l:r|:-|1: criticize me for this,
saying the consumer “isn't fooled” by
these mailings, 1'mnot trying to fool
anyone, ['m gimply irying 1o get the
attention of the consumer. 1"ve mabed
with plastic envelopes and paper
bags, | have found, consistently,
thit unkgue mailing packages work.

Catee : What's your biggest indusiry
gripe?

Diavid Baneraft Aveick @ Whenever
you read the irade press or listen o

Avrrck acknowdedpes, "The area where I bave the grestese
repurcacion i3 Jead penerstion. Pre developed omgrnal rechnupues aod
strategics for geneeaing rassive quantities of qualifed sales leads ™

‘expents’ speak they constantly say;
“eat, tesd, 1™, That's nonsense. A
robol could figure out the dorens of
things to test, and you wouldn't need
any high priced experts. My clicnis
dion’t pay me totell them to test, they
pay me o know what's going to work,
This is not b suggest that T wiall
always know exactly what™s going to
work. Bui based om my expenence
I' m supposed o know the imipact that
price changes will have on response,
the difference a sweepstakes or
premivm will make, how offening
credit will alter the responses and a
host of other variables, Anyone can
tell aclicnt to spend money necdlessly

I3

testing. | think it's caused by a combi-
nation of lack of real Enowledge
coupled with an unwillingness to take
astand, But, I'd never hire a special
151 who answered my questions;
“1 don’n ko, let's test it™.

Cata : Who, i anyone, infTuenced
i the mrosi?

David RBamerafi Aveick » 1 was lucky.
[ broke into this industry when
were hundreds of mail-
order companics run by smarl
entrepreneurs.  These were people
who sat behind wooden desks
with paper confainers
of coffee. There was
e COpariie SEreciure,
and when they made
a mistake they paid
for it personally. Thens
were no commiliees aml
they weren'| surm winded
by a staff of people all
afrid o make a decision.
These extracrdinary
peaple did it all, They
taught me 1o simply
“doat’,

there

Calo Wiho should
hire you?

Pravied Barcroft Aveick :
Anyone who has a great
product or service and
hasn't  figured out
o prefitihle way 1o make the market-
place aware of what he has to
The cliche about building a
better mousetrap and they'll beat a
path to your door is simply not
trug, In today's society you have
tr be able o educate your prospect
aboul the existence of your better
mouseirap and explain, in detail,
the benefits they will derive by
owning your mouscirap. Without
that, you have a warchouse filled
with better mousetraps. Traditionally
| am aot interested in being hired.
I'm almoszt always looking for
sorme kind of joint venture or eguity
|'r|:r:\.il||.'||.‘|.

ofler
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Great Talent Made Renaissance Man

Cate : Why de people hire you?
David Bancroft Avrick @ 1'm hired by
buziness  GWRETS want
results, and want to get the job
done. Most of my clients had
internal advertizing depariments
that bled their companics dry. Ow,
they had ad agencics whom they
fielt ran up huge hills without any
real direct response knowledge. As
business owners, who intimately
know cvery aspect of their business,
they're frustrated by not having
a marketing person who knows
marketing the way they know their
product. Al some panl my name
comes up in a conversation with a
respected  associate, and they
call me, One of the things they
always like is that | won't acoept a fee.
I will only accept payment based on
performance,  These entreprencurs
typically find that refreshing.
They also find that I'm  the opposite
aof the people they”ve worked with in
the past. T don’t besitate o cxpress
myy opinions, and 1 have very strong
opinions about cverything. If they
are thrilled. [ will almost always
recommend they fire their internal
and external advertising departments.
Adfter they get over the shock of that,
they like the additional revenue o
their botiom line.

Please understand that I'm not cheap,
and many clients have paid me many
millions of dollars. But, all of my
payments are performance based.
And, in many instances | receive no
fiee, bt equity in the oompany.

whis

Cato : What do peaple hire you for?
David Bancrofi Avrick @ Typically
my clients feel they have reached a
platcau and can’t seem (o find the
key 1o launch their companics to the
niext level. Almost withoul excoplion
these companies are successful, But
ihe owners know they haven't come
close to reaching their potential. 1f
they re marketing in 6 cities, they

want to market in 100, When 1 first
started working with Crafimatic
I promised them | would reduce their
lead cost by 75%, which I did within
o) ddays. When I launched the Silver
Mint [ created an ad that was profit-
able in newspapers, which almost no
one has been able 1o do for & decade.
Every other mail-order company,
advertising in newspapers is oking
i thizir back-end sales. to show a profil.
I figured out there must be a way of
writing a dynamic ad that would be
profitable on the front end, and then
any additional sales would be a
bonanza.
The Jay Abraham seminar
program was stagnant until 1 got
involved and launched a massive
dincct mail and magazine marketing
campaign. In both The Silver Mint
and the Jay Abralam scmimar com-
pany, | became a 509 equily pariner.

Cato : Where were you born?
Where did you grow up?

David Baneraft Aveick @ 1 was born
and raised in MNew York City. I've
found that a great many successful
people were raised in New York. Tt
seems o have been a greal bearming
center. The city gave us a greal deal
of freedom. There was no such thing
as @ soccer mom. 'We all wok care of
ourselves and got where we necded
o go by ourselves. We also had
hundreds of kids and remendous
:mnptiili.l‘rn.

Cato : What is your educational
backgroand?

David Baneroft Avrick @ | went i
Mew York City public schools. 1
received a BS in Marketing from
Mew Yook Universaty, which 1 atiendexl
at might. 1 finished my Army service
al 18 and immediately staried my
own business. The night school
giudents were serious and devaled.
It wasn't & time of fraternities and
pranks. | envy the people who have

4

an Ivy League education, bul there
were clearly many advanlages 1o
building my business while attending
night school.

Cate @ How does if feel to be a
Renaissance Man? A role model?
David Bameraft Awrick ;1" m ol sunc
I am one. | know that a greal many
people who have worked for me
have gone on 10 kunch very success-
ful cangers, and that pleases me a greal
deal. I seem to have a knack of
altracting people who have an cnire-
prencurial spirit. They make great
employees; but soomer or later 1've
lost them., [n terms of my consulting
and joind ventures [ really don’t know
anyone else who does what 1 do,
There are lots of consultants and a
plethorn of direct marketing advertis-
ing agencies. But none of them will
gay: "'l work 100 hours a week 1o
creste the marketing program for this
product, and 1 want X percent of the
business in exchange for my effons™.

Cate : When did you realize you
had & greaf taleme?

David Bancroft Avrick @ When |
launched Uni-Mail and discovered a
huge void in the markeiplace. |
couldn’t helieve that there were
companics just looking for someone
who could guide them in distributing
hundreds of millions of brochures.
My initial thought was: “why hasn’t
anyone thought of this before™ 1
shorly realized there are lots of
concepls thal no one else had ever
thought of before, 1 also found ol
that one ingredient that most people
Iscked was courage. You canm
suceced if you're afraid to fadl.

Cate : Do you believe in
volumbeerism?

David Baneraft Avrick @ All my hife
I"ve believed you have to give hack
something o society, For a decade |
voluntcered at Bellevue Hosptal s
emergency room in New York City.
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Avrick Never Accepts Routine Results!

I"ve partici pated with a group in Santa
Barhara that flies dowmn to Mexico one
weekend a month to staff a medical
clinic. Every month [ spend & half a
day at the local blood bank donating
platelets, [ don't have much respect
for people who do not give of their
timee amd energy. s easy to pul a
check in the mail. But [ feel [ have wo
give more than that,

Cate : How are you able to make
instonfaneous emotional contact
with prople?

David Bancroft Aveick : There ane
certain “hot buttons’ that everyvone
reacts to. When you're asking
someone o buy insurance, you're
offering them a sense of security.
It is an emotion we all share; but
it’s a very weak emotion, That is
why 11°s such a difficult product 1o
sell. It's easier 1o create a fear
approach (how will your wife and
children survive if vou are not bere
to take care of them?) Becanse fear is
much more powerful emotion
than security. When you're asking
someone o donate 5100 to the
local opera, you can appeal to
their sense of well-being. But it's a kot
mre effective o tell them that a brass
plate, with their name, will be placed
on the back of one of the
chairs in the theater. Mow you're
appealing 10 their ego, and appealing
o their need for power. Ultimately the
most  successful  marketing
campaigns appeal to the enotions
of money, sex and power. IU's not
surprising that the beer commercials
all show beach parties with muscular
guys and shapely women. The
smart markeler is associating their
product, beer, with sex. When |
created the marketing campaign
for the Contour Chair Lounge, it
became very successful, 1 told the
prospect that the chair would be
custom made., exactly to thear

specifications, and that they wouldn't
let anyone else &1t in their chair. 1
took a simple chair and turned it
imo a power trip. My skill, as a
marketer, i o identify what
emotional hot buttons a prisduct or
service will fulfill for the prospect. This
is the area where [ am constamly as-
tonished by the lack of understand-
ing on the pant of copywriters and
supposed marketing gurus, They
get into lengthy discussions about
the benefits of a product; but never
touch the emotional issues, 1'm not
imerested in knowing I can go from
0 to 60 in 9 seconds in a car, 1'm very
interested in the power trip of
leaving everyome at the stop light
when 1 roar across the intersection
in my new car.

Cate : Are you emotional, and is
that important fo wnderstanding how
to reach people on an emotional
level?

David Baneraf® Aveick @ 'm very
emotional. I always cry st weddings.
I've seen Muodame Butterfly a dozen
tires and cry every time I see it. But 1
don’t think this has anything to do
with knowing how 10 reach people on
an emotional level. 1 think that
awarenes is much more intellectual.
I've studied what makes people
follow o leader and analyzed the
core emolional appeals that maotivale
people to action, When you visit a
religious revival meeting and watch
the dynamics between the evangelist
and the congregation you're
typically witnessing a masier at
work, leading the congregation to
go exactly where he wants them to
move. A talented marketer under-
tands these same principhes,

Cato : Whar do you consider some

af yvorr major Dabilifies”
David Bancroft Avrick @ I've been
told I drive too hard a bargain, Some-
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one once told me that he has to check
his wallet after spending time negoti-
ating with me. 1'd like 1o beligve that
I"m fair, and cautious. But I certainly
have 1o admit that this has been twold
o me by more than one person,
w0 [ nssume it's true.

Cato ; Anything else you don't Kke
about the way you do things?
David Bancraft Aveick @ | abandon
projects much wo quickly. 1 know
that successful people work hard at
trying different twists on things that
didin't work out the first time they tried
marketing them. Some people, truly
committed 0 a concept, will deviale
wears of time, money and energy until
they get the results they seek. I can’t
constantly work a1 trying 10 improve
the marketing approach. You can be
sure 1'll abandon it, rather than work
at trving o improve the marketing
approach. | know that I've walked
away from dozens of programs that
could probably have worked out if |
just would have stuck with them.
[t's not impatience, it's something
different. I'm excited as can be about
the new project, and don’t sleep
during the test phase. [If the test
doesn’t work, 1 lose all enthusiasm
and walk away. I'm not happy about
this part of my personalty: but that’s
just the way it is.

Cate : Do you fhave any final words
Sor our readers, any summary advice
aboul achieving greater success?
David Bancroft Aveick @ Swuccess is
measured differently by various
people. Each person is unique, spe-
cial, and precious. For me success s
getting the results my cliens need. Get
results in whatever yow do and you will
become successful. Solve problems
better than your peers. Don't pass
problems on.  Mever sefthe for rosting
results. Get results which are above

average and suceess is yours, [






