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ON CATALOGS

|
' Can Small Catalogs

| ' Survive?
|

Yes, despite all the challenges they face.

| —

he pressure’s on! Response
l rates are flat, or avan de-
clining. Consumer confi-
dence [s low, We're not pulling out
of the recessiza os Jast a5 some
¢conomists had predicted. The
e 1:::I.*-:I-|:-‘mg,r busitass have risan.
Are these signs of doom for the
smailer cataloger?

If your sales are less I‘h:u] $10
million a year, this article is di-
rected to you. And _',-'nu'rn not
e e tﬁmahg Toie payer

£3 23 DeIng 0 !-’ Iz gy
like L.L. Bean, lor “"ﬂ&ﬂ
hut. If we Im:-k a.l: the statistics,
aboat T5 percent of all eal:zlng-s
generate [esz than 35 million in
aales per year You're in the ma-
jortky, bot you're also the type of
company that:

# operates only a single eatalop—
not two, three or 10 catalogs that
has diversity to hedge againse in-
flation;

» doagn't rely on import merchan.
dise to drive down your cost of

goods;
® doesn't kave the “deep pockers”
of corporate conglomerates;

® deasa’t have aniimited stad to
wihcm to delegate,

In short, to survive, you must
work amarter. Hard wark will
help, bur effort alone will not
puaranies sustess n the 1550s,
RULES FOR SURVIVAL. Having
worked with many startups and
small eatalogs for more than 10
vears, I'm convineed that for
smaller catalags, the next several
|vears will be critical to survival.

ere are rules that might help:

L. Use your resources bet-
tar. Unlike vou larger catalog
cousing, you must ¢ smarter in
Jsmg the funds you have, Eetter
teating, strong offers, more dra-
matic E'EEI!\'¢ moTe 3¢3111e-1,e-u
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circulation and becter fxifllment
and customer service ars some
areas where spending needs care-
fal control. You muat was yoor re-
sources more wisely than you did
in the S0s,

2. Analyze yvour catalog bet-
ter. Large catalogs have huge
staffs Lo post-analyze every as-
pect of their catalop. Small cata-
logs are more apt to "wing "
from an analytical standpoint.
This can be a death knell! I

must becoma expert in ana-

i:fr their merchandize, lists,

ﬁ\:ﬂa testing—every facet of
ir busineas.

3. Use your buyver file het-
ter. Large catalogs bplcally have
a progpect marketing group, a
eustomer markating group and
siart :Lntg'md i r:'.:_r‘.u:t:l?
age inserts, costomer Er"t]s,

recipients and almast avery
other :ub—sernm' of names on
the house file. What a luxury!
Small catalogs higtorically have
under-utilized their customer list.
Tou must look to your customers
to penerate more sales. You must
give vorr better customers a
chance to buy more often, by pro-
moting to them more often.

4. Hecome a better low-cost
provider. You might not be abie
to afford to visit every port in the
world in search of unigue prod-
nets and lower prices, but you
mizst become 2 smarter low-cost
provider of praduct. ‘-":-u must
[earn to buy tougher.

Putting more onus on your ven-
dors for lower prices, and better
invéntory backup is a starting
point. Developing coeperative
buying efforts where yoo can use
imports and find unigue, néw
products may also be a way. The

_target will ba to drive down your

| eost .of goeds while improving

your ugt quality.

5. Use vour peoples re.
sources more afectvely. [ve
had the privilege for the past sev-
eral yvears of working with two
women who ran a2 small catalog
called Gooseberry Patch, Starting
with minirnal cataleg skdils, Viekds
Hutchins and JoAnn Martin effee-
tivaly divided op the ley taghks of
managing a cataleg. Vickde ia re-
sponsible for the creative aspects

and spaca advertising while shar-
ing the respensibility of merchan-
dising. JoAnn has effectively
lezrned fulfiliment, circulation
and lists, and finance. The two
have developed what smaller cat-
alogs must have: a “smart” divi-

sisn of labor T‘te;.* nrobably conld |

not have sarvived without ik,
What pecpie skills they are miss-
ing, they “buy” outside using se-
lective :mela.-ners or eonsoitants,
Small catalogs can survive, but
it won't be business a3 usu:l in
the 19908, Controlling costs, using
2taff and finameial resources more
effectively and striving to become
a batter, low-cost provider are but

a faw ways to survive. Small cata- |
- logs have a leg up on their larger

counkerparts in:

s their ability to react faster to
changing conditions;

e their chance to show appresia-
tion and ko serve thelr evstamers
better; and

& the opportunity to ba involved
in every aspect of their business.

I can't think of a more challeng-

ing, but fun, place to be in the
next decade, than operating a
small catalog,
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