Alternative Caialog Formais 1o lesi

WHAT DO ALL the following situa-
Hons kave i gommans

* You're launching a new camlog,

* Yo 're spinning off a cawalog from
an exising product line.

* Your celog design s Rar, dred and
you're rethinking the look of the endre
haock.

* You're considering adding an emm
madling o the s=aseq and wand ic 1o real-
Ivsmand aur

Every one of these scamples mus:
ezl with 3 common questdon: What's
the 222 and shaps {or formar) of the new
book going to ber Camlog formar is often
twaken for granced, It is orpically eseab-
lished bva previous coeaive weam or art
direcor, [t's the conmol or sandard For
the company. When we really chink
about aliematve camlog formars, trese
aren't 21 that many dmes when we
have the oppactunios bo re-visic or even
challengs the fact that one formart
might be bewer than another.

Deoes fearmat make a
difference?

I baliewe it does. We know from our
basic direct marketing majining that
thers are 2 number of key factors that
impact respense rates and average
order values (AOV) and ultimarsly,
ﬂ'la.tal.'n-impc-mnt revenue o sales per

piccs mailed. The pres will argue abowt
what's most important, but the fol-
lowing variables cerminly are high on
the lisp

¥ CHfer

¥ List [segment being matled)

v Creative presentation [design,
kot photgraphy, apegraphy and use
of color and white space)

v Format

IF formax is mdesd a key responss fac-
tor, then we need wo give it more than
4 CUTSOCY review,

. Key word to catalogers:

“Differentiation”

Setdng your catalog apart from the
competion is the goal of every amleg
manager, designer or creadve team.,
Size of the book, shape, number of
pages, oype of cover, binding and pring
ing and densiey of the Iryours all ars part
of the overall ambiance or “persona” that
makes up a camlog's uldmare formac

And there are a number of other conr
sideradons that go ince thinking abaut
formac Here are a couple.

Customer Vi Prospess

Is che catalog mailing (o austomers,
prospect or both? There is a major dif
ference. Customers want consistency in
the format and design of a beok. They
dan'twant w have w explore 2 new for-

prea like 3 mew store thery have never been
in Befare, Clesramerns are interested
“what's new” with this ediwon, and the
want the comfort level o order quick-
by by phone, fax, e-rrail or mail. Prospect,
carlogs need o work harder in every
credrive aspeci—a standout formar,
beilllant covers, delightful, benefit-
laden copy. modvadng offers and ease
af uze. To prospecive buness, sverything
in the caraleg is NEW, but it muse sand
aut and grab the reader w get thay
impactant frsc order

- Busi

Thers are major leagus differences
bepwesn business and corsames Sitds
logs and how they speak to customers.

B-to-B camlogs are used differendy,

argarized differently, have different
ardering requirements, are remined
differendy, and often have unigue
design, copv and pricing techniques.
Bete-B camlogs, in oy judgement, must

it into a file, binder ar be easly shelved. 8

By defaulr, they should be B¥ x117 (or

the printer equivalent} or they won'tbe 3

retained and wed. Consmumer camlogs
have far greater lesway in their farmal
choices,

What considerasions beside the ones 48

just mendeoned should cumlogers thirk
abane in format chajces? Here i5 2
jeantnuad oo soge 4]
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FORMATS,. coniued from poge 45

e congder. Cormin product lines need
NG T o prosenit thewr produscs
the overszed foemat i3 avaalable,

Examples—rorsumer: [leasant
Company, Paggonia, American Expreis
SR A never!

6. Tabioid: This forrma is oypically aso-
caced with sle or discount offers and
13 usually printed on newsprint ar
anather low-grade paper, B-o-B mail-
&7 e it for moerim mle radlers and cone
sumer cxalogs use the formar 1 add an

aclditionil mailing ot e end of a sea.
son or ff<eason. The formar is ol
b deffnent (rom slicker, smaller cxtlog.

Examples—mrmma: Gormey Sced;
Inesiness: Quill,

7. Migl-dizess A suwinber of con-
sumer cagiogs have feanired thas format
ax the end of 2 holiday season with "Tast
minute” gift asgreshons. Many drnes only
a single item is featured per page.
Ercellent success is repormed by severzl
camlogs that have usad this format.

Esvampdes—eomnoegs Crate £ Barrel

BILLING SEATEMENT

Cersider this pewerhul, nor

wig firscios # ever 100
millen a=5e cradh card buvers
wha open fe ervilope =
a pracram gt g0 less than
105 of 2 sela maiing!

Biling Swiemend Instrs ore o
haine] edengien i direc
mazonsa cohetising. Maximize
your od campaignd and reech
thiz vituahy unicoped arera.
Let Medic Sendication, the
wodcwith keodar in billing
irwers, help vou develep o
muquingr'ul oot et il
geranie on incramens
rverng steam. Expend your
mneed uting bonks, o end
cobla commernes, mojo
rioilers, cidines, and mere,
Lat us sheow vou how ecsy and
||‘:-_'-:I:q:'1.1i-.-e HETE=R Tl
Giowing cllemnaly medic,

B8 Call today or vizit us at the
Fall DMA Shew - Boath 913

YOU'LL PROFIT FROM
WHAT YOU DISCOVER!

(212) 683-8533

~ER- -
MEDIA
STNDICATION
GLOBAL

&40 Park fvp South
Mew York, New York 10008

Circle &8 an Infa Card

CLBNaT mesum e ey L

Hammacher Schlemmer, Maveg: b,
T i evdlence.

defined 15 3 multiple produet offer
iy thae is half sclo matling and half oy,
alog. Tvpieally, produces are ned baus 4
bur affered a8 individua] product shess
with ennlly only oo iem per page. Bl
and Signaturs are two ploneers of
rrulo-maders, but woday a number of o
alogens we the formar for sddisonal eus
tomer mailings. There i3 Aot much evi-
dence that the farmat 1§ used for
prospectng. While the format tends r
be a bt *dowmnscale ® sven up,su:]lg F
aloger Horchow uses it for pemonalized
paper product offerings.

Examples—ammumer Fingerhuy,
Blair, Horchow, Sipnanire; bugneee o
evidencs,

9. Hagdbook: A number of largs
business catalegers put out annual
handbook-type camalogs thar olter
exeeed 300 or even 1,000 pages, These
Boaks conmin thoumnds of stock keep-

ing units (SEL) and are gpisally pub- |

lished and diseribaced only cecea vear,
IU's hard o theow this catalog away,
bur ane sereh wints 1o make eertin that
the database ks correct before malling,
Emp[ﬁ-—mmnwr LaneE; !lu.n':!::;:.'
Crainger, Hewlet-Packard.

10. Masalow: A "magalog” 52 bound ]

promoton that is half canlog and half
magarine, This promotion Coning 4
healthy amount of aditorial or non-
selling space, buris jusdfied by the madk
&x 25 being mone inerewing, geing high-
er readership and begter retenton.

Exampies—vonmmer; Absrcrombie
&z Fieeh; husinezn no evidence,

Which format's for you?
Every catalog has a differenc carget
audiznce and will respond differench
ter the varions formas mendoned. Cnly
b testng v researching chis quesdon
with wour CIsIomers or peripeciive
Banvers can oo e more aganed that the
format(sh that vouo are using are riche
For woa el v aniedienice, MNoaw id the
tirmee oo Lk oueicle o ereative hox
in re-visiting vour forma ;;F:i.um.. - |
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5. Mulfi-maile= A multiimailer i 1
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