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Trend #1: Reinventing Your Marketing Strategies & Tactics
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What makes
you unique?

What your 
competitors 

do well…

What your 
Customers

want…

A

B

C

A: Winning USP – A point of difference where you meet the needs 
and stand out in a unique way

B: Losing USP – Your competitor meets the customer demand better 
than you do and the prospects know it

C: Risky USP – Competitive ground, good but not strong

Your USP



Trend #2: Adjusting Your Marketing Based on Economic Realities 



RECESSION NAME DATE LENGTH UNEMPLOYMENT GDP DECLINE CAUSE

GREAT DEPRESSION Aug 1929 – Dec 1941 10 Years 24.9% 26.7%

• Federal Reserve

• Banking Crisis

• Smoot-Hawley Trade War

CARTER RECESSION Nov 1973 – Mar 1975
1 Year

4 Months
9.0% -3.2%

• 1973 Oil Crisis

• Federal Expanding the Money Supply

• 1973 Stock Market Crash

• Stagflation

1980 RECESSION Jan 1980 – July 1980 6 Months
7.8%

(Up to 12%!)
-2.2%

• Inflation up to 15%

• Double Dip – W-shaped

• Interest Rate up to 12%

1981-1982

INFLATION RECESSION
July 1981 – Nov 1982

1 Year

4 Months

10.8%

(Nov. 1982)
-2.7% • Federal Reserve raises interest rates to fight inflation

BLACK MONDAY RECESSION Oct 1987 – Feb 1993 8 Months
7.8%

(June 1992)
-1.4%

• Tax increases

• Regulation increases

2000 DOT-COM RECESSION Mar 2001 – Nov 2001 8 Months
6.3%

(June 2003)
-0.3%

• 9/11

• Dot-Com bubble stock crash

GREAT RECESSION – STOCK 

MARKET CRASH
Dec 2007 – June 2009

1 Year

7 Months

10.0%

(Oct. 2009)
-5.1%

• Government creates sub-prime mortgage

• Housing Crisis

• Financial Services Collapse

COVID-19 RECESSION Feb 2020 – Oct 2020 8 Months 14.8% -8.9% • Government dictate
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• Consumer buying behavior is changing 

• Amazon data

• Inflation: $717 extra costs to every household a 

month or $8,607 a year (CPI) not keeping up with 

pay increases and squeezing those on fixed 

incomes

• Credit card debt is now greater than savings

• Savings dropping to near historic lows

• Lost Jobs

• Multiple Jobs
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Right Choice? What Post Recessions

Show Us…

Reacting to historic recessions. Average budget reactions by marketers:
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The First Thing To Be Cut?
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Trend #2: Adjusting Your Marketing Based on Economic Realities 

Your Prospect/Offer
✓ Discount
✓ Guarantee
✓ Freebees



Stagflation ahead….

Be Proactive: Advertising Domination Strategy (ADS)
• 87% of Americans postponed or cancelled vacations
• 16.5% of Americans postponed or cancelled a planned major purchase
• 62% of Americans are cutting costs, changing brands, searching for 

discounted products
• 41% of Americans are seeking discounts 

Market Smart: Advertising Domination Strategy (ADS)
• Avoid cutting
• Use accountable direct response, not general advertising 
• Limit experiments to 5-10% of budget
• Test more creative A/B testing in the top producing media
• Use copy and offer strategies 

Trend #2: Adjusting Your Marketing Based on Economic Realities 

Advertising Domination Strategy (ADS)
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Database of 

Prospects



New Trend #3: The New Integrated Multichannel Marketing

Direct Mail



1.8%
8,321

respondees

2.2%
22,321

respondees

Direct Mail

Transactional Data Modeling (TDM) Response Enhancement

New Trend #4:  Advanced Data Modeling
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New Trend #5: Digital Footprint vs. Foundation

✓ Platforms

✓ Creative



New Trend #5: Digital Footprint vs. Foundation



New Trend #6: Direct Mail In An Online World

The Resurgence of Direct Mail

1. New formats

2. Transactional Data Modeling (TDM)

3. Direct Mail Response

4. Integrated Multi-channel 

New Profitable Results
✓ The lost art of great ROI

✓ Strategic myths

✓ Higher upfront costs, better cost per sale
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New Trend #6: Direct Mail In An Online World

Catalog

• Hard 

copy

• Online 



✓ Postcard
✓ Letter mailing
✓Other formats

New Trend #6: Direct Mail In An Online World
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New Trend #7: Leveraging Video



New Trend #8: Geofencing

• Model ID’s
• Older/Ads



New Trend #9: Testing New Media

Mobil ID Marketing
(Reverse append mailing 
address from your postal 
list on DSP)

Mobil Message
(Voice Mail Message)



New Trend #10: Using Copy that Sells

Define your unique selling position (USP)
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New Trend #10: Using Copy that Sells





www.cdmginc.com

moppenheimer@cdmginc.com

http://www.cdmginc.com/
mailto:moppenheimer@cdmginc.com
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