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Full-Service Direct Marketing for Mid to Large Scale Direct Mailers

CEOCFO: Mr. Rothstein, your site indicates inspired marketing, improved results. 
Why is that the Sequel Response tagline?
Mr. Rothstein: I think for us we really focus on results in the mail. Most of our clients 
look to us to help them acquire new clients and retain current clients. Through a lot of 
our strategy, methodology, research and data, we are able to target the right people, 
target the right offers and send them a package that we think with the creative 
packaging would be attractive enough to get them to open it and compel them to call or 
go online to respond to the offer. 

CEOCFO: Tell us about direct mail today. What is the state of the industry in 
general?
Mr. Rothstein: I think a lot of my peers or other business leaders feel like the Internet is 
taking down the old, traditional channels of marketing, and I just remember reading in 
the DMA news last fall that direct mail is the new cool. I think what that translates to us 
is some of our most successful clients use an integrated marketing approach, where 
there is continuity between multiple channels of communication. For example, we will 
have our largest volume of direct mail drop during the clients largest brand spend. This 
holds true for all other channels when available we will link the DM offers and 
messaging from the direct mail packages, with similar messaging in the online space, in 
newsprint and on TV. This integrated marketing approach has proven to be the most 
successful for us and our clients. The Direct Mail channel is by far their most successful 
channel for new customer acquisition. It also has the lowest CPA (cost per acquisition). I 
believe direct mail has shelf life; you do not have to respond or react immediately. You 
can re-visit the DM piece at another time, think about the offer, and then make a 
decision to buy or not. Most other channels do not have that kind of staying power to 
purchase, so I believe DM is here to stay! 

CEOCFO: What types of companies typically turn to you?
Mr. Rothstein: It is kind of across a number of channels. The biggest channel has been financial services, whether you 
are in the mortgage or banking space or credit card acquisition space. Certainly the insurance space has been a long-
standing direct mail channel for a number of our clients, whether it is life products or accidental death. The health care 
industry for sure between Med Sup and Med Advantage and so forth, you are also seeing some telemedicine and one-
stop shop offerings in that space. Retail is another big channel for us and membership-type products. Really the last 
channel we are looking to get into is more of the political and not-for-profit space. We have a number of new opportunities 
pulling us in that direction. 

CEOCFO: When a company comes to you, do they ask for a plan or do they know what they would like to do and 
call upon you for implementation?
Mr. Rothstein: I think what drives most of it is that most of them are doing some DM programs today. They are finding 
that these programs are struggling a little bit. Either their list is starting to fatigue and their response rates are down, their 
conversion rates are down and/or their persistency rates are down or all three. That is usually a flag that we need to do 
something different than what we used to do, and it just is not working. The second part of that is a lot of resources today 
are not what they used to be. I think when you look at marketing departments in the environment we have today, 
everybody tries to do more with less. As these marketing departments are half the size they used to be, they just do not 
have the time and resources to do what it takes to and look at better opportunities and more testing. The key to success is 
not just testing, but how you test is even more important. I believe the key to any successful program is constantly 
challenging if there is a better list or package or a stronger offer that is going to improve results. When you are chasing 
your tail and running fast just to meet your DM deadlines and mail drops, it does not always allow you the time to put the 
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best program out there. For us, we come in and we can offer all of those resources to them. We offer all these services at 
a significant discount to industry fees. We operate at low fees, building long term winning DM programs and keep clients 
for a lifetime! 

CEOCFO: When you are working with a company, what might you look at when you are designing a program? 
What do you understand that maybe others do not realize is quite as important?
Mr. Rothstein: I think for us the biggest points of differentiation with people is that we have a lot of history and 
experience. I think we bring a very knowledgeable team to the party, but there are really two areas that differentiate us. 
We spend a lot of time on the front end developing a strategy and a research document that becomes the road map to 
what we are going to create and what we are going to target as far as data. I think a lot of agencies and other similar 
companies want to jump to the end product and show them pretty pictures and packages. That might wow the boardroom, 
but they do not have the logic and rationale around what the strategy is behind the pictures and concepts that you believe 
are going to make it work in the mail. It is kind of the heavy lifting part of the marketing puzzle, but I feel it is a critical piece 
and it is often overlooked. The second tag part of our success is really tied to our methodology and testing. We have a 
multivariate testing methodology that essentially allows us to test a number of different combinations between data, offer 
and creative without having to mail millions of peoples to get to this result. It is called multivariate testing with indexing tied 
to it, so it really allows us to throw a big net out and identify winners quickly without having to spend a fortune to do it. 
Once we identify the Best winning combinations of List, Package and Offers, we will go back in the mail with a much more 
refined approach and target those combinations with a higher quantity’s that will give us the statistic validity to roll out in a 
larger direct mail campaign.

CEOCFO: Is that with your Galileo tool?
Mr. Rothstein: That is exactly it. That is a really successful tool for us. Most of the clients you will find or prospects, when 
you ask them about testing they will say they are testing, and it will be an A/B test. They will take their current champion 
and someone there will design a package that they think will pull better and they will put it up against the two of them. It 
has been our experience that in an A/B test you are going to see a 15 percent success rate. It is almost like going to bat in 
baseball. You take 1 trip to the plate, and your chances of getting a hit are 2 in 10 maybe. But you go to the plate 7 or 8 
times you will in all cases not only get 1 hit but multiple hits or in our case winning packages. Galileo simple offers more 
swings at the plate for the money! That is why when you look at our historical performance, we consistently identify a New 
Champion DM package and in many cases have multiple winners! 

CEOCFO: Given your experience, do you often know what is going to win?
Mr. Rothstein: It is ironic because your instincts will all take you in many different directions. You are never sure and that 
brings you to the Science. We use marketing techniques in a very scientific approach to garner results, so guessing is 
dangerous and often wrong! Another huge factor for success is understanding the Data that will be used in the DM 
package. We believe that Data will contribute over 60%-70% of the overall performance of a direct mail program, so it is 
critical to start with the correct names to market. The other 30% to 40% will fall to Offer and Creative. You can look at 
some DM packages and immediately see pieces like the offer and the creative construction of the package itself, there is 
absolutely some things you should not be doing. Those will come off the page and say they really shot themselves in the 
foot by putting this package together. Other than that, it is more subjective. I think it really ties back to the strategy 
document. So often people will sit in a boardroom and say they like the way certain packages look, and when you look at 
some of our clients that are in the travel industry, for instance, they are very aspirational. It is people walking on a beach 
or much more pictures that are intriguing and compelling versus a financial services offer, which is going to be more 
professional feeling and more of a serious-looking package. Most of the time, people are drawn to the pictures rather than 
the relevance of what we are trying to sell here and what the mindset of the buyer is. If it is a serious product, we need to 
talk to them in a serious way so it is going to have a different look. 

CEOCFO: When you are speaking with a prospective client, have they reached out to you as they understand the 
depth of your approach or is it more that they are surprised and delighted when they realize what is happening at 
Sequel Response? 
Mr. Rothstein: The fact that we build schedule from beginning to end and MANAGE that for them is a huge benefit to 
them. The fact that we do Creative/Strategy, Data/Analytics and Production/Account Management is a big win for us and 
a welcome surprise for the client. We provide a formal proposal upfront that would outline the costs and provide a 

“What I believe comes as the greatest surprise to our client is the amount of time and energy we spend on the front end in 
the Creative Brief, Research and Strategy phase. This is the critical jumping off point and I believe most companies do not 
offer this formal expertise.” - Thomas Rothstein
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schedule and timeline for each deliverable and who is responsible for that piece. This really speaks to the lack of internal 
resources available to our prospects and clients. What I believe comes as the greatest surprise to our client is the amount 
of time and energy we spend on the front end in the Creative Brief, Research and Strategy phase. This is the critical 
jumping off point and I believe most companies do not offer this formal expertise. I use the analogy that it is like playing 
football on Sunday without watching any of the film during the week. We want to know what the other team is doing, what 
their tendencies are, what makes us different, and focus on what we should do different now to compete with that other 
team that is on the field. For us, the other team on the field is all the other competitors that are offering similar products. 
How can we make yours unique and stand alone from the herd? What are you currently doing and what should we try 
different and best position that? That takes a lot of time and resource, and usually it is about a two-week process for us to 
come back with this 12 to 15-page strategy document that says this is who we think you are, this is where the competition 
is, this is how we think you should position yourself, and here are some ideas in that. What do you think? At that point, we 
get a lot of buy in from them, and like I said, it becomes the starting point for our direction on Creative and Offers. We do a 
similar analysis on our approach to Data – what list they used, what modeling techniques they used, and what can we 
offer that is different and might be more successful that has not been tested in that area. Recommendations, tied to 
strategy and creative around offers is the approach.

CEOCFO: How do you keep your mailing pieces from looking like junk?
Mr. Rothstein: I think the key is that you want to try to get something to stand out in the mailbox. For us, if you are a 
postcard, the customer does not have to open the envelope to know what the offer is. The downside is, you have limited 
real estate for copy and images. For the most part, most of these direct mail programs are in a close-faced envelope or 
window envelope. What we have found to be critical is lots of personalization to the packages. You want to be able to call 
out the individual in the household who is getting the piece. The better the data, the more likely you can imply certain 
behaviors that may trigger a response. It also makes the responder feel like you know them and understand what they 
need and want. Regarding packaging, a close-faced envelope looks more personal than a window envelope, which is 
what most DM solicitations come in because of cost savings. The closed faced envelope is more formal and does not 
appear to be junk mail at first glance. It is more expensive, but that is why you test to see if the response warrants the 
additional costs. We found that adding a plastic card or a laminated card or something in the package where a customer 
can feel it like there is something in there for them, so we use it for our membership cards that usually get people to open 
the envelope and ask what is in it for me! That is why we test all the time. There are times when a lot of marketing on the 
outside of the envelope to grab their attention is good, and sometimes less is more and where it compels them to open 
the envelope to see what is on the inside. It is a constant changing game for sure. 

CEOCFO: Sequel Response has been recognized on the Inc. 5000 list in a very nice high position. How do you 
continue the trajectory?
Mr. Rothstein: Both my business partner and I played a lot of sports. I played some professional hockey and he has 
played professional football, so you learn very early in your career that you are only as good as your last night out. You 
get humbled pretty fast in sports and life! For us, the success is continuing to keep trying to perform for our clients. A lot of 
our growth has come from our current client just having more and more programs that are successful, so they are mailing 
10 to 40 times more than they were. We have a whole business development group that is focusing on new opportunities, 
but it is a combination of the two. I think we just make it fun for the employees, continue to compete every day with the 
other companies that are trying to grow their businesses and hopefully we just continue to have success. As our programs 
perform, we have clients looking to us to help them, so I think it all starts and stops with successful programs. If we do a 
good job, then the word is going to spread and more people are going to reach out to us to help them perform on their 
programs.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine
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