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 Direct Marketing Digest — Issue 09, 2008 

List Your Catalog At No Charge 
Get your catalog listed in our online  catalog directory for free. Our site receives thousands of unique visitors 
each month, so don't pass up this free advertising opportunity. We accept most catalogs and are especially 
interested in clothing, home decorating, craft, and gift types of catalogs. 
 
Visit us online at Mail Order Catalogs and use the contact information provided to submit your free catalog. 
We also have tips for setting up or improving your own mail order business, with articles on business advan-
tages, disadvantages, industry growth projections, and much more. 
### 
 

Messages, Opportunities and other stuff… 

NATIONAL MAIL ORDER ASSOCIATION (NMOA) 
Founded in 1972 by, Paul Muchnick Submit correspondence to: NMOA, 2807 Polk St. NE, Minneapolis, MN  55418-2954 ph: 612.788.4197  fax: 612.788.1147- 

Membership information available by calling NMOA headquarters at 612/788-4197 or through the NMOA website: www.nmoa.org All information comes from sources deemed 
to be reliable. No warranty of accuracy or completeness is made for the contents. No part of this publication may be stored, reproduced or transmitted by any form or means 
without permission. Except for quotation by media, crediting source. Copyright (c) 2007 NMOA 

Cleveland, OH - September 11, 2008 - In a tough economy, most small businesses can't afford to hire a public 
relations firm to finely tune their media pitches-until now.  
  
A new website, YourPitchSucks.com, was launched today with the goal of providing professional public rela-
tions feedback at no cost for companies preparing story pitches to the media.  
  
The process is simple: site visitors submit their written pitches online. Then a team of senior public relations 
professionals review the pitch and develop ideas for how to make it more compelling to journalists. Your-
PitchSucks.com then emails the revised pitch back to the person who submitted it along with an explanation 
of why the changes were made. The end result is a media pitch that should be significantly more interesting to 
reporters.  
  
 "Press releases don't work in most cases because they're not written properly, and they lack focus and the 
ability to tell a story," said Jim Kukral, web marketing expert and Founder of the project. 
"YourPitchSucks.com provides professional support to improve these pitches as a service to both companies 
and journalists."  
  
In addition to the free pitch review service at YourPitchSucks.com, the company offers a fee-for-service op-
tion for companies interested in more broad public relations support. For additional information please con-
tact Jim Kukral at 216-272-4383 or at jim@jimkukral.com 

Great Book Makes Marketing EASIER, FASTER, and CHEAPER than Ever! 
 
In a Few Nights of Easy Reading, Learn the INSIDE SECRETS of DIRECT MARKETING! 
 
Make Your Marketing 2x, 5x, 10 TIMES as Effective and yet LOWER THE COST! 
 
Buy this book today - Use These Low Cost Techniques by This Weekend!      
A great reference tool and an unbelievable marketing guide for any businesses! Over 400 pages 
jam-packed with in-depth direct marketing information. Make your marketing 2x, 5x, 10 times as 
effective and yet LOWER the cost. Shows you how to create effective low-cost campaigns easily. 
Find new markets effortlessly. Test new markets at almost no cost. Increase the effectiveness of 
any campaign, guaranteed. No theory. No history. Plenty of samples and examples. Over 2 1/2 
lbs. of lean marketing how-to information. Click here for more details and ordering information. 

http://www.mail-order-catalogs.info�
http://www.mail-order-catalogs.info/article-index.html�
http://www.nmoa.org/catalog/dobkin.htm#500�
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A simple rule of thumb for copy length 
When deciding whether you need long copy or short - whether in a landing page, e-mail, or sales letter - fol-
low this simple rule: short copy for generating leads, longer copy for generating orders. 
 
"As a general proposition, an ad in which you are seeking only inquiries should be short, merely leading the 
reader down to the free booklet and the coupon," writes copywriter Robert Collier, "whereas an ad in which 
you are attempting to make the actual sale should be long enough to tell all about your offer. 
  
"Some authorities will tell you to write only short, crisp ads, with plenty of white space - others to crowd in 
every word you can get. Both are wrong. There is no hard and fast rule as to how long an ad should be, ex-
cept that it should be long enough to tell your story, but short enough to hold your reader's interest." 
 
Source: Collier, Robert, "How to Make Money at Home in Spare Time by Mail," p. 154. 
### 
 
Viral marketing on overdrive 
According to David Meerman Scott, author of the "New Rules of Marketing and PR," the number of people 
who download free content is 50X greater when you ask nothing in exchange for it. 
 
He cites as an example an e-book he offered free, with no registration required, that has been downloaded 
250,000 times. 
 
Therefore, Scott advises you to drive traffic to an "ungated" landing page (no form to complete and submit 
before you can download the content) instead of a "gated" landing page where they must fill out a form first 
and submit their e-mail address before gaining access to your content.  
 
"So many companies create great content and then put a gate on it and restrict the number of people who 
read it," he says. "It's sad, really. Yeah, they build 500 people in a list, but they could have had 10,000 peo-
ple exposed to their ideas." 
 
An even better idea: include a strong "bounce back" offer (e.g., another valuable free report) in your free 
viral content and put it on a gated landing page. 
 
If 10% of the 250,000 people who downloaded Scott's offer had registered for such a bounce-back, he would 
have added 25,000 names to his e-list at zero cost. 
### 
 
Recently found on the web. 
We recently came across a brand new way of searching online called 'Searchme.com' - it uses a simple inter-
face just like Google, but it displays the results visually.   
It's pretty cool and you can check it out: http://www.searchme.com 
### 
New free keyword discovery tool. Are people searching the Internet for your key words and phrases? A new 
free tool, Spacky, let's you find out fast. Just type in your key word. In seconds, Spacky tells you the number 
of searches performed on that key word - Google, Yahoo/Overture, and Microsoft Network. It's a great way 
to tell which of several key words you want to bid on or optimize your site for is actually the one getting the 
most activity. To use the Spacky keyword research tool free, click here now: http://www.spacky.com 

Popular at the NMOA 
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Direct Marketing Success Story! 
Direct Marketing Digest — Issue 09, 2008 

Find direct marketing books, reports and research at the NMOA bookstore  
http://www.nmoa.org/catalog 

Direct Marketing Success Story Interview  
with Ford Saeks, founder of Prime Concepts 

 
For over twenty years, Ford has been actively involved in the successful 
growth and operation of multiple business ventures in a variety of industries.  
He built his first business at age 16, reaped the profitable rewards and was la-
beled “A True Entrepreneur.”  Since then, he successfully founded ten more 
companies, received three US. PATENTS, multiple trademarks, and developed 
a nice collection of intellectual property.   
 
His patented products have sold millions and are sold worldwide through retail 
stores, mail-order catalogs, mass merchants and electronic retailers.  He took 
risks, used his instincts, and figured out what worked in highly competitive 
marketplaces. Ford's extensive background in the business world provides his 
clients with a unique advantage. 
 
 
JDS: What was your life like when you were a kid? Were your parent’s 
business owners, or show other entrepreneurial traits?  
 
Ford: John, my life as a child was interesting. The short story is that I was adopted to parents that were di-
vorced before the adoption was complete. I lived with my mother until age 12, then moved out on my own 
and lived in the housing projects of North Minneapolis paying $17 a month for government housing.  My en-
trepreneurial traits were created from having to become “street-smart” in a hurry.  
 
I stayed in school, worked odd jobs as a cashier, shipping & receiving clerk, and roller skating rink DJ for 
groups typically over 500 people.  Then at age 15, I received an audio tape program that was filled with sev-
eral positive and inspirational concepts. It got me thinking in a whole new way.  Instead of feeling like a vic-
tim, I began to think for creatively and look for opportunities. 
 
That same year, I pulled out the yellow pages and looked at all of the different types of businesses that I could 
start. Keep in mind I was 15, in JR. high school with no money and odd job experience.  I decided to start a 
Painting Company. (this is a great story if you want all of the details) Bottom line, by age 16 I had three 
crews of painters working in the city and I was earning $35,000 a year. Each year making more, learning 
more. Not bad for a kid from the projects in 1976. I moved out of the projects into a nice apartment and grew 
my business.  I learned how to create compelling offers, back them up with unique guarantees and get pros-
pects to take action. 
 
  
JDS: Did you have any business people you looked up to, or wanted to be like?  
 
Ford: I knew I didn’t want to be poor and eat macaroni and cheese the rest of my life. When I lived in the 

( "Ford Saeks," Continued on page 9) 

Ford Saeks 
Founder: Prime Concepts Group  
 
Headquarters: Wichita, KS  
 
Year founded: 1987 
 
Number of employees: 14 
 
Yearly Revenue:  1 to 5 million 
 
Website: PrimeConcepts.com 
 
Age: 47   
 
Hometown:  Wichita KS  (grew 
up in Minneapolis) 
 
Family:  Fiancé, Aliesa George.  
 
Son age 20, Logan Vinopal 
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Featured Products for Resale... 
Direct Marketing Digest — Issue 09, 2008 

AVANI is a new line of Dead Sea products manufactured & developed by Dead 
Sea America Inc. All of our Dead Sea products are 100% made in Israel. The Dead 
Sea America Inc. is specializing in the manufacture & distribution of innovative & 
advanced skin-care cosmetic products formulated from the unique salts, mud & 
minerals of the Dead Sea, it is the policy of Dead Sea America Inc. to supply cos-
metic products that are of the highest possible quality, made with choice natural in-
gredients specifically chosen for their environmentally friendly properties. None of 
the products offered are tested on animals. 
 
Since the establishment it has been our primary goal to be different from others in 
our field by always being at the forefront of current trends & innovation and quality 

products. We offer a large collection of exclusive Dead Sea cosmetics & beauty products and provide a full-
service of private label. Seeking resellers of all types. Visit our website at  http://www.avani-deadsea.com 

Lost and Found Temporary Tattoos™ are a unique way to help ensure if a 
child is lost they will be found.  If a child gets lost or injured it can be a stressful 
situation for the child.  Although memorized, a phone number may not be easy 
for a child to remember when lost.  Lost and Found Temporary Tattoos™ help a 
child remember important phone numbers because they simply know to look for 
the tattoo. 
 
Parents now have a way to feel secure when their child is in any crowded place 
or not under their direct care (theme parks, school field trips, shopping malls, 

sporting events etc.).  Although other identification products are useful (ID bracelets, labels or wristbands) 
they can be removed and, therefore, are not as effective. We also offer other child safety products that help 
specifically with children with Autism or who are nonverbal, in addition to peanut, gluten and generic allergies 
tattoos.  We also offer temporary tattoos for individuals with Alzheimer's Disease, and Field Trips. Tattoo Kits 
contain everything needed to use the tattoo anywhere (6 tattoos, 6 moist wipes for applying, 6 alcohol wipes 
for removing and a marker) Seeking resellers of all types. Contact: Cindi Aldrich, T: 800-357-1521,  
E: cindi.aldrich@tattooswithapurpose.com http://www.tattooswithapurpose.com 

Welcome to the home of Chanteuse Music Publishing, Inc.!  
We produce interactive products for children and adults which combine the 
worlds of music, children, and animals. Please join us at Chanteuse Music 
Publishing, Inc. where your child or the child-in-you get to sing-along with 
the music CD while the printed lyrics exercise the mind and vibrant illustra-
tions entertain your imagination. We even carry some Bling Bling for you, 
your child or your pet!!! 
 
Be one of the first to offer these unique interactive, educational (and award 
winning) children's products. Kids love singing, drawing and pets. These 
products are a great fit for every child in your family. Boy or girl.  
 

We have lots of variations of the line, and we are seeking resellers of all types. Check out more images and 
info on this page: http://www.nmoa.org/Products/KidzProducts.asp 

To find more products to sell...use NMOA wholesale product department  
www.nmoa.org/Products 
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Lists For Marketing & Advertising Opportunities! 
 

Dunn and Bradstreet E-mail DB 
Nearly 4 million e-mail addresses are available on this file managed by Infinite Media. Matching e-mail ad-
dresses were appended to business data derived from public records, bank records, mail surveys, manage-
ment interviews and other third-party sources.  Selections: Contact name, business/industry type, cottage in-
dustry, headquarters/branch, import/export, longitude/latitude, number of employees, sales volume, SIC 
code, women owned business, year started, state/SCF/ZIP Base Price: $350/M 
 
Marine Business Journal 
Direct Partner Solutions offers a list of 22,695 subscribers to Marine Business Journal. This trade publication 
targets all aspects of the marine industry from retail to boat building operations. About 38% of subscribers 
are company presidents or owners. Selections:  Job title, gender, state/SCF/ZIP Base Price: $110/M 
 
Secrets to Hidden Wealth 
Net60 LLC has introduced a list of 57,900 consumers who purchased information about foreclosed homes, 
car auctions, government grants and loans. The unit of sale was $29. Direct mail and infomercials are the 
source. Selections: Hotlines, gender, check/credit card, declines, SCF Base Price: $100/M 
 
Leaflet Missal Catalog 
Estee Marketing Group Inc. is the new list manager for Leaflet Missal Co., a publisher and supplier of reli-
gious goods. Its file names 67,615 buyers and 6,786 inquirers from the last 12 months. Products sold 
include Bibles, books, videos, statues, religious art and apparel. The average sale was $65. The sources are 
catalog (98%) and the Internet. Religious Lists was the previous manager. Selections: Purchase amount 
ranges, products, gender, state/SCF/ZIP Sample usage: Catholic Advocate, Catholic Catalog, Franciscan 
Mission Associates. Base Price: $105/M (last-12-month buyers) 
 
NEW INSERT MEDIA 
 
JCPenney PIP 
Infocore Inc. recently introduced a package insert for JCPenney, which ships 12 million packages annually. 
Non-standard size inserts are acceptable. Base Price: $60/M 
 
CWDKids PIP 
CWDKids catalog package insert program. Some 284,000 packages are shipped annually to apparel buyers 
for infants to children under 12. The average customer is 38 and has a $75,000 income. Up to two inserts will 
be accepted. Inserts must be at least 3-1/2 by 5 inches. Inquiries will be considered for inserts larger than 5-
1/2 by 8-1/2 inches and heavier than a quarter ounce. Sample usage: Clorox, Company Kids, Personal Crea-
tions. Base Price: $70/M 
 
Golf Warehouse Catalog Blow-in 
Some 8 million catalogs are mailed annually. Up to two noncompetitive inserts will be accepted. The maxi-
mum size is 5-3/4 by 5-3/4 inches, weighing up to a quarter ounce. Base Price: $35/M 

For information regarding these lists, or any other lists for your marketing efforts, please contact your 
list broker or NMOA list advisor Jerry Mamola at jmamola@optonline.net  
Find tips and information on using lists and list suggestions here: http://www.ListsForMarketing.com 

Special Direct Mail Printing and Mailing of 6”x 9” packages: Call Jerry Mamola at 732-833-4334 
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Business Contacts and Resources 
Additional Direct Marketing Resources here: http://www.nmoa.org/Contacts/index.htm 

List your URL here for a year: $120.00 — Standard Classified Ad, $25 per column inch. 
Contact John Schulte directly to advertise, schulte@nmoa.org 612-788-1673 

NMOA service provider members get their URL listed here for Free 

Business Opportunities 
Start a Web Business  

Over 130 drop ship suppliers and 900,000 
products. You carry no inventory. 
 

* One payment system, one order man-
agement system, 130 suppliers * Sell in 
your  store, on ebay and auction sites, 
wherever you want, * Get group buying 
power and lower wholesale prices, * State
-of-the-art auction listing tools for ebay.  
Get the full details here:  
http://snipurl.com/webstore 

Direct Mail Services 
Need Direct Mail Help?  

Check  out the NMOA’s Advanced Mem-
ber Services for Mailing List Recommen-
dations, Direct Mail, Catalog Mailings, 
New Customer Acquisition, Lead Gen-
eration and Strategic Planning. If you 
have an established company with a 
growing marketing budget…we can 
help you build your business better, 
faster…and more efficiently—using 
proven direct marketing methods!  
Details here: http://tinyurl.com/2lej5u 

Call Centers 
NomKa Call Centers 
http://www.nomka.com 
============================= 
AnswerNet Network (Call Centers) 
56 contact centers throughout the U.S. 
and Canada. Please call us for a quote. 
Bob Keene Tel: 866-239-3404 
bob.keene@AnswerNetNetwork.com 

Please mention NMOA 

Search Engine Services 
Tools  for Pro Search 
Engine Optimization 

The SEO Toolkit includes everything 
you need to optimize and promote your 
web pages, to increase your web site traf-
fic and search engine visibility. Check out 
all the features. http://tinyurl.com/38fvs6 
Keyword Discovery Tool gives you the 
best keywords to target on your website. 
Over 80% of all online transactions begin 
with a keyword search. Don’t advertise 
blindfolded. Get the full details on our 
website. http://tinyurl.com/378rth 

 Fact: 60-80% of 
 indexed pages on 

Google are now blogs. 
Most non-blog sites are falling fast in 
rankings and traffic on Social Media Sites 
are surpassing standard sites.  Blogs are 
an easy way for businesses to incorporate 
all facets of Web 2.0 
 

Search engines love blogs, and by having 
your own blog, your site will rank higher 
faster, bringing you more web traffic  
when someone searches using your par-
ticular keywords. Our automated blogging 
service makes it easy to quickly put up 
and populate a blog without the big learn-
ing curve. Check us out by getting a Free 
account. http://tinyurl.com/2o2wzd  

Blogging Services 

Internet Marketing 
Best of Web Directory  

Get Listed in the Internet's Oldest Direc-
tory! Best of the Web Directory Submit is 
a service for webmasters, site owners, 
and marketing organizations to quickly 
have their site reviewed for inclusion in 
the BOTW Directory.  
http://tinyurl.com/2dcezs 

Marketing Software 
The Leading Provider Of CRM 
Software For True Small  
Businesses 
Unlike any other CRM software available 
on the market today, Infusion CRM is a 
comprehensive, active CRM built specifi-
cally for marketers, entrepreneurs and 
successful small businesses that recog-
nize marketing and automation are neces-
sary to growing quickly and profitably. 
Register for a free demonstration.  
 http://tinyurl.com/2ycc7l  

Get Listed in the Year-
book of Experts.  
The printed Yearbook is 
“America’s Favorite News-

room Resource” -- tens of thousands of 
copies have been requested 
by journalists. One of the best methods of 
promoting yourself as an industry expert. 
Full featured options, and Google 
friendly. Get the full details and a $100.00 
NMOA discount by logging on here:  
http://tinyurl.com/2wyrgd 
============================= 

Get publicity writing articles? 
We have eager editors and publishers 
looking for new pieces. Let us distribute 
your articles automatically. We have the 
best system available for distributing your 
articles. Get the full details at our web-
site. http://tinyurl.com/3dy2pf 

Publicity and PR Services 
How to Use Press Releases for 
Mail Order  
and Direct Marketing! 
Attract media coverage from newspa-
pers, magazines and television and radio 
stations using press releases that cost 
just a fraction of the cost of advertising 
Click here for a FREE white paper. 
============================ 

Internet Hosting Services 
Green Web Hosting 
Besides great hosting plans that include 
massive hard drive space and bandwidth; 
unlimited email addresses and databases 
and host unlimited domains at no extra 
cost. ThinkHost is powered by 100% 
renewable energy! Use this coupon code 
when signing up for further NMOA dis-
count. THD99999TP24 
Click here to compare our GREEN 
Earth Friendly web host pricing! 

Content Management Software 
Interspire ArticleLive NX 
A Complete & Integrated Article/News/
Blog System. Start your own article, 
news and/or blog site with ArticleLive. 
It includes everything you need such as 
CSS templates, multiple authors, com-
ments, CAPTCHA comments, built-in 
RSS feeds, Google AdSense placement, 
guest article submission, in-depth statis-
tics,  and much, much more!  
Click here to learn about ArticleLive. 

http://snipurl.com/webstore�
http://www.prnewschannel.com/white_papers.htm�
http://www.thinkhost.com/?p=bebafe81�
http://www.thinkhost.com/?p=bebafe81�
http://www.thinkhost.com/?p=bebafe81�
http://www.thinkhost.com/?p=bebafe81�
http://tinyurl.com/2tn63w�
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Business Contacts and Resources 
Additional Direct Marketing Resources here: http://www.nmoa.org/Contacts/index.htm 

List your URL here for a year: $120.00 — Standard Classified Ad, $25 per column inch. 
Contact John Schulte directly to advertise, schulte@nmoa.org 612-788-1673 

NMOA service provider members get their URL listed here for Free 

Mailing and Email Lists 
Great Mailing Lists 
http://www.greatmailinglists.com 
———————————————————————————————————————–

List Tips and Recommendations 
http://www.listsformarketing.com 

Shopping Cart Solutions 
Marketers Choice! 

Make Your Sales Skyrocket with 
Smart Shopping Cart Software! 
 

Automate your email marketing, Website 
sales, digital delivery, ad tracking, credit 
card processing, recurring billing, affili-
ate program, or any eCommerce activity 
you face from now on. Multiple Autore-
sponders effortlessly follow up sales and 
leads, manage your mailing lists, and 
build repeat customers. Affiliate Tracking 
plus highly profitable eBook downloads 
with the new Digital Delivery Wizard.  
 

Get your 30-day test-drive for Free!  
http://tinyurl.com/28ys46  
============================= 

E-junkie Shopping Cart 
E-junkie provides shopping cart and buy 
now buttons to let you sell downloads and 
tangible goods on your website, eBay, 
MySpace, Google Base, CraigsList and 
other websites using PayPal, Google 
Checkout, Authorize.Net, TrialPay, 
2CheckOut and ClickBank.  
FREE TRIAL: http://tinyurl.com/2xt9tz 
============================= 
Interspire Shopping Cart 
Complete shopping cart software for sell-
ing physical or downloadable products 
online. Many Pro Features. Click here: 

Fulfillment 
TechniPak 
http://www.technipak.com 
============================= 

Information on Fulfillment Centers 
http://www.mailorderfulfillment.com 

Credit Card Processing 
Applied Merchant Systems 
Discount credit card processing rates for 
NMOA members and DMD readers: 
Rates here: http://tinyurl.com/2bfhqs 

Affiliate Solutions 
 
 

Post Affiliate Pro is very powerful  
affiliate tracking software. Easily set up 
and manage your own affiliate pro-
gram for your business. This fully auto-
mated and flexible system allows you to 
attract, motivate, and reward affiliates 
who grow your business.  
http://tinyurl.com/ystlhh  
Note: We seek new affiliate agents for our 
software. Details: http://tinyurl.com/39hubt  

Contact Management 
Contacts With History  
Know exactly what you 
have done with each of 

your Contacts. Automatically send emails 
and be reminded to follow up with Con-
tacts. Manage your personal Email and 
List Mails all in one place. Intuitive cal-
endar as simple to use as the one on your 
fridge. Try it 30 days for FREE:  
http://tinyurl.com/ypuxmb 

Printers 
Wholesale Color 

Printing 
Mailing Services Available 

Please compare our prices for: Postcards, 
Catalogs, Sell Sheets, Brochures, Scratch 
Offs and more! Small runs welcome! 
Get 250 Business cards Free or get 20% 
off your first order, use code 2406 at 
check out. http://tinyurl.com/2boz55 
==========================================================– 

Bargain Printing 
Professional and Experienced help, and 
great pricing for all your color needs. 
Including high-end catalogs up to 40 
pages.  Special free shipping offer to all 
DMD and NMOA subscribers. Use code: 
NMOA08 at check out. Or click here. 
http://snipurl.com/bargainprint 

DRTV— Infomercial 
Caputo Creative, Inc 
http://www.caputocreative.com 
 

Marketrights International  
Consultant: TondaMullis@MAsales.com 

Live Chat Customer Service 
Drive Sales Up 15% or More! 

 
 

Guaranteed! Our software is engi-
neered to convert more browsers to buy-
ers than any other live chat system on the 
market. We are so confident we are offer-
ing an industry-shattering, 60-day money 
back guarantee! Get the details here: 
http://snipurl.com/livehelp 
 

=========================================================== 

Professional Live 
Chat Software for 
Professional Websites. 

A Complete Help Desk Software for  
e-businesses. Awaken your website and 
convert more sales! Chat Live with your 
visitors with ZaZaChat  Free Trail 
http://snipurl.com/zazachat 

Email Marketing 
 

Learn About the 
Most Reliable, 

Easiest, Most Cost Effective, Opt-in E-
mail Management Tool to Capture Visitor 
Sign Ups, Send Unlimited Follow Ups 
and Newsletters to Increase Your Profits. 
We are the best value on the market, just 
take a moment to compare.  
Free Trial: http://tinyurl.com/296jlg 
=============================   

iContact has whitelist   
agreements with major 

ISPs so our clients can enjoy industry-
leading deliverability. A third-party com-
pany, Pivotal Veracity, scores our email 
deliverability rates between 98%-99%. 
Learn more about our email management 
service and free trial here:  
http://tinyurl.com/ywa682 
 

============================= 
Interspire SendStudio NX - 
Email Marketing Software 
SendStudio is browser-based email mar-
keting software that over 10,000 web 
designers, webmasters, hosting providers, 
ISP's and agencies are already using to 
create, send and track profitable email 
campaigns and auto-responders, either for 
themselves or for their clients. Money-
Back Guarantee. Click here for details. 

http://tinyurl.com/2tn63w�
http://tinyurl.com/2tn63w�
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projects I had to leave the lights on all night or the cockroaches would rearrange the furniture.   The people I 
looked up to came from books and audio programs.  People like Denis Waitley, Brian Tracy and others. 
Books like “The Magic of Thinking Big” by David Schwartz and “The Power of Positive Thinking” by Dr. 
Norman Vincent Peale, and “Think and Grow Rich” by Napoleon Hill   
 
 
JDS: What was your first job? 
 
Ford: My first job was as a cashier and grocery store clerk at age 11.   I was a big kid for my age and said I 
was 16. It was for Milts Market in St. Louis Park , MN.  I still remember going there after school and work-
ing from 3:30 to 7:30 every night.  I was earning about $.75 cents an hour.   After the first couple of months, 
I was promoted from carryout, to produce clerk, to cashier and inventory control.  The owner and my boss 
was an older gentleman that rarely spoke to me, other than to bark orders.  One day, I caught him in the isle 
as he was walking by and said, “Hey Milt, How Am I doing?” … he said, “hey punk, come back and ask me 
again in six months… A New Broom Sweeps Clean” 
 
At the time, I didn’t know what he really meant… After hiring employees for my first company I was 100% 
clear on his message. 
 
 
JDS: What made you want to start your own business? 
 
Ford: I knew there had to be a better way of making money than how the other people were making money 
in the projects. I didn’t want to end up in jail or dead. I didn’t want to work for minimum wage the rest of 
my life. After starting my Painting Company, I added other services, light construction, designing and in-
stalling wood decks and expanded from residential to commercial projects. 
 
I started my business to take control of my life and my destiny. 
 
  
JDS: Were you entrepreneurial at an early age? For instance, did you sell lemonade on the corner, 
shovel sidewalks or deliver newspapers? And if so, did your parents push you that way, or was it more 
part of your DNA? 
 
Ford: I had a lemonade stand in the summers and living in Minneapolis, Minnesota I certainly shoveled 
sidewalks for cash. I mowed lawns, raked leaves and did a variety of odd jobs. When I was 15 and had my 
first car, me and my friends would cruise the city digging out cars from the snow banks made by the city 
plows. It was great money and it taught me how to sell and negotiate.  
 
 
 
 

( "Ford Saeks," Continued from page 4) 
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JDS: Were you ever involved in any other business before you started the business you’re in now? 
 
Ford: Great Question. I’m 47 now and I’ve been an entrepreneur all of my life. I’ve founded over 10 compa-
nies, have multiple patents and a wide variety of intellectual property, published books, TV and Radio show 
host, and sold millions worth or products through multiple channels of distribution. 
 
In 1986, I invented a line of bicycle storage systems that go from floor-to-ceiling to hold bikes in limited 
space. You’ve no doubt seen them in SkyMall Magazine, Sharper Image®, Williams Sonoma©, Hold Every-
thing Catalog and hundreds of others. They were sold in Wal-mart, Sams, and Target Stores. Sold through 
various specialty catalogs, direct mail, retail stores, mass merchants, rep networks and exported to over 47 
countries.   
 
Starting the company and bootstrapping it to selling over 30 million dollars worth or products gave me an 
enormous education and experience. 
 
 
JDS: Did you ever have a business idea you didn’t act on?  
 
Ford: Are you kidding?  Did you ever meet a true entrepreneur that didn’t have more business ideas then 
they could possible implement?  I believe that everyone is blessed with at least two or three “big” ideas every 
day, but most are not “tuned in” to them. Many don’t realize how to recognize and identify them. Others are 
simply too conditioned to ignore them or fall prey to victimhood and excuses.  
 
Sure, there were several ideas that I had, some I even invested several hundred thousand to get off the 
ground. Some made it and many more didn’t. I’ve learned as much or more from the mistakes as I ever did 
from the successes.    
 
I created the first convertible “Running Stroller” and “Bicycle Trailer” combination unit. It was in the patent 
stages and we’d even released them to the market and were growing the company quite nicely. We went to 
sporting goods trade shows and were the hot product of the year. Then, the following year, a little known 
company by the name of “Huffy” (huge company) decided to launch their own line to compete with ours. We 
had the legal advantage but they had the production capabilities in China, better distribution and much deeper 
pockets. They sold their units retail for $99. Our wholesale cost was $130 and retail was $295. Even though 
we had a much better product, more features and higher quality, we pulled out after selling $150,000. We cut 
our losses and moved on. 
 
 
 

( "Ford Saeks," Continued from page 9) 
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JDS: How did you get into the "business you're in now"? How did the “Big Idea” come to you? 
 
Ford: After selling millions worth of products in the sporting goods industry using multiple channels of dis-
tribution I kept getting interviewed about the success of my idea and marketing. That lead to others asking 
me to share my experience and insider secrets. It took about three days to recognize that it was a natural fit 
to offer marketing services. That’s what launched my current company, Prime Concepts Group Inc.  A direct 
marketing company that helps others find, attract and keep their customers through innovative marketing 
and publicity campaigns. 
 
 
JDS: Did you layout a detailed business plan for it, or was it more a napkin-sized outline?  
 
Ford: Started with a napkin… then went to a “one-page marketing plan”. When I wanted investors or a bank 
loan, I created the typical 500 page business plan. 
 
 
JDS: How did you finance your start up? i.e. Savings, Family, Mortgage, Bank/SBA Loan? 
 
Ford: The first few startups were all Bootstrapping. Pre-sales and credit cards did most of the financing.  
For my other companies, I submitted and was approved for Commercial SBA loans.  
 
  
JDS: Did you have a detailed spending plan in place for the money you started with? If so, in ballpark 
percentage terms, how was the money spent; (product/inventory, marketing, employees, tools/
equipment, location of operation.) Or was it more, I have this much money to start and I’m going to 
wing it the best I can? 
 
Ford: I’d really like to say that I followed a strict financial plan, but that would be so far from what I did… 
Remember, I was a kid from the housing projects. On my first business, the painting company, I went from 
poverty to over $35,000 the first year. Do you know what happens to a kid with little financial management 
from the projects that get’s $35,000 at age 15?  They spend $36,000. Not quite a detailed spending plan. 
 
The first year that one of my businesses hit the 1 million in sales mark, I was so excited. I went to my public 
accountant with my shoe box of receipts and then the excitement stopped. He showed me that even though I 
had created over a million in revenues, my take home pay was about $16,000 and I was in debt over 
$100,000. 
 
I immediately enrolled in college classes at Wichita State University for Accounting and Economics. I also 
implemented in-house accounting software and because such an expert that I created a new company con-
sulting for Dac Easy Accounting software, doing seminars and offering consulting to other businesses.  
 
I learned the hard-way that “you don’t go broke making a profit” 

( "Ford Saeks," Continued from page 10) 
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I believe that all business owners and employees for that matter fall into three main categories when it comes 
to skills sets. The three categories are MARKETING, MANUFACTURING, MANAGEMENT.  They either 
know how to market, sell and promote; how to provide the service or make the product; or understand how to 
get work done through other people. 
 
While my natural ability puts me square in the “marketing” category, I’ve invested a great deal of time becom-
ing proficient in the other categories.  Either you learn to do it yourself or you hire your weaknesses. I believe 
in leverage and hiring your weaknesses, but you still need to have an understanding to know if the work is be-
ing completed correctly. 
 
  
JDS: As your business progressed, was your growth self-financed through its own success? Or, did you 
need to raise outside money to grow? If you needed outside capital, how did you get it? 
 
Ford: As my current business, Prime Concepts Group grew, it was self-financed. In other businesses we used 
a variety of financing options. With some we sold stock, others we presented the opportunity to people that 
gave us loans, and with other projects we procured SBA financing. The choice to raise capital comes up dur-
ing startup and growth phases. I would evaluate the options and select the one that would fit best for the situa-
tion. Some projects required more financing than others. It was strictly a give and take scenario. How much 
was I willing to give away to get the financing?  
 
 
JDS: How did you first start promoting your company? 
 
Ford: I believe in using the power of free publicity and then leveraging it through direct response marketing.  
Over the years, me, my companies and my products and services have been featured in several hundred publi-
cations and in other languages too.  I am not a proponent of “image” type advertising. Yes, I believe in brand-
ing and communicating a clear image to the marketplace, but don’t believe that putting my logo on busses, 
billboards, or banners are the most effective way to grow your business.   I like direct response marketing be-
cause it’s measurable and allows you to create a baseline response that you can compare to new marketing.   
 
I’ve used hundreds of marketing methods and are coming up with new ones all of the time.   To promote any-
thing, we follow a simple system of matching the benefit MESSAGE, to the target MARKET, using measur-
able and effective marketing METHODS/MEDIUMS.  Where I believe most others fail if they aren’t achiev-
ing the success they think they should have is they have a miss-matched combination of those elements. They 
are sending the wrong message or no benefit messages, or aiming at the wrong target market or not using the 
particular marketing method profitably.  
 
 
JDS: Was there any big break that really got you off the ground? 
 
Ford: No, Just a lot of hard work... Okay, with experience it became much easier. Now with the years of busi-

( "Ford Saeks," Continued from page 11) 
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ness and marketing experience it’s much simpler to get that “big break” because we have the innovative sys-
tems and strategies to hit home runs. 
 
 
JDS: What was the toughest time you had in your business, and how did you get through it? 
 
Ford: The toughest time in my business was hiring the wrong people and trusting them to do their job.  Be-
fore I go into details, let me express that I am 100% responsible for everything in my life. The decisions I’ve 
made (or didn’t make) lead directly to creating the results – both good and bad. 
 
In short, the toughest time I’ve had was learning that I was over $200,000 behind on 941 and other taxes.  I 
had a controller that was not routinely completing all of my federal and state tax forms for payroll. But, she 
was manipulating the financial records to make it appear as if everything was okay.  I was travelling fre-
quently and expected everything to done correctly... wasn’t that what I was paying all of that money for?    
 
Anyway, long story short, It took me a couple of years and a whole lot of negotiation to save my business. 
Yes, that employee was fired and I’m sure there were other financial losses or embezzlement related to her 
efforts. Again, I should have been more pro-active in the management efforts and take responsibility for all 
of my results.  I caution everyone reading this to learn how to trust others, but make sure you have the checks
-and-balances in place to protect your company. 
 
 
JDS: What do you think was/is the key factor that made YOU successful, when so many others have 
failed in starting and building a business?  Were you just lucky? 
 
Ford: Luck, in most people’s definition of the word has nothing to do with it. For me, luck stands for 
“Leverage Under Correct Knowledge.”  
 
The key factors for me would be: 
• Developing a prosperity mindset 
• Creating a belief in mental toughness. 
• Focusing on the belief that I’m a developing human spirt 
• Learning from my mistakes, because if you don’t life will give you another opportunity to learn again… 
and again. 
• Taking action when others don’t think it’s possible. 
• I have an overwhelming belief that anything is possible.  
 
Sure, I still have my fears and doubts too, but do my best not to let it consume me or dominate my thoughts.   
 
  
JDS: If you had to choose between good luck and good instincts, which would it be? 
 
Ford: Good Instincts. Period.  As I’ve mentioned, I don’t believe in luck. 

( "Ford Saeks," Continued from page 12) 
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JDS: When you’re making business decisions, are you more likely to go with your head or your gut? 
 
Ford: It’s a combination of both. I work to also use both sides of my brain, the creative and the analytical. I 
start with the creative and then run decisions through more analytical methods. In the end, I go with my gut, 
but it’s an educated decision.  I aim to gather as much relevant information I can and then go with my Gut. 
It’s always worked out better in the end.  
 
 
JDS: When do you do your best thinking? 
 
Ford: Late at night or when I’m doing something totally unrelated to the task at hand. I ride a road bicycle 
over a 150 miles a week and that allows me to clear my mind. After riding or other physical exercise I am 
much more “in-tune” to doing my best thinking. I like to meditate, cycle, sail, play ice hockey, and partici-
pate in in-line skating marathons. I’d encourage everyone to find something related to physical fitness to in-
crease blood flow, reduce stress and improve their thinking. 
 
 
JDS: How has today’s technology helped you? 
 
Ford: Today’s technology has helped me enormously.  Prime Concepts specializes in Direct Response Mar-
keting which is based on communication. Technology advances have improved the different methods and 
strategies to communicate. Beyond the basic internet that most people use, to social media marketing, wire-
less networking, smart phones, and the ability to track responses and conversions instantly have helped us 
grow our business, and those of our clients.  Using web-based CRM (Client Relationship Management) sys-
tems, and project management systems like basecamp.com improve productivity. Webcasts and video con-
ferencing improves our client relationships and increase sales. We use gotomeeting.com and utilize our inter-
nal VPN (virtual private network) so can stay in touch with my office when I’m speaking around the world. 
And the list goes on and on… 
 
 
JDS: How have things changed in marketing since you started, and how has it stayed the same? What 
do you think the future holds for marketing your company? 
 
Ford: I think with each new emerging technology I hear of the dramatic shift it’s going to make in market-
ing, but in reality it just adds another method to communicate. I remember studying the impact of Television 
on the Radio industry… people said at the time that radio would become obsolete. Not true, but you have to 
remain flexible in the usage of the medium.   When the Internet soared, people said that would be the death 
of television… again, not true, but it has morphed considerably and the strategies used for advertising cer-
tainly have changed over the years. It’s much harder to capture the attention of mass audiences because of all 
of the many choices and distractions.  
 
I’ve seen vast improvements in technology that have had a serious impact on the most effective ways to mar-
ket. This doesn’t mean that direct mail or print advertising doesn’t count. It does, you just have to be more 
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selective, creative, innovative and targeted in your approach.  The future of my company is bright because 
our mission is to help people find, attract and keep their customers through innovative direct marketing.  
That will never end. It’s recession proof because as long as we remain a free country with a consumerism 
mentality there will always be a need for direct marketing.  
 
 
JDS: What are your future goals for your company? 
 
Ford: To create more of a virtual company so I can utilize talent more effectively beyond my local area. We 
use a few freelance vendors for special projects and our online tools are making it more effective to manage, 
but one of our goals is to improve those processes.  We are growing into a few new target markets. One is the 
Banking and Financial services industry, and the other is the medical services industry.  Even with the 
changes, consolidations and economy these represent enormous opportunities for our unique methods of di-
rect marketing services.  Our goal is to continue to remain in high demand for our creative services with net 
profits growth. We have the actual numbers, but those are confidential for obvious reasons. 
 
 
JDS: How educated do you think you have to be to start and build a business? Do you think you need a 
college education to be successful? Or do you think any average person can start and build a business 
in today’s world, if they work hard and are persistent? 
 
Ford: No, I don’t think you have to have a college education. In fact, it can even hurt depending on the type 
of business. Hurt, because when it comes to creativity, especially in copywriting, it get’s schooled out of 
them.  Most colleges don’t teach people how to think or become critical thinkers.  Sure, certain professions 
obviously need to have educational standards.  When it comes to marketing, sales, copywriting, and publicity 
which are the foundations of growing a business, creativity, persistence and innovation go much farther than 
“formal” education.   I might be a bit biased as someone who’s built several businesses with a high school 
diploma and have sold millions of dollars worth of products and services in multiple industries. I’m far from 
unique. Many of my clients have stories of success without college educations.   
 
Anyone can start and build a business. I believe there is no such thing as money problems… only idea prob-
lems. If you want more money, get, create, and implement new ideas.  I want to make this really clear, I be-
lieve in education, learning and growing. I believe that if I’d completed a college education I probably 
wouldn’t have made some of the mistakes I made. I paid my tuition in the real world which no doubt cost me 
much more than a few years in College.  Just don’t use it as an excuse or reason not to try.  I hire attitude, 
desire and persistence over a college educated person that lacks desire or that has an entitlement mentality 
any day. 
 
No matter what type of business you start or are building, education and continual learning is critical. I read 
books, listen to CDs, attend seminars, webinars, read blogs, ezines and participate in several mastermind 
groups.  I believe you must be open to be a developing human spirit if you really want to have long term suc-
cess. 
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JDS: What are your thoughts about having and/or dealing with business partners? Some businesses 
partnerships seem to thrive, while it destroys others. 
 
Ford: I think that partners are a tough road in many cases. It’s just like a marriage so the fit has to be just 
right. You have to assign certain areas to each party as the final decision maker so things get done and don’t 
end up in needless arguments or distension. There are pros and cons with partners. Many times it’s great be-
cause each partner brings unique talents, abilities or assets to the business. Given the choice, I wouldn’t have 
partners because of the added complications.  I’m speaking from experience. Several years ago in one of my 
other companies, I brought in a partner to function as the operations manager so I could focus on marketing. 
It worked for the first three years and then it went south in a hurry. There were conflicts on the direction to 
grow, how to spend the money and several other issues. I wanted out at any cost and sold the business. Do 
your due diligence, research carefully and then consider your gut. Good luck.  
 
 
JDS: What’s the best advice you’ve received?  
 
Ford: “Believe in yourself, even when no-one else does. Someone’s opinion of you is not your reality. Be-
come a prosperity and critical thinker. If a belief you have isn’t serving you… change it.” 
 
 
JDS: What most impresses you about a person? 
 
Ford: I’m impressed by the human spirit and its ability to create amazing results.  There are millions of sto-
ries of triumphs over incredible odds. The persistence to succeed, in whatever definition you want to fill in 
the blank is impressive to me. 
 
 
JDS: If you had it to do all over again, would you do anything differently?  
 
Ford: That’s a tough question. I do my best to not live with regrets or live in the past, but hey, I’m human. 
Sure I wish I would have had better financial management skills in the early years. There were a few projects 
and desires that I feel I could or should have perused to a higher level. When my head hits the pillow each 
night I celebrate my successes and sleep like a baby.  Life’s an amazing journey.    
 
 
JDS: Who inspires you now? 
 
Ford: Aliesa George. She is the president of Centerworks.com a company devoted to improving health 
through mind body and spirit. Inspiring because for the first time in my life I finally have an example of what 
a loving relationship is all about. I’m in my late 40’s and have had many relationships.  This is inspiring be-
cause I had no concept of how wonderful a healthy relationship can be until I met her. It’s going on four 
years now and get’s better every day. Very inspiring. 
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JDS: What’s the most overrated secret to success? 
 
Ford: The most overrated secret to success: “Find a need and fill it”  People don’t do what they NEED… 
they do what they WANT. The secret is to position your productions and services in a compelling way that 
helps the prospect make informed decisions.  I’ve seen thousands of great ideas over the years. Although, if 
you have a product or service that you have to educate your customer on why they need it—it can be a long 
and expensive road.      
 
 
JDS: What’s the most overlooked secret to success? 
 
Ford: Life is full of opportunity. It’s everywhere. “That fear is a myth”  Fear prevents people from pursuing 
their dreams and desires. Social norms and memes along with poor mental conditioning by the government, 
the media, their environment and organized religion have spoiled the masses.   The secret is to become a 
critical thinker and grow your prosperity consciousness.  I know I’ve alluded to this topic throughout the in-
terview, but it’s so important for success.  Think about your life, career, relationships, habits, and beliefs. If 
you want to change anything in your life it starts with your beliefs. If you don’t think you’re good enough, 
smart enough, or whatever enough… then you won’t take the necessary actions to create or follow your 
dreams and desires. 
 
 
JDS: Do you have any pointers or words of wisdom to give Entrepreneurs and small businesses that 
want to follow in your footsteps? 
 
Ford: Live in the present, not the past or future. Use the past to help you avoid mistakes and for experience. 
Think about the future so you can chart your course to success—whatever your definition of that may be. 
 
 
JDS: Do you have any words to live by? 
 
Ford: Everyone has their story. Most of it, including mine is just that… a story. What really counts is what 
you do with your time and resources. Time is the most important asset you have. You can get more money, 
but you cannot get back this minute, hour or day.  Think about how you spend your time?  Is it moving you 
closer or farther away from your dreams.  Better yet? What are your dreams and desires? Do you have a 
dream board, goals list or are you living a passive life in quiet desperation?   It’s your choice. Even to do 
nothing is a choice. No excuses. Get going today. 
### 
 
I would like to personally thank Ford Saeks or taking the time to share his experiences with us. We all 
truly appreciate it. Thank you! JDS 
 
Do you know of a company founder you would like to see interviewed in DMD, or have an idea for a ques-
tion you would like to see asked in future interviews, please email John Schulte: schulte@nmoa.org If you 
are reading someone else’s copy of Direct Marketing Digest, don’t miss another great success story inter-
view. Just click here to subscribe. http://www.nmoa.org/Membership/hotline.htm  
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From Bob Bly, 
 
I have seen a strongly worded offer outsell a weaker one - for the same product, at the same price - as much 
as tenfold. 
 
With that in mind, here are 3 suggestions that can make your offers stronger: 
 
1-Be different.  
Don't give away yet another free coffee mug or free bonus report; the best offers are fresh and new.  
 
For instance, the sweepstakes mailing that successfully launched New York magazine offered a unique grand 
prize: dinner at Gracie Mansion with New York City's mayor. Most investment newsletters offer free special 
reports as premiums. The Sovereign Society, a newsletter on offshore investing, offered something different: 
a free Swiss bank account - a gift not given by any other investment newsletter. 
 
2-Offer something that is highly desirable.  
Unless you are offering something people really want, your promotion is not going to work, no matter how 
clever or creative. A publisher was selling a loose-leaf service on how to manage Novell NetWare local area 
networks. Response rates doubled when a new direct mail promotion offered a disk with free software -- a 
collection of utilities for Novell networks. 
 
The 100% increase in orders confirmed that these software programs were tools network administrators obvi-
ously wanted to get their hands on. The outer envelope teaser read:  
 
"Yours FREE! - 5 Powerful Programs to Help You Manage Your Novell NetWare Network More Efficiently 
and Easily - See Inside for Details on This Special Time-Limited Offer." 
 
3-High perceived value.  
The more valuable prospects think your offer is, the more likely they are to act on it. 
 
Software is a great premium for this very reason. It has a high perceived value: software packages can easily 
sell for $49 to $300 or more. Yet a CD with code on it can be duplicated for about a dollar. So offering some 
free software can increase response but cost you relatively little to deliver. 
 
In a promotion tied in with their sponsorship of the Olympics, IBM offered a special IBM Olympic pin as a 
premium. It probably only cost IBM a buck or so each. But the mailer copy hinted that the item could be-
come a collectible, creating an impression of potentially high value. 
 
IBM held a tele-seminar on improving Web site performance. When they offered an audio CD of the confer-
ence as a premium in a lead-generating direct mail piece promoting their Web services, it increased the re-
sponse rate six-fold vs. the same piece without the free CD offer.   
 
Want to learn more? Check out Bob Bly’s audio program "Ultimate Direct Response Secrets." It reveals 
dozens of other ways to improve your offers -- and generate more leads and sales from your direct marketing 
campaigns. For more information ... or to review "Ultimate Direct Response 
Secrets" risk-free for 90 days ... click here now: www.ultimatedirectresponsesecrets.com 

Direct Marketing Bookstore: http://www.nmoa.org/catalog/ 
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Washington Newsletter 
Legal and Regulatory Issues from USPS, FTC, FCC, States and Industry Groups that affect Direct Marketers. 

News Source 
Legal news stories and information supplied by “Adlaw By Request” http://www.adlawbyrequest.com a ser-
vice of Reed Smith's Advertising & Marketing Group, http://www.reedsmith.com a law firm that has long 
represented clients in the advertising, marketing, and promotion industries.  

Rock Star Sues McCain Over Use of Song 
When the Republican Party recently ran an ad attacking Sen. Barack Obama’s energy policy, with Jackson 
Browne’s song “Running on Empty” playing in the background, long-time Democratic activist Browne 
punched back. 
 

Browne sued John McCain, the Republican National Committee and the Ohio Republican Party for using his 
song in the commercial, which mocks the suggestion by Democratic Presidential candidate Obama that voters 
can conserve gasoline by keeping their car tires inflated to the proper pressure. 
 

“[T]he [c]ommercial falsely suggests that Browne sponsors, endorses and is associated with McCain and the 
Republican Party, when nothing could be further from the truth,” states Browne’s complaint, which was filed 
in U.S. District Court for the Central District of California. 
 

In fact, Browne supports McCain’s opponent. “Browne’s public support for the Democratic Party and its pre-
sumptive candidate for President of the United States, Senator Barack Obama, is well-known.” the complaint 
says. 
 

“Throughout Browne’s career, he has closely associated himself with liberal causes and Democratic political 
candidates,” states the complaint. “Browne has often performed at political rallies for Democratic Party can-
didates.” 
 

Neither McCain nor the Ohio or National Republican parties sought or received a license or Browne’s per-
mission to use his song, according to the complaint. The ad was created for broadcast in Ohio and Pennsyl-
vania, but also was streamed over the Internet, the suit alleged. 
 

The song at issue was released on the 1977 platinum album also titled “Running on Empty,” which was 
Browne’s all-time best-selling album. The complaint alleges that the McCain campaign has used songs by 
Frankie Valli, ABBA and John Mellencamp in commercials and events without authorization, prompting de-
mands that he cease using works by those artists as well. 
 

Browne is seeking $75,000 in damages and an injunction to stop the commercial from being played. He is 
claiming the ad infringed on his copyright, and violated his right of publicity under California common law. 
 

A spokesman for McCain’s campaign told media outlets that McCain’s campaign was not responsible for the 
ad. But Browne’s attorney said that the Republican Party of Ohio was acting as an agent for McCain when it 
created the ad. 
 

Why this matters:  If the advertisement had involved the sale of a commercial product, Browne might have 
an easy victory; advertisers are required to obtain licenses to use copyrighted works in their ads. However, 
political speech receives a higher level of First Amendment protection than does commercial speech, and 
Browne may have a harder time proving his case. McCain may claim his brief use of a portion of the song 
was fair use. Nonetheless, to avoid litigation, candidates for political office would be wise to seek permission 
to use works from artists who endorse or support them. 
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