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KICKING THE TELEMARKETING HABIT 
  
by Tia Talbert 
 
 

 
 
 
As an industry, we're all feeling the pressures of the state and national do-not-call lists.  But 
what's the formula for success when it comes to changing our marketing mix? 
 
The Jackson Sun (Jackson, TN) went to the extreme and removed telemarketing completely from 
their acquisition strategy.  They felt that the stiff penalties for calling a number on a DNC list 
combined with the ease with which consumers can add their names to a list left them with a high 
probability of costly errors. 
 
Bob Terzotis, Circulation Director, says, "We can no longer justify our need for telemarketing — 
it's just too risky for us.  We feel we'll be better off opting to change our strategy now rather than 
later." 
 
Once they began to look more closely, they recognized that while their telemarketing efforts had 
afforded them many new starts, the retention of those starts was poor.  In fact, the R-Logic® 
retention report (below) shows telemarketing is their worst retaining sales source. 

   
With great marketing insight, The Jackson Sun knew it would be very difficult to replace the 
number of starts they had been getting through telemarketing.  Instead, they focused on replacing 
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the circulation units previously derived from telemarketing.  This knowledge prompted them to 
research their market and find opportunities to acquire better retaining starts. 
 
Using R-Logic, they determined their best retaining subscriptions by running a variety of reports: 
frequency of delivery, Prizm clusters, etc., to determine where their efforts would pay off the 
highest in acquisition campaigns. 
 
Chris Harris, Circulation Analyst, says, "R-Logic lets us know where our retention is coming from.  
We go from there to pull addresses and contact information for sales campaigns." 

 
Out of all the reports they analyzed, they found the most helpful information in a Prizm cluster 
report (shown above) that identified which geo-demographic target was best suited for 
subscribing and staying with the paper.  They decided to focus on direct mail and door crews. 
 
 
Increasing Direct Mail 
 
Working with 
ASTECH, the 
Jackson Sun 
created a direct 
mail model 
according to the 
highest 
retaining Prizm 
clusters.  An 
example of the 
top retainers is shown to the right.  This type of analysis made very specific targeting of potential 
quality subscribers a much more approachable goal. 
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At the time of this writing, October promised to be very telling for The Jackson Sun.  It is the first 
month they really ramped up their direct mail pieces by doing a campaign of 10,000 pieces — 
their largest to date. 
 
 
Creating Door Crews 
 
The Jackson Sun also began using door crews as a new channel to alleviate some of the loss 
due to the absence of telemarketing.  So far, they think this is working well for them too.  But it's 
just too early to tell.  They update R-Logic weekly to get a better picture of how they are retaining 
these orders in the short term.  And while it's not their top retaining sales channel, these orders 
are already retaining better than the telemarketing orders from the year before. 
 
 
ASTECH Assists the Trailblazers 
 
The Jackson Sun is part of a small group of trailblazers making this type of alteration to their 
sales sources because of the recent, arduous changes in telemarketing.  And while we give them 
kudos for their motivation and efforts, as with all trailblazers, they were faced with some tough 
decisions.  The most difficult pieces for Jackson were to determine how much of an increase they 
needed in each of their chosen channels and when to implement those increases. 

 
While they were working to 
recreate their sales mix, Vladan 
Stankovic, a member of the 
corporate IT group at Gannett, 
owner of the Jackson Sun, 
created an extension of R-Logic 
he calls the 'sales calculator' to 
help Gannett papers get a better 
idea of how much money they 
need to put towards their sales 
goals.  ASTECH collaborated 
with Stankovic to expand his 
model into a monthly/annual 
budget maker.  To the left is an 
example of the budget maker 
report that R-Logic users will 
soon have access to. 
 
It's a simple process that requires 
a couple of entries and the click 
of a button.  The result is two 
pages of valuable sales 
budgeting information.  The first 
is a budget by volume as well as 

sales for each month and a total for the forecasted year.  The example in Figure 4 shows the last 
three months and the total for the year.  This chart shows the total number of orders needed by 
sales channel for each month in order to reach a set goal for the year.  It also breaks down the 
annual sales budget into monthly figures which takes the guess work out of how the budget 
should be distributed. 
 
So, in this example to get the 836 orders for the 10th month, you would need to spend $9,720 of 
your total budget that month.  Your total budget for the year would require $153,590 to obtain 
11,458 orders from all of your channels.  
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The next figure (to the right) 
is a summary of the current 
budget and the forecasted 
budget.  This allows for a 
quick comparison of the two 
years to ensure that the 
forecast year truly reflects 
ideal results. 
 
In this example, The 
Jackson Sun can see the 
impact of increasing direct 
mail and starting door 
crews.  Here it's much more 
than an educated guess. 
 
They can see that their plan 
to eliminate telemarketing 
will not hurt them if they can 
reach sales goals in other 
channels.  In fact, there are 
some pretty nice benefits as a result of the elimination.  By selling fewer, yet better-retaining 
subscriptions they will spend less money and get the same amount of circulation units they did in 
the previous year.  They are improving the effectiveness of their sales efforts. 
 
 
Conclusion 
 
It seems drastic, if not gutsy, to completely cut telemarketing. The reality is that all newspapers 
will eventually have to make the same choice.  Telemarketing, as a sales channel, is destined to 
play a smaller and smaller role.  The good news is that it is possible to be successful without 
telemarketing.  The Jackson Sun is proof. It just requires savvy marketing, skillful budget planning 
— and a dash of ASTECH! 
 
 

 
Chris Harris is the circulation analyst for the Jackson Sun (TN). He can be reached at (731)       
425-9743 or chharris@jacksntn.gannett.com. This article was written exclusively for ASTECH and 
may not be reproduced in any form without the express permission of ASTECH InterMedia. 
 


