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MARKETING

Paul Mcintyre spoke to Kevin Roberts, worldwide CEO of
Saatchi & Saatchi, who was in Australia this week, about

the transition from trademark to trustmark to Lovemark,
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Understand the process and cosis of direct mail before con-
tacting a single supplier.
iGoDirect is an information-based website, designed to equip
marketers with a greater understanding of direct mail with a step by
step guide. Try our auto estimator, which instantly estimates the price
of your next direct mail campaign.
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