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perception. creativity.
practical solutions.

overview

o With extensive, wide-ranging experience in all
’g es of media and formats, ,
RECTIVES/EDIRECTIVES delivers:
o Persuasive advertising copy
o Riveting headlines
o Catalog and eCommerce copy that closes the sale
o

IBusE:Iness letters or emails to bring in inquiries or qualify
eads

\Highly readable, thought-provoking articles

» Content designed to help you engage your
customers or clients

» Strengthen your relationship with them
» Inform and entertain, and
Increase their connection—and value—to you.

new from...

.........

directivesmarketing.com




perception. creativity.
practical solutions.

A rw;f:tcted/bwhﬂmjownm
Mo er, and conmmunicator
o Principal Carolyn Gould brings together:

» The instincts and curiosity of reporter

> Penetrating insights of a market researcher,
tfrend analyst, CRM marketer, and the

8 » Flexibility and adaptability of a proven #
e stylist whose writing runs the

gamut from:
0 Sales copy to technical writing

0 Engaging magazine articles to
how-to guidelines.

directivesmarketing.com




perception. creativity.

Copywriting.

practical solutions.

Whatever your copy needs

Consumer & B2B
Commercial Markets

Retail/Wholesale (hard- and soft
goods), Publishing, Financial,
Fundraising, Health, Travel, High Tech;
Consumer and Business-to-Business

o eMail, Blogs, Social Media
Direct Mail and Direct Response
Catalog & eCommerce Copy
Mobile
General Advertising

DRTV & Radio

Video & Telemarketing Scripfts

In-Store Signage, Window
Displays, Billboards

Consumer and Business
Publications

Magazine, Newspapers, Online
Content and Books (including
Ghost writing)

o Feature articles, departments,
editorials

Headlines, captions, incidental
pieces :

Chapters
Full-length books
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Whatever format
or medivwm requived

Business & Academic Work,
Technical Writing Monographs & Books .
o Corporate Collateral o Scholarly articles
o Reports: Market Research .
Summaries o Seminar Proposals
o Product Sheets o Course Descriptions and
o Technical Specifications Catalogs .

o Positioning and Branding

Statements, Concept o Editing
Presentations o Prep for

o PowerPoint Presentafions publication

o Business Plans and :
Proposals o Fact checking

directivesmarketing.com




S selected companies.

copywriting clienty: B2C

Amazon Health/amazonhealth.net (catalog, web, emails)

DiscoveryHealth.com (catalog and web) ‘ ' 2

Franklin Mint (catalogs)

Paralyzed Veterans of America (direct mail)

PGA Tour Direct (direct mail)

Premium Steap (web, packaging)

Sabre Virtually There (web)

’ SA VA (web, branding)
SmartPak Equine and Canine (web, branding) ™

The Wedding List (catalog, branding)

TriVita (catalogs), VitaJournal (ad copy)

Van Aken Custom Shirts (direct mail)

thtd 't

> .' ‘ Wl'l}’wasteymrmofe%

directivesmarketing.com
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selected companies.

copywriting clienty: B2B & NFP

o Acxiom (positioning)
Direct Tech (now Experian, white papers,
newsletters, etc.)
GSP Marketing (web, NRF PPT presentation)
Marketing Executives Networking Group/MENG ——
(web, emails)
Newspaper Association of America

(NRF video script, PPT presentation, monograph) lEI
Xtras.net (catalog and web), among others.
" ihareveryourgame:
o A wide range of ad and web copy, lead poa EGneSwl % sy
generation/membership direct mail, white papers, B Heshe

etc., for catalog for creative and marketing
agencies, list brokerage and management
companies, database and data compilers. it e o

Remedy for re-inventing the whe:l
. . The Power of one. The reach of many.
o Also my blogs: www.blogspot.com/edirectives &
www.blogspot.com/retailinflux

directivesmarketing.com
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Just v small sample of work

O Edited publications

New Haven

Hartford

Catalog Age

DIRECT

Catalog Product News
Catalog Age Sourcebook
The Catalog Age Report

O Books

Frederick Pottle. Pride & Negligence: The

History of the Boswell Papers . McGraw-
Hill.

Marion Pottle. Catalog to the Boswell
Papers at Yale. 3 vols. Yale University
Press.

O By line and ghost-

written articles

“Graffiti“ column for NH and Hartford
A small sampling of Catalog Age articles:

o

“Inside the Postal System,” Catalogers
move into Retail,” Understanding
Database”

Roundtables on various business topics
with expert panels, profiles, news, trend
analysis, special issues, photo essays, and
more.

Scores of ghost-written articles for:

o

o

o

Francey Smith (database marketing,
retail)

Curt Barry (Fulfillment, Inventory Control,
Merchandising, B2B catalogs, etc.),
Agencies: Pluzynski & Associates, AGA,
GSP Marketing (creative & production),
and others.

directivesmarketing.com
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what clienty savy

o Carolynis a triple threat when it comes to direct marketing and
business strategy. She can take a business idea or strategy from its
infancy to market rollout or tear apart an existing business to
identify how to move it to the next level of success. She creates
meaningful strategic recommendations out of the numbers,
provides clear and impactful creative direction to artists, and writes
copy that motivates a target audience to take action. She takes
on both small and large projects with passion.

--Michael Schuster, formerly Catalog Director, The Franklin Mint:
currently, President & General Manager, Nancy’s Notions

o Carolyn combines the insight of a communications strategist with
the verbal sensitivity of a great wordsmith and the visual acumen of
a savvy creative director. Unlike the past when “marketers” were in
charge, Carolyn knows how to communicate in the new business
world where the “customer” now reigns. Any B2C or B2B company
would benefit from her ability to engage customers while
motivating them to act!

--Francey Smith, FSA, Inc., formerly, VP, Bloomingdale’s

directivesmarketing.com
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Contact:

P18 £57 3015



mailto:carolyn@directivesmarketing.com

DIRECTIVES/

EDIRECTIVES

targeted marketing and
communications

References, Sample Creative, and
An Expanded Client List
Available Upon Request

Contact: Carolyn Gould
1022 Avalon Way
Plymouth, MA 02360
215-554-3015




