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In this book I’d like to challenge your preconceived notions about what
marketing and advertising is and should be and put it back together in a way that
works in our new networked world. The concepts are pretty simple, but they are
by no means obvious.

My colleagues at Yoyodyne (the leading direct marketing company on the
Internet) have been unrelenting in their mission to bring this message to major
brands around the country. We’ve spoken at hundreds of conferences and gone
on thousands of sales calls. We’ve been insulted by placeholder marketers who
had salaries greater than their budgets and who enjoyed pulling the wings off
flies like us. We’ve survived Java and Shockwave and MSN and multibillion-
dollar investments designed to turn the Web into TV.

Technology is changing the world’s approach to advertising. The Direct
Marketing Association no longer ignores the Web—in fact, they devote whole
conferences to it. E-mail has become a way of life, too. According to the
American Management Association, more than half of all business executives
rely on e-mail. A Catholic bishop based in New York was even quoted as saying,
“If Jesus were walking the earth today, I’'m convinced He would have an e-mail
address.”

If you believe that the Internet changes everything, you will readily
appreciate this book. The feudal lords who counted on conquest of the New
‘World five hundred years ago were blown away when they discovered that the
old rules didn’t work anymore—the product of their heavily financed
expeditions turned out to be their own destruction. The New World eclipsed the
Old World. Like a huge echo in a canyon, the sound waves the Old World sent
out returned to eliminate their role in the world. Without the money the royalty
of Europe spent to develop the United States, our country would never have
developed into the world power that now eclipses them.

The Internet is going to change marketing before it changes almost anything
else, and old marketing will die in its path. The marketers who funded the
explosive growth of the Internet are going to be the first to be destroyed. Their
experiments and hype and sizzle will open the eyes of consumers, but then these
same consumers will realize that they don’t need the old rules anymore.

If you don’t believe that the Internet will change everything, you still need
this book. You might be right, after all, but that won’t change the fact that the
overwhelming clutter in the marketplace has made traditional advertising almost
worthless for most marketers. You need something that works, and as the
examples in this book will demonstrate, Permission Marketing works for
companies big and small. It works online and offline, for consumers and for the
business-to-business market.
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