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ERA | ntervi ews Ken Wseman, CEO
AMS Ful fill ment (Advantage Media Services, Inc.)

1) Ken, you have been involved in this industry for sone tineg,
and have been with AMS for over 13 years. How did you get
involved in direct response and why?

Proposed question: Ken, you have been involved in the
fulfillment industry, nuch of that in Direct Response, for over
13 years. How did you get involved in direct response and why?

| like the fast pace, excitenent, teamwrk, and controlled risk
of participating in direct response prograns. Direct response
requires coordination of many vendors in the vertical, including
nmedi a buyers, production and marketing groups, financing
entities, nerchant providers, telemarketers, and of course
fulfillment providers. A successful program can branch out

qui ckly | everaging other direct to consuner channels ultimtely
hitting retail. Direct Response decision makers expect
fulfillment providers like AVS to participate in the marketing
strategy, and success of their canpaigns. The industry is
packed with entrepreneurial spirit, creativity, risk takers, and
conpetitors playing to win. | enjoy knowing that | contributed
to many of the w nning canpaigns, but conversely also feel |'ve
been responsible in helping others mtigate their risks and
critically evaluate their entry into this approach to product
sal es.

2) What are the nost crucial elenents for successfu
fulfillment? Wy do your clients choose to utilize your
services when trying to fulfill a product?

AMS has established a reputation for paying attention to the
details, proactively being involved in the design of successful
canpai gns, and responsive to the real tine demands of a product
[ aunch. The follow ng areas are key focus itens:
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* I nventory should be available to allow assenbly, packing
and shipping to be well coordinated with the product offer
comm t ment s.

* Bank settl enment should occur in close alignnment with both
shi pping and return processing to mnimze custonmer care calls
and char ge backs.

* Orders nmust ship tinmely and accurately.

* The proper shipping and packagi ng net hods shoul d be
scrutinized as they can materially inpact the marketer's cost.

* Pricing should be clear

* Data to support fulfillment services should be accurate and
easily accessi bl e.

3) Your conpany works with a variety of clients, ranging from
busi ness to consuner to business to business conpanies. |Is
there a difference in your fulfillnment approach when bringing a
product directly to the consuner verses a B2B?

Wth direct response, sales can look |ike a series of sk

nmogul s, as the business is marked by the ups and downs of
successful and not so successful |aunches, and al so
characterized by prograns that can mature in weeks versus nonths
or years. Successfully nmanaging the canpai gns require the sane
dexterity and fast judgnent of skiing noguls. Forecasting for a
Direct Response client is generally estinmated by |ooking back up
the hill, as the best nmetric for the success of a marketer's
next canpaign lies in their track record. In general, B2B

busi ness has a nmuch nore predictable sales path, allowing for a
nor e consi stent deploynment of labor and facility resources, with
the tinme frane of a program s success often extending into
years. A healthy portfolio of fulfillnment clients usually has a
mx of clients so that the infrastructure of the organization is
mai nt ai ned by steady business, while the up-side nonths cone
when you are blessed with a nunber of big DR hits.

4) What are the biggest changes you have seen this industry
undergo in the past five years? Were do you see DR and
especially fulfillment, heading in the next five?

Direct to consunmer marketing has becone enbraced as a conponent
of a nulti channel nmarketing strategy. This has nade the stand
al one performance of a product in any one channel |ess
significant to the overall product sales and profitability.
This means at tinmes, a successful canpaign can involve a
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mar ket er successfully performng at a | oss or breakeven during
the direct response portion, only to sell materially nore in
retail.

The industry is attracting nore professionals and traditional
direct to retail brand narketers. Sadly many enter the direct
to consuner nmarket and rely on traditional advertising, rather
t han | everagi ng those marketers that have a proven track record
in the DR space. The result with these marketers has been sone
di senchantnment with the DR channel. | believe that this is
changing as nore recognition is directed towards the trenendous
ni che marketers that have devel oped in the DR arena.

Mar keti ng a product has becone | ess dependent on the
correspondi ng ownership and brick and nortar managenent of the
goods. Mdre and nore manufacturers are turning to fulfill ment
providers to | everage drop ship relationships with marketers
that drive sales for their goods, yet do not take ownership
until the product is shipped to the consuner. Fulfillnent
conpani es have trenmendous experience navigating conplex IT

i ntegrations, and are becom ng a growing resource to use in
establishing virtual stores with nultiple trading partners and
mar ket i ng partners.

Finally, there is no doubt that technology is playing a mjor
part in streamining the fulfillnment process. Technol ogy has
reduced cost through nore efficient dissem nation of information
resulting in |less custoner care and return, while grow ng
efficiencies in the industry have hel ped drive down general
service costs.

5) Wiy is AMS Fulfillment a nenber of ERA? What val ues does
an ERA nenbership bring to your business?

ERA has consistently been the primary catal yst for bringing
together the major players in this industry. G ven how closely
the vertical participants nust work to facilitate a successf ul
program it is inportant that we gather a fewtinmes a year to
under st and devel opi ng trends, and neet new players in our

i ndustry. Over the years ERA has consistently attracted

| eader's in our industry to play roles in the ERA board and
staff, thus hel ping present a unified voice. A voice that has
fairly represented our interests over the years.
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For nore informati on on Ken or AMS Ful fillnment, visit
www. ansful fill ment.com
or tel ephone 661.775.0611.

Ken W senman

CEQ Managi ng Part ner

Advant age Medi a Services, Inc.
29120 Conmmerce Center Drive
Val encia, CA 91355

Phone: 661-775-0611 ext. 17

Fax: 661-775-0613

E-mail : Kwi seman@nsful fill nent.com
Web: www. anmsful fillment.com

For more information, call 661-775-0611 or visit www.amsfulfillment.com
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