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H e re’s a brave new step in the
f u tu re of direct market i n g :
t h e re is a growing emphasis
on education and pa rt n e rs h i p
with pro g ress i ve aca d e m i c
i n st i tu t i o n s. 

The thrust is deve l o p m e nta l ,
n ot just to train futu re DM
l ea d e rs, but to leve ra g e
i nte l l e c tual and human ca p i ta l
i nto DM innovations that
revo l u t i o n i se markets.  

This emphasis on educa t i o n ,
a c k n owledged by the US DMA as
one of its key pillars, and the
i n roads into sc h o l a stic cu r r i cu l a
in unive rs i t i es all over the
world, should push DM eve n
f u rther as a mainst rea m
b u s i n ess disc i p l i n e.

One such step is the Ce nte r
for Unive rs i ty Ba sed Ente r p r i se
& Deve l o p m e nt at the Unive rs i ty
of New Haven (CUBED@UNH), in
N ew Haven, Co n n e c t i cu t. Fo cu se d
on ent re p reneurial initiatives,
the Ce nte r’s flagship pro g ra m m e
is the CUBED Ve ntu re Quest. 

CUBED founder and
exe cu t i ve dire c to r, Andre Yap 
– who is also managing dire c to r
of the Yn n ovation Gro u p e, a
p r i va te invest m e nt and ve ntu re
d eve l o p m e nt firm – says : “ O u r
g oal is to discover wo r l d - c l a ss
e nt re p re n e u rs and work with
them to sta rt- u p, fi n a n ce and
bring to market disrupt i ve new
co m pa n i es.” 

Fo cu sed exc l u s i vely on we b
and mobile ve ntu res that use
social netwo r ks, media and
te c h n o l o g y, the CUBED Ve ntu re

Q u est challenges ent re p re n e u rs
to ta ke on a 12- m i l estone tra c k
divided into two sta g es:  

The Stage 1 Sta rt-Up Tra c k
g i ves ent re p re n e u rs six mont h s
to co m p l ete milesto n es one to
six, with successful ve ntu res
re ceiving seed funding and
a d vancing onto stage two.  

Wh e re stage one fo cu ses on
m a r ket- d r i ven R&D and business
planning, the Stage 2 Ve ntu re
Ca p i tal Acce l e ra tor fo cu ses on
p ro of- of- co n ce pt and co re - tea m
building, laying a further six
m i l esto n es that will ta ke
s u ccessful teams all the way to
ve ntu re ca p i tal funding.  

What does all this have 
to do with direct market i n g? 
Q u i te a bit, actu a l l y. 

To begin with, there is the
fo cus on Web 2.0, which Ya p
d esc r i b es as co m pa n i es ‘using
p e e r- d r i ven social media and
te c h n o l o g i es to deve l o p
offe r i n g s, acq u i re and reta i n
cu sto m e rs effi c i e ntly and build
re curring revenue and lifet i m e
value st reams sustainably’.   

Ve ntu re Quest ent re p re n e u rs
h ave an adva ntage in the We b
2 .0 ra ce, as they get merit- ba se d
a ccess to ex p e rt reso u rces in
te c h n o l o g y, marketing, exe cu t i ve
sea rch, IP and, ultimate l y, se e d
and ve ntu re ca p i tal – all
revolving around Web 2.0.   

As a business deve l o p m e nt
p ro cess, the CUBED Ve ntu re
Q u est will impose dire c t
m a r keting disc i p l i n es across all

Web 2.0 
tu r b o - c h a rg es
d i rect market i n g ,
and now h e re is
this more
a p pa re nt than 
in cu sto m e r
refe r ra l s.

All aboard the   Enterprise
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12 milesto n es. It is, acco rding to
Yap: “Ent re p re n e u rship from a
DM pers p e c t i ve.”  

He co nt i n u es: “In Web 2.0,
the product and market i n g
ca n n ot be se pa ra ted. You ca n’ t
d evelop offerings se pa ra te fro m
the st ra tegic and ta c t i ca l
mechanisms by which yo u ’re
going to dist r i b u te them. Eve n
R&D and production, tra d i t i o n a l l y
the ba stion of ce nt ra l i se d
co r p o ra t i o n s, is now being
c rowd - so u rced, so to speak, to
co l l a b o ra t i ve netwo r ks of use rs.” 

In this se n se, DM is eve r y
CUBED ve ntu re’s co re business
d i sc i p l i n e. Everything is fo cu se d
on the cu sto m e r, on co nve rt i n g
them from ze ro to awa re n ess, to
e n g a g e m e nt and trial, to re p ea t
p u rc h a ses, and from there to
i n c reasing the fre q u e n cy and
m o n etary value of tra n sa c t i o n s.  

Tried and tested DM
m ethods like cross- and up-se l l i n g,
rewa rd s, club, co nt i n u i ty and
m e m b e rship pro g ra m m es, all
se r ve this same purpose: to hold
o nto cu sto m e rs and build
l i fetime va l u e.  

Web 2.0 tu r b o - c h a rg es DM,
and now h e re is this more
a p pa re nt than in cu sto m e r
refe r ra l s. The mode of
d i stribution in Web 2.0 is not via
paid agents or channels, but by
pa ss i o n a te consumer advo ca tes.

Yap explains ‘cubed’ in its
ex p o n e ntial se n se, noting that
Web 2.0 ve ntu res are of ten the
m ost effi c i e nt and inex p e n s i ve
to get to market.   

“ Look at Fa cebook, fro m
ze ro in 2004 to a billion-dollar-
plus valuation in less than two
yea rs,” he says. “More
s i g n i fi ca nt l y, Fa cebook is now
being refe r red to as a ‘so c i a l
o p e rating syste m’, the Microsof t
of the social web ca pable of
commanding new applica t i o n s
and innovations due to the
sheer quant i ty and inte n s i ty of
i ts use r- ba se.”  

The World Wide Web is st i l l
t h a t: wide open.  

Yap adds: “It’s a huge
o p p o rtu n i ty for anyone who ca n
summon the right mix of ta l e nt
and reso u rces.  

“ I t’s the lack of disc i p l i n e d
p ro cess and re l eva nt access, not
a lack of co m m i t m e nt or
i nte l l i g e n ce that ke e ps people’s
i d eas from becoming the nex t
billion-dollar co m pa ny.

“ We envisioned CUBED as a
d e m o c ratising fo rce that brings
wo r l d - c l a ss ent re p re n e u rship to
m o re people. It is critical to wo r k
with unive rs i t i es, who provide a
sa fe haven where ent re p re n e u rs,
i nvesto rs, te c h n o l o g i sts,
m a r kete rs and ot h e rs critical to
the ve nturing pro cess can co m e
to g ether in open and trust i n g
co l l a b o ra t i o n .” 

Yap asks direct markete rs to
g et invo l ved: “CUBED is an
ambitious endeavo u r, but we
ca n’t do it alone. Th e re are
m a ny ways DMers ca n
pa rt i c i pa te: as ex p e rt reso u rces
to our ent re p re n e u rs, as
co r p o ra te or media sponso rs, as

st ra tegic pa rt n e rs. Th e
i m p o rta nt thing is to se e, as a
d i rect markete r, that CUBED is
going where every market p l a ce
is headed, and for you to wa nt
to be a pa rt of that.”

The futu re of DM? 
I t’s ce rtainly a bold step in a
d i rection that has been building
for a while now.  

CUBED could be a model of
an effe c t i ve melding of DM, We b
2 .0 and unive rs i ty- ba se d
e nt re p re n e u rs h i p.  

This ente r p r i se bea rs
wa tching and I’ll tell you more
about it soon. 

For now, ta ke a tour of
CUBED at www.cu b e d q u est.co m .
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