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From The Desk 0f The President

If it's May, spring must be in the
air. Aside from blooming flowers
and some much needed yard work,
when | think spring, | think spring
cleaning.

While spring cleaning is usually asso-
ciated with your home, you can
apply the same principle to your
telecom needs.

Now is the perfect time to allow
your D&M Project Manager to
review your usage and needs and
determine if we can clean up your
portfolio of services.

The goal of this service is to ensure
you are not paying for services you
do not need and to make sure you
are matched with the carrier who

can best serve
your needs based
on their expertise
and your require-
ments.

| also want to
bring to your at-
tention some of
the features in this
issue. Many of our
clients report very
positive results when they utilize a
vanity phone number that is easily
associated with their business. To
learn more about this concept, see the
story below.

Steven Gerhardt,
President, D&M
Enterprise Group

If you are a golfer, are married to a
golfer, or have a co-worker who golfs,

the story on page 2 will be of
particular interest.

Are you considering purchasing a
surveillance system!? If so, the
feature on page 3 will be ex-
tremely useful.

| also want to remind you that |
welcome your feedback, not only
on this newsletter, but on any
facet of your interaction with
D&M. While it is rare that we
get negative feedback, | do find
candid comments very useful.
After all, just like your business,
if we do not know that a prob-
lem exists, we can’t fix it!

<keve

Use Yanity Numbers To Increase Response Rates

Today, there is an overwhelming
amount of media options available
for businesses to tout their latest
products. And, regardless of the
medium, many businesses are set
on choosing Web site addresses
they feel are memorable, but why
should phone numbers be any
different?

According to Ron Henson, the
general manager of a Utah auto
dealership, incorporating a vanity
phone number into his team's mar-
keting plan — a phone number
that spells out words — increased
his call volume by 650 percent.

"We are shattering previous sales
records by 50 percent, and | attrib-
ute this success to our new adver-
tising which prominently features a
vanity-800 number," Henson said.
If you're looking for better ways to
get the word out, the following
tips will help you receive higher

response rates in your advertising
and hone your marketing efforts to
generate more leads and sales:

e Say it in a song. Everyone loves a
good jingle. Using jingles in radio and
television ads creates an emotional
connection to the consumer and can
last for years if correctly used to
brand your business.

e Say it loud and proud. Put your
vanity phone number on everything
from business cards to company
cars. Feature it in radio, print, televi-
sion and billboard advertising. Using
your number in all advertising mate-
rials and in all campaigns delivers
consistent messaging.

® Prominent placement. Feature
your vanity 800 number prominently
on the TV screen. Leave it there
throughout a television commercial.
Mention it at least three times in a
radio ad. Above all, make sure it is

easily visible or heard.

® More impressions, more re-
sponses. One-off ads will not
work. Regardless of the medium
you have chosen to convey your
message, make sure that you have
a moderate-to-heavy advertising
schedule.

Buying more time or space will
also decrease the cost per ad, and
your vanity-800 number will in-
crease your ability to generate
leads and sales. Delivering a con-
sistent message multiple times
will ensure that consumers re-
member you.

If you would like your business to
receive the benefits of a vanity
number, have questions about
pricing, or would like to learn the
availability of a specific number,
contact your D&M Project Man-
ager at 888-357-5055 or email us at
customerservice@DMenterprise.net.



Scoring Business Points On The Goli Course

Many people think that the business
benefits of golf go primarily to the big
hitters — the senior executives of house-
hold-name corporations. The AT&Ts, the
J&Js and the P&Gs. After all, their flags fly
highest at the major national and interna-
tional golf tournaments for which they
have the largest coffers to bankroll.

Those corporations whose businesses
are most intimately associated with the
sport itself are even further privileged to
have their logos emblazoned on every-
thing from baseball caps (for some curi-
ous reason now the preferred adorn-
ment of golfers) to championship tro-
phies. Without a doubt, many an impor-

provide a host of amenities for their cus-
tomers. They can offer hospitality and
accommodations and a popular entertain-
ment venue to their tournament guests,
which can give them much more quality
time to develop relationships with poten-
tial clients and strengthen those with
older ones.

They can offer ticketed access to the best
golfers in the world. They can fly their
flags and pitch their tents alongside those
of the big sponsors. And they can rein-
force their own brand in the context of
worthwhile fund raising events. All PGA
Tour events have a charitable component.

opment opportunities and supporting
worthwhile charities. Moreover, these
benefits aren't extended just to their cus-
tomers and prospective clients; there are
many employee benefits as well.

Golf outings help promote team building.
They make it possible for employees to get
to know each other at a deeper level in a
short period of time, and to do so in a
more relaxed environment than in the
workplace. Such events can be a welcome
antidote to a long offsite meeting or substi-
tute for a formal rubber chicken event.

Golfing has also become a popular vehicle
for helping employees become involved in

tant negotiation or
big deal has been
sealed with a firm
handshake some-
where on or near
an |8th hole.

But golf didn't begin
in partnership with
big business. Its
origins may be
traced back to
groups of success-
ful, small local en-
trepreneurs, in such
off-the-beaten-path
places as St. An-
drews, Wawash-
kamo, and Tuxedo
Park, who gathered
rain or shine to
share a common
experience,
strengthen some-
times strained rela-

community and charita-
ble activities. Many com-
panies give time off to
employees who serve as
volunteers in fund rais-
ing tournaments.

But to be able to take
advantage of all these
benefits — customer
and employee — small
businesses must over-
come some minimal
hurdles. First, partici-
pants must have a rudi-
mentary command of
the game of golf and an
appreciation of its rules
and etiquette. You cer-
tainly don't want to
impose such an event
on someone who can't
meet these minimal
criteria, and yet you
don't want to exclude

tionships, and get
some fresh air.

Deep down, today's golfing world, when
taken as a whole, has not changed that
much. Business entrepreneurs still gather
around the little white ball for very much
the same reasons as their predecessors.
And surprisingly, even the new profes-
sional level of the game has become a
good place in which small business op-
portunities abound.

Let's look at this from the perspective of
the august PGA Tour. For all its premier
branding and global reach, the Tour con-
ducts about 120 tournaments each year.
What's in this for small businesses? Well,
for one thing, these tournaments are all
local. And for relatively nominal partial-
sponsorship fees, local businesses can

Small companies can also align with golf-
ing on their own turf. They can organize
special golfing outings on their own, many
of which may be affiliated with local char-
ity fund-raisers. Indeed, over half of the
professional players on the PGA Tour
become involved in local fundraisers
every year, often in their own home
towns.

In addition, charitable volunteer organiza-
tions, such as the American Heart Asso-
ciation, the American Cancer Society, and
the Boys and Girls Clubs of America,
which have a long-term relationship with
the PGA Tour, sponsor over 1,000 golf-
ing events around the country every year.

So there are many opportunities for small
businesses to benefit from the sport of
golf while providing them business devel-

members of the com-
pany who aren't golf-savvy.

The age-old golfing tradition of the
"handicap" can be of help in this regard;
indeed, that's why it was built into the
game. And if golfing proves to be a valuable
venue for your company, perhaps you
should explore creative ways to help your
employees rise to company-sponsored
golfing occasions.

One of the newer business issues which is
worth considering as your employees be-
come more involved with those of other
companies on the playing field of golf is the
impact of Sarbanes-Oxley Act of 2002 on
what is fair play and what is out of bounds
in such activities. Complying with these
new financial guidelines could keep your
company out of the rough.



The Difference between Camera
surveillance Companies And Equipment

All business owners large and small  ual Management Systems, a leading ~ example, how well can you see

are faced with losses and manage-  digital surveillance company, spe- when you use your own per-
ment issues that require them to cializes solely in surveillance sys- sonal camera?
have a surveillance system. tems and has the ability to custom-

. ) . . When you want to zoom, you
Employee and customer theft, ize solutions and strategies specific .

; . : lose the rest of the picture

employee turnover, fraudulent to your business size and surveil- e o
) . . right? When your subject is far
insurance claims, and the rising lance needs. Choose an expert

away, you may not be able to
read the words on the sign be-
hind the image. This is the same
problem with installing surveil-
lance cameras in your facility.
Make sure to take time to dis-
cuss with the integrator what is

cost of wages are just a few of the  with a proven track record in
many reasons for needing a set of  video surveillance.

eyes on your facility, employees,

Qu ote Of and customers at all times, espe- 2. When only an American DVR

The Month

cially while you're away from view. will do: Digital Video Recorders
have replaced the VCR in surveil-

Here are three tips that will assist |, o just like with your home TV

you when looking to purchase a important for you to see. Be
"It is not surveillance system: Though the DVR is a great device, mlur:gifullet::;::aﬁsisn):;: Ez:e
necessary to do I. Select a Surveillance Company —  the mark.et is filled V‘{ith overseas area l;'ou will sacrifice one shot
extraordinary Not a Generic Securit.y Company: rnrf:vtcz:g?: tzz?r:r:;gtt::rgfzfe for another. Whatever you do,
things to get There are many security compa- 0 wi dy ith p always buy a larger DVR than
. nies that say they can install Video ~ you will wind up with a product | db
extraord|nary ) . hat h be shi d K you currently nee €ecause you
Surveillance systems but this type ~ that has to be shipped to Roreato 1., W0 0 o ras in the
Its." i i i be repaired, leaving you without
results. of installation requires much more P , 8 Y future. The integrators at Visual
i i d probably a heft )
w Buft skllldthan other types of security ::;:i:aﬁﬁlannotzgomaen{ic?n :heycost Management Systems are highly
rren products. i :
arre uffett of shipping international goods. gxperlenced and will take thfa
A€193:.|. -) Video surveillance installation re-  There are several U.S. manufactur- zlhn;ep:c;;it:;]u);;;;::e('jlfh‘g)ith
merican quires the ability to design, install,  ers. While they are not going to i - hey
stock market and netw?rk electronic and com- be as cheap as the international will aliotpe able to seht reallstllc
investor puter equipment. Select a company  competition, your peace of mind in ﬁ)r:z(ea::'s:alr(\)dni; s%zjvtrlmatavf):\fvﬁlar
CEO Berkshi that has the ability to network knowing it will be supported in g aty
Hathengyl re your DVR to the Intr.rn:t andllcan your own backyard is a huge bene- Ejri::ﬁatr?c:c:;:t\;iqwmh your
support you remotely. A sma fit. .
alarm company or electronic com- For more information or to
pany may give you the best price, 3, Understand What You Want to  purchase a surveillance system
but you will pay in the end with See Before Buying Your Cameras: from Visual Management Sys-

repeat service calls that will pro_ba- You may think that you know what  tems, contact your D&M repre-
bly leave you less than happy. Vis-  yoy want, but do you really? For sentative today at 888-357-5055.

“Did You Hear About...”

A tale is told about the Buddha,  on the receiving end of a fierce chooses to decline it, tell me, who
Gautama (563-483BC), the In- outburst of abuse from a by- would then own the gift? The giver
dian prince and spiritual leader stander, who was for some reason  Or the person who refuses to accept
whose teachings founded very angry. the gift?"
Buddhism. This short "The giver," said the group after a
story illustrates that The Buddha lis- little thought. "Any fool can see that,"
every one of us has the tened patiently added the angry stranger. "Then it
choice whether or not to while the stranger  ¢5]1ows, does it not," said the Buddha,
take personal offense vented his rage, "Whenever a person tries to abuse
from another person's and then the us, or to unload their anger on us,
behavior. Buddha said to we can each choose to decline or to
o the group and to  accept the abuse; whether to make it
lt. is said that on an occa- the stranger, "If ours or not. By our personal response to
sion when. the Buddha someone gives a the abuse from another, we can
was teaching a group of | = | gift to another choose who owns and keeps the bad
people, he found himself person, who then  feelings."

D&M COMMUNICATOR
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Three Skills That Will Take You Far

Some people won't admit to making a mis-
take. They are afraid that it will hurt their
perfect image, bring more work or invite
future blame. While pretending to be infalli-
ble, however, they may not
learn or grow.

that you don't understand is basic to get-
ting more information. It works in conver-
sations, but admitting that you will need

When you hear the word "work," you might
associate it with sitting at a computer or
cutting the grass. Yet, there are three as-
pects of work that few
consider.

The power of listen-
ing: Listening well is a job
that takes plenty of work.
To do it right, you have
to pay attention and
make appropriate eye
contact.

The virtue of thanking:
Thanking someone for a
favor or extra help shouldn't
be work; it should be an
automatic response. The
one who should be thanked
will notice if you don't do it.

And you have to be
thinking at the same time,
not of something else but
about what you are hear-
ing. What's more, even if
you think you have some-
thing to add, you can't
interrupt. You must wait
your turn to comment or to ask a question.

Stories abound about people
finding jewelry, working late
to meet a deadline, or pitch-
ing in so a co-worker can
leave early. Yet not a word
of thanks was given.

Sometimes people are embarrassed or self-
conscious about the fact that they lost some-
thing or needed help. That shouldn't keep
them from showing appreciation.

help with a job or project is even more
important.

The importance of admitting: Admitting
Founded in 2001, D&M Enterprise Group has thousands of satisfied clients. D&M
utilizes a consultative approach to thoroughly examine every aspect of each client’s
telecommunications needs and then recommend specific cost-saving and perform-

AbOUt D&M ance-enhancing solutions. We specialize in medium to large-scale applications that

include DS3, TI, as well as phone equipment installations.

As independent telecommunications experts, we have the luxury of offering our clients objective advice that
truly serves their best interests. Once our clients’ telecommunica-
tions needs are identified, we match these needs with the services
offered by more than 20 of the nation’s leading carriers and equip-
ment manufacturers we represent. Because we have the ability to
select from a wide variety of carriers and equipment, we can guar-
antee our clients that they are getting the best solution available
at the lowest possible cost.

D&M

Enterprise Group

HOW WE DO IT: D&M does all the comparison shopping for

you! Using proprietary software, D&M analyzes your existing com-
munication, Internet, and data transfer usage. Once this analysis is
complete, a comprehensive, customized proposal is prepared that

shows the savings you can expect from competing carriers who
can provide the same, or in some cases, superior service, at a
lower price. Based on your needs, D&M will also recommend ser-
vice and equipment changes that will save you money too.

In addition, D&M uses proprietary software, which we call our
COMMauditor system, to analyze every invoice to ensure you are
being charged at the contracted rate and that you are not charged
for equipment or services that were canceled or never ordered.
We also track all your telephony assets and vendor agreements.

The combination of increasing the efficiency of your business by
ensuring you are using the proper services and equipment, along
with monitoring your bills for accuracy, guarantees your company
will be performing at maximum efficiency without overspending.

As your single point of contact, D&M makes it easy for you to

Where world class communications
meet superior customer service

3 Delwood Drive
Suite 100
Holmdel, NJ 07733
Phone: 888-357-5055
Fax: 732-772-9858

www.DMenterprise.net

spend your valuable time running your business while we make sure your telecommunications, Internet and data
transfer needs are being supplied by the highest quality providers at the lowest possible cost.

The entire contents of this newsletter are copyrighted by D&M Enterprise Group. © 2008. No portion of this newsletter may be reproduced without the express written
consent of D&M Enterprise Group.
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