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Neon aaftsman
sheds new light
on old GM signs

Dion Jones is going
o avintags ride
with a giant anto-
maker,

The owner of In-
dust rial Meon Corp
has been picked ta
produce a new se-
rigs of limit ed edi-
tion vintage signs
conmimissioned by
General Motors,
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Start& Run a
Copywriting Business
By Siewe Slaunwhite

Corporations and
agencies autsource
mast of their copry-
writing and nead
copywriters more
than ever today —
including for Inter-
net marketing. Most
copywriters canniol
keep up with the da-
mand for their sery-
ice=, and many make
between $H0.000 and
8150,000 annually.
“Start & Run a Copry-
writing Business" iz a
guide to getting
started and prosper-
ing in an industoy
that offers sub=i an-
tial income, lexible
howrs and stimulat-
ing wiork

This book will
provide new copy-
writers and old pros
alike with proven,
step-by-step strate-
gies on how to find
and keep clients,
complete coammon
copywinling tasks,
set up an effective
office, and overcome
theunigue chal-
lenges inherent in
this business

Topies covered in-
clud e

= Daciding if eopy-
writing is the right
appartunity.

= Mastering basic
copywiriting tech-
niques,

= Getting startad
in thebusiness.

« Satting rates and
quoting on assign-
mefLs

« Tapping into top
markets,

- Effectivaly mar-
keting services,

« Managing work,
time and money.

= Troubleshooting
and getting halp

Author Stava
Slaumwhite, a copy-
writing expert with
20 years of experni-

SEE TOOLEOX, PAGE 158
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anymore!

Cyber pitching

Using only freelance labor, virtual ad agency Dax Marketing + Creative has carved out

EY Rt HAFHER
S EION LT HELST R I IE LS JOURBAL

Mamy businesses measure sucoess based on
a growing employes bass — but not D Mar-
kiting + Creative. [n fact, with no offices and
no=talf, the ad agency is af the top ofils game.

Dax is part of a unigue breed of virtual ad
agency. Bveryon e whowaods forthe ficm, with
the exception of 32-year-old founder Dax
Alexander and another manager, doesso ona
freslance basis.

“The typical ad agency i going away he-
cause pecple dont want to spend $200 per
houe! Alexandersays “Youncan't get away with
that amymo e’

The firms motto to do things differenthy is

an entirely new space

avidenced by a tombstone on its Web site that
reads: “Dear Rig Traditional Ad Agencies,
RLE

Indeed, When Dax Marketing + Creative
lands a marketing or advertising job. thework
is divvied up on an online portal and assignad
to a pool of freddancess who complete their
tasks and send the work back o the portal.

“We're able (o quickly assemble a team.
Alexander says, pointing out that members of
the team can work wherever and whenever
they desire

Opnce a project is completed, an assigned
project manager goes back and rates pach
one af the fred ancers acconding toa 14-met-

SEE WK, FRGE 1A

DX MARKETING + CREATIVE

BUSINESS: Advertizing and markting

FOUMDER: D Alexaneder

FOURDED: lne 205

FEVEMUE: 5100005 102 June &

EMPLIYEES: Morethan 30 TRalanmen

WER SITE: wwrw. domarigtiin.om
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Diax Alexander of Dax Marketing + Creative: The typical ad agency is going away because people don't want to spend 5200 per hour. You can't get m'ar 'Il'lli|'| ﬂ'ual;
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ricgystem that Alemnder designed. While
the system measures the obwvions Bctors,
such as spead and the quality ol wods, it al-
soincludes things such as integrity, Forex-
ample if a freelancer is allotted five howrs
for a Mlash design buat only bills for the
threa hours the work actually took him,
that contractor gets a higher rating This
allows aproject managerto nstanthy find
the best fit for Future jobe,

“What our talent likes is that this is
gomething they can do on the side and
they'te not tied to a job,” sy Alexander,
who warks from his home

Diax Marketing + Creative pays em-
ployeas based on rates determined by
their geographical markel — g0 a top
Mew York artist might gef $25 per hour
while ancther designer doing work in
Mumb=i gets 56 per hour.

STRATEGIES

DAX: I'reelance-based [irm hits home run with unique advertising, marketing pitch

Although they are working from re-
mola locations across the globe, Dax
gays the firm's reelancess still get the
fealing they are part of a team

“Even though we're virtual, we sub-
scribe to traditional HR philosophy!” he
gaye. ~People who do work for us get the
impresgion (hey e working for a tradi-
tional compam:”

Diax says the fact that theworkers can
b located anywhere in the wardd and
that they most likely don® knowone an-
ather allows him to agzemble "dream
teams” of artists for clienis

“¥ou have aecess to that talent in a
very cost -effucient way! he syms

Mot having any real overhead, such as
reqt, allows the compaiy totakes on jobse
ofallsizes. The smallet task to date weas
aF600 gigtolook over a poody designed
Web site and offer recommendations.
The assignment took onby one art direc-

WHAT CAN 4§

tor, bt was in a senge just as profitable
as the company's largest job, the cre-
ation and launch of a fiall $20, 600 bran d-

ing CRMpaign.

OPEN MAEKET

Diee Marketing + Creative was stanied
in June 2005 on just $25,000 and Alexan-
der's personal connections, many of
which stem from his eight years working
at Lehiman Brothers in New York, wheme
he started as a graphics designer and
eventually managed creative services,

Since the launch, Dax Markeling +
Craative has booked § 100,000 in rey-
enue and looks to expand its own mar-
ketingin 2006, especialby inthe Houston
areg

Alexander says the firm has about 10
regular clients, including large compa-
nies such as Pitney Bowes which uses
Dhax Marketing + Creative for flash and

ARTIST'S PALETTE
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Power Paint design.

Eady on, Alexander volunt eered his
company to do pro bono work for the
Gulf Coast Regional Center of Innova-
tion and Commercialization, which
processes applications for technology
grants in Texas. Max Marketing + Cre-
ative designed the logo and Web site for
that organization.

Hilla Barzilai-Abileah, director of
marketing for the Houstan Technol ogy
Center which overseas the Gulf Coast
RCIC, says Dax Marketing + Creative's
uniraditional business model was not
difficult for her to dige=t.

“1 have novidea whem their people sit
— physicalby, they're all over the place”
Barvil ai-Abileah says,

Still, ghe says, the firm has been re-
markably responsive, replying promptly
toe-mails and phone calls

Dax says elient gquestions and issues
are actualty kept to a minimoum becauses
ofthe firmis Web-based portal, which al-
lows clients to fallow the waod online

“Sinceit's all Imtemeat-based, we never
needed to see any proofs” Barzilai-
Ahileah sy,

A portal system that Alexander ac-
cegses on hislaplop classifies jobausing
red, green and yellow lights. Green
means the project is finshed. and yel-
low means it’s in progress. & red light
means it’s fallen behind scheduol e,

And while the system allows Day to
keap closa tabs on his workers, he says
ofe of the finms biggest challenges has
been finding the right kind of freelancers,

Mot anly do the freelancers have toba
independent and able o manage their
ow time, they need to have excellent
cafmmunication skills, especially in
wiling And unlike in a bypical office,
freelancers can't just pop their heads
over the cubicle next (o them to sobve a
problem. o=t of the firm's comimunica-
tion is done through e-mail.

Alexander says the next step is (o
groow hig client list in tandem with his
freelance pool. One unique problem
gurfaced when Dax was trying to get
goime intems on board. Becansa miost
colleges requine stud ents to physically
go somewhere to work, an internship
program hasn't wodced with his model,

Heouston, he says, presents an excel-
lent opportunity to grow the company
because the city is underserved when it
comes to both ad agencies and talent
brut flush with business, especially ener-
gy monay.

“Theres a huge opportunity, A lot of
icompanies) send (ad) dollars else-
whare” says Alexander, who is not
aware of army other ad firms that operate
using puraty feelancars,

While some of the firm's clients have
gotten interested in the model Aleander
says, most care more about traditional
concerns such as gquality and reliahility.

“Even though we are 99 percent of the
time the lowest-cost provider we don't
lead with that " Aexander says of his
businags pitches

I fact, other ad agencies have sven
outsourced work to Day Macketing +
Creative.

“i0ur prices are that competitive” ha
BEYE.

Mevmnder says his company owes ils
suceesssn far toone really good idea. As
it grows, hes actually looking forwand to
the challenges that will inevitably arise,

“Every challenge that we haveto over-
come isa barner toenty for others” he

BEYE. [ |
REY HAFHER is a Houston-based freelane witer
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