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	Direct Marketing


	Direct marketing is a method of advertising that brings your business directly in touch with your customers. It seeks to focus and target the message you wish to communicate about your business to potential and existing customers. Direct marketing using the post, catalogues, telephone or e-mail can be a very efficient and cost effective method of reaching your target audience.
	

	

	Before starting your direct marketing campaign it is worth considering how it will impact upon and benefit your business.

· An effective direct marketing campaign should complement your core business objectives and act as a tool to achieve your predetermined business goals and not steer you into uncharted waters.

· You will need to calculate your direct marketing budget in advance.

· Do you have adequate resources on hand to launch, sustain and cope with the extra demands on your business that the campaign may bring? You will need to consider whether your existing resources such as staffing, telephone lines, office facilities etc., are sufficient to cope.

· Decide on which marketing medium to use. This will depend on how much you can afford to spend and on which method best targets the audience you wish to reach. 

Targeting your audience
In order to target your audience you will need to acquire some basic information on each individual customer or potential customer. There are two main methods of setting up this customer database.

· Compiling a client list or database of information on your existing customers collated from sales records, enquiry forms etc. 

· Buying a list from a specialist direct marketing mailing list company 

The information contained in the database can be used to focus on those potential customers who could most benefit your business and should ideally include:

· Addresses 

· Full names 

· Sex, age, marital status  

· Occupation or socio-economic status (demographics) 

· Your existing customer's buying history 

· Telephone number or e-mail address in the case of telemarketing and electronic marketing 

Reaching your audience
The main methods of direct marketing are:

Direct Mail:
The most common form of direct marketing is through the postal system. Mail shots sent directly to your targeted audience can be an excellent way of attracting new customers and building customer relationships through:

Informing the customer of your product or service

· Offering discounts, incentives or vouchers  

· Highlighting promotions 

· Promoting customer loyalty schemes 

· Encouraging feedback from the customer 

Direct mail marketing, however, has its disadvantages.

· When the cost of postage, printing, mailing list and staff time is taken into consideration, it can prove expensive. 

· Not all of your intended target audience will read your mail shots. A proportion of recipients will simply discard them. Consequently, the success rate may be low. 

Catalogues:
A well-produced and written catalogue can be an effective way of showcasing your business. It can have the advantage of providing your target audience with a colourful and attractive representation of your products or services that can be read at leisure and can stimulate further interest and encourage purchases.

· Use professional designers and photographers to produce your catalogue – it will be a reflection of your business and should have a positive impact on the reader.

  

· Use the best quality paper and print you can in order to make the best possible impression.

· Include information on your business and display your address and contact details prominently. People will also appreciate a freephone number for placing orders.

· To encourage correspondence, include a post-paid envelope or card.

· Mention important safety or health information. For example "not suitable for children under four" or "read instructions carefully before operating appliance" 

While a catalogue of your goods or services can be a great advantage to your business, it can also be expensive to produce and distribute. It is advisable to take the time and effort beforehand to do a cost/benefit analysis to ascertain if it is best solution for your business.

Telemarketing:
Talking directly to your customer over the phone has the advantage of providing an opportunity for you to discuss your customer's needs and concerns and how your business can address them.

Inbound telemarketing involves responding to customers calling in for information, to place an order or as part of your business's after-sales service. A free or low-price telephone number is usually provided.

Outbound telemarketing involves calling prospective customers to interest them in your product or service. A common form of outbound telemarketing is to call existing customers as part of your after-sales service and to use the opportunity presented by the call to encourage customer loyalty and repeat buying.

"Coldcalling" involves using a database purchased from a marketing list company to call potential customers. You can conduct a telemarketing campaign yourself or employ the services of a telemarketing agency.

With every call it is important to

· Build a rapport with every customer  

· Politely probe the customer to explore his or her needs in relation to the product or service you can provide 

· Persuade the customer that your business can fulfill these needs without resorting to a "hard sell" approach 

· Instill a positive impression of your business  

· Never exaggerate or misrepresent what you are offering 

While telemarketing can offer you the chance to speak directly to your target audience, its benefits can be reduced by the drain on you and your staff's time and by the resentment felt by a proportion of the public to being called at home. This could result in a segment of potential customers being discouraged from availing of your products or services.

Direct Marketing by E-Mail
Marketing by e-mail has the advantage of being both the fastest possible means of getting your message across to your intended audience and the least expensive. A well-targeted e-mail will encourage a customer to find out more about your business, products or services by "clicking through" to your web site or web page, with the possibility of purchasing on-line. An e-mail marketing list may be collated from your own sources or purchased from a list company.

This effectiveness, however, can be somewhat reduced by the fact that not everyone has access to e-mail. Also, a proportion of those who are on-line use "spam guards" or programmes that filter out advertising and promotional material.

Presenting your Direct Marketing Material
· Use simple language that can be immediately understood  

· Don't be tempted to clutter your mail shot, catalogue or e-mail with too much information 

· Try to personalise the message by using the customer's name 

· Use eye-catching photographs and graphics where possible 

The Rules of Direct Marketing:
The Data Protection Act is designed to protect the rights and privacy of the public. It is important that every business engaged in direct marketing understands their obligations under the Act and implements safeguards to ensure there is no infringement. The Data Protection Act states that:

· All data is processed and stored in a manner that is fair and lawful.

· Customers who supply information must be fully informed as to how the data will be used, who will use and have access to it and any facts which may impact on their decision to give the information.

· The customer has the right to access any information held in print or digitally on him or her and has the right to insist that mistakes are rectified.

· All requests that a customer not be sent further direct marketing correspondence should be respected.

· Under the Act, a customer may request details of the information held on him or her. This will include:
1. Details of who controls the data and where it is held
2. Why the data is being held – what the data is used for
3. Details of any other party who has access to the data

· Sensitive information or data of a personal nature must have the explicit consent of the subject. 


