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The article deals with direct marketing as the way of better product promotion. Different variants of direct marketing are analyzed.
Direct marketing is a collection of techniques that enables organisations to market goods and services directly to customers. It is a pro-active approach to marketing that takes the product and/or service to potential customers rather than waiting for them to come to a store or other point of access. It is a form of 'non-shop' shopping and is sometimes referred to as 'precision marketing' or 'one-to-one' marketing. Rather than the marketing firm sending out a general communication or sales message to a large group of potential customers, even if these constitute a well-defined mar​ket segment; direct marketing tends to target specific individuals or households.
Direct marketing is broadly defined as any direct communication to a consumer or business recipient that is designed to generate a response in the form of a direct order, a request for further information (lead generation), or a visit to a store or other place of business for the purchase of a specific product or ser​vice (traffic generation). The emphasis is on direct marketing communication.
Objectives of direct marketing
Much direct marketing activity is intended to result in a sale. However, in some situations a direct sale might be unlikely or inappropriate. In such cases some other form of measurable response might be used. For example, a direct mail campaign and a telephone-marketing programme may be used in the engineer​ing industry to invite and encourage buyers to attend a machine tool exhibition. A leaflet drop for double-glazing might contain a free phone number for the prospect to request a brochure or estimate. The result may not be a sale, but some specific, measurable action that will hopefully contribute to an ultimate sale. Although a sale may not be the immediate objective of a direct marketing campaign, some form of direct response on behalf of the recipient of the message will be. This, in turn, will contribute to the eventual sale. Hence, direct market​ing is not necessarily the same as direct sales. It might be used to keep customers informed of new product developments or to send them specific discount offers.
Strategic role of direct marketing
Direct marketing should not be used as a mere tactical marketing communications tool, but should be integrated with the rest of the communications mix. All marketing communications elements interact to some extent. Direct marketing is likely to form a major part of communications strategy of many companies and not simply form a kind of tactical adjunct. Other forms of communication are likely to be used in conjunction with direct marketing programmes even if these are only general corporate advertising programmes. Many firms use direct marketing predominantly, but not to the exclusion of other communica​tion methods. Direct marketing is often used as part of integrated customer relationship management (CRM) programmes, which we discuss in the next chapter. CRM programmes are by their nature long term and strategic in nature.
          Uses of direct marketing using different media
We have examined the nature of direct marketing and its role in the communi​cations mix, and now discuss the main areas of direct marketing. We start with the use of telephone or telemarketing
Telephone marketing
Telephone marketing has been used as a direct marketing tool for many years. Much routine reordering can be handled over the telephone without the need for an expensive personal visit. The tele​phone is used to keep in touch with customers between visits. It can be used to make 'cold call' appointments and re-appointments with established clients. It is extremely versatile and can be used in many ways as a marketing tool. In consumer markets it is now used extensively and has grown in importance as a marketing tool. Services like banking are offered over the telephone and cus​tomers can give instructions to pay bills and receive a balance on their account using special access codes. Many companies use the telephone as part of a direct marketing programme. They may start first with a direct response press advertisement, which gives a free number to call. This starts the direct marketing process going.
Direct mail
Direct mail is considered by some to be an advertising medium, but by others to be a separate element of the marketing communications mix. Direct mailing is the use of the postal service to distribute informative literature or other promotional material to selected prospects.

A direct mail shot may consist of anything from a letter to weighty catalogues of product offerings. Regular users of direct mail techniques in the UK are the Readers Digest and the Automobile Association.

Direct mail is a method of communicating a message directly to a particular person, household or firm. As such it falls under the more general heading of direct marketing, which includes many other forms of direct communication.
Uses of direct mail
The range of products or services that can be sold by direct mail is wide, as are its uses. To define it more fully, it is appropriate to deal with direct mail to consumers and businesses separately.
Direct mail as part of the promotional mix
In both consumer and business markets, direct mail must fit in with an organi​sation's other promotion efforts, for example, a television or press campaign can reach a broader audience and raise levels of awareness of a company. If such a campaign is added to a direct mail campaign aimed specifically at groups of people or companies most likely to buy, or to people particularly wanted as customers the effectiveness of the overall campaign can be signifi​cantly raised.

Lists of respondents to direct response techniques in other media, for exam​ple, 'coupon' response press advertisements or television or radio commercials that give a 'phone-in' number or contact address can be used as mailing lists for direct mail approaches.

          Use of the Internet as a direct marketing tool
Customers now have more products and services to choose from and more infor​mation available to them to help them make purchasing decisions. Conventional communications, principally media advertising, is not as effective as it used to be. This is partly because there is more for consumers to digest, and partly because people have learned to ignore it. The rise of the Internet means that companies can go further than conventional communications would allow them to in the past.

There is a new group of products and services that relies on customers regis​tering their interest in them with the company. Amazon.com for example, encourages customers to review books and publishes their comments on the website so both the firm and other users can read and make use of them. A US airline invites customers to register their preferences for last minute offers via its web site, and then emails potential customers with details of weekend breaks at their preferred resorts. 
The Internet has the potential to be the most powerful direct marketing tool ever. In 10 years owning a computer workstation that is wired to the Internet will be as common as owning a TV is today. Children being taught at school using new technology today and playing computer games at home will take the use of the Internet as a shopping medium for granted. The Internet is not a fad; it is a major technological development that will continually evolve. We are at the beginning of the next business revolution that will affect the way we live, work and play. The technology involved in setting up the Internet has demonstrated that it will significantly change the way people interact with each other, particularly in the sphere of direct marketing. The Internet crosses boundaries of geography, politics, race, sex, religion, time zones and culture. Some areas of marketing are almost totally underpinned by technology and its application, for example, the use of e-marketing based on Internet technology and variations that have been developed from original Internet concepts such as the Intranet and Extranet, which connects and links employees, cus​tomers, suppliers and partners. The Internet has reduced the planet to a global village, accelerated the pace of technology, opened up tremendous possibilities for direct marketers and altered the way they think about doing business. It has started the new revolution in direct marketing; some say the most important revolution since the invention of commercial advertising, the 'e-commerce revolution'. It is the revolution people can no longer ignore anymore.

It is contended that the e-commerce revolution will rebuild the existing economy and change the way marketing and business is conducted. Doubters say the likely effect of this new technology is over-blown and many people will stop using it once the novelty has worn off.
Direct personal selling

Marketing communications can be classified into personal and impersonal methods. Conventional advertising is classified as impersonal and of course selling is personal and involves some form of interaction with a prospect, referred to as a dyadic relationship. This interaction can be at a distance, over the telephone for example. However, most personal selling is carried out on a face-to-face basis and this dimension is a key strength of personal selling. Selling was the focus of the previous chapter, and it was discussed that it is more expensive on a cost per contact basis, but sometimes there is no substitute for a personal approach. Consumers benefit from direct selling because of the convenience and service it provides, including personal communication, demonstration and explanation of products to a higher standard than in conventional stores or through printed media. Home delivery by the salesperson who took the order provides even further satisfaction. This is different from conventional shopping, and cuts out the need for marketing intermediaries, thereby saving customers money.   
          Direct response advertising
This area has witnessed an enormous growth over recent year's particularly direct response television advertising. Direct response advertising is a major part of those communication activities classified as direct marketing. Direct response advertising uses carefully crafted marketing communications to gen​erate a response directly from advertising itself. This could be a telephone call to you asking for an appointment to provide further information or an order in the post or request for a brochure. A coupon presented for a discount or free sample can also be used. Credit cards as convenient charging platforms over the telephone have helped to expand this type of business. Many product are advertised on television that cannot be purchased elsewhere, and the only way to obtain the product is to telephone a free phone or toll free number given in the advertisement order within a short period of time of the interactive nature of television direct.
Having analyzed all the above said we can conclude that: direct marketing is a branch of marketing that has gone through rapid growth and technological change over the past 30 years. It is an important marketing process and some organisations base their entire marketing strategy on direct marketing methods. Worldwide, the direct marketing industry is huge. As firms seek ways of obtaining more value from marketing budgets, direct mar​keting is likely to become even stronger in the future. Direct marketing refers to a collection of methods that allows companies to communicate with, and obtain a direct response, from prospects. It allows firms to target customers more precisely than conventional non-direct marketing techniques and is referred to as precision marketing.

