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Direct Marketing Defined 

 

An interactive system of marketing 

which uses one or more advertising 

media to effect a measurable response 

and/or transaction at any location. 
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Distinctions Among Various “Direct” 

Concepts 



Spending on direct marketing in 

Europe 2007-2016 (in million U.S. 

dollars) 
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Ad Expenditure and Sales Estimates 

for Direct-Marketing Categories 
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Direct Response Advertising Defined 

•Involves the use of any of several media (e.g., direct mail, 

television, magazines, Web) to transmit messages to 

encourage buyers to purchase directly from the advertiser. 

•Features of direct-response advertising 

– Makes a definite offer 

– Contains all information necessary to make a decision 

– Includes a response device (e.g., website, toll-free 

number, coupon) to facilitate action 
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Illustration of Direct Response Advertising 
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Illustration of Direct Response Advertising 
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Direct Mail’s Distinctive Features 

Direct mail offers five distinctive features as 

compared to mass forms of advertising: 

•Targetability 

•Measurability 

•Accountability 

•Flexibility 

•Efficiency 
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Direct Mail Advertising:  

Saab 9-5 Campaign 

•Telephone calls were made to everyone who 

responded to an initial mailing to set up test-

drives. 

•Results: 

•Of the 200,000 initial prospects, 16,000 indicated 

interest in test-driving the 9-5 (an 8% response 

rate). More than 2,200 test drives were scheduled. 
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Database Marketing 

•Up-to-date computer databases help with 

direct mail/direct marketing efforts. 

•Database marketing: a process by which 

companies collect information on consumers, 

analyze it to predict who will buy, and then 

develop tailored marketing messages to those 

consumers. 
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Mailing Lists 

1.House lists (internal; R-F-M: Recency – Frequency -

Monetary Value) 

2.House lists of other companies (mail response list) 

(external) 

3.Compiled list (external) 

 

•R-F-M useful in data mining. Companies can divide 

customers into quartiles or quintiles for each category and 

test direct marketing efforts. 
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Telemarketing 

1.Outbound 

2.Inbound 

 

 



EXERCISE 

Let us suppose that you are the manager of a four star hotel 

in Bratislava targeting leisure tourists.  

 What type of direct marketing activity would you use to 

spend the long weekend in the city of Bratislava?  

 Write an electronic direct mail to your target market.  

 Give a special offer to your target market.  

 What kind of sales promotion technique would you use 

to convince them? Why?  

 What kind of pictures would you include in the DM 

letter?  

 How would you obtain the database (e-mail addresses of 

potential and previous customers)?  

 



Mass Online Advertising 

• Internet is not a replacement, but a key 

element of IMC programs 

• Dating back only to 1994, the “Web” has 

become an important medium for Internet 

advertising.  

• Online advertising spending amounted to 

over $9.6 billion in 2004 (~4% of all 

advertising), $29 billion in 2012 (~17% of all 

advertising), and is estimated to grow to $40 

billion by 2014.  
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Global internet advertising revenue 

2013-2018 in billion U.S. dollars 
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Internet penetration in the V4 

countries, 2015 
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Online Advertising: Benefits 

and Costs 

Individualization 

Interactivity 

Immediate 
publishing 

Cost efficiency 

User distraction 

Too many choices 

International 
coordination 

Rapid change 

Short lead times 
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Online Advertising Formats 

•Search Engine Advertising  

•Keyword-Matching Advertising - Content-Targeted Advertising  

•Display or Banner Ads 

•Rich Media 

•Pop-Ups – Interstitials – Superstitials - Video Ads 

•Websites and Sponsored Sites 

•Blogs and Podcasts 

•E-mail Advertising 

•Mobile Advertising  

 

 

 



SEA refers to a method of placing online 

ads on Web pages that show results 

from search engine queries 

 Keywords 

 2 forms: 

keyword search 

content orientation 

Search engine advertising (SEA)  
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Prospective advertisers bid for 

keywords by indicating how much 

they are willing to pay each time an 

Internet shopper clicks on their 

website as a result of a search (cost 

per click)  
(Google Ad Words: www.adwords.google.com) 

Keyword Matching Advertising  
 

http://www.adwords.google.com/
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Content-Targeted Advertising 

● the ads are placed on websites with appropriate 

context.  

● AdSense: sponsored by Google, this program 

enables advertisers to run ads on sites other than 

Google’s own site. 

•www.google.com/adsense 

http://www.google.com/adsense
http://www.google.com/adsense
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Banner sizes and CTR 
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Rich Media: Pop-Ups, Interstitials, 

Superstitials, and Video Ads 

•Pop-Ups: Ads that appear in a separate 

window. 

•Interstitials: Ads that appear between two 

content Web pages. 

•Superstitials: short, animated ads that play 

over or on top of a Web page. 

•Online video ads: audio-video ads that are 

similar to 30-second TV commercials, but are 

shortened to 10-15 seconds and compressed. 
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Websites 

•Uses for Websites 

•As an advertisement for the company 

•As a venue for generating and transacting exchanges between 

organizations and their customers 

•As a link to other integrated marketing communications 

 

•Well-Designed Websites 

•Are easy to navigate 

•Provide useful information 

•Are visually attractive 

•Offer entertainment value 

•Are perceived as trustworthy 
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Online Advertising Formats 

•Search Engine Advertising  

•Keyword-Matching Advertising - Content-Targeted Advertising  

•Display or Banner Ads 

•Rich Media 

•Pop-Ups – Interstitials – Superstitials - Video Ads 

•Websites and Sponsored Sites 

•Blogs and Podcasts 

•E-mail Advertising 

•Mobile Advertising  

 

 

 



Measuring Internet Ad 

Effectiveness 

(1) How many visited  

a particular Web site? 

(2) How many  

people 

clicked through a  

particular web ad? 

(3) What are the  

demographic  

characteristics  

of these people? 

(4) What actions  

were taken following  

click-throughs?  

(and cost per action,  

e.g., registration, purchase) 
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Measures of Effectiveness for 

Internet Advertising 

• Viewers (stay on site/page): number of viewers to a site (and unique 

viewers) 

• Ad views/page views/impressions: the number of times viewers see 

a Web page with an ad. 

• Clicks/click throughs: the  number of visitors to a site that click on 

an ad to retrieve information. 

• Click through rate: represent the percentage of people exposed to 

an Internet-delivered ad that actually clicked their mouse on it 

• Cost per thousand (CPM): how much it costs on a per-thousand 

basis to place an ad on a particular website. CPM= Cost of ad / # of 

contacts (expressed in thousands) 

• Cost-per-action (CPA): determining the number of users who 

actually click on display or rich-media ads, visit a brand’s website, 

register their names on the brand’s site, or actually purchase the 

advertised brand 
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