Costing out a Direct Marketing Campaign
If you are a regular reader of this column you will be aware that I spend a significant amount of my time planning marketing campaigns for SME’s in Kirklees. More often than not, that entails putting together Direct Marketing campaigns. 

So what is a DM campaign and how much does one cost?

A DM campaign is one where you are attempting to get your message through to the end user and/or customer to elicit a response (as opposed to an ‘advertising campaign’ whereby you are mainly supplying information to a mass, unspecified audience).

There are basic rules of thumb to consider when planning a campaign:

1. the purpose. Are you seeking to inform, instruct, excite or invite?

2. the target. Is it realistic to target the chief executive of the parent company when, in fact, the regional manager is the person who is most accessible and who will need to be ‘won over’ before moving upstairs.
3. the method. Are you using an existing, in-house cleaned and authorised database or are you going to buy one in? If you buy one in, will it come from a sector specialist or a list wholesaler? Will it be a consumer list or a business-to-business list?

4. the medium. Are you sending an email, a letter, a brochure with a price list, a postcard or some wacky incentive that immediately catches the attention?

5. the message. Are you giving them all the information they require or just enough to tempt them to ask for more? What is your ‘call for action’?

6. timing. Don’t send out anything when the respondent is likely to be on holiday or the company is about to change hands or some other major changes are imminent (unless, of course, you are offering a solution to their problem). Time your approach with great care.

7. the follow-up. Probably the most important aspect of any campaign – have a strategy to follow-up, either by phone, email or a second mailer.
The cost: as you can see from the above, there are many costs to be considered. Take the following as a guide only and test your calculations out on our PNG ROI Calculator™ at www.pngmarketing.co.uk . 
1. time – your time and the people/person responsible for managing the project. Rarely will it take less than a couple of half days to collate all the information and put the designs together. Allow at least £20/hour for a basic campaign.

2. the contacts – depending on how specific the contact details need to be, a bought in list will cost you from 20p for a company name with address, to £2.00 for an email address. Shop around, but the cheapest WILL NOT be the best (and you might find the data is out of date and invalid).

3. print and design – rarely will you have in stock the exact flyer or letter for the campaign. Allow for some artwork and of course, printing gets cheaper per item for larger volume. I normally allow £1 per item for rough costing.
4. postage – keep it light weight and make sure you get it weighed … there is nothing worse than having to visit the post office to collect some mailer sent out without enough postage paid for (you know who you are!!). And don’t forget the price of the envelope and label.

5. follow-up calls – allow at least 50p per call if done in-house and double that if done by a third party.

Direct Marketing … do it well and your business will not look back …but make sure you allow a decent budget because it isn’t for nothing!
(Words – 608)
