Running Head: DIRECT MARKETING		1

DIRECT MARKETING 		2







Direct Marketing
Name
Affiliation
Date


The use of direct marketing as a communication tool facilitates the marketing and distribution of the product or service. The direct marketing is a tool of marketing below the line that uses no forms of mass advertising. The importance of direct marketing lies in the fact that it seeks to obtain a response from a specific target or segment. By implementing direct marketing in businesses or companies we can keep consumers informed, but also generate interest on promotions, products, events, launches and more through the printed material (flyers, brochures or others) that is delivered directly to consumers. After having defined the available budget, it will be necessary to study where the campaign will be disseminated, as well as to delimit the schedules to put it into practice (Miskin, 2008).
It is usually beneficial for the marketing and sales department to be in partnership to plan the type of promotion to be carried out, the validity and objectives of the campaign. The most important thing is to define the products or services to be offered since we cannot exceed the stock to avoid that there is no material available. To work in point of sale requires training of the personnel of promoter because they advise and they promote the sale, but also of those who are going to animate or to acclimate, everything in order to call the attention (Ogden & Ogden, 2014). Then, we must launch a strategy to disseminate information to the customer and attract people to generate sales. Direct marketing is always productive and helpful for relationship marketing as the consumers are more engaged and the results are addressing the objective of the integrated marketing communication plans that based on the strategic planning of the brand or company.
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