
 
DIRECT YOUR MARKETING TO MAXIMISE RESULTS 
 
Emails, postal mailings and telephone marketing are termed direct marketing and a great 

way to reach existing and potential customers with your offer. If you have ever been called 

during dinner by a telemarketer or had to step over leaflets as you walk in the door from 

work you have been the target of direct marketing. Some people consider it to be annoying 

and invasive but when carefully planned and implemented it’s a great way to let lots of people know 

about your training. 

 

1. What is Direct Marketing 

 

As its name suggests, direct marketing is about making direct contact with existing and potential 

customers to promote your products or services. Unlike media advertising, it enables you to target 

particular people with a personalised message. Direct marketing is cost effective and extremely powerful 

at generating sales, so it is ideal for small businesses, consultants and the self-employed. 

 

A direct marketing campaign with a clear call to action can help you boost your sales to existing 

customers, increase customer loyalty, recapture old customers and generate new business. 

 

Direct marketing can be evaluated and measured precisely. You can analyse results to see which of your 

audiences are most responsive. You can also test your marketing with sample groups before you roll out 

the campaign that will deliver the best response rate. 

 

2.  Types of Direct Marketing 

 

There are three main types of direct marketing for you to consider: 

  

• Telemarketing: This involves calling people at home or work to sell in your offer 

 

• Email Direct Marketing: This targets consumers through their email accounts. Email addresses 

can be harvested from websites, forums, or purchased  

 

• Direct Mail Marketing: Advertising material sent directly to home and business addresses such 

as leaflets and flyers. 

 

There are other types of direct marketing that include: door-to-door solicitations, coupon adverts in 

magazines and SMS marketing. We recommend using one of the three listed above as these are the 

most cost effective. 

 

3.  Making your direct marketing campaign work for you 

 

Your database or contact list is key to the success of your campaign. It must be up to date and accurate. 

Check your contact lists regularly, remove duplicate entries, correct any mistakes and most importantly, 

delete the names of people, businesses and schools who have asked to be removed.  

 

You must also find the right person to contact. This is what separates direct marketing from junk. The 

recipient needs to feel the communication is personal. If you don’t have these details, start with a 

research phone call to find out who that right person is. Your campaign will weaken if you rely on others 

to pass your message on. 

 

Once you have the recipient’s attention you must then ensure you letter/email/ telephone script is 

attention grabbing and easy to understand/read. The header of your email or title of your letter is key. 

This is also an opportunity to add who should read the communication if you were unable to collect the 

name of the contact you want. For example, FAO: SENCO. Keep your paragraphs short and sweet, no 

more than seven lines. Break up your letter/email into clearly defined subheads. And keep it to less than 

two pages in length. 

 



 
List the outcomes of your training so the reader quickly learns the benefit to them. An 

example includes: ’This training will give your staff practical advice and strategies to 

support parents and families they are in contact with’. 

 

Repeat your offer at least three times throughout your letter/email: in your headline, within 

the first two paragraphs, and again in your closing paragraph. Also include details of where 

to go for more information and what the next step is -  tell them to do it today. Your goal should be for the 

recipients to immediately respond. 

  

One last, but important thing to remember is that letters, phone calls and emails must only be sent to 

people and businesses that have given permission to be contacted. The Data Protection Act is complex 

and privacy laws are becoming tighter. It is your responsibility to check that your direct marketing 

activities are within the law. The Information Commissioner’s Office website can help you with this. 

http://www.ico.gov.uk/for_organisations/sector_guides/marketing.aspx 

 

4.  Measuring the results 

 

Measuring your campaign is key to the success of any future campaigns, it’s important that you learn 

what worked and what didn’t.  

 

Look at whether your campaign was cost effect by calculating your breakeven point. This is the number 

of sales you need to make to cover the cost. In addition, you can work out the cost per response and the 

actual profit made on each. 

 

Measuring your response allows you to learn whether your contacts find the information you are sending of 

interest or not. Response rates can be calculated by taking the number of people that responded and divide 

it by the number of people that were sent the letter/email. For example, if 200 people were mailed and 2 

people responded, the response rate would be 1%. If you are sending an email, simple software such as 

Campaign Monitor will do this for you for as little as 1p per email. http://www.campaignmonitor.com/  

If you have less than 2,000 contacts on your list you can also use a free service called Mail Chimp. 

http://mailchimp.com/  

 

By following these simple techniques you should see a clear improvement in the sales of your training. 

Remember, your email/letter/phone call needs to stand out from the rest. Yours will not be the only piece 

of direct mail that lands on your contacts desks today. The more you can do to catch their attention, peak 

their curiosity and urge them to open the letter/email the better. 

 

 

More help and support 

If you would like our Business Development team to review any of your materials and ideas, or discuss 
specific aspects of your promotional campaigns, please email: LicensedTutors@ican.org.uk or call 
020 7843 2515.          
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