
Berger’s Hybrid Direct Marketing™
Campaign Work Plan

Campaign Name:  _________________________________________________

1) Campaign background (Where we are and why):


a) What is the definition of the market?


b) How is the product/service positioned in the marketplace?


c) Who uses the product/service?


d) What are the characteristics of customers?



- What are the most important considerations for them?


e) Who are your competitors?


f) Where does your company rank?


g) How is the product/service growing?


h) What are the unusual defining characteristics of the product/service group?

2) Marketing objectives:


a) Revenue


b) Inquiries



- Building a database

- Fostering relationships

- Driving traffic to Micro Website™ or storefront


c) Qualified leads


d) Awareness versus sales

3) Target audience:


a) To whom should we be speaking?



- What is the size of the audience and market?


b) What are the demographics and psychographics for each segment?


c) How do they perceive themselves or their job?


d) What is important to them?


e) Who are the decision makers and influencers?


f) What is the most important selling point?

4) Target audience perceptions:


a) What are the key issues faced by each person?


b) How does the target audience perceive your company?  Why?


c) How do you want the target audience to perceive your company?


d) What is the single most important benefit to the customer?


e) What is the single biggest advantage your company offers?


f) Why should the target audience believe this?


g) What is your company's biggest disadvantage?


h) What would get the target audience to buy from your company?

5) Offer (What does the customer need?):


a) What is the offer?


b) How does this offer compare with the competition?


c) What is the single most important benefit of the product/service?


d) How is the target audience most likely to respond to this offer?


e) How can the offer be tested (validated)?

6) Key message (What do you want the customer to believe?):


a) What is the most compelling message of the offer?


b) What do you want the customer to believe?


c) Why should the customer believe this?

7) Response:


a) What is the best way for the customer to respond?


b) Make it easy for the customer to respond

8) Tone and manner:


a) How should we be talking to the target audience?

9) Integrating marketing channels:  (Which channels will be used?)

a) Multi-tactic direct mail

b) E-mail with viral marketing enrichment (Always-on Marketing™)

c) Micro Website™ (offering surveys, ecommerce, etc.)

d) Telemarketing (proactive, reactive, inside sales)

e) Direct-response print

f) Image advertising

g) Public relations

h) Trade shows

i) Teleconferences

j) Conferences

k) Seminars/presentations

10) Campaign time frame:


a) When will this campaign commence and end?

11) Budget:


a) What is the estimated budget for this campaign?


b) How many hits (i.e., touches or contacts) will you shoot for?

12) Database and list management:


a) What is the source of the data? 



- Internal list



- External list


b) Analytic segment used:



- Determine the most appropriate technique based on population size, campaign 



  objectives, etc.


c) Quantify population(s)


d) Determine buyer profiles to validate target audience

13) Lead management:


a) Who will be responsible for following up the lead?


b) What are the steps?



- Set time guidelines

14) Fulfillment materials:


a) What will be sent to respondents?


b) Who should accomplish this task?



c) When should it be sent?




- Set time guidelines

d) Will the a2.com eFulfillment™ engine be used?

15) Measurement and results analysis: 


a) Response rates from:



-Non qualified leads




> Phone calls




> Mailed-in BRCs




> Faxes




> Micro Website™


- Qualified leads






> Phone calls




> mailed-in BRCs




> Faxes




> Micro Website™


- Closed sales


b) Revenue


c) Compare current campaign results with past results
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