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Wel come to the third of RP Direct Tips Newsletter. Qur first one covered howto
cal cul ate Marketing Contribution. The second in our series covered the very
power ful custonmer segnentation technique (Recency, Frequency & Monetary) or RFM

Today | would like to talk about tracking response to your canpaigns. Tracking
response sounds sinple, but | am always amazed at how difficult it is for new
and experienced direct marketers to do it correctly. It is not unusual for us to
consult with catalogers or direct marketers that have been in business for
several years but still fail to track response on custoner segnments or prospect
lists. Wrthout any basic tracking techni ques, how can anyone judge if a
canmpaign is successful or not? Direct Marketing is all about acquiring new
custoners or retaining existing ones; it is about presenting an offer to a
targeted audi ence and tracking response. The measurable part of direct
marketing is why | fell in love with this business.

Tracking results for any nmail piece or web activity starts with capturing

cust oner nunbers and key code or priority codes. Mst seasoned catal ogers use
col ored boxes on the back of their catal ogs next to the nane and address i nkj et
section to print the customer nunmber and priority code.

Priority code is used to identify a specific prospect list or customer RFM
segrment. | reconmend using smart codes whereby each digit in your code
represents sonething about the mailing effort that can easily identify it.
Exanpl e is nonth and year of canpaign, nunber in a series of mailings, specific
prospect list and selects within the list. Congratul ati ons, once you have

deci ded on a coding system you have done the easy part.

The hard part cones in capturing codes in your database from phone in and web
orders. Training your phone staff to ask for customer # and priority codes
needs to be in your call script guidelines and constantly reinforced with your
reps making sure they understand the inportance of the codes and how t hey i npact
the future success of the business. Your web shopping cart needs to have a
capture box for priority code and nmake sure to show a graphic of the col ored
boxes just as your catal og has on the back cover. ldeally, your web systemis
completely integrated to your ERP system and carries over all the sane data.

Even with this I evel of detail and training, it has becorme nmore difficult to
accurately nmeasure canpaign/list responses due to the Internet and custoners not
havi ng their catal og when they order. There are outside services that perform
order matchbacks which hel p you nore accurately neasure responses but there is
no better alternative than using a nethod internally and constantly nonitoring
it.



Once again the beauty or magic in Direct Marketing is that it is measurable and
therefore you can cal cul ate your return on your investnment and make future
deci si ons based on the neasurenments. Consider outsourcing your database and
circulation efforts and find the power of how direct marketing can inprove your
profits.

If you want a FREE eval uation of how RP Direct can help you, give ne a call or
click on the email |ink bel ow.
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PS. Please feel free to pass on this newsletter to anyone you feel would benefit

fromRP Direct Marketing Tips.




