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Overall Learning Objectives

         Introduction	9



















This course expands and deepens an understanding of sales management by presenting the operational implementation of standards and design options of strategic sales management and explaining these in detail.

Beginning with the development of the overall sales management target system, the database marketing basics are introduced and building on this, general processes and complaint management tools are discussed.

The presentation of operational sales management is supplemented by an in-depth look at the central aspects of direct marketing and sales including a description of the key tools, perception processes and success factors as well as campaign planning and control.

Finally, key knowledge on the determining factors and the conception as well as the implementation and control of online sales measures are presented and development options for sales in the context of the future "Web 3.0" are discussed.
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Unit 5
Direct Marketing and Sales








LEARNING OBJECTIVES

After completing this unit, you will know ...	Comment by Translator: Alternatively:  the student will know ...

... what direct marketing entails and where it fits into marketing.
... which objectives and functions direct marketing pursues.
... how direct marketing has developed in recent years and what the drivers behind this development are.
... that “response” is a fundamental direct marketing indicator through which the measurement of success is facilitated. 
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5. Direct Marketing and Sales


Introduction
In what is known as “direct sales,” the sales representative endeavors to convince a potential end customer of their offer by telephone or through personal contact. However, the use of sales staff in personal sales is cost-intensive and the recruitment and training of sales staff is time-consuming. Therefore, the development of direct marketing is primarily based on two goals: Attract more customers and achieve cost savings. 


5.1 Deﬁnition and placement of direct marketing
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 Direct marketing 
This is also known as direct response advertising, which emphasizes the response indicator.

Direct marketing or direct response advertising (Winkelmann 2014, p. 131) refers to an advertising measure within a marketing communication that directly addresses potential customers and invites them to respond. In contrast to other means of communication, the response function is a fundamental element of direct marketing. A link to personal (direct) sales occurs at the next level.

“Direct marketing comprises all market-related activities that make use of single-level (direct) communication to reach target groups in a targeted manner by addressing them individually.” (Homburg/Krohmer 2009, p. 787, as translated by author)	Comment by Translator: Alternatively: one-to-one

In the past, these were primarily advertising letters, advertising postcards, mail, faxes or emails. Today, however, online and mobile marketing tools are increasingly being utilized due to the growing significance of the Internet.

The definition of the term direct marketing is problematic for several reasons:

· Over time, new functions have expanded the direct marketing content.
· Direct marketing capabilities have continually expanded through new techniques and the rapid development in information technology (IT).
· Online media has led to new methods of addressing customers.

Today, direct marketing is understood to mean all marketing activities that are aimed at addressing the target persons in a targeted manner and generating a response.

“Direct marketing:

· includes all marketing tools that are utilized to
· establish and permanently maintain 
· a targeted and direct interaction with target persons
· [bookmark: _Hlk92034223]and aims to trigger a measurable response.” (Holland 2009, p. 5, as translated by author)
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