Integrovana marketingova
komunikace

,,An Army of One*

= a concept of marketing communications planmng that
recognizes the added value of comprehensive plan that
evaluates the strategic roles of a variety of communication
disciplines — for exemple, general advertising, direct response,
sales promotion, and public relations — and combines these
disciplines to provide clarity, consistency, and maximum
communications impact (American Assoc1at10n of Advertlsmg
Agencies).
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Zaruky

nepodminena — ,Vy budte soudcem®

podminena
casove omezena
zpusob pouziti
dvojita zaruka
konkurencni
zdramatizovana
nabidka ponechani

omezeni poskozeni
pouze oprava n. vymena




FEDMA (Federation of European Direct Marketing) — 2002
Survey on Direct and Interactive Marketing)
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Asociace direct marketingu a zasilkoveho obchodu
(ADMAZ) — 2002: nejdulezitéjsi je stale adresny direct
mail, roste neadresny direct mail, telemarketing

Pristup opt-in, opt-out, projekt ,Safe Harbor”, smérnice
,balance of interest”




Direct Selling / Non Store Retailing

Man Store Rataling

e

Farsan-10-person selling

Farty <2lling

Home delvary saling

Ordar collactors
Spaciaimed mail ardear

o 5 ElNg ads in printed madia
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Direct Selling is part of the Non Store Retalling sector
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Direct Selling in Europe - 1994-2004 Number of direct sellers -
evolution 1994-2004 evolution
- Sales (in millions €)




First Socio-Economic Study of the Direct Selling Industry
in the EU

- Research focused on the Direct Selling Industry in France,
Germany, ltaly, Spain, Sweden & the UK

- These 6 countries represent 92% of the sales of the Direct Selling
Industry in the EU

- Results of analyses were consolidated and translated to the 15
member states of the EU

- Research included interviews with six Direct Selling Associations,

various Direct Selling Organisations, as well as thought leaders in
socio-economic trends

+ In addition surveys of 450 Direct Selling Organisations and 6.250
Direct Sellers were conducted

B SU3JOQ FNOHIMIOR]

The largest sample on Direct Selling ever in the EU




FProfile of Direct Sellers

E Characteristics Yo
§:| High level of female participation 80%
?_;:3 Frimarily working part fime 805G
;-"'-_:'_ Self employed SE%G
el Aged between 35- 49 years old 47%
(g\.l Married | Co-habit 76%
= Three or more dependants in the household TT%
3

v commm b hrons bl copany Suruey 1995

Direct Sellers are typically female, seif employed and work part time
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Profile of Direct Sellers - cont'd

Educational gualifications h than secondary school %
‘;g Female Direct Seilers 20%
= Male Direct Sellers 5%
%,. Before Joining Direct Selling o,
% Held a position of employment 69%
;'j:"_.:.j Unemployed or no professional activity - Female JB%
a Mo background in Direct Selling B65%
3
Length of time in Direct Selling Ya
Have worked more than 1 year in the Direct Selling Industry B89%
Have worked more than 7 years in the Direct Selling Industry 4T%

A l_IunJﬂt:unt proportion of people have been in the industry for many years
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Reasons for becoming a Direct Seller

Direct Sellers

Eam an (additional) income
Flaxibility to choose working hours
Low cost/ low risk way of establishing own business

Absence of age discrimination

Female Diract Sellers

Buy products for thair own use
Social contact
Re-enter workforce after bringing up children

B SY3JOQ FNOHITMIOR

Male Diract Sellars

To run their own business

Pricawninrthou sl ospar Suruy 1055

" Direct Selling is attractive for a wide variety of reasons
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Consumer Attitudes towards Direct Selling

Reasons for making a purchase via the Direct Selling channel

Froduct need and appeal (female customers)
Convenience (female customers)
Value for money (male customers)

B SUFJOO FSNOHEMIIR]

Perception of the Direct Selling Ind .
Would buy again via the same channel 93%
Would recommend buying from a Direct Selling Organisation 88%

["Fudlo pareeplenn of Diret Sefling Im Bee Urd b Fingdom®™ Fubirs Week Re Searc! S, W aleamaler BLsirs s Solsset, 19532

Consumers with axperience of Direct Salling have very positive opinions
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Organisational structures

in the six countries :

Multi level 31% Single level
69%

@ SYFJOO HSNOHEMIR]

[ Pl i bt il Sogare Suruwy 1055 |

Majority of Direct Seliing Organisations are single level structures




Multilevelmarketing

1940 — California Vitamins, pozdeji
prejmenovana na Nultrilite

m2 nejlepsi distributori Rich DeVos a Jay Van
Andel zalozili Amway Corporation

m1960 Glen Turner zalozil spolechost Glen W.
Turner Enterprises

m1975 — Federal Trade Commission a tzv.
,Pyramidovy zakon"

mRozsudek FTC vs- Amway 93 FTC 618




Nepretrzite programy

m predplatne
m automatickeé plany zasilek
m klubove plany

Zpusoby prihlaseni:
m zaporna volba
m zavazek

m Clensky plan (slevova sluzba, predplatne
katalogu a prizpusobena sluzba)
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Fixies - DM

Radosiné odekivini

kampan: ,RodiCovsky radce”
produkt:  plenkovée kalhotky Fixies
cil. skupina: tehotné zeny

gynekologove majici tehotne
pacientky




Telemarketing

m out-bound (=odchozi) telemarketing = aktivni
m in-bound (=prichozi) telemarketing = pasivni




Direct-response TV
marketing (DRTV) = televizni
marketing s pfimou odezvou

Teleshopping

. J-’-":L:, -

- E600-207-6633




Prevzate zdroje:

Telemarketing a pravni aspekty po vstupu do EU - MAM z 1. 12. 2003
Vydaje firem na ptimy marketing v roce 2002 vzrostly o 14 procent — MAM
Mezi Cechy slabne zajem o adresné nabidky a reklamy — MAM z 21. 9. 2004
GENERATION NEXT — MAM z 2. 6. 2003

Evropa zije direct marketingem — MAM z 28. 4. 2003

Piimy prodej v ¢islech — MAM z 15. 4. 2002

Primy marketing. Strategie z 03.11.2003

NASH, E. Direct marketing

Fixies pracuji s direct marketingem. Strategie z 03.03.2003

Komercni call centra zazivaji boom. Strategie z 03.03.2003

TACHA, D. Teleshoppingovy boom v CT. Strategie z 14.07.2003
Internetovy marketing a elektronické obchodovani. Strategie z 03.11.2003
Integrovany primy marketing. Strategie z 03.11.2003




