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Executive Summary

TigerDirect.ca has obtained the position of one of the most successful on-line retailers in the computer and computer product industry in North America. To compete with strong competitors and to maintain this position, we planed a direct marketing campaign to acquire new customers in this year.

The goal of the campaign is to acquire 500 of new customers and acquire additional $500,000 sales in the end of this year. The media we will use are direct mail and email. We will purchase 450,000 accounts of customer list from a third party company, and send 200,000 of direct mails and 250,000 of emails. Our offers include: a free shipment for laptop computers which cost over $1,000, and 10 percent discount for laptop accessories to those who order any types of laptop computers. 

We will start this campaign from October 17, 2006. Our recommendations for this campaign are:
· Analyze customer data and customize a direct mail and an email

· Cross-sell laptop accessories for new customers

· Analyze the result of the campaign and create a best model for a future  retention campaign
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1. Project Overview

Tiger Direct is one of the top computer and computer product retailers in North America. The company has two outlet retail stores in Canada, and TigerDirect.ca is its e-retailing site in Canada. The success of the company is brought by its courteous services and reasonable prices. For the continuing success for Tiger Direct, we suggest a new direct marketing campaign in this year. The overall objective of this campaign is to acquire 500 of new customers and generate $500,000 revenue.

 To achieve these objectives, we will offer a free shipment and a special discount for laptop computer purchasers. The customer who has ordered for more than $1,000 laptop PC will be offered free shipment. Also, the customer who has ordered any laptop will be offered to purchase all computer accessories with 10 percent discount. 

These strategies will be implemented using direct mail and email. We will acquire 45,000 accounts of data from third-party firms, and send direct mail to 20,000 and email to 25,000. Each direct mail or email will be customized based on the individuals’ ages, address, occupations, and incomes.

2. Integrated Direct Marketing Campaign
The goal of this campaign is to encourage potential customers to see TigerDirect’s website, and then purchase laptops. The target number of customers acquired through this campaign is 500, who are estimated to generate $500,000 sales revenue. To achieve this goal, we will use two media for this campaign: direct mail and email.

 Our direct mail contains an outer envelope, a letter, and a brief brochure which shows several examples of our laptop computers. A letter focuses on our offers, and a brochure focuses on our core competitive advantage, low prices and courteous services. The cost of direct mail is higher than email, but its reach is wide, and it is less ignored compared to email or telemarketing. Therefore, direct mail will be effective media for this campaign.

The other media is email. Our email is edited by HTML format, and contains pictures which attract readers and encourage them to pay attention. The content is basically the same as direct mail, but a message of the letter is shortened, and the link to the laptop computer section on the website should be placed in the content. Also, words should be carefully chosen to avoid being recognized as a spam by mail servers and email software. The general problem of email is that it is easily ignored. However, once a receiver has read and are interested in the content, he or she can access the website by only one click. Therefore, if the appearance of the email is attractive enough for customer to pay attention, email will be effective media for this campaign. 
3. CREATIVE BRIEF

3.1 Customer Insight
Primary Target: Computer users (Business professionals) between 25 to 40 years old.

· They use computers at work and home

· They have technical knowledge about computer and computer software

· They always search for good deals before they purchase computers and computer products
· They have fast internet connection and download music and movies by using P2P software
· They are highly concerned about price. They compare prices on the Internet before they purchase
· They like to go too the Starbucks and use computer
· They have income around $35,000 – 45,000
· They live in a city and have busy lives

· They are single and trying to find a friend on line
· They have MSN Portfolio and pictures and lots of friends worldwide
· They use MSN Messenger and other chat rooms
Computer users between 25-40 years old age who have lots of knowledge about computer parts and software. Their jobs and works are involved with computer. They use personal computer at home. They listen to music and meet new people online in a chat room. They are single and like to discover cool web site online. They are sociable but they prefer to spend their time in front of the computer.  

Secondary Target: College or University Student between 18 to 30 years old.

· They use slow desktop computer at home or computer at library
· They live with a roommate
· They go out weakened and drink beer
· They have part time job and receive money from their parent
· They are planning to buy laptop computers for their study and enjoyment
· They use Microsoft Applications such as MS Word, Excel, and Power Point
· They are enjoying digital camera and MP3 player
· They download music and movies from the Internet
· They want high speed Internet connection
· They like to use computer at cafeteria and other cool places
College or university students between 18 to 30 years old age always dream to buy latest laptop computers. They have very limited budget and they receive financial help from their parent. Most of them use a computer at a library and roommate’s computer at home. Their desktop is slow and they cannot download the music as quickly as they want. They sometimes go to Future Shop and look at laptops.  They have portfolio in myspace.com. They meet lots of friends from this site. They also use MSN Messenger and have yahoo and hotmail e-mail accounts. 

Target Market might think about these products 

· Lower price 

· Return policy 

· Easy online ordering system

· Secure web site

· Customer privacy 

· Excellent Customer service

Target market might have worries

· Quality: Customer might think that cheaper product don’t have good quality.

· Security: Customers may find it uncomfortable to their private information such as address, phone number and credit card number if they don’t know the company very well.  

· Trust: Customers are not sure if they can trust Tiger Direct and if they can get on time delivery and customer service

· Return: Customers are not sure whether they can return a product if they don’t like it.

· Price: There are other similar products with cheaper price.  

· Consumer might feel they are overcharged. 

Message to Clients

· Good Deal and Save Money: Tiger Direct laptop web page offers the best deals. Their prices are cheaper than Future shop, Best buy, and Dell Inc. 

· Comparison Prices: Customer buys the product from Tiger Direct after comparing other companies’ prices. Therefore they will not feel overcharged.  

· Returning Policy: If the customer was not satisfied with the product they can return it and get full refund (4 week return policy)

· Security: Web site protected with the latest software technology. Customer’s private data are protected and no one can access it except customer and technicians at Tiger Direct. 

· Reliable Customer service:  Tiger Direct is a reliable company. It has sixteen years customer service history. 

· Easy to buy product: There are less steps to buy a product online. Easy navigation and clear navigation offer fun buying.
· 10% Discount for laptop accessories for the purchase of laptop over $1,000.   

· Free delivery 

Features and Benefits
Feature: Secure web site

Benefit:  Customer can enter credit card information without worry. 

Feature: Easy to check status of orders

Benefit: Customer can check if the product has been delivered, and when the customer will receive it. Customers are also able to update delivery address.

Feature: Customized web page and easy log in and log out buttons 

Benefit: Customers can edit and change their information. 

Feature: ADD TO CART Buttons

Benefit: This allows customers to add the product

Feature: MORE INFO Buttons

Benefit: Each product has more info buttons next to add to cart buttons. More info links give the detailed information about the product and competitors’ prices for the same product

Feature: Shopping Cart page and checkout buttons

Benefit:  It is very clear to show what the order is and how much total price is.

Feature: More info page

Benefit: More info page contains relevant accessories and other product you might need for the product you chose. For example if you chose laptop computer you might need notebook case, flash drive, optical keyboard and mouse. 

Feature: Search option

Benefit: Find specific products easier and faster.

3.2 Communication Objectives

Advertising should inform customer; Tiger Direct web site offers high quality products with lower price. Saving money is very important focus on the advertisement. Customer should be satisfied with the service and feel not overcharged. Convince customers that Tiger Direct offers the cheaper price on the market. 

3.3 Positioning Statement

Save Money, “Tiger Direct web site offers high quality product with cheaper price”

3.4 Key Messages

· Huge variety of laptops and accessories with reasonable price  

· Secure and easy buying

· Save Money

· Excellent Customer Service 

· Fast delivery options

4. The Offer

Product

Tiger Direct provides high quality laptop computers and their accessories to computer users who are business professionals and college or university students.

Price

Tiger Direct offers lower price compared with other companies such as Future Shop, Best Buy and Dell 

Payment terms

Customers can pay by credit cards on the secure web site. Customer’s private data is protected and no one can access it except the customer and technicians at Tiger Direct. 

Incentives approach

We developed media approach -Integrated Direct Marketing Campaign to motivate more computer users to purchase laptops and laptop accessories on the TigerDirect.ca. We will offer a free shipment and a special discount for laptop computer purchasers. The customer who has ordered for more than $1,000 laptop PC will be offered free shipment. Also, the customer who has ordered any laptop will be offered to purchase all computer accessories with 10 percent discount. Accessories include battery kits, headphones, CD/DVD organizers or other products which cost less than $100 for each.  Two different types of direct marketing media (addressed direct mail and email) would be applied in this campaign. 
5. List rentals
5.1 Recommended lists
a. IT Business E-Mail Masterfile

Type: Business Computers

List Size: 24,947

Base Cost/Thousand: $300

This is a database of email addresses of subscribers to one or more of the IT Business Publications. It includes: Communications and Networking E-mail, Computer Dealer News E-mail, Computing Canada E-mail, E-Business Journal E-mail, Edge E-mail, and Technology in Government E-mail. (Cornerstone Group of Companies 2006)
b. Transcontinental Consumer Behaviour Database
Type: Consumer General 

List size: 1, 5000,000

Base const /thousand: $130.00

Transcontinental contains consumers’ primary interests of shopping, lifestyle, and demographic information. The above database represents the last 12 months. [image: image1.png]


This list is updated 6 times a year. (Cornerstone Group of Companies 2006)
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5.2  Rationale for selection: 

The reasons for selection are based on as follows:

· This database covers our target audience, young computer users
  Because our primary target is computer users, business professionals between 25 to 40 years old, and secondary target is college or university student between 18 to 30 years old, the selected list should offer this information to meet strategy’s request.

· The list size is large enough to fulfill our needs, 45,000 names
We need 45,000customer information to implement our direct marketing campaign.  
· Less expensive. 

If the price of list rental is very high, it would overweigh our budget and affect ROI.  
5.3  Selects chosen
Because of the above reasons, we chose Transcontinental Consumer Behaviour Database as the list rental. The list contains similar customer profile as our primary and secondary target audience, its size exceeds our needs, and the price is reasonable. We will acquire 45,000 names.
5.4  Costing
Price is $300 per thousand and total cost is $5,850 for 45,000 records.

6. Creative Mock- up or scripts
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Mr. Santo Ligotti
200 King Street East
Toronto, Ontario, Canada
M5A 3W8

August 8, 2006

Dear Mr. Santo Ligotti:

We are pleased to announce a new campaign to our preferred customers this year. When you purchase laptop over $1,000 from Tigerdirect.ca, we offer a free shipment. Also, if you have ordered any laptop, all computer accessories with 10% discount would be offered. This campaign will start on October 09, 2006 and end on November 17, 2006.

When visiting TigerDirect.ca, you would find the detailed product information and photo galleries. For more detailed information for this campaign, please see the attached brochure or go to our website. www.tigerdirect.ca. Please visit TigerDirect.ca and register your information!

 Please keep your mind!  Enter offer number written on the top of this letter when you register to TigerDirect.ca.    


Sincerely,

Da Shang

Vice President

TigerDirect.ca, Inc.

8401 Woodbine Ave.
Markham, Ontario L3R2P4, Canada 

800-800-8300

http://www.tigerdirect.ca/

7. Response Management and Metrics

7.1 Break Even and Return on Investment

We will send 20,000 direct mails which cost $3 for each, send 25,000 emails which cost $0.25 for each, and purchase lists from third party companies by $5,850. Therefore, the total cost for this campaign will be $72,100, which is derived from the following:

($3 × 20,000) + ($0.25 × 25,000) + $5,850 = $ 72,100
We assume that the average sales for an individual will be $1,000, and the mark-up will be 25 percent. Therefore, the break even will be 288 units, which is derived from the following:
$72,100 ÷ ($1,000 × 25%) = 288 units
To accomplish our target revenue, $500,000, the total units we should sell is 500, and the return on investment will be 73.5 percent.
$500,000 ÷ $1,000 = 500 units
{$500,000 × 25% – $72,100} ÷ $72,100 = 73 %

7.2 How to Response

People who have received either a direct mail or an email can respond only through the website. All direct mails and emails will be given offer numbers, and respondents need to register the number to be qualified for a free shipment and/or a special discount when they order products. 
7.3 Testing

The goal of the test is to figure out whether this campaign will be successful or not. We will pick up 4,000 people as a target group, and 2,000 people as a control group. 2,000 of the target group will receive direct mails, the rest 2,000 of the target group will receive an email, and control group will receive nothing. Both the target group and the control group should have similar characteristics. The sampling method will be systematic random sampling. The total names are 45,000, so every 7th account will be chosen for testing. 
7.4 Evaluation and Control

Based on the result of testing, we will evaluate the effectiveness of each campaign. The key metric of the evaluation will be the response rate and return on investment (ROI). Comparing response rate of the target group and the control group, we will predict how direct mail and email can enhance the response rate and revenue. Also, we will predict the overall profitability of this campaign based on ROI. These evaluations will answer three questions; whether we should roll out these campaigns, whether we should conduct both a direct mail campaign and an email campaign, and how profitable this campaign would be. The evaluation and control for overall campaign will be the same as testing. We will get the response rate and ROI, and then analyze if the campaign is successful and worth continuing in the future. 

7.5 Information Collection Method

To track the result, every direct mail and email will be given one letter and an offer number, such as “D100125”. The letter given to a direct mail is “D”, and the letter given to email is “E”. Respondents need to register these codes to be qualified for the offers when they order products. We will identify the response rate by collecting the offer numbers, and control the campaign. Also, we collect information about the new customers derived from our campaigns through a registration form which new customers need to fill out to place a first order. 
7.6 Schedule for Analysis

After the testing period, we will calculate the response rate and ROI, and analyze the result. This process will take one week. Based on the measurement and analysis of testing, we will roll out the campaign to all respondents. After the campaign, we will measure and analyze the result, and then determine if the overall campaign has been successful. This process will also take two weeks. 
8. FINANCIAL ANALYSIS

8.1 Costs and assumptions
We will send 20,000 direct mails and 25,000 emails. Each direct mail costs $3, and each email costs $0.25. Also, list rental cost will be $5,850, so the total cost of this campaign will be $72,100, derived from the following:
($3 × 20,000) + ($0.25 × 25,000) + $5,850 = $72,100
We expect that the response rate of a direct mail will be 1.5 percent, and the response rate of email will be 0.8 percent. Therefore, the number of total respondents will be 500, derived by the following:

(20,000 × 1.5%) + (25,000 × 0.8%) = 500
Also, we expect that the average revenue from each customer will be $1,000, 25 percent of which will be the mark-up. Therefore, the total revenue will be $500,000, the net profit will be $52,900, and the return on investment will be 73 percent, derived from the followings.
500 × $1,000 = $500,000

$500,000 × 25% - $72,100 = $52,900
{$500,000 × 25% – $72,100} ÷ $72,100 = 73 %

8.2 Operating Statement

	Costs
	Item
	Quantity
	Cost Per Item
	Total Item Cost

	
	Direct Mailer
	20,000
	$3.00
	$60,000

	
	Emails
	25,000
	$0.25
	$6,250

	
	3rd Party Database
	1
	$5,850
	$5,850

	
	Total Costs
	
	
	$72,100

	Response
	Item
	Mailers Sent
	Response Rate
	Respondents

	
	Direct Mailer
	20,000
	1.50%
	300

	
	Emails
	25,000
	0.80%
	200

	
	Total Respondents
	
	
	500

	Sales
	Sales Channel
	No. of Respondent
	Avg. revenue
	Revenue

	
	Direct Mailer
	300
	$1,000
	$300,000

	
	Emails
	200
	$1,000
	$200,000

	
	Total Revenue
	
	
	$500,000

	Profit
	Sales Channel
	Revenue
	Profit Margin
	Profit

	
	Direct Mailer
	$300,000
	25%
	$75,000

	
	Emails
	$200,000
	25%
	$50,000

	
	Total Gross Profit
	
	
	$125,000

	
	Total Net Profit
	
	
	$52,900

	ROI
	Profit & Costs
	Amount
	ROI
	

	
	Total Costs (Initial)
	$72,100
	
	

	
	Net Profit
	$52,900
	
	

	
	ROI
	
	73%
	


9. Schedule and Timing 

Test of the campaign will start from August 14, 2006.  Testing objective is to measure the effectiveness of the direct mails and emails, and find out each channel’s response rate.  If the response rates satisfy our objectives, we will roll out the campaign on October 9.
Offer Validation Date
Customers should visit the web site and place an order with given offer numbers from August 14 to September 29 (test), and from October 09, 2006 to November 17, 2006 (campaign) to be qualified for the offers. 
Evaluation: The response rate of direct mails and emails will be calculated before October 06, 2006 (test) and November 30, 2006 (campaign). The customer spending, frequency, marketing costs, and the retention rate will be compared with previous years.
	Champaign Launch, Measurement ND Analysis Schedule, year 2006

	
	Test
	Promotion

	
	Aug 14
	Aug 14 Sep 29
	Sep 30 Oct 06
	Oct 09
	Oct 09  Nov 17
	Nov 17 Nov 30

	Test

Direct mail and e-mail to test
	X
	
	
	
	
	

	Respond date 
	X
	X
	
	
	
	

	Evaluation of Strategies 
	
	
	X
	
	
	

	Promotion

Direct mail and e-mail to all 
	
	
	
	X
	
	

	Respond Date
	
	
	
	X
	X
	

	Evaluation Strategy and RFM
	
	
	
	
	
	X


10. Recommendation

To implement this campaign, we recommend three actions.

· Create  new pages for this campaign 

· Create a new registration form

· Obtain customer list from third party company

Also, we recommend the followings to derive more traffic to our website.

· Create a new French pages

· Reorganize directory structure of the web page

Next Step

Knowing what customer segment prefers what type of products will help our future campaigns due to more clarity in marketing strategy. Several criteria can be taken in account for determining their preference. For example a 20-year-old person can be attracted to a gaming laptop with huge memory and better graphics, while a 30-year-old business professional may focus on portability and battery duration for business use. Through this campaign, we can enrich customer information and find out what factors impact on the response rate. 
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