
DIRECT MAIL CAMPAIGN PLAN
Campaign Reference:


 (Version Number – DATE) 
Campaign Name  
Product:



Primary Contact:


Planning Workshop date:



Preliminary date to market:


	HYPOTHESES:   
(Summarise the strategic thinking and define the hypothesis to be tested/proven)


	OBJECTIVES:   
(Ensure these follow the SMART principle; Include reference to sales and response targets)


	TARGET AUDIENCE / DATA:   
(Consider who is being targeted: from what internal/external sources; anticipated tests; need for controls, roll out etc, any exclusions/suppressions, if selections are at an individual or household level etc… At initial planning stages this may be quite generic)


	PROPOSITION:   
(What is the core thing you’’re communicating? This is not necessarily the creative proposition, but a summation of why you are mailing the recipient)


	WHY AND HOW RESPOND:   
(Consider why the mailing is relevant to the target audience, why are they likely to be in a purchase/decision window, what channels of response are you making available – phone, mail, web etc…, do you hope to close the sale immediately or are you looking for prospects to convert later)


	ALLOWABLE BUDGET:   
(To ensure that campaign expenditure doesn’t exceed the value generated, an allowable budget needs to be calculated)


	TIMINGS:   
(This should outline development, campaign and roll-out timings and take into account holidays, other activity, anticipated competitor activity etc…)


	CHANNELS:   
(All outbound channels (eg direct mail, email, SMS) and the inbound response channels offered (eg telephone, reply paid, web, retail outlet) should be documented and informally discussed with stakeholders, along with the type of response each channel can fulfil. If specific campaign phone numbers, reply paid addresses or URLs are being set up, these should be specified here.)


	HOW MEASURE:   
(What will be measured? Is the data available? How do you benchmark the results?)


	TEST ELEMENT:   
(Tests need to be carefully constructed so that there’s confidence in results (eg consistent timing to ensure no external influence; results compared to control groups for significance of responses etc…). At initial planning stages the test description may be quite generic (eg offer vs no offer) but should be updated as the campaign is refined. Include a test matrix where appropriate.)


	RESOURCES / APPROVALS REQUIRED:   
(All internal and external resources need to be identified and actioned. If a subsequent roll-out is planned, future resourcing should also be considered. Relevant approvals both formal and informal should also be sought at the earliest opportunity)


	RISKS:

(Identify potential risks, their impact and mitigation strategies. This could include risk such as breaching the Privacy Act or the new Do No Call legislation, as well as risks in the accuracy of your data)


	APPROVALS:   
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