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D irect 
mar-
keting 

program-develop-
ment and manage-
ment have become 
more complex in 
recent years. Big 
data and multi-
channel marketing 

campaigns now require multidiscipline 
expertise and planning, creating many 
new challenges. Marketers, however, are 
in a better position than ever before to le-
verage data and technology and fulfill the 
promise of true integrated marketing. 

Working with a variety of commercial en-
terprises and nonprofits over the years, I 
have seen direct mail, email, display, and 
other channels evolve. Oftentimes, these 
marketers siloed their data, strategies, and 
personnel, undermining their efforts from 
the start and, not surprisingly, achieving 
fewer responses. At the end of the day, 
successful marketing requires integrating 
resources and employing optimal combi-
nations of marketing channels. 

Companies understand that better data 
and improved data-management systems 
make integrated marketing possible, even 
for mid-market organizations. Digital so-
lutions, including direct mail and email, 
allow companies of all sizes to take advan-
tage of big data. However, the firms that 
transitioned from “good to great” realized 
-- and invested in -- the essentials for suc-
cess: top talent, world-class processes, 
and sophisticated technology tools. The 
accompanying flowchart illustrates how 
a centralized data solution drives each 
channel.

Integrated Campaign 
Management in the New Era 
of Multi-Channel Marketing

by Price anDerSonPrODuCTION

scope and objectives. How to get started? 
Create a “data center of excellence” within 
your organization to lead your market 
cross-function team. 

So, the takeaway is straightforward: Break 
down those silos of data and channels 
within your organization. In so doing, you 
will take your direct marketing results to a 
whole new level.

Price Anderson is vice president, sales and marketing, 
for Prince Frederick, MD–based DirectMail.com (www.
DirectMail.com). DirectMail.com is an industry leader, 
offering agency, data products, business intelligence 
insight, email marketing and production services. Its 
unique Insight Engine and Intelligent Marketing Process 
grows clients’ market share using proven strategies that 
increase customer/donor acquisition and retention. For 
more information, please visit us at www.DirectMail.com 
or call 1-888-690-2252. 

In this “age of big 
data,” the quantity of 
data available to all 
marketers is astound-
ing. More important, 
the quality and types 
of data available are 
better than ever be-
fore. Today’s winning 
marketers have gone 
way beyond RFM 
(recency, frequency, 
and monetary value). 
Individual-level data 
can enhance a mar-
keter’s customer file; 
plus, these data are 
accurate, actionable, 
and proven. Two ex-
amples of new kinds 
of actionable data 
include: personality 
personas, to target 
messaging and im-
ages, and channel-receptivity, to identify 
proper contact channels.

While data may drive an integrated cam-
paign, it is the associated analytics com-
petencies that create the major, long-last-
ing benefits for an organization. Analytics 
comprises more than just a dashboard for 
reporting, but rather encompasses skilled 
marketing scientists and technologies 
that can drive the business forward. Yes, 
full integration requires developing an 
overall plan that includes all channels and 
response options. Equally important to 
integration is including creative, data, and 
production team members who under-
stand the interrelation and timing of their 
components to the overall campaign’s 

Check out the CMO Council’s new microsite that focuses 
on content marketing and ROI. Catchy, clear, and easy to 

absorb, the site is designed to help organizations leverage 
the power of content to capture new business, influence 

purchasing, improve loyalty, and grow brand presence. 

"We’ve designed the Center as a go-to source for fresh 
thinking, insight and services to help marketers more 
fully leverage the power of content to drive business 
opportunities, influence purchasing, and grow brand 
presence," said Dave Murray, director of the Content 

ROI Center. http://www.contentroicenter.org/


