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Abstract: 
   Direct marketing is an important tool included in marketing communication element, it enables the 

organization to depend on as an alternative and complement to marketing communication elements: 

advertisin, personal selling, sales promotion and public relationship, it is a direct and interactive 

communication, it depends on many tools in order to meet an immediate response from the public. 

Thus, this study ains to classify the role of direct marketing on the building of a direct relationship with 

important consumers, because it characterized “non-general” so the promotioneal message may be 

adapted to each consumer, it may be renewed rapidly, it is also an interactive pattern that enables the 

organization to resend the message more again according the response from the consumer 
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 Jean Mark Décaudin: la communication Marketing:المصدر
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مرسل 

 (المؤسسة)

 رسالة إيراديه

 ضوضاء

 الةـــرس

 تشفير الرسالة



01 

 

.

(6) 

 (7) 

12 

 البيع الشخصي: 

 :العلاقات العامة  رجال البيع وقوة البيع  -

رسائل الاتصال  -

 .الشخصي

وسائل الاتصال  -

 .المطبوعة

الوسائل المسموعة  -

 :الإشهار  المرئية

 .عبر التلفاز -

 .الإذاعة -

الصحف  -

 .والمجلات

 .السينما -

 .الملصقات -

 الإنترانت -

 ترقية المبيعات: 

ترقية المبيعات  -

 .الموجهة للعملاء

ترقية المبيعات  -

الموجهة لرجال 

 البيع

 التسويق المباشر: 

 .البريد المباشر -

 .البريد الإلكتروني -

 .الهاتف -

 ....الفاكس -

 ,et contrôle (بتصرف)   Marian Burk Wood,Marketing Planing (Stratégie, mise en œuvre:المصدر

pearson éducation ,2005, p210 
 



00 

.

 (8)
 

 

 
 

 

 (9)

.

(10) 

 

  
  

 



02 

 

 (11) 
 

  
  
  
  

 
  
  
  
  
 

 

(12) 
 

  
  
  
 

 
 

 

 
  (13)



06 

(14)

  (15)

 

 

 
 

 
 (16)

Catalogue

 (17)



04 

 

 
 

 

 
 

 
 

 
 

 

 (18)

 (19) 
 

  
  
  
  
  

(20)
 



07 

 

 
 

 
 

 
 

 

(21)
"SQL"(22)

 (23)
 

 

 
  
  
  



00 

(24)

(25)
 

 

 
 

 
 

 
 

 
 

 

 



05 

  
  
  
  
 

 
  

 

  
  
  
  
  

6) -P.Kotler, B.Dubois, marketing management, 12e edition, OPCIT, P706. 

  
  

5) P.Kotler, B.Dubois, OPCIT. P707. 

  
11) Brian Thomas M, Housdenm Direct marketing in pratice, Chartered institute of 

marketing, 2002 p24 

12)  IPID, p24. 

13) P.KotlerB.Dubois, OPCIT, P712 

14) P.Amerein, D.Barczyk, R.Evrard, B.Rohard, B.Sibaud, P.weker, marketing (stratégies et 

pratiques), NATHN ,p362  

  
  
  
  

19) Piquet Amandine, le marketing crée son internet ou est-ce internet qui crée son 

marketing?, mémoire, master MGE, promotion 2006 (wesford grenoble), P21. 
  

21) -marketing de la banque et de l'assurance, Edition 
d'organisation , 2eme edition, 2003  , p33. 

  



05 

23) B.Thomas Housden, Direct Marketing in practice, OPCIT, P92. 
  
 

  
  
  
  
  
  
  
  
  

 
1. Brian Thomas M, Housdenm Direct marketing in pratice, Chartered institute of marketing 

2002; 

2. Jean Mark Décaudin: la communication Marketing, Ed: Economica 1995; 

3. M.badoc, B.lavayssière, E.copin: E-marketing de la banque et de l'assurance 2
eme 

edition 

2003. Edition d'organisation; 

4. - Marian Burk Wood:Marketing Planing (Stratégie, mise en œuvre   et contrôle, pearson 

éducation 2005; 

5. P.Amerein, D.Barczyk, R.Evrard, B.Rohard, B.Sibaud, P.weker: marketing (stratégies et 

pratiques), NATHN; 

6. P.Kotler, Dubois, Manceau: Marketing ,management.Pearson education ,12 edition 2004;   

7. Piquet Amandine: le marketing crée son internet ou est-ce internet qui crée son marketing?, 

mémoire, marter MGE, promotion 2006 (wesford grenoble) . 

 

 


	19
	19-1
	6ليتيم



