DryMax Marketing Appraisal – March 2009
1.0
Sales Figures





2006
2007
2008

Quantity Sold


8
14
24

Sample packs given

83
10
34

The sales revenue generated is in Keith’s area.

2.0
Current Marketing Activity

No proactive marketing executed from the office.

Keith gives sample packs to each SCBU he visits* 

*Note: When Keith visits a SCBU department the main focus is on SpO2 sensors or Oxygen monitors etc, and as a matter of course he takes the EyeMax, Posey Wraps and DryMax sample packs to introduce (therefore there is no costs associated with introducing the DryMax)

Summary – providing a sample and doing a scheduled follow up is an effective way of generating sales. 

Note: It is important to do a follow up otherwise customers are not inclined to switch suppliers/substitute products, due to low value of product.

3.0
Competition
Suppliers include:

Philips/Respironics (no pricing available)
Central Medical Supplies (supplied DryMax – not listed on their website however)
Substitute products:

Nappies

Incontinence pads cut to size by the nurse

4.0
Suggested Marketing Activity
a.
Mailshot SCBU group (248 contacts)

Send introductory letter and DryMax sample pack

Follow up all those in the North (Keith will continue pursuing the South)
b.
Include a DryMax sample with every oxygen hood or phototherapy lightshield that we dispatch to the UK.

Marketing Costs

Activity A

Letterhead + Printing = £0.04

A4 Envelope = £0.05

DryMax sample pack* = £0.17 (£43.21 for 250 sample packs)
Postage = £0.37

*1 box of 250 DryMax (€42.50/£37.53) + Leaflet (£0.00 - from Absorbest) + Clear Wallet (£0.00 - previous stock) + 250 Label (£5.48) + 250 Label Printing (£0.25)
Cost per Contact = £0.47 

Total Cost of Marketing Activity = £117.80 + sales administration time for follow ups
Break Even = Sell 3 boxes of the DryMax 

Activity B

Cost per Sale = £0.17 (33 units sold to date 2009 = £5.61)
