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RESUMO

A ECT tem como objetivo estratégico ser a maior operadora logistica do
mercado de Marketing Direto no Brasil até 2020. Para isto, tem em seu
portfolio servigos especializados na remessa de materiais promocionais
(impressos, brindes e amostras) com distribuicdo em todos os
municipios do pais.

O objetivo desta dissertagdo foi propor um conjunto de agdes para
aprimorar o processo de prestacdo dos servicos do segmento Marketing
Direto da ECT/SC. Para tanto, foi realizado um estudo de caso com
abordagens qualitativa e quantitativa, realizadas em etapas distintas e
complementares. A abordagem qualitativa foi aplicada, primeiramente,
na fase exploratdria, para uma analise interpretativa da percepcéo de
sete gestores internos (por meio de grupo focal) que atuam na area de
negocios da ECT/SC, sobre o segmento. Nesta etapa exploratoria, foram
criados tépicos de verificacdo para as trés pesquisas subsequentes
realizadas com a rede de atendimento, rede de distribuicdo e clientes
contratuais. A segunda abordagem qualitativa foi aplicada na etapa final
do estudo para conhecer em profundidade as percepcOes de seis clientes
contratuais dos trés canais de relacionamento definidos pela ECT. A
coleta de dados foi por meio de entrevista realizada com gestores da area
comercial e de marketing das empresas selecionadas.

Na abordagem quantitativa foram aplicadas pesquisas na rede de
agéncias proprias e na rede de distribuicdo dos objetos postais, por
fazerem parte do processo de execucdo dos servi¢os. O objetivo das
duas pesquisas foi identificar a percepcdo dos gestores de ambas as
redes, sobre a oferta do segmento Marketing Direto. A coleta de dados
foi por meio de instrumento estruturado, disponibilizado no ambiente de
intranet e a andlise foi descritiva.

Apo6s a consolidacdo dos resultados das quatro pesquisas, verificou-se
gue a perspectiva futura de mercado para a midia postal é favoravel na
opinido dos gestores e clientes da ECT/SC, pois a mala direta passa a ser
um diferencial nas estratégias de comunicacao das empresas. Entretanto,
€ necessario reajustar algumas praticas de negdécios e de suporte em
nivel regional e, também, em nivel corporativo, a fim de entregar o
maior valor possivel esperado pelo mercado.

Palavras-Chave: Marketing de servicos. Processo de prestacdo do
servico. Estudo de caso.






ABSTRACT

Be the largest logistics operator in the Direct Marketing industry in
Brazil by 2020 is the strategic objective of the Brazilian Enterprise of
Mail and Telegraph (ECT). For achieve this purpose, have in its
portfolio specialized services, delivery of promotional materials
(printed, gifts and samples) with distribution in all municipalities of the
country. The purpose of this work was to propose a set of actions to
improve the process of performance of the Direct Marketing segment of
the Regional from the State of Santa Catarina (SC) of the ECT. For
such, a case study was performed with qualitative and quantitative
approaches, in different and complementary steps. A qualitative
approach was applied, initially, in the exploratory phase to realize an
interpretative analysis of the perception of seven internal managers
(through focus groups) who work in the business of ECT / SC related to
the segment. In this exploratory stage, check threads were created for
the three subsequent surveys applied on the service network, distribution
network and contract customers. The second qualitative approach was
applied in the final stage of the study to know in depth the perceptions
from six contractual customers of the three channels of relationship
defined by ECT. Data collection was conducted through interviews with
managers of commercial and marketing of selected companies. The
guantitative research approach was applied on the own branch network
of ECT and its distribution network of postal items, because they are
part of the execution of the service process. The aim of the two studies
was to identify the perceptions of managers from both networks on the
provision of the Direct Marketing segment. Data collection was through
a structured instrument, available on the intranet environment, and the
analysis was descriptive. After the consolidation of the results of four
surveys , it was found that the future outlook of the market for postal
media are favorable, from the view of managers and customers of ECT /
SC, because the direct mail  becomes a differential in the
communication strategies of companies. However, it is necessary to
readjust some business practices and support at the regional level and
also at the corporate level in order to deliver the greatest possible value
expected by the market.

Key words: Services marketing. Process of service provision. Case
study.
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