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FOOTPRINTS IN THE SNOW

Spot warm prospects

When you invite prospects and customers to visit your website do you know who responded? More
than likely you’ll know how many of them hit a web page, and you’ll know the few who converted
when they bothered to give you their details — say 20% of visitors for a well designed website. But
what about the remaining 80% who got to your web page but didn’t convert at the time? They must
have a level of interest in your proposition. Everyone’s busy, they don’t make the effort to key in a
web address from a piece of DM, or even click on an email link unless they perceive there’s
something in it for them.

Nurture them

If you were given the contact details of these ‘warm’ prospects do you think you could convert more
of them with a phone call or a re-solicitation email or letter? You’d only need to convert 25% of
these and you’ve doubled your ROl on the campaign. Moreover, because you’ve got a small pool of
interested prospects to harvest, your follow-up costs are minimised.

Talk to them individually

That’s precisely what personal URLs (PURLs) enable you to do. Rather than use one generic web
address (URL) for response, everyone gets their own personal one. If they visit it, you know they did
and you know what they looked at. It’s like seeing their footprints in the snow.

Continue the dialogue

The principle has been around for a good few years now. It originated in the drive for multi-channel
personalisation. With the rise of digital print technology, marketers started to explore the
possibilities of ‘dialogue marketing’, personalising communications across channels — send them a
personalised piece of DM and personalise the website when they respond through their PURL.

Convert the gold dust

The ability to measure was at first an interesting bi-product of the process and helped to create
laboratory environments to measure precisely the impact of these highly personalised, integrated
multi-channel programmes. However, it quickly became evident that, whilst personalisation
certainly had an impact on results, the ability to identify and re-solicit warm responders was where
the gold dust lay.

Measure your return on investment

But there was a problem. The only way to give people PURLs was as part of a campaign using digital
print and bespoke microsites built with very specialised software packages. Whilst the results were
in many cases exceptional, the increased cost of development meant that the ROl metrics only made
sense for a small proportion of campaigns —about one in ten.



Track through any channel, any website

What was needed was a system to get the benefits of PURL tracking on each and every response
campaign, easily and cheaply. A system to generate PURLs, measure and report responses,
independently of these bespoke personalisation eco-systems. A system which could give you the
PURL’s to laser onto any sales letter, standard piece of litho printed DM or use as a link in your email
or SMS. A system which could point that PURL to any web page you wanted, track and report the
responses and let you manage the warm prospects through to conversion. Most important, it should
be easy to use again and again without the need for IT coding or heavy lifting CRM.

Dramatically increase your results

This is the challenge the Intimis development team in Bristol UK has been working on and delivered
through the latest release of the patent pending Intimis system — version 3.0. As the version number
suggests, the Intimis system has been leading the emerging market in integrated 1/2/1
personalisation and dialogue marketing capabilities for several years. This latest evolution provides
the world’s first and only system able to deliver PURL tracking for delivery in any channel to any web
page you choose. It liberates these capabilities to every marketer in any organisation large or small.
It is affordable and easy to use and can dramatically improve marketing results.

Use as a standard across the organisation

As you’d expect, the team has a growing bank of data, case studies and experience from client
deployments of the system. What’s interesting is the ever increasing divergence of applications
clients are finding from this new visibility into customer response behaviour.

e A company running property investment seminars and services increased their booking rate
by 300% by calling warm prospects they previously had no way of identifying

e A mortgage company doubled ROI by sending a follow up letter to warm DM responders

e AnIT company with a long sales cycle and multiple decision makers sent personalised DM
across Europe and nurtured leads through the system, lifting response rates from 1% to 9%

e One of the world’s fastest growing technology brands increased their speed to market by
control testing multiple variants of a proposition and creative routes, analysing response
rates and optimising for roll out in days rather than weeks

e A manufacturer selling through a reseller channel created a central lead generation
campaign, automatically assigning leads for resellers to pick up and convert. The system
gave them not only real-time tangible ROl measurement, but quickly identified the
successful resellers and those who needed help/attention to improve results

e AnIT company is using PURLs as a standard for all customer behaviour tracking from
prospecting through customer retention across DM, email, web and telephone. They have
integrated into their CRM system and use customers’ online behaviour profiles to improve
their tele-sales and service dialogue

Explore new value opportunities

Every day, new applications are being explored. One client has sensitive and highly confidential
information they need to make sure the recipient has received. Using PURLs and PIN numbers is the
way forward for them. Another client who publishes subscription magazines sees PURLs as a way to
increase value to advertisers by providing the details of all respondents to the adverts placed in their
publication.

Whether the value is in sales conversion, relationship management, service levels, new business
opportunities and models, control testing or real-time analytics, it’s clear that this new generation of
PURL functionality has truly liberated the benefits of customer behavioural tracking.
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