














AT&T’s goal was to use email to drive 
new customers into local stores in the 
New York metropolitan area to purchase 
wireless service and devices.

At a very low cost per touch—including 
creative, production and rental list 
costs—the email campaign drove more 
than 3,000 new sales and delivered new 
customers at a marketing cost that was 
significantly lower than AT&T’s new 
customer acquisition goal! 

The email included a secondary call to 
action that outperformed usual direct 
marketing efforts by driving 9.5% of 
prospects to purchase through the  
call center.

What can we  
learn from these  
remarkable results?  

•  �Make a strong offer. In this case, the 
$50 offer was presented as a coupon 
that’s hard to throw away, especially 
since it can be applied to any wireless 
device the prospect wants.

•  �Geo-targeted email can be  
a drive-to-retail tool. Smart  
targeting can get prospects into  
their neighborhood stores.

•  �Keep copy short. All of the important 
information, including links and  
phone numbers, appeared “above  
the fold” on the screen with no need  
to scroll down. By teasing other  
offers, the email enticed prospects  
to come into the store to find out  
more—and shop!

As a result of the success of this 
campaign, AT&T is continuing  
with this strategy.   s

•  �Use coupons as visual cues.  
People are hardwired to respond 
to coupons, even in an electronic 
medium. That’s especially true 
during this economic downturn.   
The bar code, which was for 
in-store use only, reinforced the 
perceived value of the coupon.  

•  �Create an event. This email 
campaign stirred up excitement  
and urgency by limiting the sale  
to only three days.

•  �Be exclusive. Positioning the  
event as a “Friends and Family 
Sale” made prospects feel valued.   

•  �Make it easy. A store locator  
link was built into the email.  
A pop-up window revealed a list  
of all participating stores in the 
New York metropolitan area.

•  �Encourage sharing. By including a 
reminder for prospects to share the 
deal with their friends and family 
in the New York metropolitan area 
made it easy to spread the news. 
Facilitating a viral component 
gained even more sales.

We’re excited to let you know that the post-consumer waste 
(recycled content) of the paper used in High Performance Direct is 
25%. And the total recycled content is 50%. That saves a lot of trees!

Find out how Kaiser Permanente added dimension to its 
business-to-business communications using targeting from the 
offer, message and media deployment.

Continued from page 3 . . . 

Continued from page 1 . . . 

Continued on page 8 . . . 

Perk up your  
old control

 
es

Get your 
media and 
copy teams 
together

Your copy team couldn’t 

get along without your 

media team; and your 

media professionals 

wouldn’t get very far 

without good copy. They 

really ought to be talking 

with each other. The 

people researching your 

media and targeting are 

often the only ones who 

know the intimate quirks  

of the audience you’re 

talking to. And the copy 

people—if they’re good—

are more in the mindset 

of your target audience 

than anyone else. When 

they get together, some 

surprising and creative 

cross-pollination can take 

place. Copywriters tend  

to ask questions that no 

one else thinks of. And 

media managers have 

answers that no one else 

might imagine. 
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resulted in an overall improvement in 
performance for Hyatt!  

The Moral of the test

Even though lists are just a group of 
names and addresses, they should 
never be treated as a commodity. Your 
list is only raw material, and depending 
on how you manipulate it; segment 
it; model it for behavior, geography, 
income and age; you can make it 
produce vastly different results.   s
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By any measure of success, this email was a big winner  

AT&T email campaign 
turns prospects 
into gold

Enhance the conversation 
Boost the results

behaviors are more meaningful to 
marketers than others. Test them the 
way you would test list segments in 
email or direct mail.

Behaviors that aren’t as 
critical to success

Self-reported behaviors are to be taken 
with a grain of salt. It may be helpful 
to know how a prospect answered a 
survey—but, then again, they may have 
inflated their interest in order to feel 
better about taking your offer for filling 
it out. Or they may have understated  
it, so they wouldn’t be called by a  
sales rep.

Living in a certain ZIP Code could 
be defined as a behavior, but it’s not 
predictive of much. You don’t drive the 
same car as your next door neighbor, 
and you may not have the same taste  
in . . . well, anything. You may be a dog 
owner and your neighbor’s a cat lover.  
You might vote Democratic while your 
neighbor may be a libertarian.

Behavioral targeting 
and privacy

The very term “behavioral targeting” 
raises issues for many people. It’s 

Should behavioral targeting change 
marketers’ behavior?

important that you have your own 
privacy policies clearly stated on your 
site and that you abide by them.

TNS Global and TRUSTe—a privacy 
advocacy organization—found that 
70.5% of the 3,260 U.S. adult Internet 
users surveyed agreed somewhat or 
strongly with the statement: “When I 
am online, I am aware that my browsing 
information may be collected by a 
third party for advertising purposes.” 




