CASE STUDY

_CASE STUDY
WHERESCAPE

MAKING CFO’'S INTO
HEROES -

IMAGINE THIS:

You're the CFO of a mid-size Kiwi company.
Your job is important and you don't get enough
credit for what you do.

Then, one ordinary day in the office, there's a
newspaper in your pile of mail, with a picture of
your face next to the lead article.

Engaged yet? They were.

WHERESCAPE RED
PROOF OF CONCEPT

3-DAY
CHALLENGE

S

INCREASE YOUR PRODUCTIVITY

Experience productivity increases up to 10 times what you currently
have, and see how your data looks and works with WhereScape.

YOUR OWN SOURCE DATA IN WHERESCAPE RED

We take a sample of your source data and build your data warehouse.
After three days we'll guide you through your proof of concept with
a i and i

B

your i at Wher; co.nz/ and get a free
proof of concept engagement using real data from your business.

Valued at $6,000. Offer expires Ist February 2015*

GET YOUR SLAM DUNK WITH
WHERESCAPE TODAY

THE MISSION:

International data-warehousing software company
WhereScape came to us with a problem. They'd
cornered the majorly big internationals, but
needed new mid-market business leads in

New Zealand. They've created a multifunctional
automation environment for data warehouses,
called Wherescape RED.

Huh? Don't worry about the detail. What the
product does for businesses is really the important
bit: it improves efficiency, reduces costs and
means decisions can be based on facts, not
guess work.
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WHAT BUSINESS
WOULDN'T WANTA
TOOL THAT COULD
DRAMATICALLY LIFT
PERFORMANCE?

The only snag? WhereScape wanted it done
before Christmas. In other words, three weeks
—a tight turn around by anyone'’s standards.

Oh, there was another snag too. Just like most
B2B marketing, we were facing a pretty long sales
cycle. This was a big investment for companies,
and not one that many had even considered
before. It meant that our campaign wasn't just
about getting immediate sales (although that's
always nice). It needed to stick in people’s minds
so they'd remember Wherescape two or three
years down the track.
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GET YOUR SLAM DUNK <FIRSTNAME>
WITH WHERESCAPE RED TODAY

Register your interest at WhereScape.co.nz/slamdunk and get a free
proof of concept engagement using real data from your business.
Valued at $6,000. Offer expires Ist February 2015*

WhereScape”

Turn the page to find out more...

WhereScape®

GET YOUR
SLAM DUNK.

WhereScape RED can transform your
business with huge productivity increases
and we'll prove it, at no cost to you.

WHERESCAPE RED
PROOF OF CONCEPT

CHALLENGE

Prefer to phone us? Call M

SIDE STEP THE CEO,

With a big message and targeted group of 100
businesses, direct mail seemed the obvious media
to use.

We knew that targeting CEOs would be a waste
of time — they're always too busy, and they usually
have gatekeepers who open (and bin) most of
their mail.

Those hard-working, CFO's we mentioned
before? We realised that they were our ideal
targets. They're always looking for efficiency and
savings — and they're easier to reach.

In other words, they were the perfect recipients
for a targeted, personalised direct mail campaign.
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THE PLAN:

We wanted to make CFQO's feel like heroes. Here's
how we did it:

We created a personalised newspaper for each
CFO, featuring their photo and a ‘what if’ article
about the positive growth in their companies. In
short, it showed them as the heroes they could be
with the help of Wherescape.

The article also included quotes from some of
WhereScape's happy customers — a great way
of showcasing real testimonials from business
people the CFOs would admire.

A second article expanded on WhereScape's
tools for improving the bottom line, and a strip ad
invited the CFO to get in touch.

Finally, we offered them a $6000 Proof of
Concept engagement for free. The offer went

like this: WhereScape would take a sample of the
target’s business info and build a data warehouse
in three days. Then the CFO would be shown first-
hand how much time and money they could save.

ALL THE PROOF YOU
NEED, IN JUST 3 DAYS.

REGISTER

WhereScape®

EXPIRES 15T FEBRUARY 2015

EVERYTHING
HAD TO

We had three weeks from concept to launch, so
all the elements had to work like clockwork.

After finishing copywriting and design, we raced
the false cover to the printers, who wrapped, then
couriered out the personalised newspapers.

A telemarketer followed up a week later and
re-marketing banners in Google reinforced
key messages with web visitors who hadn't
registered.

Later, a WhereScape sales person followed up
with the warm leads, using a video case study
also produced by The Selective.

THE RESULTS:

WhereScape fielded numerous phone calls
congratulating them on the campaign. But the
business results are what really matters. Here's
what happened:

NEW CONTACTS: Out of the 100 recipients,
ten showed definite interest in talking to a sales
person — with more to come.

AWARENESS: Recipients really enjoyed the DM
concept — which is great for building awareness,
making the brand memorable and establishing
future relationships.

Here's what some of them had to say:
‘Congrats on the marketing — really enjoyed it."

‘After the initial shock and wondering "What have
| done?’ | thought the marketing campaign was
excellent.”

WHERESCAPE RED
PROOF OF CONCEPT

3-DAY

CHALLENGE
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