




















AGS — Selling the ROI

Karen Keenan, marketing director, Associates Graphic Services (AGS),
Wilmington, Del., pioneered digital color printing as a co-owner of DocuSource,
beginning with a Xerox DocuColor® 2060 Digital Color Press in 1998. AGS acquired
DocuSource in 2004 to provide the $12 million company’s digital printing capability.
The division has been a top performer ever since, with double-digit annual growth
and now uses a Xerox iGen3® 110 Press.
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“We started right off the bat (in 1998) trying to
sell one-to-one marketing,” Keenan said. “But

it was tough. People weren’t doing much of it
back then, partly because the cost-per piece
was perceived as costing so much more than
conventional printing. We needed to figure out
how to sell the return on investment.”

By selling the ROI, her team has gradually
built the business, however, and today nearly
25 percent of AGS digital color printing is
variable, mostly for personalized direct mail.
One of the company’s most recent additions:
PURLs. According to Keenan, they’re a natural
fit for boosting direct mail results, and they’ve
provided an effective path into the digital
world for the company’s traditional print sales
team. In the first year, AGS developed more
than a dozen PURL accounts.

Perhaps the highest profile PURL client
was the City of Wilmington’s Advantage
Wilmington campaign, marketing the city
as a good place to do business. A one-day
conference in 2007 sought to elevate
awareness of economic development
among local businesses, corporate
relocation specialists and area developers.

To attract a broad audience, the city booked
keynote speaker, Bill Rancic, the first apprentice
selected by Donald Trump on the television
show, “The Apprentice.” To acquire the
audience and make the point that Wilmington
is an up-and-coming, technology friendly

place, they turned to agency Star Shipley —
and AGS.

AGS recommended PURLS as a way to
communicate a high-tech image and to
optimize attendance by giving the 18,400
invitees a choice of registration methods: mail,
the Web, fax or phone. Personalized invitations
offered a chance at a Dover Downs Hotel and
Casino stay for those who registered for the
event — and answered a questionnaire —

on their PURL.

The result: attendance surpassed not only the
city’s expectation for 250, but its aggressive
goal of 400 by delivering a standing-room-
only crowd of 500. “AGS put together a great
package,” said Steve Pilnick of the Wilmington
Office of Economic Development, which is
pursuing a number of quality leads from the
September 2007 event. “The communications
succeeded on all fronts.”

Building on Success

The event also was a big win for AGS. “Every
large company in the city knows about that
campaign, so strategically it has paid off for
us,” Keenan said. And when a colleague at
W.L. Gore & Associates, Inc., Sharon Cook,

asked Keenan if she had any fresh direct
marketing ideas, Keenan suggested a
cross-media campaign like the Advantage
Wilmington program.

Gore manufactures Gore-Tex®, a leading
waterproof, breathable fabric for outdoor
clothing, footwear and gear. The company
regularly runs sell-through campaigns in
partnership with manufacturers who use
Gore-Tex fabrics and retailers who sell the
manufacturer’s goods, to create demand for
Gore-Tex products.

Cook, who manages key retail accounts for
Gore & Associations, liked the PURL concept
and approached two partners about it:

Karen Keenan, marketing director, Associates Graphic
Services (AGS), said the company has grown its digital
printing business by selling the ROI and introducing
new capabilities, such as PURLs.



footwear manufacturer, Merrell, and retailer
Eastern Mountain Sports (EMS). “EMS was very
interested in learning more about PURLs and
the impact the campaign could have,” Cook
said. “We made a good three-way partnership.”

own website. K

The campaign used email and postcards
personalized with greetings and images

and featured footwear that varied by the
recipient’s gender to offer a free aluminum
water bottle or pedometer with the purchase
of footwear that uses Gore-Tex. In addition,
responding to a few questions at the PURL
entered recipients in a sweepstakes for a trip to
the Mount Everest base camp in Nepal.
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The results were impressive, Cook said.
Sales of Gore-Tex footwear were up

16 percent compared to the same period
the previous year. PURL visits were made

by 8.6 percent of recipients and 73 percent
of respondents completed the survey and
updated their profile, much higher than

AGS supported the City of Wilmington’s Advantage Wilmington
campaign with personalized postcard invitations and event
registration on PURLs, driving standing-room-only attendance
that far surpassed expectations.

typical direct mail response rates of between
1 and 2 percent.

In addition, responses to the PURL
questionnaire validated Gore’s view that
traveling consumers want versatile footwear
to serve them in both outdoor adventures and
indoor socializing. “For me, this was not just
about the win at EMS, it was about adding
credibility to categories that we believe are
presenting good opportunities for us,”

Cook said.

It was also about future promotions. “We’re
looking for cool promotional ideas to take

to other partners and get a lift in sales,” she
said, and based on the success of the PURL
campaign, the technique has a future at Gore.

That’s because, like so many marketers today,
Cook finds that relevant direct marketing is
helping her company cost-effectively reach
their targets to boost sales, while learning
more about their customers’ preferences.

For most businesses, those are successes

that resonate all the way to the boardroom.

EMS sales of Gore-Tex footwear were up
16 percent over the previous year following
a mailing of this AGS-produced postcard,
which was personalized and used gender-
specific images and shoe models.
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Toni Schottenhammer is the manager of the Direct Mail Segment for the
Worldwide Graphic Communications Business, Xerox Corporation. She
can be reached at Toni.Schottenhammer@xerox.com.
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