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Meeting Maker 2016
▪ Multi-touch “Meeting Maker” campaign to drive prospects to take a meeting with a sales rep

▪ Rebranding and reprint of 2016 Meeting Maker, using Sea Monkeys as the teaser and a Kindle Fire as the offer for 
taking a meeting

▪ Assets
• Dimensional mailer

• 2 follow up emails w/ landing pages to register for meeting

▪ List
• Company provides list of 800 accounts, including:

o 200 accounts from most recent (June 2016) research project

o 400 – 600 accounts provided by sales team

o Remainder (if needed) of accounts produced by Predictive Marketing project

• R2i will develop list of 1300 contacts key decision-maker marketing contacts from the account list

▪ Direct Mail launch date = August 12, 2016 (hits desks August 17 th)

▪ Follow-up emails for opt-in contacts will be sent September 1st and 8th

▪ Total Cost = $156k

▪ Expected results = 45 new opportunities; $1m opportunity pipeline



Meeting Maker Creative
Space holds Sea Monkey set with branded sticker



Meeting Maker Creative



Non-Profit Competitive 
Take-Away Campaign



Non-Profit Competitive Takeaway Campaign

▪ Goal: 

• Win competitive business from current Non-Profit email providers

▪ Mailer:

• Three dimensional mailer includes brochure and imprinted collapsed shopping bag

▪ Plan:

• BuiltWith account list
o Download list of 1,400 Non-Profit users from BuiltWith tool

• Use annual BuiltWith subscription

• Scrub against current customer database

• Contact List
o Vendor developed list of 1,800 contacts from BuiltWith account list

• Campaign
o Direct Mail driving to “contact me” form on landing page

o $49.99 incentive offered – Bluetooth speaker

o Demand Gen will follow up

• Call all non-responders

▪ Investment:

• Total cost is $128k

▪ Outcome expected:

• 60 MQLs generated, worth $283k revenue



Non-Profit Competitive Takeaway Campaign

Target:

Non-profit organizations 

using Convio/other MA 

tool

CatapultWorks 

generates 2,000 

contacts at 1,400 

accounts

Pull 1,400 Non Profit 

Convio accounts from 

BuiltWith tool

Direct Mail Piece

Offer: $49.99 incentive 

(Maybe)

Message: Silverpop 

advantages over 

Convio (competitor not 

mentioned by name)

Fed Ex 3-day

Registration Page

Responders

Demand Gen: Contact to 

set appointment

Sales meets with 

Prospect

Demand Gen: Outbound 

contact

Non-Responders

Competitive Nurture (if 

opted in)

Responders

Non-Responders



The Bag



The Brochure



Competitive Take-Away Campaign Brochure



Inside the Brochure



The Landing Page



Thank You Page



Mailing Label



Competitive Take-Away Nurture



Competitive Takeaway Nurture
▪ Goal: 

• Build Nurture that targets users of competitive marketing automation products

▪ Plan:
• Phase 1 will consist of general information that can be used to target customers of any competitor

o Work with Sales to identify top 7 areas where we excel over our competitors

o Built 7-step knowledge-based nurture, each step highlighting one of these areas

• Phase 2 (not budgeted here) will add nurture steps specific to identified competitors

• Besides the usual Sales Drop-ins, we will proactively push competitive leads into the nurture with the Terminus re-targeting tool

o One Competitive asset will be used as the offer for a Terminus campaign

o Lists of prospect URLs using specified competitors (from BuiltWith) will be placed in the Terminus campaign, which will 

serve the competitive offer and opt the prospect in to the Competitive Nurture upon asset download

• This can be tailored to select the weekly/monthly competitior with current weaknesses

▪ Uses:
• Nurture will be available to Sales as a drop-in nurture when they identify dissatisfaction with a competitor’s product

• Marketing with use BuiltWith tool to identify additional opted-in prospects who are using specific competitive solutions
o These prospects will be dropped into the nurture stream

▪ Investment:

• Total cost is $155k

▪ Timing:

• Target launch date – March 15, 2016

▪ Outcome Expected:

• 68 MQLs worth $176k (Year 1)



Competitive Takeaway Nurture

Target:

Organizations using 

lower satisfaction MA 

tool

Competitive 

Campaigns Fall-Out
Sales Drop-in

Email 1

Email 2

Email 3

Email 6

Email 4

Email 5

Existing Content

New Content – Specific 

to Competitive 

Advantages (3 new assets)

Prospects generated 

through Terminus 

campaign



Competitive Nurture – Preliminary Proposal
• Nurture focuses on why the prospect should switch, and provides information to help start transition 
• Begins with one generic email stream
• Phase 2 (not yet funded) will bring in competitor-specific messaging



Competitive Nurture Emails



Email/Asset #1 – 10 Signs You’ve Outgrown Your Provider



Email/Asset #2 – Solution Evaluation Survey



Email/Asset #3 – Printable Needs Evaluation Tool



Email/Asset #4 – Eight phases to a successful transition



Email/Asset #5 – Get to know IBM Marketing Cloud - FAQ



Email/Asset #6 – IBM Marketing Cloud Success Stories



Email/Asset #7 – Answering questions within your organization



CMO Roundtable Event



CMO Roundtable Event Pilot
▪ Goal: 

• Build brand aw areness of company with high-level marketing executives

▪ Plan:

• With media partner, host 90-minute event for 8-12 CMOs from target Corporate-level accounts

o Facilitated discussion of  marketing pain points

o Cross-v ertical, including Retail, Non Prof it and Higher Education

o Target:  CMOs of  500 – 1,000 employ ee companies

• Produce video of event

o Distributed to all inv itees

o Use to promote awareness on website

o AMA DC Chapter will promote v ideo on their website

• Develop know ledge-based asset based on f indings/discussions from event

• Direct Mail campaign to promote video and asset to 150 targeted Corporate-level CMOs

▪ Discussion Topics:

• The Marketing landscape is changing faster than ever before

• Marketers need a solid grasp on technology and data to make their campaigns successful and keep their customers happy

• Although digital marketing has become one of the most effective ways for marketers to reach their audience, traditional forms of marketing still 

play an important role

• Data and analytics provide marketers w ith new  opportunities, but also require a new  skill set not traditionally found w ithin the marketing 

department

• How  do you manage staff ing, effectively utilizing your data and creating the right marketing mix w hen expectations are growing but budgets 

aren’t?

• The most successful marketers today have learned to bridge the gap betw een marketing, data, analytics and strategy

▪ Investment:

• Total cost is $200k

▪ Outcome Expected:

• Increased aw areness of brand among target audience

• 14 MQLs w orth $68k (Year 1)



CMO Roundtable Event Invite - Mailer



CMO Roundtable Event Invite - Email



CMO Roundtable Event Invite – Reminder Email



CMO Roundtable Event – Registration Page



CMO Roundtable Event – Confirmation Page



CMO Roundtable Event – Denied Page



CMO Roundtable – Follow-up Campaign Direct Mail



CMO Roundtable – Follow-up Campaign Direct Mail



CMO Roundtable – Follow-up Campaign Email



CMO Roundtable – Follow-up Campaign Landing Page



CMO Roundtable – Follow-up Campaign Thank You Page



CMO Roundtable – Assets



Digital Meeting Maker Campaign



Digital Meeting Maker – Overview



Digital Meeting Maker – Direct Mail



Digital Meeting Maker – Email Kit



Digital Meeting Maker – Landing Site


