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Campany Director
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CASE STUDY

THE LOWDOWN

Challenge to boost requests for Spring/Summer catalogue
e Capture response to advertising outside of traditional contact centre hours
®  Measure the performance of media placements: track response levels to each

e SMS used across all media enabling people to text for a brochure

"Assigning a unique keyword fo each advertising placement across all media
channels enabled us to see exactly where leads come from to help defermine
how successful each has been in generating response. In addition profiling
respondents gave valuable insights into the types of consumers we're
successfully attracting and also allows us to better analyse the impact of
individual TV and radio spot times. This is valuable information when
planning future compaigns.”

- Jo Lee, Marketing Director, Bravissimo

THE RESULTS

SMS was the most popular communication channel, accounting for 45% of all TV responses
e Addresses validated in real time
e Customer data fed into CRM systems for ongoing communication

® Response time logged revealing when people notice the campaign, particularly valuable for
tracking response to individual TV ad spots

MOBILE RESPONSE



