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IP10311

CALL ON US FOR:
Copywriting

Email Marketing

Event Materials

Full Color Printing

Graphic Design

Mail List Sourcing

Mailing Services

Marketing Plan Development

One-and Two-color Printing

One-to-one Marketing

Promotional Products

Signs, Posters and Banners

Trade Show Graphics

Websites
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An e� ective marketing strategy is all about reaching the right person with the right message at the right time using 
the right channels. Cross-channel marketing allows you to do that by communicating across multiple channels with a 
consistent message, building brand recognition and creating an urgency to act. 

Email, direct mail, social media, mobile devices ... each channel o� ers unique communications abilities that savvy 
marketers are engaging to present consistent and coordinated information to their audience.

Today’s customers and prospects are on the move. They aren’t always accessible using traditional marketing channels. So, 
the vital driver of cross-channel marketing is a centralized marketing database that presents a single view of customer 
and prospect data. Armed with a single record of these “moving targets,” businesses can become more agile and fl exible; 
creating a targeted cross-channel strategy that connects relevant content with customers regardless of their location.

Applying these increasingly e� ective marketing channels with more traditional 
marketing through a cross-channel strategy allows marketers to get it right: target the 
right person with the right o� er through the right channels at the right time, reducing 
the cost and improving the e� ectiveness of marketing e� orts.

The Importance of a PURL
One easy way to track the actions taken by your prospects within a cross-channel 
campaign is by using a personalized URL (PURL) for response. A PURL is unique to each 
prospect; it allows you to deliver a relevant and meaningful marketing message across 
multiple channels and establish a one-on-one dialogue with your prospect to help 
foster trust and confi dence.

Want to see a PURL in action? Flip to the back page, key in your PURL online 
and download a free guide on Cross-Channel Marketing.
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Just key in the personalized URL printed below – and 

you’ll land at your own personalized website where you 

can download a free report on Cross-Channel Marketing.

It’s a great way to learn more about cross-channel 

marketing while you experience the power of the PURL 

for yourself.



Client Overview: A vein care clinic serves a regional area and helps 
patients overcome chronic pain and discomfort through the treatment 
and removal of varicose veins.

Situation Overview: The clinic promoted their services via newspaper 
inserts, TV and radio ads, direct mail and a kiosk in a local mall. 
Marketing assistance was sought to help grow their patient base. 

Marketing Recommendations: The clinic had been fairly 
successful using direct mail strategies to females, ages 35 to 
70, in their metro area. 

Key Tactics:
  • Launch targeted direct mail campaigns to:

   – varicose vein su� erers 

   – referring medical professionals – physicians,   
    physician assistants and nurse practitioners

  • Develop a patient referral program to:

   – Current patients who would be o� ered a “thank you” gift for
    referring family or friends. Genetic component of the medical  
    condition would yield a high probability of family referrals.   
    Referred individuals who became new patients would receive a  
    discount. 

Measurement: 
   – Created, printed and mailed approximately 13,000 postcards:  
    12,000 to varicose vein su� erers and 1,000 to physicians,   
    physician assistants and nurse practitioners in the area. 

   – The clinic estimates they have already attracted 65 new   
    patients, and are still in the process of following up with all the  
    leads the direct mail campaign and existing marketing e� orts  
    have attracted. 

Contact the marketing pros at Insty-Prints when you’re ready for 
new growth strategies.

Your customer base is your most valuable asset for future growth 
and all-important referral business. Set up a customer contact plan 
to ensure you are in touch during the times they are buying … and 
especially when they are not. By using a simple customer contact 
matrix, you can see how best to direct your resources (time and 
money) to communicate most e� ectively and drive sales. 

Start by organizing your customers into di� erent frequency segments: 
inquirers, one-time buyers, multi-purchasers and dormant accounts. 
Then, plan your communications with them based on their sales 
potential to optimize the value of your e� orts.

For example, your best customers (multiple annual purchases) may 
get 12 emails, six direct mail pieces, six phone calls and one sales visit 
each year. 

One-time buyers may get four emails and one direct mail piece. 
Inquirers may get six emails, one direct mail piece and one phone call 
annually. Send dormant customers one direct mail piece a year. 

Once you’ve established your communications matrix organized by 
client, frequency and type of contact, you can plan a daily, weekly 
and/or monthly contact schedule. Know that you’ll want to have some 
fl exibility that allows you to announce special sales or promotions.

Key Consideration: Keep your customer information clean and 
accurate. Be sure to enter data correctly from the start, and 
standardize your format of business addresses. Use data-cleansing 
software regularly, and make it easy for your customers to give you 
updated information.

With a contact strategy in place, you can be sure your market is e� ectively 
covered. Under-communicating with key customers or over-communicating 
to prospects or fi rst time buyers becomes a thing of the past.

The most e� ective component of any direct mail campaign is the targeted mailing list. Driving your 
businesses most important messages to a receptive audience, or most likely prospects, is the key to any 
e� ective, results-driven direct marketing e� ort.

Retail: An auto dealer wants to increase back-end service and parts business of all makes and models 
besides the brands they carry.

List: Access a list of used vehicle purchasers within a 10-mile radius of the dealership. With vehicle likely 
to be out of warranty, they will be more receptive to service incentives and o� ers. 

B-to-B: An Internet marketing company that focuses on customer satisfaction surveys and referral programs 
wants to reach sales and marketing professionals in small to medium-sized businesses in their market.

List: Purchase a list of sales and marketing decision makers, targeting businesses with fewer than 500 
employees in the professional services industry (auto repair, salons, dry cleaning, landscaping and more).

Education: A charter school wants to increase elementary school enrollment.

List: Source a list of online shoppers of children’s clothing and toys, subscribers to parenting magazines, 
and select zip codes within a six-mile radius of school.

When you’re ready to launch your next direct mail campaign, trust the pros at Insty-Prints. We make it 
easy, worry-free and cost-e� ective.

Customer Acquisition Cost – The cost associated with 
acquiring a new customer, calculated by dividing total 
acquisition expenses by total new customers. 

Hashtags – The # symbol, also known as a hashtag, is used 
on Twitter to categorize your messages or “tweets.”

Opt-in – To grant permission for a company to send you 
email by making a direct request to be included on a 
mailing list.

Search Engine Optimization (SEO) – The process of 
choosing targeted keyword phrases related to a site and 
ensuring that the site places well when those keyword 
phrases are used by various search engines.  
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OPERAT ION MARKE T ING:

Direct mail, referral program help clinic 
bring in new patients

DID YOU KNOW ... A Targeted 
Mailing List Delivers Top Results

Track Customer Communications 
with Contact Plan


