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Objective
Welcome to marketing’s version of Rubik’s Cube.

Our objective for this campaign was to:

	 • �First, make people put down their mobile devices (especially 
when driving) and start using the client’s product

	 • �Next, convince those same people to pay $495 for a product 
that’s nearly identical to one they can download for free 

	 • �Create an omnichannel marketing campaign that will generate 
at least $1 million in incremental revenue 

Target Audience
Owners/drivers of select model Chrysler, Dodge, JEEP and Ram vehicles



Omnichannel Campaign

Direct Mail

Banner Ads

Emails

Landing Page

(continued)

Convince thousands of people to stop 
using their mobile devices and pay for 
something they can get for free.

That’s a formidable task under any 
circumstances.

But this campaign would run during 
the dog days of summer — when 
people are out of their homes and 
away from their computers. Yep, 
during the height of vacation season.

Where to begin?

Our first question for HERE, who makes 
built-in navigation systems for Chrysler, 
Dodge, JEEP and Ram, was what’s the 
offer? Answer: $100 off plus a chance 
to win $500 in a sweepstakes. OK, not 
bad. We also discovered that drivers 
have a strong affinity for the make of 
their cars or truck. 

OK, we can use that, too. 

Marketing and
Creative Strategy



Outer 
Envelope

Detail of Direct Mail

Letter Front

Letter Back

Marketing and Creative Strategy
(continued)

Then we took what we know about 
good direct marketing and got down 
to work.

We came up with an omnichannel 
campaign (direct mail, emails, landing 
page and banner ads) that was chock 
full of personalization; user benefit-
driven headlines, brand-specific 
messaging and simple language; 
and had a palpable sense of urgency. 

We kept the copy short and quick-
hitting, knowing it was summertime 
and at most we’d get a few seconds 
to make our case. Finally, we used 
dramatic close-up, brand-specific 
interior photography. That helped 
readers recognize their particular 
vehicle instantly. And, of course, the 
creative was designed to be mobile-
first, knowing over 80% of readers 
would be opening the emails on a 
mobile device.

(continued)



Marketing and Creative Strategy
(continued)

Within seconds, we explained the 
benefits of activating their built-in 
navigation system and told readers 
why they should respond right away. 
The chance to win an extra $500 was 
called out prominently in the violator 
and helped seal the deal. Lastly, with 
multiple calls to action strategically 
located on every screen/page, 
it was easy to respond.

Detail of Email #1 Detail of Email #2



Results
According to Campaign Monitor, the click-to-open rate is a good indicator of how 
interesting your content is. If your links, layout, copy and overall content are interesting, 
then the readers who open the email will want to “click” to learn more. A click-to-open 
(CTOR) rate in the 10% — 15% range is considered very good. 

Our email’s average CTOR for this campaign (all four makes) was 21.32%. And 23,507 
readers clicked through to our landing page. Suddenly, chances of making our $1 million 
revenue goal seemed realistic. Shortly after the email dropped, the direct mail went out 
and banner ads were placed on various ad networks.

A few weeks went by and we got “the call” from the client. The email campaign had done 
better than they had hoped and the direct mail results beat expectations, too. Not only 
did we hit the $1 million revenue goal — WE DOUBLED IT. The campaign brought in over 
$2 million in incremental revenue and was deemed a resounding success. This prompted 
a nice bit of feedback from our typically reticent client: “Awesome. Nice work, team!”

Over 

$2,000,000
in Incremental Revenue

DOUBLE THE CLIENT GOAL

23,507
Clicks to Landing Page

21.32%
CTOR


