S DATA DRIVEN COLOUR
Bayer VDP Case StUdy 0 DMIQDI(BID\[ INTELLIGENCE

FUJI XEroX g,

Stress Free Sales

Project: B2C Print Campaign

Business Sector: Pet/ Pharmaceutical
Business Application: Sales Generation
Date: July 2010

Scratch-free
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BACKGROUND
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Bayer is a global enterprise with major businesses, one of which is a world leader in developing products to
improve and protect the health of people and animals.

CAMPAIGN OBJECTIVES

Bayer worked with Carevets by marketing Bayer's® revolutionary topical allwormer - Profender® to their
customers.

Primary Aim: Incentivize recipients to purchase Profender® allwormer.

Secondary Aims: Collect email and phone details for future contact (via text or email).
Assess the campaign for its ROI and therefore its viability for future deployment.

STRATEGY

The target audience was Carevets cat owners who had been active customers within the last 12 months.
An attractive offer to use the Profender® allwormer was designed to introduce cat owners to the product
and secure their loyalty long-term. With treatment required for cats every three months the life time value
of a new customer is substantial and very much worth the initial cost of sale.
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CAMPAIGN COMPOSITION

A pack containing a letter and voucher(s) personalised to each cat and owner was mailed to each recipient.
The cat images dynamically changed out on the fly based on the cat breed and offers were split 50/50 and

were either...
o “$15.00 off the cost of Profender®” or
. “Another one FREE, saving you up to $30.00*”

Recipients were invited; upon redemption of the Profender® all wormer treatment offer, to enter the draw
for a deluxe mystery weekend for two. This included a ‘holiday’ for the winner’s cat/s at their local Carevet
cattery. To enter the draw they were required to provide email and mobile particulars.

For customer impact the outer envelope emphasized the benefits for the cat with copy of “Scratch-free,
Stress-free & Worm-free” and stylized scratch marks for visual effect.
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An exclusive gift for Slinky
$15.00 off Profender

Scratch-free

Stress-free
Worm-free

Win a holiday for Slinky
and a Deluxe Mystery Weekend for you!
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Save up to $30.00 off Profender
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CREATIVE RATIONALE

It was important for the cat imagery to take pride of place — it needed to be about creating a stress free
experience for the cat!

Actionmail’'s data analysis identified 80 % of the database related to 18 breeds of cat. To improve the
relevancy of the communication graphics of each of the 18 breeds were sourced (no easy task) and used for
these recipients. A generic cat breed used for the remaining 20 % where cat breed was unknown.

The travel theme (cat in suitcase) was used in conjunction with the travel incentive of a deluxe mystery
weekend for two. Each owner's cat breed was pictured in an open suitcase and copy was personalised to the
owner and the cat in the baggage tags and the strap line.

DATA

Each Carevet branch extracted a list of cat owners from their practice management software system that
included cat numbers per customer, their name, breed, gender & age.

There were 2,500 recipients derived from three Carevet branches located throughout the country in Auck-
land, Wellington and Hamilton.

CAMPAIGN RESULTS

Response rates — those who actually purchased the Profender®allwormer — were in excess of 5%. Initial
results delivered good ROI and the campaign will be used again.

CLIENT Bayer

Nova Creative is the creative arm of Actionmail, offering strategic planning
through to full in-house graphic design services. Nova was responsible for
concept, copy, and all design work..

Creative Agency

Nova
Creative

Cross Media Provider Actionmail specialise in delivering high quality, accurate personalised direct
marketing. This includes digital print, personalised web pages [PURL’s) and
mobile technology. By combining customer data, and delivery technology,

they provide the avenue for brands to communicate to their target audience

Actionmail

PSS D TRy et effectively and with ultimate cut through.
Actionmail applied all the XMPie smarts and provided complete mail
fulfilment for this campaign.
Hardware Fuji Xerox Docucolor 5000 Digital Press
Software XMPie Personal Effect
Target Audience Carvets Cat Owners

Date Executed

July 2010



