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Category. DIRECT MAIL CAMPAIGN




Clarification Statement

1. MARKETING OBJECTIVI

“Brilliant” is a direct mail campaign celebrating the personalities that make up tl ghting

.'i:'-.u;n firm of Candela. Our goals included

tangible business asse

* Retaining Current Candela Employees Talented people are

and Candela war ‘ublich

* Driving Traffic to Our Web Site

* Increasing Direct Staff Contact with the Audience Instead of filtering all client contact
through 1'S prin ils, individual email addresst ind phone numbers on
¢ encouraqq per onal inte ton

* Adding to the Company Project Backlog by 10%

b. Target Audience

Ihe audience '.‘.r‘m.ni--\;gnu',”r')l'mnl:n":,u|~i.'|vr:‘].n.-h'.-' wrchitects and owners — from

both local and national markets

a. Research, Planning, and Implementation




* We used a local Jw'.».;w firm, S5ive Creative, who had vear s Of ¢ xperience
nmunicating to our target audience
b. Message

* Employees Who are Celebrated as “Luminaries” both inside and outside the firm
will feel « mpowered in then i«.i:-', and i'\',,‘ il to the « aompany, re sultin a in less

staff turnover

c. Distinction
* Most Professional Services Firms Don’t Highlight Their Individual Staff Due to the
Highly Competitive Nature of the Business This unique celebratory approach to their

empioyees differentiated the Candela direct mail campaign

a. Goals Met
*+ There was Zero Employee Turnover in 2006
* The Web Site Recorded More Hits After Each Post Card was Released
* We Saw a 5% Increase in Client Contact Directly with Candela Staff Verses Contact
Filtered Through Principals

+ Candela’s Project Backlog Increased by 11% in 2006

. Budget: $12,000
Il. Actual Total Cost: $13,500 (budget increased due to a decision to use 100% recycled

paper for the project), Our cost per unit was $1.28. This total includes labor.
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