Stepping Into Direct
Response

(Actual Success Story)



A Stepping into Direct Response

Client: Multi Million $ Hotel & Casino Property
MEDIA CREATIVE MEASUREMENT

The . I : I I

Had‘:, Traditional Brand Driven GRP’s
Media planning was Client had existing Sales and leads
done on reach / Creative developed to were not tracked to
frequency according to build awareness any given medium

audience demographics

ARM Direct DR Cost Per
Recom- Response Driven Lead (CPL)

mended:
Direct response media Develop a new Creative Immediate and
planning according to that communicates measurable cost
channels that will benefits and has a call to per lead

generate leads action




‘ Stepping into Direct Response

Client: Multi Million $ Hotel & Casino Property
MEDIA CREATIVE MEASUREMENT

They had Traditional I Brand Driven I GRP’s I
Plan _ _ , ,
Direct Response media We added a 1-800 CPL's & GRP’s
1) planning, BUT client number to client’s
preferred certain media existing commercial

channels (very small at first)



Plan 1's Results
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Plan 1’'s Results
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Plan 2’s Results
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Plan 2 results showed significant improvement — }

Total CPL was: $93.67, a 57% drop from Plan1. "
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1 But excellent media planning / buying / tracking /

s«f optimization can only do so much to lower the CPL

-”"“\the. creative still needed a ‘Call to Action’




A Stepping into Direct Response

Client: Multi Million $ Hotel & Casino Property
MEDIA CREATIVE MEASUREMENT

They had Traditional I Brand Driven I GRP’s I
Plan . . . -
Direct Response media Client’s existing CPL's & GRP’s
1) planning while insisting commercial, only
on certain media adding a 1-800 #
channels

2) Direct Response media _ Lower CPL’s &
planning based on ARM’s Same creative higher GRP’
recommendations 'gher S

DR-driven “re-edit” of
3 Direct Response media client’s existing
) planning b';sed on ARM’s  commercial into 60” to ~ Goal of CPL of <340
recommendations include a CTA- call to

action




Plan 3’s Results
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The campaign’s CPL was
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