Best Email Opt-in Campaign
Silver B2B (tie)
Hewlett-Packard — HP Technology at Work Product Specific Editions

Brand/Client Side Team:
Cathy Howard, Krisha Andrew

Vendors/Agencies:
Pepper Global, Acxiom Digital

MarketingSherpa Summary — Why They Won:

This campaign impressed us because it’s a text book case on how to use dynamic copy to benefit
your customers and prospects. And if you want further proof that targeted emails work, HP
Technology’s open and click-through rates enjoyed triple digit percent increases when compared
to non-dynamic emails.

From Their Nomination Form:

The strategy for the Product Specific Editions was not to differentiate itself from the e-newsletter
but to enhance one’s experience. We implemented an intricate editorial and delivery system in
order to create a Seamless transition from edition to edition. The Product Specific editions
include content that is relevant to one specific product (i.e. HP Color LaserJet CP3505 Series)
not an entire series.

Editorially, product specific content is based on a staggered life cycle approach. Content (both
spotlight and sales force) is delivered on 3-4 month intervals, broken down into a specific
messaging model. Content delivered throughout the product’s ~2 year life

cycle. Customers can receive up-to seven editions for one product starting with “get to know
your product info” through to “up- & cross-sell information.”

© Copyright 2002-2009 MarketingSherpa LLC.
It is forbidden to copy this in any manner.



1.“ A o ;‘" : (L] i

Cail i mmm
:m = Dt ey itwracmon o
WE L ey o AR it e B
T e e s | B R T

= Emmras s dem e T o
on. e TV rivmierg. P 1 e 8 by g b
PR vt o e bt

s ey iyl ) ] My
g ot gy et Pt Yo ot
A e v ey

e [T v
o - ey s ol b

2T I e )

Do #mam crnt M F b, e T P e pr gt it
e T N T
L] i parra derngeian.

LU
e
it
[E S
- Setim raoknses . g i BF Fuliom .
gy g plly gy 8 —— | T .

e
hed vy G e e e e

[
= Lmr i pmee A7 inma i
b= ddrerrtead H
=

Feprer e s f e e e Casr AFF mm
rtatia o e Tasees e e gty o e e

- * AR L
oz Y Rl

.

it Contormenn Foomenr, Clost 1. Cet. 18, 70, Bimiemed,

=3

Fom s vt o, ot it v T Bt HY o b

e m e ] b e e

e . Ll ]
S TLIE

£ sy s 1 L e i e v ] e b W T
Py e — - gy v

g s o e r .

T . m a R s

= 1im Semas [ s P e

l:;rp" B £ mvrwngina 10, Ol 1000, [0, o

T o ey s g Ty Loomismgrecw i s ol .
e e e e e

Py Py r. S ——
=y - -

- @
[ R Py S ——

HF Lisalar F2H 1T R o

© Copyright 2002-2009 MarketingSherpa LLC.
It is forbidden to copy this in any manner.



+ WL T 1 LT )

Fogar wpen ey ey e mpva
g g g s g Dy

T mi i it wsh 'y
- p— ) Sy i oy
e

+ Ca Sl
e Faram
+ Do bR g saaom

e

m- - m'-_m

D P p—
P kb e e e et

“"‘J‘Mﬂ‘uﬂﬂw—m

ey
II" el
-»-u-u--u-n-m"—n—-r-r
+ais
gt v it ol a g

vmmry
- gt o e WY P g (gl iy
e g mmpee, ol aRy AT

- Sdben dmkoian a0 Lwm AT AR wa
e P T L
e [ e e p— )  pap—
e ey e e P e e

[ Tp ey ey
D ey A e W TT Py e piniog | Py
lg*hr‘lf‘l'ﬁ‘l-lrhlﬂlﬁ - ey o

[ e
#u.q—"ll E P pr ey e g B

m« arii, e s AL
Al s ., S i U ) e ek o g
PR Ll B A e L B
T e ad By

rT e -

Tin iy aemee e Crpees b e, o8 e
—— T WY - T g e :m

[T p—— =it b kbt
[ [T
-
=]
L e R e e ]
FREET BT T e EACRAT ERCLTY b ) F R
VP Lanmed 1. LT = e b
= llﬂ

© Copyright 2002-2009 MarketingSherpa LLC.
It is forbidden to copy this in any manner.



© Copyright 2002-2009 MarketingSherpa LLC.
It is forbidden to copy this in any manner.



