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Accurately identify leads likely to invest in HP Itanium systems and
invite them to test a new, optimized Itanium platform.

End-users in the technical computing field. 

An automated mail-web-call campaign identified genuine leads 
likely to purchase new Itanium systems. Leads automatically 
pre-qualified before being passed to the telemarketing agency.

• The process generated 38 genuine leads with a budget of
€100,000 ($114,000) each to invest in computer hardware from
a direct mail sent to approximately 1,000 HP customers.

• Telemarketers could contact pre-qualified leads within minutes 
of their details having been entered.

• The convenience, speed and efficiency of the process reinforced
prospects’ opinion of HP as a company offering outstanding 
service.

• Automated, web-based process was highly cost-effective and 
did not burden internal HP resources.

In the field of mechanical computer-aided engineering (MCAD) only one thing is more important

than computer performance — more computer performance. So, when HP released a new 

chipset designed, for example, to further accelerate finite element processing on powerful Intel®

Itanium® 2 processor-based systems, they knew they had a product that would appeal to technical 

computing customers who demanded the highest possible levels of performance. 

As part of its direct marketing program, HP Germany decided to highlight the advantages of 

the new chipset as part of a targeted, short-term campaign. HP Germany knew that the best 

way to convince customers of the performance and return on IT benefits of the chipset would 

be through practical demonstrations. To this end, HP Germany was prepared to provide HP Intel®

Itanium® 2-based systems to customers so that they could test their daily applications in real-life

situations. The challenge was to ensure only customers likely to purchase such systems were 

provided with test units.

Testers sought — highly qualified leads
generated automatically
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Sent to a select mailing list of approximately 1,000 HP customers, the ‘Test it’
mailer enticed the reader to register at a dedicated website so as to obtain 
an HP test unit. A questionnaire on the website automatically pre-qualified 
applications.
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Perfectly combined: print, web and

telemarketing

As a solution, MaCS proposed a “Test it” campaign, which 

was an integrated marketing plan. It perfectly combined print, 

web and telemarketing elements to ensure only customers with

a high probability of purchasing such a system were provided

with test units. The process behind the solution was simple, fast

and highly effective. For example, it ensured that all customer

details were collected and automatically pre-qualified so 

that only “hot” prospects were passed on to the telemarketing 

agency — and it identified prospects with incredible accuracy.

The proposal went beyond HP Germany’s own initial concept

for the program, which consisted of traditional direct mail with

a cover letter and faxback. The logic and structure behind the

MaCS proposal was, however, so compelling and obviously 

tailored for the needs of the project that HP immediately 

approved it.

High-speed qualification — via the

Internet

In order to set the qualification process in action, MaCS 

forwarded a direct mailer (cover letter and flyer) to a list of

approximately 1,000 HP customers. The mailing action was

intended to rouse curiosity and drive customers to a dedicated

website that provided a comprehensive overview of the new

chipset and the HP Intel® Itanium® 2 processor-based platforms.

Customers also had the opportunity to register as a “system

tester” by entering a unique password provided within the 

original mailer.

Once the customers entered their passwords, they were taken 

to a two-stage questionnaire. The first stage was pre-completed

and contained the customer’s details. After confirming or 

changing the personal details, the customer then entered the

second stage where a series of questions identified those most

likely to purchase an HP Itanium system. The questions filtered

customers according to available budget, purchase plans and

other specified criteria.

All the information was stored in an associated database. 

If the customer met pre-defined conditions stipulated by HP, an

“e-mail alarm” was sent to the telemarketing agency informing

them that a new lead had been entered. In this way, direct 

contact could be established with a potential customer within

hours of the customer having entered their details. The speed 

of this response further reinforced the impression that HP was 

a highly efficient company with outstanding service — another

compelling reason why the customer should purchase HP. 



“I think the figures speak for themselves.

The ‘Test it’ campaign was the most successful direct

marketing campaign for our entire financial year.

MaCS again proved that their creativity was not only

restricted to design, but included the ability to develop

highly successful communication processes.” 

Renate Iby

Advertising and Brand Manager

Enterprise Systems Group

Hewlett-Packard GmbH

Only for qualified testers

The “Test it” action identified 38 genuine leads with a high 

likelihood of an investment of more than €100,000 ($114,000)

each in computer hardware. The result established the 

promotion as the most successful direct marketing campaign

undertaken by HP Germany in the 2003 fiscal year. 

The fast reaction time provided by the process underlined HP’s

service strength and competence. This further strengthened 

the company’s relationship with the customer. In addition, the

automated web-based process meant “Test it” was a highly

cost-effective promotion that achieved an outstanding result

without burdening HP internal resources.

About MaCS

Founded in 1994, MaCS is a full-service B2B marketing communications and PR agency with extensive experience

in the European market. MaCS specializes in lead-generation programs, sales tools, and public relations activities 

for the high-tech industry. Our clients include global and European IT companies, as well as American companies

commencing or developing business in Europe.
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