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DIRECT MAIL CASE STUDY

Anybody out there use SAP?

Targeted direct mail sells Triaton’s B2B IT services

BY CINDY PAYNE

Asia Pacific Connections’ track
record of designing and imple-
menting integrated services
recently attracted Triaton Asia
to engage our services for a
branding and lead generation
campaign in the region.

The campaign was multi-
dimensional. Our overall brief
was to develop the Triaton
brand in Asia in keeping with
the look and feel of the
German parent company.
Though Triaton is well-known
in Europe as a leading IT serv-
ices provider, focussed on SAP
Enterprise Resource Planning
(ERP) applications, the compa-
ny was new to Asia Pacific and
had virtually no brand recogni-
tion in the region.

The campaign would prove
to be especially challenging
since Triaton Asia’s target user
base i1s very narrow — enter-
prises using SAP ERP plat-
forms. Since SAP does not
release its customer lists to its
solutions providers, and there is
no SAP User Group in the
region, we had to first help
Triaton Asia identify which
enterprises were employing
SAP applications. Those com-
panies would be the most like-
ly candidates to benefit from
the company’s related services
and would, therefore, be our
target audience.

To simplify matters, we
decided to initially focus our
efforts on identifying SAP users
in Singapore. Since ERP instal-
lations are generally used in
large enterprises, we utilised
our database of Singapore’s
largest-revenue generating
companies. This database is
updated annually so it did not
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have to be scrubbed, and 1t
contained the C-level contacts
at each company.

Through an in-house tele-
marketing campaign, we con-
tacted the CIO/MIS/IT man-
agers of all these organisations
and identified which compa-
nies were using ERP software

platforms. Within this group,

“The campaign would
prove to be especially
challenging since
Triaton Asia’s target
user base is very
narrow.”

we queried the precise ERP
system each company was
using so that we would know
not only who was using SAP
— and would therefore be a
likely prospect for Triaton Asia
— but also who had installed a
competitor’s platform. This
information would prove to be
thrcmely useful for the com-
pﬂ]"lyq sales team 1in mappmg a
competitive ERP landscape in
Singapore.

We then designed a direct
mail piece targeted specifically
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Enterprise ications amongst
CIO/MISAT managers in medium & large organisations in the Asia Pacific region,

starting with Singapore.

A direct mailer highlighting the benefits of data centre outsourcing and
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Result A 'Free Consultation with Triaton Asia within 60 days' call-to-action saw
the company's sales team make a number of appointments to meet with pre-
potential customers.

qualified

at the CIO/MIS/IT managers
within these enterprises. This
group comprises the decision
makers who are knowledgeable
about the company’s data cen-
tre systems and operations, and
would be part of any team to
make decisions about what IT
activities would get outsourced
and to whom.

The AS5-sized direct mail
piece opened with the header
“Maximise Your SAP Data
Centre Operations” and high-
lighted the benefits of data cen-
tre outsourcing. It introduced
Triaton Asia and its full range
of IT services, positioning the
company as “Your One-Stop-
Shop for SAP Data Centre
Services”. The call-to-action
was to schedule a “Free
Consultation” with Triaton Asia
within 60 days. The DM was
visually appealing, which creat-
ed strong branding and defini-
tive positioning for the compa-
ny with its target audience.

This integrated marketing
campaign was very successful
for Triaton Asia on a variety of
levels. It created a knowledge
base for Triaton Asia’s sales
force to understand which
companies were already using
SAP software, and which com-
panies were using competitive
platforms. The integrated cam-
paign provided multiple touch
points with each prospect to
begin to build Triaton Asia’s
brand and establish the compa-
ny’s unique positioning. And
the DM  call-to-action
worked, allowing Triaton Asia’s
sales team to lTlZlkC appoint—
ments with  pre-qualified
prospects. Finally, since we were
able to provide Triaton with a
tailored, comprehensive data-
base of SAP users in Singapore,
it was easy for the company’s
sales force to follow up with
those prospects that did not
respond to the DM’ call-to-
action and see if they could
open the door, further intro-
ducing its SAP-related services.

Cindy Payne is the Managing
Director of marketing services com-
pany Asia-Pacific Connections.
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