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footwear manufacturer, Merrell, and retailer 
Eastern Mountain Sports (EMS). “EMS was very 
interested in learning more about PURLs and 
the impact the campaign could have,” Cook 
said. “We made a good three-way partnership.”

The campaign used email and postcards 
personalized with greetings and images 
and featured footwear that varied by the 
recipient’s gender to offer a free aluminum 
water bottle or pedometer with the purchase 
of footwear that uses Gore-Tex. In addition, 
responding to a few questions at the PURL 
entered recipients in a sweepstakes for a trip to 
the Mount Everest base camp in Nepal.  

The results were impressive, Cook said. 
Sales of Gore-Tex footwear were up 
16 percent compared to the same period 
the previous year. PURL visits were made 
by 8.6 percent of recipients and 73 percent 
of respondents completed the survey and 
updated their profi le, much higher than 
typical direct mail response rates of between 
1 and 2 percent.  

In addition, responses to the PURL 
questionnaire validated Gore’s view that 
traveling consumers want versatile footwear 
to serve them in both outdoor adventures and 
indoor socializing. “For me, this was not just 
about the win at EMS, it was about adding 
credibility to categories that we believe are 
presenting good opportunities for us,” 
Cook said. 

It was also about future promotions. “We’re 
looking for cool promotional ideas to take 
to other partners and get a lift in sales,” she 
said, and based on the success of the PURL 
campaign, the technique has a future at Gore. 

That’s because, like so many marketers today, 
Cook fi nds that relevant direct marketing is 
helping her company cost-effectively reach 
their targets to boost sales, while learning 
more about their customers’ preferences. 
For most businesses, those are successes 
that resonate all the way to the boardroom.

AGS supported the City of Wilmington’s Advantage Wilmington 
campaign with personalized postcard invitations and event 
registration on PURLs, driving standing-room-only attendance 
that far surpassed expectations.

EMS sales of Gore-Tex footwear were up
16 percent over the previous year following
a mailing of this AGS-produced postcard,
which was personalized and used gender-
specifi c images and shoe models.
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