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Agenda 

• Happy Birthday – And Other Embarrassments
• One Size Does Not Fit All
• From Display to Persuade
• “Content Is King” – And Other Falsehoods
• A Quick Personalisation Demo
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8.9.95



4

The 1st Generation Hotel Web Site – Look and Book

• Static display of same basic information
• No differentiation
• No engagement
• Implicit assumption: Visitor just needs a booking a pplication
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The Promise
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The Reality
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A Transcendent Communication Medium
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Or Something Less?
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Selling Offline
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The "One Size Fits" All Web
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The Promise of the Online Channel . . . 

- Targetable
· Reach global and niche markets 
· Target content and experiences to specific segments 

- Measurable
· Easily track and measure results
· Get immediate feedback

- Dynamic
· Quickly launch campaigns
· Change messages and offers on the fly
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. . . Is Not Leveraged In Reality

According to Jupiter Research, 76% of Web sites:

- Simply display information, delivering the same con tent to 
every visitor

- Do not address needs, goals, and characteristics of  specific 
audiences

- Develop no meaningful metrics, cannot track campaig n 
success

Source:  Jupiter Research Study 
March 2004
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The "Typical" Consumer
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The Customer-centric Web

Inspire…

…online
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The IT Barrier to Effective Web Marketing
A programmer bottleneck
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· Targeted delivery logic must be 
coded into templates by
developer team

· Every campaign or modification 
requires another coding cycle

· Expensive, inflexible, time 
consuming
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Putting Marketers in Charge of Marketing 

“Recent inquiries and discussions with Forrester clients point to an 
increased desire for business users to actively participate in defining 
user segmentation, content targeting, and delivery rules. Many 
content owners want insight into how their content is being used by 
content consumers and need greater visibility into the content 
delivery environment.”

Forrester Research,  “WCM Adoption 2005“ March 2005
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Web Marketing With FatWire
Putting web marketing in the hands of marketing
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· Business user creation of content 
and promotions

· Marketers create customer 
segments, or import from CRM

· Marketers create, deploy, 
measure, and refine delivery logic

Create, deploy, 
measure, refine, 
deploy, measure . . . 

Marketing 
Pros

Content creation 
and management

Content Server

FatWire Engage 
& Analytics

FatWire Engage 
& Analytics
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ARPU and AMPU – No, Not Trained Killer Whales: A Telco Example

Goal: Derive additional revenue from existing customers through upsell and cross-sell 
campaigns

Send text 
message to 
pay-as-you-
go customer

Customer 
clicks on 
offer to 

upgrade to 
annual plan

Customer 
navigates 
site, sees 

other offers 
based on 
segments

Customer 
clicks on 
offer for 
upgrade 

and/or other 
services

Sale 
complete

Real World: Online up sell and cross sell conversion rate increased over 200%
POC proved payback of investment in 12 months
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Example of Persuasive Customer Experience (1 of 2)

Builidng a persuasive relationship with an anonymous visitor

Show "City Breaks" tile 
on Landing Page

Info added to profileTargeted content

Interested in weekend 
breaks

Enters "Weekend city breaks" in Google

Clicks on Travs Google listing, arrives at Travs 
Hotel site

Clicks on City Breaks tile, goes to City Breaks 
Home Page Followed City Breaks 

path

Browses list, click for detail info on Paris and 
Rome, returns to home. 

Clicks on details info for Madrid, searches for 
availability in November

Interested in Madrid

Signs up for newsletter.  Leaves the site. 
Name, email, geo; family, 2 

kids <10
Display "City Breaks" email 
alert offer – 10% off first trip
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Example of Persuasive Customer Experience (2 of 2)

Note: Visitor is now known – Nancy, married, 37, 2 small children, lives in London

Display results for 
standard room, AND 

premium room AND Jr. 
Suite 

Info added to profileTargeted content

Responded to "Families" 
email

Receives "Great Cities For The Family" email offer 

Clicks on email link, queries Madrid on landing 
page for standard room

Selects Jr Suite Likes premium products

Books room

Receives email with Warner Park discounts; 
babysitting, Elysium Spa; restaurants

Booked for 10-12 Nov

Selects Warner Park and restaurant. Travs gets 
P-P-P revenue 

Chose Warner and Kid's 
restaurant

Send "Family Fun in 
Madrid" email 
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Content Is Royal, But Context Is King 

„Pagelets“ display 
different content 
based on:

• Conversion level 

• Looker

• Booked

• Past guest

• Refering partner

• Geography

• CRM profile 
(explicit)

• Site usage history 
(anonymous)

Pricing
Personalization

Imagery
Specials

Targeted 
Campaign #2

Targeted 
Campaign #1

Targeted 
Campaign #3
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The Basic “Content Management Lifecycle”

Prospects

Partners

Customers

Editors

LOB Experts

Create and/or 
Acquire 
Content 

Publication 
Channels

Edit, Modify, 
Approve

Deploy to 
Sites / 

Devices

Maintain, 
Retire, 

Archive or 
Destroy
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The Online Sales and Marketing Lifecycle

Prospects

Partners

Customers

Product 
Experts

Marketers

Create & 
maintain

persuasive 
content

Build & refine 
visitor

segments

Define rules 
for targeting 
content and 

offers

Analyze 
conversion 
rates and 

fallout

Persuasive 
Buying 

Experience
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About FatWire Software

FatWire Knows Web Content and Travel e-Commerce
• FatWire: Ten years expertise with enterprise-level Web C M

• Content Server: Ten years development as 100% Java WCM p latform
• Experienced staff in 14 countries

• 450+ clients worldwide

Select Worldwide Customers
• Ford Motor Company (WW standard)
• Grupo Santander (WW standard)

• „3“ (H3G: WW 3G content distribution 
platform)

• New York Times

• Sony

• Vodafone
• Bayer

• Orange
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Forrester: FatWire Is Sole Leader for Persuasive Si tes

“With an almost exclusive 
focus on persuasive content, 
and strong Web content 
management, reporting and 
analytics, and multichannel
content delivery , FatWire
established itself as the sole 
persuasive content app 
Leader . 

Strengths include implicit and 
explicit personalization to end 
users based on their 
segmentation…”

The Forrester Wave™ Vendor Summary, Q1 2006
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Move From Display To Persuade 

For More Information
Tim Walters
Director, International Marketing and Strategy
+49 228 969 1929
tim.walters@fatwire.com


