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Case Study #:  
 

How Targeted DM & Web Promo Built Buzz at Trade Show 
(and Doubled Customer Base) 

 
SUMMARY: If your company is not a household name in a niche market that relies on a good-old-boy 
network to land clients, how do you get prospects even to listen to you?  
 
Find out how a software marketer relaunched their brand with a postal mail and Web campaign that 
coincided with the industry's biggest trade show. They also added an interactive testimonial map that let 
prospects see which peers use the software. The strategy worked: they doubled their customer base 
and increased revenue 130%.  
 
CHALLENGE 
Even wiǘƘ Ƙƛǎ ŎƻƳǇŀƴȅΩǎ ǘƘǊŜŜ-year track record, ExpressYard Co-Founder and Sales Director Justin 
Gillam still felt like a startup trying to break into the market.  
 
The company, which makes software to manage railroad car maintenance operations, was having 
problems gaining traction among potential customers. Gillam and his team relied on barrages of cold 
calls to try and arrange appointments, often with frustrating results.  
 
ά²ƘŜƴ ǿŜΩŘ Ŏŀƭƭ ǇŜƻǇƭŜΣ ƛǘ ǿŀǎ ŦŜǿ ŀƴŘ ŦŀǊ ōŜǘǿŜŜƴ ƎŜǘǘƛƴƎ ŀƘƻƭŘ ƻŦ ǇŜƻǇƭŜ ǿƘƻ ƪƴŜǿ ŀōƻǳt the 
product, who we are and what we did. We had to practically introduce our software every time and 
ƻŦǘŜƴ ǳǎŜ ŎƻƳǇŀǊƛǎƻƴǎ ǘƻ ŎƻƳǇŜǘƛƴƎ ǎƻŦǘǿŀǊŜΣέ DƛƭƭŀƳ ǎŀȅǎΦ  
 
Gillam wanted the company to become a household name in the railroad industry and to differentiate 
their product from other repair billing programs. He knew he needed a new marketing strategy that 
would raise their profile while prime their prospects with enough information to make their sales calls 
more effective.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.marketingsherpa.com/


CAMPAIGN 
Rather than attempt one or two changes, Gillam and his team approached it like a complete relaunch. 
To do this, they combined a rebranding effort with an aggressive, integrated advertising and lead 
generation campaign timed to coincide with the railroad inŘǳǎǘǊȅΩǎ ōƛƎƎŜǎǘ ǘǊŀŘŜ ǎƘƻǿΦ 
 
Here are the five steps they followed: 
 
Step #1. wŜŦƛƴŜ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ōǊŀƴŘƛƴƎ ŀƴŘ ŀŘ ƳŜǎǎŀƎŜǎ 
 
.ŜŦƻǊŜ ƭŀǳƴŎƘƛƴƎ ŀ ƴŜǿ ŎŀƳǇŀƛƎƴΣ ǘƘŜ ǘŜŀƳ ǳǇŘŀǘŜŘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƻǾŜǊŀƭƭ ōǊŀƴŘƛƴƎ ŀǇǇǊƻŀŎƘΣ 
including Web site, logo, tag lines and advertising strategy. The goal was to reflect a new positioning 
statement.  
 

 They added new colors and font styles to the company logo on the homepage to give it a more 
sophisticated look.  
 

 ¢ƘŜ ŜȄƛǎǘƛƴƎ 9ȄǇǊŜǎǎ¸ŀǊŘ ǘŀƎ ƭƛƴŜΣ ά{ƛƳǇƭƛŦȅ ȅƻǳǊ ōƛƭƭƛƴƎΣέ was too limiting because it focused on 
ƻƴƭȅ ǘƘŜ ǊŜǇŀƛǊ ōƛƭƭƛƴƎ ŀǎǇŜŎǘ ƻŦ ǘƘŜ ǇǊƻŘǳŎǘΩǎ ŎŀǇŀōƛƭƛǘƛŜǎΦ Lǘ ŀƭǎƻ ǇƭŀŎŜŘ ǘƘŜ ŎƻƳǇŀƴȅ ƛƴ ŘƛǊŜŎǘ 
competition with other products that focused on billing, rather than complete repair operations 
management.  
 
The team also created new tag lines for different types of marketing materials that focused on 
creating efficiency and increased profitability for customers. 
 

 Marketing collateral, such as product brochures, were redesigned to be easier to read and 
provide higher impact. The team slimmed down an existing, six-page gatefold brochure to a 
two-page piece that focused on the promise of improved billing efficiency and ticked off high-
level features, such as online or wireless-handheld access, yard management features and 
inventory tracking capabilities. 
 

 A new series of print ads for industry trade magazines touted the promise of increased 
ŜŦŦƛŎƛŜƴŎȅ ŀƴŘ ǇǊƻŦƛǘŀōƛƭƛǘȅ ǿƛǘƘ ǘƘŜ ǘƘŜƳŜ ƻŦ άŜƴŜǊƎƛȊƛƴƎ ȅƻǳǊ ǊŀƛƭŎŀǊ ǊŜǇŀƛǊ ƻǇŜǊŀǘƛƻƴΦέ  

 
Step #2. Collect user testimonials 
 
The railroad industry is one of the oldest old-boy networks around, says Gillam. Any company perceived 
as a newcomer has a hard time breaking through to repair shops used to doing things a certain way and 
with people they already know and trust.  
 
To ŎƻǳƴǘŜǊ ǘƘƛǎ ƳŜƴǘŀƭƛǘȅΣ DƛƭƭŀƳΩǎ ǘŜŀƳ ŀǳƎƳŜƴǘŜŘ ǘƘŜƛǊ ƻǿƴ ƳŀǊƪŜǘƛƴƎ ƳŀǘŜǊƛŀƭǎ ǿƛǘƘ ŜƴŘƻǊǎŜƳŜƴǘǎ 
ŦǊƻƳ ǇǊƻǎǇŜŎǘǎΩ ǇŜŜǊǎΦ ¢ƘŜȅ ŀǇǇǊƻŀŎƘŜŘ ŀ ƘŀƴŘŦǳƭ ƻŦ ǘƘŜƛǊ ōŜǎǘ ŎǳǎǘƻƳŜǊǎ ŀƴŘ ŀǎƪŜŘ ǘƘŜƳ ǘƻ ǇǊƻǾƛŘŜ 
testimonials -- anything from a sentence or two to a longer, case-study type description of how the 
product helped their operation.  
 
¢ŜǎǘƛƳƻƴƛŀƭǎ ǿŜǊŜ ǊƻǳƴŘŜŘ ǳǇ ƛƴ ŀ ƴŜǿ ǎŜŎǘƛƻƴ ƻŦ ǘƘŜ ²Ŝō ǎƛǘŜ ƭŀōŜƭŜŘ ά/ǳǎǘƻƳŜǊ {ǳŎŎŜǎǎέ ŀƴŘ 
organized according to short quotes and longer testimonials available as PDF downloads. The team also 
created an online customer map, showing where their customers were located and indicating with an 
icon which ones had provided testimonials.  
 
Testimonials also were incorporated into print and postal direct mail advertising. 
 



Step #3. Postal mail pieces for different participants in the buying decision 
 
¢ƘŜ ǘŜŀƳΩǎ ƻǳǘǊŜŀŎƘ ŜŦŦƻǊǘǎ ǎǘŀǊǘŜŘ ǿƛǘƘ ŘƛǊŜŎǘ ƳŀƛƭΣ ōǳǘ ŦƻǊ ǘƘŜ ŦƛǊǎǘ ǘƛƳŜ ǘƘŜȅ ǘŀƛƭƻǊŜŘ ǳƴƛǉǳŜ ǇƛŜŎŜǎ ǘƻ 
the entire range of potential decision makers or influencers in a railroad repair shop. 
 
The pieces targeted the following individuals with appeals to their own pain points: 

 hǿƴŜǊǎκǇǊŜǎƛŘŜƴǘǎκ/9hǎΦ tƛǘŎƘΥ ά²ŀƴǘ ǘƻ ƪƴƻǿ Ƙƻǿ L ŀŘŘŜŘ ф҈ ƳƻǊŜ ǊŜǾŜƴǳŜ ǘƻ ŜŀŎƘ ǊŜǇŀƛǊ 
ōƛƭƭΚέ 

 Chief Maintenance Officers. Pitch: Want to know how I increased my overall productivity by 
нл҈Κέ 

 LƴǎǇŜŎǘƻǊǎΦ tƛǘŎƘΥ ά²ŀƴǘ ǘƻ ƪƴƻǿ Ƙƻǿ L ǊŜŘǳŎŜŘ Ƴȅ ƛƴǎǇŜŎǘƛƻƴ ǘƛƳŜ ōȅ рл҈Κέ 

 .ƛƭƭƛƴƎ ŎƭŜǊƪǎΦ tƛǘŎƘΥ ά²ŀƴǘ ǘƻ ƪƴƻǿ Ƙƻǿ ŘŜŎǊŜŀǎŜŘ Ƴȅ ƳƻƴǘƘ-ŜƴŘ ōƛƭƭƛƴƎ ǘƛƳŜ ōȅ фл҈Κέ 
 
Each mailer featured a unique URL for respondents to visit for more information. Respondents also 
could call a toll-free number or fax back a form for more information.  
 
Step #4. High-profile trade show presence 
 
The new marketing effort coincided with the Railway Supply Institute annual convention, the largest 
ǘǊŀŘŜ ǎƘƻǿ ŦƻǊ ǘƘŜ ǊŀƛƭǊƻŀŘ ǇǊƻŘǳŎǘǎ ŀƴŘ ǘŜŎƘƴƻƭƻƎȅ ƛƴŘǳǎǘǊȅΦ DƛƭƭŀƳΩǎ ǘŜŀƳ ǘǊŜŀǘŜŘ ǘƘŜ ŜǾŜƴǘ ŀǎ 
9ȄǇǊŜǎǎ¸ŀǊŘΩǎ ŎƻƳƛƴƎ-out party and to drive traffic to the booth, collect leads and raise the companyΩǎ 
name awareness.  
 
At the trade show, they: 

 Doubled the size of their booth from previous years and decorated it with new images and 
marketing collateral, such as photographs of customers alongside the testimonials. 
 

 Generated buzz by using a large group of people dressed in yellow ExpressYard shirts, walking 
the floor handing out energy drinks branded with the company name, to coincide with the new 
ŀŘ ŎŀƳǇŀƛƎƴ ǘƘŜƳŜ ά9ƴŜǊƎƛȊŜ ȅƻǳǊ ƻǇŜǊŀǘƛƻƴΦέ  
 

 LƴǾƛǘŜŘ ŀǘǘŜƴŘŜŜǎ ǘƻ άŜȄǇǊŜǎǎ ȅƻǳǊǎŜƭŦ ŀǘ 9ȄǇǊŜǎǎ¸ŀǊŘΣέ ŀ Ŏŀll to stop by the booth and describe 
their biggest problems and concerns with their current maintenance operation or billing 
software. 

 
The goal of the promotion was to get potential customers to the booth to view a demo and talk to the 
ǎŀƭŜǎ ǘŜŀƳΦ άhǳǊ ǇǊoduct is one that speaks for itself. When we put it in front of the competition, we 
ŦƛƴŘ ǿŜΩǊŜ ǿƛƴƴƛƴƎ ŜǾŜǊȅ ǘƛƳŜΦέ 
 
Step #5. Follow-up on leads with independent sales rep team 
 
Gillam knew going into the process that their sales team wasn't large enough to handle the volume of 
leads they hoped to generate, so they contracted this out.  
 
Names collected at the booth and through direct mail and other advertising were divided among the 
reps in appropriate territories for schedule sales calls, in-person demos, or provide other marketing 
collateral, such as white papers.  
 
 
 
 



RESULTS 
DƛƭƭŀƳ ƛǎ ŜŎǎǘŀǘƛŎ ŀōƻǳǘ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǘƘŜ ƴŜǿ ƳŀǊƪŜǘƛƴƎ ŜŦŦƻǊǘǎΦ ¢ƘŜȅΩǾŜ ƎƻƴŜ ŦǊƻƳ ǎǘǊǳƎƎƭƛƴƎ ǘƻ ƎŜǘ ƛƴ 
the door at prospective companies to fielding calls from potential customers asking them for demos and 
more information.  
 
Since launching the campaign last fall, their customer base has more than doubled, delivering 130% 
revenue growth.  
 
DƛƭƭŀƳ ŀŘƳƛǘǎ ƘŜ ŘƛŘƴΩǘ Řƻ ŀǎ ƎƻƻŘ ƻŦ ŀ Ƨƻō ǘǊŀŎƪƛƴƎ ǊŜǎǇƻƴǎŜ ōȅ ƛƴŘƛǾƛŘǳŀƭ ǇƛŜŎŜǎ ŀǎ ƘŜ ǿƻǳƭŘ ƘŀǾŜ 
liked, noting that the concurrent ad campaigns, direct mail blasts and trade show promotion left his 
ǘŜŀƳ άƻǾŜǊǿƘŜƭƳŜŘΦέ .ǳǘ ƘŜ Ŏŀƴ ǎŀȅ ǘƘŀǘ ǘƘŜȅ ǇǳƭƭŜŘ ƛƴ ƳƻǊŜ ƭŜŀŘǎ ŀƴŘ ōǳǎƛƴŜǎǎ ŦǊƻƳ ƭŀǎǘ ȅŜŀǊΩǎ 
ŎƻƴǾŜƴǘƛƻƴ ǘƘŀƴ ƛƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŜƴǘƛǊŜ ƘƛǎǘƻǊȅ ōŜŦƻǊŜ ǘƘŀǘΦ  
 
Their outsourced sales rep team members are busy following up on leads generated last fall that are at 
different stages of the marketing/sales cycle. In the meantime, many of those tactics have become 
standard procedures in their ongoing marketing efforts. The number of user testimonials, for example, 
has increased from about five to 19.  
 
!ƴŜŎŘƻǘŀƭƭȅΣ DƛƭƭŀƳ ƪƴƻǿǎ ǘƘŀǘ ǘƘŜȅ ŀŎƘƛŜǾŜŘ ǘƘŜƛǊ ōƛƎƎŜǎǘ Ǝƻŀƭ ƻŦ ǊŀƛǎƛƴƎ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇǊƻŦƛƭŜ ŀƴŘ 
reputation among the close-ƪƴƛǘ ǊŀƛƭǊƻŀŘ ƛƴŘǳǎǘǊȅΦ ά²ƘŜƴ ƻǳǊ Ǝǳȅǎ ǿŀƭƪ ƛƴǘƻ ŀ ǎƘƻǇ ƴƻǿ ƻǊ ƳŀƪŜ ŀ ŎŀƭƭΣ 
they know who you are. They kƴƻǿ ȅƻǳǊ ƴŀƳŜ ŀƴŘ ǘƘŜȅΩǾŜ ǎŜŜƴ ǎƻƳŜ ƻŦ ƻǳǊ ƳŀǘŜǊƛŀƭǎΦέ  
 
Useful links related to this article 
 
/ǊŜŀǘƛǾŜ ǎŀƳǇƭŜǎ ŦǊƻƳ 9ȄǇǊŜǎǎ¸ŀǊŘΩǎ ƳŀǊƪŜǘƛƴƎ ǊŜƭŀǳƴŎƘΥ 
http://www.marketingsherpa.com/cs/expressyard/study.htm  
 
Arends, the B-to-B marketing agency that helped ExpressYard with its new branding and marketing 
approach: 
http://www.arends-inc.com  
 
Transportation Product Sales Company - ExpressYard's sales rep company: 
http://tpscrail.com  
 
ExpressYard: 
http://www.expressyard.com 
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