CASE STUDY

Customer:

The Butler Roof Group
is part of Kansas City,
Mo.-based Butler
Manufacturing
Company, the world's
leading producer of
pre-engineered building
systems and a supplier
of specialty
components and
construction services
for the nonresidential
construction market.
Founded in 1901, the
company’s products
today cover a wide
variety of steel
structural framing
systems, and metal roof
and wall systems.

Application:

To facilitate direct mail
lead generation and
fulfillment programs for
1,500 authorized Butler
Builders the Roof Group
provides a Web-based
system that permits its
builder/dealers to
select and edit
customized promotional
mailings and prospect
lists. Lexinet, a service
bureau, developed the
Web-based system and
manages it on an
outsourcing basis.
Lexinet also produces
the mailings —
overprinting on offset-
produced mail pieces
with a fleet of two Xerox
DocuTech 6100 printers,
a Xerox DocuColor 12
Copier/Printer and a
Xerox DocuColor 2060
Series Digital Color
Press — and manages
lead collection and
fulfillment. Builders
record their lead
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Service Bureau

Butler Raises the Roof with
Xerox-Enabled Dealer Direct

Mail Program from Lexinet

Secialist in Variable Data Printing and Fulfillment Helps Leading
Building Supplier Get on Top of Its Dealer Re-Roofing Opportunities

The management team at the Lexinet service bureau that produces the
Butler direct mail pieces at its facility in Council Grove, Kan. includes,
left to right, Lisa Boyer, partner; Jan Lerner, vice president, Client
Services; and Dan Adler, partner.

Asaprovider of the highest quaity metal roofs, the
Butler Roof Group rarely represents the low-price
option for re-roofing projects. Rather, the Butler
advantage is roof durability, longevity and low
maintenance that deliverslower cost of ownership
and grester reliability over time.

Nonetheless, Butler’'s 1,500 dealers (independent
builders and contractors) often rely upon public
bidding processesinwhich their higher pricescan be
aliability. Consequently, by the late 1990s, Butler
made adtrategic decisonto help itsdedersincrease
their opportunities to win negotiated (non-bid)
contracts within the private sector.

To support the new direction, the Butler Roof Group
developed aquarterly direct mail program that its
dederscould useto generateleads. The programwas

successful, but left room for improvement in such
aressas.

 Program management. Onceleadswere ddivered
todedlers, Butler had no system for tracking dedler
follow up and sales success.

* Participation rate. Builder participation was low,
at lessthan 15 percent of dedlers.

» Hexibility. Mailing listswere typically updated
only onceayear. Dederswere offered aone-sze-
fits-dl mailer that went out on acorporate-specified
date each quarter.

“In some cases, the mailers made offers our deders
weren't prepared to fulfill,” said Craig Mohr, national
sdesmanager, Butler Roof Group. “ One piece offered
free roof inspections, and one dealer let me know
he charged for those. Reactions like that made me
realize | shouldn’t be sitting here in Kansas City
making decisions on behalf of builders around
the country.”

Using the Web to Support Direct Mail

Mohr discussed these issues with his direct mail
consultant, Earl Hogan, Hogan & Associates, and
Dan Adler, president of their personalized printing
and direct mail fulfillment house, Lexinet of Council
Grove, Kansas. At one such meeting, Hogan described
arecent project one of his clients had developed
for anational restaurant chain that involved printing
customized menus for local restaurant franchisees
from a Web-based ordering system. Then Adler
described Lexinet’sWeb programming expertise, and



generates alead notification sheet that isfaxed
to the dealer, and a personalized letter from the
dedler totheprospect. Theletter isproduced on
the Xerox printersfor next-day shipment witha
fulfillment kit, whichispicked in thewarehouse.

With the prospect’s background onscreen,
Lexinet staff canimmediately post thelead and
prospect information on the builder’s Web site,
in asection that permits the builder to record
notes on their follow-up activities. Previoudly,
contractors tracked lead follow-upsin binders
provided by the Butler team.

Every timethese pagesare dtered — by theinitid
lead entry and follow-ups by the builder —
e-mail dertsareautomaticaly sent tothe Butler
marketing team. And whenever the builder or
Butler management wants to see a complete
record of dl theleadsthe program has generated
— and lead follow up — they can find it on the
Web, presented in a printable format.

This increased visibility into the follow-up
process permits Butler to better manage the
program. Butler can now send reminders to
builderswhosefollow upissow — or augment
the follow up with its own personnd. Should a
dedler question the program’ sresults, Mohr can
quickly check their claims.

Lexinet Customer Service Representative Kristy Barber initiates
the Butler Roof automated fulfillment program by entering the
unique number on the returned reply card to call up the prospect’s
background for automatic posting at the dealer’s Web site.

The site aso promotes the program with dealer
recruitment materials and a spreadsheet for
dealers to calculate and compare the actua
cost per contact of their direct mail programs
and in-person sales calls. Builders can enrall
online, too.

Web Helps Doublethe Participation Rate

The system'’s benefitsto Butler are numerous.
Deder participation has nearly doubled to about
one third of the 300 Butler builders who run
retrofit roofing businesses, accounting for nearly
50,000 direct mail pieces per quarter (400 to 500
per dedler), up from about 23,000.

Staff time spent working on the system hasbeen
cut from 80 percent of an adminigtrator’stimeto
five percent, and from 60 to two percent for Mot.
“It practically runsitself,” he said, permitting
gaff to focuson other aress. For instance, Mohr’s
role recently expanded to include sales
management aswell as marketing.

Oneadditional Butler benefit— the deders pay
$1.50 per address, which covers the cost of
the program.

Lexinet also benefits. “This system gives
everybody moreflexibility,” Adler said. “Itis
more responsive, eliminates manual labor,
reduces error, cuts administration and distribution
costs, and accd erates turnaround — which can
mean faster time to revenue for our direct
mail clients.”

From abusiness perspective, the program enables
Lexinet to build on its expertisein providing
customized and personalized variable data
printing servicesin support of dedler direct mail
and fulfillment programs. Thefirm aready has
signed severa new clients to run similar
programs, and actively markets the capability.
“It'sgreat that we can offer thisservice,” Adler
sad. “It providesanother avenuetoreach dedlers,
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follow-up activities on
their Lexinet-maintained
private, secure Web site.
Each dealer’s site is also
accessible to Butler
program managers.

Service Provider:
Lexinetis a service
bureau based in Council
Grove, Kansas that has
specialized in variable
data printing since its
founding in 1991. More
than 80 percent of the
firm’s business is highly
personalized direct mail
thatis contracted through
U.S. corporations to
support dealer or agent
marketing. In support of
these programs, Lexinet
services include Web site
development and hosting,
database management,
laser printing and mailing
services, scanning, and
label printing.

Customer Benefits:

* The program enables
Butler to provide its
dealers with more
control of their direct
mail programs through
a choice of corporate-
approved mail pieces
and the capability to
customize promotions
and their mailing lists to
meet the unique needs
of their businesses.

Dealers benefit from
faster turnarounds on
lead distribution —
which can resultin
faster time to revenue
—and for updating
mailing lists, improving
listaccuracy and
currency.

The system requires far
less administrative and
management time from
Butler staff, yet
improves management
by providing the first
capability to monitor

lead follow-up activities.
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Butler non-residential metal roofs are known for their longevity, durability and aesthetics, making
them the high-quality option for many re-roofing projects, such as this one at the Anderson Mental
Health Center in Anderson, S.C.

theideaof moving the Butler system to the\Web
was borne.

Theteam followed up by surveying Butler deders
on their Web usage — 80 percent either were
meaking useof it or planned to— paving theway
for development to begin inthe summer of 1998.

Some processes in the two-month direct mail

piece development cycle were not affected.

Hogan continues to develop the pieces in
conjunction with Mohr and a design firm.

Lexinet till maintains two databases— oneon
Butler builders, the other for their customers
— and usss Xerox VIPPto program variable data
printing on two Xerox DocuTech 6100 printers,
a Xerox DocuColor 12 Copier/Printer and a
Xerox DocuColor 2060 Series Digital Color
Press. The persondized messagesare overprinted
on offset-produced direct-mail piecesand mailed
by Lexinet. And Lexinet fill receivesreply cards,
digtributesleads and handles fulfillment.

The processes that moved to the Web included
mailing list management, ordering and providing
customizing information for mail pieces, and
lead tracking. A key requisite: the system had to
be quickly accessible and easy to use, thereby
assuring more widespread participation by Butler
builders, Mohr said.

So Lexinet's " E-Squad”
of programmers— who
also specidize in the
database and variable
dataprinting gpplications
— developed what Adler
cals a “very user-
friendly” ste. Developed
in Java and [SAPI
(Internet Service
Application  Process
Inter-face) to run on a
SQL server at Lexinet
head-quarters, the system
went livein summer 1999, kicking off Butler’'s
new “Leadsto Profits’ program.

TheWeb Streamlines L ead Development

Now, participating dealers are assigned PIN
numbers to access a private Web site for
managing their direct mail programs. Mailing
listsare maintained online, enabling buildersto
make additionsand changesany timethey wart,
rather than getting printed listsfor review once
a year via surface delivery. The added
convenience and fagter turnaround hasimproved
list qudlity, cut ddlivery costsand dimineated time-
consuming dataentry by Lexinet staff, because
builders now enter changes directly in the
database viathe Web.

Builders also select their quarterly direct mail
pieces online from among two or more self-
mailers, post cardsand letter packages, and they
can provideinformation on the company andits
recent projectsfor customizing mailers.

Every mailing includes abusiness reply card
addressed to Lexinet, which uses unique
identification numberson the cardsto automate
fulfillment. Inputting the number in their
computer system cals up background
information on the prospect and automatically




Lexinet Laser Operator Drew Montgomery inspects a quarterly
Butler direct mail piece that was personalized for dealers and
prospects on the Xerox DocuTech 6100 Production Publisher,
behind him.

one that many corporate dealer programs are
investigating these days.”

Future Plans

Lexinet plansto continue building its capabilities
with arecently acquired Xerox DocuColor 2060
SeriesDigital Color Pressthat will diminatethe
need to pre-print direct mail pieces on offset
presses by providing both near-offset quality and
personalized printing. That could improve
turnaround and scheduling flexibility for direct
mail programslike Butler’s.

“We vetdkedto Butler about giving their deders
theability to do mailings on-demand, rather than
on afixed quarterly schedule,” Adler said. “ Some
of our other clients aready provide that option,

In the lettershop, Joyce Rice, front, and other staff members sort
mail pieces for distribution.

to get amailer out within afew daysof ordering
it, and the DocuColor 2060 would make on-
demand mailing easier by diminating the need
to store quantities of the pre-printed stock.”

Mohr concurs. “ Our future plansareto mekethis
amailing ondemand system,” hesaid. “Ther€'s
nothing magic about quarterly mailings, you just
need to have consigtency. If it wasmy business,
I might do mailings when climatic conditions
dictate. For example, if | wasin the Northesst,
| would do severd mailingsin February, March
and April — after theheavy snowsandrain had
subsided, until | had filled my construction
schedules Then I’d stop the mailingsfor awhile.
That isthetype of increased flexihility the Web
will bring to us.”
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The Web site helps
Butler market the
program to its builders
with a complete
program description
thatincludes a
spreadsheet for
calculating the costs of
direct mail versus direct
sales calls.

Provider Benefits:

Mailing list updates are
made directly online by
Lexinet customers,
cutting staff time
devoted to mailing list
maintenance while
improving accuracy,
eliminating overnight
delivery costs, and
improving turnaround
on updates.

The Web-based agent
and dealer direct mail
program represents a
new Lexinet business
opportunity that the
company is actively
marketing. Several new
customers already have
signed on. m

For more information

about the solutions
discussed in this document,
please contact your local
Xerox representative.
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