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The difference between a conversion and a
missed opportunity is measured in hours.

In the warranty market, a lead doesn't just get "old"—it decays. If you are reaching a homeowner
or car buyer 14 days after the trigger event, you aren't competing; you're picking up scraps.

Warning: "Monthly Batch” data is often 15-45 days old by the time it hits a mailbox or dialer.

INSIGHT: In the warranty space, a
signal’s value drops significantly
every 24 hours. Are you catching
the ‘Vulnerability Window’?




[AUDIT_DIMENSION_01] ‘

The Speed Test: Are you operating in Real-Time?

ELAPSED TIME

4

START

Daily Refresh D The 48-Hour Window D Real-Time Intent

Does your data source update Can you reach a new Do you capture “vulnerability
daily, or are you waiting on homeowner or auto buyer behaviors” (e.g., online
weekly/monthly “batch” files? within 48 hours of the trigger searches for repairs) in the

event? same feed as ownership data?
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[AUDIT_DIMENSION_02]
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The Mindset Audit:
Numerator vs.
Denominator

Are you optimizing to save list costs or
to generate incremental revenue?

r

« Discovery vs. Duplication: Does your

provider offer ‘Discovery’ names your other
lists miss, or are they selling you the same
‘overlap’ names?

7 Incremental Lift: Are signals driving new
customers or just cannibalizing organic traffic?

7 Revenue-First Modeling: Is data scored
based on propensity to convert, or is it just a

flat file of ‘All homeowners in [Zip Code]'?
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Signal Richness: Beyond Commodity Demographics

[GENERIC_DATA]

[RICH_DATA]

[ ] Asset Specificity: Does your data

[ ] Regional Agility: Can you [ ] Multi-Channel Sync: |s data
include general make/model/year prioritize regions where repair ‘matchable’ across Direct Mall,
information? costs or labor rates have spiked?

Social, and Programmatic, or
siloed in one channel?
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The Innovator Test: How do you stand out?

If everyone uses the same data, results converge. Differentiation is the only survival strategy.

Competitors
_(Generic Data)

Differentiated Sourcing: Are
you using sources competitors
don't have access to?

Modeling Flexibility: Can your
partner build custom look-alike
models based on policyholders
within 72 hours?

The ‘Vulnerability’ Layer: Does
data account for “Life Events”
(moving, lease expiry) that
THE INNOVATOR trigger a need for protection?

Unique
Data Source




Where does your strategy stand?

[LEGACY_RISK_ZONE]
[DATA_POINTS: 0-5]

[DATA_POINTS: 0-5]

I
[EFFICIENCY_TRAP_ZONE]
[DATA_POINTS: 6-9]

Legacy Risk

0-5 Checks. Over-spending
on stale data. Missing
“Vulnerability Windows".

[MODERN_INNOVATOR_ZONE]
[DATA_POINTS: 10-12]

Efficiency Trap

6-9 Checks. Performing “on
average,” but hitting a
ROAS ceiling.
[STRATEGY _ASSESSMENT _GAUGE ]

[STATUS: INNOVATION_GOAL]
|

[DATA_PQOIN

TS: 10-12]

Modern Innovator

10-12 Checks. Dominating
the category and scaling

the "Numerator”.




Real Results for a
Warranty Brand

The Challenge:

A premier warranty company needed to
prospect in large volumes and demanded
depth.

The Solution:

Deployed Path2Acquisition coupled with a
website tag, integrating comprehensive co-op
transaction and behavioral variables with site
visitor data.

Takeaway: Target audiences with the power of
personalization, leading to relevant messaging
that converts prospects into leads.

The Results

Nearly Doubled Response Rate
(104 Response Rate Index)

+2.5M Available Circulation



[AUDIT_DIMENSION_04]

STOP THE DECGAY.

If you checked fewer than 10 boxes, your
growth is being throttled by legacy sourcing.

Schedule a 15-Minute Data Gap Analysis with Path2Response.

») PATH 2




Let’s strategize
www.Path2Response.com
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