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SPECIAL ADVERTISING SECTION OF ADVERTISING AGE

Yes,brand identity is crucial.But at a time when customers
have thousands of websites,hundreds of TV channels,
dozens of magazines,mailings and competing offers at
their fingertips, the prize is not just having them know
your name:It’s having them choose to engage with you.

l RESULTS, PLEASE
In such a fragmented environment, it’s no longer viable
simply to create a marketing campaign,deploy it and hope
for a response.Companies are rightfully demanding ever
more accurate data to ensure that their marketing dollars
are having the desired impact. At the fall 2006 Direct
Marketing Association convention, Ford’s Ana Dan spoke
to this point. “We have an eight-figure budget for direct
marketing.To maintain that budget, we’ve got to be able to
prove positive return on investment, as measured through
increases in sales and service revenue.” Even so,many mar-
keters remain uncertain just what impact their campaigns
are having.A recent study by Forrester Research and Unica
showed that up to 63% of marketers still see results as dif-
ficult or impossible to measure.

Those on the cutting edge of custom publishing are
responding to the challenge with carefully crafted
approaches merging several of the hottest trends in mar-
keting—multiplatform content, customer engagement,
measurable return on investment and a focus not just on
whether customers respond to a specific campaign, but
whether the campaign is delivering value to the company’s
underlying business goals.

l GETTING TO KNOW YOU
The process starts not with telling customers what they
want or need,but by understanding more about them and
their individual preferences and desires.Relationships and
loyalty (the heart of CRM and CLM) depend on such
understanding.Yet a 2006 IBM study showed that just 21%
of companies have an advanced understanding of their
customers,compared with 53% that understand their cus-
tomers in a general way and 26% with little or no under-
standing.

Two customers who buy from the same manufacturer
may be worlds apart. A contractor who relies on Ford
trucks to haul plumbing fixtures is not the same customer
as a real estate executive who travels to sales meetings in a

luxury sedan.So when Ford decided to work with Time
Inc.Content Solutions on a custom publishing platform,
including a high-quality magazine called MyFord, version-
ing and personalization became a key consideration.
MyFordwas designed on a modular platform with the abil-
ity to send versions based on vehicle segment, customer
age, whether the customer leased or purchased, and
whether they preferred to be reached in English or Spanish.

The result is a magazine that captures an average of 25
minutes of readers’ time, according to follow-up studies.
This provides a built-in audience of some 6 million Ford
owners to unveil exciting new products,such as the 2007
Ford Edge crossover vehicle.Meanwhile,controlled offers
and tracked web traffic on the magazine’s sibling site allow
Ford to know how many owners bought new vehicles,
services,requested information on Ford products or took
other actions based on seeing MyFord. Ms. Dan said,
“We’re getting clear, measurable results showing that 62%
of owners who receive the magazine will take some form of
positive action.”

Once a company has gained customers, the challenge
shifts to how to retain them. In the past,many companies
have relied on direct mail campaigns—often with disap-
pointing results.“Direct mail, by itself, was ineffective and
inefficient for retention,” a marketing executive for a large
communications company said.“And there was only a lim-
ited abilit y to enhance our CRM efforts.” For this company
and others, the answer lay in a multiplatform approach
using not just direct mail,but bill inserts and newsletters,tar-
geted e-mails and,as an anchor, an attractive,high-quality
magazine offering product features and lifestyle articles.The
beauty of multiple platforms is that each one can do what it
does best.

Targeted custom publishing approaches,with measur-
able results,perform a vital service not just to marketers
but to customers. Because the fact is they’re as over-
whelmed by the profusion of choices as everyone else,
and they long for loyal relationships.According to one
recent study, 79% of customers will commit to a deeper
relationship with a company or brand after a satisfying
experience.When carefully structured marketing moves
that process along, it’s more than just the beginning of a
beautiful friendship. It’s the dawn of a new era in custom
publishing. q
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REAL RETURNS
In a world of media noise , how can you make cer tain your
message is getting thr ough? By Chris Schraft

Marketers today have mor e—and faster—
ways to r each customers than ever befor e. But
a fragmented media landscape also means
greater challenges than ever befor e when it
comes to making yourself hear d above the din
and establishing meaningful customer r ela-
tionships. For ming a connection with valued
customers r equir es using the right levers to
drive behavior and enhance tr ust and satisfac -
tion, and then using the most sophisticated
and accurate metrics available to ensur e a
retur n on your investment. Of course, the
desire for loyal customers and r ewar ding,
long-ter m relationships is as old as business
itself. What is new is the imperative that
every marketing campaign works strategically
and dir ectly towar d advancing long-ter m and
profitable customer r elationships and cus -
tomer loyalty . A custom publishing solution
that mer ely pr omotes brand identity is at best
a par tial solution. 
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