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CUSTOM MEDIA

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 partial solution.

Yeshrand icentity is cucial.But at a tme when cusbmers
have thousands fowebsites, hundreds d TV channés,
dozens d magazinesmailings and ompeting dfers at
their fingertips, the prize is not st haing them know
your nameit's haing them choose 6 engage with you.

| RESULTS, PLEASE

In auch a fagnented ewvironment, it's no loger viable
simply to creat a maketing campaig, deploy it and hge
for a respnse.Companies a fightfully demanding eer
more &curate datad ensure that thé& marketing dollars
are haing the csied impact. At the fal 2006 Drect
Marketing Assaiaion convention, Ford’s Ana Dan spke
to this wint. “We hae an @ht-figure hudget for direct
marketing. To maintain that ndget, weve gt to be alte ©
prove positive iturn on investment, as meaged through
increases in sales andvig® revenue’ Bven sQmary mar
keters remain unertain just what impatt ther campaigs
are haing. A recent study by Forrestr Reseath and Uhica
shoned that up b 63% & marketers sill see esllts as dif
ficult or impossilte o meaare.

Those a the cuting edge d cusbm pubishing ae
respnding © the tdalenge wth carfully crafted
approaches meging seeral d the hotest tends in mar
keting—multiplatform content, cusbmer engagement,
measirable return on invesment and a écus not st m
whether cusbmers espnd to a sgcific campaig, but
whether the campaig is dHivering value b the ompary’s
underlying husiness gals.

I GETTING TO KNOW YOU
The pocess stas not with tdling cusbmers what they
want @ nead, but by understanding meoe atout them and
their individual preferences and dsies.Rdationships and
loyalty (the hear of CRM and CLM) d@pend on such
understandingYet a 2006 IBM sidy shaved that just 21%
of companies hee an dvaned understanding 6 their
cusbmers,compared with 53% that unérstand th@ cus
tomers in a gneral wg and 26% \ith little or no under-
standing

Two cusbmers who huy from the same marfacturer
may be worlds apar. A montractor who rdies e Ford
trucks © haul pumbing fixtures is not the same ooister
as aeal estat executive who travels D sales netings in a

luxury selan. S when Ford decided to work with Time
Inc. Content Solutions e a custm puhblishing plaform,
including a hidp-quality magzine cééd MyFord, version-
ing and @rsmalizaton became a & nsideration.
MyFord was @signed on a malular plaform with the alil-
ity to sed wersions baseé on wehicle sgment, cusbmer
ae, whether the custmer leasd o purchasel, and
whether they preferred to be reached in Endish a Spanish.

The esllt is a magzine that capres aneerage d 25
minutes @ realers time, according © follow-up sudies.
This povides a hilt-in audience d sane 6 milion Ford
owners D unvel exciting nev produds, such as the 2007
Ford Edg cosseer vehicle. Mearwhile, controlled offers
and racked web traffic o the magzines silling sie alow
Ford to know hov mary owvners tought new \ehicles,
savices,requesed information on Ford products a took
othe actions basg on seing MyFord. Ms. Dan said,
“Werre @gtting dear measiratle resilts shaving that 62%
of owners vho receive the magzine vill take sane orm of
positive ation.”

Once a ompary has ginal cusbmers, the dalenge
shifts b haw to retain them. In the pastmary mmpanies
have died on direct mail campaigs—dten with disap
pointing resilts.“Direct mail, by itséf, was inffective and
inefficient for retention,” a maketing executive or a lar@
communicaions @mpary said*And thee was oly a lim
ited ablity to enhan@ our CRM #orts” For this @mpary
and othes, the answr lay in a multiplatform approach
using notyist direct mail,but bill insets and nessldters,tar-
ogtled e-mails andas an arfwr, an attactive, high-quality
magazine fering product featires and lést/le aticles.The
beauy o multiple plaforms is that eZn one can d what it
does lest.

Targeted cusbm pubdishing aproacheswith measir-
ale resllts, perform a \tal sevice not jst b marketers
but to cusbmers. Because the € is the/re as wver-
whemed by the pofusion of choices as \@ryone dse,
and the long for loyal rdationships.According o one
recent study, 79% d cusbmers will commit to a deper
relationship with a @mpary o brand afer a saisfying
experience. When caefully stuctured maiketing moves
that process alog, it's mae than jist the leginning of a
beauiful friendship It's the dan of a nev @a in cusbm
publishing g
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