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Targeted Communications

A key application for an 
enhanced customer experience
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Agenda

1. Print within the Marketing Mix

Targeted customer communications

2. Targeted communications

Successful cases

1. Transpromo

2. Direct Mail
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Communication Trends

ÅTraditional ñblastingò is not working any more!

ÅMassive explosion in information generated:

ïnumber of websites worldwide: > 217 Mill.

ï5bn mail pieces globally

ïUp to 3,000 media messages per day

Å Un-ability to reach customers

Å Un-ability to achieve customer recall

http://www.gettyimages.com/detail/sb10065474e-001/Photographers-Choice-RF
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Advertisement attracting attention

http://www.ftd.de/technik/medien_internet/335493.html?cp=10
http://www.ftd.de/technik/medien_internet/335493.html?cp=4
http://www.ftd.de/technik/medien_internet/335493.html?cp=7
http://www.ftd.de/technik/medien_internet/335493.html?bid=13013&p=1&cp=2
http://www.ftd.de/technik/medien_internet/335493.html?cp=11
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In an age of 3,000 messages per day...

Åé the only lasting competitive advantage comes from acting on customer 

information and creating relevant customer experiences your competitors 

canôt 

Åé the more customer needs are learned and filled, the greater the barrier to 

churn

Åéirrelevance has a long-term corrosive effect, it undermines trust and 

therefore long-term customer loyalty

Making communication as relevant as possible to each recipient 
is a critical ñmust doò to survive in todayôs tough market 

developments!
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How much time do you spend on a document?

Group 1 UK Study, January 2008 ñAre we paying attention?ò
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A constant flux

Company Lost Won Net. Growth

Moviestar 99306 93217 - 6089

Vodafone 79697 98278 18581

Orange 81149 63093 -18056

Yoigo 6931 10644 3713

Customer fluctuation with mobile phone providers in Spain (August 2008)*

Optimal communication with your existing customers reduces churn 

and creates budget space for targeted acquisition of new customers

* Comision del Mercado de 

las Telecommunicados

Transpromo with 

relevant added value for 

individual customers

Leveraging of existing 

cost structure for invoice 

delivery

Customer acquisition 

actions (DM, POI, POS, 

ads etc.) targeted at the 

correct profitable customer 

profile

Usage of marketing budget
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Color Printing Influences Consumers

More than 60%
of buying decisions 

are based on color

Payment response for 

invoices produced in 

color improves by 

almost

30%

Color emphasizes 

important point and 

increases retention

82%

Color reduces search 

time by as much as  

80%

Color improves brand 

recognition by up to

80%

Source:  InfoTrends, 2007
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Volume(A4 pages)

Costs per envelope

Paper ú 0,005 8,3% ú 0,010 10%

Offset ú 0,010 16,7% ú 0,010 10%

Digital ú 0,006 10,0% ú 0,040 40%

Finishing ú 0,014 23,3% ú 0,014 14%

Envelope ú 0,018 30,0% ú 0,018 18%

Other costs ú 0,007 11,7% ú 0,007 7%

Overall costs per envelope ú 0,060100% ú 0,099100%

Postage ú 0,280 ú 0,280

Costs per envelope ú 340.000 ú 379.000

Response rate % 1% 4%

Revenue per response ú 17 ú 20

Generated Revenue ú 170.000 ú 700.000

Profit -ú 170.000 ú 321.000

Black & White

1.000.000                      

Color

1.000.000                     

Color is worth spending money
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Volume(A4 pages)

Costs per envelope

Paper ú 0,005 8,3% ú 0,010 10%

Offset ú 0,010 16,7% ú 0,010 10%

Digital ú 0,006 10,0% ú 0,040 40%

Finishing ú 0,014 23,3% ú 0,014 14%

Envelope ú 0,018 30,0% ú 0,018 18%

Other costs ú 0,007 11,7% ú 0,007 7%

Overall costs per envelope ú 0,060100% ú 0,099100%

Postage ú 0,280 ú 0,280

Costs per envelope ú 340.000 ú 379.000

Response rate % 1% 4%

Revenue per response ú 17 ú 20

Generated Revenue ú 170.000 ú 800.000

Profit -ú 170.000 ú 421.000

Black & White

1.000.000                      

Color

1.000.000                     

Color is worth spending money
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Agenda

1.Print within the Marketing Mix

Targeted customer communications 

2.Targeted communications

Successful cases

1. Transpromo

2. Direct Mail
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Debitel - Germany

ÅObjective:

ïSave and/or increase market share

ïOptimise customer structure

ÅKeep profitable customers / get rid of unprofitable customer

ïPrevent current customers from churn

ïIncrease numbers of prolonged contracts


