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The world has changed
for the consumer 





Direct Mail
1:1Marketing

Advertising
TV

Transactions

Newsletters

NOISE:  know me or NO me

BLOGS



Customers Are Overwhelmed

Messaging Mayhem

Junk Mail:
• Six pieces per US HH per day
• 44% to the landfill; unopened

eMail:
• 200 Billion email /day
• 97% is spam



Consumers are in control
…and know it

Tuning you out
Blocking, unsubscribing

Ignoring you
Talking about you, virally



Customers Are Ignoring You

• Tuning You Out
Consumers actively joining Do Not Mail

Can Spam 2003

Do not Call List 

Calm Act 2009

Blockers, Anti-Spam

• Translation:  SHUT UP!



Customers Are Defecting

• 91% are opting out of emails

• 63% may defect from brands due to 
irrelevant content:

 41% of consumers say they would consider 
ending a brand relationship due to irrelevance

 22% already have



The Question:
How do you engage 

and stand out when you 
are being ignored?



The answer:

RELEVANCE



Tom O’Toole, Chief Marketing Officer, United Airlines

on RELEVANCE



The world must change
for the marketer 



Traditional Marketing

Precision Marketing: Fewer yet more 

relevant, meaningful, targeted CUSTOM 

messaging and promotions to your 

customers.

Same message for everyone

Marketing 2.0



56% of marketers

perceive themselves as being

extremely customer-centric

Only 12% of

customers agree



80% of consumers will never go 

back to a company after a single

negative experience

The Risk of Irrelevance



Liz Miller, Vice President Programs and Operations

Chief Marketing Office (CMO) Council

on CMOs + Precision Marketing



Precision Marketing
Precision Marketing:

using data to drive relevant,  
custom content to the right 

person, at the right time, in the 
right channel 

Provides the Foundation for
Targeted & Trusted Customer Communication



Data Drives Relevance
Relevance Drives Loyalty
Loyalty Drives Revenue 

.

Loyal Customers 
spend more and
buy more than

non- loyal
customers 

Precision Marketing

Enables CMO Top Priorities for 2010



Data-Driven Customer Insight

• Data = Keystone to Custom Content

• 78% of Marketers Say:  Data is Obstacle

• Start with What You Have and Build



If you can’t measure your 
marketing success, 

good luck

Know your business impact

ROI 

Email, website, search engine, direct mail, 
social media, mobile marketing…



Precision Marketing 
In Action:

Proof Points
Best Western International, CSG/Telco, Large Hotel Chain, Graphic Arts Monthly



Best Western International



278 % ROI
15% Program Registrations 

39% Number of Stays

34% Number of Nights Stayed 

30% Revenue Generated 

500% Applications Best Western MasterCard

40% Savings in paper

ccess to the data necessary to personalize their marketing to grow 
loyalty

Results of making your offline – more relevant 

and “conversational” – like your online

Best Western Generated….



CSG / Large Telco

27% Response Uptick from Inactive Base



Photo: unaesthetic – slide from 

http://www.flickr.com/photos/unaesthetic/22725413/

Large Hotel Chain: 1090% ROI!

slide courtesy of 



Graphic Arts Monthly

• Publishing industry in decline

• Need to re-engage subscribers 

• Need to fortify advertising revenue



Graphic Arts Monthly

Results

84%  Relevant content matters most in 

selecting subscriptions

59% Irrelevant content drives “unsubscribe”

60%  Likely to recommend based on the 

customization of January issue

43%  Said personalization of the January issue 

improved their opinion of the brand



Graphic Arts Monthly

Additional Insights/Opportunities

Does your favorite magazine know you well as a subscriber? 

57% NO

Have you ever been surveyed about the content you like?

70% NO

If advertising was customized, would you go online for more 
information?

63%  YES



Call to Action

•Relevant, Custom Content is Proven to Drive Engagement

•Irrelevance is Proven to Drive Disengagement 

•Data-driven Customer Insights are the key to Custom Content

•Data is the Major Obstacle to Creating Custom Content

•Start with What You Have and Build

Please Feel Free to Use these Proof Points 

Please Contact Me if I can be Helpful to You and Your Goals



Thank You

Sandra Zoratti
sandra.zoratti@infoprint.com

Twitter.com/sandraz

www.infoprint.com

www.profitwithloyalty.com

www.precisionpromotion.org

www.loyaltyleaders.org

www.transpromo-live.com


